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Unlocking the benefits of Real Bread making  
with people facing social exclusion 



Together we rise 
 
Unlocking the benefits of Real Bread making with people facing social exclusion.  

Summary 
 
This document sets out Sustain’s proposal to build on the success of the Real Bread Campaign to 
date.  From July 2013 to the end of June 2016 we will contribute to improving the health and well-
being of people facing social exclusion due to a range of factors, including living with mental health 
issues, physical disabilities and other forms of potential disadvantage.1 We will do this by helping 
to unlock the social, therapeutic and employment opportunities offered by making Real Bread b
hand. 

y 

 
This document explains our rationale, aims and objectives, timetable and expected results.  
 

Contact details 
 
If you have any questions about or require further information on this proposal and the Real Bread 
Campaign, please contact: Chris Young, Real Bread Campaign coordinator 
realbread@sustainweb.org   
 
On social media: 
 
www.twitter.com/realbread    
www.facebook.com/realbreadcampaign  
www.flickr.com/photos/realbreadcampaign  
 
 
Details of the Real Bread Campaign can be found at www.realbreadcampaign.org  
 

Copyright notice 
 
The content of this document is © copyright 2013 the Real Bread Campaign / Sustain. 
 
The Real Bread Campaign 
Part of Sustain: The alliance for better food and farming 
94 White Lion Street 
London 
N1 9PF 

                                                 
1 See the Main Beneficiaries section of this document for a longer list of reasons people may face social exclusion. 
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Introduction 
 
As well as being a delicious and healthy integral element of any meal, handmade, additive-free 
loaves offer a whole range of benefits to people who bake and eat them, including: 

 social – reducing isolation by coming together to bake bread;  
 therapeutic – both physical and psychological, easing stress, and contributing to a healthy 

diet by baking and eating all-natural bread;   
 employment opportunities – learning new skills that can lead to jobs. 

 
The Campaign works to help more people take advantage of these benefits and from July 2013 to 
the end of June 2016 we will be focussing in particular on people facing social exclusion due to 
living with mental health issues, physical disabilities and other forms of potential disadvantage. 
This will involve providing training, guidance and networking support for social enterprises, 
charities, not-for-profit, NHS trusts and other organisations that work with people facing social 
exclusion. 

The Real Bread Campaign 
 
The Campaign is part of the charity Sustain: the alliance for better food and farming. 
The Real Bread Campaign seeks, finds and shares ways to make bread better for us, better for our 
communities and better for the planet.  We work to accelerate the process of Real Bread regaining 
its rightful place at the heart of every local community in Britain, so that everybody can choose to 
enjoy the many benefits it offers.  

Campaign staff 
 
Since July 2009 the Campaign has been coordinated by Chris Young. It is Chris and Sustain’s 
intention that he will continue in this role throughout the period for which funding is sought.  He 
reports to Sustain’s Campaigns Director Charlie Powell, who in turn reports to Sustain’s 
Coordinator Jeanette Longfield (please see Appendix 1 for details of Sustain’s organisational 
arrangements). 
 
As the Campaign’s sole member of staff, Chris is assisted as necessary by part-time volunteers 
and also relies upon the support of Sustain’s finance, design and IT team. He draws on the 
knowledge and expertise of the Campaign’s advisory working party, membership and wider 
supporter network for advice, guidance and practical help.   

Definition 
 
The Campaign’s basic definition of Real Bread is simply that made without the use of any 
processing aids or other artificial additives. Though everyone being able to enjoy this might sound 
like a simple aspiration, currently such loaves account for only around 3-5% of those sold in Britain. 
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Aims, outcomes and objectives  
 
Having exceeded our original objectives for 2009 to 2013 (see Appendix 2), the Campaign has 
created new aims and objectives for the three-year period from July 2013.   

Main aims  
 
By summer 2016:  

 More people at risk of social exclusion will benefit from learning to bake Real Bread. 
 More Real Bread social enterprises2 will be established. 

Key outcomes and objectives 
 
The intended key outcomes during the three years are: 
 

1. More people facing social exclusion due to living with mental health issues, physical 
disabilities, or other forms of potential disadvantage will have the chance to take advantage 
of the social, therapeutic and employment opportunities that making Real Bread by hand 
offers.  

2. More organisations will incorporate Real Bread making into their work with people facing 
social exclusion. 

3. More Real Bread bakeries and training providers will be set up as social enterprises that 
benefit people who facing social exclusion. 

4. Information on the social, therapeutic and employment opportunities that making Real 
Bread by hand offers will be available nationally. 

5. There will be a national network that encourages people to ask for and share ideas and 
information on the social, therapeutic and employment opportunities offered by Real Bread 
making. 

 
The key quantifiable objectives during the three years are that at least: 
 

1. 30 organisations that support people facing social exclusion will incorporate Real Bread 
making into their work. 

2. 30 Real Bread social enterprises will choose people facing social exclusion as beneficiaries 
of their work. 

3. 2000 people facing social exclusion will benefit3 from our work. 

Key outputs 
 
The Campaign will: 
 

 Produce attractive and engaging guidance on how and why to incorporate Real Bread 
making into work with people facing social exclusion, and run a Real Bread social 
enterprise  

 The guidance will include examples of good practice and evidence of the benefits to people 
facing social exclusion from being involved in Real Bread making. Recording, collating and 
promoting this evidence will enable us to encourage more organisations to incorporate Real 
Bread making into their work and leave the legacy of a body of information and expertise 
for the future.   

                                                 
2 Social Enterprise UK defines social enterprises as: ‘businesses that trade to tackle social problems, improve 
communities, people’s life chances, or the environment.  They make their money from selling goods and services in the 
open market, but they reinvest their profits back into the business or the local community.’ 
www.socialenterprise.org.uk/about viewed 26 November 2012.  
3 See ‘some examples of Real Bread making benefits’ below. 
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 Arrange three workshops between July 2013 and June 2014, and at least four a year in the 
second and third years. 

 The workshops will be for staff of collaborating organisations (see section below) to help 
them integrate Real Bread making into their work. 

 Facilitate a mutually-supportive national network of stakeholders. 
 The virtual community will also enable people to make connections that can be reinforced 

in the real world. 

Main beneficiaries 
 
The inclusive nature of the Campaign means that we will create a legacy of materials that can be 
used for the benefit of a wide range of people. The intended main beneficiaries of our work, 
however, are people facing social exclusion. As such, primarily we will be working with 
organisations that support people who are: 
 

 living with mental health issues or any form of disability 
 recovering from serious injury 
 young and not in education, employment or training 
 homeless 
 working through and beyond substance abuse 
 prisoners or ex-offenders 
 recently single and adjusting to life without their partners and learning to live alone (e.g. 

older widowers) 
 affected by domestic violence 
 isolated by geography or impaired mobility 
 recently arrived in Britain and experiencing difficulty integrating 
 on low incomes 
 otherwise needing help with finding their place in mainstream society 

Other beneficiaries 
 
In learning Real Bread making skills to pass on to our intended main beneficiaries, the staff of 
collaborating organisations will also gain those skills for their own professional and personal 
development. We will also be facilitating networking between individuals and people in other 
organisations around Britain (and perhaps beyond) who will learn from one another. 
 
Where we help people setting up and running social enterprise bakeries, many more people in 
their local communities will also benefit from delicious, additive-free loaves.  
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Motivation 
 
The Real Bread Campaign believes that for many people facing social exclusion, joining a 
community of Real Bread makers can provide valuable opportunities for social interaction, physical 
and psychological therapy and even paid employment. We also believe that many people in Britain 
facing social exclusion are missing out on these opportunities.  

The problem 
 
In the quest for an ever-cheaper loaf, Britain has lost sight of the true values of Real Bread. Not 
only have many of our high streets lost their small, independent bakeries that acted as community 
hubs, but highly-automated plant bakeries have helped to take crafting loaves away from human 
hands. The vast majority of the millions of loaves produced each day are now made using a 
cocktail of artificial additives in an industrialised production and distribution system, which arguably 
has little regard for its social, environmental, health and economic impacts.  
 
For the many reasons outlined in this document, we believe that more social enterprises and other 
organisations that work with people facing social exclusion could and should incorporate Real 
Bread making into their work.  Further, we believe that more bakeries and other Real Bread 
enterprises could and should add supporting people facing social exclusion as a ‘second bottom 
line’ alongside financial profit.4 

Specific gaps 
 
In developing future plans for the Real Bread Campaign what we found to be missing, and we will 
create, is a guide on how and why organisations can and should include Real Bread making in 
their work to support people facing social exclusion. 
 
The other gap that the Campaign will fill is facilitating a mutually-supportive national network to 
help organisations that work with people facing social exclusion, their beneficiaries and bakers to 
ask for and share ideas and information about the support they can offer and provide. This will 
build upon the Campaign’s existing network (please see Appendix 2). 

Some benefits of Real Bread making 
 
During the first four years of the Real Bread Campaign, we have come into contact with a number 
of social enterprises and other local organisations that help to unlock the benefits of Real Bread 
making and other cooking or craft skills for small groups of people facing social exclusion. Some of 
these are listed in the ‘collaborators’ section below.  
 
They report a range of positive effects for their beneficiaries which include:  

 finding a greater sense of purpose and self-worth  
 taking responsibilities in the bakery leading to greater independence outside it 
 ‘finding a place’ in society 
 improving motor or cognitive skills 
 improving behaviour 
 securing employment within and outside their institutions or supportive communities  

 
 
 
 

                                                 
4 You can read an explanation of ‘triple bottom line’ accounting at www.economist.com/node/14301663 
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Charlie Winter at Nutley Hall5, for example, told us: 'When someone with special needs finds 
themselves in the right craft they then find their place in the world. One guy who works with me can 
now independently wrap the shop bread, take the money from the honesty box we have there, add 
it up and log it in the diary. I think the most important thing about Nutley Hall is it addresses 
people’s needs on different levels, i.e. physically, emotionally, mentally and spiritually.'  

Financial benefits 
 
In some cases, people at risk of social exclusion will benefit from income generated by a Real 
Bread enterprise that is then invested in providing support facilities and services for them.  
 
A brochure produced by the bread maker social enterprise states: 'The total Social Return on 
Investment calculated for the bread maker is £340,552.66 against a total investment for the same 
period of £73,228.'6 

More information 
 
Other sources of information which have inspired us and which will help to inform our research 
stage include:  

 Haley, L., & McKay, E. A. (2004). Baking gives you confidence: Users Views of Engaging in 
the Occupation of Baking. British Journal of Occupational Therapy. 67, 125-128. 

 An outline of the baking group Wexham Park Hospital runs as part of its therapy for mental 
health patients at: 
www.berkshirehealthcare.nhs.uk/_store/documents/therapy_groups_ward10_wexham_park
_hospital_leaflet.pdf     

 An article on the uses of bread dough in physical therapy at: 
www.livestrong.com/article/478559-uses-for-bread-dough-in-physical-therapy   

 Sigman, A (2012) Practically Minded: The Benefits and Mechanisms Associated with a 
Practical Skills-Based Curriculum. Ruskin Mill Trust. 
www.rmt.org/pdf/research/practicallyminded2012ed.pdf  

 Crazy Bake, whose goal is 'to improve the patients’ living conditions by giving the patients a 
meaningful task that is within their capabilities.’ www.crazybake.com 

Gathering more evidence 
 
Collecting and collating more information and evidence is part of the work for which we are seeking 
funding. All of the organisations listed below as collaborators have agreed to share with us what 
they have learned and help us to get feedback from their beneficiaries during the research stage of 
this work.  

                                                 
5 See the section on collaborators below. 
6 Nichol J. (2011) Social Return on Investment, the bread maker, Aberdeen http://www.thebreadmaker.org.uk/  
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Collaborators 
 
In common with all Sustain projects, the Real Bread Campaign has a sound track record of 
building strong relationships with supportive individuals and organisations within and beyond its 
paying membership that help to achieve its aims and objectives. This is evident from the 
Campaign’s successes to date (see Appendix 2) despite having only one member of staff.  

Organisations 
 
In October 2012 the Campaign coordinator consulted people from the following organisations that 
use Real Bread making (or cooking or other crafts with which parallels can be drawn) in their own 
work with groups of people facing social exclusion for a variety of reasons: 
 

 Lantern Community www.lanterncommunity.org.uk  
 Ruskin Mill Trust www.rmt.org  
 the bread maker www.thebreadmaker.org.uk  
 The Blackthorn Bakery www.blackthorn.org.uk  
 Artisan Baking Community 

www.uk.coop/organisation/Artisan%20Baking%20Community%20Limited  
 Virtuous Bread www.virtuousbread.com  
 Centre for Better Health (Better Health Bakery) www.betterhealthbakery.wordpress.com  
 Clervaux Bakery and Veterans Artisan Bakery www.clervaux.org.uk     
 Camphill Milton Keynes www.camphillmk.co.uk  
 Eventful Bread www.eventfulbread.wordpress.com  
 Nutley Hall www.nutleyhall.org  

 
All agreed that there is a need for our proposed work, and that it will be of use to them and their 
beneficiaries.  They are also keen to collaborate with us on this initiative. 
 
Securing funding will allow also us to collaborate with a larger number of organisations that use 
Real Bread making in their work.7 We will continue to seek more potential collaborators, for 
example NHS Trusts and occupational therapists. 

Bakers and educators  
 
Before securing Real Bread Campaign funding in July 2009 and even before it launched the 
Campaign in November 2008, Sustain began building a mutually-supportive network of people who 
care about the state of bread in Britain. By January 2012 this had grown to more than 700 paying 
members within a wider network of more than 7000 people who ask to be kept informed through a 
monthly e-newsletter. The Real Bread Campaign is connected with more than 12,500 people 
following our activities on the social networking platform Twitter.  
 
Within our network there are two key groups that we can and do call upon for advice and 
assistance for our work: more than 500 professional Real Bread bakers8 and around 100 providers 
of Real Bread skills training.9  
 
Their help has been vital in the Campaign’s successes to date and we know that we can continue 
to count on their support. In particular, our official Campaign ambassadors have agreed to help us 

                                                 
7 Case studies are available at: www.sustainweb.org/realbread/community/#case_studies 
8  These bakeries and places where Real Breads are sold can be located using the Real Bread Finder at 
www.realbreadcampaign.org  
9 The can be found on the Real Bread Campaign website at: 
www.sustainweb.org/realbread/real_bread_campaign_bread_making_courses  
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develop (and in some cases run) our training workshops and promote this work publically.  Our 
ambassadors are: 
 

 Richard Bertinet, The Bertinet Kitchen and Bakery 
www.thebertinetkitchen.com/customer/about  

 Aidan Chapman, The Phoenix Bakery www.phoenixbakery.co.uk/Content/about_aiden.asp  
 Emmanuel Hadjiandreou, the School of Artisan Food www.schoolofartisanfood.org/about-

us/our-teachers/emmanuel-hadjiandreou  
 Tom Herbert, Hobbs House Bakery  

www.hobbshousebakery.co.uk/about-us/our-team/tom-herbert  
 Andrew Whitley, Bread Matters  

www.breadmatters.com/about.htm  

Involvement of beneficiaries and other stakeholders 
 
We will involve stakeholders in the project as appropriate and possible, including:  
 

 Working with collaborating organisations to gather evidence of how people at risk of social 
exclusion can benefit from being involved in baking Real Bread. 

 Inviting some organisations and beneficiaries to join the Campaign's working party (our 
advisory committee). 

 Soliciting feedback from users of the materials we produce and activities we carry out 
during the pilot stage that will allow us to make any necessary revisions.  

 Inviting everyone with whom we work to become a member of the national Real Bread 
Campaign community.10  

 Encouraging and guiding beneficiaries to support other people facing similar challenges to 
their own by passing on what they have learned.  

 Asking stakeholders to record each other’s and their own stories for us to share via our 
website, e-newsletter, magazine, events and final report. 

 Inviting stakeholders to apply for volunteering opportunities that often arise in the Sustain 
office, including for the Real Bread Campaign. 

                                                 
10 A benefit of joining our mutually-supportive national network is The Real Baker-e online forum, a virtual community 
where people can share ideas and information with each other. 
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Activities and action plan 
 
This section includes examples of the sort of work that will help us to achieve the outcomes and 
objectives listed above. It also has an outline of our three-year plan of action and a more detailed 
breakdown for the first year. 

Key activities 
 

 Consulting staff and beneficiaries of collaborating organisations to gather examples of good 
practice and evidence of benefit. 

 Producing guidance and other materials based on these consultations and then sharing 
these with more organisations. 

 Coordinating a mutually-supportive membership network.  
 Arranging Real Bread making workshops for organisation staff and beneficiaries. 
 Organising networking events for beneficiaries, supporters and other stakeholders. 
 Gathering and sharing more stories of good practice during the project, as well as of 

obstacles and missed opportunities that highlight the need for our work. 

Supporting activities 
 
Equally valuable to the Campaign’s continuing success is the goodwill of people who support our 
cause, and the contributions – financial and in-kind – they make. The awareness-raising work we 
will continue to do to maintain the public profile of the Campaign and build the size and strength of 
our supporters’ network will include: 
 

 Producing Breadcrumbs, our monthly enewsletter, to keep all stakeholders informed of 
Campaign progress.11 

 Activities and media work to generate coverage that highlights the need for the Campaign 
in general and this work in particular. 

 Maintaining benefits for members of the Campaign, including producing our quarterly 
magazine True Loaf (published in January, April, July and October)12 and securing 
discounts for a range of bread-related events and equipment. 

 Running events including Real Bread Maker Week13 and Local Loaves for Lammas.14 
 Creating books and other publications that help to engage people in Real Bread making, 

raise awareness of the Campaign and its work.  

Action plan  
   
Our action plan is divided into four stages: 
 

 Research 
 Pilot stage 
 Delivery 
 Evaluation and legacy 

 
Below we explain how our key activities fit into these stages. 

                                                 
11 Read back issues at www.sustainweb.org/realbread/breadcrumbs  
12 See www.sustainweb.org/realbread/trueloaf  
13  The only national week dedicated to celebrating artificial-additive-free loaves and the local bakers who make them! 
www.sustainweb.org/realbread/national_real_breadmaker_week/  
14  We mark the ancient harvest festival of Lammas by encouraging people to buy locally baked Real Bread or make their 
own, with an emphasis on locally-prodced ingredients www.sustainweb.org/realbread/local_loaves_lammas/  
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Research 
 
July 2013 to January 2014 
 
This will include building a network to increase the number of organisations and individuals working 
with us to develop guidance and other materials and the workshop programme. It will also involve 
designing evaluation methods. 

Pilot stage  
 
January 2014 
 
During this relatively short stage we will arrange a workshop to gather feedback on the plan we 
have created. We will also circulate the draft guidance materials amongst informal partners for 
comment.  Any necessary changes will be made during this stage ahead of publication and 
promotion of the information.  

Delivery 
 
February 2014 to June 2016 
 
The first steps will be publishing guidance materials and organising the first workshops. As it will 
then involve searching for, contacting and building relationships with hundreds of organisations in 
order to reach our targets, this stage will be the longest.  
 
From our work over the past three and a half years, we have learned that encouraging 
organisations (particularly not-for-profit groups with limited staff time and other resources, and 
public-sector institutions) to incorporate Real Bread making into their work, and even just to attend 
workshops, can be a very time-consuming process.  We anticipate repeated phone calls, emails 
and visits will account for much of the Campaign coordinator and volunteers’ time in this stage. 

Evaluation and legacy 
 
May to June 2016 
 
Work in the last two months of the funded period will concentrate on evaluating the project as a 
whole, based on the regular monitoring and evaluation that has been undertaken throughout the 
project. This final period will also be an opportunity to review the support materials and workshop 
plans created by the project and make any necessary revisions to leave as beneficial a legacy as 
possible. An event will be held at this stage to bring together stakeholders to discuss how best this 
legacy can be maintained.  
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Evaluation method  
 
The success of the Campaign will be measured against the quantifiable objectives and outputs 
listed in this plan. In addition, we will secure regular feedback from collaborating organisations, 
their beneficiaries and other stakeholders. The observation and data collection methods we decide 
to use and specific questions we ask will be informed by advice we will seek from collaborators 
during the research stage.  
 
To ensure that work is proceeding on schedule and targets are being met, Sustain has three formal 
mechanisms in place: 
  
 

1. The Campaign coordinator produces written quarterly reports for Sustain’s management 
team.  

2. The Campaign has a working party, an advisory panel of experts chaired by a member of 
Sustain’s Council of trustees.  The Campaign coordinator’s quarterly reports are also 
provided to the working party and to Sustain’s Council.15   

3. The Campaign coordinator has regular one-to-one meetings with his manager, Sustain’s 
Campaigns Director, alongside formal annual appraisals. 

 
These are supplemented by informal monitoring at ad hoc meetings between the Campaign 
coordinator and members of Sustain’s management team.  

First year work plan 
 
The following timetable is a more detailed draft plan for the first year that summarises planned key 
events from July 2013 to June 2014. 
   

MONTH SUMMARY TASK / MILESTONE 

July 2013 Research and network building begins  

September 2013 Sourdough September run to promote the Campaign 

October 2013 Information collated to produce draft guidance and workshop plan  

November 2013 Draft guidance and workshop plan circulated to stakeholders for 
feedback 

January 2014 First (pilot) workshop held 

February 2014 Guidance and workshop plan published 

March 2014 Conference / networking event  

April 2014 Second workshop held 

May 2014 Real Bread Maker Week run to promote the Campaign 

June 2014 Third workshop held 

 

                                                 
15 See appendix 1 for more about Sustain’s Council and the Campaign’s working party. 
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Funding 
 
 
In common with all Sustain projects, to date the Real Bread Campaign has been funded mainly by 
charitable grants. In summer 2012, the Campaign coordinator began work to secure grant funding 
for the new work outlined in this document. 
 
Should any grant funder who we have not approached be reading this document suggest that we 
submit an application to his/her fund, the Campaign coordinator would be very happy to hear from 
you.  

Other sources of income 
 
When planning the Campaign, we identified the need not to rely solely on grant funding.  

Membership 

In September 2009 we established a paying membership scheme as the core of our supporter 
network, which soon began to make the second largest contribution to our annual income. We will 
continue work to build our membership towards an ultimate aim of the Campaign becoming self-
funding.  

Publications 

We also realised that publications are not only a way to communicate information that furthers our 
cause, but also to generate income. The best example of this is Knead to Know, our guide to 
success in setting up a Real Bread enterprise.16 We also encourage people to make donations 
when downloading our other publications. 

Donations 

We are always happy to accept personal donations large or small. 

Sponsorship 

 
In line with Sustain policy, the Campaign cannot accept direct sponsorship from companies or 
other organisations with commercial interests in the food and farming sectors.  
 
What we can accept from such commercial organisations are: 
 

 Payments or subsidisies for events and activities in pursuit of the aims of the Campaign. 
Thse may be in the form of, for example, companies paying for promotional materials, 
meeting rooms or event catering.  

 In-kind contributions, for example a workshop venue and tutor. 
 Membership fees. 
 Payment for publications, products, consultancy or other advertised services. 

 
We can also consider accepting direct sponsorship from companies and other organisations that 
do not operate in the food or farming sectors. 
 
The Campaign is happy to acknowledge payments under any of these headings publically but they 
are only accepted on the understanding that they will in no way influence our work or result in 
endorsement or promotion by the Campaign. 

                                                 
16 See www.sustainweb.org/realbread/knead_to_know  
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Marketing and promotion 
 
The Campaign’s main marketing method is to use good relationships with journalists to generate 
widespread media coverage. This is both low in cost and, at its most successful, helps to convey 
Campaign messages to a large number of people in the form of editorial content.17  The Campaign 
has an excellent track record of building relationships with journalists and securing coverage in 
local and national, trade and consumer media. Highlights to date include being featured by: 
 

 BBC Breakfast (BBC 1) 
 BBC Good Food 
 British Baker 
 Delicious 
 Have I Got News For You (BBC 1) 
 Observer Food Monthly 
 The Big Bread Experiment (BBC 2) 
 The Daily Mail 
 The Daily Telegraph 
 The Food Programme (Radio 4) 
 The Great British Food Revival (BBC 2) 
 The Grocer 
 The Guardian 
 The Independent 
 The London Evening Standard 
 The Metro 
 The Scotsman 
 The Times 
 The Week 
 You and Yours (Radio 4) 

 
A longer list of examples, with links to the original media, can be found at: 
www.sustainweb.org/realbread/press_coverage. With the Campaign’s new focus on social 
exclusion, its coordinator will work to build new relationships with key people at media 
organisations relevant to this work. 
 
In addition, the Campaign also uses the following channels to communicate its messages and 
promote its work: 
 

 realbreadcampaign.org 
 Breadcrumbs (monthly e-newsletter) 
 True Loaf magazine 
 Social media – Twitter, Facebook and Flickr 
 Leaflets, which are displayed by bakers and other supporters 
 Stands at food festivals and other events  
 Giving presentations and participating in debates 
 The newsletters, magazines, emails, social media, websites and other communications of 

supportive organisations 
 Encouraging members and other supporters to spread our messages using blogs and word 

of mouth. 

                                                 
17 See http://blog.nielsen.com/nielsenwire/media_entertainment/consumer-trust-in-online-social-and-mobile-advertising-
grows/  viewed 26 November 2012  
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Risk analysis 
 
The table below sets out some potential risks and our plan to manage them. 
 
Risk Level Action to minimise 

risk 
Contingency plan 

Not finding enough 
organisations willing 
to cooperate in order 
to meet targets 

Low Making and 
maintaining contact 
with many more 
organisations that we 
need to participate. 

Taking on volunteers to 
reach out to even more 
potential participants and 
running a media campaign to 
extend this invitation further. 

Shortfall in match 
funding due to lower 
than anticipated 
membership uptake 

Med Quarterly membership 
targets to monitor 
whether the Campaign 
is on track to meet 
annual targets.  
Increase volunteer help 
with recruitment if 
targets are not being 
met. 

Seek other sources of 
income e.g. grants, 
publications and fundraising 
activities.  As a last resort 
Sustain is able to make up 
some of the shortfall. 

Project staff changes Med Ensure Campaign 
coordinator’s workload 
is manageable. Ensure 
good management 
within organisation to 
address any problems 
as soon as they arise.  
Ensure project notes 
and plans kept up to 
date.  

Well-managed recruitment if 
Campaign coordinator leaves 
organisation to ensure new 
staff member has 
appropriate skills. Ensure 
there is adequate handover. 

Organisation 
premises or 
equipment damaged 
by fire, flood, theft 

Low Adequate insurance is 
in place.  Data is 
backed up internally 
once a day and 
externally once a 
week. 

Insurance covers 
replacement equipment and 
emergency workspace 
should damage occur.   

Staff illness Low Support and 
supervision through 
managers to help 
manage stress.  Good 
office environment. 

Train other staff members 
and volunteers, have flexible 
work plans and notes so 
others can take it up. 

Campaign publicly 
challenged by plant 
baking industry* 

Low Ensure that we have 
well-informed and 
media trained staff to 
deal with any public 
challenges. 

Continue to provide well 
supported arguments to back 
up our position, and draw on 
the support of a wide range 
of organisations. 

 
* Though we see the work outlined in this plan as uncontentious, we have been challenged in the past. 
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Appendix 1: About Sustain 
 
Sustain: The alliance for better food and farming advocates food and agriculture policies and 
practices that enhance the health and welfare of people and animals, improve the working and 
living environment, enrich society and culture and promote equity. We represent around ninety 
national public interest organisations working at international, national, regional and local level. 
Sustain provides the secretariat and coordination for the Real Bread Campaign, employs its 
coordinator and provides expert campaign management and financial accountability, IT, design 
and other essential services for the Campaign. 
 
Sustain is a registered charity funded mainly from charitable grants and by undertaking projects on 
behalf of public bodies. To ensure that the advice we give remains impartial, and that we are not – 
and do not appear to be – compromised by commercial sponsorship, we do not accept funding 
from the food and farming industries. This also enables us to operate in a collaborative, open and 
non-exclusive way with a wide range of organisations to achieve shared aims.  
 
As an alliance, Sustain specialises in effective collaborations. Each of our projects and campaigns 
benefits from very significant advice, time and other support from its own working party (advisory 
group) members.18  

Reporting, monitoring, accountability and financial arrangements 
 
The organogram below illustrates Sustain’s structure and governance. Founded in 1999, the 
Sustain alliance is a registered charity (no. 1018643). It is governed by its membership that meets 
once a year, and is guided by an elected Council of trustees who meet quarterly and also provide 
chairs for working parties.19 Each Sustain project or campaign is advised by a working party 
comprising relevant member organisations and other experts, and this tried-and-tested structure 
also applies to the Real Bread Campaign. Through Sustain’s combined membership, the alliance 
can reach and engage millions of people around the UK.  
 

 
 
This structure, reporting, monitoring, management and regular working party meetings, facilitates a 
culture of appraisal and review, drawing on the expertise of a very broad range of experienced 
practitioners, policy specialists and other organisations. Our process of project development and 
implementation is open, transparent and collaborative. It has also proved to be extremely resilient 
and effective in navigating complex issues in pursuit of shared objectives. 

                                                 
18 The list of current working party members can be found at: www.sustainweb.org/realbread/about_us/#workingparty  
19 Short biographies of Sustain’s council members can be found at: www.sustainweb.org/about/council_members  
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Sustain’s policies  
 
Sustain has environmental, greener travel, sustainable catering, health and safety and  Criminal 
Records Bureau policies, which we apply as a matter of course to all projects as appropriate. 
Details of these policies can be found at: 
www.sustainweb.org/about/sustains_sustainability_policies/   

Sustain’s achievements 
 
Sustain activities are conducted efficiently, and we have frequently been complimented for 
‘punching well above our weight’ in terms of influence and outcomes. Sustain has a history of 
forming successful formal and informal partnerships and wider networks to achieve practical 
change, with project highlights including the following: 
 

 In just four years Capital Growth has helped to establish 2,012 new community food 
growing spaces in London, involving some 35,000 people: www.capitalgrowth.org  

 London Food Link’s projects include Ethical Eats, a network of almost 900 caterers in the 
capital, which has so far provided training and advice for more than 100 businesses. 
www.sustainweb.org/ethicaleats  

 As part of the Making Local food Work programme, we have assisted more than 200 food 
co-operatives around the country, including with a popular online Food Co-ops Toolkit and 
Food Co-ops Finder; and helped seven community-run social enterprises that trade in 
locally grown food, in Gateshead, Hillingdon, Manchester, Walthamstow and Bridport in 
Dorset.  www.sustainweb.org/makinglocalfoodwork/  

 Our Olympic Food project facilitated the adoption of a sustainable fish policy by the London 
2012 Olympic and Paralympic Games, the first of its kind for a major international sporting 
event, meaning that the 82 tonnes of seafood served at the Games had to be 
‘demonstrably sustainable,’ with eco-labels appearing on Olympic menus - a first for Games 
menus, which otherwise had sponsorship restrictions. www.sustainweb.org/olympicfood     

 Good Food on the Public Plate increased the sustainability of food in London’s public sector 
and, in the course of one year’s activity (budget £160k), was independently assessed to 
have contributed to a change of some £1.4m per year of sustainable food being purchased. 
www.sustainweb.org/goodfoodpublicplate  

 
You can read more of our successes at: 
www.sustainweb.org/about/working_together_our_success_stories/  

 

Appendix 2: Real Bread Campaign 
achievements 
 
Since the Campaign was launched by Sustain and Andrew Whitley of Bread Matters on 26 
November 2008, we have surpassed most of our original goals. 

Key outcomes 
 
In early 2009, we secured grants from the Big Lottery’s Local Food programme and Sheepdrove 
Trust for four years from July 2009 to June 2013. Our main outcome targets for this period, and 
actual figures achieved by January 2013, are: 
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1) A bakers' support pack will be developed and distributed to 100 new or existing 
bakers that request it.  

We have sold 1000 printed copies of our book Knead to Know and more than 550 people 
have downloaded the PDF version. 

2) A school baking scheme will be developed, in which a total of 100 schools will 
participate.  

We have received confirmation that more than 7660 children in over 115 schools have 
learned to bake Real Bread thanks to our work. As our Lessons in Loaf and Bake Your Lawn 
guides have been downloaded more than 1000 times from tes.co.uk and our own website, 
the actual figure is likely to be much higher. 

3) Real Bread will be made available through five different food access projects each 
year, such as food co-ops, community cafes and lunch clubs. 

We have helped more than thirty enterprises and other organisations that now make Real 
Bread accessible to more people in their local communities. 

4) Real Bread will be made available in a total of twenty public sector institutions such 
as hospitals, care homes, prisons and schools. 

Thanks to our advice and encouragement, locally-baked, organic Real Bread is now served 
at twenty-six schools and nurseries in the Royal Borough of Kensington and Chelsea. 

5) Real Bread Campaign membership will be launched and annual membership 
income will reach £20,000 by the year ending June 2013. 

At the end of June 2012, membership income had reached £18,000 exceeding its annual 
target and reaching 90% of the final target. 

Other highlights  
 
Other Real Bread Campaign successes to date include: 
 

 In Autumn 2012, the Campaign was named as one of three finalists in the Derek Cooper 
category of the BBC Food and Farming Awards. 

 Between September 2009 and November 2012 more than 1500 people had joined the Real 
Bread Campaign either as individuals or on behalf of bakeries and other enterprises.  

 Of 100 Knead to Know readers we asked in March 2012, twenty-two people had started 
their Real Bread business since reading the book and a further thirty-nine were planning to 
do so  

 In Spring 2012, we sent 280 packets of organic wheat seeds to more than 200 schools, 
along with our Bake Your Lawn guide on how to grow it, mill it, bake it, eat it.  

 By November 2012, nearly 100 bakeries were taking advantage of The Real Bread Loaf 
Mark to give their customers an at-a-glance assurance that their loaves are made without 
artificial additives.  

 More than 500 bakeries have added their loaves to our Real Bread Finder map.  
 By January 2013 the Real Bread Campaign had more than 12,600 followers on Twitter and 

2300 on Facebook.  
 We have published details of around 100 Real Bread making course providers, many of 

which offer discounts to Campaign members. 
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