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doing good. 4/18/18

We strive to be a company that is intentional in our efforts regarding our impact on customers, the community that 
surrounds us, and the global community. With positive intentions, we hope to create a scenario where our children are 
increasingly able to take care of themselves, their communities, and the earth. This report will aid us in understanding 
our impact, and help us set a benchmark to achieve goals our company feels so passionately about, including sustain-
ability, community impact, and earth stewardship.    

We have committed ourselves to producing a report on a yearly basis so that we can understand where we are in 
terms of our mission, and can share this information with those impacted by our businesses. That means you. We want 
to recognize our shortcomings so that we can start to visualize what it looks like when those shortcomings are ren-
dered into strengths.  We want to celebrate the achievements along the way, and push ourselves to constantly raise 
the bar, striving to set a good example as a business and better ourselves as we better the world around us.  

Financial success is important to any business, but it has never been more important to us than doing good. For Field 
& Fire, “doing good” means supporting sustainable and thoughtful farmers, keeping our dollars spent as close to home 
as possible, deliberately creating a product that is healthful for our customers, reducing waste, helping our commu-
nity and all its members to live meaningful lives, supporting people who are positively impacting those around them, 
being thankful for our resources deeply enough that we are committed to conserving them, and showing kindness 
and intention in our actions.  

As owners, we recognize that we have a lot of work to do.  We are excited to continue down the path that will get us 
closer to reaching our goals. This report will help us to see the path before us more clearly, and will help us to walk it 
with greater assurance that the results of each step we take are results we want.  Come along with us! 

Shelby, Julie & Esau





our mission
At Field & Fire we put our hearts and our hands 

into making baked goods that delight the 

passions and nourish the body. We take grain 

from the  field and transform it into food that 

makes you smile as it brings health to your 

flesh and spirit. Our love is to ferment grains 

and to serve our customers.

At Field & Fire Café

we put our hearts and hands into 

making simple, organic food

that brings joy and nourishes the body 

contributing to the health of our community, 

our staff, and our local food system, 

and giving our customers

the best possible experience.



economic impact
WHAT LOCAL MEANS TO US

As a small, local business, we do our 
best to keep our money in our local 
economy. For us, that means using 
Michigan based companies as well as 
producers within 150 miles from Grand 
Rapids.

Our bakery location purchases most of 
our flour from western states out of 
necessity. Our goal is to team up with 
farmers to grow more of our grains 
locally. 

32.1%

60% goal
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Percent of expenses to 
locally owned businesses
*average for both businesses

82.7
%

Percent locally
grown food32.1

%

15.6

%

CAFE

Percent locally
grown food

BAKERY



economic impact
Jake’s Country Meats  New City Urban Farm

Cherry Capital   Nutcase Vegan

Madcap Coffee  Vertical Paradise

B & B Organics  Ferris Organic Farm  

Visser Farms   Ferris Coffee & Nut

Farmlink   Loise Earl Butcher

Sassy Cow Organic Milk Blandford Farm

Forage & Foster  Old World Olive Co  

our suppliers include

jake’s country meats

ferris organic farms

mi cranberry
company

madcap coffee
nutcase vegan meats

new city urban farm

visser farms

cherry capital foods
naturally nutty

mud lake farm

ham family farm

natural candy
store

louise earl butcher
dancing goat creamery

wells orchard

Purchasing our ingredients as locally as 
possible means less money leaves our 
local economy and less energy is used 
for transportation. It also allows us to 
develop stronger relationships with our 
suppliers and better understand the 
practices they use. 



economic impact

CROISSANTS
SOLD IN 2017

62,425
69.7%
retail sales

45.4%
retail sales

54.6%
wholesale

25.6%
wholesale

4.7%
catering

cafe

bakery
thatʼs enough 

dough to reach 

5.9
MILES!



health & environment
WHAT ORGANIC MEANS TO US

The health of our customers and our 
planet play a huge role in our mission. 
We do our best to buy from other busi-
nesses that share the same world view. 

We understand it can be difficult and 
expensive to become certified organic, 
which is why we seek farms who grow 
organically without necessarily being 
certified. 

For us, this means no chemical pesti-
cides or fertilizers, no GMO’s, and 
taking proper care of the land. This also 
means caring for animals. We only 
purchase from farmers who feed 
organic or non-gmo, provide pasture, 
and treat the animals humanely.  

Percent organically
grown food at
our CAFE62.4

%

Percent organically
grown food at
our BAKERY90.1

%

100% of the flour, 
grains, nuts, seeds, dairy
products and spices we 

use are certified organic. 



health & environment



health & environment

62.4%

75% goal

organically grown food
for our cafe location
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health & environment

Average Kilowatt Hours used per month

6231.75

Average CCF of Gas used per month

Current Energy 
Usage Intensity (EUI) 
47% better 
than the median

330.8

281.6

Average Kilowatt Hours used per month

3140.17

Average CCF of Gas used per month

Current Energy 
Usage Intensity (EUI) 
70.3% better 
than the median

30.6

159.3
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health & environment

Downtown Market building
is LEED GOLD certified

All of our appliances
are ENERGY STAR certified

Awarded Snail of Approval for
commitment to the quality and
sustainability of our products



waste diversion

25%
recycled

8%
disposed

13.7%
recycled

8.33%
composted

78.3%
composted

66.67%
disposed

cafe

bakery

-

CREATING LESS TRASH
When we started our bakery, we were able to 
team up with the market and other vendors to 
take advantage of composting and recycling. 
Our bakery did a great job in it’s 4th year in 
operation, diverting nearly 91% of waste away 
from the landfill. 

Our cafe has had a tougher time composting 
at the rate we would like, mostly due to finan-
cial constraints. We spent 2017 taking our 
kitchen prep waste home for our chickens to 
eat and compost. During 2018, our goal is to 
team up with 616 Lofts and implement a legit 
composting program.

Though we haven’t composted as much as we 
would like, I should point out all of our take-
away packaging is compostable.



waste diversion

GALLONS OF ASH
created in 2017

465
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Our general goal is to increase our overall 
waste diversion. We want to transfer at 
least 50% of our current landfill waste at 
the cafe, from trash to composte. As our 
composting program grows, we will 
continue to gather data.

Ashes from our wood-fired ovens contrib-
ute to a large portion of our waste stream. 
We would really love to find a more useful 
resting place for them.



caring + sharing

In 2017
we sponsored
- Annual Local First Awards
- Local First Fork Fest
- Slow Food Annual Dinner
- Lamp Light Festival
- Breakaway Music Festival

we participated in
- Riverside Park Water Festival
- Local First Restaurant Roundtable
- Grand Rapids VegFest
- Bread Bakerʼs Guild Open House
- GVSU Marketing Capstone Course

OF UNSOLD BREAD
WAS DONATED

TO THOSE
IN NEED

the rest was composted

50%



caring + sharing
MEMBERS OF...

TO LOCAL ARTISTS
through art sales at our cafe

$665

DONATED TO
FEEDING AMERICA

WEST MICHIGAN
through our annual leaf drive

$400thank you



caring + sharing
50
VOLUNTEER
HOURS
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0%
BREAD WASTE

3
FUNDRAISING
EVENTS per year

SERVING OUR COMMUNITY

As a small fairly young business, our 
community support is somewhat 
limited by financial constraints. 

Our goals include:

1. Providing volunteer hours to local 
organizations.

2. Hosting fund-raising events focused 
on local schools, organic farming and 
social injustice.

3. Connect with people who can use 
our day old bread.



people matter

STAFF
SATISFACTION

the percentage who answered
satisfied or very satisfied with

their job in general

96%
Each year we provide our staff an opportu-
nity to review our company and offer 
valuable feedback about their experience 
working with us. We do our best to incor-
porate their suggestions into our daily 
business operations. Additional questions 
and answers included:

How valued and appreciated do you feel 
by your coworkers?
96% felt appreciated or very appreciated
How valued and appreciated do you feel 
by your managers?
91% felt appreciated or very appreciated
How valued and appreciated do you feel 
by the owners?
91% felt appreciated or very appreciated  



people matter

Implement a
HEALTH 
SAVINGS PLAN
improve staff
EDUCATION ON
OUR MISSION
develop an employee
EXCHANGE PROGRAM
to help connect our staff at 2 locations
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putting it together
IMPACT ASSESSMENT

With a long term goal of becoming 
a B-Corp, we have begun by taking 
the Quick Impact Assessment for 
both business. To the right is an 
“impact cloud” showing our results. 
The larger the circle, the better 
we’re doing.

Taking this assessment each year is 
one more step we can take to learn 
more about our impact and to hold 
ourselves accountable. 



putting it together
We are proud of our progress toward sustainability and 
creating goals to move us forward in the future.  In the 
following year we will spend more time educating our 
staff on our goals and how they can impact them. Be the 
change you wish to see, right? 

If you have any suggestions on how we can increase our 
positive impact on the community, please let us know by
sending an email to julie@fieldandfire.com

Report and infographics by Julie Kibler
Design ripped off of Brewery Vivant
Data collection by Julie Kibler and Taylor Maurer


