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In 1957 my grandparents moved to Willicroft Farm in Devon. As my grandfather
always likes to recall, they started out with just one tractor, seventeen cows and a
pack of cigarettes. 
 
They started farming to tackle what they saw as the greatest issue facing
humanity at that time - feeding the nation after the Second World War. They built
their business from the ground up, turning it into one of the most respected dairy
farms in Devon. 
 
Much like my grandparents, Willicroft in its reimagined form is also addressing the
greatest issues facing humanity today - the warming of our planet. Our direct
mission is different, but the keys to success are the same - dedication,
partnerships, and real love and enjoyment of what we're doing.
 
As was the case with the original farm, we're so much more than a plant-based
cheese company. We're a movement, a front runner and an agent for change.
 
Our current system is far from perfect but as we strive forward we must never
forget the sacrifices made by previous generations. A planet friendly food system
is within our grasp. It is our job to bring it to fruition, with everyone on board.

Brad Vanstone
Founder, Willicroft



PREPARE FOR IMPACT
 

When we first started concocting our
ideas and recipes, we knew we
wanted to create a delicious, social,
healthy food option for our hungry
customers. But we’ve got big dreams,
and our cheese is how we’ve chosen
to make a difference. For us to know
that we’re doing the very best we can,
we’ve got to know what we’re doing
and whether we’re doing it well.
 
The first step in our impact journey
was to complete a Theory of Change
late last year. We've engaged with
impact intelligence organisation,
Narrate, to come up with a framework
which now informs our
measurement, evaluation, and
decision-making processes, some of
which we’ve highlighted in this
document. 
 

As you’ll see, our focus areas this year
extend beyond simply minimising the
carbon footprint of our cheese. Of
course, we are analysing the
environmental impact of our cheeses,
but we’re also looking at the people
and systems that sit around them.
This is because we think our impact
can and should be about more than
just emissions.  

 
2019 saw us take gigantic strides
towards contributing to a more
sustainable cheese consumption in
the Netherlands. 2020 is going to be
even bigger, so we want to know that
when Mother Earth comes knocking
on our door we can tell her exactly
what we’ve been doing. 

Unlike our future reports which will show the impact we’ve made,
this one sets our impact intentions. We want you to think of it as
the promise we’re making to our CEO – Mother Earth – and to you.



TRANSPARENCY OF SUPPLY CHAIN
 

SHORTER SUPPLY CHAINS
 
A big emissions-saver for our
organisation is sourcing food from
countries which are close to our
production facilities. When we began
sourcing our cashews from West
Africa, we became aware of the long
journey cashews were being sent on
from production to processing,
mostly to Vietnam. 
 
In order to reduce the amount of
transport emissions, we looked for
cashew suppliers that were
producing and processing cashews in
West Africa. When we calculated the
difference this made, we found that
this decision alone reduced the
transport emissions of our cashews
by 75%. 

We know how infuriating it is to stand
at the supermarket, staring at labels
of different products to try and figure
out where something has come from,
and what the heck has gone into it.  
 
This year, we’ll be publishing a range
of data on the ingredients and
suppliers we’re using to create our
flagship products, starting with our
popular This is not Cheese Fondue.
These reports will include information
on the emissions, land usage, and
water consumption of each product,
and we’ll be telling you how far your
food has travelled and why. 
 
We’ve already crunched some
numbers on one of our key
ingredients - cashews.
 



REGENERATIVE AGRICULTURE
 
We're convinced by the literature
available on the potential for
regenerative agriculture as a means
to sequester carbon, decrease
greenhouse gas emissions, improve
water retention, produce higher
yields, and improve overall
biodiversity and resilience of
ecosystems. We are investigating
how to support the continuation and
growth of regenerative farms in
sourcing our ingredients.

SUSTAINABLE INGREDIENTS
 
The literature shows that there’s some
significant differences in the
sustainability of ingredients we can
use. As an example, the average
organic cashew farm produces .42 kg
CO2e per kg of raw product[1]
 
In comparison, the average national
GHG emissions and irrigation water
use for pulse crops in the United
States is .27 kg CO2e per kilogram of
product[2]. This is a significant
difference, which is only increased
when considering the processing
emissions of each.  The cashews we
source must be steamed and
separated from their shells and this
process produces an additional 1.896
kg CO2e per kilogram of product[3].
This makes the total emissions of
cashews roughly ten times higher
than that of beans.



ACCESS, AWARENESS AND CONSUMPTION OF
PLANT-BASED CHEESE

As a start-up with a newly opened
shop front, we’re focusing on getting
our products into the hands (and
mouths) of our target consumers.
Increasing the access, awareness and
consumption of plant-based cheese
will help us achieve our long-term
goals of improving people’s
perception of plant-based cheese,
and contributing to an understanding
and adoption of a plant-based diet.
 
In analysing access to plant-based
cheese, we’ll be looking at both our
distribution areas and the
contribution we’re making to the
overall market share of plant-based
cheese in retailers and  restaurants. 

We were straight out of the gate this
year following the opening of our
store in Amsterdam, but we’re
shooting for the moon in 2020, and
we’re going to be tracking our
stardust along the way.
 
Information on the awareness and
consumption of Willicroft cheese will
be collected by surveying our
consumer base, and getting a clear
understanding of how they’re
engaging with our products, from
choice to chuck (though we can't
imagine anyone throwing away even
a single slice!)



AWARENESS OF SUSTAINABLE AGRICULTURE

A role we see Willicroft playing is
bridging the gap between consumer
and producer, and back again. To
ensure Mother Earth is happy, we
have to ensure the land is being
optimised for sustainable production.
To do that, we need to drive
consumer demand for sustainably
produced goods. To do that, we need
goods to be sustainably produced in
the first place. 

CLOSED-LOOP PACKAGING

Much like the saying, ‘the road to hell
is paved with good intentions’, some
of the most sustainable products can
be wrapped in the most
unsustainable packaging. As we
develop more products, and our
distribution increases, we’re going to
be honing in on the sustainability of
our packaging to make sure that the
hard work we put into optimising our
cheeses isn’t lost.
 

We believe we can influence this
positive loop this year by raising the
awareness of sustainable agriculture
among our network. We’ll be
including this research in our surveys
of our consumer base.

With our first three products, we
minimised the amount of plastic,
using only a plastic seal to ensure
quality shelf-life for our cheeses, with
cardboard making up the remainder
of the packaging.  Whilst this was a
great achievement, we’re committed
to transitioning to a more sustainable
tin-based packaging by the end of
2020, which is 95% recyclable in the
Netherlands, transports easily, and
ensures a long shelf-life for our
cheeses.



Each of the areas that we'll be
examining this year are part of our
long-term vision for change, resting
on our two pillars of impact: a
reduction in climate change, and the
sustainable positioning of farmers in
society. 
 
Our first pillar is one which can be
tackled in many ways. We're tackling
the problem directly by sourcing
sustainable ingredients, creating
closed-loop packaging and engaging
with our network to increase their
exposure to and consumption of
plant-based cheese. 
 
Long term, we know that if we can
begin to change consumer behaviour
from eating predominantly dairy
cheese to predominantly plant-based
cheese, this will have some
supportive flow on effects. We will see
an increase in positive perceptions of
plant-based cheese, and an increased
adoption of plant-based diets. With
this, we will see an overall decrease in
the amount of land and water usage
and carbon dioxide associated with
food provision.

Our second pillar runs deep in the
roots of our organisation, as we're
looking to the history of Willicroft in
influencing farming transitions. We're
also humbled by our role, as we know
we have a lot to thank farmers for. The
concept of leisure time, and the core
reason why we're not all still
ploughing fields, is due to the
innovations farmers have made in
food production. Looking ahead, the
responsibility to provide healthy food
from sustainable land will lie largely
on their shoulders.
 
By engaging with consumers, we are
helping drive market demand for
more sustainable products, creating
incentives for farmers to turn out new
ways of farming. We'll also be
engaging with farmers directly to
ensure their role in the food system is
sustainable not only for mother earth
but for their livelihoods too. We're
lining up to be an organisation
helping contribute to radical change
in the food system, and we'll be
standing by our farmers the whole
way.

PAVING THE ROAD AHEAD



We're taking a long-term, system-wide approach to impact measurement. To
be effective we must plan ahead, and ensure our stakeholders are considered
every step of the way. Below is an outline of the key outcomes we're aiming to
achieve, on top of those we've outlined in this report.

A STRATEGIC APPROACH

The above tables have been adapted from our Theory of Change canvas, which will be
made public in February 2020. Many of our Impact documents will be published, and
any that haven't been made public may be made available on request. We encourage
you to distribute, discuss, and feedback on our work. We all have a role to play in
helping our food and agriculture systems thrive, so the more brains the better.

IMPACT

OUTCOMES

Reduction in
climate change

Optimised societal
position of farmers

Decrease in emissions
 
Decrease in water
usage
 
Decrease in land
usage
 
Increase in plant-
based diets
 
Development of new
'green' farming sector
 
Optimised financial
income of farmers
 
Reduction in waste

Increased access to
plant-based foods
 
Positive change in
perception of plant-
based cheese
 
Decrease in dairy
farming
 
Increase in sustainable
farming techniques
 
Optimised use of land
for sustainable farming
 
Increased awareness of
plant-based diets
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Report prepared and written by Alex McMillan
 
Alex manages Willicroft's impact measurement, setting up frameworks, conducting research, and translating our
findings into useful narratives which inform our internal strategies and external communications. Alex 's
background is in communications, training and workshop management, and research.
 
 
Produced in partnership with Narrate
 
Narrate works in partnership with Willicroft to advise on impact strategy and intelligence. Their mission is to
steward, facilitate, innovate and execute a holistic impact intelligence practice to equip changemakers with insights
to accelerate their social and environmental missions.
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