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Paths towards Sustainability in  
2013, managing company impacts.

In the field
Our goal is to establish close, 
transparent and lasting 
relations with growers aimed 
at ensuring sustainable 
production and food security.

In Production

And beyond the 
dinner table

Continuous pursuit of excellence 
in management and results.

We want to enhance people’s lives.

In 2013, we maintained 
relations with around 17,000 
growers. Approximately 3,000 
are small holders families, 
integrated via shared value and 
social inclusion measures.

90% of the company’s energy 
consumption comes from 
renewable sources; 74% of 
the electricity consumed by 
the company was produced 
internally. We had 10% reduction 
in energy consumption and 
4% reduction in emissions (per 
metric ton produced).

In 2013, we 
invested more 
than R$ 38 million 
in environmental 
protection and 
management 
measures.

Present in 80% 
of Brazilian 
households. Launch of  

website to  

promote  

healthy diets.

R$ 5.3 million 

in direct social 

investment. 41% increase in 

recycling of post-

consumption 

cooking oil.

It is Bunge policy to embargo 
growers who do not comply with 
the environmental and social 
commitments the company 
has assumed voluntarily 
(e.g.. deforestation and labor 
questions). Since farmers are 
increasingly aware of their 
responsibilities, the number of 
producers embargoed decreased 
by 70% in 2013.
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This is my first year at the head 
of Bunge Brasil, a challenge I assume 
with great drive and enthusiasm. 
Under Pedro Parente's leadership, 
the company progressed significant-
ly in integrating its operations, con-
solidating a single organization and 
reinforcing a culture of excellence 
over the last four years. 

From now on, our commitment 
is to making Brazil the most efficient 
and profitable Bunge operation in the 
world, in a sustainable way. 

Safety remains a priority for us. 
We want to continue to improve our 
internal indicators and to boost em-
ployee commitment to achieve a zero 
accident culture. 

In the field, we are living a new 
moment with the decree regulat-
ing the Agricultural Environmental 
Register (Cadastro Ambiental Rural 
– CAR). We are certain all the agri-
cultural producers in the country 
will meet the requirements of the 
Brazilian Forestry Code, producing 
sustainably in line with the new 
law. Thus, our raw materials from 
the fields will continue to be trans-
formed into foods for millions of 
people, keeping sustainability in the 
production chain. 

Message 
from thePresident  |GRI G4-1|
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For the regions under the in-
fluence of the BR-163 highway and 
the West of Bahia, at the beginning 
of last year we initiated a program 
in conjunction with the Non-Gov-
ernmental Organization The Na-
ture Conservancy (TNC). Scheduled 
to last five years, this work is aimed 
at driving environmental regular-
ization on farms and boosting sus-
tainability in agriculture. We have 
already seen positive results, and it 
is important to move forward.

In addition to our activities in 
agribusiness and throughout the 
food production chain in Brazil, we 
continue to evolve in Sugar & Bioen-
ergy, producing and commercializing 
sugar, ethanol and bioelectricity. Our 
focus in this segment has been on 
enhancing process efficiency and the 
profitability of the business.

We are approaching Bunge's 
110th anniversary in Brazil, a very 
reason for great pride. This has 
only been possible through the tal-
ent and the entrepreneurial spirit 
of our employees and the constant 
pursuit of sustainability in our oper-
ations, always interacting with and 
respecting local communities. This 
is the way Bunge is. And this is why 
we are one of the most important 
agribusiness and foods companies 
in the country. Our assets account 
for some 50% of Bunge's total 
assets worldwide, which demon-
strates the importance of what we 
do and the dimension of our re-
sponsibility. We want to continue 
to work in Brazil in the most effi-
cient and profitable possible way.

I hope that this and future re-
ports demonstrate our commitment 
in continuous improvement through 
these indicators. We will continue 
to work on making Bunge a better 
company, each and every day. 

 Raul Padilla
PRESIDENT AND CEO OF BUNGE BRASIL  
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Martus Tavares
VICE PRESIDENT, CORPORATE AFFAIRS, BUNGE BRASIL

Our Report 
Edition 2014

This is our 11th Sustainability Re-
port, presenting our actions and the 
results achieved during the course 
of 2013 and reinforcing our commit-
ment to transparency, innovation 
and the continuous involvement of 
our stakeholders. |GRI G4-30|

The information and indicators 
presented here are related to the 
corporate area and all the compa-
ny’s business units (Agribusiness, 
Foods & Ingredients, Sugar & Bio-
energy). As mentioned in last year’s 
Sustainability Report, information 
on the Fertilizer business, sold at the 
end of 2012, is no longer included. 
|GRI G4-17, G4-22, G4-23, G4-28 e G4-29|

This year, the report was elab-
orated based on the most recent 
Global Reporting Initiative (GRI) 
guidelines, the G4 version, apply-
ing the Comprehensive option. Ad-
ditionally the indicators of the GRI 
Food Processing sector supplement 
were incorporated, providing more 
detailed information about Bunge’s 
performance in this area of activity. 
|GRI G4-30 e G4-32|

It should be noted that between 
2008 and 2013, Bunge adopted exter-
nal verification of its sustainability re-
ports. This verification was carried out 
with the objective of assuring GRI ap-
plication level A+. With the migration 
to the G4 version and because there 
have been no changes in manage-
ment approach or control procedures, 
we have opted not to obtain external 
assurance for this edition. |GRI G4-33|

In the coming years, we will assess 
stakeholder demands regarding the 
need to audit specific topics. |GRI G4-33| 

Engagement and consultations 
with our main stakeholder groups 
resulted in the updating of the 2014 
Materiality Matrix. This is an import-
ant tool which links the most import-
ant aspects of our activities to those 
of most interest to our stakeholders. 
More information is available in the 
chapter Stakeholder Engagement.

We assume a new challenge: 
preparing our report in accordance 
with the comprehensive option of 
the GRI G4 guidelines 

6 Our Report, Edition 2014



In addition to following the recommendations of the latest GRI guidelines, this report was elaborated in accor-
dance with AA1000 standards, involving the following stages: |GRI G4-18|

 Survey of the relevant topics was based on the following documents and processes: 
  The 2012 Materiality Matrix;

  Benchmarking with peers in industry;

  Analysis of the media and industry news published in 2013;

  GRI publication: Sustainability Topics for Sectors.ID
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Validation and commitment:
The Materiality Matrix was then pulled together, validated by the Corporate Affairs Vice Presidency, whose representative holds a seat 

in Bunge’s highest governance body, the Executive Committee (COE).

The indicators featured in this report were taken from the Materiality Matrix.VA
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  Material Aspects were prioritized in consultation with stakeholders, who contributed to Bunge 
Brasil’s Materiality Matrix through the following channels:
   Permanent survey: conducted throughout 2013 by the Bunge Brasil website, it collected the views and assessment of 126 

stakeholders on the company;

   Focus survey: survey conducted late in 2013, it was sent individually to relevant stakeholders in the value chain, urging them to engage in 

debate. During this step, over 56 answers were collected; 

   Internal survey: concurrently, employees were asked to submit their points of view regarding sustainability and suggested solutions 

for internal interaction and key points for future development. Over 495 answers were collected.
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2003

2009 GRI Level A+

2004

2010 GRI Level A+

2005

2011 GRI Level A+

2007

2012 GRI Level A+

2008 GRI Level A+

2013 GRI Level A+

Our history in sustainability reporting 
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Profile

 Present in 80% of  
Brazilian households.
In the field, we commercialize 
approximately 20 million metric 
tons of agricultural products.

8 Profile



Bunge Brasil

Bunge Brasil is a subsidiary of 
Bunge Limited, a US holding compa-
ny set up in 1818 in New York, and 
traded on the New York Stock Ex-
change. The holding company stands 
out globally in agribusiness and food-
stuffs and operates in over 40 coun-
tries with 35,000 employees globally.  
|GRI G4-3 and G4-7|

Following in the footsteps of the par-
ent company, Bunge Brasil ranks high in 
its segment, among the top agribusiness, 
food and bioenergy companies, and is a 
leader in exports. Bunge has been in Brazil 
since 1905 and its products can be found 
in 80% of Brazilian households, or over 
46 million families, according to 2013 
data. Bunge Brazil has also been ranked, 
for two consecutive year (2013/2014), as 
one of the 100 companies with the best 
reputation in the country, according to 
the European consultancy Merco and the 
Brazilian survey institute Ibope.

From the field to the table, we are 
present in the entire production cycle 
that includes sale of crop protection, 
purchase of grain produced on suppli-
ers’ properties plus food and ingredient 
processing geared at the foodstuffs and 
animal nutrition industries. We are also 

an important player in bioenergy, since 
we produce ethanol, biodiesel and bio-
electricity and further get involved in 
produce logistics. We believe we are 
making a decisive contribution towards 
helping Brazil fulfill its natural talent as 
a major foodstuffs producer. To man-
age its production chain, Bunge breaks 
down into three business areas: Sugar 
& Bioenergy, Agribusiness and Foods & 
Ingredients, and has over 100 facilities 
including factories, plants, mills, distri-
bution centers, silos and port terminals 
in 17 states in every corner of Brazil and 
the Federal District. We carry out the fol-
lowing activities: |GRI G4-6| 
   Origination and transport of oilseeds 
and grain all over the world.

   Oilseed processing to produce meal 
for animal feed and oil for food pro-
duction, the food service (away from 
home food) and the biofuel industry.

   Production of oils, mayonnaise, to-
mato products, margarine and other 
products geared at end consumers 
and the industry.

   Wheat milling for the foodstuffs in-
dustry, bakeries and other clients; and

    Farming and processing of sugarcane 
to make sugar, ethanol and bioenergy. 
|GRI G4-8|
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With such an operational structure, 
Bunge holds a comfortable strategic po-
sition from the field to the production 
of finished products. Consumers recog-
nize and relate to our brands: Delícia, 
Soya, Primor, Salada, All Day, Etti and 
Salsaretti. For the ingredients sector for 
food service, our products  Bunge Pro, 
Ricca, Pré Mescla, Gradina and Cukin 
are recognized as high quality and per-
formance. |GRI G4-4|

This results express our commit-
ment to food safety and consumer 
health. We further believe that ab-
sence of scientific evidence should not 
be used as a pretext for the company 
to dodge the obligation to protect the 
environment and human health.  This 
principle of precaution prevails from 
product development to manufactur-
ing and distribution. Therefore, upon 

adopting new production technologies 
and ingredients, their potential risk 
and impacts on the environment and 
human health are systematically as-
sessed. |GRI G4-14|

Echoing our commitment to sus-
tainability, the São Paulo-based head-
quarters of Bunge Brasil operates from 
a building that observes the world class 
pattern in sustainable development. 
The efficient use of water and power, 
optimum use of supplies, environmen-
tal quality and waste management are 
constantly disseminated. Respect for 
these guidelines has earned the build-
ing the Leadership in Energy and Envi-
ronmental Design (LEED) certification 
set up by NGO the International Green 
Building Council. |GRI G4-5|

The Bunge Brasil head office has LEED certification.
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ECONOMIC PERFORMANCE
At year-end 2013, Bunge in Brazil had 18,353 employees including regular and 

seasonal workers. The gross revenue was US$ 17.8 billion, up 13% from the previ-
ous year. Assets in Brazil accounted for 44% of the global assets, which testifies the 
importance of the operations in the country to the company, worldwide. |GRI G4-9|

DISTRIBUITION OF VALUE ADDED – 2013  |GRI G4-EC1|

 Bunge in Brazil 
Consolidated (in R$000) %  

Employees 1,288,674 26

Taxes 631,142 13

Compensation of third party capital 749,462 15

Losses 2,252,578 46

The Atrium Faria Lima building, Bunge Brasil’s head office in São Paulo.

Bunge is present 
in 17 states in 
Brazil’s five 
regions and 
in the Distrito 
Federal, with 
more than 
100 facilities, 
including plants, 
mills, ports, 
distribution 
centers and 
elevators
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Agribusiness, Foods & Ingredients 
and Sugar & Bioenergy are Bunge’s 
three business areas in Brazil. In Decem-
ber 2012, Bunge Limited announced 
sale of Bunge Brasil’s Fertilizers area to 
Yara International ASA, a global fertiliz-
er company present in over 150 coun-
tries. The deal, concluded in August 
2013, involved plants, mixing facilities 
and warehouses, in addition to the 
Manah, Serrana and IAP brands. The 
Termag, fertilizer terminal at the Port of 
Santos (SP), continues to be operated by 
Bunge. The deal envisages a long-term 
supply agreement between the two 
companies, which has enabled Bunge to 
keep supplying growers with fertilizers 
through a number of sales tools, under 
its grain origination strategy. |GRI G4-13|

AGRIBUSINESS 
With nine grain crushing units, seven port terminals and over 60 silos around 

Brazil, Bunge is a leader in the processing and sale of oilseeds, such as soy, corn and 
cottonseed. Our operations rest on the sound relationship we have built with some 
20,000 partners growers over the years and that has helped grow production.

As a result, the company buys over 20 million tons a year of grain, including soy, 
corn, wheat, cottonseed, sorghum and sunflower. Part of this volume is processed 
and directed at the production of meals and raw vegetable oils for animal feed, food 
service and biofuel, among other uses. The other part is directed to export markets in 
Europe and Asia.

In addition to offering different sale formats and pricing on its products, Bunge 
has a huge logistic capacity and efficiently gets wherever it needs to in Brazil and 
abroad.  To this end, the company makes use of virtually all modes of transport to 
connect farms, silos, transshipment, plants and ports. We are Brazil’s top agribusiness 
exporter and third largest overall exporter, which renders logistics a key asset: every 
year, Bunge’s production makes around 900,000 trips on trucks, 170,000 on trains, 
350 on barges and 700 ship calls. Streamlining transport, growing the efficiency of 
plants and increasing the use of railroads and waterways is part of Bunge’s strategy to 
diversify its logistic base in the country, still very much dependent on road transport. 

Business Areas

Biodiesel plant in Nova Mutum, Mato Grosso, inaugurated in March 2013.
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A strong prove that the company is committed to this 
strategy is the implementation another innovative initiative: 
in April 2014 it inaugurated an important grain export lane to 
the Fronteira Norte port Terminal (Terfron), in Pará, that has be-
come one of Brazil’s most modern. An important portion of the 
agricultural production that could only flow thru the Southern 
and Southeastern ports is now able to flow up to the river way 
of Tapajos-Amazon. It will further deliver socioeconomic and 
environmental advantages to several regions, greater prosper-
ity and development in the North and easier logistic traffic in 
the Southeast, which have been operating over its capacity for 
years. Today we are present at the ports of Rio Grande, São 
Francisco do Sul, Paranaguá, Santos, Vitória, Salvador, SãoLuís 
and Itacoatiara, which together export 98% of the country’s 
soy, soybean meal and corn. 

Shared Value: With the 
Social Seal for biofuels, 
2,900 small holders 
families were integrated 
into our value chain

In March 2013, the company broke into a promising 
market, inaugurating its first biodiesel plant at Nova Mutum 
(MT), equipped with leading-edge technology and with to-
tally automated production. At the new plant Bunge made 
sure sustainability were present everywhere, starting with 
the product – an alternative kind of fuel that helps cut emis-
sions – to the inclusion of family farming in the production 
chain, ensuring small growers to get to sell their share of raw 
material. In 2013, Bunge was granted the Social Fuel Seal 
certification by the Ministry of Farming Development (MDA). 
The result is twice rewarding since it boosts the product’s 
sales performance via biodiesel auctions on the Brazilian 
market, and helps spread sound farming practices among 
small growers. |GRI G4-13|

Still in line with the sustainability strategy, Bunge’s Agri-
business holds the Biomass Biofuel Sustainability Voluntary 
Scheme certification (2BsVs) to buy, store and sell soy. Bunge 
was Brazil’s first company to have obtained this certification, 
after an independent audit confirmed its compliance with 
the sustainability criteria established by European Directive 
2009/28/EC.

First vessel to load soy at the Fronteira Norte Terminal (Terfron) in Barcarena, Pará. Half of the cargo was certified soy.
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Innovative Launches: in 
2013, Bunge launched eight 
products for industry and 
the retail trade

In 2013, acquisition of the Vera Cruz 
wheat mill in Santa Luzia (MG) rein-
forced our lead on the Brazilian market 
of wheat flour.  Today, Bunge is the big-
gest wheat flour producer in the coun-
try, grinding over 1.5 million tons a year. 
|GRI G4-13| 

With Vera Cruz, the company has 
now seven wheat mills strategically lo-
cated from North to South:  Suape (PE), 
Brasília (DF), Rio de Janeiro (RJ), Santa 
Luzia (MG), Tatuí (SP), Santos (SP) and 
Ponta Grossa (PR). In Contagem (MG), 
it also has a wheat flour mixing and 

packaging facility that will start operat-
ing in tune with the Vera Cruz mill.

In tomato products segment, we 
have intensified integration with the 
unit manufacturer of brands Etti and 
Salsaretti, restructuring and increasing 
the operation productivity and quality.

In consumer products derived of 
oil, we have invested substantially in the 
healthiness and launched innovative 
products based in canola: Delícia Cano-
la margarine, light Salada mayonnaise 
with Canola and Soya oil with Canola, 
which pleased the consumer.

FOODS & INGREDIENTS
Bunge’s Foods & Ingredients busi-

ness accounts for a great variety of 
products geared at the needs of Bra-
zilian end consumers: oils, margarine, 
mayonnaise, olive oil, rice, flours, sauc-
es and tomato products, in addition to 
solutions in food service, from starter 
to dessert. Our brands are present in 
over 46 million Brazilian homes, which 
places Bunge among the country’s top 
foods and ingredients companies.

Every process, from research and 
development to selection of suppliers, is 
governed by quality and safety require-
ments. There are important differentia-
tors in our business: portfolio diversifica-
tion, brand recognition and permanent 
investments in process improvement.

To keep this outstanding position, 
the company keeps on the look out for 
opportunities to improve operations. 

The Vera Cruz wheat mill, acquired by Bunge in 2013,  
is located in the municipality of Santa Luzia, Minas Gerais.
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Bioenergy: in 2013, 74% of the 
electricity consumed by Bunge 
operations was generated in 
the company’s own mills

SUGAR & BIOENERGY
Bunge broke into the world sugar market as a trader in 

2006 and today ranks among Brazil’s top sugarcane proces-
sors. Eight mills are involved in this operation, in the States of 
São Paulo, Minas Gerais, Tocantins and Mato Grosso do Sul, 
with overall capacity for some 21 million tons/year of sugar-
cane processing. Sugarcane is used to produce sugar, ethanol 
and bioenergy.

The energy generated is clean and 100% renewable, 
once it derives from sugarcane bagasse. Six of the eight plants 
are ready to export power into the National Interconnected 
Grid (SIN), therefore commercializing the generated energy.  
Four of our mills have received the Bonsucro certification, 
granted by a foreign organization. Thus, part of the ethanol 
produced can be exported to, or be part of the raw material 
to restrictive markets such as Europe that will buy certified 
biofuels only. More than commercial benefits, the certification 
validates the management of the participating mills regarding 
best sustainable practices, once Bonsucro establishes the so-
cio-environmental criteria and principles to be applied to sug-
arcane farming regions all over the world (learn more about it 
under Sustainable Agriculture in this report). 

Since 2009, Bunge has been a signatory of the Nation-
wide Commitment for Sugarcane Working Conditions and was 
granted the “Committed Company” seal by the Brazilian gov-
ernment. The agreement, involving industry businessmen and 
workers, aims at making ubiquitous the use of sound labor 
practices that go beyond the set of rights today enforced by 
the legislation. 

We believe our responsibility encompasses all links in the 
production chain, therefore we have extended this voluntary 
commitment to our business partners – they too must imple-
ment measures that ensure health and safety out in the fields. 
Bunge’s objective is to become a world reference on the sugar 
and bioenergy market as well, raising the bar of operations by 
attaching priority to awareness, training, recognition and serv-
ing penalties for non-compliance as the case may be.

The Moema Sugar and & Bioenergy mill, located in Orindiúva, São Paulo.
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Bunge’s corporate governance mechanisms aim 
at disseminating the vision, mission, values and culture 
of operational excellence among all employees. These 
mechanisms are important for us once they guide our 
processes and attitudes in a strategic manner. Thus, we strive 
for the sustainable development that contributes to build 
ethical and transparent relations with all of our stakeholders. 

GOVERNANCE STRUCTURE |GRI G4-34, G4-35 and G4-38|

In Bunge Brasil, the highest level of governance is the Ex-
ecutive Committee (COE). Responsible for strategic decisions 
and the definition of issues and actions to be undertaken by 
business and corporate areas, COE is aligned with the goals and 
guidelines laid down by the parent company in the USA. Sus-
tainability crosses all issues, actions and guidelines. In addition, 
the company has a vice-presidency that also focus on sustain-
ability matters. |GRI G4-39, G4-40 and G4-47|

The COE shall meet at least once a month, and is com-
posed by the CEO (who is also the coordinator of the Commit-
tee) and vice-presidents of the areas of Agribusiness, Food & 
Ingredients, Sugar & Bioenergy, Finance, People & Management 
and Corporate Affairs. COE is a collegiate and its members do 
not have pre-established mandates. 

Environmental aspects are the responsibility of subcom-
mittees, under the PQSE (Productivity, Quality, Safety and En-
vironment), that are in constant contact with the Sustainability 
area. Social aspects that impact the supply chain are under the 
Sustainability area and the teams in charge of procurement and 
commodities origination. The tasks assigned to People & Man-
agement area have specific directors for professional develop-
ment and for the company’s process management.

There is still the broader COE, made up by employees who 
report straight to the VPs, whenever general and impacting is-
sues come up and are discussed with the entire group. There-
fore, both on the COE and the broader COE, sustainability is 
on the agenda and monitored by the responsible VP (Corpo-
rate Affairs) and the Sustainability manager. Specific policies are 
drafted and approved by the Corporate Affairs VP. |GRI G4-36, 

G4-42, G4-45 and G4-47|

Minister of the Environment, 
Izabella Teixeira, discussing  

the new Brazilian Forestry Code 
at Bunge Brasil

In order to ensure that management of impacts, risks and 
opportunities ensuing from economic, environmental and so-
cial issues is in line with performance expectations and stake-
holders’ interests, the company’s strategic plan is revisited ev-
ery year. In the process, the outcomes from interactions with 
target audiences, formalized in the Materiality Chart approved 
by the COE (read about it under Stakeholder Engagement), 
are taken into account. This Chart also provides the basis for 
the present Sustainability Report, an important channel of 
communication of our initiatives. To ensure that this docu-
ment reflects the material aspects brought up by the audienc-
es heard, the Corporate Affairs VP is in charge of approving it. 
|GRI G4-46, G4-48 and G4-49|

Corporate Governance
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Major sustain-
ability topics, 
addressed by the 
COE in 2013 |GRI G4-50|

  Forestry Code: 
interpretation and impact 
on the supply chain.

  Future of the Soy 
Moratorium: industry 
alignment.

  Indigenous people in Mato 
Grosso do Sul: position on 
old contracts upheld.

   Post-consumption solid 
waste: the importance of 
engaging all business areas 
to find best solutions.

  Sustainability trends that 
impact business strategies.

Bunge Brasil Executive Committee (COE).
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Mission
Enhancing lives, 

with the promotion of 
sustainable increase in 

food and bioenergy supply, 
by improving the global 
agribusiness and food 

production chain.

Vision |GRI G4-56|

Food is life. Energy is life. 
The world will need more 
food and energy, and 
natural resources are getting 
increasingly scarce. (NVA/WEF)

Core Values
Integrity
Openness and trust
Teamwork
Entrepreneurship
Citizenship
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TRANSPARENCY AND ETHICS
We believe it is important to promote an open and honest relationship between 

the Committee’s members and employees. The intranet and email addresses sustent-
abilidade@bunge.com and bunge.comunicacao@bunge.com are direct channels for 
employees to submit suggestions and recommendations to COE members. |GRI G4-37|

By the same token, to ensure assertiveness in approaching social, environmen-
tal and economic issues, the broader COE organizes talks delivered by renowned 
professionals in various areas. Initiatives with employees and the surrounding com-
munities are also discussed, as well as projects related to the Bunge Foundation 
and corporate responsibility. |GRI G4-43|

Like with all staff, COE’s evaluation is connected to performance targets, which 
ensures consistency and transparency. The self-evaluation tools used are the break-
down of performance indicators from business area results, in addition to the com-
pany’s overall performance in the economic, financial, social, environmental and 
safety spheres. Performance in these spheres impacts the variable compensation of 
COE members. |GRI G4-44|

POLICIES AND RISK MANAGEMENT |GRI G4-EC2|

Bunge’s governance relies on various mechanisms, such as internal and external 
audits, the Code of Conduct and Ethics, in addition to policies that guide employees’ 
behavior. These tools guide our actions towards an ethical and transparent operation 
and in compliance with the legislation and regulations in force.

There are projects that also contribute to support the business in risk manage-
ment, such as the Enterprise Risk Management (ERM) software, that maps up stra-
tegic, operating, credit and market risk. Every risk is continually monitored and mit-
igation are drawn up for the most relevant ones. Given their importance to Bunge’s 
business, market risks are tracked by a specific project that detects possible impacts 
to industrial and trading activities and works out the consequences they might have 
on corporate results.

Audits: performed by the Global Internal Audit (GIA), audits support Bunge 
Limited’s Board of Directors in supervising governance risk and ensure adoption of 
integrated risk management across the company. They also improve processes and 
ensure that the information published on financial statements is reliable and reflects 
actual company results, reducing fraud and corruption risk.

Code of Ethics: a single document 
adopted by Bunge Limited and its subsid-
iaries that establishes basic guidelines on 
the conduct required of board members, 
officers, managers and employees in gen-
eral. It is up to the Chief Executive Offi-
cer (CEO) of each organization to adopt 
and track enforcement of the guidelines 
at company level. However, as a global 
company, Bunge is aware and sensitive to 
the issue of local cultures and customs in 
the various countries where it operates, 
and adopts a respectful attitude towards 
local communities and environments. The 
Code of Ethics also provides for ways to 
avoid and solve conflicts of interest. It 
establishes, for example, that employees 
of all levels must not get involved in sit-
uations where personal interests are or 
seem to be somehow interfering with 
Bunge’s corporate interests. In the event 
such occurrences are detected, employ-
ees of all levels must immediately inform 
an executive, their superior or the Legal 
Department. It is also forbidden, except 
when performing corporate duties in the 
position of board member, officer, man-
ager or employee, to reveal or use, with-
out authorization, any information relat-
ing to Bunge, classified or not, exclusive 
or reserved. Classified information is any 
information that is not public knowledge 
that may prove useful to competitors and/
or may be detrimental to Bunge and cli-
ents if revealed. Read Bunge’s Code of 
Ethics in the online version of this Report. 
|GRI G4-41 e G4-56|    on-line
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PRINCIPLES
 ▪ We strive to be good citizens by contributing to the economic 

and social development of the communities where we work.
 ▪ We work to achieve a high level of environmental perfor-

mance by adopting science-based, culturally sensitive and 
pragmatic best practices and by promoting these practices 
within our supply chain.

 ▪ We partner with companies and organizations to promote 
and apply sustainable practices.

 ▪ We communicate openly about our activities and maintain a 
constructive dialogue with stakeholders.

 ▪ We apply these principles across our operations, pursuing 
both global and regional goals.

Bunge Brasil’s  
Sustainability Policy

In line with the global policy and confirmed by stakehold-
ers, it cuts across all areas by establishing shared commitments. 
Aimed at fostering balance between economic growth and social 
and environmental responsibility, it is based on guidelines orient-
ed at operational excellence and control of externalities. 

Specific policies
Aimed at guiding the development of business aligned to  

lato sensus sustainability. Among them, available in the online 
version, are the Code of Ethics for Suppliers, the Sponsorship 
Policy, the Anti-corruption Policy, the Biodiversity Policy (see 
Promotion of Sustainable Agriculture) and the Sustainability 
Policy below. Their breakdown in 2013 is available in the on-
line version of this Report.

Global Sustainability Policy
Aimed to promote a balance between economic growth 

and social and environmental responsibility. The key guideline 
is based on sustainability in all businesses, leading to align-
ment among all business areas.

PRINCIPLES 
 ▪ Associate business objectives with socio-environmental re-

sponsibility issues.
 ▪ Go beyond mere compliance with local environmental leg-

islation and other requirements applicable to its processes, 
products, and services.

 ▪ Promote continuous improvement of the environment and 
sustainable development, applying management principles, 
performance indicators and environmental risk assessments.

 ▪ Invest in the development of partners, who must understand 
the concepts used and present their vision of the process.

 ▪ Maintain an open and ethical posture in all activities and 
business relationships.

 ▪ Generate value, employment, income and wealth for the 
communities and for the countries in which it operates.

 ▪ Demonstrate social responsibility, aiming to fulfill expecta-
tions of the communities in which it operates, and encour-
age responsible use of natural resources.

 ▪ Contribute to citizenship development by means of actions 
which enhances education and knowledge.  on-line
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Supplier Relationship Policy
We seek to ensure transparency in procurement and in our relations with business part-

ners. Thus, we have developed a policy for our suppliers in order to uphold governance with 
high sustainability standards in our operations.

PRINCIPLES

FIGHTING CORRUPTION
The company does not tolerate practices that may be considered acts of cor-

ruption. Therefore, at least two different tools cover policies against such practices: 
Code of Ethics for employees and the Politics of Supplier Relations. In 2013, 100% 
of the company’s commercial transactions were subjected to anti-corruption reviews. 
These reviews indicate significant risks in  inappropriate cases of money collection, 
violations of laws and regulations, bribery, kickbacks, bid-rigging or illegal gratuities, 
plus schemes facilitation in bidding processes and contracts. |GRI G4-SO3| 

Also in 2013, members of the COE and 1,183 company leaders were trained and 
informed about the policies and anti-corruption procedures, adopted by Bunge. Our fo-
cus was primarily to strengthen and disseminate information to employees and directors 
who are authorized to contact agents and public bodies. In addition, there are the cor-
responding clauses regarding Anticorruption Policy (FCPA) in all contracts with suppliers 
of Bunge. |GRI G4-SO4|   on-line

Adoption of principles and mechanisms required to prevent, detect and erad-
icate corruption, as provided for in the UN Convention on Corruption. Therefore, 
suppliers must commit to complying with any and all applicable anti-corruption laws, 
including rules of protection and prevention against money laundry or concealing of 
property, rights and assets and any illegal practices of similar nature everywhere they 
interface with Bunge. |GRI G4-HR5 and G4-HR6|   on-line
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In tune with our values and policies, we have accepted commitments aimed at 
stimulating the adoption of good practices in operations so as to contribute to the sustainable 
development of the country: 

  We are signatories of the Soy Moratorium, in the Brazilian Amazon;

  We’ve signed the Covenant to Eradicate Slave Labor in Brazil;

  We are part of the Nationwide Commitment to Upgrade Working Conditions in 

Sugarcane Fields;

  We do not buy crops grown on areas embargoed by the Brazilian Environmental Agency 

(Ibama), a federal agency connected to the Environment Ministry (MMA) and responsible 

for enforcing the National Environmental Policy (PNMA);

    We work for the dissemination, training, inspection and recognition of the sustainability 

practices adopted by suppliers in the crop production chain;

  We contribute to enforce the UN’s Millennium Development Goals; and

  We are active members of the Business Coalition organized by Cempre for the sustainable 

disposal of post-consumption solid waste. |GRI G4-15| 

  
Our socio-environmental responsibility is further demonstrated by our participation in 

forums and projects organized by institutions connected to our business areas:
  Brazilian Wheat Industry Association (Abitrigo)

  Brazilian Foodstuffs Industry Association (Abia)

  Brazilian Vegetable Oil Industry Association (Abiove)

  Brazilian Agribusiness Association (Abag)

  Brazilian Rural Marketing and Agribusiness Association (ABMR&A) 

  Better Sugarcane Initiative (Bonsucro)

  Corporate Coalition for Recycling (Cempre)

  Industry Federation of Santa Catarina State (Fiesc)

  Industry Federation of São Paulo State (Fiesp)

  Sugarcane Industry Association (Unica) |GRI G4-16|

Commitments and  
sound practices
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AWARDS AND ACKNOWLEDGEMENTS
Throughout 2013, we obtained 21 acknowledgement for the quality and packaging of our products, as well as our operat-

ing excellence and advanced management practices. Find below some awards and highlights. To learn about all of the awards 
received last year, see the online version of this Report.

Exame Sustainability Guide: elected as the most sustainable com-
pany in Brazilian agribusiness in the 2013 edition of the Guide that, for 
the first time, acknowledged companies by industry. For the fifth consec-
utive year, Bunge was recognized as a top performer by the Guide, one of 
the country’s most respected publications on sustainability.

Padaria Moderna Year Book: 
Grand champion of the 13th Brazilian 
Survey on Preferred Bakery and Confec-
tionery Brands, Bunge was recognized 
as owner of the top brands on the food 
service industry. The Bunge Pro brand 
received 18 awards, 12 of which a first 
place, which earned Bunge a prominent 
position as “The company recalled in 
more categories” and “The best: those 
that won more first places”.

Top of Mind Estadão: Recognized 
at the 16th Top of Mind Estadão award 
in Human Resources, for featuring 
among the top five companies with the 
highest recall by industry professionals 
in the category “Companies with the 
best people management practices”.

Merco and Ibope Survey: in 2013, 
Bunge Brasil featured among the top 100 
Most Reputable Companies, ranked sec-
ond in agribusiness, and appeared among 
Brazil’s top 100 companies boasting the 
Best Corporate Governance and high-
est Social Responsibility. By 2014, Bunge 
Brasil featured as the top in reputation 
for agribusiness. The survey is developed 
by Merco Institute, an european consul-
tancy that measures reputation, and by 
Ibope, and audited by KPMG. In Brazil, 
the survey has been published by Exame 
magazine and listed the most reputable 
companies in the country. 

Companies that have the best 
communication with the Press: transpar-
ency in business and sound communica-
tion have earned Bunge a position among 
the "Companies that have the best com-
munication with the press", organized by 
the Negócios da Comunicação magazine.

Brazil’s top 100 Leaders with Best 
Reputation: Pedro Parente, Bunge Brasil’s 
CEO in 2013, ranked 38th among the most 
influential leaders on the domestic scene.

Grandes Cases de Embalagem 
(Best Packaging Cases): The packaging 
of Soya Soja com Canola received an in-
novation award by “Grandes Cases de 
Embalagem”, supported by the Embala- 
gem Marca magazine. Attributes evalu-
ated took into account the benefits to 
the user industry, suppliers, end consum-
ers and the environment.   on-line
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GUIDELINES AND PERFORMANCE INDICATORS
Present in Brazil for over 100 years, advocating core val-

ues such as integrity, openness and trust, team work, entre-
preneurship and citizenship, we believe that appreciating peo-
ple is the best way to achieve excellence. Our Recruiting Policy 
and Selection Process check candidates’ profile against the 
qualifications the position requires and their ability to adopt 
the expected behaviors. At first, all job slots are offered in-
ternally since we believe that the best way to retain talents is 
by creating professional growth opportunities. Therefore, our 
employees are confident that they can put their names up for 
new positions and that the criteria will take into account their 
achievements and potential.

Our people management strategy is constantly upgrad-
ed. It rests on the principle that professional development de-
pends greatly on individual effort and planning; this is why 
managers usually discuss with their team members their Per-
sonal Development Plans (PDI), laying down challenging tar-
gets in line with corporate strategy. We strive to keep and en-
courage those who truly seek professional growth, who truly 
seek to put their abilities to the best use and strive to achieve 
operational excellence, our motto. Trust, a particularly import-

ant core value for Bunge, fosters open and candid discussions. 
Leaders are encouraged to fully embrace active listening and 
active management, facilitating dialogue, promoting behav-
ioral changes and strongly engaging teams in the pursuit of 
sustainable results.

Offering a work environment that is conducive to develop-
ment, with the appropriate health and safety conditions, Bunge 
ended 2013 with 18,353 direct employees.

To boost diversity, Bunge has also hired more women, 
seeking to go beyond current limits. Moving in this direction, 
the topic of inclusion was constantly repeated throughout 
2013, contributing to an increase of 20% in the total number 
of women and 89% in people with special needs on our staff. 

In line with its interest to invest in diversity and contin-
ued education, Bunge offers attractive wages and benefits to 
retain its talents. Our compensation package follows the best 
market practices and is based on a higher salary table that var-
ies according to job descriptions and country region. Among 
the benefits we highlight the Bungeprev Plan, by which em-
ployees voluntarily pay in up to 6% of their gross salary mi-
nus 10 URs (Reference Unit) or over their gross salary minus  
R$ 3,419.40. This is the so-called Basic Contribution. As a 

People Management

A key element in our management 
strategy is to expand learning and growth 
opportunities, enhancing the professional 
skills necessary for our employees to reach 
their full potential
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TOTAL EMPLOYEES BY REGION 2013  
(INCLUDES SEASONAL AND FARM WORKERS) |GRI G4-10|

Region Agribusiness Foods & 
Ingredients

Sugar & 
Bioenergy Corporate Total  

South 1,055 807 - 67 1,929

Southeast 459 1,649 9,130 576 11,802

Mid-west 1,075 286 813 42 2,216

Northeast 456 675 - 24 1,155

North 35 18 1,170 16 1,239

Total 3,080 3,435 11,113 725 18,353

sponsor of the plan, Bunge pays in 
150% of participants’ basic payment, in 
addition to a variable portion that rang-
es between 0% and 50% of participant 
payment, depending on their achieve-
ment of corporate targets. In 2013, 
Bunge’s total contribution amounted 
to 170% of employees’ payments into 
the plan (150% contribution + 20% 
variable portion),  Bungeprev’s total net 
worth amounts to some R$343 million 
(Dec 2013 data). Bungeprev is not ap-
plicable to the employees in the Sugar 
& Bioenergy segment. |GRI G4-EC3| BUNGE’S LOWEST WAGE AGAINST BRAZIL’S OFFICIAL MINIMUM WAGE*  

|GRI G4-EC5|

Employees by 
Business Plant

Men Mulheres

Lowest 
salary – 

R$

Variation 
– %

Lowest 
salary – 

R$

Variation 
– %

S&B Moema Mill 755.00 10 755.00 10

F&I Jaguaré 678.00 0 678.00 0

Corporate
Headquarters 
(Cenesp/
Atrium)  678.00 0 1,150.00 41

Agribusiness Rondonópolis 678.00 0 678.00 0

* Brazil’s minimum wage in 2013 was R$678.00.
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AVERAGE LENGTH OF SERVICE BY AGE BRACKET AND GENDER |GRI G4-10|

1.96

Up to 30 Between 30 and 50

Men

(in years, except seasonal and farm workers)

1.98  3.72 11.33

Women

People management has also focused on cutting turnover 
rates, a challenge that besets most companies in the industry. In 
2013, among the employees with no end date to their labor agree-
ment, the turnover rate was around 26%, slightly above the 24% 
reported in 2012. As part of the initiatives to bring the rate down, 
Bunge has sought to enforce the administration’s core values, 
such as openness and trust. A clear example of this commitment 
is the fact that collective bargaining agreements include 100% of 
Bunge’s direct employees. |GRI G4-11|

A total 100% of the 112 women who left on pregnancy leave 
returned to work. Among this total, 75% remained with Bunge 
throughout 2013. |GRI G4-LA3|   on-line

3.58 7.38

Over 50 Up to 30 Between 30 and 50 Over 50
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OCCUPATIONAL HEALTH AND SAFETY
Ensuring employees’ health and safety is a priori-

ty with Bunge, as it intends to achieve a zero incident 
rate, by striving to eliminate injuries and labor-related 
diseases. For us nothing justifies working in unsafe 
conditions, and results or production can never be fa-
vored over safety.

The effort to keep a healthy, safe environment 
that aims at zero incident is part of the daily routine of 
operations and requires continuous assessment and 
monitoring of working conditions. To this end, our 
management system envisages yearly audits of global 
protocols at all units, with accident reduction targets 
monitored weekly. 

Investments in health and safety have enabled the 
company to cut down on its lost-time accident rate by 
nearly 50% – from 0.16 in 2012 to the current 0.09. 
This was the best ever result among Bunge companies 
worldwide, according to the parameters used. Even so, 
unfortunately two deaths caused by occupational acci-
dents were reported in the year 2013, both as a result of 
severe burns at the Moema mill. The company conduct-
ed a meticulous investigation to unveil the causes of the 
accidents and implemented corrective action to avoid 
this risk in the future. The employees and their families 
received full support, with no limit to costs or resources.

In order to reinforce the need for attention to 
safety and the zero incident culture, Bunge came up 
with the Safety Excellence Award in 2013, that mea-
sures the performance of all units throughout the year 
based on reactive and proactive indicators.   on-line

45% reduction in 
the days lost accident 
frequency rate

Traveling School 

offers safety training

In 2013, in an unheard-of initiative in 

the sugar & alcohol industry, Bunge started 

a Traveling School program at the Sugar & 

Bioenergy mills, to offer farm workers spe-

cific safety training. To support the project, 

which uses teaching props such as image 

projectors and scale models of machinery, 

the Farming Safety Group (GSA) was set 

up. The GSA is to discuss the best way to 

tailor corporate training courses to farm 

audiences. The initiative began with a pilot 

early in October 2013 at the Ouroeste mill. 
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TRAINING AND CONTINUED EDUCATION
Expanding learning and growth op-

portunities, enhancing employees’ pro-
fessional abilities to help them achieve 
their full potential, is an important part of 
our people’s managing strategy. Among 
the values we advocate is entrepreneur-
ship, which gives people greater inde-
pendence to work and submit projects. 
We seek to encourage employees to be 
more proactive, to share their points of 
view about our activities and business. 
On the other hand, the company also in-
vests in processes to boost productivity, 
in line with the development of compe-
tencies that contribute to improve staff 
performance. 

To this end, a structured model has 
been adopted, based on clear targets 
and objectives that cascades from the 
president down to the coordination level, 
promoting meritocracy. Based on estab-
lished goals, Bunge offers educational 
courses to different positions of leader-

ship and technician ones. The highlights 
are web training and distance education, 
in addition to the business school, which 
reported significant growth in 2013. Re-
cent experiences have shown that when 
the team of technical managers them-
selves is ahead of training, the result is 
far more positive.

There are also the Talent Pool 
committee of evaluation and training, 
which help implement a more asser-
tive approach to career development.
The process also contributes to the im-
plementation of Personal Development 
Plans (PDI) that identify competencies 
to be enhanced.   on-line

28 Profile



Stakeholders  
engagement

Drafting of this document took 
into account the initiatives carried out 
to engage our key audiences and to 
search and identify issues that might 
interfere in our attitude towards sus-
tainability. As a result, we present the 
Materiality Matrix shown below, where 
topics are broken down according to 
their relevance inside and outside the 
company, that is, to internal and exter-
nal audiences. All aspects carry impor-
tance nationwide, since operations are 
integrated, from the farm to the table, 
and impacts on farming also reverber-
ate with urban stakeholders. Howev-
er, the topics relating to sustainable 
agriculture are more material in the 
boundaries regions of the cerrado and 
closer to the Amazon Biome. |GRI G4-19, 

G4-20 e G4-21|

Materiality Matrix 

Inside the company

Scope

Out of the company

In and out the company

Governance,  
Strategy  

and Compliance

People  
Management

Operational 
 Efficiency

Engagement

Renewable  
Energy

Environmental 
Investment

Consumer's Health 
and Food Safety

Product Research 
and Healthiness

Social  
Investments

Product 
 Responsibility

Sustainable  
Agriculture

Higher Impacts over Bunge's management 

H
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r 
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f s
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s 

+--- 

+

The major topics and concerns 
brought up by our external audiences 
during a formal hearing called by the 
company were the following: |GRI G4-27|

Topics Stakeholders

Food Safety and  
Consumer’s Health 

Customers

Sustainable Agriculture Customers/Financial Institutions /NGOs

Renewable Energy Government/Customers

Product Responsibility Customers/Suppliers

Social Investment Local Communities /NGOs

Engagement Customers/Financial Institutions/NGOs/Suppliers/ 
Communities/Government

Product Research  
and Healthiness

Customers
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In addition to the Materiality Matrix, key to ensure the legiti-
macy of this Report, we carry out continuous activities to engage 
employees, customers, consumers, non-government organiza-
tions, financial institutions, suppliers, trade associations and Gov-
ernment-related agencies. |GRI G4-24|

The company offers effective channels of communications, 
such as email and an 0800 number, calls countless technical 
meetings and hearings with stakeholders, in addition to inviting 
them to several events. We strive to narrow and upgrade our re-
lationship with our audiences. Additionally, in sustainability man-
agement, this interaction contributes significantly to strategic re-
positioning, consolidation of initiatives, development of projects 
and improvements to communication processes, products and 
tools. But beyond that, it encourages shared management, key 
to stakeholders’ inclusion, to contextualization of relevant top-
ics, to balanced, clear stands and to reliability of the information 
we publish. To this end, the company also offers the sustentabi-
lidade@bunge.com email to receive comments and suggestions 
on its sustainability management and on this document. |GRI G4-

25, G4-26 and G4-31|

We seek to establish relationships that add value to our pro-
duction chain. All our employees go through orientation to learn 
our culture upon joining the company and receive printed ma-
terial with the Code of Ethics that lays down guidelines on how 
to interact with the various audiences and with the environment.

Since Bunge Limited is headquartered in the US, all em-
ployees are further informed about the FCPA (the US’s Foreign 
Corruption Practices Act) and must formally comply with it. Un-

We believe that the  actual commitment 
from internal engagement  can foster our 
path towards sustainability. This can enhance 
the application of responsible practices in our 
personal life and work routines. At Bunge, one 

of the ways to approach this issue has been through the “Sus-
tainable Employee” program. In force over the past two years, 
the program envisages laying down personal targets to actually 
transform habits and professional routines. 

Among the issues featured are transport and emissions, 
energy, consumption and personal budgeting, waste and recy-
cling, health and well being, water, healthy diet and safety. In 
2013, use of the platform by employees grew by 34%, proving 
that it is an important tool to raise awareness to sustainable 
development issues. A survey conducted in early 2014 shows 
that the program is considered very valuable by 78% of our 
employees.  on-line

Sustainable Employee

CORPORATE PROGRAMS

der the FCPA, it is illegal to give foreign government officials any 
item of value to obtain or retain business or undue advantages. 
Regarding political contributions and in deference to the Bra-
zilian legislation, Bunge has contributed with funds to projects 
that coincide with its own vision of sustainable development 
for the foodstuffs and agribusiness chains, regardless of vested 
interests or specific projects. In 2013, the company made no 
contributions to political parties. |GRI G4-SO6|
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 |GRI G4-SO1|

Set up in 2006 at the Gaspar Foods 
& Ingredients plant in  Santa Catarina, the 
Bunge Natureza program is a platform for 
interaction between associates and adja-
cent communities of facilities to foster 
environmental responsibility. At year-end 
2013, 24 units contributed to the initia-
tive by identifying and controlling the 
company’s externalities that impact local 
communities. The most critical issues are 
readily dealt with, thanks to a number 
of action plans that involve stakehold-
ers. Among those issues we can consid-
er: emissions of particulate matter into 
the atmosphere, noise, loss of organic 
matter on the streets, truck traffic in ad-
jacent areas, equipment vibration levels 
and solid waste management. In pursuit 
of more encompassing solutions to the 
social-environmental externalities caused 
by our operations, we work constantly to 
raise the awareness of employees, part-
ners, suppliers and local communities.  
|GRI G4-SO2|

 Under the program, we also invest 
in research projects through partner-
ships with universities, and in environ-
mental education to our employees and 
local communities. From the outset, the 
program attracted over 27,000 people.

In the district of Jaguaré, São Pau-
lo, Bunge Natureza carries out socio-en-
vironmental projects directed at the 
members of neighboring communities, 
students, partners, employees and their 
families. Important initiative at Jaguaré is 
the project aimed to create income from 
handcrafted industrial packaging and 
post-consumption waste. 

In 2014, this initiative got a boost 
from its perfect alignment with the coun-
try’s recent Solid Waste Policy. Along this 
line, Bunge Natureza is also taking the 
Soya Recicla campaign to every plant in 
the country, encouraging the creation 

of Voluntary Delivery Stations (PEVs) for 
used cooking oil and inviting the partic-
ipation of employees and local commu-
nities. At year-end 2013, ten plants had 
PEVs set up. The oil collected was reused 
for biodiesel or biodegradable soap pro-
duction, whereas the PET bottles used as 
delivery containers were forwarded to 
recycling (read more about Soya Recicla 
Program in the chapter Product Respon-
sibility).   on-line
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Since 1955, through the Bunge 
Foundation, we’ve systematically invested 
in social projects that help upgrade the 
educational level and living standards 
of adjacent communities, and preserve 
the company’s memory. In 2013, the 
Foundation invested some R$9 million in 
programs based on three strategic pillars, 
called Continents: Socio-Environmental, 
Memory Preservation and Incentive to 
Excellence and Sustainable Knowledge.

The Socio-Environmental Continent 
envisages initiatives to strengthen  man’s 
relationship with his natural, social, 
economic and cultural  environment, 
through two programs: Educational 
and Integrated Community. The first is 
Bunge’s corporate volunteer program. 

In 2013, the Educational Commu-
nity distributed 5,640 children’s books 

|GRI G4-SO1|

among participating schools, and nine 
new reading venues were set up, 663 
hours were invested in training reading 
facilitators, 2 nationwide meetings and 
12 book fairs brought together 14,940 
people; 5,600 hours were dedicated to 
volunteer work and a total 599 events/
initiatives engaged a total 63,608 peo-
ple.   on-line

The Integrated Community is a 
sustainable local development program 
in Tocantins State. In 2013, the pro-
gram focused on drafting Master Plans 
for the cities of Pedro Afonso, Tupirama 
and Bom Jesus do Tocantins, restructur-
ing local Municipal Councils for Chil-
dren and Teenagers Rights, straighten-
ing out the Funds and training council 
members and civil servants in the three 
cities. The program also offered quali-
fication courses on educommunication 
in addition to continued education to 
165 professionals, held the 3rd Educator 
Training Seminar and the 1st Education 
Fair in Pedro Afonso, which brought 

together professionals from all three 
towns. There were also entrepreneur-
ship-oriented activities on Financial 
Management and Strategic Planning 
supported by Sebrae-Tocantins offered 
to 48 local entrepreneurs.
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BUNGE FOUNDATION PROJECT INVESTMENTS (IN R$000)
2011 2012 2013

Educational Community 2,078 1,741 1,533

Bunge Foundation Award 916 1,123 1,246

Bunge Heritage Center 472 656 831

Knowing to Sustain 71 18 122

Integrated Community 861 753 1,552

Admin, financial and communications expenses 3,471 2,701 3,494

Total 7,873 6,996 8,781

Memory Preservation is ensured by the Bunge Heri-
tage Center. In 2013, its entire photo collection was mapped 
out, a web platform was developed, 750 queries were an-
swered and some 3,450 documents were handled and treat-
ed. Four Cultural Days were also organized and two exhib-
its: “The history of margarine” and “Imagens e palavras em 
Morte e Vida Severina” (Images and words in The Death and 
Life of Severino).

The Incentive to Excellence and Sustainable Knowl-
edge is provided by the Bunge Foundation Award, settled 
up in 1955 to drive innovation and disseminate knowledge.

In 2013, the selected experts came from Literary Cri-
tique and Water Resources and Agriculture.   on-line 
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Sustainable
Promotion of

Agriculture

  Our goal is to establish close,
  transparent and lasting 
relations with growers aimed at 
ensuring sustainable production and 
food security

Promotion of Sustainable Agriculture34
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Since Bunge does not manage all 
agricultural processes, when it acquires 
raw materials from growers it tries to 
promote sustainable agriculture – an at-
tention point in the value chain whose 
impacts command great interest among 
stakeholders. This is what drives our per-
manent effort to raise the awareness of 
our business partners and train them so 
that production may respect the labor 
rights, that no harmful actions against 
environment take place, that natural 
resources are rationally used and socio-
economic development leads to tangi-
ble benefits to local communities and 
ultimately, to the country. By doing so, 
we strengthen our commitment to sus-
tainable production and do our best to 
ensure safe supply of raw materials and 
food in the future, establishing restrict 
rules to all suppliers and continuously 
promoting compliance verification. By 
the end of 2013, 100% of suppliers 
were in compliance to Bunge Brasil’s 
purchase policy. |GRI G4-FP1|

The company’s supply chain is 
mainly based on sales of agricultu-
ral commodities. The company ori-
ginates (acquires) grain from primary 
producing areas all over Brazil and 
delivers them to different consumer 
markets in the country and abroad; 
it also processes them into inputs for 
animal feed and human foodstuffs 
companies, as well as biodiesel pro-
duction. Bunge also originates palm 
oil directly from traders and is a pri-
mary producer of sugarcane and de-
rived products such as sugar, ethanol, 
and bioelectricity. In addition, the 
company resells fertilizers to growers 
in its supply chain. |GRI G4-12|

Sourcing management  
   and related impacts
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Our direct relationship with a great number of growers 
– about 20,000 per year – makes us shoulder our share of 
responsibility in adhering to and maintaining social, environ-
mental, and legal criteria that promote farming in a fair and 
correct manner. To this end, Bunge keeps a rigorous list of 
suppliers, in preparation for alignment with the new Brazi-
lian Forest Code. This list is systematically updated and ma-
nagers are notified of any incidents that might affect the 
company’s standards. Throughout 2013, the company kept 
tabs on compliance with the Soy Moratorium, the ban on 
slave-like or child labor, and ban regulations by the Brazilian 
Environmental Agency (Ibama), among others. Our goal is 
to establish close, transparent, and long-lasting relationships 
with those growers who take responsibility for the land, not 
only from an environmental standpoint, but also by provi-
ding adequate working conditions and a dignified livelihood 
to their workers and families. Therefore, our farming part-
ners must keep their premises and workplace appropriately, 
to meet performance expectations. 

In return for these demands, Bunge offers its partners a 
robust logistics structure, which includes silos, plants, ports 
and business offices, along with quality logistics and the best 
prepared and widespread grower support team in the industry. 
All our efforts are geared to promote sustainable relationships, 
based on value creation for the company and growers and re-
gions, pursuing continuous growth. Our success so far gives us 
confidence that we will build a sustainable future.

From this standpoint, we think that the clearer gui-
delines of the current Brazilian Forestry Code can lead to 
more professional relationships with the next generation of 
growers, who will soon take over the crops. The company 
will increasingly value production in previously degraded are-
as and the adoption of technologies to boost productivity, 
i.e., so that higher yields could be reached with no need of 
further land clearing to meet the increasing global needs of 
food and energy. 
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Commitment throughout the entire chain |GRI G4-EN32, G4-EN33, G4-LA14, G4-LA15, G4-HR10 and G4-HR11|

Management of our supply chain 
follows standard, clear rules, ensuring 
legal documentation in all cases to 
formalize interactions, administration 
setups, and the business behaviors ex-
pected by the company. With every 
contract, suppliers renew their commit-
ment to company-disseminated social 
and environmental principles, aimed 
at sharing practices that are more at-
tuned with sustainable development. 
This is the reason for including envi-
ronmental, human rights, and labor 
rights provisions in all our business 
contracts. No claims or complaints of 
disrespected human rights were made 
throughout the Bunge chain in 2013.  
|GRI G4-HR1 and G4-HR12|

GRAIN ORIGINATION
Evaluation: Grain suppliers are 

managed by the Origination business 
area, which follows guidelines jointly 
established with the Sustainability 
team. This business area is in charge 
of assessing and managing aspects of 
commodities supply, and therefore ends 
up establishing a close relationship with 
growers. In addition to using a specific 
sustainability checklist for pre purcha-
sing cases, it is also  assessed the supply 
guarantee they provide on contracted 
products, grain quality and conformity, 
deadlines and delivery venues, com-
pliance with the legislation and envi-
ronmental requirements (areas banned 
by the Environmental Authorities), and 

control over the Blacklist of Slave-like 
Labor published by the Ministry of La-
bor (MTE).

Main risks and impacts: 
  Illegal deforestation and depletion of the 
natural resources used in agriculture; 
  Risks to biodiversity and effects on 
production;
  Child and/or slave-like labor, by disres-
pecting labor laws and human rights; 

  Non-compliance with environmental 
legislation governing reservation areas. 
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SET TARGET RESULTS ACHIEVED

Control over areas where there is risk of forced labor or slav  e-
like work.

The company has kept 100% of control over producers who disres-
pected the voluntary pact the company undertook to do away with 
slave-like conditions. In 2013, six new growers were blacklisted, but 
the total blacklist dropped from 16 to 13, which shows growers are 
increasingly aware of the importance to comply with labor legislation.

Control over Ibama's bans, keeping the value chain free from 
any products sourced from the unlawfully deforested areas 
listed by Ibama.

Throughout the year, 47 producers were blacklisted for disrespec-
ting Ibama's bans. Blacklisted growers totaled 423, slightly below 
the 2012's 425. 

Increased use of tools that raise growers' awareness on sustai-
nability issues in farming.

In addition to keeping up our partnership with the Brazilian Far-
ming and Ranching Research Company (Embrapa), the Soy Plus 
Program has brought greater awareness by providing more infor-
mation and tools to producers. From time to time, Bunge considers 
new partnerships to significantly expand its activities toward the 
remaining arable land.

Ban on soy origination from areas deforested in the Amazon biome 

after July 2006. 

In 2013, six growers were blacklisted for ignoring the company’s 
commitment. This number is significantly lower than in 2012, when 
20 growers were blacklisted. At the end of 2013, the blacklisted 
totaled 43. 

 2010 2011 2012 2013

New blacklisted 
growers       

Total blacklisted 
growers

New blacklisted 
growers       

Total blacklisted 
growers

New blacklisted 
growers       

Total blacklisted 
growers

New blacklisted 
growers       

Total blacklisted 
growers

Ibama 1,873 Not available 203 844 207 425 47 423

Soy Moratorium 5 Not available 15 88 20 53 6 43

Forced work conditions 64 Not available 4 27 8 16 6 13

COMPLIANCE MONITORING OVER AGRICULTURAL SUPPLY CHAIN 
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SUGARCANE ORIGINATION
Evaluation: The Sugar & Bioenergy area processes its 

raw material from its own crops and suppliers assessed for 
quality, especially with regard to the product's total recove-
rable sugar content. Supply contracts are for the long term 
and follow the same assessment as grain origination, but pay 
special attention to working conditions, as Bunge is a signa-
tory of the Nationwide Commitment for Sugarcane Working 
Conditions and also has its own sourcing policies. 

Main risks and impacts:
  Child and/or slave-like labor;
  Non-compliance with environmental legislation on reserva-
tion areas. 

  Soil and water pollution due to the use of vinasse  and 
pesticides;

  Silting up of water bodies;
  Erosion and loss of soil;
  Absence or incorrect use of Personal Protection Equipment 
(PPE);

  Involuntary clearance fires.

BIOMASS
Evaluation: a checklist is applied to environmental, la-

bor, logistics, and tax paperwork in every purchase, including 
specific documentation by plant and by product, and proof of 
compliance with federal and state laws. Suppliers must submit 
the required documentation before being hired, and for upda-
ting purposes. It is customary to require a No-Debts Certificate 
or embargos from Ibama, a Ministry of Labor (MTE) Blacklist, 
and check the MTE list for any existing slave-like work. The 
required documentation may include a fruit tree felling per-
mit, fruit tree felling notification, felling permit exemption 
statement, operation permit, environmental permit, and state 
forestry registration. 

Should any of these conditions fail to be met, negotiations 
are suspended, the Corporate Biomass area and the Legal De-
partment are immediately deployed to assess the operation's 
risk and obtain authorization to resume business, if the final 
analysis determines that the purchase is adequate. In such ca-
ses, the documentation is updated at least every six months.

Receiving supplies still undergo a risk analysis as per the En-
vironmental Criteria for Biomass Acquisition, performed by Bun-
ge’s Productivity, Quality, Safety, and Environment (PQSE) team.

The first checklist is to either approve or reject the purcha-
se, followed by a second checklist that assesses supplier risk, 
despite the appropriate documentation, to avoid problems 
with Bunge’s shared responsibility, even before the partner is 
notified or banned. Should the team detect any sizable envi-
ronmental, social, or economic risk to Bunge, an action plan 
is proposed to help suppliers straighten out their processes.

At the end of 2013, the company had 164 biomass su-
ppliers with active plants, of which 140 had been assessed. 
(the remaining 24 were not considered critical by the com-
pany). The company made no contractor exclusion this year.

Main risks and impacts:
  Higher risks are those difficult to map out, trace, or foresee; 
  Contamination with non-marketed materials;
  Market conditions;
  Need to have some diversity of energy sources, so that exclusion 
of a product or supplier does not affect the plant’s operation.



Interactions with 
Biodiversity 

PRINCIPLES 

Improve measurement  
and insights 

Bunge is aware of its responsi-
bility due to sourcing activities and 
impacts on biodiversity and land 
use, and supports the efficient use 
of natural resources to provide the 
quantity and quality of food and 
feed to meet global needs. 

This Report shows a growing num-
ber of producers adopting the com-
pany’s origination standards, and the 
extensions added to improve them.

Ensure marketability of 
products

The company targets the ac-
ceptable standard of forest use 
that guarantees availability of land 
for agricultural production, in com-
pliance with local legislation and in 
consideration of Bunge standards.

Along these lines, the company is 
involved in the Soy Moratorium transi-
tion period, still in force in 2014. Clients 
and suppliers are part of the work 
group that ensures that products are fit 
for their consumer markets.

Ensure strategic  
readiness for standards

The company will be ready to 
comply with market certification 
if demanded and compensated by 
customers. 

As an example, we use the 2BsVs 
soy certification seal for biodiesel and 
the sugarcane Bonsucro certification for 
the European market. The same cane 
certification is used for the global sugar 
market. We also have U.S. market cer-
tifications based on EPA and CARB on 
our ethanol production.

We realize our direct and indirect activities may impact 
biodiversity, and also affect the dependability of ecosystem 
services. To this end, we have a set of measures to assess 
and mitigate these impacts, managing natural resources to 
the best of our ability. A specific biodiversity policy has been 
set up for this purpose, clarifying the company’s position in 
this regard.

Land Use and Biodiversity Policy: in continuous develop-
ment, with work and action plans in progress, supported sin-
ce 2010 by consultation with stakeholders in Brazil and other 
countries. The objective is for this corporate policy to guide 
the company’s assessment procedures as regards biodiversity 
and the use of land under the strategic plan and in operational 
decision-making.
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Broad solutions  
and local people

Bunge encourages the exe-
cution of ecosystem services that 
lead to a social and environmental 
enhancement in the communities 
where we operate. The company 
recognizes the right of small holders 
and indigenous people to a proper 
livelihood and support their parti-
cipation in the business, promoting 
social responsibility and compliance 
with best practices approved by of-
ficial bodies. 

This is why Bunge terminated a 
contract in 2013 and in 2014 will termi-
nate other supply agreements of sugar-
cane produced in land under process of 
ownership, in Ponta Porã, Mato Grosso 
do Sul, near the Monteverde mill. To-
day, it remains the lawful possession of 
the current owners, who have farmed 
it for decades, i.e., it neither belongs 
to, nor is kept by, Bunge, and all sugar-
cane supply contracts were made prior 
to Bunge’s acquisition of Monteverde. 
Despite the decision to terminate the 

contracts, Bunge believes it cannot pr e-
judge or construe circumstances diffe-
rently from those legally established in 
the property deeds. The company con-
siders this behavior unacceptable under 
a democratic rule of law. There was no 
case of violation of indigenous right in 
the reported year of 2013. |GRI G4-HR8|

Biotech and biofuels 
Bunge will support research and 

the adoption of technologies that 
encourage sustainable agricultural 
practices. The company considers 
that biotechnology, when appro-
priately applied, may be a tool to im-
prove output while diminishing the 
use of scarce natural resources, such 
as water, land and nutrients. Bunge 
supports the development of a glo-
bal biofuels industry built on the 
principles of sustainable production 
and consumption, balancing the de-
mands of food, fiber and fuel.

Promote best practices
Bunge believes that identifying 

and communicating best practices 
among its suppliers, including the 
recovery of degraded land, is key 
for promoting sustainability. 

Bunge supports the Soy Plus pro-
gram through the Brazilian Association 
of Vegetable Oil Companies (Abiove), 
which interacts with a growing number 
of producers in the Cerrado, to dissemi-
nate the best farming and labor practices. 
We have also partnered with Embrapa 
to promote the Agriculture-Ranching-
-Forestry Integration system (ILPF), set 
up in 2008 and in effect until 2013, with 
the allocation of R$2.5 million to tailor 
technology to farming needs. Recently, 
with the arrival of additional partners, 
a new development cycle began, based 
on what has been accomplished so far. 
Bunge now partners up with The Nature 
Conservancy (TNC), a non-government 
organization (NGO), to promote best 
practices in farming and environmental 
development in more sensitive farming 
regions (see chart below).
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At year-end 2012, in the name of sustainable farming 
development in Brazil, we partnered up with The Nature 
Conservancy (TNC), a leading organization in environmental 
conservation. With the initiative, in which Bunge is investing 
US$4 million in five years of joint work, suppliers from the 
Mid-North of Mato Grosso and West of Bahia are now re-
ceiving technical support from TNC to fully comply with the 
new Forestry Code and adopt best practices in sustainable 
farming. The project will focus on adoption of the Rural Envi-
ronmental Registry (CAR) by a substantial percentage of the 
supply chain, both in Mato Grosso and Bahia, to ensure our 
producers obtain the required regular documentation even 
before the legal deadline. This initiative also contributes to 
reinforce the government’s ability to plan and monitor land 
occupation, key to environmental conservation. 

Due to the investments in logistics needed to expand 
Brazil’s foodstuffs production and distribution capacity, a res-

Best practices  
in farming

ponsible operation in line with the new legal environmental 
guidelines is of paramount importance.

Along the logistic corridor of highway BR 163 and su-
pplier cities in Mato Grosso, the project delivers a positive 
net impact by creating sustainable productive landscapes, 
in addition to drawing attention to the remaining forest pa-
tches. The goal is to implement a soil management plan 
and a monitoring system in the region affected by the 
grain transshipment terminal at Itaituba, in Pará, and the 
farmland expansion starting from the origination areas in 
Mato Grosso. Planning and monitoring systems are under 
way, as well as assessment of local governance on forest 
assets and identification of potential areas for sustainable 
farming expansion. 
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On the biodiversity protection front, Bunge also supports the Soy Plus Program, 
which promotes good farming practices as well as healthy economic, social, and 
environmental practices among growers. In this program, field supervisors (forest 
engineers and agronomists) train landowners and their workers, providing individual 
technical assistance through workshops, courses, days in the country, and tools to 
improve farm management. The aim is to emphasize the concept that agricultural 
production is compatible with conservation of natural resources and can further im-
prove workers’ health and safety conditions. Thousands of producers have joined in, 
and in Mato Grosso State, soy production under the program is already yielding 12 
million tons. 

This action is not imposed, but inclusive, transparent and free of charge, unlike 
some certification programs, often an imposition and dependent on hefty invest-
ments, raising expectations of award-winning products that seldom materialize on 
the commodities market.

The topics covered by the program, now expanding into other soy producing 
states in Brazil, are: standard of living at work (occupational health and safety, labor 
relations), best farming practices, financial and economic feasibility, product quality, 
and social responsibility. 

Bunge also complies with the Soy Moratorium, which bans purchases of soy 
grown in newly deforested areas in the Amazon biome after July 2006. According to 
industry information, the Soy Moratorium addressed a transition period. It will be in 
effect up to December 2014, and then be replaced by other permanent management 
tool that is in the pipeline this year for development by the Soy Work Group (GTS). 
The latest data on the Moratorium show that in 2013 soy crops accounted for a 
total 0.7% of Amazon biome areas deforested since 2006, which indicates that this 
crop is not a relevant cause for deforestation in the region. Among the new areas, as 
much as 70% is concentrated in ten producing cities, which shows a clear need to 
take targeted and more effective action to fight irregular crop expansion into these 
priority areas.  on-line

Support to sustainable deve-
lopment in farmland

Since 2006, only 
0.7% of the 
deforested areas in 
the Amazon biome 
have become 
soy plantations. 
The end of the 
Moratorium 
should result 
in closer focus 
on opportunities 
for sustainable 
development
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Adverse weather conditions and changing climate pat-
terns may affect availability, quality, and price of farm com-
modities and their products, with significant effects on the 
origination of raw materials, and as a result, on the company’s 
operations and bottom line. The potential physical impacts of 
climate changes are uncertain and may vary from one region 
or crop to another. Potential effects may include changes in 
rainfall patterns, droughts and extreme temperatures, which 
could negatively affect costs and business operations, in addi-
tion to impacting farm produce geographies and costs.

The company identifies and qualitatively tracks all risks and 
opportunities related to climate changes, and considers relevant 
studies available on the subject, particularly the report prepared 
by the State University of Campinas (Unicamp) and Embrapa.

Climate  
Changes |GRI G4-EC2|

Among the crops that contribute the most toward the 
company’s current income, soybeans could see a drop in pro-
ductivity due to a possible reduction in appropriate farming 
land, but from a financial standpoint, the effects of such sce-
nario are still controversial and require further investigation. 
Sugarcane, on the other hand, could benefit from the chan-
ges, with its low risk crop area expanding into other parts of 
the country.

As in previous years, Bunge has continued to seek global 
market possibilities related to environmental services. Howe-
ver, due to a slump on the carbon market, the company has 
reframed its operation strategy with the support of the Clima-
te Change Capital (CCC), a specialist investors and advisory 
firm based in London that coordinated the environmental ser-
vices teamwork. For Brazil, the team has sought opportunities 
to trade on the renewable energy market, particularly in solar 
energy, which favors interactions with renewable energy com-
panies, connections with investors and steady power supply to 
the locations under study.

Research shows that Brazil needs to 
increase grain production by 40% to 
meet global food demand between 
2010 and 2020*. And to do this with a 
focus on reduced emissions
*Source: Fundação Getulio Vargas Agribusiness Center (GV Agro)
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Certifications on Sustainability 
|GRI G4-FP2|

Agribusiness currently accounts for a large part of the eco-
nomic and financial income present in the Brazilian economy. It 
is a fast-growing industry that creates jobs, income and foreign 
exchange, brings innovation and knowledge, and helps develop 
renewable energy sources.

In the specific case of biofuels, in 2009 the European 
Union published a directive known as the Renewable Energy 
Directive (RED), requiring its member states to increase their 
share of renewable energy by 2020. Though it has been revised 
a few times, RED establishes sustainability requirements in the 
production of biofuels and raw materials, including biomass, 
and sets reduction targets for greenhouse gas emissions to be 
confirmed by certification standards.

Likewise, the U.S. government, through its Environmental 

Bonsucro

Protection Agency (EPA), has also laid down a few sustainabili-
ty criteria applicable to imports of sugarcane ethanol and pro-
ducts, which include data on greenhouse gas emissions from 
biomass production.

Aware of these trends, since 2011 Bunge Brasil’s Sugar 
& Bioenergy business has operated on the certified sugar and 
ethanol market, in accordance with the Bonsucro standard. 
There are currently four certified plants, accounting for 25% of 
the company’s processing, to ensure sugar and ethanol sales on 
the markets that require certification.

In Agribusiness, Bunge has operated since 2012 on the 
market of certified soy exports to Europe. In this case, we use 
the Biomass Biofuel Sustainability Voluntary Scheme (2BsVs) 
standard, which, in addition to the Bonsucro standard, is accep-
ted by the European Directive on biofuel production. In 2013, 
over 60,000 tons of soybeans were certified by that standard, 
catering to the initial needs of European clients.   on-line

Bonsucro is an international institution that has established the most accepted criteria for sustainable production of derivatives 
of cane sugar. The certification, in addition to ensuring best practice in the production chain, allows access to higher value markets.  
Bunge is on the board of Bonsucro since February 2012 and, since 2013, Michel Santos (Head of Sustainability, Bunge Brasil) also 
serves as vice chairman for the institution.
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Operational
Efficiency

Continuous pursuit 
of excellence in 
management and 
results 
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We use water in our productive pro-
cesses, in other secondary processes, 
and in services at manufacturing units. 
Thus, water management is strategi-
cally important to Bunge.

Most of the water used by the busi-
ness areas comes from surface water ta-
pping; the remainder comes from wells 
and public water utilities. 

No water source is considered to be sig-
nificantly affected by the manufacturing 
activities of the Foods & Ingredients and 
Agribusiness units. However, the Moema 
Sugar & Bioenergy mill is located in an area 
of low water availability, the Turvo River 
Basin. The company has therefore made 
a commitment to the environmental au-
thority to reduce water consumption per 
ton of processed sugarcane. This basin is 
located in a very anthropized area (affec-
ted by human activities), at the transition 
point between the Cerrado (savanna) and 
the Atlantic Rain Forest biomes, with a few 
locations of relevant biodiversity. |GRI G4-

EN9|   on-line

Water Management

TOTAL WATER ABSTRACTED BY SOURCE (M3 WATER/T PRODUCED) |GRI G4-EN8|

2012 2013

1.28 1.09 1.11

2%

Variation 
(2013-2012)

2011
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We also promote water reuse in an at-
tempt to reduce the impact on consump-
tion. The company aims to reduce water 
consumption by 3% per ton of product, 
between 2013 and 2016. This target 
does not contemplate the tomato pro-
duct operation, under Bunge’s manage-

During the year 2013, the reduction in the reuse and recycling of water was due to 
the increased uptake of water for production processes in the area of Sugar & Bioe-
nergy, which expanded its production. It was not possible to recycle the extra volume 
of water used, because the recycling is performed through the use of wastewater 
as vinasse over sugarcane plantation fields, and the maximum amount of vinasse 
applied is limited by technical recommendation.

ment since August 2012. However, for 
greater transparency of the data that di-
rectly impact our current operations, this 
report includes inputs and resources used 
by the tomato products area in all calcula-
tions and information covering the period 
under consideration.    on-line

11,760,136 12,342,599 10,240,807

TOTAL RECYCLED/REUSED WATER (M³) |GRI G4-EN10|

2011 2012 2013

Total water recirculated/
reused (m3)

27,509,937 29,382,884 32,571,971

2011 2012 2013

Water withdrawal (m3) |GRI G4-EN8|

25%

Variation 
(2013/2012)

2011 2012 2013

% WATER RECIRCULATED/REUSED 

31.442.7 42.0
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Renewable 
Energy 

Energy consumption is directly linked to a combination of 
climate changes, depletion of natural resources (fossil fuels) 
and air pollution. Managing energy consumption, therefore, is 
deemed essential to our operations.

Direct consumption of energy occurs mainly in the following 
processes:
• Boilers (steam and electricity);
• Sowing, harvesting, and carrying sugarcane to the mills;
• Electric power generators.

Because one of its global environment targets is to reduce 
greenhouse gas emissions, Bunge Brasil invests to cut power 
consumption at its manufacturing units, and adopts renewa-
ble energy sources. In 2013, 90% of the company’s energy 
sources consisted of renewable energy.

Against 2012, there was a further reduction in direct and in-
direct energy consumption by productive processes (conside-
ring fuels and electricity consumption separately), from 1.09 
to 1.07 GJ/t produced, and from 0.08 to 0.07 GJ/t produced, 

respectively. This reduction was possible thanks to the com-
pany’s unrelenting efforts to improve operational efficiency. 
|GRI G4-EN6|

Attuned to its commitment to sustainability, Bunge genera-
tes a significant part of the electric power it uses in manufac-
turing. Our Sugar & Bioenergy mills are equipped to produce 
clean, renewable energy from sugarcane bagasse. In 2013, 
with installed capacity of 314 MW, our eight mills generated 
702 GWh (17.5% more than in 2012), which supplied 74% of 
the company’s own requirement for power in the period. Eight 
of the mills are also capable of exporting renewable energy to 
the National Interconnected Grid (SIN), and they did export 
some 46% of the energy generated by Bunge in the period – 
4.6% above the previous year. 

The Pedro Afonso mill, in Tocantins, is the newest mill to gene-
rate electric power from cane bagasse for sale on the consumer 
market. Through the co-generation of 80 MW of electric power, it 
will be self-sufficient and ready to export 45 MW to SIN.    on-line

90% 
renewable 

energy
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0.06 Gj/t

As regards 2012, GHG emissions from direct and indirect energy consumption fell from 
12 to 11.5 kg of CO2 per ton produced. Reduction of avoided emissions  in Food & Ingre-
dients occurred because there was also a reduction in total emissions from the area, thanks 
to the improvement of processes. |GRI G4-EN19|

BUNGE BRASIL
 Fuel 2011 2012 2013

GJ Energy  / t produced 1.01 1.09 1.07

% Variation (2013-2012) (1.62)

% Non-Renewable Energy 14 11 10

% Renewable Energy 86 89 90

DIRECT AND INDIRECT GREENHOUSE GAS EMISSIONS (SCOPES 1 AND 2)  
|GRI G4-EN15 e EN16|

1  Up until 2011, the data on Agribusiness & Logistics and Food 
& Ingredients had been reported on a consolidated basis as 
“Food”. As of 2012, for better management and visualization of 
data, reporting was segregated.

2  The calculation of energy intensity considers production volumes 
in tons. The types of energy included in the rate are fuels and 
electric power consumed by the company.

 Scope Bunge Brasil

2011 2012 2013

Scope 1 – direct (tCO2e) 253,900 279,136 284,005

Scope 2 – indirect (tCO2e) 10,507 45,307  54,577 

Total1 264,407 324,443  338,582 

kg CO2e/t produced |GRI G4-EN18|  12.3  12.0  11.5 

% Variation (2013-2012) (4.29)

Biogenic Emissions (tCO2e) 1,878,964 2,643,185 3,106,657

1  Up until 2011, the data on Agribusiness & Logistics and Food & Ingredients had been reported on a consolidated basis as “Food”. As of 
2012, for better management and visualization of data, reporting was segregated.

2  The calculation of intensity in greenhouse gas emissions also has its production volume expressed in tons, and follows the Brazilian GHG 
Protocol Program methodology that considers the following gases: CO2, CH4 and N2O.

INTERNAL ELECTRIC 
POWER CONSUMPTION1

AVOIDED EMISSIONS (tCO2e)

2011

2012

2013

GJ/t produced2 |GRI G4-EN5| 

0.07 Gj/t

0.08 Gj/t

579,354
634,077

2012 2013

Agribusiness

39,440 35,934

2012 2013

Foods & Ingredients

  on-line
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The proper management of solid waste and effluents are 
key factors to diminish harmful impact over biodiversity. Bunge 
works to assure the right environmental disposal for its plants 
residues, mainly inputs and package, in addition to keep opera-
tional controls to reduce the use of raw materials. As an exam-
ple, at the Santos Mill, wheat flour residues are sent for com-
posting. At the Sugar & Bioenergy business unit, filter cake, a 
process by-product, is reused to fertilize sugarcane fields. With 
these actions, the company increased the sustainable disposal 
of its industrial waste from 73% to 85% between 2012 and 
2013, a 17% improvement. However, data show that each ton 
of Bunge product generates 340 grams of waste, whose desti-
nation is not yet entirely solved.

To reduce the main risks and impacts of the production 
process, such as soil and water pollution, the persistence of 
degrading labor conditions and shared accountability for envi-
ronmental pollution, the company also controls and manages 
its service providers. To this end, Bunge uses a detailed che-
cklist and audits, which address aspects of environmental and 
labor legislation, and environmental and occupational health 
and safety management. We also fully abide by the National 
Solid Waste Policy and join efforts with business associations 
and coalitions to push for governments to embrace the best 
solution. The company’s goal is to reduce non-sustainable 
waste disposal by 5% by 2016.   on-line

67 73 85

DISPOSAL OF WASTE |GRI G4-EN23|

2011 2012 2013

Sustainable disposal (%)

33 27 15

2011 2012 2013

Non-sustainable disposal (%)

Wastes 

85% of 
sustainable 
disposal of 
industrial waste 
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in 
environmental 
protection and 
management

In 2013,  
we invested 

over
R$ 38 

million

Environmental 
Investment
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Bunge’s 
Operational 
Excellence 
Program 

Consolidating our operational excel-
lence is part of Bunge’s global strategy. 
That is why this topic was thoroughly 
addressed in Brazil in 2013. The inte-
gration and alignment of best practices 
have resulted in Bunge’s Operational 
Excellence Program, which emphasizes 
the valued behaviors of our organiza-
tional culture.

The initiative’s effectiveness is due to 
accurate performance indicators, both 
with regard to adherence and outco-
mes. To measure behavioral factors, 
an index created in 2013 was used 
to indicate actual position vis-à-vis 
the desired level of excellence. Valued 
behaviors were widely announced 
throughout the period during rounds 
of training, coaching and awareness 
actions. To stress its transforming qua-
lity and ability to increasingly engage 
associates, the program also set up an 
awarding event and recognition for 
adopting and sharing best practices of 
operational excellence.

|GRI G4-EC2|
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Product
Responsibility |GRI G4-PR1|

  Food safety is one of our  
pr  products’  main attributes

54 Product Responsibility



Food safety is one of the key attribu-
tes of our product brands. For Bunge, 
this means offering products of known 
quality to meet market needs, bearing 
in mind the principles of operational ex-
cellence and product healthiness.

In product development, consumer 
health and food safety are key aspects 
that the end product must have: they 
must be top quality, appropriate to the 
applications recommended and safe in 
their composition. Additionally, packa-
ging must prove safe throughout stora-
ge and handling. 

Within the Management System, pro-
cedures are strictly observed to check 
compliance of raw materials and inputs 
(ingredients, additives, packaging etc.), 
based on legal standards and best glo-
bal practices.  Industrial, sale and dis-
tribution processes also abide by this 
policy, with several controls and che-
ckpoints in place.    on-line

MANAGEMENT
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We are committed to ensuring consu-
mers’ food safety and satisfaction with 
our products.  Along this line, we keep 
a judicious Food Safety Policy, in addi-
tion to a specific quality management 
structure in Foods & Ingredients. This 
careful approach has enabled the Ponta 
Grossa Mill, in a pioneer achievement 
in 2012, to obtain the FSSC 22000 cer-
tificate, one of the most relevant food 
safety assurances on a global scale. This 
certification encompasses production of 
industrial flours, ready-made mixes for 

French rolls and baking flours. Still in 
2012, the Suape plant, in Pernambuco, 
was certified for industrial oils and ve-
getable fats and now it meets the com-
pulsory requirements of major clients. In 
2013, the time came for the mills of Ta-
tuí, São Paulo, and Ipojuca, Pernambu-
co, and the Gaspar plant, Santa Catari-
na, to obtain their own certification. By 
2016, Bunge intends to have certified 
all of its units.

The company also has industrial units 
that hold an ISO 9001 and ISO 14000 

Food Safety and  
Consumer Health

certification, and abides by the require-
ments of ISO 22000, specific on consu-
mers’ health and safety. All units adopt 
Hazard and Critical Checkpoint Analy-
sis (APPCC), Good Manufacturing 
Practices (BPFs), the 5S, Standard Ope-
rating Procedures on Hygiene (PPHO), 
requirements that ensure the safety of 
our products.

To check the consistency and effecti-
veness of these controls with suppliers 
and partners, audits are regularly con-
ducted, internally or by third parties. 
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determines that this information appears on the packaging 
label whenever they are present in excess of 1% in the for-
mulation. Therefore, our mayonnaise lines are appropriately 
labeled as they contain corn (starch), a crop where GMOs 
have exceeded 80% of the domestic production, according to 
market surveys. Regarding corn and soy oils, although the end 
products contain no or some GMO ingredients in percentages 
below the official legal limit, Bunge Brasil has the GMO infor-
mation printed on all labels, at its own discretion. We believe 
that these crops have proven themselves powerful technologi-
cal tools in agriculture, paving the way for a reduction in the 
use of crop protection and therefore emissions, while boosting 
production by planted area. Therefore, biotechnology can be 
used to boost productivity and ease the pressure for expansion 
of the planted area.   on-line

The fact that Bunge reported no case of non-compliance with 
regulations and voluntary codes regarding product and service 
impact on consumers’ health and safety throughout 2013 be-
ars witness to the effectiveness of our procedures. |GRI G4-PR2|

Our professionals are encouraged to keep up to date on the 
issues that pertain to their segment. Therefore, they follow 
ongoing research on foodstuffs in general and GMO grains 
at the National Biosafety Technical Committee (CTNBio) and 
other similar institutions, whose studies and research have 
found no evidence that these products, among those available 
on the market, are detrimental to human health. Regardless, 
Bunge sees as legitimate and supports civil society’s concern 
about GMOs.

The company is fully compliant with the Brazilian legislation 
that allows sale of products containing GMO ingredients and 
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We gear a lot of our efforts to constantly perfecting 
the nutrition profile of our foodstuffs and ingredients to 
provide consumers who seek a healthy life style with ba-
lanced foods. Therefore, we resort to updated expertise 
about healthy nutrition, in compliance with regulations 
and the public health policies in force. From development, 
our products are conceived to offer a nutrition profile that 
fully meets the most proven recommendations.

In partnership with other market players, the company 
is part of the Agreement to Reduce Sodium Content in 
Processed Foods, signed by foodstuffs companies and the 
Ministry of Health. In this respect, Bunge has contributed 
to studies and discussions of proposed reduction targets 
in the product categories it carries. Additionally, in 2013, 
it revisited six items in its margarine portfolio to meet the 

Product  
healthiness

1,089 mg-sodium/100 g-of-product target. The company 
further observes sodium reduction targets in food service 
and industrial lines.

In the margarine segment, some 60% of our portfolio 
is free of trans fats, whereas product lines such as rice, 
vegetable oils (soy, corn, rapeseed, sunflower and com-
pound oils), olive oils, mayonnaise and tomato products 
are totally free. Food service and food industry markets 
are served, since 2008, with margarines containing some 
50% of low-trans vegetable fats, whereas 70% of the oil 
and vegetable fat category carries low trans content. 

Regarding saturated fats, some 40% of Bunge’s marga-
rine and 70% of the mayonnaise carry low content. Vege-
table oils, on the other hand, naturally contain between 
8% and 18% of saturated fats, according to the origin 
(canola, soy, corn, sunflower or olive oil). This means that 
our vegetable oils contain 92% and 82% of mono and 
polyunsaturated fats, the so-called healthy fats. Con-
sumption of these ingredients in appropriate amounts is 
key to good health, since fats are an excellent source of 
energy and essential fatty acids such as omega 3 and 6. 
Furthermore, they play a role in the absorption of certain 
vitamins by the body.   on-line

 |GRI G4-FP4|
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In early 2013, as part of its initiatives to foster healthy diets, 
Bunge Brasil launched a hot website totally directed at heal-
thy eating. Under the supervision of nutritionists, the interac-
tive URL www.bunge.com.br/dietasaudavel offers suggested 
recipes, tips on foods, healthy menus and assessment tools, 
such as how to calculate your energy expenditure, your BMI 
(body mass index) and BFP (body fat percentage), among 
other novelties.

The hot website Dieta Saudável (Healthy Diet) also makes 
available the “Talk to the Nutritionist” channel where users can 
ask questions and have them answered by nutrition experts.

PROMOTING HEALTHY DIET ALSO IN THE 
VIRTUAL WORLD |GRI G4-FP4|
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Quality   
|GRI G4-FP5|

In principle, we adopt excellence standards in all our processes, whi-
ch has led to constant performance improvements and compliance 
with the most stringent client and consumer requirements, as well as 
with official regulations and voluntary codes.

In 2013, the FSSC 22000 certification requirements, specific on con-
sumers’ health and food safety, were applied to 75% of the produc-
tion, in all the certified plants. In 2014, the challenge of certifying 
yet another unit under the FSSC 22000 standard has been pursued. 
Regular internal and external audits assess the consistency and effec-
tiveness of the management systems and controls adopted to keep 
these certifications.   on-line
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VITAMINS |GRI G4-FP7|

Our products offer a relevant amou-
nt of certain vitamins. For instance, 
Bunge’s sales of vegetable oils – one of 
the most important sources of vitamin 
E – suffice to fully meet the daily needs 
of some 35 million people. As for vita-
min A, present in all margarine lines, 
sales are enough to fully meet the daily 
needs of some 5 million people.

Wheat flours and bread and cake mi-
xes earmarked for the food service and 
industrial segments contain fiber and 
are enriched with iron and folic acid. To-

day, Bunge provides the population with 
enough folic acid and iron to fully meet 
the daily needs of respectively 9 million 
and 7.5 million people. Fibers are natu-
rally present in the entire wheat product 
portfolio. Bunge’s wheat flour and fiber-
-based mix portfolio is enough to meet 
the daily need for fibers of 5.3 million 
people.   on-line

In 2013, the company reported no case of non-compliance with legislation and volun-
tary codes related to marketing communications, but found six cases of non-compliance 
with regulations related to the supply and use of products and services and ended up 
having to shoulder penalties worth R$369,995.01.   on-line

Compliance
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Post consumption 
commitments

Since 2008 we have been a mem-
ber of the Akatu Institute, a non-pro-
fit non-governmental organization 
whose purpose is to raise the aware-
ness of and mobilize society towards 
responsible consumption and thus 
help the transition to a sustainable 
life style. The institute is funded by 
donations and works on two ma-
jor fronts: education and commu-
nication. They organize campaigns, 
content and methods, research and 
events. In partnership with compa-
nies such as Bunge, they seek routes 
to the new economy and help detect 
opportunities to implement new, 
greener production and consumption 
models without sacrificing prosperity. 
See below some of the Institute’s ac-
tivities in 2013:
•  Launch of Edukatu, a major pro-

ject in education and Brazil’s first 
ever learning network for Ele-
mentary School students and tea-
chers on the principles and prac-
tices of responsible consumption  
and sustainability. 

•  Lectures and Workshops to awa-
ken interest on the impacts of con-
sumption, acquire a repertoire and 
trigger behavioral changes. A total 
29 events took place in 2013, re-
aching out to 62,000 people in-
cluding corporate associates, NGO 
members, teachers and students.

•  Launch of report Estado do Mundo 
2013 – A Sustentabilidade Ainda é 
Possível? (Status of the World 2013 
– Is Sustainability still Possible?), in 
partnership with the Worldwatch 
Institute Brasil. The international 
press views the report  as the “Bible 
of sustainability”. 

•  Institutional Mobilization for inser-
tion of responsible consumption 
among in the agenda of political, 
social and economic debate, inclu-
ding projects and activities such as 
the World Economic Forum, the Vi-
rada Sustentável (Sustainable Rou-
nd) and the National Conference 
on the Environment.

Encourage recycling 
and reuse

Since 2011, we’ve been members of 
the Corporate Coalition for Recycling 
(Cempre), a non-profit organization de-
dicated to sensitizing society about the 
importance of reduction, recycling and 
reuse of solid waste.  See below Cem-
pre’s  major achievements in 2013: 
•  Coordinated the work done by the 

Packaging Coalition to help enforce 
the National Solid Waste Polity (PNRS) 
and the CB38 Environmental Labeling 
Subcommittee of the Brazilian Techni-
cal Standards Association (ABNT)

•  Expanded the special project that lends 
support to the waste pickers cooperati-
ves sponsored by member companies.

•  Produced DVD Sustainable Manage-
ment of Municipal Waste (3rd edition), 
new City Hall kits with the Integrated 
Management Manual, the Separate 
Collection Guide (2nd edition), geared 
at helping municipal governments 
adopt separate garbage collection 
programs, and the Cempre Review, 
that provides an overview of separa-
te collection and waste recycling in 
Brazil.

Contribution for  
conscious consumption
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In 2013, our Soya Recicla program was enhanced by through 
a partnership with Ultragaz and the Triangulo Institute in the 
campaign “Join Oil, Ultragaz Collects, Soya Recycles “. The goal 
is to raise awareness about the importance of recycling, avoi-
ding disposal of used cooking oil in the sewage disposal system. 
For doing so, we have launched a pilot project that will last for 
one year in four cities: Fortaleza and Caucaia (CE), Ourinhos 
and Ribeirão Preto (SP). There, households served by Ultragaz 
delivery trucks can get their used oil retrieved. For every two 
liters, participants receive two bars of biodegradable soap from 
recycled oil produced by Triangulo Institute. The intention is to 
collect about 500 thousand liters of the residue in 12 months. 

In addition to the pilot, in 2013 our action involved schools 
in Santo André (SP). In partnership with the Triangulo Institute 
and the local government, about 100 municipal schools joined 
the campaign recycling the used oil and exchanging it for the 
soap bars. 

The activities have reached excellent results. At year end, the 
milestone of 1,708 collection points was reached, 5% more 
than 2012 figure, which positioned the Soya Recicla as the 
largest voluntary network of Brazil to collect used cooking 
oil. Also, the volume of oil received grew 41% compared to 
2012, totaling more than 527 tonnes at the end of 2013. If 

that amount had been improperly discarded, it could impact 
14.6 billion liters of water. The collection has enabled the 
production of 348,602 biodegradable soap bars delivered 
to the project participants. The total PET packaging received 
was 5.88 tons, an amount 51.5% greater than that achieved 
by the end of 2012. Still, in compliance with the National 
Solid Waste Policy (PNRS) and in line with our environmen-
tal commitment, we have set partnerships to promote em-
powerment and improvement processes of associations and 
cooperatives of recycling. In Porto Alegre (RS), we work with 
the city hall, with the company Braskem and with the Natio-
nal Bank for Economic Development (BNDES) in the program 
“Todos Somos Porto Alegre” (We all are Porto Alegre City), 
which aims to gradually reduce the use of animal-drawn 
vehicles, like horses, and human-powered vehicles to gua-
rantee the productive inclusion and social protection of ur-
ban scavengers, street collectors, recyclers and so on. Also in 
partnership with Braskem and Support Service for Micro and 
Small Companies (Sebrae) in Salvador, we seek to contribute 
to reducing socioeconomic inequalities and environmental 
impacts of solid waste management, improving our support 
to the local recycling cooperatives.

Promotion of management for solid wastes
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GRI G4 Index

GENERAL STANDARD DISCLOSURES      

Strategy and analysis  Pages RA

G4-1 Core
Provide a statement from the most senior decision-maker of the organization (such as CEO, chair, or equivalent senior position) about the relevance of sustainability to the organization and the 
organization’s strategy for addressing sustainability.

4

G4-2 Comprehensive
Provide a description of key impacts, risks, and opportunities. The organization should provide two concise narrative sections on key impacts, risks, and opportunities. Section One should focus 
on the organization’s key impacts on sustainability and effects on stakeholders, including rights as defined by national laws and relevant internationally recognized standards. This should take into 
account the range of reasonable expectations and interests of the organization’s stakeholders.

On-line

Organizational profile  Pages RA

G4-3 Core Report the name of the organization. 9

G4-4 Core Report the primary brands, products, and services. 10

G4-5 Core Report the location of the organization’s headquarters. 10

G4-6 Core
Report the number of countries where the organization operates, and names of countries where either the organization has significant operations or that are specifically relevant to the 
sustainability topics covered in the report.

9

G4-7 Core Report the nature of ownership and legal form. 9

G4-8 Core Report the markets served (including geographic breakdown, sectors served, and types of customers and beneficiaries). 9

G4-9 Core Report the scale of the organization. 11

G4-10 Core Report the total number of employees by employment contract and gender. 25 and 26

G4-11 Core Report the percentage of total employees covered by collective bargaining agreements. 26

G4-12 Core Describe the organization’s supply chain. 35

G4-13 Core Report any significant changes during the reporting period regarding the organization’s size, structure, ownership, or its supply chain. 12, 13 and 14

G4-14 Core Report whether and how the precautionary approach or principle is addressed by the organization. 10

G4-15 Core List externally developed economic, environmental and social charters, principles, or other initiatives to which the organization subscribes or which it endorses. 22

G4-16 Core List memberships of associations (such as industry associations) and national or international advocacy organizations in which the organization holds a position on the governance body. 22

Identified material aspects and boundaries Pages RA

G4-17 Core List all entities included in the consolidated financial statements or the equivalent documents of organization covered or not by the report. 6

G4-18 Core Explain the process for defining the report content and the aspect boundaries. 7

G4-19 Core List all the material aspects identified in the process for defining report content. 29

G4-20 Core For each material aspect, report the aspect boundary within the organization. 29

G4-21 Core

For each material aspect, report the aspect boundary outside the organization, as follows:
- Report whether the aspect is material outside of the organization.
-  If the aspect is material outside of the organization, identify the entities, groups of entities or elements for which the aspect is material. In addition, describe the geographical location where the 

aspect is material for the entities identified.
- Report any specific limitation regarding the Aspect Boundary outside the organization.

29

G4-22 Core Report the effect of any restatements of information provided in previous reports, and the reasons for such restatements. 6

G4-23 Core Report significant changes from previous reporting periods in the Scope and Aspect Boundaries. 6 

Stakeholder engagement Pages RA

G4-24 Core Provide a list of stakeholder groups engaged by the organization. 30

G4-25 Core Report the basis for identification and selection of stakeholders with whom to engage. 30

G4-26 Core
Report the organization’s approach to stakeholder engagement, including frequency of engagement by type and by stakeholder group, and an indication of whether any of the engagement was 
undertaken specifically as part of the report preparation process. 

30

G4-27 Core
Report key topics and concerns that have been raised through stakeholder engagement, and how the organization has responded to those key topics and concerns, including through its 
reporting. Report the stakeholder groups that raised each of the key topics and concerns.

29

Report profile Pages RA

G4-28 Core Reporting period (such as fiscal or calendar year) for information provided. 6

G4-29 Core Date of most recent previous report (if any). 6

G4-30 Core Reporting cycle (such as annual, biennial). 6

G4-31 Core Provide the contact point for questions regarding the report or its contents. 30

G4-32 Core Report the in accordance option the organization has chosen. 6

G4-33 Core Report the organization’s policy and current practice with regard to seeking external assurance for the report. 6
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Governance Pages RA

G4-34 Core
Report the governance structure of the organization, including committees of the highest governance body. Identify any committees responsible for advising the council in decision-making on 
economic, environmental and social impacts. 

16

G4-35 Comprehensive Report the process for delegating authority for economic, environmental and social topics from the highest governance body to senior executives and other employees. 16

G4-36 Comprehensive
Report whether the organization has appointed an executive-level position or positions with responsibility for economic, environmental and social topics, and whether post holders report directly 
to the highest governance body.

16

G4-37 Comprehensive
Report processes for consultation between stakeholders and the highest governance body on economic, environmental and social topics. If the consultation is delegated to other bodies, 
structures or people, indicate to whom and any existing feedback processes to the highest governance body.

19

G4-38 Comprehensive Report the composition of the highest governance body and its committees. 16

G4-39 Comprehensive Report whether the Chair of the highest governance body is also an executive officer (and, if so, his or her function within the organization’s management and the reasons for this arrangement). 16

G4-40 Comprehensive Report the nomination and selection processes for the highest governance body and its committees, and the criteria used for nominating and selecting highest governance body members. 16

G4-41 Comprehensive Report processes for the highest governance body to ensure conflicts of interest are avoided and managed. Report whether conflicts of interest are disclosed to stakeholders. 19

G4-42 Comprehensive
Report the highest governance body’s and senior executives’ roles in the development, approval, and  updating of the organization’s purpose, value or mission statements, strategies, policies, and 
goals related  to economic, environmental and social impacts.

16

G4-43 Comprehensive Report the measures taken to develop and enhance the highest governance body’s collective knowledge of economic, environmental and social topics. 19

G4-44 Comprehensive
Report the processes for evaluation of the highest governance body’s performance with respect to governance of economic, environmental and social topics. Report whether such 
evaluation is independent or not, and its frequency. Report whether such evaluation is a self-assessment.

19

G4-45 Comprehensive
Report the highest governance body’s role in the identification and management of economic, environmental and social impacts, risks, and opportunities. Include the highest governance body’s 
role in the implementation of due diligence processes.

16

G4-46 Comprehensive Report the highest governance body’s role in reviewing the effectiveness of the organization’s risk management processes for economic, environmental and social topics. 16

G4-47 Comprehensive Report the frequency of the highest governance body’s review of economic, environmental and social impacts, risks, and opportunities. 16

G4-48 Comprehensive Report the highest committee or position that formally reviews and approves the organization’s sustainability report and ensures that all material aspects are covered. 16

G4-49 Comprehensive Report the process for communicating critical concerns to the highest governance body. 16

G4-50 Comprehensive Report the nature and total number of critical concerns that were communicated to the highest governance body and the mechanism(s) used to address and resolve them. 17

G4-51 Comprehensive

Report the remuneration policies for the highest governance body and senior executives for the below types of remuneration:
• Fixed pay and variable pay:
- Performance-based pay
- Equity-based pay
- Bonuses
- Deferred or vested shares
• Sign-on bonuses or recruitment incentive payments
• Termination payments
• Clawbacks
• Retirement benefits, including the difference between benefit schemes and contribution rates for the highest governance body, senior executives, and all other employees

Report how performance criteria in the remuneration policy relate to the highest governance body’s and senior executives’ economic, environmental and social objectives.

On-line

G4-52 Comprehensive
Report the process for determining remuneration. Report whether remuneration consultants are involved in determining remuneration and whether they are independent of management. 
Report any other relationships which the remuneration consultants have with the organization.

On-line

G4-53 Comprehensive Report how stakeholders’ views are sought and taken into account regarding remuneration, including the results of votes on remuneration policies and proposals, if applicable. On-line

G4-54 Comprehensive
Report the ratio of the annual total compensation for the organization’s highest-paid individual in each country of significant operations to the median annual total compensation for all 
employees (excluding the highest-paid individual) in the same country. 

On-line

G4-55 Comprehensive
Report the ratio of percentage increase in annual total compensation for the organization’s highest-paid individual in each country of significant operations to the median percentage increase in 
annual total compensation for all employees (excluding the highest-paid individual) in the same country. 

On-line

Ethics and integrity Pages RA

G4-56 Core Describe the organization’s values, principles, standards and norms of behavior such as codes of conduct and codes of ethics. 18 and 19

G4-57 Comprehensive Report the internal and external mechanisms for seeking advice on ethical and lawful behavior, and matters related to organizational integrity, such as helplines or advice lines. On-line

G4-58 Comprehensive
Report the internal and external mechanisms for reporting concerns about unethical or unlawful behavior, and matters related to organizational integrity, such as escalation through line 
management, whistleblowing mechanisms or hotlines. 

On-line
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CATEGORY: ECONOMIC     

MANAGEMENT APPROACH     

Aspect: Economic performance Pages RA

G4-EC1 Direct economic value generated and distribute. 11

G4-EC2 Financial implications and other risks and opportunities for the organization’s activities due to climate change.
19, 44 
and 53

G4-EC3 Coverage of the organization’s defined benefit plan obligations. 25

MANAGEMENT APPROACH     
Aspect: Market presence Pages RA

G4-EC5 Ratios of standard entry level wage by gender compared to local minimum wage at significant locations of operation. 25

CATEGORY: ENVIRONMENTAL     
MANAGEMENT APPROACH     
Aspect: Energy Pages RA

G4-EN3 Energy consumption within the organization. On-line

G4-EN5 Energy intensity. 50

G4-EN6 Reduction of energy consumption. 49

MANAGEMENT APPROACH     
Aspect: Water Pages RA

G4-EN8 Total water withdrawal by source. 47 and 48

G4-EN9 Water sources significantly affected by withdrawal of water. 47

G4-EN10 Percentage and total volume of water recycled and reused. 48

MANAGEMENT APPROACH     
Aspect: Emissions Pages RA

G4-EN15 Direct greenhouse gas (GHG) emissions (scope 1). 50

G4-EN16 Energy indirect greenhouse gas (GHG) emissions (scope 2). 50

G4-EN18 Greenhouse gas (GHG) emissions intensity. 50

G4-EN19 Reduction of greenhouse gas (GHG) emissions. 50

MANAGEMENT APPROACH     
Aspect: Effluents and waste Pages RA

G4-EN22 Total water discharge by quality and destination. On-line

G4-EN23 Total weight of waste by type and disposal method. 51

G4-EN24 Total number and volume of significant spills. On-line

MANAGEMENT APPROACH     
Aspect: Overall Pages RA

G4-EN31 Total environmental protection expenditures and investments by type. On-line

MANAGEMENT APPROACH     
Aspect: Supplier environmental assessment Pages RA

G4-EN32 Percentage of new suppliers that were screened using environmental criteria. 37

G4-EN33 Significant actual and potential negative environmental impacts in the supply chain and actions taken. 37

CATEGORY: LABOR PRACTICES AND DECENT WORK     
MANAGEMENT APPROACH     
Aspect: Employment Pages RA

G4-LA1 Total number and rates of new employee hires and employee turnover by age group, gender and region. On-line

G4-LA3 Return to work and retention rates after parental leave, by gender. 26
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MANAGEMENT APPROACH     
Aspect: Occupational health and safety Pages RA

G4-LA5 Percentage of total workforce represented in formal joint management–worker health and safety committees that help monitor and advise on occupational health and safety programs. On-line

G4-LA6 Type of injury and rates of injury, occupational diseases, lost days, and absenteeism, and total number of work-related fatalities, by region and by gender. On-line

G4-LA8 Health and safety topics covered in formal agreements with trade unions. On-line

MANAGEMENT APPROACH     
Aspect: Training and education Pages RA

G4-LA9 Average hours of training per year per employee by gender, and by employee category. On-line

G4-LA10 Programs for skills management and lifelong learning that support the continued employability of employees and assist them in managing career endings. On-line

G4-LA11 Percentage of employees receiving regular performance and career development reviews, by gender and by employee category. On-line

MANAGEMENT APPROACH     
Aspect: Supplier assessment for labor practices Pages RA

G4-LA14 Percentage of new suppliers that were screened using labor practices criteria. 37

G4-LA15 Significant actual and potential negative impacts for labor practices in the supply chain and actions taken. 37

CATEGORY: HUMAN RIGHTS     
MANAGEMENT APPROACH     
Aspect: Investment Pages RA

G4-HR1 Total number and percentage of significant investment agreements and contracts that include human rights clauses or that underwent human rights screening. 37

MANAGEMENT APPROACH     
Aspect: Child labor Pages RA

G4-HR5 Operations and suppliers identified as having significant risk for incidents of child labor, and measures taken to contribute to the effective abolition of child labor. 21

MANAGEMENT APPROACH
Aspect: Forced or compulsory labor Pages RA

G4-HR6 Operations and suppliers identified as having significant risk for incidents of forced or compulsory labor, and measures to contribute to the elimination of all forms of forced or compulsory labor. 21

MANAGEMENT APPROACH     
Aspect: Indigenous rights Pages RA

G4-HR8 Total number of incidents of violations involving rights of indigenous peoples and actions taken. 41

MANAGEMENT APPROACH     
Aspect: Supplier human rights assessment Pages RA

G4-HR10 Percentage of new suppliers that were screened using human rights criteria. 37

G4-HR11 Significant actual and potential negative human rights impacts in the supply chain and actions taken. 37

MANAGEMENT APPROACH     
Aspect: Human rights grievance mechanisms Pages RA

G4-HR12 Number of grievances about human rights impacts filed, addressed, and resolved through formal grievance mechanisms. 37

CATEGORY: SOCIETY     
MANAGEMENT APPROACH     
Aspect: Local communities Pages RA

G4-SO1 Percentage of operations with implemented local community engagement, impact assessments, and development programs. 31 and 32

G4-SO2 Operations with significant actual and potential negative impacts on local communities. 31

MANAGEMENT APPROACH     
Aspect: Anti-Corruption Pages RA

G4-SO3 Total number and percentage of operations assessed for risks related to corruption and the significant risks identified. 21

G4-SO4 Communication and training on anti-corruption policies and procedures. 21

G4-SO5 Confirmed incidents of corruption and actions taken. On-line
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MANAGEMENT APPROACH     
Aspect: Public policy Pages RA

G4-SO6 Total value of political contributions by country and recipient/beneficiary. 30

CATEGORY: PRODUCT RESPONSIBILITY     
MANAGEMENT APPROACH     
Aspect: Customer health and safety Pages RA

G4-PR1 Percentage of significant product and service categories for which health and safety impacts are assessed for improvement. 54

G4-PR2 Total number of incidents of non-compliance with regulations and voluntary codes concerning the health and safety impacts of products and services during their life cycle, by type of outcomes. 57

MANAGEMENT APPROACH     
Aspect: Product and service labeling Pages RA

G4-PR3
Type of product and service information required by the organization’s procedures for product and service information and labeling, and percentage of significant product and service categories subject to such 
information requirements.

On-line

G4-PR4 Total number of incidents of non-compliance with regulations and voluntary codes concerning product and service information and labeling, by type of outcomes. On-line

G4-PR5 Results of surveys measuring customer satisfaction. On-line

MANAGEMENT APPROACH     
Aspect: Marketing communications Pages RA

G4-PR7 Total number of incidents of non-compliance with regulations and voluntary codes concerning marketing communications, including advertising, promotion, and sponsorship, by type of outcomes. On-line

MANAGEMENT APPROACH     
Aspect: Compliance Pages RA

G4-PR9 Monetary value of significant fines for non-compliance with laws and regulations concerning the provision and use of products and services. On-line

CATEGORY: FOOD PROCESSING SECTOR 
Aspect: Customer Health and Safety Pages RA

G4-FP1 Percentage of purchased volume from suppliers compliant with company’s sourcing policy. 35

G4-FP2 Percentage of purchased volume which is verified as being in accordance with credible, internationally recognized responsible production standards, broken down by standard. 45

G4-FP4
Nature, scope and effectiveness of any programs and practices (in-kind contributions, volunteer initiatives, knowledge transfer, partnerships and product development) 
that promote access to healthy lifestyles; the prevention of chronic disease; access to healthy, nutritious and affordable food; and improved welfare for communities in need.

58 and 59

G4-FP5 Percentage of production volume manufactured in sites certified by an independent third party according to internationally recognized food safety management system standards. 60

G4-FP6 Percentage of total sales volume of consumer products, by product category, that are lowered in saturated fat, trans fats, sodium and added sugars. On-line

G4-FP7 Percentage of total sales volume of consumer products, by product category, that contain increased nutritious ingredients like fiber, vitamins, minerals, phytochemicals or functional food additives. 61
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Paths towards Sustainability in  
2013, managing company impacts.

In the field
Our goal is to establish close, 
transparent and lasting 
relations with growers aimed 
at ensuring sustainable 
production and food security.

In Production

And beyond the 
dinner table

Continuous pursuit of excellence 
in management and results.

We want to enhance people’s lives.

In 2013, we maintained 
relations with around 17,000 
growers. Approximately 3,000 
are small holders families, 
integrated via shared value and 
social inclusion measures.

90% of the company’s energy 
consumption comes from 
renewable sources; 74% of 
the electricity consumed by 
the company was produced 
internally. We had 10% reduction 
in energy consumption and 
4% reduction in emissions (per 
metric ton produced).

In 2013, we 
invested more 
than R$ 38 million 
in environmental 
protection and 
management 
measures.

Present in 80% 
of Brazilian 
households. Launch of  

website to  

promote  

healthy diets.

R$ 5.3 million 

in direct social 

investment. 41% increase in 

recycling of post-

consumption 

cooking oil.

It is Bunge policy to embargo 
growers who do not comply with 
the environmental and social 
commitments the company 
has assumed voluntarily 
(e.g.. deforestation and labor 
questions). Since farmers are 
increasingly aware of their 
responsibilities, the number of 
producers embargoed decreased 
by 70% in 2013.
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