Creating Shared Value
The title of our annual report reﬂects exactly what drives Vreugdenhil Dairy Foods:
Creating Shared Value. This approach, which is central to our strategy up to 2022,
interweaves business success and social progress. We seek to become more
competitive and proﬁtable, while exerting a positive inﬂuence on the environment
and the people around us.
Positive developments
Vreugdenhil grew in 2016. We opened a new high-tech factory boosting the volume
of milk powders and moved into a sustainable office. We are proud of the reduction in
sickness absence, the positive outcomes of the employee survey, the decrease in the
number of complaints and research into enriching milk powders for our consumers in
developing countries.
Difficult market
At the same time, 2016 was a difficult year for the dairy market, with low milk powder
yields and an absolute low for the milk price in the summer. However, Vreugdenhil was the
first to succeed in increasing the milk price, keeping the damage for our dairy farmers to a
minimum. In addition, the sector has advocated the phosphate regulations through which
we will make a concerted effort to remain below the phosphate ceiling in 2017. This is the
only way for the Netherlands to retain its special position within the EU, which is vital to
the future of Dutch dairy farming.
Future outlook
By signing the Dairy Declaration of Rotterdam at the World Dairy Summit in the autumn
of 2016, the global dairy sector has committed itself to the Sustainable Development
Goals of the UN. These goals include combating hunger and climate change. Our fiveyear strategy up to 2022 dovetails with these goals. This new strategy incorporates our
sustainability goals. To remain competitive, we will work faster and more efficiently and
seek out new markets, which will help us provide more people around the globe with
healthy food. In our own business operations, the number of accidents must be reduced
to zero. By 2029 we want to be climate neutral, an ambitious goal. However, that, too, is
Creating Shared Value!

This brochure outlines our performance in 2016
and our goals for the next years based on our value chain.
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1. Our suppliers

Sustainable
dairy farming

1. Our suppliers

Fair and environmentally
friendly purchasing

In 2016, our ± 900 Dutch
dairy farmers supplied
672 million kg of milk.

100%

sustainable palm
oil and soy lecithin.

85%

Production sites
Nijkerk (headquarters)
Gorinchem

Outdoor grazing is being implemented
by 85% of our dairy farmers. The Dutch
average is 79%. In 2015 it was 86%.
Goal 2020: 91%

Scharsterbrug
Barneveld

8%

100

million euros
turnover in 2016.

Independent Dutch milk powder
producer with 359 employees.
This is 5% more than in 2015.

Due to negative pressure
and a low boiling point, 80%
of the water is evaporated.

Key products

2020

In 2020 we want to produce one litre
of clean water in Africa for every litre of
water that we extract from the milk for
the African consumer market.

Application of our milk powders

Consumers: milk, yoghurt, as a cooking ingredient.
Industry: ice cream, chocolate, bakery, dairy.

13

lost time accidents.
In 2015 there were 9.
Goal: 0

Evaporation

Clean drinking water

Full cream-milk powder, skimmed-milk powder,
fat-filled powder, composed dairy products.

Especially outside of Europe where milk
production is difficult.

8.2

is the satisfaction score from
the employee survey.

3. Our customers

Nutritional and
tasty products

Export: more than 130 countries

359

sickness absence. In 2015 it was 5.4%.
Goal 2020: <4%

litres of milk produces
13 kg of powdered milk.

574

lower CO2 emissions due to milk
transport in 2016 in relation to 2013.
Goal 2020: 20% less

3. Our customers

Healthy and engaged
staff members

3.5%

of the electricity we use is green and 29% of that
originates from wind energy generated by our own
dairy farmers. That brings our total quantity of
renewable energy to 14%. In 2015 it was 13%.
Goal 2020: 16% renewable energy
Goal 2029: climate neutral production

Transport, ingredients (mainly from Europe),
tin, plastic and paper for packaging.

2. Our company

Environmentally friendly
factories and offices

100%

Large purchases

Milk

2. Our company

Packaging

25%
Key brands

Vremimel, Vremini, Two Cows,
Hollandia Street, Victoria, Star,
Classic and Best Choice.

Tins, sachets, 25 kg bags,
big bags and bulk.

fewer product quality complaints in 2016
comparised to 2015. In 2015 this was 16% fewer.
Goal: 10% fewer complaints annually

Spray drying

72%

of our dairy farmers participated in our sustainability
programme, which applies increasingly stricter
requirements. In 2015 it was 82%. The decline was
because we removed outdoor grazing from the
programme and rewarded it with a separate premium.
Goal 2017: >70%

14%

lower CO2 emissions from other transport
we organised in 2015 compared with 2011
(2016 figure not yet known).
Goal 2020: 20% less

16%

lower energy use per tonne of product in 2016
comparised to 2005. In 2015 it was 12%.
Goal 2020: 30% less

Condensed milk comes in through spray nozzles at
the top of the tower together with hot air. The moisture
evaporates and milk powder remains at the bottom of
the powder tower.

Opening sustainable buildings

In 2016, we opened the office in Nijkerk, which is BREEAM
Outstanding certified, and the new low-energy milk powder
factory in Gorinchem.

Minerals and vitamins

Addition of ingredients such as:

Vitamins and minerals
Soy lecithin: makes our milk powders easily soluble, even in cold water.
Palm oil: in our fat-filled milk powder, milk fat is replaced by palm oil.
This provides economies of scope and makes the product more affordable.

In 2016, we investigated the nutrient requirements of
consumers in Africa. This showed that deficiencies in
iron, zinc and vitamins A and B12 are the most urgent.
Goal 2017: to investigate how we can further enrich
our products.

4,000

Together with World Vision and Made
Blue, we opened a well in Ethiopia that
provides access to clean drinking water
for more than 4,000 people.

