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How it all started

How it
all started

According to a 2015 UN report
we are on track to degrade
another third of global
farmland over the course
of the current century.
We’re leaving the land more
fragile and our harvests more
vulnerable at the same time
climate change is creating
unprecedented environmental
pressures.

The Guardian

“Farmers are paid ten times
less than the price of an
orange in the supermarket.”

ABC (Spanish
Newspaper)
“Every year, about 8 million
tons of plastic waste escapes
into the oceans from coastal
nations. That’s the equivalent
of setting five garbage bags
full of trash on every foot of
coastline around the world.”

National Geographic

EUROSTAT 2020 Edition
Eurostat estimates
that the EU produced

70 million
tonnes of
food waste
in 2016
which was equivalent
to an average of
158 kilograms per
inhabitant.

(Agriculture, forestry and fishery statistics)

About
1 in 8 people

over the age of 16
years in the EU (an
estimated 11.9 %)
had either some or
a severe inability to
afford a meal every
other day in 2018.

Farmers are typically
male and relatively
old; 71.3 % of farmers
in the EU were male
in 2016 and only

1 in 10 (10.7 %)
were under
the age of
40
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How it all started

The CrowdFarming revolution
started with two young orange
farmers who dared to question
the very foundations of how
the agri-food system was
built.

What if...
As farmers, we could
plan ahead exactly
what we are going
to sell and at what
price, avoiding tons
of food waste and
unnecessary costs?
What if we could
harvest on demand,
or, what’s more,
cultivate on demand?

Consumers could see
how their food was
grown, who’s behind
the process
and where it travelled
from? What if they
could have a direct
line of communication
with farmers to
provide direct
feedback and convey
their gratitude?

Gonzalo and Gabriel Úrculo co-founders of CrowdFarming in Bétera, Valencia

We could take the
food from farm to
fork more efficiently
delivering more
(fresh products for
consumers, fair prices
for farmers) with less
(less intermediaries,
less packaging, less
travel time, less food
waste, less pressure
on the planet and in
our pockets!)

“Buying food directly
from farmers is
the most powerful
everyday act available
to anyone to
create a positive social
and environmental
impact.”
Gonzalo Úrculo
farmer & co-founder
CrowdFarming

4

Win-Win-Winner

If win-win refers to a situation with the potential to be beneficial to
both parties involved, at CrowdFarming we aim to include the planet
in this equation. A WIN-WIN-WINNER model where everyone wins:
farmers, consumers and the planet.

Win-Win-Winner

This model is based on five main pillars:

1

We pursue a more
efficient supply chain

2

We enable farmers
to plan their harvest
based on real demand

3

We support farmers in
the transition to organic
farming and beyond

4
5

We avoid intermediaries
and let the farmers set
their own prices

We raise consumer
awareness on key
environmental and
social issues
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A snapshot of today
115%
172

farms selling
through
CrowdFarming
supporting 1,500
farming jobs

378

farming projects in
12 different countries
(Germany, Spain, Italy,
Austria, France, Portugal,
Grenada, Hungary, the
Philippines, Colombia,
Perú and Georgia)

6,950
tonnes

sales growth
through our
platform
compared
to 2020

81%

The remaining

of the farmers
increased their
sales from one
year to the next

66% 34%

of units sold
in 2021 were
delivered
in 100%
plastic free
packaging

188,842 active adoptions

of food sold was plant-based

78%

850

organic and
5% with
demeter
certifications

hectares in
conversion
to organic

690 tonnes
of food waste thanks to our
efficient supply chain and
adoption model

15%

of the orders
containing
plastic were
BPA-free

284,005

unique customers made at
least 1 purchase through
our platform in 2021

by the end of 2021

We estimate we avoided

used the
minimum
viable amount
of plastic and
other materials
required

+7,050
tonnes of food sold

We ended the
year with a total of

134

employees, 69
of which were
new hires
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Win-Win-Winner

2.1

Breaking away from
the traditional food
supply chain

We pursue
a more
sustainable and
efficient supply
chain

The food supply chain is the
most inefficient of all supply
chains, especially when we
look at the amount of food
loss that it causes. It’s hard
to imagine just how much
food is produced without ever
reaching the consumer and
ends up being discarded.

One of the key edges of the
CrowdFarming model vis-àvis traditional supply chains
is how quickly food reaches
consumers once it leaves the
farm. The obvious advantages
of an efficient supply chain
is that product freshness
is unmatched and that it
reduces energy consumption
and thus CO2 emissions.
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Traditional
Supply chain

CrowdFarming
Supply chain

Fruit is usually harvested before
its optimal point of ripeness
- which affects its flavour and
texture - to make sure that the
fruit stays fresh and withstands
distribution.

In CrowdFarming’s direct sales
model, farmers harvest on
demand (when the consumer
has already placed the order).

24% of food loss occurs during
the manufacturing process and
sale to the distributor. In the
food chain with intermediaries,
the products spend time in
warehouses and distribution
centres before reaching the
shelves.

All the produce leaves the farm
and starts the trip to consumers
on the same day it is harvested,
we refrain from storing goods in
far-away warehouses.

During the fruit and vegetable
harvest season, cooperatives or
fruit and vegetable warehouses
fill their chambers waiting for
orders from the supermarkets.
With each passing day, the food
loses shelf life, putting pressure
on cooperatives to lower the
selling price. This results in an
unbalanced negotiation and
in environmental loss when
the produce is ultimately not
purchased.

Win-Win-Winner

Once the boxes are ready,
they are placed on pallets and
prepared to be collected by chiller
lorries.
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From the moment it is harvested,
the fruit begins to undergo a
period of natural degradation.
To avoid this, it will be subjected
to physical (e.g. storage in
cold rooms) and chemical
(e.g. fungicides and waxes)
treatments. Any action we take
to try and extend its shelf life or
its appearance will generate an
environmental cost.

Food isn’t placed in artificial
ripening chambers or given any
type of post-harvest treatment.
This reduces delivery times and
eliminates residues on the skin of
the fruit.

GHG emissions from
transportation make up a very
small amount of the emissions
caused in the food industry
(less than 10% for most food
products). However, this does
not mean we shouldn’t try to
reduce the negative impact of
the emissions generated through
transportation.

Even though we are a customercentric company, we have
decided to limit shipping dates in
favour of increasing the load that
travels in each lorry, improving
the efficiency of the journey.

Win-Win-Winner

We thoroughly study routes to
determine the most efficient way
of transport combining three
main variables:
1) Method of transport used
2) Distance covered
3) Time span from when the
product is harvested until it
reaches our homes.
The more the CrowdFarming
community grows, the more
efficient we can become in our
logistics by aggregating pick-ups
and deliveries and making lorries
travel at their maximum capacity.
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5% of food loss is produced at
the point of sale where the food
is waiting for consumers to pass
by and take it home.

There’s no additional energy
consumption at the retailer’s
premises (because there is no
retailer!).

Win-Win-Winner

We shorten the travel from farm
to fork, making sure it reaches
the final destination fresh. This
way the amount of food that
goes bad is reduced, which in
turn signifies a reduction of food
wasted.
We have reached an agreement
with our farmers to donate any
parcels that cannot be delivered.
Food deliveries are donated to
charities - such as Caritas in the
UK, Tafel in Germany and Secours
Populaire Français in France - in
the destination countries instead
of being returned.
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Data points
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Transit Days
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tonnes of food shipped and 1,192,095
shipments in the course of 2021

Less than

2%

of orders resulted in
complaints regarding shipment
issues or food conditions.
This number does not make us
proud and we will keep working
together with farmers towards
delivering products in the best
possible quality and time.

Crowdfarming trucks
travel at

90%

of average capacity. The
fuller the truck, the more
efficient the trip becomes!
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Win-Win-Winner

2.2

The advantages of
the adoption model

We enable farmers
to plan their harvest
based on real demand
One of the greatest challenges
of the agricultural industry is
that those who sell the goods
are usually not those who
produce them, intermediaries
capture too much of the
product’s final value while
leaving very little to producers.
Farmers often have to guess
how much to produce, without
knowing the real demand or at
what price they will be able to
sell what they grow.

Once cultivated, farmers try
to sell their product, with two
main aggravating factors:
price and time. The window of
time to sell their crop is usually
small because the products
are perishable. In most cases,
farmers do not have a strong
position to set a price for their
product and it is usually global
variables that decide the
selling price.
They say time pressure can
play against any investment.
In this case, sadly, it also plays
against the environment.
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Win-Win-Winner

Your tr
e

e

Maria Luisa, citrus farmer

In addition to creating
a true link between
CrowdFarmers and
farmers, this model
allows the farmers
to grow and harvest
crops knowing exactly
who will consume
them. They also know
the final selling price
and demand of their
harvests, which is
guaranteed season after
season.

CrowdFarming
gives consumers the
opportunity to adopt
a tree, and receive
fresh and organic
food produced for
them

This, of course, offers
them the certainty
that what they are
cultivating has a buyer,
as well as a fixed
guaranteed purchase
price. This makes the
farmers independent of
market fluctuations and
translates to financial
stability.

Svenja, CrowdFarmer living in Hamburg
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Win-Win-Winner

Adoptions contribute
to tackling food waste
According to European Union research,

88 million tonnes
of food waste are
generated in the
EU each year
with associated costs
estimated at €143 billion

While fruit and vegetables only
represent

21%

of available food,

While around 20% of
food produced in the
EU is lost or wasted,
every second day some
33 million people cannot
afford a quality meal
(including meat, chicken,
fish or vegetarian
equivalent).

Food waste also has a huge environmental
impact, accouting for:

8-10%

of global
greenhouse
gas emissions

6%

of total EU
greenhouse
gas emissions

they account for as
much as 76% and 41%
of the food waste
generated during
primary production
and consumption,
respectively
Some of the reasons behind the
significant share of fruit and
vegetables wasted can be related
to strict aesthetic standards,
market saturation resulting in
prices so low that the farmer
would harvest at a loss and the
fruits’ high perishability compared
to other food groups.

Tackling food wastage is an
ethical and environmental
issue and key to achieving
sustainability
While we are delighted to see that
there are initiatives focusing on the last
stages of the supply chain, we believe
that there should be an equal focus on
the source.
CrowdFarming’s adoption model
contributes to combating food waste
by ensuring more transparency
and commitment between the two
parties: Farmers and CrowdFarmers.
Through adoptions, we manage to
save the financial and environmental
resources linked to overproduction
and provide farmers the opportunity
of increasing their sales. On top of this,
we avoid the emissions that are caused
by waste ending up in landfills.
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Data points

The whole CrowdFarming
community has

188,842
378
active adoptions across

farming projects in
12 different countries
(Germany, Spain, Italy,
Austria, France,
Portugal, Grenada,
Hungary, the Philippines,
Colombia, Peru and
Georgia) including
trees, bushes, vines,
patches of land and animal
adoptions.

Through adoptions, we
contribute to the trees’
maintenance through
organic practices,
which play a crucial role for
carbon sequestration and
soil health. As an example,
the El Verger de Alicia
farm alone captures over

540

tonnes of carbon every
year.

We estimate that, only
in 2021, approximately

690

tons of food were
saved from landfill
through CrowdFarming,
corresponding to an
equivalent of

3.105

tonnes of CO2 (The
European Parliament
estimates that for every
kilo of food produced, 4.5
kilos of carbon are released
into the atmosphere).
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Win-Win-Winner

2.3

More power
to the farmer

We avoid intermediaries and
let the farmers set their own
prices, directly impacting
the rural economy
“Short supply chains represent an alternative
to conventional longer food supply chains
where small farmers often have little bargaining
power and the consumer cannot trace the food
to a known producer or local area.”
European Parliamentary Research Service
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Win-Win-Winner

Agriculture is an economic and
social engine that makes it
possible for millions of families
to develop their way of life in
Europe.
According to Eurostat, the
total labour force of agriculture
in 2019 was almost 9 million
full time employees and
represents 4.4 % of total
employment - Out of the
farmers that represent this
workforce, only 10.7% are under
40-years old. This can have
a huge impact on the rural
economy in the medium to
long term.
At CrowdFarming, our job
involves finding producers
who want to venture into
direct selling and who share
our philosophy: promote
sustainable agriculture and
revolutionise the food supply
chain. We also support farmers
by providing the services
needed to make direct sales
work:

1

a platform
to offer
and sell
products

2

logistics
to move
the
packages

Removing the
middleman allows
producers to receive
a fairer price for
their crops (which
they set themselves)
while creating more
links with consumers
and reducing their
environmental impact.
By gaining stability and
through the services we
provide to farmers at
CrowdFarming, they get a solid
foundation to invest in their
farms or, as an example, hire
new profiles to professionalise
their business. On top of this,
organic agriculture requires
more manual jobs, generating
opportunities for the rural
economy. It is also important
for us to support all types of
farmers - this means the small,
medium and large. Across our
history our farmers have been
homogeneously distributed
across small, medium and
large farms.

3

customer
service (or
CrowdFarmers
as we call them)

4

It is also important for
us to support all types
of farmers - this means
the small, medium and
large ones.
Across our history
our farmers have been
homogeneously
distributed across small,
medium and large farms.

outreach
tools to
promote
their projects
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Data points

+1,500

farming jobs are being
directly impacted thanks to
the CrowdFarming
community (39% women
and 61% men).

In October of 2021 oranges
in the traditional markets
were at one of their best
pricing moments for
farmers in recent years.
Even then, farmers selling
through CrowdFarming
were getting

3x

the amount they would
get in the traditional
supply chain.

20%

of farmers are young
farmers (vs. 10% in the EU),
of which 35% are young
women and 65% young
men. Farming is a male
dominated profession with
relatively few female farmers
(28.7 % of the total were
women in 2016 in the UE).

According to a
categorization by the
European Union, the
farms that have joined
CrowdFarming can be
classified as follows,
according to their sales
and size:

44%

of very small or small farms
(< 20 hectares),
37% of total sales

81%

of the farmers increased
their sales from one year
to the next.

32%

of medium farms
(20-100 hectares),
40% of total sales

24%

of large farms
(>100 hectares),
28% of total sales
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Data points

From a survey conducted among our farmers in 2021, we learned:

77%

of farmers confirmed that
their financial stability
had improved since they
started selling through
CrowdFarming.

NPS Score of
farmers:

95%

66

said that they would sell
future produce through
the CrowdFarming
platform.
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Win-Win-Winner

2.4

Pushing for
sustainable farming

We support farmers in the
transition to organic farming
and beyond
It is often heard that organic farming wouldn’t be able to feed the
world, let alone do so at affordable prices. But if we keep wasting
our food, killing our soils and damaging biodiversity, we will end up
with these problems all the same.

According to the
European Environmental
Bureau, intensive
agriculture is the single
biggest driver of species
extinction and creates
15% of Europe’s climate
emissions.
Droughts and heatwaves
linked to a warming
climate are increasingly
hitting farm production.

Agriculture is
also key for our survival, as
it is necessary to produce
food, so we need to find a
way to work with nature,
instead of against it.

Ecological farming
can help halt or
reverse these
problems
20

Win-Win-Winner

As part of the “Farm to Fork’’ strategy, the European
Commission has set a goal for 25% of total farmland
to be under organic farming by 2030
(The share of organic farming of the utilised agricultural area in Europe was 8,5% in 2019).

Why do we support organic farming over other methods?

Through both a less
intensive energy input
and a greater carbon
sequestration potential,
organic agriculture can
contribute to mitigate
climate change.

Organic agriculture
also shows potential
as a climate adaptive
farming system
through
its increased
resilience in the face
of extreme weather
events.

Due to the reduced or
non-existing input of
mineral fertilisers and
synthetic pesticides,
organic fields tend to
enhance biodiversity
and reduce water
pollution.

Organically farmed
soils generally contain
more organic matter
and thus have
better water holding
capacities.

Organic methods often result in
lower yields at first but at the same
time, food produced
during the conversion period cannot command the same premium
price. This is why, at
CrowdFarming, we have a commitment to support farmers in their
conversion to organic.

It is argued that the
use of pesticides
affects the health of
the local residents
living in the fields’
vicinity.

Furthermore, it is
important to note
that there are strict
organic farming
standards that are
independently
controlled.

Organic methods often
result in lower yields at
first but at the same
time, food produced
during the conversion
period cannot
command the same
premium price. This is
why, at CrowdFarming,
we are committed to
supporting farmers
in their conversion to
organic.
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Data points

The whole CrowdFarming
community is currently
supporting

24
70
878
farms,

projects and

hectares in their
conversion to organic
farming.

Many of our farmers
take their commitment
to sustainability even
further in regards to
topics such as responsible
water consumption and
renewable energy.

24%

of farms selling through
CrowdFarming already
work with renewable
energy!

64%

of the hectares in farms
selling through the
platform (7800 hectares
out of 12.200 hectares)
already have either organic
or Demeter certifications.
This represents 0.06%
of the total 13 million
hectares used for organic
farming in Europe in 2018.
(Eurostat)
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Win-Win-Winner

We encourage farmers
to convert to a more
sustainable packaging

Selling to the end customer is an
extra step, and requires greater
attention to detail.
As part of CrowdFarming’s
commitment to sustainability,
we aim to support farmers along
a holistic transformation that,
of course, includes packaging.
CrowdFarming’s packaging
team works to get food to its
destination safely while using as
little packaging as possible.
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Win-Win-Winner

The plastic challenge
Conventional flexible plastic
packaging is a rapidly
growing segment and over
60% of flexible plastic
packaging is used by the
food industry.

Flexible plastics are the

#1 ocean pollution
source

Historically

less than 4%

packaging is recycled

This results in recycling
levels for flexible
packaging that hover
around 5% even in
the most advanced
markets such as the
EU, the rest is sent to
incineration or landfill,
or even worse, left in
the open environment,
polluting our oceans,
soil and water.
However, plastic is an
important material in
our economy and daily
lives, it helps ensure
food safety and reduce
food waste.

A minimum of tonnes of

5M

In cases when
farmers are not
able to immediately
eliminate plastic in their
packaging in order
to preserve product
freshness, we support
them in their transition
towards reducing the
amount of packaging
required and choosing
reusable, recyclable,
compostable or BPA
free alternatives.

plastic is
discarded to the
sea each year

Traditionally, several
materials are used
throughout the shelf
life of produce: the box
in which it is harvested,
the plastic mesh bags
in which it is packed,
and the cardboard box
in which these mesh
bags are delivered.

In direct sales managed by CrowdFarming,
no plastic mesh bags are used. The produce
is distributed in a cardboard box.
What’s more, plastic seals were replaced by
paper seals in 2021. The plastic that is used to
wrap pallets of produce to keep them together
and stable while they’re transported has been
substituted for straps.

We also need to
consider the materials
food travels in before
ending up its final
packaging.
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Data points

26%

of the orders
containing plastic were
BPA-free.

The remaining

75%

of units sold in 2021 were
delivered in 100% plastic
free packaging.

25%

used the minimum viable
amount of plastic and
other materials required.
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Win-Win-Winner

2.5

Consumer awareness
as an enabler

We raise consumer
awareness on key
environmental and social
issues regarding the
agro-food industry.
In a healthy society, consumers must have the right to inform
themselves about how, where and by whom what they buy
was produced. This allows consumers to make conscious choices
based on their personal values.

¿

?
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Win-Win-Winner

Through CrowdFarming, the consumers can get to
know the profiles of the farmers of the almost 400
projects available on our platform:

Where

How

How they manage

How many

they are based

resources

(water, energy, packaging)

Other pieces of

information

that help the farmer tell their
story and what their approach to
farming is.

they farm

people

work on their farm

Adoptions have
the power to
strengthen the
bond between
farmer and
CrowdFarmer
We encourage visits to
farms as they help to
develop rural tourism
and raises awareness
around the agriculture
industry. In fact, one
of the non-negotiable
requirements to sell
through CrowdFarming
is to open up the farm
to CrowdFarmers since
we believe visits are truly
enriching for both parties.
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Win-Win-Winner

Through every piece of communication and every step of
our business model, we aim to raise awareness and shift
behaviours to revolutionise the agro-food industry
around key topics:

1

We encourage
consumers to plan
ahead in order to
address all of the
negative impact that
derives from instant
purchasing, which is
often less efficient.

2

We want to
democratise access to
quality products for
the general public in
Europe.
That’s why on top of
contributing to fair
prices, we strive to offer
the product at a
similar price to the one
the customers pay for
an organic product in
their country.

3

The CrowdFarming
community buys
fruit in bulk - this
means no fruit is
discarded based on
colour, size or an
unusual shape.

“

We like to set a specific
criterion: if the farmer would
eat the fruit, then it can be
sent out to consumers! They
aren’t used to providing ‘ugly’
fruit in the traditional sales
channels via intermediaries.
Vidal Cobos, CrowdFarming
farmer analyst
(Bachelor of Biology and
Environmental Sciences, Master
in Ecology)
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Data points

All

172

farms working with
CrowdFarming accept
visits from CrowdFarmers.

284,005
unique customers made
purchases during 2021

We have published

12

blog posts related to impact
and transparency in 2021,
talking about subjects such
as emissions compensation,
conventional vs. organic
farming, the environmental
impact of transport or
working conditions in
agriculture.

+65%

of the farmers on our
platform didn’t use a tool
for online direct sales
before CrowdFarming.

We have spent over

15,000€
on developing
documentaries that
focus on topics which
are of particular interest
to the CrowdFarming
community.
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Doing an introspection process

Doing an
introspection
process

Our goal is to disrupt the
agro-food industry. But
we cannot forget to look
at what we do internally
and work everyday to
become the best and
most sustainable version
of ourselves.
We aim to minimise
our footprint by
encouraging waste
reduction and recycling at
CrowdFarming premises
and we are constantly
looking for opportunities
to reduce our impact as
well as providers that can
help us achieve this goal.

At CrowdFarming, we
believe transparency is
crucial not only for our
consumers but also for a
healthy work environment.
Some of the initiatives we
are implementing as part
of our goal of building
trust inside CrowdFarming
even further are:

1
2
3

Monthly updates in which
we inform all employees
about company news and
talk about what is new
with CrowdFarming.
Definition of clear
objectives, key results and
a system to showcase
every employee’s’
progress.
Frequent team-building
activities.

In this 2021 we
inaugurated our
Impact and Sustainability
department and the
team is already
undertaking different
projects across the
company.
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Data points

Our energy provider,
HolaLuz, provides
We ended the year
with a total of

While our revenue in

2021

has doubled, we have
managed to maintain our
carbon footprint intensity
from Scope 1 and 2,
staying at

0.25t
CO2eq / M€

134

employees, 69 of which
were new hires.

58%

of our staff is female
and 45% of managerial
positions are held by
women.

100%

green energy certified
by the CNMC (National
Markets and Competition
Commission). We
consumed 20,105 kW of
renewable energy in our
offices during 2021.

We did our first pilot to
measure CrowdFarming’s
eNPS - employee net
promoter score, getting
a result of

+58
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1
What’s next?

What’s next?

We have set four ambitious
goals for the next few years:

Keep working
towards reducing
uncertainty for
farmers

We believe that adoptions
are our most powerful tool
to contribute to the farmers’
peace of mind regarding
demand. For this reason,
in 2022 we will focus on
reinforcing our adoption
strategy.
We will also put special
emphasis on communicating
the specific impact of
adoptions on farmers and the
environment.

2

Become Europe’s
leading seller of
organic food
This year we want to be able
to offer CrowdFarmers a wider
range of organic products. To
achieve this goal, our “Farmer
Hunting” team will be in search
of even more farmers willing to
start direct sales across Europe.
We will also make it more
accessible for CrowdFarmers
to buy our products by
diversifying payment options
and introducing ‘group
purchasing’, so they can share
their orders with whomever
they choose.
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What’s next?

Build the most
sustainable food
supply chain
As CrowdFarming scales, our
operations are becoming more
and more efficient and we are
able to help a more diverse pool
of farmers. We are investing
in a logistic centre to help
farmers focus on what they do
best - farming their exceptional
products. This way, we can help
them pack and process their
orders.
We have the goal of piloting
innovative initiatives regarding
last mile delivery, contributing
to the transformation of
e-commerce logistics towards
sustainability.

3

Become the most
trusted marketplace
in Europe for
consumers, farmers
and employees
We are also working to
bring more information to
the consumers, helping
them make more informed
decisions. We will be
developing areas for farmers
and consumers to access key
information on their farms,
adoptions, orders and
impact.

4
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We still have a long way to go,
but that’s why we’re not taking any detours
Thank you for being part of the journey
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