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purpose
To enhance lives, by improving 
the global agribusiness and food 
production chain.

Commitments
In all of its business areas, Bunge 
adheres to public commitments 
that support its Sustainability 
Policy. Some examples:

•Bunge is one of the signers of 
the Amazon Soy Moratorium.
•It has also signed the Pact to Eradi-
cate Modern Slavey Labor in Brazil.
•The company has signed the 
Brazilian government’s Social 
Pact to Improve Sugarcane Labor 
Conditions.
•It does not acquire agricultural 
products originating from areas 

under embargo by IBAMA (Brazil’s 
environmental protection agency).
•The company seeks to actively 
contribute to achieving the UN 
Millennium Development Goals.
•Bunge is involved in dissemi-
nating, collecting, checking, and 
recognizing the sustainability 
practices followed by its suppliers 
in the production chain.

PURPOSE, VALUES AND COMMITMENTS

Integrity Openness
and trust

Teamwork Entrepreneurship Citizenship
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introDuCtion

Bunge publishes its annual Sustainability 
Report to present its sustainability perfor-
mance and demonstrate its commitment to 

sustainability in its operations and within the larger 
agribusiness value chain in Brazil. The report covers 
the period from January 1 to December 31, 2009, as 
well as relevant facts arising up to the completion of 
this report. It includes all of the essential indicators 
of the latest version (G3) of the Global Report Initia-
tive (GRI), which is recognized internationally for its 
efficient method for establishing comparisons and 
studying the evolution of sustainability management.

The objective of sustainability communication is 
to help stakeholders understand the efforts made by 
Bunge Brazil, within its Sustainability Platform, which 
represent the four primary areas of focus for Bunge’s 
global sustainability program: Sustainable Agricultu-
re, Climate, Healthy Diets, and Waste Reduction.

To Bunge, recognition by the market, clients, 
educational and research institutions, and interna-
tional organizations is proof that its method is on the 
right track. An example is the invitation the company 
received from the UN to participate in the Regional 
Seminar on World Investment, for the purpose of 
creating a dialogue about the sustainability empha-
sis of companies in developing countries. That was 
a unique opportunity to discuss and reflect upon 

environmental and social impacts and their effect 
on the local economy and global production chain. 
As a result of these efforts, the World Investment 
Report was released in Geneva, Switzerland, in Oc-
tober 2009.

The dialogue on sustainability at Bunge is car-
ried on by other means beside this report, which it 
has published annually, since 2003. Bunge Brazil 
convenes the Stakeholders Panel every year to give 
stakeholders an opportunity to have a face-to-face 
discussion with the company’s management and 
give input into how sustainability communications 
can be improved to better address their interests 
and concerns. Other tools, such as the channels 
for relationships with clients and the periodic visits 
made by field teams to rural producers, also streng-
then the process.

When pulling together the indicators, Bunge re-
ports on only the operations over which it has full 
control. Other operations are not considered, inclu-
ding joint ventures.

Bunge deems that the Sustainability Report 
achieves level A of GRI’s Reporting Structure. The 
publication was also submitted to the assurance 
process by BSD Consulting. Comments and sug-
gestions are always welcome and may be e-mailed 
to sustentabilidade@bunge.com.

About this report

Indicators for the food industry
As of 2011, Bunge’s Sustainability Report will 
also present the specific indicators of GRI’s Food 
Processor supplement, which was developed 
especially for the food production industry. The 
document will be released during the first half of 2010, 
and is the result of two years of multistakeholder 
work to establish the requirements that are necessary 
for the industry to achieve the highest degree of 

governance, transparency, 
and sustainability 
management. Bunge Brazil, 
which hosted the first working 
meeting, in 2008, is the only 
company in Latin America 
participating in the study 
group.

Some pictures showing sustainability in the field were taken by rural producers who are Bunge partners
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We must seek 
opportunities 
for improve-

ment at all times. This 
is one of the challenges 
faced by Bunge Brazil, 
which began the process 
of restructuring its mana-
gement, several months 
ago, in order to draw its 

Brazilian operations even closer together. The ob-
jective is to increasingly produce the best and most 
efficient services for our clients and consumers, while 
consolidating the company’s position of leadership in 
the country.

In the new configuration, we intend to maximize 
the synergies that already existed in the structures 
of Bunge Alimentos and Bunge Fertilizantes, and 
to change the focus of the companies to manage-
ment by business areas – Fertilizers, Agribusiness, 
Food & Ingredients, Sugar & Bioenergy, and Bun-
ge Latin America & the Caribbean. All of the areas 
are now under the single umbrella of Bunge Brazil. 
This measure allows cost reductions but, above all, 
it strengthens the company by providing greater agi-
lity in responding to the demands of clients and of 
our principal stakeholders.

By working together in an integrated fashion, with 
cohesive strategic objectives and plans, Bunge wants 
to continue advancing as one of Brazil’s most impor-
tant agribusiness corporations. Thus, its strategic op-
tion to give value not only to financial performance, 
but also both to the preservation of natural resour-
ces and to social development,  gains even greater 
strength and expands the possibilities for interacting 
with the stakeholders in its value chain.

In January 2010, as part of its strategy for sustai-
ned growth, Bunge signed an agreement to sell its 
fertilizer production assets to Vale S.A. According to 
the agreement, Vale acquires the participation that 
Bunge held in Fosfertil, as well as the phosphate mi-
nes in Brazil, for a total value of approximately R$ 3.8 
billion. Bunge maintains its retail fertilizer business. 

The capital obtained from the transaction will allow 
Bunge to increase the global scale of its agribusiness, 
ingredients and food businesses, as well as to ex-
pand its participation in complementary value chains, 
such as sugar and bioenergy.

Especially in the latter industry, Brazil is distingui-
shed as a world-class energy producer from renewa-
ble sources, due to its outstanding role in developing 
ethanol, which emits less greenhouse gases than fos-
sil fuels. In January 2010, the company acquired 100 
percent of five mills belonging to the Moema Group. 
With this acquisition, including areas for sugarcane 
planting, Bunge emphasizes its respect for the envi-
ronment and proper working conditions, and takes 
one more decisive step in developing its business wi-
thin the concepts of its Sustainability Platform.

Bunge is recognized as being active in the area of 
sustainability. In 2009, Guia Exame de Sustentabili-
dade (Exame magazine’s sustainability guide) ranked 
Bunge was the among the 20 model companies and 
was the only company in its industry to earn this dis-
tinction. We believe that by caring for the planet and 
for people, we are also caring for the long-term health 
of our own business. We also promote united efforts 
to reduce the environmental and social impacts 
pursuit of agricultural production. This is part of the 
company’s history of more than one hundred years 
in Brazil, and Bunge continues to expand its commit-
ment to sustainability through policies, partnerships, 
and investments.

Obviously, much more can be done. We still have 
not fully achieved our objectives. Although the first re-
sults of the integration process are very satisfying to 
us, we will need much greater dedication and work in 
order to accomplish our desired goals. For now, the 
only thing of which we are certain is that the choice of 
being a sustainable company that is open to dialogue 
and is aware of its responsibility will not change. To 
the contrary, from now on, it is raised to a new level.

pedro parente
President and CEO of Bunge Brazil

The strength of  integration

messaGe from the Ceo
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Innovation and shared manage-
ment are key elements for any 
company to achieve success 

in its pursuit of sustainability. For 
Bunge, innovation does not mean 
merely launching new products 
and services, but also reflects on 
its operations and, when neces-
sary, changes the organization of 
the business, in order to ensure 
the sustained growth and per-
petuity of the company. In 2009, 
while preparing to inaugurate new 
industrial units and to expand tho-
se that already existed, the Group 
began a process of indentifying 
the synergies between Bunge Ali-
mentos and Bunge Fertilizantes, 
for the purpose of perfecting its 
practices and management.

In that context, one of the most 
important factors was the choi-
ce of former Minister Pedro Pa-
rente as Bunge Brazil President 

and CEO, who reports directly 
to Bunge Limited Chairman and 
CEO Alberto Weisser. Above all, 
Parente’s hiring focuses on expan-
ding the integration and coopera-
tion among Bunge’s companies in 
Brazil. The short-term expectation 
is that this change will be reflected 
in increased efficiency in business 
management, in the use of envi-
ronmental resources, and in so-
cial investments.

The new organizational struc-
ture now has 5 business units and 
4 supporting areas.

Since coming to Brazil in 1905, 
Bunge has become the country’s 
largest agribusiness corpora-
tion, according to the Anuário 
Exame do Agronegócio (Exame 
magazine Agribusiness Annu-
al). Currently, Bunge Brazil has a 
workforce of more than 17,000 
employees and an income of R$ 

27.2 billion by the end of the year 
2009. Bunge’s products are sold 
throughout Brazil and exported to 
more than 30 countries in Europe, 
Asia, the Americas, and Africa. In 
2009, the company’s exports rea-
ched R$9.2 billion.

profile

Constant 
evolution
The Company changes its organizational structure and expands 
the integration and cooperation among its business units in Brazil 

2009 – R$ 27.2 billion

2008 – R$ 31.9 billion

2007 – R$ 22.8 billion

2009 – R$ 9.2 billion

2008 – R$ 14.9 billion

2007 – R$ 7.2 billion

Income

Exports

picture: rural producer GerusaaMaralcatelan
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Bunge Brazil is recognized by the market for its 
integral involvement within the agribusiness 
and food production chain. In 2009, some 

80,000 rural producers were related to the company, 
which is concerned about giving incentive to farm 
production that respects the environment and labor 
rights, as well as promoting the social development 
of the regions in which it is involved.

Also in 2009, its practices and strategies made 
Bunge the only agribusiness company to be included 
on the list of the 20 companies chosen as models by 
the Guia Exame de Sustentabilidade, which is one of 
the main publications emphasizing sustainable mana-
gement. The company also received an award from 
ABERJE (Brazilian Association of Corporate Commu-
nication) for the best Supplier Communications and 
Relations, with the study “Sustainability and the Value 
Chain.” Abroad, there was another first-time award for 
sustainability management: the Sourcing Excellence 
Award, at the world Supply Chain conference held 
in Dusseldorf, Germany, showing that the model ap-

plied in Brazil was appreciated in Europe, which is 
one of the world’s most demanding markets.

Agribusiness 
Bunge is a leader in Brazil’s agribusiness industry. In 
2009, it sold 21 million tons of soy, wheat, corn, cotton 
seeds, sorghum, sunflower seeds, and sugar, which 
was 10.5 percent more than the previous year.

In June 2009, Bunge expanded its presence in the 
industry by inaugurating a soy processing plant in the 
city of Nova Mutum, 264 km from Cuiabá, in the state 
of Mato Grosso. The new R$ 150 million plant has the 
capacity to crush 1.3 million tons of soy per year. It is 
Bunge’s second largest soy production facility in Bra-
zil (the largest is located in the same state, in the city 
of Rondonópolis). It took 14 months to build the Nova 
Mutum plant, which complies with rigid sustainability 
standards, like the creation of a system for recovering 
and treating all effluents right on site. Also, a 70-hec-
tare environmental reserve will be created, like the one 

Bunge’s business 
areas in Brazil
Activities are developed in Agribusiness, Food & Ingredients, Sugar & Bioenergy 
and Fertilizers sectors

Business areasBusiness areas
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Business areas

R$ 150 
million

R$ 165 
million

were invested in the soy processing plant 
in Nova Mutum (MT), which is Bunge’s 
second largest in Brazil.

were invested in 
building the Suape 
Mill (PE), which is 
the most modern in 
South America.

formed by the company in the city of Gaspar, in the 
state of Santa Catarina.

Also in 2009, Bunge opened the Suape Mill, located 
in the port industrial complex by the same name, on 
the coast of the state of Pernambuco. Resulting from 
the investment of R$ 165 million, this is the most mo-
dern mill in South America. It has a milling capacity of 
1,950 tons of wheat per day and, due to its location, the 
new facility allows quicker service for clients while, at 
the same time, reducing costs and emissions resulting 
from the transportation of ocean freight.

Food  & Ingredients
Bunge continues to be the leader in 
the margarine, bottled oils, flour, and 
baking mix market. Its portfolio also fe-
atures mayonnaise and olive oil for final 
consumers, as well as ingredients for 
animal feed. Among the main consu-
mer brands are Soya, Cyclus, Delícia, 
Primor, Salada, Cocinero,  Andorinha, 
and Bunge Pro.

Logistics
An important part of Bunge’s agribusiness depends 
on the logistical operations performed by Fertimport, 
which is a structure within the Bunge agribusiness 
area that is present in all of Brazil’s and Argentina’s 

main ports. It gives support for selling products 
abroad, by serving as a sea freight agent, handling 
port operations and customs clearance, and 
managing import and export processes.
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Business areas

Sugar & Bioenergy
One of the areas in which Bunge has most expan-
ded its involvement is the production of sugar and 
ethanol. The company holds shares in eight sugar-
cane mills. Altogether, the plants have the capacity to 
process approximately 21 million tons of sugarcane 
per year. The Pedro Afonso mill began construction 
in 2009 and, in four years, it will have the capacity 
for producing 4.4 million tons per year and will provi-
de up to 1,400 direct agricultural and industrial jobs. 
The Santa Juliana mill was acquired by Bunge in 2007, 
and the plan is to increase its production capacity to 
4.2 million tons per year. At the two facilities, Bunge 
has a partnership with Japan’s Itochu, which is one 
of the biggest trading companies in the world. Toge-
ther, Bunge and Itochu are investing around US$ 800 
million to develop both businesses.

The Monteverde mill, located in the city of Ponta 
Porã, was opened in 2009 and will initially produce 
only ethanol. As of 2012, it also should produce sugar. 
Bunge acquired 60 percent of the plant’s capital du-
ring its construction phase.

Bunge’s investments in the energy and sugar in-
dustries go beyond a concern for economic activities 
and also affect the social and environmental areas. 
Sugarcane bagasse and chaff – clean and renewa-

ble energy sources – are used to generate electri-
city. Part of the energy is used in the production of 
ethanol and sugar. Excess power is distributed to the 
local municipalities. In Pedro Afonso, Bunge signed 
a partnership with Rio do Sono College (administra-
tion and agricultural school) to implement the Tech-
nologist in Agroindustrial Management course that 
will prepare residents from the region to enter the 
industry’s job market.

In December 2009, Bunge took 100 percent 
control of the Moema Participações S.A. mill, 

Moema Par, which is a holding company that has a 
sugarcane mill and holds shares in another five, in 
Brazil. Bunge finalized the acquisition of five of the 
Moema Group’s mills, for a total sugarcane grinding 
capacity of 13.7 million tons. All of the expansion of 
Bunge’s business in the sugar and bioenergy sectors 
is aligned with the need of sustainable development, 
as applied to the company in Brazil. Time schedules 
for implementing sustainability projects, assessing im-
pact, and improving the emphasis at the business unit 
have been rapidly evolving during the early months of 
2010. Bunge’s purpose is to bring to the sugar and 
bioenergy sectors the same standard of sustainability 
that has made the company a benchmark in the areas 
of food production and relations with rural producers.

HR1
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Business areas

Fertilizers
As an industry leader, Bunge sells fertilizers 
for agricultural, livestock and forestry applica-
tions, with distribution throughout Brazil.  Its 
IAP, Manah, Serrana, and Ouro Verde bran-
ds are among the most well-known by the 
rural community, serving different segments. 
Besides the mills, cooperatives and other 
client companies, the trained technical and 
commercial teams heavily interact with rural 
producers regarding best practices and su-
pport for property management, in order to 
maintain soil fertility. In 2009, 5.9 million tons 
of fertilizers were manufactured for rural pro-
ducers, which was 2% more than in 2008. 

In January 2010, Bunge signed an agre-
ement in which Vale S.A. takes over the 
assets of its fertilizer production in Brazil. 
Phosphate mines and production facilities 
in Araxá, State of Minas Gerais, and Cajati, 
State of São Paulo, as well as a 42.3% par-
ticipation in Fosfertil, are now under Vale’s 
control. Due to that sale, the publication of 
sustainability indicators for mining will be 
discontinued, and will no longer be a part 
of the operations of Bunge Brazil. It will con-

tinue retailing its traditional fertilizer brands. 
This restructuring will allow the company to 
maintain the same high standards of quality, 
safety, and competitiveness that have sus-
tained Bunge’s work, and will maintain its 
close relationship with the rural community.

Bunge 
Latin America
An open window of business opportunity. 
This could define Bunge’s operations in 
Latin America that, since 2000, concen-
trate the presence of representatives from 
different parts of the world in Miami, Flori-
da, U.S.  Sales once made in an isolated 
manner to the countries of Latin Ameri-
ca began to be coordinated, with syner-
gy, creating value for the company in the 
region. This is a flexible platform whose 
main function is to provide Latin American 
clients with the best solution for their food 
product demands and, therefore, expand 
Bunge’s exports, involving the agribusi-
ness, food, sugar and ethanol, and ferti-
lizer segments.

Recognition
In 2009, important recognition was given to Bunge for its 
history and management. We would highlight:
•Model Company by the Guia Exame de 
Sustentabilidade (Exame magazine’s Sustainability 
Guide): as one of the most important national trade 
publications, the Guia Exame included Bunge among the 
20 leading companies in sustainability, and was the only 
company in its industry to be in the publication.
•top 10 in sustainablity management: the study 
by the renowned British consulting firm, SustainAbility 
(Global Reporters), in a partnership with the Brazilian 
Foundation for Sustainable Development (Fundação 
Brasileira para o Desenvolvimento Sustentável – FBDS), 
indicated that Bunge was among the 10 best companies 
that report on sustainability. This is a significant and 
exclusive industry recognition. The award was presented 
in 2009 for the 2008 edition of the report.
•Best Companies to Work For: Exame and Você 
S/A magazines listed Bunge among the benchmark 
companies for the Brazilian job market. Besides working 
conditions, the pride and satisfaction of the employees 

played a big role in this recognition.
•Sourcing Excellence Award: the demanding 
European market awarded Bunge’s criteria and 
relationships with its principal suppliers, during the annual 
Supply Chain conference, in Germany. The recognition is 
an important indicator that the company’s management 
is providing safety and quality for consumers of  
its products.
•Company of the Year – ABRE (Associação Brasileira 
de Embalagens / Brazilian Packaging Association) Award: 
for launching the Cyclus Biodegradable Packaging, and 
for other sustainability actions related to packaging. See 
the complete list of the 24 awards received by Bunge, in 
2009, in the online report.

In order to focus more on the main topics related to its 
work, Bunge applies its Sustainability Platform, which is 
based on four essential pillars and allows better control 
over external influences and greater dedication to the 
subjects pointed out by the material analyses, and was 
prepared after consulting with the company’s principle 
stakeholders (see more in the next chapter).

mar 10

nov 09

nov 09

dez 09

fev 10

mar 10
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GoVernanCe 

Entrepreneurship is one of Bunge’s core values, 
and Bunge Brazil could not have become the 
country’s largest agribusiness company without 

constantly innovating since it first came to Brazil in 1905. 
Modifications in its governance structure made in 2010 
are another important step in ensuring that this position, 
these standards of quality, and respect for society and 
the environment are maintained, as they have been for 
more than a century.

Since January 11, 2010, Bunge Brazil has been 
presided over by Pedro Parente, who was the Chief 
of Staff, Minister of Planning, and Executive Secretary 
of the Ministry of Finance during the administration of 
Brazilian President Fernando Henrique Cardoso. Pa-
rente has also been a consultant for the International 
Monetary Fund (IMF), worked for the Brazilian Central 
Bank and the Bank of Brazil, and was Chairman of the 

Boards of Petrobras and of the Bank of Brazil. He has 
a degree in Electrical Engineering from the Universi-
ty of Brasília and is a member of the Center for Latin 
American Studies of George Washington University.

The CEO of Bunge Brazil reports directly to Alberto 
Weisser, Bunge Limited Chairman and CEO.

The Board of Administration, which is Bunge’s hi-
ghest governance body, continues to be formed by 
Alberto Weisser, Alysson Paulinelli, Eliezer Batista da 
Silva, Mário Alves Barbosa Neto, Oscar de Paula Ber-
nardes Neto, Roberto Teixeira da Costa, and Sérgio 
Roberto Waldrich, who are recognized for their admi-
nistrative capabilities in different areas (see more about 
the Board members in the online report).

Bunge’s global management model emphasizes lo-
cal decisions, while favoring the characteristics of each 
region, so as to facilitate decision making that is benefi-

Growing 
integration
The initiatives for enhancing the information exchange  
and the relationships with the main stakeholders
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GoVernanCe

Bunge’s Sustainability Policy 
is committed to promoting 
a balance between eco-

nomic growth and social and en-
vironmental responsibility. The item 
that has the greatest impact is the 
guideline requiring that sustainabili-
ty be linked to all of the company’s 
businesses. This generates reflec-
tion and alignment with all of the 
areas of involvement. The basis of 
the policy in Brazil is as follows:
•Associate business objectives 
with issues of socioenvironmental 
responsibility;
•Seek to go beyond mere complian-
ce with environmental legislation;

•Promote continuous improve-
ment, via performance indicators; 
•Invest in preparing partners;
•Maintain an ethical and transpa-
rent stance;
•Generate value, jobs, income, 
and wealth for the communities 
where Bunge operates;
•Demonstrate social responsibility 
and promote the responsible use 
of natural resources;
•Contribute to the development of 
good citizenship.
In order to have a greater focus 
on the main themes related to 
its operations, Bunge applies its 
Sustainability Platform, based on 

four essential pillars that give the 
company better control over ex-
ternal influences and higher de-
dication to the subjects indicated 
by material analyses, which are 
prepared after consultations with 
its principal stakeholders (see the 
chapter on the relationship with 
our stakeholders).

Balanced actions

See the Global Sustainability 
Policy, the Environmental 
Policy, and the outworkings 
of the Sustainability Policy in 
Brazil in the online version: 
www.bunge.com.br/
sustainability 

cial from a regional economic, environmental, and social 
standpoint. In order to attain positive results, there are 
communications tools and joint meetings for exchanging 
experiences and improving local processes.

The company’s sustainability goals are reflected in 
its strategic objectives and are directly related to the 

remuneration of all employees in the country, including 
members of the Executive Committee. At Bunge Bra-
zil, Internal and external audits performed at the natio-
nal and regional industrial units and offices ensure the 
reliability of the company’s reporting of its economic, 
environmental, and social performance.

picture: rural producer rafael Marcon
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relationship With our staKeholDers

Sustainability management is a multilateral and 
continuous process, and Bunge feels it must 
be progressively built on the objectives of the 

company, as well as on the interests of society and of 
the several stakeholder groups with which it is associa-
ted. A fundamental tool for realizing this objective are 
the Stakeholder Panels, which were held once again 
by the group in 2009, convening employees, clients, 
financial institutions, NGOs, suppliers, and other part-
ners. These meetings make it possible to evaluate the 
mechanisms for sustainability management that are in 
place, and the way that this communication and stra-
tegy have been carried out, in order to identify possible 
areas for improvement.

The subjects of interest and relevance indicated an-
nually by the groups are analyzed by the company for 
the purpose of updating the material matrix that ge-
nerates the topics reported in its Sustainability Report 
and greater management attention.

Besides opening room for discussion on the subject, 
Bunge has constant communication and relationship initia-
tives that facilitate the exchange of information, experience, 
and results with its main stakeholder groups. One example 
is the Sustainability Forum, which is held on the day of the 
presentation of Bunge’s Brazilian Farmer Award and that 
brings together representatives of the company, the go-
vernment and society to discuss responsible agricultural 
production and the responsible consumption of food.

Dialogues on 
Sustainability
Through such initiatives as the Stakeholders Panels, Bunge promotes the 
exchanging of information and experiences with its several stakeholders 
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relationship With our staKeholDers

Ongoing dialogue
The main suggestions presented during the Stakeholders’ Panel 2009  
and their treatment by Bunge

To improve the sustainability contextualization as 
business strategy.
Right in the letter from the President, the company shows the 
higher integration of the new structure with its stakeholders, 
and its strengthening will become possible for social and 
environmental issues. The business strategy becomes more 
focused on sustainability, and new businesses, as explained 
on pages 20 and 21, are strategically remodeled based on 
the topic. The sustainability platform was depicted, also, 
with its proper interactions with the value chain and business 
strategy.

Value chain: to point out bottlenecks and innovations.
The chapters approaching the value chain received a 
box summarizing the direct impacts.

To avoid focus on the operations efficiency.
In addition to further approach to externalities, the report 
is fully focused on the most material issues raised by the 
different audiences, which allowed reducing the number 
of pages in the printed version.

It should approach more externalities and have 
further information on activities beyond the law.
The report format was changed to highlight the 
explanations at each cycle of the production 
chain, especially – at the beginning – the voluntary 
commitments by Bunge.

To add more information on the lifecycle of 
products and the issue of transgenic
The company reports – emphatically – its value chain. 
Therefore, all production stages and the final destination 
of the finished product get clearer. The issue of the 
company’s stance on transgenic was also highlighted.

Regional development where  
the company operates.
In addition to complete social indicators, as well 
as partnerships with local suppliers and regional 
workforce, the company emphasized the studies for 
regional development of the new Sugar & Bioenergy 
operations.

Private investment shall demonstrate the 
company’s strategy to reduce the impacts  
of its activities.
In addition to the fact that the investments have been 
adjusted to the regions of expanded activities, Bunge 
Foundation works under a new proposal, more closely 
aligned to the expectations of stakeholders.

The other issues raised contributed to the general format 
of the report and, in particular, for the improvement of 
the company’s internal and external processes, thus 
improving the management and focus on sustainability.

SuSTAINABLE AGRICuLTuRE:
TARGET: Increase control over areas listed as using forced labor 
and not have them in Bunge supply chain 
Status: 22 agricultural producers registered as company suppliers 
were blocked electronically. Target: maintain full control 
TARGET: Increase control over Ibama embargos, avoiding any 
production from embargoed areas 
Status: Electronic control has been implemented, as was the case 
with social issues related to production, 673 agricultural producers 
were blacklisted. Target: maintain full control
TARGET: Increase tools to drive producers’ awareness of 
environmental issues 
Status: launch of environmental handbook in partnership with the 
Instituto Ambiental do Paraná; this was lacking in this important 
producing region; reinforcing existing partnership with Ministry of the 
Environment. Target: create new tool for agricultural expansion areas 

HEALTHY DIET: 
TARGET: Establish greater communication about healthy 
diets with consumers 
Status: Bunge launched new Healthy Diets Guide, with important 
academic and specialist endorsements, distributed to general 
public. Target: launch materials in partnership to maintain 
dissemination of concepts 

CLIMATE:
TARGET: 1% reduction in emissions by 2010, based on 
figures for 2008
Status: Bunge Brazil managed to reduce its emissions by 12% by 2009, 
due to improvements and to a drop in production in the food operations 
TARGET: Reach self-sufficiency in planted forestry timber for use in 
energy matrix by 2012 
Status: By the end of 2009, this had already reached 91% and is 
expected to reach 100% in 2010 
TARGET: 1% reduction in use of water  by 2010, 
based on 2008 figures
Status: Bunge Brazil managed to reduce its water catchment by7.7% 
in 2009. due to improvements and to a drop in production in the food 
operations area

WASTE :
TARGET: Achieve significant increase in recycling of used cooking oil 
Status: Recycling figures increased by 80%, with increase in number of 
partnerships and expansion of existing projects. The target is to create a 
self-sustaining model, enabling a step-change in scale 
TARGET: Reduce industrial waste disposed of in landfills by 5% 
between 2008 and 2010 
Status: Volume of waste disposed of in landfills reduced by 44% in Brazil 
in 2009. Opportunities for improvement continue to be studied

TARGETS
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As a provider of fertilizers, food, and ethanol, 
Bunge feels that sustainability must be present 
in all of the links of its value chain, that begins 

with the agricultural production of all of the nation’s re-
gions, right on down to the food consumption of the 
population, in general.

Bunge’s Sustainability Platform allows the company 

to put this concept into practice with concrete ac-
tions designed to raise the awareness of suppliers and 
clients, to invest in innovation and people, to offer safe 
and healthy products, to reduce greenhouse gas (GHG) 
emissions, and to concentrate its efforts so that eco-
nomic growth remains balanced with respect for the 
environment and social justice.

from the field 
to the table
Actions promote sustainable development in all the links of the value 
chain, from farm production to the end consumption of foods 

understanding the Sustainability Platform
Bunge’s Sustainability Platform is a global effort 
to improve its performance on four main fronts: 
Sustainable Agriculture, Climate, Healthy Diets, and 
Waste Reduction. Built with the aid of specialized 
consultants, and in dialogue with society, it allows 

the company to have better control over external 
influences and greater dedication to subjects indicated 
by material analyses, which are prepared on the basis 
of consultations and of identifying the demands of its 
principal stakeholders.

In agriculture, which is one of the human 
activities that has the most interaction with 
the environment, Bunge must sensitize 
rural producers and help enable them to 

produce in such a manner as to lessen environmental 
impact and maximize performance in the use of natural 
resources.

Because climate change and the risk that 
global warming can have a significant 
impact on food production, worldwide, 
and, for that reason, Bunge considers this 

to be a key factor for its sustainability assessments.

Another important priority is ensuring 
that our safe food products are safe and 
beyond that are beneficial to consumer 
health. Bunge makes every effort to 

identify the needs of its clients and to make increasingly 
better foods available to the market, within the concept 
of healthy diets.

Furthermore, the company has developed 
mechanisms for reducing waste generated 
by its industrial processes and for 
conserving water and other nonrenewable 

resources within the management of its operational 
efficiency.
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The world’s total available area for 
planting food is small and, therefo-
re, the use of fertilizers to increase 
productivity is essential. Bunge 
begins its work by producing safe 

fertilizers, according to rigid standards of quality, whi-
le seeking greater efficiency for energy and water con-
sumption, and emissions controls. The Climate pillar of 
the Sustainability Platform gives Bunge greater agility in 
improving its management. 

Investments in the Rio Grande plant
Bunge’s investments in the Rio Grande fertilizer production plant are an example of the application of the 
sustainability policy. A new system for recirculating and reusing liquid runoff was implemented, improving water 
quality in the region. The fuel being used was changed to wood chips, which is a renewable source that contributes 
significantly less to GHG emissions than the fossil fuels previously used. Furthermore, the plant now has a new 
system for filtering gases that lessens the emission of particulates and improves atmospheric conditions.

There is no scientific proof that allows one to sta-
te, with 100 percent certainty, that the recent in-

crease in rainfall in the south and southeast regions of 
Brazil is a consequence of global warming. However, 
based on the studies presented, to date, it is possible to 
hypothesize that the increased greenhouse gases (GHG) 
in the atmosphere can cause significant alterations in the 
climate, such as heavier rainy seasons.

Bunge believes that this phenomenon can cause he-
avy changes, in the long run, for agribusiness and for 
all of society, which could alter the performance of farm 
crops in Brazil. A recent EMBRAPA study indicates a 
possible change of agricultural aptitude in some regions 
and, thus, one of the company’s focuses is on unders-
tanding and being aware of the climate, how it may be 
changing and the potential effects of those changes.

BunGe aCtions 
• Investment in generating energy from renewable 
sources.

• About 90 percent of the biomass used comes from 
renewable sources. This advances the goal set for 2012 
of being 100 percent self-sufficient in renewable biomass 
for company use.

• Perfecting industrial processes, reducing energy 
consumption at the plants.

impaCt on the Value Chain 
• 10.9 million Gigajoules produced from renewable 
biomass, generating cleaner energy.
• 12 percent reduction in emissions of greenhouse gases.
• Bunge actively promotes projects related to reducing 
greenhouse gas (GHG) emissions and clean development 
mechanisms (CDM) in the production chain, along with 
other partners. Several programs will continue to be 
active, besides the current Kyoto Protocol in effect, and 
in 2009 those projects provided a reduction of 250,000 
tons of carbon in the environment. This amount 
represents 73 percent of Bunge’s emissions in Brazil.

• Bunge is focused in renewable biomass. Log, even 
from legalized deforestation, will not be consumed by the 
company.

• 1,301,669.61 Gigajoules of energy saved.

Climate
picture: rural producer edicesar bubniakpicture: rural producer:edicesar bubniak

EC2
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10%

29.5%

of the company’s total consumption 

The amount of energy economized 
in 2009 represents 

EN3

EN4

Direct energy 
consumption 

Indirect energy consumption 
(million Gigajoules)

Total (Gigajoules) - 1,301,669.61

EN5 Energy economized by 
improving conservation and 
efficiency

In 2009, about 91 percent of the energy con-
sumed at the food production plants came from 

biomass (wood chips, sugarcane bagasse, and rice 
chaff, among others). In relation to the previous year, 
there was a 2 percent reduction, due to reduced pro-
duction. In fertilizers, there was no significant reduction.

of the energy consumed by Bunge in 2009 
was generated by the company, itself 

Total water consumption 
2008 - 90.2 million m3 
2009 - 83.2 million m3 
% of water  recycled/reused 
2008 - 50.2%
2009 - 54.6%

EN6

The calculation of the volume of gases emitted was prepared ba-
sed on the GHG Protocol (www.ghgprotocol.org) tool developed 
by the World Resources Institute (WRI) and by the World Business 
Council for Sustainable Development (WBCSD). The reduction in 
emissions occurred due to improvements and to a drop in pro-
duction in food operations.

Direct and indirect emissions  
(Scope I and II)

Renewable energy Non-renewable energy

Total 2008 15.5 million Gigajoules 
Total 2009 13.9 million Gigajoules 

2008                           2009

EN16 Greenhouse gas  
(GHG) emissions

38
7,

88
8.

53

34
1,

20
8.

60

-12%

2008

2009

2007 2008 2009

2.
48

7

2.
49

0

2.
18

0
(-1

2%
)

EN8

EN10

Total water consumption by source 

Recycled and Reused Water

The figures in the table, above, represent the entire water consumption 
in 2009, according to source, in the different processes and utility ser-
vices of the factories. 

44.9 million m3

37.8 million de m3 -15.8%

2008                                      
    

   
   

   
   

   
   

   
 1

9%

2009                                                                
     

    

   
   

   
   

   
   

   
   

   
   

   
   

   
 21

%

81%

79%

* energy generated by sulfuric acid steam, of the total electricity 
purchased.  Due to the energy generation at sugar and ethanol 
mills, Bunge forecasts that, from 2013 on, such generation should 
surpass all of the company’s operational needs in Brazil.

The savings obtained resulted from optimizing energy used to 
generate heat and steam, as well as from a more efficient use of 
electrical machinery and equipment.

The drop in production in food operations, which consumes the 
most renewable energy, influenced the variation of the share of this 
type of energy during the period.
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The seed of sustainability
BunGe aCtions  
• Give incentive to research for best farming practices.  
• In 2009, 430 education and training events were 
held – forums, presentations, workshops, technical visits, 
and others.

• Participation on the Steering Committee and 
benchmarking of the Natural Value Initiative of UNEP/
ONY, with the Fauna & Flora International NGO, in 
assessing the biodiversity of the production chain.

• Bunge has a Sustainability checklist that is applied to 
all of the suppliers who receive financing.
• Recognize good sustainability practices in the field, via 
prizes.

• The company evaluates the sustainability information 
of primary suppliers, and it does not acquire produce 
originating from irregular deforested areas (IBAMA), 
or from farms indentified as committing serious labor 
abuses, and it has automatic blocking systems that stop 
any business done with those suppliers.
• Requirement, through contract clauses, of compliance 
with environmental and labor laws by suppliers.

• Combat deforestation and give incentive to best 
practices.

impaCt on the Value Chain
• Train and improve farm producers.
• Workshop with agricultural consultants: professionals 
who discuss, critique and apply the sustainability concepts 
presented by Bunge to a large number of rural producers, 
thus multiplying its efforts and emphasis on the subject.
• 80,000 producers were benefited.

• Create an instrument for investors to evaluate the 
management of biodiversity, opportunities and risks 
of environmental services in companies that have an 
agricultural supply chain

• Awards to 15 Brazilian producers in different categories 
of the Bunge Brazilian Farmer Award.
• Spread knowledge and create incentives so that other 
producers adopt award-winning good practices.
• Some 13,000 farmers sold their produce directly to 
Bunge. 

• 700 suppliers became inactive, because of 
disaccreditation due to environmental and labor issues on 
their properties
• In the case of financing, Bunge can assess the 
sustainability of its suppliers against the points on a 
sustainability checklist, generating better knowledge of the 
need for individual improvement.

• Active Support of the Soy Moratorium that inhibits planting 
in newly deforested areas of the Amazon Biome, starting 
July 2006.
• Partnership with EMBRAPA in the Agriculture – Livestock – 
Forest Integration Program, which allows the evaluation of the 
best systems that generate more income, productivity, and 
diversification of rural property, without the need to clear new 
areas. For 2008, 2009, and 2010, Bunge has a R$ 2.5 million 
contract of investments in EMBRAPA for this purpose.

picture: rural producer sueli Mine ho 
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With the Sustainable Agriculture 
pillar, Bunge focuses on educa-
ting farmers about , agricultural 
best practices and helping far-
mers implement those practices, 
while maintaining quality control, 

in order to strengthen the first and most sensitive link 
in the agricultural value chain.

In order to ensure more responsible production in the 
field, Bunge has developed a four-step approach, whi-
ch is well-established and recognized in the market by 
awards and case studies from academic institutions:

1) Raising the awareness and sensitivity of 
producers, through various programs, presenta-
tions, publications, and partnerships that genera-
te knowledge of legislation, good labor practices, 
and conservationist agriculture.

One of the innovative ways Bunge has contri-
buted to improving soybean farming was through 
its sponsorship of the “Farming in Brazil” reality 
show on Canal Rural TV, which monitors four far-
ms in different regions of the country, 24 hours a 
day. It is produced in a partnership with EMBRA-
PA and presents weekly analyses of the crop de-
velopment, best practices, and tips from experts.

4) Imposing previously specified sanctions on 
producers who do not comply with the legisla-
tion and voluntary pro-sustainability agreements, 
such as suspending purchase contracts and sto-
pping the supply of fertilizers. The latest surveys 
of blocking systems indicate that 673 Bunge 
suppliers have been suspended by IBAMA for 
environmental irregularities, and that 22 farm su-
ppliers can no longer do business with Bunge, 
because they did not comply with the voluntary 
pact against degraded working conditions on 
their properties. Thus, Bunge ensures that farms 
with serious environmental or labor nonconformi-
ties cannot be part of its production chain.

3) recognizing ecognizing exemplary performan-
ce through awards and distinctively different client/
company relationships in order to stimulate suppliers 
to adopt good practices for their daily routines.

In order to give incentive to farmers to adopt sus-
tainable production practices, Bunge promotes the 
Bunge Brazilian Farmer Award. In all, 15 profes-
sionals from the states of Ceará, Bahia, Maranhão, 
Goiás, Minas Gerais, Mato Grosso, Mato Grosso do 
Sul, Paraná, Rio Grande do Sul, and São Paulo have 
been awarded in six categories: Sustainability, Envi-
ronment, Social Responsibility, Partnership, Innova-
tion, and Productivity. (See the award winners in the 
online report).

2) Training to increase productivity in harmony 
with the environment and limit to the need to clear 
new areas and make optimum use of nonrenewa-
ble materials, supplies and resources.

In 2009, 430 different events having a variety of 
technical purposes were held for producers, where the 
concepts involving sustainable agriculture were directly 
handled and put into practice on the properties. 

In a partnership with the Environmental Institute 
of the state of Pa-
raná, Bunge pre-
pared a booklet to 
raise the awareness 
and competency 
of producers in that 
state with regards to 
legislation, specific 
local environmen-
tal needs, and best 
practices. Throughout 2010, the partnership will make 
it possible for a large number of local producers to un-
derstand the needs of one of Brazil’s principal produ-
cing states, thus promoting greater compliance with 
environmental legislation, quality products, and natural 
preservation. This effort should reach 20,000 produ-
cers of various technological levels, with launch events 
and joint distribution activities in 2010.
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Perfecting farm production is the first step in building 
a sustainable food chain. The company’s expansion 
in the area of sugar and bioenergy, with the opera-
tion of mills in the states of Minas Gerais, Tocantins, 
and Mato Grosso do Sul, led Bunge to increase its 
concern about spreading sustainability concepts and 
practices within the sector, as well as understanding 
better its particular characteristics.

At the beginning of 2009, representatives of 10 mills 
met in a workshop offered by Bunge in the city Ribei-
rão Preto, São Paulo, to discuss industry challenges 
and the need to accrue value to production. Specialists 
from the University of São Paulo (USP) dealt with such 
subjects as the importance of sustainability to the etha-
nol market, by presenting indicators and the current 
challenges. Representatives of the international certi-
fication company, SGS, discussed the main internatio-
nal certification trends, the risks of non-tariff barriers, 
and the distinctive differences of the Brazilian market.

Bunge also complied with the commitment pro-
posed by the Brazilian government for improving 
working conditions in the sugarcane industry. The 
principal guidelines deal with security measures for 
protecting health and ensuring worker safety, as well 
as the direct hiring of professionals. These premises 
were already a part of the Bunge’s policies  (see more 
about the agreement in the online report).

In order to directly evaluate the industry’s challenges, 
the company participated in stakeholders panels of 
other mills, collaborated with industry management, and 
took advantage of the knowledge generated, in order 
to assess its own emerging activities. Besides applying 
the sustainability policy to its sugar and bioenergy bu-
sinesses, thus increasing the governance standard for 
the sector, Bunge promotes a special breakdown of 
its policy, which is applied specifically to that business:

Starting in 2011, Bunge will report the indicators focu-
sing on sustainability management in the Sugar & Bio-
energy business. During 2010, all of the follow-up and 
criteria applied by the company to its operations are un-
derway, thus augmenting what was already being done 
by the recently acquired companies.

Promoting Sustainability  
in the sugar/ethanol sector

Sustainability Policies Applied  
to the Sugar & Bioenergy Business
• Adjust the company’s and suppliers’ operations to the forestry code in effect.
• Use the most modern operating technologies.
• Assess the socioenvironmental impact of the operations.
• Respect the official agricultural zoning throughout the entire supply chain and the 
company’s own operations.
• Give value to local labor, and repudiate unsafe or overly strenuous labor practices, the 
exploitation of child labor, and situations that are analogous to slave labor, in the supply chain.
• Implement a safety and crisis management committee for the operations.
• Stimulate employee training.
• Promote environmental education centers.
• Maximize the use of alternative energy sources, derived from biomass made of sugarcane 
bagasse and soy chaff, and from co-generating electricity.
• Promote the traceability of production.
• Have environmental and social respect clauses in supplier contracts.
• Give incentive to social leadership, by practicing corporate citizenship.
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Bunge also created a Sustainability Committee 
specifically for the Sugar & Bioenergy business. The 
committee’s objective is not only to achieve excellent 
internal operations, but also excellent relationships with 
farm suppliers and in planting and cultivation, in order to 
make sustainable agriculture a basic pillar of the busi-
ness. Therefore, working groups and direct action make 
it possible to expand the area on solid and safe bases 
throughout the entire production chain.

With the recent expansion of its business through the 
acquisition of the 5 Moema Group mills, Bunge now fa-
ces the challenge of transferring the experience it has ac-
quired in sustainable management in other agribusiness 
production chains to the Sugar & Bioenergy sector. To 
do this, the company implemented an in-depth analy-
sis and diagnosis of all the frailties in the business, 
supported by an audit carried out by a specialized com-
pany. Thus the most relevant topics as determined by 
benchmarking in the sector, as well as a detailed study 
of sector practices, were analyzed from the standpoint 
of risks to sustainability. This enables a complete map-
ping of the improvements necessary, with the creation of 
action plans for each of Bunge’s eight production units.

Among the most important points being worked on 
is the review of contracts and commercial relations 
with suppliers, with the inclusion of new clauses that 
drive greater compliance with environmental and 
human rights legislation. Even though the sector has 
improved in recent years, Bunge is seeking to increase 
the number of governance tools used in order to reach a 
level of excellence comparable with the main internatio-
nal directives being proposed for sustainable agriculture 
and biofuel production. The focus is on creating a com-
petitive differential based on sustainable management.

The leaders at the mills are also involved in the process, 
through comprehensive training, discussions, the esta-
blishment of operational targets and the upgrading 
of the business whenever a non-conformance is found. 

In addition to permitting clearer comprehension of needs, 
this new way of working in the sector helps to reinforce 
learning and to improve the new processes: Bunge pro-
motes public consultations and hearings,  interacting with 
the communities and other stakeholders affected by its 
operations in order to identify the actions necessary to 
generate shared wealth in the locations in which it opera-
tes. In this way, the company avoids an approach based 
on charitable handouts, investing instead in sustainable 
partnerships and projects. The organization of the Sus-
tainability Workshop, with the participation of different 
sectors (academics, investors, certification bodies, asso-
ciations and civic representatives) was another milestone 
in improving the management and strategic align-
ment of the business.

Since it opted to participate actively in the sugar-
ethanol sector, the company has been striving to 
disseminate best practices in its new operations and 
among partners and suppliers, even if this represents 
a rupture with the model previously in place in the seg-
ment: special attention has been paid to the issue of 
the Legal Environmental Reserves, Permanent Envi-
ronmental Protection Areas, Degrading working con-
ditions, indirect deforestation and questions related to 
the demarcation of indigenous lands.

Actions worthy of note that we may mention are:
•participation in the Tocantins Development Plan, 
particularly in Pedro Afonso, in partnership with the local 
government and the Fundação Dom Cabral, where the 
community and the company deliberate and align their 
respective roles and duties;
•acquisition of 30,000 hectares for environmen-
tal preservation in the state, going beyond the legal 
reserve requirements, with the objective of creating a 
legacy of biodiversity for future generations;
•termination of contracts with suppliers in breach of la-
bor legislation in the states of São Paulo and Minas Gerais; 
•a joint study with the Public Prosecution Department on 
solutions to meet the needs of indigenous popula-
tions affected directly or indirectly by operations in Mato 
Grosso do Sul, with the objective of strengthening the sus-
tainable development of all ethnic groups and populations.

Considering the GRI as an  important management 
tool, Bunge is implementing its indicators in the Sugar 
& Bioenergy sector too, as a means of driving better 
governance, risk assessment and alignment with the 
other Bunge business units in Brazil. Thus sustainability 
is reinforced in practice as a means of managing the bu-
siness and related external factors, resulting in financial 
return and socio-environmental responsibility.
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In 2009, the production of fertilizers paid a total 
of R$ 702,474 in fines to the Ministry of Agricul-

ture, Livestock, and Provision (MAPA), because of dis-
crepancies in the nutrient contents found in samplings, 
compared to the guarantees presented. Also, a total 

of R$ 66,672 was paid to Inmetro for differences in the 
net weight of packages. The industrial processes were 
immediately improved to identify these isolated cases 
and controls were boosted so as to no longer permit 
this situation.

pR9

Soy Moratorium
The Soy Moratorium, by which the signers pledge not to acquire 
soybeans produced in areas that were deforested after the commitment 
was signed in July 2006, has been renewed twice. The renewal runs until 
2011, and has been endorsed by the Ministry of the Environment, as a 
commitment that goes beyond the laws in effect.

The most recent study, which was finalized in 2010, showed that soy 
beans were present in only 0.25% of the new deforested areas for the 
three-year period of 2007/2008/2009. This amount of soy beans represents 
0.027% of the Nation’s production, and Bunge worked, along with the 
other companies committed to the Moratorium, to block that production 
from entering its production chain. Five rural producers were blocked on 
Bunge’s records  for not complying with the Soy Moratorium. Monitoring 
the areas is very complex and extensive, however, and the working group, 
composed of NGOs, associations and companies, is identifying a new 
means of conducting the studies, so as to make them more practical.

Furthermore, since the moratorium is not permanent, Bunge 
supports the establishment of national criteria that allow for a voluntary 
checking system, whose results could go beyond those already 
obtained by the agreement.

Information on soybean farming, tips and explanations can be seen at the site:  
www.canalrural.com.br/lavourasdobrasil

A satisfaction poll is taken among the 
consumers of fertilizers through the Net 

Promoter Score (NPS) that calculates the ratio betwe-
en clients who promote the company’s products and 
services and detractors who do not recommend the 
company’s products and services. The study done for 
2009 shows that for all of the fertilizer brands sold by 
Bunge the number of promoting clients is greater than 

that of detractors, ranging from 16% to 47%.
There is also an internal system for recording all 

manifestations. The complaints are dealt with through 
corrective actions by the company’s Quality Manage-
ment System.

Bunge is a member of the National Counsel on Self-
regulation in Advertising (Conselho Nacional de Autor-
regulamentação Publicitária - CONAR). 

pR5/pR6

80,000
rural producers involved in the 
relationship with the company 

When producing fertilizers, all of the raw mate-
rials and products used are analyzed, in order to 

monitor the level of contaminants, as well as rigid quality 
criteria that ensure good conditions for handling and ap-
plying the products. In 2009, as in the previous year, four 

products from the Ouro Verde brand received the seal 
of approval of the Instituto Biodinâmico (IBD) for organic 
products: Natural Reactive Phosphate - BG 4; Natural 
Reactive Phosphate - Arad; Potassium Sulfate and Mag-
nesium Sulfate - Kieserite.

pR1
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Providing safe and healthy foods 
to consumers is a strategic point 
of Bunge’s action in the produc-
tion chain. In 2009, the company 
joined the Network of Technology 
and Innovation for the Food Sector 

(Cookies), which brings together manufacturers in Brazil, 
the Institute of Food Technology (ITAL), and the Natio-
nal Association of Cookie Manufacturers (ANIB). In this 
segment, Bunge supplies flour, fats, and other materials 
used in the manufacturing process. Among the topics 
discussed in the Network are healthiness, sustainability, 

research and innovation 
for a healthy life

BunGe aCtions  
• Support organizations and form partnerships for 
disseminating knowledge regarding sustainability, such 
as conscientious consumption and healthy habits.
• Perform constant studies, in order to identify the needs 
of clients and opportunities for improvement.

• Launch the Bunge Healthy Diets booklet.

• Involved with IPAS (Pro-Sustainable Food Initiative) as 
a strategy for sensitizing and educating consumers and 
partners in the production chain.

• Control and identify, on food labels, the direct origin of 
grains that could be transgenics.

impaCt on the Value Chain
• Sponsor the research of the Akatu Institute, dealing with 
“Sustainable Life Styles” and generating information 
for developing products and services for young people.

• Give incentive to consumers to adopt healthy habits 
and attitudes.

• Be involved with other players in the chain and unite 
efforts in the pursuit of sustainable growth.

• Access of consumers to information regarding the origin 
of Bunge’s products and its management.
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new manufacturing processes, 
and new technologies.

During the Health Ingredients 
South America Summit 2009, 
held in June, in São Paulo, Bunge 
launched its new line of products 
identified as “Low Trans Low Sat 
Fats” (products with low levels of 
trans fatty acids and saturated 
fats), to serve the food industry. 
The new products are indicated, 
mainly, for the industrial produc-
tion of cookie dough, ice cream, 
and instant dough, and open the 

way for meeting the demands of 
final consumers who are looking 
for healthier foods. They also pla-
ce the company in the forefront 
of the changes that must occur in 
the benchmarking.

The new line results from polls 
that began to be taken in 2008, 
with the assistance of universities 
that fed technical and scientific in-
formation to Bunge professionals. 
All of the products in this segment 
carry the seal “Low Trans Low Sat 
Fat: Bunge – A healthier choice.”

Information for 
consumers
Focusing on the interests of the 
final consumer, Bunge prepared 
the Bunge Guide to Healthy Diets 
in 2009. The material, which was 
approved by the Brazilian Cardiology 
Society, the Brazilian Association 
of Nutrology, the Meat Information 
Service, and a number of renowned 
nutrition experts, presents important 
information about healthy eating, as 
well as the functions of the various 
nutrients, proteins, fats, etc. The 
Guide provides consumers with 
guidance on preparing balanced 
meals, reading food labels, 
understanding market trends, and 
understanding requirements for 
eating in and out of the home. There 
are also practical and easy recipes 
that help put into daily practice all 
of the information presented. The 
material is being distributed to the 
public during 2010 by the consumer 
marketing area.

Bunge bases its activities on applicable legal standards 
and on best practices, in order to follow procedures for 

verifying the conformity of each raw material and supply (ingredient, 
additive, package, etc.). The consumer’s safety and health are taken 
into consideration in  the conception and development of the product, 
which must be of the best quality and appropriate for the indicated 
applications.

In 2009, there were no cases of nonconformity with regulations and 
voluntary codes related to impact on health and safety caused by pro-
ducts during their life cycles.

All products manufactured by Bunge follow the regulations es-
tablished especially by the National Health Surveillance Agency 

(ANVISA), Ministry of Agriculture, Livestock and supply (MAPA), Minis-
try of Justice, and the National Institute of Metrology, Standardization, 
and Industrial Quality (INMETRO). These standards guide the manda-
tory information that must be included on product labels, like compo-
sition, nutritional facts, preservation conditions, expiration date, how to 
prepare and eat, materials in the packaging, and other data.

pR3

pR1/pR2

Regarding non-conformities related to supplying and using pro-
ducts and services, the Food related business unit receive 55 

infringement notices from INMETRO that generated total fines of R$ 
201,000.00. There were 23 fines totaling R$ 145,000.00 for non-con-
formities related to the requirements for classifying products. Those 
situations caused a reanalysis of the processes, so that such occur-
rences would not be repeated.

pR9
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Safety of transgenic foods

The legitimate concern of society about the 
production and consumption of transgenic foods 
(those containing genetically modified organisms, 
or GMOs) is one of the focal action points of 
the Healthy Diets pillar of Bunge’s Sustainability 
Platform. The company is a national point of 
reference in its relationship with the producers of 
transgenics, with rigorous separation processes 
and criteria, when contracted as such, and in strict 
compliance with local legislation.

In June 2009, the Luís Eduardo Magalhães plant, 
in the state of Bahia, was, once again, indicated by 
the Ministry of Agriculture, Livestock, and Provision 
to be visited by representatives of the European 
Union who are interested in knowing the  origin 
and the safety standards of the products sent to 
that continent, in a clear demonstration that the 
standards adopted by Bunge are not only important 

for the Brazil’s image, but are also relevant and valid 
for one of the world’s most demanding markets.

Bunge also has teams that monitor the latest 
research on the use of transgenics. In the studies 
carried out over at least the last two decades,  
there is no evidence that this type of food, which 
is now available on the market, offers any risk to 
human health.

Brazil’s legislation authorizes the sale of products 
with transgenic components, and states that the 
packaging must show this information, when the 
quantity of transgenic components in the product’s 
composition is more than 1 percent. Despite the 
fact that the lines of soy oils produced by Bunge do 
not contain it or come under this limit, the company, 
on its own, places the information regarding 
transgenics on its labels, since those products are 
manufactured directly from soybeans.

Closer to the bakeries
Bakeries and confectioners from all over Brazil are 
an important group for Bunge, and the company 
develops actions for drawing closer to and relating 
to these clients. Such initiatives as the Padaria 
(Bakery) Bunge site (www.padariabunge.com.br) 
and the magazine Bunge Com Você (Bunge With 
You) are communications channels that contribute 
to improving management, expanding knowledge 
about the market, and spreading knowledge about 
the subject of sustainability.

Another important relationship action is the Bun-
ge Bakery Cup, held in a partnership with the Bra-
zilian Association of Baking and Confections 
(ABIP). The third edition, whose winners 
were honored in July 2009, broke the re-
cord for registrations, with over 6,000 
recipes for breads and desserts 
sent to the Talent category. The 
Graduates group was small and 
focused on students, and it received 
around 200 entrants.

Customer satisfaction
Understanding the demands of its clients and respon-
ding to them quickly is one of the factors for the success 
of Bunge’s business. This capacity involves appropriate 
tools for research and management, commitment on the 
part of internal teams, training, and investments in new 
products and services. The initiatives taken up by the 
company also seek to raise the consciousness of con-
sumers regarding the importance of inserting and practi-
cing  sustainability, on a daily basis.



BunGe - Sustainability Report26

Value Chain

The NPS (Net Promoter Score) is 
the main tool to measure Bunge’s 

costumer satisfaction. The results are 
important for the company to address 
all improvement which may be needed.  
The information from costumers contacts 
(mainly by phone and e-mail) provides 
reports about the main issues. The final 
analysis indicate, overall, that costumers 
are satisfied with quality, time of delivery 
and prices. 

The food area received no fines involving environmen-
tal issues, through either administrative or judicial suits, 

that imposed the payment of any lost cases, convictions, or fines.

pR5

EN28

Focus on the 
customer, put  
into practice
A team of professionals in sales 
and marketing from Bunge’s 
ingredients area was trained for 
three days in MacDonald’s stores 
in the cities of Camboriú (Santa 
Catarina) and São Paulo. The 
objective was to understand the 
client’s operations and needs, so 
that the company could propose 
better products and services.

70,154
consumers and customers served by 
the communication channels
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In order to reduce the environ-
mental impact in the last link of 
the value chain arising from the 
use of its products, Bunge deve-
loped the Waste Reduction pillar 

as part of its Sustainability Platform. The company 
seeks to ensure that its industrial wastes are correc-
tly handled, invests in perfecting the packaging, and 
promotes the awareness of the final consumer of the 
need to adequately dispose of the packaging.

The correct disposal of leftover materials and pro-
duct packaging is the final phase of sustainable invol-
vement in the value chain. Bunge works in this area 
under the most stringent internal production controls 
and with appropriate adaptations to avoid environ-
mental damage.

One of the big challenges for sustainability, howe-

ver, is to make the final consumer aware of the correct 
disposal of packaging and other residues left from 
using the products. For that reason, Bunge is invol-
ved with several educational and recycling programs 
in partnership with NGOs. Furthermore, it invests in 
perfecting its packaging with biodegradable materials 
that have reduced environmental impact.

the last link in the chain

BunGe aCtions  
• Form partnerships with organizations for waste 
collection, like the Soya Oil Recycling Program.

• Invest in consumer education campaigns.

• Strict control of the disposal of waste from our 
industrial processes.

• Develop packaging with a lower amount of raw 
materials and more biodegradable materials.

impaCt on the Value Chain
• 185,000 liters of cooking oil collected and incentive 
given to involve other players in the chain (supermarkets, 
bakeries, NGOs, etc.)

• Disseminate the topic of sustainability and educate  
final consumers.

• 59% of the hazardous wastes coming from 
production, in 2009, were recycled and 38% were 
reused. 99.2% of the nonhazardous wastes were 
reused and 0.7% were recycled.

• Use 25 tons of biodegradable materials in margarines
• Reduce the use of PET by 14% 

picture: rural producer paulo titoto 
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   2007 2008 2009

No hazardous 2,184,712.59 2,364,086.60 2,530,244.79
Hazardous 9,440.37 2,461.03 21,577.16
Total 2,194,152.96 2,366,547.63 2,551,821.95

Weight of waste EN22

Hazardous 
No hazardous (reuse)

Method of waste disposal 

Reuse 
Other

Recycling 

38% 3%

59%

2008 2009

The fertilizer production plant in Cubatão was fined R$ 38,040 because runoff from the junction box of 
the central reservoir, which did not comply with the parameters set by the legislation in effect (pH 3.1 

and ammonia 174 mg/l), entered the body of water. Controls were improved to eliminate problems on that line.

EN28

  2008 2009

Treatment and disposal of wastes, treatment of emissions,   15,196,453.26 4,968,503.85
expenses with the purchase and use of emissions certificates

Education and training, external environmental management services,   9,173,447.83 5,254,309.93
outside certification of management systems, personnel for the general  
environmental management activities, research and development 

Total 24,369,901.09 10,222,813.78

Investments in environmental protection EN30

Educating Consumers
Bunge is one of the founding members of the Pro-Sustainable Food  
Initiative (IPAS) that seeks to promote sustainability in the agribusiness  
and food production chain. In 2009, the working group responsible for  
efforts focusing on consumers produced a booklet covering the correct 
manner for disposing of waste, how to make a garden, how to avoid wasting 
plastic, water and energy, and the concept of the 5Rs (reduce, reuse, recycle, 
rethink, and renew). The booklet was launched at practical workshops in the 
Carrefour supermarkets.

IPAS came into being in 2007 and, along with Bunge, other founding members 
are Organics Brasil, Sadia, Carrefour, Escola de Marketing Industrial, Klabin, 
Pensa/USP, Sociedade Rural Brasileira, The Nature Conservancy, and Nestlé.

Besides its activities focusing on consumers, IPAS works on four other fronts: 
reducing food waste, suppliers, field work, and production chain integration.

2007 

9
8
.2

 %

97
.2

 %

9
9.

2
 %
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In 2009, Bunge expanded the scope of the Soy Oil Recycling Project that encourages consumers to take 
used cooking oil to special collection sites. In partnership with the São Paulo Association of the Baking and 
Confections Industry, the company created collection sites at more than 60 bakeries, where educational materials 
are available, as well as receptacles for collecting the recycled oil.

Another Bunge partner in this project is the Triângulo Institute, which does social work with tens of thousands 
of families in the greater São Paulo area. The institute transforms vegetable oil collected at participating 
supermarkets into soap. At the Bunge plant in the city of Jaguaré, São Paulo, the oil collected from neighboring 
families is sent to the city government, which uses it to produce biodiesel. For 2010, the big innovation will come 
from self-supporting projects that will permit rapid expansion to other cities, thus increasing the collection and 
recycling of used cooking oil.

185,000 
More than 185,000 liters of 
cooking oil were recycled, 

thru partnership, in 
2009. This represents an 
increasing of 85 percent 
over the previous year

Cyclus uses biodegradable packaging

Bunge is the first food manufacturer in Brazil to produce biodegradable vegetable margarine 
packaging from a renewable source. This is used in the packaging for the margarines of the 
Cyclus Nutrycell line. When disposed of in environments with appropriate conditions, like 
sanitary landfills, it decomposes within approximately 180 days.

The packaging is made of a resin obtained by fermenting corn, which is a technology 
developed in the United States. The product complies with all of the standards set by Brazilian, 
European Union and U.S. laws. Furthermore, it has the international seal of approval of the 
Biodegradable Product Institute. The material of which the vegetable margarine tub is made had 
already been used in the labels used on Cyclus bottled oil products.

Bunge received two awards for the innovation, in 2009: Brazilian Packaging Award (from 
Embranews), in the categories Raw Materials and Optimization, Recycling and Waste Materials, and Company 
of the Year in Design & Packaging (Brazilian Packaging Association). the Cyclus biodegradable packaging was 
also given the Gold Medal for the Most Sustainable Packaging in the World, in 2009, during the WorldStar 
Sustainability Awards of the World Packaging Organization (WPO). This was a unique worldwide recognition, to 
be granted during a ceremony to be held in June 2010. 

EN27

EN26

Recycling cooking oil
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The Bunge Foundation was created in 1955, as a social 
organization of the Bunge companies in Brazil. It has adap-
ted to the needs of the 21st century and become focused 
on and committed to sustainable development. This is how 
the Bunge Brazil’s social investment is aligned with its stra-
tegic objectives, allowing a more complete involvement in 
the pursuit of balanced growth within the value chain.

Education, which was the principal focus of the 
Foundation’s development programs and actions, continues 
to be relevant. However, it is now seen as an instrument for 
generating innovative ideas and transforming each person 
into an agent for promoting sustainable development.

The Bunge Foundation has three lines of activity, 
with specific programs in each of them. (See more 
details of each action in the online report).

socioenvironmental
These programs work to bring human beings and  
their natural, social, economic, and cultural environ-
ment closer together, through education on sustaina-
bility and the formation of professionals focused on 
sustainability.
Actions: Educative Community and Community 
Creative Programs. 

historical preservation
The Bunge Memory Center, which was created in 1994 
for the purpose of gathering, treating, and making avai-
lable the historic assets of the Bunge companies in 
Brazil, maintains one of the richest collections on the 
history of business in the country. 
Actions: Cultural encounters and thematic exhibits.
Find out more at www.fundacaobunge.org.br.

incentives for excellence  
and sustainability knowledge
This includes awards and stimulus projects for new 
change agents, based on exchanging knowledge and 
experiences.
Actions: Bunge Foundation Award, Brazilian Teachers 
Award, and and support for studies and research.

mission: To contribute to sustainable 

development through actions to enhance the 

advancement of science, education and the 

conservation of natural resources. 

Vision: To value people as agents of transformation 

in the building of a sustainable society.

In pursuit of a  
sustainable society
Through the Bunge Foundation, which was awarded, in 2009, for its Social  
Action by the Brazil Foundation (U.S.), and direct community action, Bunge  
aligns its social investment with its strategic objectives. 

priVate soCial inVestmentspriVate soCial inVestments
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Recovery in the State of Santa Catarina

The “Knowing to Sustain: A new look at Itajaí Valley” 
project was launched in May 2009, and is a result of the 
partnership between Bunge food operations, the Bunge 
Foundation, and the city of Gaspar. Created after the 
tragedy caused by the heavy rains in the state of Santa 
Catarina at the end of 2008, the project proposed the 
development of urban actions for a new area of the town. 
One of the actions was the eco-efficient construction of 
the Angélica Costa School, where volunteers from the 
Bunge Foundation worked with the community program. 
Approximately R$ 4  million are being invested in the 
project. At the end of 2009, Bunge also turned over 
to the city government a project for building a new 
neighborhood that can serve families driven out of 
their homes and in areas of risk.

Another area of action for this project is the dissemination of knowledge generated 
by seminars, book, debate, and documentary. In November, Gaspar’s Center for Environmental Education and 
Leisure (Centro de Divulgação Ambiental e Lazer – CDAL) hosted the filming of a discussion by experts regarding 
the causes, consequences, and solutions for minimizing the social, economic, and environmental impact of the 
heavy rains in the region. The event was held by the Bunge Foundation, Canal Futura (TV), and FURB TV.

In São Paulo, Bunge promoted the national seminar “Extreme Events in Brazil: Causes and Impacts.” 
Several studies were brought together to analyze the events registered in a number of regions of Brazil, 
calling attention to the challenges of sustainability. At the same event, the book and documentary 
“Knowing to Sustain – A new look at Itajaí Valley (Conhecer para Sustentar – Um Novo Olhar sobre o Vale 
do Itajaí ) were released.

Read more about the project at  www.conhecerparasustentar.com.br

2007 3,962,478.89 2008 4,829,524.00 2009 5,479,446.65

 2008 2009

Cultural programs  425 participants 311 participants
 (six events) (five events)  
Research 339 served 494 served 
Integration, visits and workshop  32 employees 15 people 
Benchmarking 11 technical visits 11 technical visits
Travel exposition in the subway  940,000 visitors None in 2009 
 (four stations)
Bunge Foundation site  – Memory Center area  10.820 hits 18,360 hits
Intranet – Memory Center area  6,108 hits  3,390 hits
 
 

Donations made by supporters  (R$ milhões)

Actions performed by the Bunge Memory Center 
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Direct action 
PROTECTING RIVERS
In 2009, Bunge took up its second 
area for the Pomar (Orchard) Project, 
in São Paulo, which is a state gover-
nment program working to recover 
the banks of the Pinheiros River by 
planting trees along approximate-
ly 15 kilometers, thus uniting urban 
development with environmental 
preservation. The area includes the 
city’s new postcard photo (a cable-
stayed bridge) and plans to bring 
environmental preservation and well-

being to one of the city’s heaviest 
traffic areas. The same objective is 
attributed to the Cores da Marginal 
(By-pass Colors) project that pre-
serves the medians of the Pinheiros 
Marginal (by-pass) where its traffic 
congestion is the heaviest, which ea-
ses the route for local drivers.

Since 2005, Bunge has also 
been developing the Environmental 
Recovery Program (PRA) in Gaspar. 
Carried out in a partnership with 
Blumenau Regional Federal Univer-
sity (FURB), the project has made 

it possible to recover vegetation 
along the Itajaí-Açu River in an area 
of 21,140 square meters, thus con-
tributing to combating floods during 
heavy periods of rain.

partnership
Bunge is one of the sponsors of 
the Sustainable Planet movement, 
which is a project of the Abril Group 
that releases information about 
sustainability and the practical ap-
plication of the concept. In 2009, 
the movement released the second 
edition of the Manual of Sustaina-
ble Etiquette, with practical tips on 
how to conscientiously preserve 
and consume such natural resour-
ces as water. All of Bunge’s em-
ployees received the booklet.

environmental
education
On the Figueira Branca Environ-
mental Reserve, with its three million 
square meters of land in Gaspar 
preserved by Bunge, the company 
has its Center for Environmental 
Education and Leisure (CDAL) that 
provides environmental education 
to students in the region’s schools. 
Another CDAL was also installed in 
Jaguaré (São Paulo) for the same 
objective, and works with the pro-
ject “Promoting environmental edu-
cation through the arts.”

See more about Bunge’s 
environmental education projects 
in the online report.

 2006 2007 2008 2009

Volunteers  508 445 817 808
Schools  16 69 81 56
Students  7,000 9,255 14,372 16,527
Teachers  320 489 729 897

Expansion of the Educative Community program 

picture: rural producer antonio francisco felippe
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A major goal pursued by Bunge in the rela-
tionship with its employees in 2009 involved 
training and improvement of the company’s 

safety systems. Bunge set Sustainable Zero Accident 
as a target, a stage in which the genuine cooperation 
between the teams allows for a working environment 
free of accidents with leave, by conducting awareness 
programs such as the Safety Dialog. The employee at-

tendance reached in the year was 0.06 in the area of 
Food Products, and 0.08 in the area of Fertilizers, be-
low the target set for the year (0.12).

The integration of the Bunge Safety Policy to the 
ports and terminals, and the upgrade to the online pla-
tform of the Comunique tool, in which any employee 
can suggest improvements in safety conditions, were 
also major steps towards awareness of employees.

Complementary performance indicators 

Participative innovation
Bunge has historically shown its capacity for innovation, and it can count on its employees to maximize this 
capacity. The Bunge Innovates Program – composed of Innovation Day, Idea Bank, and Innovation Challenge 
– makes it possible for everyone who works for the company to suggest improvements, technologies, and 
modifications in processes and systems. The results of the program, which was created two years ago, are 8,000 
suggestions, 550 of which were put into practice, generating a savings of around R$ 18 million. 

Government support Value-added  
statement  – 2009 Bunge received, periodically, indirect financial as-

sistance from municipal and state governments to 
install or expand industrial or agribusiness facili-
ties that were considered to be a priority, having a 
positive impact on the local economy. The impact 
was measured by income generated, employment 
for local labor, the acquisition of raw materials pro-
duced locally, and the potential influence on the 
creation of micro and small companies. The go-
vernmental participation came in the form of tax 
incentives, special financial conditions, and land 
donations. For strategic reasons, the Group does 
not consider it appropriate to disclose the details 
of those operations. 

EC4
EC1

See more about the programs in the online report

Shareholders 

Employees 

Government 

Profits withheld 

Interest and rent 

5.4%

22.6%

21%
3.6%

47.4%

picture: rural producer huMberto falcão
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 2008 2009
Total classroom hours 292,566 430,308
Total employees in the category 12,566 12,334 
Hours per employee  23.28 34.89

ComplementarY inDiCators 

Local hiring 

Infrastructure for 
public benefit 

Contributions to  
political parties 

At Bunge, due to the turn-
over rate and the selection process 
performed at the national level, the 
management positions are not ne-
cessarily filled by local hiring. Of the 
leadership positions, 30% are held 

by local residents. As for the posi-
tions below the level of foreman, 90% 
are filled by employees from the local 
region. In Fertilizers business, local 
employees are about 60% of the top 
management positions. 

EC7Policies and Expenditures 
with local suppliers

Proportion of the lowest 
wage, compared to the 
local minimum wage  (2009)

In 2009,  Bunge had 95.1 percent  
of its expenditures with local  
suppliers (national). For Fertilizers 
business, due to dependency to 
imported raw material, the expendi-
tures with local suppliers was 39.5 
percent. 

106%

EC6

EC5

type of job
Director 32
Management 336
Foreman/ coordination 558
Technical/ supervision 773
Administrative 2,288
Operations 4150
Outsourced 4,075
Type of contract
Interns 142
Trainees 48
Half-time 0
Region
South 2,420
Southeast 3,384
Midwest 1,191
Northeast 1,070
North 72

la1 Total number of  
Bunge employees

la10 Training

Financial results  (R$) 2007 2008 2009
Net profit  53 mi 219.1 mi 349.4 mi
Net sales  18.6 bi 31.4 bi 25.9 bi

nº of employees   
benefited 4,563 
amount invested (R$)  6,452,530.23 
nº of scholarships granted 1,134  

la11 Competence management 
and continuing education 
programs 

75% of the workforce in the Food and In-
gredients and Agribusiness areas were trai-
ned in 2009.

10% of the workforce in the Food and In-
gredients and Agribusiness areas received 
financial support for outside training and 
study (Study Scholarships: Languages, 
Undergraduate, Post-graduate, or Interna-
tional MBA) in 2009.

All employees whose work or scope of involvement might generate 
vulnerability or exposure to any type of illicit or corrupt action receive 

an annual guidance document regarding anti-corruption practices, for which 
they sign a reception protocol that is filed as provided in the company’s gui-
delines and policies. In 2009, there was no case or accusation of this type of 
act in Bunge Brazil.

In 2009, R$ 500,000 were donated to the 
hospital in Gaspar, Santa Catarina. 

In 2009, no financial contributions 
were made to political parties, poli-
ticians, or institutions. 

sO3

EC8

sO6

In 2009, Fertilizantes temporarily stopped the ope-
rations of two plants: the fertilizer plant in Luiz Edu-

ardo Magalhães (Bahia), where only a minimum number 
of employees stayed on to do maintenance, and Plant II 
in Cubatão (São Paulo). The stoppage process involved 
local officials and agencies, a labor union, and communi-
cation to employees. In 2010, the company should return 

to operations the Luis Eduardo Magalhães plant, and give 
an opportunity to rehire any interested former employees. 
Plant II, in Cubatão, will also return to operations in 2010.

The Food related areas had to close its unit in Ponta 
Grossa, Paraná, in 2009. To do that, it set up a detailed 
plan for using personnel at nearby units, and it suppor-
ted the relocation of former employees. 

sO1

At Bunge, all employees are trained when they are hired regarding an-
ticorruption procedures and policies. All employees must periodically 

renew their commitment to these practices, via a signed statement.

sO4
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BSD Consulting has carried out an in-
dependent verification of the drafting 
process of Bunge’s 2010 Sustainability 
Report, based on the GRI (Global Re-
porting Initiative)  guidelines.

oBjeCtiVes anD sCope
The verification aims at providing 
Bunge stakeholders with an indepen-
dent opinion on the quality of the re-
port, the sustainability management 
process, the organization’s overall 
adherence to the AA1000AS 2008 
principles and the continuity of the 
processes in place.  The job scope en-
compasses the information contained 
in the printout version of Bunge’s 2010 
Sustainability Report for the period 
running from January 01, 2009 through 
December 31, 2009.

methoDoloGY
The independent report verification 
was carried out according to AA1000 
Assurance Standard 2008, type 1, 
which provides reasonable assurance. 
The process includes assessing the 
organization’s compliance with the 
three AA1000AS principles: Complete-
ness, Materiality and Responsiveness;

Among the procedures carried out 
during the verification are:
•Revision of the Sustainability Report 
content;
•Understanding how  the information 
fed into the Sustainability Report was 
generated;
•Review of information in the general 
media, websites and legal framework;
•Interviews with key managers and 
employees on the relevance of the in-
formation to the report;
• Interviews with company officers;
•Whenever pertinent, confirming  
information on the sustainability perfor-
mance with the company’s top man-
agement; 
•Based on sample testing, confirming 

information in the Sustainability Report 
against reference documentation, in-
ternal managerial reports and govern-
ment correspondence;
•Monitoring the external stakeholders’ 
consultation panel to assess the rel-
evance of the information. 
•Analysis of the relevance of the in-
formation in the Sustainability Report 
from external audiences’ point of view.

inDepenDenCe
BSD Consulting specializes in sus-
tainability.  We work independently 
and can give assurances that no BSD 
member has any consulting nor other 
commercial agreements  with Bunge. 
BSD Consulting is licensed by Ac-
countAbility as an assurance provider 
(AA1000 Licensed Assurance Pro-
vider ), and registered under number 
000-33. 

responsiBilities  
anD limitations
The Sustainability Report is drafted by 
Bunge, that is responsible for the entire 
content.  The Assurance Statement 
aims to inform stakeholders of BSD’s 
conclusions on the organization’s ad-
herence to the three AA1000AS 2008 
principles and on the credibility of the 
information published in the printed 
report. BSD Consulting’s assignment 
did not include checking additional 
content in the corporate website or 
assessing the financial data. Addi-
tionally, BSD’s Assurance Statement 
confirms the application level of the 
GRI-G3 model.  

KeY ConClusions on  
aDherenCe to the aa1000as 
2008 prinCiples
1. Completeness – approaches stake-
holders’ participation in the develop-
ment of a transparent and strategic 
sustainability management process.
•For the third consecutive year in Au-

gust 2009, Bunge met with stakehold-
ers at a consultation panel. For the 
next reporting period, we recommend 
the practice be maintained to reinforce 
the company’s involvement with stra-
tegic audiences and to detect the key 
sustainability topics that impact its per-
formance. Establishing clear criteria to 
select and prioritize stakeholders, while 
engaging several internal departments, 
leads to even more accurate identifica-
tion and inclusion of relevant topics. 
•By and large, the top management 
has proved to have a strategic vision of 
sustainability for business, supported 
by the new Corporate Affairs and Sus-
tainability board set up under  Bunge 
Brasil’s Executive Committee. In order 
to consolidate its role, the new board 
must enhance its participation in stra-
tegic issues related to environmental 
and social aspects alongside the top 
management in the Committee, thus 
having an impact in every area of the 
business.
•Regarding the acquisition of new 
mills, the most critical aspects in the 
sugar-alcohol industry were looked 
into. There is a plan to implement a 
sustainability policy specifically geared 
to the sugar-alcohol industry that calls 
for the engagement of the mills’ top 
management. In the next report, it is 
important for the company to demon-
strate how committed it is and submit 
the results achieved. 

2.Materiality – topics required for stake-
holders to draw conclusions about the 
company’s economic, social and envi-
ronmental performance.

The report brings an overview of 
the most relevant topics detected dur-
ing the Stakeholders Panel meeting in 
2009. However, there is room to delve 
further into such topics as the Soybean 
Moratorium, local development and 
biodiversity.  The consultation process 
can be expanded so that the results of 

assurance statement
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the materiality assessment are con-
stantly updated and consistent both 
in the context of society (external) and 
the business strategy (internal). 

Bunge has shown a strong drive 
to innovate and make headway in the 
aspects of the  Sustainability Platform.  
The main findings are listed below:
•Commitment to expand the use of 
renewable (non-fossil) energy sources 
and obtain energy efficiency gains, 
bearing in mind the origin of biomass 
derived from wood while looking for 
new renewable sources, such as in-
dustrial waste from other companies 
and agriculture. 
•Supplier agreements feature specific 
clauses on environmental and social 
aspects, in addition to procedures to 
access the Labor Ministry’s Dirty List 
and IBAMA’s list. Companies exposed 
might be blocked. Bunge understands 
that managing suppliers is a dynamic 
process, that builds in risk and must 
be submitted to regular review. 
•Search for partnerships to cut im-
pacts at the end of its supply chain, 
via two projects: Cyclus line biode-
gradable packaging and collection 
and recycling of cooking oil. Prog-
ress was made by both projects last 
year; however there is still room for 
improvement and expansion. Addi-
tionally, it’s possible to invest in new, 
larger scale projects.
•Developing consistent initiatives to 
promote healthy diets.  The company 
includes information on GMO ingre-
dients in all its labels and conducts 
activities to engage other companies 
in the industry and the market in the 
drive for the importance of healthy 
eating habits.  It is important to 
broaden the scope of action beyond 
information itself. That is, to foster 
innovation and make new choices 
available via the research and devel-
opment of health-oriented products, 
with their low sodium, sugar and fat 
content clearly visible on packaging 
and labels. 

3.Responsiveness – refers to actions 
that the organization has taken to 
meet stakeholders’ specific demands.
•Some indicators are collected specifical-
ly to be published in the Report, though 
no systematic monitoring exists. It’s im-
portant to establish a structured process 
for the coming years, taking into account 
the integration between business areas 
and new acquisitions by mapping and 
analyzing relevant indicators. 
•Bunge shows a trend to report a 
growing number of performance indi-
cators (economic, environmental and 
social) consolidated for business areas 
as a whole. Since they each conduct 
different activities, we recommend 
that performance indicators, particu-
larly environmental and social indica-
tors, be segmented by business area.  
Sale of the nutrients portion of Bunge 
Fertilizantes and acquisition of sugar 
cane mills will cause a number of indi-
cators to vary sharply in the next yearly 
report, such as water, raw material and 
power consumption, emissions, efflu-
ents and waste.  We point out that the 
indicators must reflect company per-
formance within the context in which 
its activities are carried out. 
•Bunge’s goals, impacts and respons-
es to the key suggestions advanced 
by the Stakeholders’ Panel are men-
tioned. The recommendation for the 
next report is that the specific initia-
tives taken in response to stakehold-
ers’ demands are fully described and 
a deadline is clearly set.  
•The report  mentions in broad terms 
the issue of the Soybean Moratorium 
in the Amazon but the web address 
supplied under “additional informa-
tion” doesn’t lead to straightforward 
information on the Internet. In the next 
report, we recommend that any im-
pacts to the supply chain be described 
in greater detail, with information on 
Cerrado regions, including maps and 
graphs indicating the location of pro-
ducing units and the key soybean and 
sugar cane crop areas in the country . 

•Biodiversity indicators have remained 
unchanged since the last report. This 
item must be revisited for the next 
report, particularly after Bunge Fertili-
zantes’ mines were sold, new reserves 
were created and acquisitions were 
made notably in the sugar cane and 
bioenergy arenas.

As regards internal audiences, 
despite the changes introduced dur-
ing the period, no interruptions were 
reported in the programs for people 
development, internal communica-
tions and health and safety. Decisions 
about structural changes have been 
regularly communicated by the presi-
dent himself. This is how the company 
seeks to minimize negative expecta-
tions among employees. 

Gri-G3 appliCation leVel
According to the GRI-G3 guidelines, 
BSD declares that Bunge’s 2010 Sus-
tainability Report has been assigned 
an A+. The report answers the items 
related to company profile and pro-
vides a description of sustainability 
management and approach process-
es. Information is provided in relation 
to all performance indicator catego-
ries: Economic, environmental, human 
rights, labor practices, society and 
product responsibility. 

final Comments
In BSD’s point of view, Bunge has 
forged ahead with the sustainability 
management process and drafting of 
the Sustainability Report, which re-
mained an A+. However, the amount 
of indicators in the online report grew 
while in the printout version  it has 
dropped .

são paulo  july 16,  2010.
BsD Consulting - Brazil 
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Gri inDex
1 strateGY anD analYsis 
1.1  Statement about the relevance of sustainability 
1.2 Description of key impacts, risks, and opportunities 
2 orGanizational profile
2.1 Name of the organization
2.2 Main brands, products, and services 
2.3 Operational structure 
2.4 Location of organization’s headquarters 
2.5 Numbers of countries and name of those relevant for sustainability 
2.6 Type and legal status of the property 
2.7 Markets served 
2.8 Size of organization 
2.9 Main changes during the reporting period 
2.10 Awards received during the reporting period 
3 report parameters 
3.1 Reporting period 
3.2 Date of most recent prior report 
3.3 Reporting cycle
3.4 Contact information 
3.5 Process for defining report contents 
3.6 Limits of the report 
3.7 Limitations as to scope or boundaries of the report 
3.8 Basis for creation of report 
3.9 Data measurements techniques and bases of calculations 
3.10 Consequences of information readjustment
3.11 Significant changes compared with previous years
3.12 Table identifying the location of the information 
3.13 Policy and current practice with regard to seeking external assurance for the report.
4 GoVernanCe, Commitments anD enGaGement
4.1 Governance structure of the organization 
4.2 Notes when the Chair of the highest governance body is also an executive officer 
4.3 Number of independent or non-exclusive members of the highest governance body 
4.4 Mechanisms to allow shareholders and employees to advise the highest governance body 

4.5 Connection between compensation for member of the highest governance body, senior managers, 
and other executives and the organization’s performance
4.6 Processes to ensure conflicts of interest are adverted
4.7 Procedure to determine the qualifications and expertise of the members of the high governance 
body 4.8 Statements of mission and values, codes of conduct, and internal principles 
4.9 Procedures of the highest governance body to supervise the management of economic, 
environmental and social performance 
4.10 Processes for the highest governance body to carry out self evaluation 
4.11 Precautionary principle 
4.12 Social charters, principles or other initiatives subscribed to by the organization
4.13 Participation in national/international advocacy defence associations and/or organizations 
STAKEHOLDER COMMITMENT
4.14 Stakeholder groups engaged by the organization 
4.15 Basis for identification and selection of stakeholders 
4.16 Forms of approach to engage stakeholders
4.17 Key topics and concerns raised by stakeholders
5 manaGement approaCh anD performanCe inDiCators 
Economic management approach 
EC1 Direct economic value generated and distributed 
EC2 Financial considerations, risks and opportunities attributed to climate changes
EC3 Range of the obligations within the benefit pension plan 
EC4 Significant financial assistance received from government. 
EC5 Variation between lowest salary and minimum wage 
EC6 Policies, practices and expenditures with local suppliers 
EC7 Procedures for local hiring 
EC8 Investments in infrastructure and services 
Environmental management approach 
Sustainable agriculture
Soy moratorium 
Waste reduction
EN1 Materials used 
EN2 Percentage of materials used from recycling
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EN3 Direct energy consumption
EN4 Indirect energy consumption
EN5 Energy saved due to improvements made in conservation and efficiency
EN6 Initiatives to use renewable energy sources 
EN8 Total water consumption
EN9 Water sources significantly affected by removal of water
EN10 Total volume of recycled and reused water 
EN11 Area within or adjacent to protected areas
EN12 Description of the major impacts on biodiversity
EN13 Protected or restored habitats
EN16 Total direct and indirect emissions or greenhouse gases
EN17 Other relevant indirect emissions of GHG

EN18 Other significant indirect gas emissions
EN19 Emissions of ozone-depleting substances
EN20 NOx, SOx, and other significant atmospheric emissions
EN21 Total amount of discharged water, by quality and destination
EN22 Total weight of waste by type and disposal method
EN23 Total number and volume of significant spills
EN26 Initiatives designed to reduce environmental impact of products and services
EN27 Percentage of products and packages reclaimed
EN28 Fines and penalties for environmental non-compliance
EN30 Total investments and expenditures for environmental protection 
Forms of Social Management – Sugar and Alcohol Industry
Clients/Consumers 
Transgenics (or Healthiness) 
Social Management 
Labor Relations 
LA1 Total number of employees by type of job, type of contract and by region
LA2 Total number and rate of employee turnover
LA3 Type and scope of employee benefits
LA4 Rate of employees included in collective bargaining agreements
LA5 Minimum advance notice for operational changes
LA7 Rate of work accident, occupational diseases, lost days, absenteeism and work-related fatalities
LA8 Programs on serious diseases 
LA9 Aspects of wealth and safety covered by formal agreements with unions
LA10 Average hours of training
LA11 Skill management and continuing education programs
LA12 Employees receiving performance and development evaluations
LA13 Composition of corporate governance bodies and other employees
LA14 Ratio between base salaries earned by men and by women
HR1 Investment contracts with humam rights clause
HR2 Suppliers undergoing human rights-related evaluation
HR4 Total number of instances of discrimination
HR5 Operations that may impede freedom of association and collective bargaining
HR6 Operations that may facilitate instances of child labor
HR7 Operations that may facilitate instances of forced or slave-like labor 
HR8 Percentage of security personnel receiving human rights training
SO1 Programs and practices to assess and manage impact on communities
SO2 Units assessed for corruption risks
SO3 Employees trained on policies and procedures to prevent corruption
SO4 Measures adopted in response to corruption cases
SO5 Involvement in establishing public policies and lobbying
SO6 Total value of financial and in-kind contributions to political parties, politicians, and related institutions
SO8 Fines and penalties for non-compliance with rules and regulations
PR1 Assessment of the impact on health and safety during product’s lifecycle
PR2 Instances of non-compliance related to customer health and safety
PR3 Procedures for labeling
PR4 Instances of non-compliance related to labeling
PR5 Practices related to customer satisfaction
PR6 Compliance with laws, rules and voluntary codes of marketing
PR7 Instances of non-compliance related to marketing
PR8 Total number of substantiated complaintsregarding breaches of customer privacy and losses of customer data.
PR9 Fines for non-compliance with rules and regulations concerning the supply and use of products and services
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