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Social
• R$5.6 million in social investment.
• Around 80% of local purchases.
• Control overs social practices in
the supply chain.

Environmental
• 20% emission reduction in food and
fertilizer production.
• Carbon sequestration projects generated 23%
more credits than our own emissions.
• R$55.4 million in environmental investments.
• More than 1,000 voluntary collection points
for waste cooking oil.
• 93% of renewables in the energy matrix.

Economic
• Present in 19 states and the Federal District.
• Direct service to 83% of Brazilian
municipalities.
• Synergy in business from farm to table.
• Internal generation of 78% of the electric
energy consumed.
• Business expansion in the value chain.
• More than 22,000 jobs.

Bunge’s Sustainability Platform
Sustainable Agriculture
Bunge is committed to raise awareness and
train farmers to produce in order to reduce
environmental impacts and maximize the use
of finite natural resources.

Climate Change
Climate Change can bring significant impacts to
food production worldwide. Therefore, Bunge
believes it is a key factor in sustainability analyzes.

Healthy Diets
Offering safe and beneficial products to health.
Bunge works to identify customer needs and
provide the best food ever in the market.

Waste Reduction
Development of mechanisms and processes for
the reduction of waste in industrial processes and
expansion of the rational use of water and other
non-renewable resources in the management of
operational efficiency.

Bunge Brasil’s Sustainability Icons
Represent the Social, Environmental and Economic dimensions of
the actions and projects of the company in the Country.
Learn more about Bunge Brasil Sustainability Plataform in www.bunge.com.br/sustentabilidade.
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Presentation
loped in collaboration with representatives of companies
Bunge Brasil presents the 2012 edition of its Sustainability Report, which has been published annually

from around the world, including Bunge, Latin America’s
sole participant.

since 2003. Its purpose is to show the Company’s sustai-

In terms of the composition of indicators set down in this

nable management and the evolution obtained, over

Sustainability Report, Bunge Brasil has only included the

the period between January 1st and December 31st,

direct operations of its operational business areas, which

2011, in the application of triple bottom line concepts

include: Sugar & Bioenergy, Food & Ingredients, Agribusiness

on the value chain.

& Logistics and Fertilizers, and in support of these areas: Hu-

1

The data and content presented in this report are based

man Resources & Organizational Development, Institutional

on the international directives of the Global Reporting

Relations, Communications & Sustainability, and Finance.

Initiative (GRI), version G3, a sustainability performance

It does not deal with the operations of companies not fully

reporting and assessment methodology that is recognized

controlled by Bunge, which therefore excludes joint ventures.

throughout the world, thanks to the fact that it allows for
a comparison to be made with other companies. The content of the previous edition of the report, published in June
2010, is also updated.

Full and Short Versions
During production stages of this report, the work has
been developed in such a way as to be able to show the initiatives undertaken during the year, in an objective and easy

Specific Protocols
This Report also includes specific indicators from

re for good governance. The idea is to offer stakeholders a

the GRI Food Processing supplement, a set of proto-

broad view of the initiatives implemented by Bunge in Brazil

cols that are specific to the food production sector. The

over the period covered by the Report, which comes in two

document deals with requirements that are considered es-

versions: one full or complete version, offered on the Inter-

sential, according to a survey of stakeholders (those with

net at a specific website that is available to anyone, shows

whom the company has a relationship of joint interest), in

the indicators and data considered relevant as per the GRI-3

terms of companies involved in this sector reporting initia-

(www.bunge.com.br/sustentabilidade).

tives, projects and relationships with a high degree of go-

The shorter version, in printed form, offers the high-

vernance, transparency and sustainability management.

lights of the year, strategies and issues with a greater eco-

These new indicators, launched in 2010, have been deve-

nomic focus, as requested by stakeholders in recent years.

1
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to understand way, and to demonstrate a transparent desi-

 he triple bottom line, or People, Planet, Profit, is the tripod of sustainability and corresponds to the results of a company as measured
T
in social, environmental and economic terms. The concept, created in the 1990s by John Elkington, cofounder of the international NGO
SustainAbility, represents the evolution of the traditional business model into a model that not only considers the company`s financial
performance, but also its environmental and social performance as well.
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This is sent individually to those who participated in re-

as a result, made certain recommendations for improving the

cent stakeholder panels and to others, including custo-

report in terms of Governance and Strategy, Management,

mers, Non-Governmental Organizations (NGOs), suppliers,

Performance Presentation and Accessibility, and Verification.

government representatives and others.

Nevertheless, all this effort failed to minimize the dif-

So as to avoid leaving anyone with an interest in Bunge

ficulties faced by Bunge in obtaining indicators that would

out, the content of the report will also be available in three

allow for reliable levels of comparison, mainly because of

other formats: a printed magazine, containing all the main

the limited volume of information available in the areas in

themes and information; a leaflett, for distribution in oc-

which the Company was operating in the domestic market.

casions with general audiences and a pocket-sized booklet,

The solution found to this problem was to seek internatio-

which will provide a summary of the main activities with

nal references, and to adapt its presentation in such a way

a greater relevance to the company’s employees, primarily

as to meet the indicators set down by the GRI.

for internal distribution.

An Eye on Best Practices

Level A+
As a result, Bunge Brasil believes that this Sustainabi-

The 2012 edition of the Bunge Brasil Sustainability Re-

lity Report adequately meets the A+ application level of

port has been prepared using the best national and interna-

the Version 3 GRI Reports Structure. This document has

tional examples of Sustainability reports as its benchmark.

been assessed externally by BSD Consulting, as informed

It continues to be based on an exclusive study carried out

in the section “Assurance Statement”, through a process

by the Brazilian Sustainable Development Foundation (Fun-

designated as the Sustainability Report Assurance.

dação Brasileira para Desenvolvimento Sustentável – FBDS)

Comments and suggestions relating to this report are

of the 2010 edition of the Bunge Sustainability Report. This

always welcome and may be sent to the following e-mail:

study applied the methodology developed by English consul-

sustentabilidade@bunge.com.

tants SustainAbility for the Global Reporters program and,
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Engagement
and Materiality
A Panel, with the participation of Bunge
Brasil’s stakeholders, helped define the
most important subjects presented in this
sustainability report

M

ateriality is an item contained in a standard GRI Sustainability
Report, which deals with subjects that help stakeholders consider and reach conclusions in terms of the economic, social and

environmental performance of the organization that is reporting. Preparing this item with precision is a constant challenge for Bunge Brasil, which
actively develops initiatives for engaging with stakeholders at every stage
of its production chain. Learn more about the process used to produce the
Bunge Brasil 2012 Sustainability Report.

Stakeholders Panel
In order to produce this report, the Company brought together a
group of stakeholders to promote ongoing improvement in the management of sustainability, considered an essential business strategy. Approximately 40 people participated in the 2011 Stakeholders Panel. Split
up into discussion groups, these participants shared with Bunge Brasil
the challenges of social, environmental and economic management, as
well as their perceptions in relation to the initiatives developed during
this period, which were aimed at perfecting the practice of sustainability throughout the value chain.
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Materiality Matrix
The main subjects covered by the panel, held in December of 2011, in
São Paulo, were classified and positioned according to the greatest interests of the stakeholders in relation to the greatest impacts on Bunge’s
administration. These meetings produced a business positioning document, worked on internally by the company, which assessed the principles
of the GRI and AA1000, such as materiality, inclusion of interested parties,
the contextualization of the subjects, equilibrium, comparability, position
clarity and reliability. The materiality of the 2012 Bunge Brasil Sustainability Report is expressed in the following matrix, the consolidated result
of interactions with stakeholders since 2008, in decreasing order of relevance:
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• Socioenvironmental impacts
through Supply
Chain

• S takeholder
Relationship
•T
 ransgenic

• Sustainable
Agriculture

Higher interest of Stakeholders

• Sustainability
in Business
Strategy

•R
 elationship
with
government

• Price Trends

-

• Diversity

• Creating Value
for Society
• Healthy Diets

• Market Trends
• Environmental
Investment

• Waste
Management
• Innovation

• Climate Change

• Biodiversity

• Labor
Conditions

• The role of
employees
in the
sustainability
strategy

• Traceability

• Risk
Management

Higher impacts over Bunge’s Management

+
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Stakeholders Speak Up
Bunge Brasil’s Stakeholders Panel, in 2011, included representatives
from the following groups: civil society, employees and internal specialists at Bunge, customers, financial institutions and suppliers. Each
group gave its opinion on whether the 2011 Bunge Brasil Sustainability
Report met their expectations with regard to content and presentation
of the management strategy, assessed to what extent Sustainability is
present in the Company’s initiatives and projects, and offered suggestions on how to improve the Report’s readability and provision of information for future editions.
The opinions obtained during the panel, together with other feedback received from stakeholders during the year through presentations, technical discussions, events and other meetings, as well as 0800
numbers and e-mails, helped Bunge define initiatives to improve its
administration, as well as implement an ongoing assessment of the
company’s strategy.
At the right side, it is shown a diagram representing the interactions of different groups of stakeholders with the activities and strategies of the company.
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Customers
• Demand healthy and safe products
• Sustainable criteria in the
production chain
• Critize impacts in the supply chain

Suppliers
•G
 enerate socioenvironmental

Employees

impacts in agriculture, which

• Make the company’s

are relevant and indirect with

policies to come true

regards to Bunge

• Execute the strategies

•U
 nder pressure of customers

• Enhance the self

trends, nationally and

criticism in the company

internationally
•P
 romote innovation in
ingredients and packaging

NGOs
• Influence trends in
consumer market
• Reinforce demands
from civial society
• Promote
socioenvironmental

Financial
Institutions
• Risk assessment of
financial operations
• Evaluate financial return
of sustainability activities
• Set criteria for financing

projects
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A Word from the

President

The structural changes that
were implemented have
achieved their objectives
of quality and excellence
through greater integration
and synergy among our
four primary business areas

10
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e have completed our 106th year in Brazil by reinforcing our commitment to the
country and have, once more, demon-

strated that we mean to continue participating in its
economic, environmental and social development,
through the generation of jobs and wealth for society as a whole.
The year of 2011 proved that the structural changes
taking place at Bunge Brasil achieved their objectives of
quality and excellence. We improved the integration and
synergy that links these four business areas, which translated into an even stronger organization and one fully
ready to become the biggest and the best in the sector.
The Company and its more than 22,000 direct and indirect employees faced many challenges during the year.
These included drought, which over the previous two years
had caused a major impact on production, especially in the
Sugar & Bioenergy sector, and, consequently, on earnings.
Nevertheless, the Company continues to see a
wide range of opportunities open to it in Brazil.
Bioenergy is one of these. Its strategy of transform-

ing bagasse into electric energy has contributed to

generate gains in productivity through a reduction

the government’s policy of supplying demand with

in corrective stoppages and in the consumption of

renewable energy sources. At present, Bunge con-

thermal and electric energy. In terms of the impact of

sumes around 700 GWh of electric energy each year

agriculture on the land, the Soy Moratorium, in place

at all of its operations in Brazil, of which 78% is

since July of 2006, was maintained, under which the

generated internally by the company. The goal is to

company refuses to purchase grain originating in de-

become self-sufficient by 2016, generating a surplus

forested areas of the Amazonian Biome. Although

of energy across the country sufficient to provide

this is only a temporary measure, at present, the

power to a city of up to four million inhabitants.

Company has 88 producers who are black listed in its

Bunge is one of the most active companies in Bra-

system, of which 15 were added in 2011.

zil’s sugar/ethanol sector, with more than 200,000

In 2011, Bunge teams from around the world

hectares planted with sugarcane, and plans to invest,

worked on a corporate policy governing biodiversity

between 2012 and 2016, a total of US$2.5 billion in

and land use, two key considerations in the context

the industrial expansion of the eight plants run by its

of sustainable agriculture and environmental sustain-

Sugar & Bioenergy business. In this segment alone,

ability. Stakeholder input played an important role.

Bunge employs 10,000 people, and has the capacity

By incorporating strong and traditional brands in

to process around 21 million tons of sugarcane a year.

the Northeast, South and Southeast regions, Bunge

The Company’s target is to increase its process-

increased its participation in the market for tomato-

ing capacity by 50%, to reach, by the year 2014,

based products, thereby strengthening its portfolio

a total of 30 million tons of sugarcane processed

of consumer products. The acquisition of the tradi-

annually for producing sugar, ethanol and electric

tional company Etti involved investments of R$180

energy. From among the most important projects

million, and was aimed at strengthening Bunge’s

completed in 2011, we would like to highlight the

presence in the food business, a promising market of

inauguration of the Pedro Afonso plant, located

extreme importance in Brazil’s retail sector.

in the interior of the state of Tocantins. This was

In 2012, the Company plans to work to achieve

Bunge Brasil’s first greenfield2 sugarcane process-

a position of leadership in all four of its business

ing unit and its eighth plant producing sugar and

areas. The aim is to achieve this goal by investing

bioenergy, with investments totaling approxi-

in management efficiency, in risk management, in

mately R$600 million, and with every respect giv-

operational excellence, in the optimization of ex-

en to the environment.

isting assets, and in local and global integration. In

In the Fertilizers business, we would like to high-

order to be represented by brands that are admired

light the inauguration of the modern plant of Cruz

by consumers, and to have preference as a supplier

Alta (RS), located in the largest soybean, corn and

of products and services that stand out for their

wheat producing region of Rio Grande do Sul state,

sustainability, the plan is to continue to invest in a

which is a logistical meeting point within the Mer-

team made up of the very best people, with a high

cosur trade block, as it is home to the main inter-

level of performance and motivation. A lot has al-

connections between the Brazilian, Argentine and

ready been done, but, in terms of sustainability, the

Uruguayan rail and road networks. This plant, the

more the Company evolves, the more it realizes that

most modern in the state, has an annual capacity of

it still has a lot more to accomplish.

GRI
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300,000 tons, and the potential to create 300 jobs,
with investments eventually expected to reach ap-

Pedro Parente

proximately US$24 million. In addition, this business

President and CEO of Bunge Brasil

area has also launched a new line of liquid fertilizers, to increase agricultural productivity and allow
for a more sustainable use of natural resources.
The Company also invested in the modernization
of its Agribusiness & Logistics business, implementing
new technologies to increase competitiveness and

2

 reenfield investments are those which involve projects resulting from strategic
G
planning in areas where there is no structure in place for developing the business.
Instead of investing in a joint venture or in acquiring a company already active in
the sector, Bunge invested resources in the construction of the structure needed to
produce the sugarcane, thereby creating a unit, the Pedro Afonso Plant.
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Profile
We are present from the field
to the tables of millions of
Brazilians, Latin Americans,
Europeans and Asians

P

resent in Brazil since 1905, Bunge is one of

The Company’s operations are organized into

country’s leading agribusiness and food compa-

four business areas: Food & Ingredients, Sugar

nies and its largest exporter of agricultural pro-

& Bioenergy, Agribusiness & Logistics and Fertili-

ducts. It operates in an integrated way, from the field to

zers. Bunge Brasil products are part of the daily life

the table, from the production and commercialization of

of millions of Brazilians, as well as those of peo-

fertilizers, purchase and processing of grains (soybean,

ple in countries in Europe, Asia, South and North

wheat, corn and other commodities), and production of

America, thanks to the efficient logistical plat-

food (cooking oils, margarines, mayonnaises, olive oils,

form that is available to these four business areas.

rice, flour and tomato products), to the production of

GRI

sugar and bioenergy, and port services.

GRI
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Presence

Acclaimed brands
The Company is also one of the largest suppliers

12

The company has more than 19,000 employees

of industrial ingredients in Brazil. Annually, it pro-

working in nearly 150 facilities, including plants,

duces around 840,000 tons for the food industry. Its

mills, ports, distribution centers and silos, in 19 sta-

main food brands include Suprema, Salada, Soya,

tes throughout Brazil and in the Federal District.

Cyclus, Delícia, Primor, Rica, Etti, Bunge Pró, among

Bunge Brasil directly serves more than 4,630

others. Every year, the Company supplies more

municipalities, which is equivalent to 83% of

than a million tons of final food products including

the total of 5,565 towns that exist in Brazil.

flours, premixes, margarines, fats, oils, rice, creams

Its brands have a strong link not only to Brazil’s

and mayonnaises. In the countryside, strong and

economic history, but also to its customs, scientific

acclaimed brands of agricultural fertilizers, such as

research, technological pioneering and to the for-

Manah, Serrana and Iap are part of daily life in the

mation of generations of professionals.

farming community.
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Business Directives
Organized in the form of a set of Values, and expressed in its
Code of Ethics and Conduct, the company’s organizational
culture forms the basis of its ability to face new changes and
challenges. It is this that governs all of the activities of Bunge
Brasil`s businesses, and it is based on:

Vision

Crossing Leadership

• Food is Life.
• Energy is Life.

Bunge is the market leader in the origination
(acquisition) of grains and the processing of soybean

• The world will need more food and energy and natural
resources are getting increasingly scarce.

and wheat, in the production of fertilizers, in the
manufacture of food products and in port services.

Mission

It contributes significantly to the country’s balance

•E
 nhancing lives, with the promotion of sustainable increase in

of payments surplus, and to its foreign exchange re-

food and bioenergy supply, by improving the global agribusiness

serves. In 2011, the company’s gross earnings

and food production chain.

were in the order of R$29 billion.

GRI
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A strategic operation for the
Corporation

Bunge Core Values
• Integrity, Teamwork, Openness and Trust, Entrepreneurship
and Citizenship.

GRI

4.8

At the present time, Bunge Brasil equates to 49%
of the total assets of its parent company, Bunge
Limited, a holding company founded in 1818 and headquartered in White Plains, New York, and now present in,
aproximately, 40 countries. This means that the Brazilian

Integrity

Teamwork

Entrepreneurship

Citizenship

Openness
and Trust

operation is of extreme strategic importance to the Corporation. Bunge Brasil’s earnings represented 29.8% of
the total earnings of the parent, Bunge Limited, in 2011.
Bunge’s strength in Brazil grows from year to year,
thanks to its research, pioneering spirit and belief that
Brazil is the world’s new breadbasket.
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To be Bunge
The Bunge business model, seemingly paradoxi-

up-to-date diagnosis of the company which, for

cal, has resulted in certain advantages in what is a

its part, signaled its desired form of culture. This

rapidly changing market: integrated and decentra-

resulted in a journey of self-awareness. The first

lized. Decentralization has enabled the company’s

stage of this work began back in August of 2010

businesses to act locally with greater speed and

and ended in May of 2011. It included months of

freedom of action, thereby guaranteeing a grea-

work, research, workshops, focus groups and inter-

ter acceptance in the market. Integration, on the

views with employees at all the company’s units,

other hand, has allowed for initiatives to be alig-

hierarchical functions and levels, and the full par-

ned with each other, which has made it easier to

ticipation of the Executive Committee.

achieve pre-set objectives.
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The new culture that Bunge is building con-

In the more than a 100 years that it has been

sists of a set of principles, values, beliefs, vi-

in Brazil, the final tally of Bunge’s growth strategy

sion, mission, inspiration, aspiration, policies,

has been the purchase of around 150 companies,

strategies, systems and models that all mem-

all with their own individual cultures. Such a sizable

bers of the Company adopt as directives and

accumulation of experience has had to be, nevertheless,

maxims, that govern their daily work. It defi-

integrated in some way. The challenge has been, the-

nes the way in which Bunge’s activities are conduc-

refore, to integrate these companies into four separate

ted, how the company’s professionals should beha-

business areas – Fertilizers, Agribusiness & Logistics, Food

ve and how the company is viewed by the market

& Ingredients and Sugar & Bioenergy.

and its stakeholders.

The restructuring of the Organizational

To be Bunge today is to be integrated, entre-

Culture is a reponse to the new challenges im-

preneurial, to work as a team and to be confident

posed by the change head-on. The new culture

and open to new ideas. The Company is relying on

is based on an appreciation of the company’s his-

the efforts of its employees to consolidate, in the

torical background, its strategy, on leadership as a

coming years, this new Bunge Culture throughout

vehicle for transformation and on a reliable and

its Brazilian businesses.
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29
billion

R$

Bunge Brasil’s aspirations for
the year 2015
• A Bunge Brasil that is integrated and decentralized
• To produce growing and consistent operating profits
• To be among the best in terms of work environment
• To exhibit professional excellence
• To be a company that is admired

Bunge Brasil’s
Gross Earnings
in 2011

Awards and Recognitions

GRI
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In 2011, Bunge received a number of awards and recognitions, some of which are listed below:

recognized company
Award

The Global Sustainable Packaging Award

Guia Exame de Sustentabilidade 2011 (The
Exame Sustainability Guide 2011)

Prêmio Época de Mudanças Climáticas (The
Época Climate Change Award)

Empresas que Melhor se Comunicam com
Jornalistas (Companies that Best Communicate
with Journalists)

Granter

Why?

WPO – World Packaging Organization

For the Cyclus Nutrycell Margarine brand’s
biodegradable packaging

Revista Exame – Editora Abril (The Exame
Magazine – Abril Publishers)

Thanks to its investments in bioenergy, the
Company was included for the third time
in this Guide, which lists the companies
considered as benchmarks in corporate social
responsibility

Revista Época (The Época Magazine)

Voted as one of the 20 most advanced
companies in the country in dealing with the
issue of environment in its day-to-day business
activities

Revista Negócios de Comunicação
(Communication Business Magazine)

This Award declared Bunge as the big winner
in the Agricultural category. In a vote audited
by BDO Brasil, around 25,000 journalists
working throughout Brazil were heard. In
making their choice, these professionals were
asked to take into account the quality of their
relations with companies from 30 sectors in
the domestic economy
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Corporate
Governance
The integration
implied a revision of
the decision-making
processes and of
the administration,
and helped give
sustainability a
greater presence
in Bunge Brasil’s
overall operations

W

ith four business areas working in synergy, it is vital that Corporate Governance set down clear operating rules

and procedures for aligning the company’s strategies
and targets. The sustainability targets guide Bunge’s
strategic objectives and are associated with its areas
of business, integrating local strategy for directors
and managers. This management model allows for
corporate alignment in such a way as to maintain a
model of excellence that expresses the Company’s
way of being, thinking and acting in its relationship
with its many different stakeholders. The Company’s
organizational culture is directed at the challenge of
transforming it into Brazil’s best agribusiness, food
and energy company.

GRI
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The integration sought
efficiency
Consolidated in 2011, the integration policy combined three companies (Bunge Alimentos, Bunge Fertilizantes and Fertimport) into a single one, disseminating Bunge’s values to all its employees in order to set
the new form of governance in stone. The new model
gave the Company a huge advantage in a highly competitive market. While decentralization allows the different divisions to act locally with greater speed and
freedom, thus guaranteeing a greater receptiveness
among growers, customers and consumers, the alignment of initiatives encourages an integration of all
divisions around one single objective.

GRI
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Its new Mission and Values have
consolidated the Bunge Culture in the
company’s businesses in Brazil, and
extended the reach of Sustainability
into the organization at every level
In this process of integration, the company’s Vi-

Advisory Board

sion and Mission have also been defined. The great

The Advisory Board is Bunge Brasil’s highest

legacy of the integration developed is the spread of

authority on governance. It is responsible for alig-

this new culture into business, in such a way as to ex-

ning strategic planning, and is made up of the CEO

tend the reach of sustainability into the company’s ini-

of Bunge Limited, and six others recognized in the

tiatives and processes, including its governance. This

market for their administrative abilities and expe-

process was referred to as “expanded sustainability”,

rience in a wide variety of areas. The process to

and aimed at increasing the integration and synergy

determine the qualification and knowledge of the

between the different Bunge businesses in Brazil, as

members of the company’s highest authority of

well as the efficiency of corporate management.

governance for defining its strategy in relation to
economic, environmental and social issues is done

Governance Structure

by selection, and is based on experience in promoting sustainable development.

Bunge employees, in their day-to-day work, take

The Advisory Board meets once every four

the complex state of the world into account in their

months into order to align the company’s stra-

management decisions. For this reason, they know

tegic planning. The President and CEO of Bun-

that traditional management methods, which tend

ge Brasil, as the main representative of the Exe-

to isolate business decisions from geopolitical, social

cutive Committee, does not take part in the

and cultural contexts, are not sufficiently adequate to

Advisory Board. He reports directly to the Chair-

guarantee the continuity and the progress of their bu-

man and CEO of Bunge Limited and also coor-

siness. Thus, a collegiate body is maintained that seeks

dinates the whole process of managing and

the best decisions for the business, as well coordinating

applying the Company’s Sustainability Policy.

the development of initiatives by different areas of the

GRI

company.
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BOARD MEETS ONCE EVERY four MONTHS
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Board Member

Status

Alberto Weisser

Executive member

Alysson Paolinelli

External member

Eliezer Batista da Silva

External member

Mário Alves Barbosa Neto

External member

Oscar de Paula Bernardes Neto

External member

Sérgio Roberto Waldrich

External member

Pedro Malan

External member
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Executive Committee
Bunge’s Executive Committee is led by the CEO. It is the highest authority responsible for decision-making within the new integrated structure at Bunge Brasil. The Committee is a collegiate body that meets once
a week and is entrusted with approving, on a consensual basis, all initiatives that have or might have a direct impact on the company’s business,
with the casting vote, when necessary, lying with the Company’s principle executive, the president and CEO of Bunge Brasil. It defines business
strategies, governance and management, as well as subjects relating to
sustainability at Bunge Brasil, including projects, policies, targets and objectives of Sustainability.
The Executive Committee includes representatives of all the vice-presidents of Bunge in Brazil.

Bunge Sustainability Management: Shared
Decisions in the Executive Committee and the
Development of Actions throughout different
areas in the Company

New
business

Plant
Operations

HR
Management

Agricultural
Operations

Bunge
Executive
Committee

Product
Development

Marketing

Support to
rural producers
Agricultural
Sourcing

In accordance with the President and CEO of Bunge Brasil, the Executive Committee establishes those targets indicated by the Board at the
group’s headquarters in White Plains, USA, that incorporate sustainable
development matters. Present in all areas of the company, sustainability
is shared and aligned with Bunge’s operational routines.

GRI

4.1

online
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Code of Ethics and Conduct
GRI

SO2, SO3, SO4 and HR4

Sustainability in
continuous evolution

Through its set of Values, Bunge’s Code of Ethics

Socio-environmental management has been

establishes certain basic directives relating to the

gradually incorporated into Bunge Brasil’s business

practice of business that apply to all of the company’s

areas through the use of work groups, whose main

directors, managers and employees. Respect for the

focus is on environment, health and safety. These

communities and environment in those places where

groups are involved in the alignment of concepts

the company has a presence is disseminated among

and forms of measuring Sustainability indicators,

all its professionals, who are subject to regular process

based on the Sustainability Platform’s strategic re-

reviews in order to ensure that they are fully aware of

lationship and on Bunge’s global targets.

questions relating to ethics and compliance .

Sustainability manifests itself in a comprehensi-

3

In 2011, registered cases where the Code of Con-

ve way in the initiatives and relationships of Bun-

duct was violated referred to employees who disres-

ge Brasil’s employees, and is expressed by means of

pected the company’s precepts of ethics and, as a

specific policies.

result, were justifiably dismissed. In total, 21 Bunge

Defined in 2009, Bunge’s Sustainability Policy

employees were dismissed under these conditions.

has steadily evolved and contributed to the positi-

Violations of the Code of Conduct may be reported

ve development of the company and its employees.

by in-house staff, suppliers and consumers to Bunge’s

This Policy touches upon and integrates all of the

highest authority of governance using the Internet

company’s processes, from its fertilizer operations,

and Alô Bunge, as well as through meetings with

important to rural producers, to the post-consump-

management team and local authorities. Such viola-

tion care given to its food products.

tions can also be reported via e-mail to sustentabilidade@bunge.com or directors@bunge.com, or sent

The concept of sustainable development should

channels to make suggestions or to offer advice to the

be present in all of Bunge’s day-to-day activities. It is

Advisory Board and/or to the Executive Committee. In

responsible for encouraging a form of development

addition, where there are any concerns or doubts in

that is equally stacked in favor of economic growth

relation to the ethical procedures of Bunge’s manage-

and social and environmental responsibility. Its di-

ment in Brazil, these can be reported 24/7 via telepho-

rectives are operational excellence and the control

ne number 001-888-691-0773 or through the website

of externalities. Bunge’s Sustainability Policy in Bra-

at www.bunge.com/helpline.

zil, aligned to its global policy, has been validated

In order to ensure that conflicts of interest are avoi-

according to the opinions of its stakeholders, and al-

ded, and in order to provide adequate control over

lows for the alignment of all the company’s business

practices and processes, Bunge Brasil maintains a set of

areas by establishing their shared commitments.

specific action policies.

GRI
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Bunge Brasil’s Sustainability Policy

via standard postal services. Employees may use these

GRI

4.4 and 4.6

online

4.6, 4.7, 4.9, 4.10, 4.11, HR6 and HR7

online

 he word “compliance” in English means complying with, satisfying or executing. A company that is in compliance is one that is conforT
ming to, that is, carrying out the internal and external laws and regulations applicable to it. For this to function correctly, all its employees have to be involved, always carrying out their tasks under the highest standards of quality and ethics.
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Sustentabilidade presente
no dia a dia da Bunge

“Associate business objectives with
socio-environmental responsibility
issues.”
All of Bunge’s business operations are governed
by the principle of socio-environmental responsibility.
From definitions for expansion in Sugar & Bioenergy

“Promote continuous improvement
of the environment and sustainable
development, applying management
principles, performance indicators
and environmental risk assessments.”
Bunge in 2011 adopted the sectorial supple-

to the possibilities for using post-consumer waste,

ment of the Global Reporting Initiative (GRI). In

with investments and opportunities for maintaining a

order to promote its practices, the company spon-

sustainable cycle for projects and partnerships.

sored the production of a Portuguese version of
the document, thereby extending access to it to

“Go beyond mere compliance with
local environmental legislation and
other requirements applicable to its
processes, products, and services.”
Bunge is one of the companies taking part in

other companies in Brazil. Through its Bunge Nature Program, the externalities of its operations were
duly mapped and registered, in order to try to
mitigate any impacts that might cause discomfort
in places where the company operates, focusing on

the Amazonian Soy Moratorium; in its processes,

solutions as well as complying with legislation or

the company looks for certifications that attest to its

internal norms regarding operational procedures.

performance in sustainability, such as the ISO 14000, a
qualification given by the U.S. Environmental Protection Agency (EPA), the National Commitment Seal and
the Bonsucro certification, as well as participating in
business agreements aimed at ending sugarcane field
burning; in terms of products, the company works
with biodegradable packaging and waste collection.
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“Invest in the development of
partners, who must understand the
concepts used and present their
vision of the process.”
A number of partners work with Bunge in
promoting sustainable development. These

include trade associations, NGO’s, public institutions, suppliers and customers who, between
them, form alliances on projects focused
on sustainability.

“Maintain an open and ethical
posture all activities and business
relationships.”
The company maintains its policy of atten-

“Demonstrate social responsibility,
aiming to fulfil expectations of the
communities in which it operates, and
encourage responsible use of natural
resources.”
The Private Social Investment measures adopted
by Bunge correspond to the activities assumed by the
company in the many communities where it operates.
These include programs and projects that provide

ding to 100% of the demands of the press.

these communities with direct benefits, such as social

Through materiality analyses, it promotes balan-

interactions and encouragement of local initiatives. In

ced and transparent communication on the main

addition, there is the maintenance of natural reserves,

subjects of interest. Furthermore, in the case of

such as Figueira Branca, located in the heart of the

the business and supply areas, its policy remains

Atlantic rainforest of Santa Catarina state.

one of full public disclosure in terms of its relationship with suppliers.

“Generate value, employment,
income and wealth for the
communities and for the countries
in which it operates.”
The company operates directly in 83% of

“Contribute to citizenship
development by means of actions
which enhances education and
knowledge.”
Through its Bunge Foundation, the company
works directly with voluntary groups of its employees in communities adjacent to its operations. The-

Brazil’s municipalities, purchasing locally in 80%

se include thousands of people who interact with

of these in the food production chain.

the programs.

GRI
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Commitments
GRI

HR6 and HR7

Bunge Brasil applies certain
public commitments to its activities and relationships that act
in support of its Sustainability
Policy. These include:
• Being a signatory to the Amazon
Soy Moratorium;
• Being a signatory to the Pact for
Eradicating Modern Slave Labor
in Brazil;
• Being a signatory to the Federal
Government’s Social Pact for Improving the Working Conditions
on Sugarcane Plantations;
• Refusing to purchase agricultural
produce originating in areas that
have been embargoed by Ibama,
the Brazilian Institute of the Environment and Renewable Natural
Resources. This is an independent
federal agency reporting to the Ministry of the Environment (MMA)
and responsible for implementing
the PNMA (National Environment
Policy), controlling and monitoring
the use of natural resources (water,
fauna, flora, soil etc.) and the concession of environmental licenses;
• Contributing to compliance with
the United Nation’s Millennium
Development Goals;
• Being active in the dissemination,
training, verification and recognition of Sustainable practices
adopted by its suppliers within
the chain of production.
GRI
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Transparency and
Interactivity
Issues relating to Sustainability
are dealt with in an open and transparent way in all of Bunge’s areas,
and this includes those issues linked
to the Sustainability of the business.
In such cases where an intermediate
authority is unable to reach an agreement over some issue or other, then it
is referred to the Executive Committee and to the collegiate body.
In such case where an issue has the
potential to impact operations outside Brazil, then it is discussed in conjunction with Bunge Limited. Bunge’s
structure itself, integrated and decentralized at the same time, facilitates
the process of decision making locally,
and offers a greater freedom of action, thereby guaranteeing a greater
receptivity among local producers,
customers and consumers. Similarly,
the alignment of activities guarantees
that everyone works with the same
goal in mind, which reinforces the importance of business integration.
The performance of initiatives
and practices of Sustainability is constantly being assessed and exacted by
the highest authority on governance, so as to achieve pre-defined goals
through a sharing of responsibility
and rapid decision-making.   
The quality and profitability gained from a reduction in the use of
raw materials and products and their
reuse and recycling at all the stages of
the value chain, are also part of daily
good practices. Bunge Brasil’s stakeholders are encouraged to interact
regularly with the Company, the result
of a culture that seeks dialogue with
all the links in this chain.

GRI

1.2
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Business
Areas
Integration created an
even more proactive
Company, focused on the
market and the needs
of its customers and
consumers in line with
its Sustainability Policy

B

unge Brasil is organized into the vice-presidencies of Fertilizers, Agribusiness & Logistics,
Food & Ingredients and Sugar & Bioenergy,

and three vice-presidencies in the support areas: Human Resources & Organizational Development, Institutional Relations, Communication & Sustainability,
and Finance. This new model, implemented in 2010,
and consolidated in 2011, managed to establish synergies between the different areas, integrate the businesses and incorporate best practices.

GRI

2.3

Integration and Sustainability
The major results from the integration process
are cost reduction, methodology and process improvement, gain in agility, strengthening of Bunge
Brasil’s presence in the markets in which it operates,
a concentration of efforts on strategic areas within
the Policy of Sustainability and the establishment of
the foundations for a new cycle of operational and
managerial excellence.
The Company maintains its goal of strengthening
its presence in the market, and concentrates its efforts
on strategic issues set down by the Policy of Sustainability. Leader in the purchase and sale of grains in Brazil, in the processing of soybean and wheat and in the
manufacturing of edible oils, the Company actively
promotes social development in the regions where it
operates, and encourages agricultural production that
respects the environment and labor rights.
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Constant Innovation
Innovation is the path to promoting sustainable development.

Payback – inova bunge
(R$ million)

By investing in the sharing of ideas, we develop
tools and processes that encourage our employees
to provide new solutions, to think and act differently in their day-to-day work, and to seek alternati-

22.77
14.82

20.91

2009

2010

ves in order to improve their work and deliver better quality products and services for our customers.
GRI
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online

2011

Inova Bunge
One of these tools is the Inova Bunge program,

It also includes the Escritório de Projetos (Projects

which includes the Banco de Ideias (Ideas Bank),

Office), which defines the process of transforming

that was established to receive suggestions for im-

ideas into concepts and, ultimately, into projects. It

provements in products, services and processes from

offers structure and governance that are dedicated

all the company`s professionals. In addition to ad-

to guaranteeing that those ideas selected are trans-

ding value for the client, Inova Bunge offers the

formed into feasible projects and, ultimately, into

possibility of increasing the company`s profitability

products and services that meet the needs of custo-

and productivity.

mers and consumers.

GRI

PR1

online

In 2011, INOVA Bunge generated over 3,000 ideas, of
which 453 were implemented. These ideas generated a
payback of R$22.8 million for the company, in savings
and/or revenues

29

Bunge Brasil in 2011
The year of 2011 proved that the structural changes implemented
by Bunge Brasil achieved their objectives in terms of quality and excellence. The synergy and integration between the different areas of the
business (Fertilizers, Agribusiness & Logistics, Food & Ingredients and
Sugar & Bioenergy) had reached new heights:
• The company spent, in December, R$180 million on the purchase of the brands Etti, Salsaretti, Puropurê and Cajamar,
with a strong and traditional presence in the South and Southeastern regions of the country.
• The inauguration of the Pedro Afonso Mill, and the investment in cogeneration worth US$2.5 billion announced for the
next four years in the market of sugar and energy, confirmed
the company’s strategy in the sector.
• The inauguration, in Ourinhos (SP), of Bunge’s first transshipment terminal for the Sugar & Bioenergy business.
• In May, the Cruz Alta unit, in the state of Rio Grande do Sul
was inaugurated, at a cost of US$24 million, with a production capacity of 300,000 tons p.a. and generating 300 direct
and indirect jobs in the area of Fertilizers.
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2.5 bi

US$

Will be invested until 2016 for
self-sufficiency in electricity
generation through cogeneration
Transformation Tools
In 2011, in the quest for operational excellence, the company also broke new ground in its management system in order to capture synergies
between business units and increasing the efficiency, the opportunities
and general quality of Bunge Brasil’s operations. These programs or projects include One Brazil, which promotes training and adequacy in relation
to the use of the ERP/SAP management system, Excelerate, which aims to
promote and accelerate continuous improvement in the services offered
by the administrative areas, ARROP (Asset Reliability and Reporting Optimization Program), and the NPS (Net Promoter Score), which is based on
industrial maintenance aimed at making the company’s operations even
more reliable and to contribute to obtaining global advantages.

Net Promoter Score (NPS)
The level of satisfaction of customers and consumers in relation to
the products and services offered by Bunge’s Food & Ingredients business is regularly measured by researching its activities, from the origins of the raw materials used, to the final product. The Net Promoter
Score (NPS) methodology is used, which puts interviewees in the role
of promoters, when they recommend Bunge products and services to
others, or detractors, when they are not satisfied and would not recommend them.

GRI

PR5

online
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Business Area Performance

Agribusiness
& Logistics
GRI

2.1

online

“By participating in the construction of Brazil`s
infrastructure, we aim to contribute to the accessibility
of the farmer to the markets. Consequently, we are
also participating in the country’s social development,
by improving the lives of people. If a town develops,
Bunge is making its contribution. Infrastructure is what
promotes all this improvement in the distribution of
income in the countryside.”
Murilo Braz Sant’Anna (vice-president of Bunge Brasil’s
of Agribusiness & Logistics business)
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Bunge’s Agribusiness business is the market leader in this sector
in Brazil. It operates in the origination of soybeans, wheat, corn, cottonseed, sorghum and sunflower, in the processing and exportation
of these grains, and in the production of products for animal feed. In
2011, the Agribusiness segment traded a total of 18.6 million tons of
agricultural commodities.
Logistics operates in a segment that is strategic to for the Company, which is active in the exportation of grains and sale of fertilizers to farmers across Brazil.
Bunge is one of the largest transporters of cargo in Brazil.
Annually, there are around 900,000 trips of trucks, which circulate
around the country’s roads transporting the Company’s inputs and
products, and 170,000 trips of wagons, 350 trips of barges and
700 scales of ships, transporting grains, vegetable oils, fertilizers
and sugar, among others. The Company is also present at the country’s
major ports, equipped to receive imported wheat and fertilizers, and to
export soybean, sugar, corn and derivatives as well as a variety of other
products. To accomplish all this, Bunge maintains a network of silos, warehouses (one of the most extensive structures of grain warehousing facilities in the country), cargo and transshipment terminals, as well as a large
fleet of trucks and extensive use of outsourced services.
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In 2011, this business took advantage of synergy with other business
units and boosted the pride of its employees in their work by improving its
management model and implementing new technical standards. As a result, there was an increase of gross sales of the business unit, with better results than the previous year. The area maintained its contribution to social
and economic development, extending its networks of storage, creating
new logistical opportunities and bringing farmers closer to their markets.
Relations with producers were strengthened in 2011. The business became an even stronger partner to farmers and the culture of the countryside and, through the integration with other Bunge divisions, could now
offer new solutions especially formatted to the needs of customers and
to sustainability. Operating in eight major regions, home to a further 30
mesoregions, this business area always respects the characteristics of each
one of them. Segmentation had finally arrived in the countryside, and is
now the business’ big hope for the coming years. It also contributed to
the professionalization and technical training of this market. In partnership with producers, it established new standards of productivity, operation, citizenship and of sustainability. Efficiency, profitability and growth
were the key elements that the business disseminated among its clientscustomers and that were expanded in 2011.

Reactivating the Ponta Grossa Unit
One of the most traditional industrial plants of Ponta Grossa (PR),
Paraná state’s agricultural center, was reactivated in February of 2011
by Bunge. The town’s soybean industrialization unit, deactivated in
2009, began operating again. Of the 80 professionals hired by the
unitto work there, 75% were former collaborators (employees), which
is evidence of the satisfaction that is clearly felt in working for Bunge.

Effects of Drought in Businesses
In grain origination (acquisition) operations, the harvest of the
country south region suffered estimated losses of more than 8 million
tons of grain, which led to greater dependence on Bunge’s operations
in the Midwest, trying to balance the recurrent risks.

2012 Outlook
To gain a leading and sustainable position of leadership in the origination (acquisition) of grains by means of:
• An efficient risk management;
• Efficient logistical flow management;
• Operational excellence;
• Intense local and global integration;
• Backing from people with high levels of performance and motivation.
GRI
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Synergy with other business
units and consolidation of
new management model
narrows the relationship with
the farmer. Bunge Brasil has
become even more partner
of the rural producer
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Business Area Performance

Fertilizers
GRI

2.2

online

“In the coming years, Bunge Fertilizantes will be much
closer to the Brazilian farmer. To accomplish this, it has
been necessary to redefine the mission and strategy.
Our mission is to provide productivity solutions for
the Brazilian agribusiness, achieving better and more
profitable crops.”
Daniel Maldonado (vice-president of
Bunge Brasil`s Fertilizers business)
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Liquid fertilizers were the major
release in 2011. They increase
the efficiency of nutrients use
due to some factors, such
as easier handling, better
distribution in the soil and
greater agronomic efficiency
by using combined sources
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A national reference in fertilizer for agriculture, livestock and forestry, Bunge, one of the country’s main companies in the fertilizer
market, sold its products directly to around 17,000 rural producers
across Brazil, under the well-known brands Serrana, Manah, and IAP.
Considering cooperatives and resale activities, the number of producers using Bunge products was exponential, thanks to the fact that
this business maintains processing units and distribution centers located in strategic points around the country, so as to ensure that its
products are available anywhere and everywhere in Brazil.
Focusing on a service provision that is differentiated and aimed at
sustainability, the Fertilizers business has its own highly trained technical and sales teams whose job it is to establish relationships based on
confidence and partnership, offering support, in relation to best practices and land management, to ensure soil fertility, which is considered
a great differentiator when it comes to Bunge Brasil`s relationship with
its customers. In 2011, five million tons of fertilizers were sold in total.
Consolidating the transformations that had begun in 2010, this business area changed the way in which it relates to and does business
with its rural farmer-customers, taking advantage of the process
of synergy under way between the Company’s businesses aimed at
reducing costs, focusing on professional experience and on the dynamic agility of market practices and commercialization, and offering
solutions directly to end-customers. This helped bring the Fertilizers
business area closer to the Brazilian farming community.
This innovation also extended to the administrative and commercial areas, through the definition of new processes and new systems
of pricing better suited to the reality of Brazil’s different regions. The
business began to sell productive solutions, and new products
were launched, such as liquid manure, foliar fertilizers and a
complete line of hydrogenated products.

38

Bunge 2012 sustainability report

Bunge Brasil offers innovative
solutions directly to its customers.
This solutions are always attuned
to the needs of producers.

Inauguration of the Cruz Alta plant
The Cruz Alta unit, a new Bunge fertilizer plant, was inaugurated
in May, in Rio Grande do Sul state, one of the country’s leading agricultural centers. With a capacity to produce 300,000 tons per year, the
unit generated 300 direct and indirect jobs and cost in the region of
US$24 million. Considered the most modern plant of its kind in Brazil,
it will produce granulated mixtures (NPK) under the brand names of
Serrana, Manah and IAP, as well as differentiated lines, such as Turbo
Serrana, Fertiap and Fosmag Manah.
The construction of this unit formed part of a strategy aimed at optimizing solutions, speeding up deliveries and guaranteeing a high level of
quality of the productive processes. Its privileged location will enable the
unit to supply, in an efficient and rapid manner, farmers throughout the
northwest region of the state. The region is also important logistically, in
terms of the Mercosur trade block, thanks to its position as a main connection hub for the rail and road networks of Brazil, Argentina and Uruguay.
Measures to protect the environment, such as procedures for discarding and reusing materials and selective waste collection, were introduced both into the process of its construction, as well into the
unit`s operations themselves. The introduction of the Safety and
Occupational Health Management System was also in line with the
company`s proposal to invest in the well-being of its employees.

2012 Outlook
To be the leader and most profitable company in the importation and
distribution of productive solutions to Brazil`s agribusiness, by means of:
• Logistical capacity;
• Strategic assets;
• Brand value;
• Team excellence.

GRI
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Business Area Performance

Sugar
& Bioenergy

GRI

2.2

online

“Crop failures have given us a challenge of how to
optimize management and operating processes in
order to adapt the business to opportunities in the
market, thereby minimizing the risks. The challenge
is not to produce more sugarcane, but to optimize
our productive processes. The great surprise has been
the potential harvest in Pedro Afonso, in the northern
region of the country.”
Ricardo Santos (vice-president of
the Sugar & Bioenergy business)
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Ever since 2006, Bunge has been involved in the commercialization of sugar, ethanol and the cogeneration of
energy. It has eight sugarcane mills, more than 200,000
planted hectares and investments that are projected at
around US$2.5 billion, for the period between 2012 and
2016. Its first unit, the Santa Juliana mill, in the region
known as the Triângulo Mineiro, was purchased in 2007
and, two years later, construction was begun on the Pedro Afonso plant (TO) – both in partnership with Japan’s
Itochu, one of the largest trading companies in the
world. Pedro Afonso is Bunge’s first Greenfield1 unit in
Brazil. At the same time, the company bought a majority
stake in the Monteverde mill, in Ponta Porã (MS), and
took yet another major step in consolidating its position
in this segment in December of 2009, by acquiring MoemaPar, a group with five sugarcane mills located in the
states of São Paulo and Minas Gerais (Moema, Itapagipe,
Frutal, Ouroeste and Guariroba).
The eight mills have the capacity to process
around 21 million tons p.a. Together, the mills generated 543,000 megawatts/hour in 2011, enough
to supply 300,000 residences.
4

mills have the
capacity to process
21 million tons/
year into sugar
and ethanol

 plant projected and built on land that has no infrastructure in place, not
A
even agricultural activities of any kind.

41

The Pedro Afonso Plant
In July of 2011, Bunge inaugurated its Pedro Afonso plant in the interior of Tocantins state. A total of R$600 million was invested in this project, with its initial milling
capacity running to 2.5 million tons of sugarcane p.a. The unit is located on a plot of
land covering 94 hectares in a rural zone of the municipality of Pedro Afonso.
The plant uses the most cutting-edge technolgy, its planting and harvesting is fully
mechanized, and furthermore, it takes full advantage of its sugarcane bagasse to produce electric energy, in a process known as cogeneration.
It will produce ethanol, sugar and highly efficient electric energy through the
industrial processing of sugarcane. The plant’s productive process is divided up into
two phases: in the first, production is 100% concentrated on ethanol, for the domestic market and exports; in the second phase, sugar and energy are also produced. The
implementation of the second phase, projected for between 2012 and 2014, should
double the plant’s productive capacity.
Pedro Afonso marks the consolidation of the joint venture between Bunge and
Itochu, one of Japan’s largest global trading companies. For this initiative, 80% of
the financial resources have come from Bunge and 20% from the Japanese Company,
Bunge’s partner too in the Santa Juliana plant, Minas Gerais state, since 2008.

Climate Variation
A series of climate variations led the company to suffer the effects
of the crop failure of 2009 and 2010, caused by drought in areas where the business had planted and replanted areas and operating plants.
The productivity of the sugarcane plantations fell in 2011, and the
challenge then faced was how to optimize assets and achieve operational excellence, so as to overcome the impact of the drought and
circumvent the problem by adapting to the opportunities available.
In 2011, the product mix between sugar and ethanol varied according
to the market, and price was viewed as the key factor in the operation’s
success. The Company also increased the operational efficiency of its
units by investing in competencies, training and equipment.
Bunge expanded its business by extending the planted areas at its
units, and through the opening of the Pedro Afonso plant, its eighth
producing sugar and bioenergy producing, and the company’s first
Greenfield greenfield plant, in Brazil.
Bunge anticipated the state of São Paulo’s agro-environmental protocol, which requires that by 2014, the practice of
burning fields in preparation for planting should be phased
out. The company finished the year with almost the whole of its crop
mechanized, and with its labor force fully utilized.
For sugar and ethanol, there is already a global standard accepted
and recognized by the markets, the Bonsucro. Bunge already has two
of its plants certified by this standard, which establishes criteria for
sustainability in the management of sugarcane crops, creating more
reference on topics such as use of natural resources, conversion of
vegetation and compliance with environmental laws, among others.
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Development for the region
The Pedro Afonso Project generated a large number of jobs with business sustainability. In
the first phase, 1,400 direct jobs were created, 3,000 indirect and a further 1,700 people
worked on the construction of the plant itself. An example of the company’s commitment to
Brazil, the endeavor contributed to stimulating and accelerating economic growth in the state of
Tocantins, as well as in the whole region, attracting too, other investors as a byproduct (for details,
visit: www.fundacaobunge.org.br/projetos/comunidade-integrada).

GRI

EC9

The plant will have capacity to produce 180 GWh of energy p.a. and, as from 2013, may contribute
to the supply of electric energy to the state of Tocantins. More than US$20 million have been invested in
the process of cogeneration, which involves the burning of the bagasse (production waste) to generate
electricity. Part of this energy will be used internally to run the plant, meaning that the unit will be self-sufficient in its energy needs. The remainder may be used to supply the national electricity grid, with
sufficient capacity to supply the needs of thousands of residences.

GRI
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Sustainability and Respect for the Environment
The unit carries out selective waste collection, and the waste products of the industrial process (vinasse or stillage and solid waste from the sugarcane cleaning process) are fully utilized in the fertirrigation
(a technique of fertilizing using water from irrigation) of the sugarcane plantation. Of the whole planted
area, 5,000 hectares are irrigated, including through the use of the largest irrigation pivot in the world,
of more than 1,300 meters in length, to reach an area greater than 500 hectares.

The certification is applicable to 51% of total ethanol production and
49% of sugar production of Moema Plant and to 53% total ethanol
production and 47% of total sugar production of Frutal Plant.

Support for Research Projects for the Genetic
Improvement of Sugarcane
Bunge invests in technology in order to guarantee the competitiveness of its Sugar & Bioenergy business in the international markets.
The year of 2011 marked the start of a new partnership between Bunge and Solazyme Inc., an industrial biotech company that produces
renewable oil and bioproducts from microalgae. This should result in a
collaboration to produce oil and biomaterial on a large scale, not only
for the production of biofuels, but also as a substitute for petroleum
and vegetable oils in a wide range of products.
In 2011, the Company maintained its funding of four major sugarcane research projects run by the following institutions in Brazil: Canavialis, Instituto Agronômico de Campinas (IAC), Centro de Tecnologia
Canavieira (CTC) and the Rede Interuniversitária para o Desenvolvimento do Setor Sucroalcooleiro (Ridesa). Some of these entities have been
working for decades on the genetic improvement of sugarcane, and
have developed some of the most popular varieties used commercially
in Brazil. These institutions study genetic crossbreeding and develop
new techniques for planting, pest control and many other initiatives.
In addition to funding research projects, Bunge also works on the
development of these initiatives, carrying out tests on varieties on the
Company’s own land, in order to identify the best kind of soil for each

2012 Outlook
•T
 o become the leading global player in
this sector, fully integrated and flexible,
and benefitting from Bunge’s experience and its assets.
• To optimize existing assets.
• To achieve operational excellence, especially in the agricultural business area.
• To develop global partnerships.

GRI

1.2

variety to thrive in.
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Business Area Performance

Food
& Ingredients
GRI

2.2

online

“The business had its best year ever in terms of
economic results.”
Gilberto Tomazoni (vice-president of
the Food & Ingredients business)
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Quality and tradition define the products made
and sold by the Food & Ingredients business. Its many
product lines serve end-consumers and the food sector, including restaurants, bakeries, confectioners
and industries. Bunge is the market leader in the
segments of margarines, bottled oils, flours and premixes for bread making.
In terms of end-consumption, its brands include
Delícia, Primor Cyclus, Soya, Salada, Andorinha, Cocinero and Soleada, for margarines, mayonnaise, vegetable oil, special oil, olive oils and rice. In the confection, bakery and meals sector, it also sells flours,
premixes, vegetable fat, chocolate and icings, under
the brands Gardina, Ricca, Suprema, Cukin, Primor
and Soya; and, aimed at more specialized industry, it
has the brands Probisc, Promac, Prospecial, Promult

Established brands integrates
the portfolio of Bunge, which
is market leader in margarines,
oils, flour and baking

and Profry, among others.
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The excellent performance witnessed in 2011, with changes in
attitude, processes and dissemination of the concepts of efficiency, was
fundamental to the growth of the business` earnings. In terms of economic results, it was the best year ever for the Food & Ingredients business, especially in the line of flours, which achieved an expressive result
thanks to the development of increasingly more practical products, and
ones that were aimed at healthy eating, such as whole-wheat flours.
Efficiency, profitability and growth were key concepts in the success of the operations. The business’ employees experienced the
change in the management process to a standardization of best practices, as well as the search for excellence in the industrial, commercial
and logistical areas. This resulted in the creation of a more dynamic
business: more specialized and adapted to the needs of customers and
consumers alike.
After developing, in 2010, four new products aimed at the professional and domestic markets, in 2011 Bunge gained an even greater
market focus. It registered a 50% increase in the number of customers buying direct, without going through a distributor or wholesaler.
The sales team was better trained and equipped.
The business’ margarine line obtained greater market share,
while that of mayonnaise went through a major restructuring that
included the launch of a new brand in the segment: Salada.
The year was especially marked by Bunge’s entry into the tomatobased products segment, which helped strengthen the business’ portfolio of consumer products.
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Tomato-based Products
In May of 2011, the company announced its entry into the
tomato-based products segment, through its brand Primor, mainly
concentrated in the North and Northeast of Brazil and, in December,
announced the acquisition of the Hypermarcas food business, which includes the brands Etti, Salsaretti, Puropurê and Cajamar and an extensive
product line of sauces and concentrated tomato paste, soups, sauces and
flavorings, and ready-made and instant meals.
The cost of the acquisition, totaling R$180 million, included the acquisition of a plant in the town of Araçatuba (SP), which is also home to the
Distribution Center, employing around 250 employees.
By incorporating into its portfolio traditional, strong brands and in
the South and Southeast of the country, Bunge was able to increase its
participation in the tomato-based products segment, thereby strengthening its portfolio of consumer products as a whole.

2012 Outlook
• Over the long term, to become the biggest and

Efficiency
The business seeks operational and management excellence by promoting programs that are both targeted and focused.

the best food and ingredients company in Brazil.
• To be market leader in the segments in which
it operates.
• To have products desired by customers.
• To have brands admired by customers.
• To employ a team made up of the very best
professionals.
• To be a leader in Sustainability.

GRI

1.2
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Value Chain

and Sustainability
Bunge is integrated from the field to the table.

From Field...

Fertilizers

Bunge has a team of more
than 22,000 people
(Fertilizers, Agribusiness &
Logistics, Food & Ingredients
and Sugar & Bioenergy).

The company produces around
5 million tons of fertilizers per year.
Some 10 million hectares are fertilized,
what equals to 70 million tons of
agricultural products that cater tables
in Brazil and abroad.

Sugarcane
plantation

Other crops

Mill

21 million tons

16,600 growers

of sugarcane: that is the
annual processing capacity.

supplied Bunge Brasil in
2011. The company promotes
better practices to decrease
environmental impacts.

Sugar
Ethanol

In one year, Bunge
produces enough
ethanol from sugarcane
to fuel 350,000
vehicles per month.

City

Co-generation

The sugarcane bagasse is
used to generate electricity
that would be enough
to light around 300,000
households per year.

Ports

Grain
transportation

900 thousand

truck trips, 170,000
railroad journeys,
350 trips of barges and
and 700 scales of ships
per year. Bunge is one
of the top cargo
transporting in Brazil.

Plants

93%

of Direct Energy
derives from
renewable sources.

Products

Portfolio of more than 1 million
tons of products designed to
meet food industry needs. The
diversity of portfolio provides
Bunge the most complete range
of products for this sector.

Bunge Foundation

Recycling

... to table!
Around 50,000 people
involved. The Bunge
Foundation develops
several projects and
educational activities.

Bunge’s food brands are present
at about 44 million Brazilian
homes, or 77% of the total
households in the country*.
*Source: Kantar World Panel, 2010

Bunge has programs to recycle
used cooking oil and packages.
In 2011, 300 tons of oil and
36,000 bottles (PET) were
collected in 1,066 voluntary
delivering sites. The oil is used
in the production of eco-soap
and biodiesel.

Bunge Brasil’s
Sustainability Platform
A global effort
to ensure
that business
performance
is aligned with
the needs of
sustainable
development

T

he Sustainability Platform translates into a global effort by Bunge to
ensure that business performance is fully aligned with the needs of sustainable development. Thus, four fronts have been established, consid-

ered as the most important in terms of the Company’s activities, which encompass the performance indicators for the whole of its value chain:
Sustainable Agriculture – With the exception of part of
sugarcane used in its Sugar & Bioenergy business, Bunge buys
its raw materials from rural producers. In order to promote
the sustainable field production, Bunge strives to provide
awareness and training to its rural producers to help them
reduce their environmental impact and maximize the efficiency
in the use of natural resources, as well as being committed to
procedures in its relations with rural stakeholders that ensure a
greater degree of security in terms of future supplies.
Climate Change – This may cause a significant impact on food
production around the world, which is why Bunge considers
this to be a key-factor in its Sustainability analyses and management of its performance.
Healthy Diets – As a producer of food, Bunge assumes its role in
supplying food products that are safe and beneficial to health.
Bunge works hard to identify the needs of customers and to
offer the market ever better and healthier food products.
Waste Reduction – All the company’s productive activities are
liable to generate an impact. The development of mechanisms
and processes to reduce waste from industrial processes, and
to increase the rational use of water and other non-renewable
resources, all come within the scope of operational efficiency
management.

GRI
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Sustainable Agriculture
Responsible agriculture is a concept that gains ground within Bunge from year to year.
To ensure that end-products are controlled and subject to best practices from their very origins, the company is present throughout the process, from field to table, and as a supplier
to other agents in the productive chain.

Targets and Results

To exert greater control in relation to Ibama embargoes,
maintaining the company’s value chain free of any pro-

Bunge Brasil, in 2011, gave continuity to the pro-

ducts that might have originated in areas suffering ille-

cess and promotion of sustainable development in all

gal deforestation as registered by the entity

the links of the value chain. In the case of the pillar of

• Target achieved – the total number of pro-

Sustainable Agriculture, it made every effort to pro-

ducers black listed from dealing with the

mote initiatives aimed at instilling awareness among

company fell from 1,873 to 844, showing that

suppliers and customers alike, and at investment in

producers are increasingly aligned with environ-

innovation and research. Its targets were as follows:

mental requirements and their responsibilities.

To invest in education and environmental awareness

To develop tools that help producers become more

• Target achieved – Bunge offers precision agri-

sensitive to questions of sustainable agricultural

culture services, a technology that identifies the

• Target achieved – in addition to maintaining its

ideal dosage of fertilizer that should be applied.

partnership with Embrapa (the Brazilian Agri-

Customers also have access to recommended fer-

cultural Research Corporation), which helped in-

tilizer application and soil correction services, as

crease the number of tools available to producers,

well as investments in environmental protection,

the SojaPlus Program was also consolidated on

education and training.

this front. For the future, Bunge is studying new
partnerships that should be able to significantly

To exert greater control over areas at risk of labor

extend these measures to other farmable areas.

uses, including working conditions that are analogous to slave labor

To stop the origination of soybeans cultivated in areas

• Target achieved – the company maintained a

deforested after July 2006 in the Amazonian biome

100% black listing of producers who failed to respect

• Target achieved – Fifteen producers were

the voluntary pact imposed by Bunge. In 2011, four

blocked from dealing with the company for failing

new black listings were imposed, but the total num-

to respect this commitment by Bunge. In the coming

ber of producers black listed from dealing with

future, however, this initiative is expected to undergo

the company dropped from 64 to 27, suggesting

a review in the light of the new Forestry Code, which

that farmers are increasingly aware of the need to

is designed to become a new tool for increasing go-

comply with proper and legal working conditions.

vernance in the area.
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Awareness and Training
In order to encourage good practices in the field, Bunge works with a team of
agricultural specialists and through a number of institutional partnerships. Directly,
the team organized some 60 events in 2011, aimed at promoting good agricultural
practices (balanced fertilization, no tillage, crop rotation and plantation management,
reaching 6,500 farmers). Institutionally, two partnerships are worth a special mention: the iLPF (Plantation-Livestock-Forestry Integration) program, run in conjunction with Embrapa, and the Soja Plus program, with Abiove (Brazilian Association of the Vegetable Oil Industry) and Aprosoja (Association of Soybean
Producers of the state of Mato Grosso).

The iLPF Program: Sustainable Food
The iLPF program received R$2.5 million from Bunge during the period
between 2008 and 2011. The program’s objectives were as follows:
• To produce food, and renewable energy from sustainably produced timber;
• To reduce environmental impacts resulting from agricultural activities;
• To preserve and protect Forest Reserves and set aside forests;
• To recoup degraded areas, creating the proper conditions for farming and
so reducing the need to deforest new arable lands;
• To increase the crop yields and improve the efficiency of inputs used in
production;
• To make it easier to certify and trace the origins of agricultural products;
• To generate employment, income and better conditions for rural producers.
Thanks to their partnership, some 20 Embrapa publications were
edited and URTs (Units of Technological Reference) set up across Brazil’s regions and biomes, with around 3,000 hectares demo plots to
show different iLPF systems. The results have provided growers and
society as a whole with economic and environmental benefits, avoiding environmental negative impacts, especially in environments with
limited biodiversity, such as large regions dominated by monoculture.
More information about this system can be found at http://ilpf.cnpms.
embrapa.br/.
Bunge signed a new partnership with Embrapa and, from 2012 on,
new projects will be set up to encourage sustainable agriculture in
Brazil.

GRI

EC2
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The SojaPlus Program: Agricultural
Management and Best Practices
The SojaPlus (Brazilian Soybean Economic, Social and Environmental Management Program) is a movement aimed at disseminating best
agricultural practices and management among growers. Its purpose is
to show them how they can better manage their properties in terms
of environment, labor, productivity, quality and social responsibility.
Partners of Aprosoja (Brazilian Association of Soybean Producers) in
the program include: Abiove (Brazilian Association of Vegetable Oil Industries); Famato (The Federation of Agriculture and Livestock of the
State of Mato Grosso; Embrapa (Brazilian Agricultural Research Corporation); UFV (The Federal University of Viçosa); IAS (The Social Cotton
Institute); Crea/MT (The Regional Council of Engineering, Architecture
and Agronomy of the State of Mato Grosso), and other entities.
In 2011, a total of 1,500 soybean growers from the state of Mato
Grosso benefitted in some way from the SojaPlus program, either through
the supply of teaching material, holding of workshops in the field, technical assistance or through a variety of courses that were provided. The program’s first module dealt with labor laws, health and occupational safety.
A total of 19 Health and Safety in the Rural Workplace workshops were
also held, which attracted some 800 participants, as well as a partnership
with Senar-MT (National Service of Rural Learning), which organized 23
courses on Regulatory Norm 31 (NR-31) that deals with the quality of life
in the workplace, and which attracted around 700 participants.
In 2012, the program is being extended to the states of Bahia,
Minas Gerais and Paraná. More information on the SojaPlus program
can be found at www.sojaplus.com.br.
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Enforcement
While recognizing and encouraging best practices, Bunge understands that one must adopt strict criteria in order to guarantee compliance with sustainable practices. All of Bunge Brasil’s suppliers are
evaluated in relation to compliance with practices regarding human
rights and 100% of significant investment agreements have clauses relating the respect for human rights. Those growers who fail to comply
with environmental legislation (and then, included in public blacklists);
those who disrespect voluntary pro-sustainability agreements (such as
the Soy Moratorium and the Pact for Eradicating Modern Slave-like
Labor) or contractual clauses that deal with environmental and labor
legislation are subjected to sanctions, such as the suspension of purchase contracts and a ban on supplying fertilizers, and are automatically blacklisted by the Company:

GRI

HR1, HR2

online

Growers blacklisted in 20115
Ibama: 203
Soy Moratorium: 15
Slave Labor: 4
5

In a universe of more than 16,600 rural producers with whom Bunge worked directly
during the period.

Total of Growers who remained blacklisted in 20116
Ibama: 844
Soy Moratorium: 88
Slave Labor: 27
6

In a universe of some 60,000 producers with whom Bunge maintains in database.

The recovery of Brazilian biomes to ensure a balance between areas
of agricultural production and natural environments is another focus
of Bunge’s activities. During 2011, a number of projects were launched
with the aim of protecting the Cerrado (Brazilian savanna), the Amazonian Biome and the Atlantic Rainforest.

1,500

farmers from Mato
Grosso have been attended
by Soja Plus Program
55
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The Soy Moratorium: A Voluntary Initiative
One of the main voluntary tools utilized by Bunge has been the sectorial movement defined as the Soy Moratorium. Starting in 2006, this
moratorium has been renewed on an annual basis and applies to the purchase of soybean cropped in regions that have been deforested in the
Amazonian biome since July 2006 on (i.e. encourages the non-purchase
of such soybeans). This is effectively a provisional measure, which goes
beyond mere legislation, and which has sought to mitigate the effects of
deforestation that would occur if soybean farming were allowed to expand further in this region, although permitted by law. In order to ensure
that such grains are not purchased, areas that have been chosen as being
centers of expansion are monitored via satellite, thanks to a partnership
with INPE (Brazil’s National Institute for Space Research). Field trips are
carried out, thereby creating a form of identifying each region, using a
methodology that has been approved by the Soy Working Group, made
up of the other companies participating in the initiative and important
environmental NGOs, as well as government entities.
This Moratorium has proved that soybean farming is not a direct factor
in inducing deforestation, since the area occupied by soybean in such cases
corresponded, in the period up to 2011, to just 0.28% of all the land that
had been deforested as from 2006. Brazil has a total surface area equivalent to more than 24 million hectares of which 1.94 million hectares are
located in the Amazonian biome. The area of deforested land occupied
by soybean plantations during the period of the Moratorium was
equivalent to just 0.05% of the total area planted with soybean in
the whole of Brazil, and to 0.6% of the total soybean planted area in
the Amazonian biome. More information on this subject can be found at
http://www.abiove.org.br/ss_moratoria_br.html.

GRI
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2006

Since
Bunge is part of the Soy
Moratorium and does not
buy the grain that was
cropped on deforested sites
inside the Amazon Biome
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Policy on Biodiversity and Land Use
Since 2010, Bunge, in consultation with stake-

Promote best practices

holders from Brazil and other nations, began de-

• Bunge believes that identifying and communicat-

velopment of a corporate policy governing the

ing best practices among its suppliers, including the

company’s evaluation of biodiversity and land use

recovery of degraded land, is key for promoting

considerations in its strategic and operational deci-

sustainability.

sion-making. Work on the policy and related action
plans is ongoing.

Broad solutions and local people

The 2011 Stakeholders Panel took up discus-

• Bunge encourages the execution of Ecosystem Ser-

sion of the policy and related topics, which were

vices that lead to a social and environmental en-

deemed by the majority of panelists to be highly

hancement in the communities where we operate.

important given their relevance and applicability to

•T
 he company recognizes the right of small holders

Bunge’s business.
The key tenets of the policy on biodiversity and
land use include:

and indigenous people to a proper livelihood and
support their participation in the business, promoting social responsibility and compliance with
best practices approved by official bodies.

Improve measurement and insights
• Bunge is aware of its responsibility due to sourc-

Biotech and biofuels

ing activities and impacts on biodiversity and land

•B
 unge will support research and the adoption of

use, and supports the efficient use of natural re-

Technologies that encourage sustainable agricul-

sources to provide the quantity and quality of

tural practices. The company considers that bio-

food and feed to meet global needs.

technology, when appropriately applied, may be
a tool to improve output while diminishing the

Ensure marketability of products
• The company targets the acceptable standard of for-

use of scarce natural resources, such as water, land
and nutrients.

est use that guarantees availability of land for agri-

•B
 unge supports the development of a global biofuels

cultural production, in compliance with local legisla-

industry built on the principles of sustainable produc-

tion and in consideration of Bunge standards.

tion and consumption, balancing the demands of
food, feed, fuel and fiber.

GRI

4.8, 4.9, 4.10 and 4.11

Ensure strategic readiness for standards
• The company will be ready to comply with market certification if demanded and compensated
by customers.

Conformity
Bunge products conform to applicable legislation in Brazil, and, in the case of exports, to ANEC
standards. The Company participates in sustainable
initiatives by endorsing the SojaPlus program, a sector development aimed at the improved training of
Brazilian rural producers in the concept of sustainable production.
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Steering Committee of the Natural Value Initiative (NVI)
In 2011, the company was similarly transparent in relation to its potentialities and evolutions on the subject of biodiversity, participating in the Steering Committee of the Natural
Value Initiative, which is a tool for making a financial assessment of the impact on biodiversity,
developed by the FFI (the Fauna & Flora International NGO), backed by the UNEP (United Nations Environment Program) and, additionally in Brazil, by the FGV (Getulio Vargas Foundation). Initially, Bunge presented an evolution of the tool’s application during the Annual Ethos
Institute Conference, in a panel with John Elkington (SustainAbility, London) in 2010, on the
subject of biodiversity, and once more broached the subject publically in 2011, at events to
which it was invited. The main points covered included indirect dependencies on environmental services (agriculture) and tools for impact mitigation (via governance in the supply chain).
The final NVI report was launched in November of 2011, and sought to enable a responsible assessment of investments in operations that have an impact on biodiversity.
Additional information can be found at www.naturevalueinitiative.org.

GRI

1.2 and EC2

Modernization and Employability
Bunge presently has an installed capacity to produce 21 million tons of sugarcane,
which should rise to 30 million tons by 2016, and 40 million by 2020. The plan is to have
100% of the land mechanized, to stop the use of burning previous to harvesting and to
extend the mechanization to planting and replanting. At the moment, the company is
in the midst of turning its workforce from manual to mechanized harvesting. An end to
manual harvesting will result in better working conditions and increased productivity
among existing employees, with the capacity to work plantations double the size they
are today. The prospect of ending the manual harvesting of sugarcane is already a reality
and has already reached a level in excess of 90%.

GRI

1.2, HR1 and HR2
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Climate Change

GRI

EC2

Climate change can have a significant impact on the production of food across the
globe. Hence, Bunge treats this subject as a key factor in its Sustainability Platform.
In taking precaution against such impacts, Bunge blocks the limitation on its capacity
to produce food and bioenergy and avoids losses resulting from big swings in the prices
of agricultural commodities, or resulting from changes affecting producers who trade
with the company.
The production of food and fertilizers with lower Greenhouse Gas emissions represents one of the main challenges facing Bunge. The target for reducing its emissions of
greenhouses gases, in Bunge Brasil’s case, is 1%.

GRI

EC2
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Goals and Results
In 2011, Bunge Brasil maintained its efforts to reduce greenhouse gas emissions, by developing mechanisms
to reduce the impact of its activities and by promoting initiatives and processes that could contribute to the improved quality of food production. The goals were as follows:
The Food business should use 100% timber culled from planted forests in the composition of its renewable sources, by the end of 2012, in its energy matrix
• Target achieved – This target was brought forward, as this business area achieved its target ahead of
schedule, in 2011.
Stop burning in sugarcane plantation prior to harvesting
• Target in process – Bunge anticipated the agro-environmental protocol set by the State of Sao Paulo, that
established the end of burning practices by 2014. The company finished the year with more than 90% of
its harvesting process mechanized. The target for the end of 2012 is to have 100% of its arable land which is
subject to mechanization, harvested without the use of burning.
To reduce emissions by 1%, based on the assessment from 2010 to 2013, for the Food and Fertilizer businesses
• Target in progress – The Food and Fertilizer businesses reduced their emissions by 20% in relation
to 2010. This reduction was mainly due to an increase in the use of biomass in the company’s energy matrix, to a
reduction in the consumption of fossil fuels and to the seasonality of emissions resulting from the consumption
of electric energy from the National Interconnected System.
To reduce the consumption of water by 5%, based on the assessment from 2010 to 2013, for the Food and Fertilizer businesses
• Target still in progress – No reduction in the consumption of water was registered from 2010 to 2011.
Bunge Brasil is working on this to try to identify opportunities for reduction, which continue to be assessed in the
company’s industrial production processes.

60

Bunge 2012 sustainability report

GRI

1.2

online

Emissions

GRI

3.9, EN16 and EN17

The total of direct and indirect emissions of Greenhouse Gases (GHG) in 2011 was 20%
lower than in the previous year, when considering the Food & Ingredients and the Fertilizer businesses. This reduction was due, primarily, to an increase in the participation of
Biomass in the company’s Energy Matrix, to a reduction in the consumption of fossil fuels
and to the seasonality of emissions resulting from the consumption of electric energy from
the National Interconnected System. In 2011, with the coming on line of Bunge’s newly
acquired plants, and through a consolidation of the management practices applied to existing plants, the first survey of emissions was carried out, which also took into account
agricultural operations. A comparison in relation to the evolution of all the company’s
operations will only be available as from the next report to be published.

Total Emissions (tCO2eq)

* Food and Fertilizers.

284,040

N.B. The scope of Bunge Brasil’s GHG Emissions covered the
following operations:
• The Fertilizers Business Unit: All its industrial operations.
• The Food Business Unit: covers the industrial operations of
Crushing & Edible Oils.
• The Sugar & Bioenergy Unit: took into account the industrial
processes and the consumption of fuel at the agricultural
operations of all its plants. The emission data of this busi-

91,443*

ness unit only began to be collected in 2011.

72,933*

2010

2011
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This survey deals with gases emitted through the generation of
vapor by boilers, and gases emitted indirectly, through the consumption of electric energy by plant operations as well as by machinery
that is directly related to productive operations. From 2011 onwards,
the calculation of Bunge Brasil’s GHG emissions follows the methodology established by the Programa Brasileiro dos Gases de Efeito
Estufa (Brazilian GHG Program – for more information, please see
www.ghgprotocolbrasil.com.br).
According to this methodology, emissions resulting from the consumption of biomass are classified into two categories: biogenic and
non-biogenic. Emissions of a biogenic origin relate to CO2 taken out of
the atmosphere during the process of photosynthesis and can, therefore, be considered as “carbon neutral”. Emissions of a non-biogenic
nature, meanwhile, result from the emission of CH4 and N2O, which
cannot be considered as neutral, because these gases are not removed
from the atmosphere during the growth of the biomass. Efforts to
increase the use of alternative energy sources were maintained.

Direct Biogenic Emissions – Biomass
(tco2eq)
3,690,547

754,957

2011

2010

The biogenic emissions do not contribute to global warming and can be considered neutral.
Bunge Brasil total emissions, in 2011, were 284,000 tCO2e.

As with direct emissions, with the operation of the sugarcane plants
acquired by Bunge and consolidation of management on the others, it
has been developed the first survey of biogenic direct emissions. The comparison of evolution for all operations will be possible from next report.

Emissions avoided
Bunge Brasil, in order to achieve an ever cleaner energy matrix,
invests in the use of renewable energy sources. To this end, it seeks
different types of biomass, such as timber (from planted forests),
sub-products from crops, sugarcane bagasse and other substitutes
for fossil-based fuels.
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CDM Projects and Carbon Credits
Bunge has a department that is dedicated to taking advantage of carbon credits resulting from its operations, thereby transforming the need
to mitigate climate change into an additional business opportunity.
In 2011, CDM (Clean Development Mechanism) projects resulted in
a reduction in greenhouse gas emissions, in the fertilizer and renewable
energy sectors, in the order of 350,000 tons of CO2eq across Brazil. The
precise details are confidential; however one can state that this result
was obtained through the funding of projects in these sectors whose
credits obtained were, subsequently, traded in accordance with the precepts of the Kyoto Protocol. The total carbon of these projects represents 23% surplus of Bunge’s total emissions, over the period (scope 1
and 2 of the Greenhouse Gas Protocol), which signified that the company operated promoting a positive balance in CO2eq, helping directly,
therefore, in the fight against global warming.
In 2012, Bunge starts operating, also, in the voluntary carbon
market.

GRI
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Emissions of GHGs avoided
(tco2eq)
750,638

571,325

2010

The business units
Food & Ingredients
and Fertilizers avoided
emissions equivalent to
571,325 tons of CO2eq

2011

By using a hypothetical calculation, one can infer that by using biomass to supplement its energy needs, instead of fossil fuels (such as fuel
oil), the Company’s Food & Fertilizer Business Units are able to avoid
emissions equivalent to 571,325 tons of CO2eq, as shown in the graph
above. The reduction observed in the avoided emissions is due to lower
direct energy use, between 2010 and 2011.
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Initiatives for Reducing Greenhouse Gas Emissions and
the Reductions Actually Obtained GRI EN18
Bunge already works with 93% of renewable sources in its energy
matrix, compared to 47.5% on average in the rest of Brazil’s productive sector (according to data in the 2011 National Energy Statement
- Balanço Energético Nacional). The company also achieved, in 2011,
its target for using timber 100% from reforested sources, which had
been set as a target for 2012.

online

Electric energy generated
At present, Bunge consumes, in all its operations in Brazil, around 700
GWh of electric energy p.a., of which 78% is generated internally by the
Company itself. The target is to become fully self-sufficient by 2014, and
even generate sufficient excess electricity in the country to power a city
of up to 4 million people by 2016. The company chooses and promotes
the optimization of equipment and machinery in order to reduce the
consumption of electric energy, and maps and works to improve the use
of vapors in processes for reducing the consumption of primary energy.

Consumption of direct energy
(in millions of Gigajoules) GRI EN4 and EN5

online

2011 Renewable Energy 93%
2011 Non-Renewable Energy 7%
	Total: 39.4 million gigajoules
2010 Renewable Energy 91%
2010 Non-Renewable Energy 9%
	Total: 10.7 million gigajoules

Consumption of indirect energy
(in millions of Gigajoules) GRI EN3, EN6, EN16 and EN17

1.4

1.3

2010
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In 2011, plans for substituting low performance engines with more
efficient equipment were maintained, as were those to reuse resources
in factory processes and make better use of electrical equipment. Important reductions in energy consumption are expected in the medium
and long terms. Initiatives to reduce the consumption of indirect energy
were not adopted during the period.

Electric energy purchased (GJ)
GRI

EN7 and EN18

online
1,414,984.82

1,312,019.74

2011

2010

Water Consumption

GRI

EN8

online

The bulk of the water consumed by Bunge companies is obtained
from rivers, lakes, wetlands and artesian wells. The Fertilizer business is
characterized by a low level of water consumption in its productive processes, at most of its units. At the units that use water in their productive processes, namely Ponta Grossa and Rio Grande, this consumption
is kept down by the use of rainwater in these processes. All the plants
are authorized to obtain water for their activities and, therefore, there
are no restrictions in place as to its use.
A smaller volume of water is supplied by public water utilities.
Crushing and Edible Oils operations are not considered to be major
consumers of water when compared to industries where water is considered an important raw material. In operating plants, the use of this
resource has generally been associated with utilities (cooling etc.).
Based on this fact, technically, this resource is almost totally returned
to its watershed of origin.
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Total Water Withdraw (in millions of m3)
27.7

4.4

2010

2011

The growth in water consumption, compared to the year 2010,
was mainly driven by the inclusion in 2011 of consumption data from
the area of Sugar & Bioenergy. The comparison of the indicator evolution will be possible from next report on.

Total and proportion of water that is reused and recycled
GRI

EN10

The levels of recycling and water reuse at Bunge have been maintained, mainly due to the fact that no new factory processes have
been implemented. Since the quality of water is a variable of great
importance in the manufacturing areas, efforts have been more focused on waste reduction and reuse in support activities (cleaning etc.).

Reused/Recycled Water – 2011
Total
Total Water Withdraw (m3)

27,771,984

Quantity of reused recycled water (m3)

11,485,017

% of reuse/recycling

41%

Bunge’s Reforestation Program
The Bunge plant reforestation program has recovered the
vegetation in an area equivalent to nearly 27 soccer pitches
the size of Rio de Janeiro’s Maracana stadium in the APPs (Areas
of Permanent Preservation), on partner farms and on the company’s
own agricultural land.
Bunge has two nurseries to supply the demands of the eight mlls
belonging to the Sugar & Bioenergy business. The largest of these,
located at the Moema (SP) mill, has the capacity to produce 700,000
seedlings a year. Another, at the Frutal (MG) mill, is capable of producing up to 60,000 seedlings a year. These seedlings include trees
typical to the Atlantic Rainforest and the Cerrado (Brazilian savanna),
such as Ipês, Jatobás, Jequitibás and others.
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GRI

EN12

online

Healthy Diets

GRI

PR5, FP1, FP4 and FP5

online

The development of healthy food products contributes to the adoption, by part of the population, of eating habits that are also healthier.
For this reason, Bunge uses international quality standards and invests
in research in order to ensure a constant improvement in its products.

Goals and Results
Bunge’s challenge, in all of its operations, is to maintain the quality of its products and adequate food safety standards during each stage of production and, additionally, to encourage
consumers and customers alike to adopt a healthier lifestyle. These targets include:
To continue in its efforts to disseminate the concepts and benefits of healthy eating among
consumers
• Target achieved – In addition to the work carried out in promoting healthy eating through
the publication of electronic and printed material on the subject, Bunge also offered the market two new products with a health appeal, its Cardeal brand of Extra Virgin Oil and its Salada
brand of 3 Seeds Oil. The company also invested in additional food safety control measures.
GRI

1.2, FP4, FP6 and FP7

online
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Healthiness

GRI

FP4, FP6, FP7 and PR2

online

Bunge is involved in developing fats and margarines that are referred
to as being “Low Trans Low Sat”, which means that they contained less
trans-fat and unsaturated and saturated fats than existing products, even
though they maintain their same nutritional and functional aspects. Thus
the company fulfills the market’s need for healthier products.

Cardeal Extra Virgin Olive Oill

GRI

FP4

online

With the arrival in the Brazilian market of the Cardeal Extra
Virgin Olive Oil, imported and distributed by Bunge Brasil, kitchen chefs and professionals in gastronomy were able to rely, in
2011, on a new and flavorsome ally in preparing their best dishes
and in flavoring their salads.
Product especially suited to harmonize the dishes and accompaniments to drinks, olive oil plays a central role in a healthy
diet, for its antioxidant properties, which slow the cellular aging
process, and by offering protection against cancer and cardiovascular disease. Sold in 500 ml glass bottles, this new olive oil is
among the best examples of Mediterranean cooking, considered
the healthiest in the world. It comes in two versions, one with a
maximum acidity of 0.3%, and the other with 0.5%, respectively,
chosen for the purpose of allowing for different levels of harmonization.
Because it is a differentiated and high quality product, it competes in the high-end
segment of olive oils, those with greater added value.
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Salada 3 Grains Oil
Carefully formulated to offer the most complete oil in the market in terms of nutrition, the Salada brand 3 Grains Oil is recommended for those seeking a healthier diet. Its
ingredients include canola, sunflower and corn oils, and Vitamins A, D and E, as well as
setting a balance between omegas 3 and 6. It comes in a 900 ml bottle.
Filtered 8 times, this light and smooth oil has no smell and does not interfere with
the flavor of the food. The Salada 3 Grains (3 Sementes) oil has 0% Trans Fat and 0%
Cholesterol. By balancing the fatty acids Omega-3 and Omega 6, this product favors a
reduction in bad cholesterol (LDL) and an increase in good cholesterol (HDL). The Vitamin
E, meanwhile, acts as an antioxidant in the fight against early aging, while the Vitamins A
and D work as nutrients that are essential for the organism to function properly.
For its contribution to a healthy diet, this product was awarded a Seal of Approval from the SBC (Brazilian Cardiology Society), which considered it a healthy product.
GRI

FP4

online

Product Responsability
Quality and Product Safety is one of the directives of the PQSE (Productivity, Quality, Safety and Environment), a global initiative aimed at promoting operational excellence and a high performance culture.
Quality Management is based on Consumer Satisfaction, the Offer of Competitive Advantage and Excellence in Compliance, upon which are erected the pillars of
Food Safety, Quality Administration, Outsourcing Suppliers, Focus on the Client and
Analytical Activities.
Through this structure, the Food & Ingredients Quality Management department
carries out its functions of certifying units, guaranteeing process parameters and reducing consumer and client complaints.

GRI

PR2

Bunge Brasil provides information on the ingredients and nutritional values of its
products through the company’s various tools of communication, such as on its website, in its advertising campaigns and in brochures, handed out to its consumers. All
the labels of products sold by Bunge provide a range of information on guarantees,
date of manufacture, sell-by-dates and storage instructions.

Control over Food Safety

GRI

GRI

FP4

online

FP5 and PR2

The company maintains strict controls at each stage of production at its Food &
Ingredients and Agribusiness units. This is true, not only in the case of the plants producing flours and mixes for bread and cake making, produced by TrigoBrasil, under
the auspices of Bunge Brasil, but also in the case of its grain storage silos, transshipment areas, port terminals and distribution centers.
The company’s high standards of quality and food safety are the result of an
extensive process of inspection, operational rules and plans set down for calibration
and preventative maintenance at each stage. Its products are subjected to inspections, measurement, tests and/or trails that verify their compliance with the pre-set
specifications and requirements of quality and safety. Each unit establishes procedures that certify its management processes, identifying potential risks and dangers
associated with food safety.

GRI

PR2

online

69

Waste Reduction

GRI

EN22

Bunge works to ensure an appropriate disposal of industrial waste resulting
from the manufacture of its products – inputs and packaging – and to promote
a reduction in its environmental impact. The company carries out a number of
operational controls aimed at incorporating ashes and mortar into civil construction, at reducing the consumption of inputs and raw materials, and at creating projects for an alternative or ecological use for waste products.

Targets and Results
With the challenge of reducing waste generation and its non-sustainable disposal and increase recycling actions of used cooking oil, Bunge
Brasil works to achieve its goals. Check below:
To give continuity to used cooking oil recycling activities and transform
these into large scale operations in different parts of the Country
• Target achieved – The Soya Recicla Project makes up the largest voluntary delivery network in the Country, according to reports published,
with 1,066 delivery stations in all.
To reduce the non-sustainable destination of waste products (e.g. landfills and non-energy producing incineration) by 3%, based on the numbers of 2010 and up 2013, relating to the Food and Fertilizer businesses
• Target in process – In 2011, the Food and Fertilizer businesses reduced their delivery of waste to non-sustainable destinations by 25%.
GRI

1.2

online

The amount of hazardous and
nonhazardous waste generated fell 10.1%
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Volume of Waste
A drop in volume was registered for the second year running.
Compared to 2010, Bunge Brasil generated 10.11% less waste in 2011.

Waste* (in tons)
-10%
54,692.2
48,955.0

2010

2011

* Hazardous and nonhazardous.

Water Disposal
In terms of the Food business, Bunge adopts, as a reference for gauging effluent quality, the parameters established by Conama Resolution
No. 357, of 2005. The business’ effluents are sent to adjacent rivers, used
in the irrigation of landscaped areas surrounding plants and reused in
manufacturing processes.

Water disposal (m3)
20,931,370

1,062,351
2010

2011

N.B. The effluents of the Pedro Afonso Plant were not included here.

The representative increase in the amount of effluent discharges is
due to by 2011, the data of Sugar & Bioenergy business being added.
The comparison of the evolution of this indicator will be possible from
next report on.
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Packaging Recovery
At the Sugar & Bioenergy units, big bags are used in the transport
and sale of sugar. These bags are returned by the customers, recovered
and reused in the same process of sale and transport. A total of 93.80%
of these big bags were recovered and reused in 2011. This system is presently being implemented in the other areas of the business.

Soya Recicla
In 2011, the Soya Recicla Program, in a partnership between Bunge and
the Instituto Triângulo, managed to collect around 300 tons of used kitchen
vegetable oil from consumers, 15% more than in the previous year, totaling
some 1,000 tons collected since the program began, back in 2006.

Cumulative collections (t)
260

300

2010

2011

300 tons

of used cooking oil were collected
in Soya Recicla Program in 2011,
with the mobilization of over
60,000 people
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In order to help consumers return used oil for recycling, the partnership maintains a network of 1,066 collection points, the largest voluntary delivery network of its kind in the Country, according to published
reports. This used vegetable oil is transformed into soap that is 95%
biodegradable, or into biofuel, which has a reduced level of greenhouse
gas (GHG) emissions. The program also collected 36,000 PET bottles, thus
contributing to the collection of yet another major waste product of domestic consumption. For 2012, the forecast is for scale soap production
to begin, and for the collection network, which covers condos, homes,
retailers and markets, among others, to continue increasing significantly.

The Soy Recicla Program – in Numbers for 2011
Total number of people participating

61,065

Total volume of oil collected

300 t

Environmental Spending and Investments

GRI

EN30

online

Environmental investment (R$)
2010

2011

Treatment and disposal of waste, treatment
of emissions, expenditure on the purchase
and use of emission certificates

2,537,653.85

36,662,603.85

Education and training, external
environmental management services,
external management system certification,
personnel for general environmental
management activities, research and
development

7,078,032.03

18,713,904.83

TOTAL

9,615,685.88

55,376,508.68
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Private

Social Investment
Bunge Brasil’s private social
investment reached a total
of R$5.6 million in 2011,
spread out over various
sustainable development,
education, environmental
awareness and corporate
memory projects

W

ith its principles and management focused on Sustainability, Bunge Brasil
is involved in developing a number of

initiatives for local communities, so as to participate in
the growth of the regions where it operates, since it
considers that, in addition to economic results, it also
needs to create partnerships, provide opportunities
and boost education. Sustainable development requires long-term planning, and society needs to understand that natural resources are finite, and that decisions that may affect the collective need to be taken
in a broad and participatory way.

GRI

SO1

Fundação Bunge (FB – Bunge
Foundation) GRI SO1
The Company operates in several regions through
its Fundação Bunge (FB – Bunge Foundation), which,
in 2011, invested in programs and projects aimed at
developing communities in which Bunge units operate, at encouraging excellence, and at sustainable
knowledge and memory preservation. These initiatives were focused on education, to expand the educational boundaries of the people, the community and
of scientific knowledge as a whole.

GRI

SO1

Thus, in 2011, Fundação Bunge’s investment in
programs and projects totaled R$7.4 million, up
25% on the previous year. Donations made by the
foundation’s patrons (Bunge Alimentos, Bunge Fertilizantes, Fertimport, Pedro Afonso Açúcar & Bioenergia and the Bunge Philanthropic Foundation) came
to R$5.2 million in the same period. The difference
between Fundação Bunge’s budget and the funding
provided by these patron organizations came from
the foundation’s own revenues, mainly from real estate rentals (floors rented out at a Business Center).
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Donations made by Fundação Bunge’s
Patrons (R$)

5,479,446.65

5,236,000.00
3,990,555.00

2009

2010

2011

By project, Bunge Foundation invested, in 2011.

Investments in Fundação Bunge Projects (in R$)
2009
Educative Community

2011

2,232,184.04

1,570,232.56

2,923,935.56

Fundação Bunge award

987,750.58

993,599.58

916,443.58

Bunge’s Heritage Center

684,377.37

438,632.98

472,293.44

Knowing to Sustain Project

748,878.88

537,348.85

71,985.84

Brazil Teachers Award

112,426.44

-

-

ReciCriar - The Pedagogy of the Possible

13,369.26

-

-

Integrated Community (a Sugar & Bioenergy area project)

11,703.20

603,941.87

861,943.56

Administrative/financial/communication expenditure

2,499,552.70

1,807,793.34

2,180,596.18

Total

7,290,242.47

5,951,549.18

7,427,198.16

*The Integrated Community Project (Sugar & Bioenergy Project) has started in 2010.
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Fundação Bunge’s activities are based on three pillars of activity,
known as “continents”, where the projects are developed. These are
as follows:

The Socioenvironmental Pillar
This is made up of programs that seek to straighten the relationship
between man and his natural, social, economic and cultural environments,
mainly through sustainable education. These include the “Comunidade
Educativa” (Educational Community) and the “Comunidade Integrada”
(Integrated Community) programs.

Comunidade Educativa
Created in 2002 to encourage reading in public schools and in community centers, this is Bunge’s corporate volunteer program. The program is
backed by local Municipal Education Departments and run in 13 locations,
in nine Brazilian states.
By the end of 2011, 58 schools were participating in the program,
with a total of 18,808 students and 1,273 teachers involved, backed
by 623 volunteers. The theme to which students were introduced in
2011 was entitled “Saberes e Sabores do Brasil” (“Knowledge and Flavors of Brazil”), which dealt with several species of fruit trees.

Luís Eduardo
Magalhães – BA

Uruçuí – PI

Ipojuca – PE

Santa Juliana – MG
Rondonópolis – MT
Uberaba – MG
São Paulo – SP

(Jaguaré Neighborhood)

Santos – SP

São Paulo – SP

(Vila das Belezas Neighborhood)

Paranaguá – PR
Gaspar – SC
Ponta Grossa – PR

Rio Grande – RS
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Comunidade Integrada
Created in 2011, this program promotes the

The study guided the construction of an Inte-

sustainable development by identifying the

grated Management Plan that includes programs

needs of each region. Over the course of the

and projects to be developed in the area of direct

year, this program was present in Pedro Afonso,

influence of Pedro Afonso Sugar & Bioenergy Mill

Tupirama and Bom Jesus do Tocantins, towns

during the period from 2011 to 2015 and provides

in the state of Tocantins (TO) where Bunge stri-

a shared performance between the various actors

ves to maintain good relations with the community,

present in the territory for implementing all actions.

promote interactivity and exchange knowledge. For

The program, developed by Fundação Bunge,

the implementation of the project located in Pedro

is active in three fronts: stakeholders relationship,

Afonso, the program included the completion of

strengthening public administration and supporting

an Integrated Socioeconomic Diagnosis which con-

human and economic development. For more infor-

sists in the analysis of regional and local realities in

mation, visit: www.fundacaobunge.org.br/projetos/

identifying potentialities, relations with local com-

comunidade-integrada.

GRI

EC8 and SO1

munities, the projected impacts and sizing risks and
investment opportunities, considering various dimensions and approach: economic, social, urbanistic and understanding the perception of different
stakeholders involved in the project.

Comunidade Integrada – a review of 2011

GRI

EC8

Public Hearings

Nine municipal public hearings were held, in which more than 350 people
took part and debated the Integrated Socioeconomic Diagnosis and the
PGI (Integrated Management Plan), a tool for appraising initiatives to be
implemented by Bunge in the period between 2010 and 2015

Joint Working Group (JWG)

Setting up of a JWG, made up of around 30 local notables, including
representatives of the public authorities, civil society and Bunge. This was
created to formulate and present demands for the region and to develop a
core of stakeholders and urban infrastructure projects

Infrastructure

Structuring Executive Projects for Water, Sewage and Sanitary Landfill
Infrastructure, in partnership with Tocantins Sanitation Agency,
Tocantins State Infrastructure Secretariat and the state’s municipal
government
Seminar on Training Educators: 220 teachers from municipal and state public
schools attended

Training and Entrepreneurship
Training of Local Entrepreneurs: 4 courses with 27 people in partnership with
Sebrae-TO

Volunteer Program
In 2011, Fundação Bunge (The Bunge Foundation) launched a campaign entitled “Volunteering - A catchy
idea”, in the search for new volunteers from Bunge Brasil’s workforce for the Comunidade Educative program.
The initiative was more successful than expected, taking the numbers of volunteers from 387 to 623
across Brazil, an increase of 61% and way ahead of the initial target of a 40% increase.
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Bunge Brasil Corporate Volunteer Program (2011)

12,111

10

66

51,243

hours dedicated to
volunteer work

reading centers

1,399

literary fairs

hours of training

people involved

Preserving Memories Pillar
Conceived as a way of housing, preserving and

Incentive for Excellence and Sustainable
Knowledge Pillar

offering access to Bunge Brasil’s historical herita-

Awards and incentive projects are offered to new

ge, the goal of the Bunge Heritage Center, which

agents of transformation, by means of example and

completed 17 years in August 2011, has been to

through an exchange of knowledge and ideas. The

appreciate the past in order to renew the present.

Prêmio Fundação Bunge (Bunge Foundation Award),

During all these years, more than 250,000 people

one of the most traditional incentives for research

have been served by the Center in one way or ano-

and intellectual output in Brazil, has already been

ther. In 2011, 4,965 people participated in initia-

awarded to 167 people, since 1955.

tives backed by the Center, which also dealt with

In 2011, in its 56th edition, the Bunge Foundation

2,829 enquiries, as well as digitalizing 156 films

Award, offered 121 nominations from Universities

originally recorded on celluloid.

and scientific entities and awarded four researchers
in Oceanography and in the Protection of Animal
and Plantlife Health.
In addition to a diploma and medal, the awarded
ones in the category “Life and Work” receive R$100,000,
while the category “Youth” received R$40,000.

GRI

SO1

79

Direct social investments
Bunge Brasil’s private social investment hit

sands of tree saplings and bushes, and by installing a

R$5.6 million in 2011. In addition to funds placed

water treatment plant, which allows for the river water

with the Foundation, among the main initiatives

to be purified and used to irrigate the saplings.

invested in, the following should be highlight:

Pomar Urbano

Launched in 2005 at the Gaspar unit (Food & Ingre-

September marked the launch of the book “Po-

dients), the Bunge Natureza (Bunge Nature) Program

mar Urbano, uma história de sucesso” (“Urban Or-

has already recovered around 500,000 square me-

chard, a story of success”), about the Pomar Urbano

ters of previously degraded areas. In 2011, the pro-

Project, an initiative conceived by the Environment

gram was expanded and its administration transferred to

Department of the state of São Paulo in partnership

the Corporate Sustainability Department, with its focus

with Bunge and 23 other companies. The event also

now turning to supporting the needs of the Company.

included the launch of the project’s new website at

This program carried out, over the course of 2011, a

(http://www.ambiente.sp.gov.br/pomar), a perma-

series of analyses of many units based in Brazil, in order

nent exhibition about the project, and a seminar

to diagnose the externalities of the company’s opera-

entitled “Rio Pinheiros: o futuro passado a limpo”

tions impacting the communities in which it operates.

(“The River Pinheiros: a fresh start”).

74

Bunge Natureza

Bunge Natureza is made up of other programs

With annual investments totaling R$96,000 since

and structures aimed at encouraging environmental

1999, the Pomar Urbano Project has already recove-

education and recovery, the production of seedlings,

red some 26 kilometers along the banks of the River

and the restoration and conservation of riparian fo-

Pinheiros, in São Paulo, through the planting of thou-

rests. These include:

Bunge 2012 sustainability report

Bunge Natureza (2011)
CDAL

28,000
m of degraded
areas recovered
2

The Bunge Natureza Program runs two CDAL’s
(Centers of Environmental and Leisure Dissemination),
one in Gaspar (SC) and the other in Jaguaré (SP). These
are located close to the company’s two units and they
coordinate socio-environmental projects aimed at the
community, students, partners, employees and families.
In Jaguaré (SP), the program encourages the growing of community fruit and vegetable plots and
hydroponics, and promotes the Fazendo Educação

More than

43,000
seeds
native to the
Atlantic Rainforest
collected

38,000
seedlings and saplings
produced

1,478
people, including
students, teachers
and members of
the community
participating in
environmental
education activities

Ambiental Através das Artes (Environmental Education through the Arts) Project. Begun in 2008, this
project seeks to awaken environmental awareness,
sensitize, educate and encourage interest in environmental issues.
In Gaspar (SC), the program’s activities revolve
around Research, Recovery, Conservation and Environmental Education. Involving a partnership between
Bunge and FURB (Regional University Foundation of
Blumenau), the program has received recognition for
its relevant services to the community.

R$ 5.64
million
was the total
invested by Bunge,
in 2011, in socioenvironmental
projects and
initiatives
81

Environmental Recovery Program
The PRA (Environmental Recovery Program), resulting from a technical and scientific partnership between Bunge Alimentos and FURB (Regional University of Blumenau), maps, researches and recovers alluvial
environments in the region, as well as publishing methods and scientific
results obtained through its work.
This initiative is presently involved in the production of seedlings
of native species, and the restoration and conservation of the forests
bordering the Itajaí River Basin. The activities aimed at environmental
recovery range from collecting seeds and producing seedlings of native
tree species, to their planting and the restoration of the strip of riparian
forest. Since 2005, the area undergoing this process of environmental
recovery has reached a total of 807,213 m², of which 136,530 m² was
included in 2011 alone.
In 2011, this CDAL (Centers of Environmental and Leisure Dissemination) program dealt with 1,478 people, including students, teachers and
people from the community as a whole, supported 7 school projects, and
helped 26 institutions in relation to socio-environmental questions. In
addition, the program developed 27 initiatives with its employees and
partners, which involved 1,712 people.
Figueira Branca
The Figueira Branca Private Natural Heritage Reserve (RPPN),
meanwhile, another example of Bunge’s environmental conservation
activities, received, in 2011, a total of 170 visitors. Also located in Gaspar (SC), this reserve occupies an area of around 300 hectares and is
maintained by Bunge as a legacy of biodiversity for future generations.
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Bunge supports and promotes the
concept of “Socio-ecological Footprint”
and engages employees with the
Program “Sustainable Employee”
CORPORATE PROGRAM
Program, whose aim is to appeal to its professionals

Colaborador Sustentável “Sustainable
Employee”

by relating issues of sustainability to their personal
goals and ambitions, thereby going beyond a mere

Bunge Brasil supports and disseminates the con-

campaign, and effectively transforming their habits

cept of the “Socio-Ecological Footprint”, an expres-

and lifestyles. A number of different motivational and

sion used to define how much each individual contri-

informative items were developed for introduction

butes to improving environmental impacts and social

to the company’s units, including banners, computer

imbalances in conjunction with his personal goals. This

screensavers and wallpapers, internal memos and mu-

is why, at the end of 2011, the Company launched its

rals, as well as the program’s own website (www.bun-

“Colaborador Sustentável” (“Sustainable Employee”)

ge.com.br/colaboradorsustentavel).
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Supplementary
Indicators
Restructuring has energized the management
of diversity, competence, attention to safety
and the social and economic impacts of
Bunge Brasil’s operations
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Bunge Diversity
The “Diversidade Bunge” (“Bunge Diversity”)

Recruitment gives priority to workers residing

corporate program was developed in such a way as

in communities located close to the industrial

to include or train people with disabilities and social

plants of all Bunge’s Business Units. Currently, 20%

security rehabilitation in the Company, one of the pil-

of unit managers come from the local community

lars of its Diversity Policy. Through this, Bunge offers

and, where there is a shortage of professionals

the possibility for professional advancement based on

with the necessary skills required for the jobs be-

the belief that when you have different people on a

ing offered, the company supports the offering of

team, you have access to more ideas and suggestions

courses in partnership with SESI and other techni-

to help boost business and satisfy customers.

cal teaching organizations.

GRI

EC7

In 2011, 7,560 employees took part in the
awareness-building process. This program was

Equal Rights

focused on the Sugar & Bioenergy business: all the

Bunge Brasil is committed and determines that all

business’ doctors were trained to issue appraisals

of its directors, managers and employees practice fair-

on people with disabilities; 80% of the units were

ness and comply with the rules stipulated in the Code

submitted to an analysis of accessibility; 100% of

of Ethics, in order to establish its principles of business

the project team received training, and 400 job po-

ethics in line with the global process of sustainable

sitions were mapped out to help in the process of

development, the standards of the International La-

hiring people with disabilities.

bour Organisation (ILO) and universal principles more
directly linked to human rights.

GRI

LA1

online

Recognition of Skills
Relations with employees and people management are based on Bunge’s values, to which
the Company seeks the total commitment of all.
Admissions, promotions and all other functional
changes are based on criteria related to skills and
abilities, and the process of internal recruitment

Percentage and total number
of employees by business GRI LA1

stipulates that job openings should be communicated in a manner that is clear and accessible to all.

18%/3,385
Food & Ingredients

Recruitment Policy
The Company’s external recruitment and selection policy is based on matching the profile of the
candidate to the profile of the job opening, wi-

6%/1,171
	Fertilizers
11%/2,206
	Agribusiness & Logistics

thout consideration of any potentially discrimina-

54%/10,481

tory aspects. Given the Company’s presence in va-

Sugar & Bioenergy

rious parts of the country, the pre-dominance of the

11%/2,099

local workforce may vary, between African Brazilian

	Corporate

in some regions, and European Brazilian in others.
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Percentage and total number of men and
women employees in the organization GRI LA1

Company Workforce
Bunge Brasil ended 2011 with 19,342 direct employees and a further 3,000 outsourced ones distributed over around 150 installations, including factories,
plants, mills, ports, distribution centers and silos in 19

12%/2,360

states across Brazil and in the Federal District. In total,

Female

22,342 people were working for Bunge Brasil. Bunge

88%/16,982

adopts coherent, clear and fair practices in its rela-

	Male

tions with its workforce and suppliers.

GRI

LA1

online

Wages
All wages paid by the Company respect the federal minimum currently valid in Brazil, or the minimum
wage defined by convention or collective agreement
in the locality in question. The lowest wage paid by
Bunge in 2011 was 13% higher than the national minimum wage. Severance pay is defined within established legal parameters. There is no wage difference

Composition of employees
by ethnicity GRI LA1

between men and women. The company works with
a wage table system, where wage levels are differentiated by points according to the position held, and
0.6%/98

the gender of the collaborator has absolutely no in-

Yellow

fluence on this fator.

GRI

LA14

60.1%/11,583
White

Changes

0.6%/118

Although not a formal requirement under any

	Indigenous

conventions or collective agreements relating to its

33.4%/6,402
	Mulatto

professionals as a whole, Bunge Brasil adopts a procedure of internally communicating all important

5.4%/1,142

operational changes with total transparency and

Black

speed. Employees, who are dismissed within a period of less than two months from their reallocation
to another municipality, are guaranteed a severance equivalent to their standard pay. A case in point
involved the transfer of the mayonnaise production
plant from Jaguaré to Gaspar, in Santa Catarina state. Once the decision had been taken, the category’s
Union reps were immediately informed in a meeting
and this was, in turn, followed by a meeting with the
participation of all the employees involved. All those
people working on the mayonnaise production line
in question were invited to move to Gaspar, receiving all the benefits that Bunge’s policy stipulates for
such transfer operations.
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There was also an option to transfer to another area
within the Jaguaré unit to other available positions, and
the internationalization of outsourced positions. These
measures were well received by the Union, and did not
generate any kind of unrest or dissatisfaction at the unit.
Those who decided not to reallocate, and to leave
the company instead, received a benefits package, on
the condition, however, that they continued to work until the very last day of mayonnaise production at Jaguaré, whose deactivation was eventually fully completed.

Turnover rate

Women
50.1%

GRI

LA2

online

Men
23.7%

Bunge’s Total
26.9%

87

22.3*

thousand
employees integrate
Bunge Brasil
distributed in
about 150 facilities
nationwide
* Outsourced included.
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Benefits

GRI

LA3

Bunge rewards effort and dedication among its
professionals through a wide-ranging program of
benefits. The Company also offers a complementary
pension plan, known as Bungeprev, which is available to direct employees (except workers at the plants,
outsourced and temporary workers).
The Company’s benefits program, which contributes to attracting and maintaining talent, includes a
series of benefits.

Social Impact Management
Every new Bunge Brasil project undergoes an
assessment of the impact its activities are likely to
have on surrounding communities. In addition to
being in line with the requirements of environmental legislation, this position also fulfills the
Company’s own Sustainability Policy.

Between March of 2008 and April of 2011, for

Public Policies and mobilizations

example, the company agreed to hire a number of
healthcare professionals specializing in Cardiology, Pe-

Companies and organizations representing

diatrics, Gynecology and General Medicine as a mea-

the agribusiness got together in 2011 and created

sure of social compensation due to the installation of

an initiative aimed at promoting and strengthe-

a plant in the municipality of Pontes Gerstal (SP). This

ning the sector, focusing on reinventing its image

hiring process was conducted in line with a technical re-

in Brazil: the Sou Agro Movement.

port produced by the State of São Paulo Environment

The idea is to provide society with informa-

Department’s Environmental Licensing and Natural Re-

tion, especially that part of it that is concentra-

source Protection Coordination.

ted in large urban centers, which knows very

In the case of the transfer of people from Gaspar,

little about a sector that is today responsible for

Bunge acted in a completely transparent manner and

around 25% of GDP. Bunge is one of the big spon-

maintained its operations generating employment by

sors of this initiative and encourages participa-

maintaining the oils factory, and by installing a new

tion in the movement by other major Companies

mayonnaise factory, as well as an administrative office.

in the Country’s agribusiness sector.

GRI

SO1

An important publicity campaign, officially laun-

online

ched on July 18th, and staring actors Lima Duarte and

Local Purchases

Giovanna Antonelli, gave the Sou Agro Movement

The percentage of purchases made locally by

coverage in all of the country’s major media vehicles.

the eight Sugar & Bioenergy plants reached 63%

Around R$ 13 million was spent on the campaign,

in 2011, almost double that of the previous year,

which had an audience of some 70 million people

of just 35%. At the Moema mills (Itapagipe, Frutal,

across the country.

GRI

EC8

online

Moema, Ouroeste and Guaririba), the percentage
of purchases made within the state were in excess

Distribution of Value Added

of 60%, especially at Ouroeste, with 90%, and MoeIn 2011, the Value Added Distribution (VAD) of

ma, with 78%.
The percentage of national input purchases in
the Fertilizer business increased from 23% in 2010,
to 34% in 2011.

GRI

EC6

Bunge Brasil presented as follows (year ended December 31, 2011):

online

DVA 2011 (percentage/R$ million)
Employee

41.84%

1,047,212

Taxes

-4.96%

(124,177)

Compensation of third party capital

72.88%

1,824,203

Loss

-9.76%

(244,350)
GRI

EC1

online
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Remissive
Index gri-g3
Indicator

Description

GRI

3.12

Page

Observation

1. Strategy and Analysis
1.1

Statement from the most senior decisionmaker of the
organization.

10-11

1.2

Description of key impacts, risks, and opportunities.

1, 14, 25, 34, 39,
43, 47, 49, 50, 57,
58, 65, 68, online

2. Organizational Profile
2.1

Name of the organization.

3, 12

2.2

Primary brands, products, and/or services.

12, 32, 36, 40, 44,
online

2.3

Operational structure of the organization.

12, 17, 27

2.4

Location of organization’s headquarters.

12, 102

2.5

Number of countries where the organization operates.

12

2.6

Nature of ownership and legal form.

13

2.7

Markets served.

12

2.8

Scale of the reporting organization.

13

2.9

Significant changes during the reporting period.

3-4

2.10

Awards received in the reporting period.

15, online

3. Report Parameters

90

3.1

Reporting period.

online

3.2

Date of most recent previous report.

online

2010

3.3

Reporting cycle.

online

Annual

3.4

Contact point for questions regarding the report or
its contents.

3-4

3.5

Process for defining report content (themes, priority,
stakeholders).

3-4

3.6

Boundary of the report.

3-4

Bunge 2012 sustainability report

Indicator

Description

Page

Observation

Because of the
business Agribusiness
& Logistics and
Sugar & Bioenergy
do not have direct
interaction with the
end consumer, the
indicators of product
liability (PRs) are not
considered material
to them. Thus
these indicators did
not address these
business areas.

3.7

Any specific limitations on the scope or
boundary of the report.

3-4

3.8

Basis for reporting on joint ventures, subsidiaries, leased
facilities, outsourced operations, and other entities that can
significantly affect comparability from period to period and/or
between organizations.

3-4

3.9

Data measurement techniques and the bases of
calculations.

59, 61, online

3.10

3.11

Explanation of the effect of any re-statements of
information provided in earlier reports, and the reasons
for such re-statement.

Significant changes from previous reporting periods (scope,
boundary, or measurement methods).

3-4

In 2011 was made
the migration from
existing ERP system
to SAP, so the
information available,
specifically indicators
of labor, does not
always follow the
pattern presented in
the previous report.

3-4

Environmental
Information:
In 2011, Bunge
adopted the
methodology and
tool for calculating
the Brazilian Program
of Greenhouse Gas
(GHG Protocol Brazil).
There are no report
on environmental
data for 2008 and
2009 because
such data are not
comparable due to
the sale of Mines in
Fertilizers Business
Unit, back in 2010.
Thus, the data are
being reported from
2010 to the Food
and Fertilizer Units
and 2011 data for
the three Business
Units of the company
(Food, Fertilizer and
Sugar & Bioenergy).
Economic
Information:
The classification
in presentation
information for the
year 2010, were
changed to follow the
pattern adopted for
the 2011 edition on.

91

Indicator

Description

Page

3.12

Table identifying the location of the Standard Disclosures
in the report.

90-98, online

3.13

Policy and current practice with regard to seeking
external assurance for the report.

3-4

Observation

4. Governance, Commitments, and Engagement
4.1

Governance structure of the organization.

18, 19, online

4.2

Indicate whether the Chair of the highest governance
body is also an executive officer.

19, online

4.3

Number of members of the highest governance body
that are independent and/or non-executive members.

19, online

4.4

Mechanisms for shareholders and employees to
provide recommendations or direction to the
highest governance body.

online

4.5

Linkage between compensation for members of
the highest governance body, senior managers, and
executives, and the organization’s performance.

online

4.6

Processes in place for the highest governance body to
ensure conflicts of interest are avoided.

20, online

Ethics Code available
for download.

4.7

Qualifications and expertise of the members of the
highest governance body.

19, 20, online

The choice is based
on experience in
promoting sustainable
development.

4.8

Internally developed statements of mission or values,
codes of conduct, and principles relevant to economic,
environmental, and social performance.

13, 14, 20, 57,
online

4.9

Procedures of the highest governance body for
overseeing the organization’s identification and
management of economic, environmental, and social
performance.

20, 22-23, 57

4.10

Processes for evaluating the highest governance body’s
own performance (economic, environmental, and social).

20, 22-23, 57,
online

4.11

Explanation of whether and how the precautionary
approach or principle is addressed by the organization.

20, 57, 67, online

4.12

Externally developed initiatives to which the organization
subscribes or endorses.

online

4.13

Memberships in associations.

online

4.14

List of stakeholder groups engaged by the
organization.

3-4

Stakeholder Engagement

92

4.15

Basis for identification and selection of
stakeholders with whom to engage.

3-4, 6, online

4.16

Approaches to stakeholder engagement.

3-4, 7, online

4.17

Key topics and concerns that have been raised through
stakeholder engagement.

8, online
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Intranet, Alô
Bunge, and e-mails
sustentabilidade@
bunge.com and
directors@bunge.com
or regular mailing.

Indicator

Description

Page

Observation

5. Management Approach and Performance Indicators
EC1

Direct economic value generated and distributed.

43, online

EC2

Financial implications and other risks and opportunities
for the organization’s activities due to climate change.

51, 52, 57, 58, 59,
online

EC3

Coverage of the organization’s defined benefit plan
obligations..

online

EC4
EC5

Significant financial assistance received from
government.
Range of ratios of standard entry level wage compared
to local minimum wage at significant locations of
operation.

online
84

EC6

Policy, practices, and proportion of spending on locallybased suppliers at significant locations of operation.

88

EC7

Local hiring.

online

EC8

Impact of infrastructure investments and services
provided primarily for public benefit.

76, 89

EC9

Understanding and describing significant indirect economic
impacts, including the extent of impacts.

online

EN1

Materials used by weight or volume.

68

*

EN2

Percentage of materials used that are recycled input
materials.

online

*

EN3

Direct energy consumption by primary energy source.

63, online

*

EN4

Indirect energy consumption by primary source.

62, online

*

EN5

Energy saved due to conservation and efficiency
improvements.

62, online

*

EN6

Initiatives to provide energy-efficient or renewable energy
based products and services.

63, online

*

EN7

Initiatives to reduce indirect energy consumption and
reductions achieved.

63, online

*

EN8

Total water withdrawal by source.

64, online

*

EN9

Water sources significantly affected by withdrawal of
water.

online

*

EN10

Percentage and total volume of water recycled and reused.

64, online

*

EN11

Location and size of land owned.

online

*

EN12

Description of significant impacts of activities, products,
and services on biodiversity.

64, online

*

EN13

Habitats protected or restored.

online

*

EN14

Strategies, current actions, and future plans for
managing impacts on biodiversity.

online

*

EN15

Number of IUCN Red List species and national
conservation list species with habitats in areas affected
by operations, by level of extinction risk.

online

*

*For this indicator, the environmental data for 2008 and 2009 were not reported, because they are not comparable due
to the sale of the mines of Fertilizers business area in 2010. Thus, we present the 2010 data for the areas of Food &
Ingredients and Fertilizers. The 2011 data refer to three Business Units of the company (Food & Ingredients, Fertilizers and
Sugar & Bioenergy).
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Indicator

Description

Page

Observation

EN16

Total direct and indirect greenhouse gas emissions by
weight.

59, 63, online

*

EN17

Other relevant indirect greenhouse gas emissions by
weight.

59, 63, online

*

EN18

Initiatives to reduce greenhouse gas emissions and
reductions achieved.

61, 62, 63, online

*

EN19

Emissions of ozone-depleting substances.

62, online

*

EN20

NO, SO, and other significant air emissions.

online

*

EN21

Total water discharge by quality and destination.

69

*

EN22

Total weight of waste by type and disposal method.

69

*

EN23

Total number and volume of significant spills.

online

*

EN24

Weight of transported, imported, exported, or treated
waste deemed hazardous under the terms of the Basel
Convention Annex I, II, III, and VIII, and percentage of
transported waste shipped internationally.

online

*

EN25

Identity, size, protected status, and biodiversity value of
water bodies and related habitats significantly affected by
the reporting organization’s discharges of water and runoff.

online

*

EN26

Initiatives to mitigate environmental impacts of products
and services.

71

*

EN27

Percentage of products sold and their packaging
materials that are reclaimed by category.

70

*

EN28

Monetary value of significant fines and total number of nonmonetary sanctions for noncompliance with environmental
laws and Monetary value of significant fines and total
number of non-monetary sanctions for noncompliance
with environmental laws and regulations.

online

*

EN29

Significant environmental impacts of transporting
products and other goods and materials used for the
organization’s operations, and transporting members of
the workforce.

online

*

EN30

Total environmental protection expenditures and
investments.

71

*

LA1

Total workforce by employment type, employment
contract, and region.

83, 84

LA2

Total number and rate of employee turnover by age
group, gender, and region.

85

LA3

Benefits provided to full-time employees that are not
provided to temporary or part-time employees.

86-87

LA4

Percentage of employees covered by collective bargaining
agreements.

online

100% of employees.

*For this indicator, the environmental data for 2008 and 2009 were not reported, because they are not comparable
due to the sale of the mines of Fertilizers business area in 2010. Thus, we present the 2010 data for the areas of
Food & Ingredients and Fertilizers. The 2011 data refer to three Business Units of the company (Food & Ingredients,
Fertilizers and Sugar & Bioenergy).
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Indicator

Description

Page

LA5

Minimum notice period(s) regarding operational changes,
including whether it is specified in collective agreements.

85

LA6

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

online

LA7

Rates of injury, occupational diseases, lost days, and
absenteeism.

online

LA8

Education, training, counseling, prevention, and risk-control
programs in place to assist workforce members, their
families, or community members regarding serious diseases.

online

LA9

Health and safety topics covered in formal agreements
with trade unions.

online

LA10

Average hours of training per year.

online

LA11

Programs for skills management and lifelong learning.

online

LA12

Percentage of employees receiving regular performance
and career development reviews.

online

LA13

Composition of governance bodies and breakdown of
employees per category according to gender, age group,
minority group membership, and other indicators of diversity.

83

LA14

Ratio of basic salary of men to women by employee
category.

84

HR1

Percentage and total number of significant investment
agreements that include human rights clauses or that
have undergone human rights screening.

53, 57, online

HR2

Percentage of significant suppliers and contractors that have
undergone screening on human rights and actions taken.

53, 57, online

HR3

Total hours of employee training on policies and
procedures concerning aspects of human rights that
are relevant to operations, including the percentage of
employees trained.

83

HR4

Total number of incidents of discrimination and actions
taken.

83

HR5

Operations identified in which the right to exercise
freedom of association and collective bargaining may be at
significant risk, and actions taken to support these rights.

online

HR6

Operations identified as having significant risk for
incidents of child labor, and measures taken to contribute
to the elimination of child labor.

online

HR7

Operations identified as having significant risk for incidents
of forced or compulsory labor, and measures to contribute
to the elimination of forced or compulsory labor.

online

HR8

Percentage of security personnel trained in the
organization’s policies or procedures concerning aspects
of human rights that are relevant to operations.

online

HR9

Total number of incidents of violations involving rights of
indigenous people and actions taken.

83

Observation

There was no specific
training on the subject
of human rights for
workers, but the
matter was present
in many trainings
throughout the year
including the “Diversity
Bunge” Program.

Bunge does not
perform specific
training on this matter
with security personnel
(outsourced contract
for services).

95
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Indicator

Description

Page

Observation

SO1

Programs and practices that assess and manage the
impacts of operations on communities, including
entering, operating and exiting.

88

SO2

Business units analyzed for risks related to corruption.

online

SO3

Percentage of employees trained in organization’s anticorruption policies and procedures.

online

SO4

Actions taken in response to incidents of corruption.

online

SO5

Public policy positions.

55

SO6

Total value of financial and in-kind contributions to
political parties, politicians, and related institutions by
country.

88

SO7

Total number of legal actions for anticompetitive
behavior, anti-trust, and monopoly practices and their
outcomes.

online

There were no
legal actions for
anticompetitive
behavior, anti-trust
and monopoly.

SO8

Monetary value of significant fines and total number of
non-monetary sanctions for noncompliance with laws
and regulations.

online

No record of cases
during 2011.

PR1

Life cycle stages in which health and safety impacts of
products and services are assessed for improvement.

29, 67, online

PR2

Non-compliance with regulations and voluntary codes
concerning health and safety impacts of products and
services.

online

PR3

Type of product and service information required by
procedures.

online

Bunge handles its raw
material (origination)
in bulk (grains and
sugar cane) and thus
there is no obligatory
labeling on these
products.

PR4

Total number of incidents of non-compliance with
regulations and voluntary codes concerning product and
service information and labeling.

online

No record of cases
during 2011.

PR5

Practices related to customer satisfaction, including
results of surveys measuring customer satisfaction.

31, 65, online

PR6

Programs for adherence to laws, standards, and
voluntary codes.

online

PR7

Total number of incidents of non-compliance with
regulations and voluntary codes concerning marketing
communications.

online

PR8

Total number of substantiated complaints regarding
breaches of customer privacy and losses of customer data.

online

PR9

Monetary value of significant fines for noncompliance
with laws and regulations concerning the provision and
use of products and services.

online

FP1

Percentage of purchased volume from suppliers
compliant with company’s sourcing policy.

65, online

FP2

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

online
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Indicator

Description

Page

FP3

Percentage of working time lost due to industrial
disputes, strikes and/or lock-outs, by country.

online

FP4

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

66, 67, online

FP5

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

65, 67, online

FP6

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

66, online

FP7

Percentage of total sales volume of consumer products,
by product category, that contain increased nutritious
ingredients like fiber, vitamins, minerals, phytochemicals
or functional food additives.

66, online

FP8

Policies and practices on communication to consumers
about ingredients and nutritional information beyond
legal requirements.

online

FP9

Percentage and total of animals raised and/or processed,
by species and breed type.

Not applicable.

FP10

Policies and practices, by species and breed type, related
to physical alterations and the use of anaesthetic.

Not applicable.

FP11

Percentage and total of animals raised and/or processed, by
species and breed type, per housing type.

Not applicable.

FP12

Policies and practices on antibiotic, anti-inflammatory,
hormone, and/or growth promotion treatments, by species
and breed type.

Not applicable.

FP13

Total number of incidents of non-compliance with laws
and regulations, and adherence with voluntary standards
related to transportation, handling, and slaughter
practices for live terrestrial and aquatic animals.

Not applicable.

G3 Performance
Indicators for the
Industry Supplement

Respond to at least 10
Performance Indicators,
including at least one of
each of the following
areas: Social, Economic
and Environmental

B+

Respond to all of the criteria
listed for Level C plus:
1.2
3.9, 3.13
4.5 to 4.13, 4.16 to 4.17

Information on the
Management Approach for
each Indicator Category

Respond to at least 20
Performance Indicators,
including at least one of
each of the following areas:
Economic, Environmental,
Human Rights, Labor
Practices, Society and Product
Responsibility

A

A+

The same required for
Level B

Management Approach
reported for each
Indicator Category

Respond to each essential
G3 Indicator and the
Industry Supplement(*)
with due consideration of
the Principle of Materiality
in one of the following
forms:
(a) responding to the
Indicator, or
(b) explaining the reason
for omission

With External Verification

Not required

B

With External Verification

Respond to items:
1.1
2.1 to 2.10
3.1 to 3.8, 3.10
to 3.12
4.1 to 4.4; 4.14
to 4.15

Result

Information on the
G3 Management
Approach

Result

Report Content

Result

G3 Profile

C+

With External Verification

C

Observation

* Sectorial supplement in its final version.
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ASSURANCE
STATEMENT

GRI

3.12

online

BSD Consulting has carried out an independent evaluation of the process used to produce Bunge’s 2012
Sustainability Report, which was carried out according to GRI (Global Reporting Initiative) guidelines.

Independence
We have been engaged as fully independent

contained in Bunge’s 2012 Sustainability Report, in its

consultants and can state categorically that no mem-

complete and extended version, covering the period

ber of BSD has consultancy agreements or any other

between January 1st, 2011, and December 31st, 2011.

commercial ties of any kind whatsoever with Bunge.
BSD Consulting is licensed by AccountAbility as an
assurance provider (AA1000 Licensed Assurance Provider), and registered under No. 000-33.

Methodology
The independent evaluation of Bunge’s report
was carried out in compliance with the AA1000
2008 Assurance Standard, type 1, which provides

Our Field of Expertise

a moderate level of assurance. The process in-

BSD Consulting specializes in sustainability. The

cludes the evaluation of adherence to the three

assignment in question was carried out by a team of

Principles of the AA1000AS: Inclusivity, Material-

experienced professionals specializing in indepen-

ity and Responsiveness.

dent evaluation processes.
The procedures carried out during the assign-

Responsibilities and Limitations

ment included:

This Sustainability Report has been drawn up

• A Review of the content of the Sustainability Report;

by Bunge, which is responsible for all its content.

• Understanding the flow of the processes used to

The Assurance Statement aims to inform stakehold-

obtain and generate information for the Sustain-

ers the BSD’s findings in relation to the company’s

ability Report. BSD was not, however, required to

adherence to the three principles of the AA1000AS

validate the quantitative data.

2008, as well as in relation to the credibility of the
information published in the report. Verification of

• Analysis of information in the media in general,
websites and the legal framework;

financial data was not, however, designated as one

• Interviews with key-area managers on the rel-

of BSD Consulting’s attributes. Furthermore, BSD’s

evance of the information used to manage and

Assurance Statement provides confirmation of the

report on sustainability;

level of implementation of the GRI-G3 model.

• Face-to-face interviews with the company’s vice-

Objectives and Scope

• When appropriate, verifying information regarding

presidents and directors;
The evaluation process is designed to provide
Bunge’s stakeholders with an independent assessment of the report’s quality, the company’s sustainability management processes, its overall compliance

98

the company’s sustainability performance with top
management;
• Checking evidence of distance consulting with external stakeholders;

with the principles of the AA1000AS 2008 and the

• Checking the relevance of the information in

continuity of the processes already implemented. The

the Sustainability Report from the point of view

scope of our assignment encompasses the information

of external audiences.
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Key Findings in relation to Adherence to the AA1000AS 2088 Principles
1. Inclusivity – deals with the participation
of stakeholders in the development of a
transparent and strategic sustainability
management process.
• In 2011, Bunge consulted its stakeholders by means of a

2. Materiality (or Relevance) – topics of
interest that can help stakeholders draw
their own conclusions with regard to
the organization’s economic, social and
environmental performance.

face-to-face panel held in São Paulo. The selected busi-

• The choice of material issues to feature in the re-

ness areas suggested stakeholders to be included in the

port was entrusted to the corporate sustainability

process, based on their market relations, however, no

area, based on an analysis of the process of con-

formal criteria were established for favoring or select-

sulting external stakeholders, resulting in the ma-

ing stakeholders based on sustainability. In time for the

trix that is a combination of the topics of greatest

next cycle, we recommend that the company broaden

interest to stakeholders and those of most strate-

its engagement with communities and other relevant

gic importance to Bunge. This matrix was, howev-

stakeholders in areas where its operational units are

er, based on interactions going back to 2008, and

based, going beyond mere public hearings and mak-

for the next cycle, we would like to recommend

ing use of, for example, its Bunge Natureza program. It

that the present-day context be evaluated so that

is important to ensure the inclusion of groups of stake-

the topics covered relate more accurately to the

holders who have not yet been heard, thereby giving
due and satisfactory attention to the impact, influence
and scope of the company’s activities.

period being covered by the report.
• Bunge Brasil is a complex company that is regularly subjected to operational changes. Hence,

• Bunge Brasil’s Executive Committee, responsible for

it is emphasized the importance of a regular

the decision making processes, includes the com-

review of its materiality process, so that it can

pany’s CEO (Chief Executive Officer) and its Vice-

obtain results that are up-to-date and consis-

Presidents, as well as the new Vice-Presidency for

tent and that take into account the company’s

Institutional Relations, Communication & Sustain-

sustainability context. New operations have

ability, which has as a strategic role interacting with

distinct impacts and issues that need to be con-

both government and the sector, in order to estab-

sidered within the scope of sustainability, and

lish partnerships aimed at expanding the logistical

need to be taken into account when defining

and transport network, and at resolving other issues

the materiality for the next cycle.

relevant to the sector’s and the company’s growth.

• The report provides a general view of the main

• The area of sustainability has been expanded, tak-

topics of relevance that were identified in con-

ing on new staff and seeking to extend its inter-

sultations with external stakeholders, over re-

action and transversal activities with other Bunge

cent years. It is important that the company

Brasil business and support areas. It is important

delve more deeply into these specific topics,

to disseminate knowledge internally in relation

which include: reverse logistics, post-consump-

to the subject of sustainability, at all hierarchical

tion impacts, approach to and management of

levels of the company, in order to be able to inte-

transport emissions, the impacts of biotechnolo-

grate socioenvironmental initiatives into routine

gy on the health of consumers and on biodiver-

and operational activities, and ultimately foster

sity, and socio-environmental risk management

improvements in management and innovation.

in the supply chain.
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Bunge Brasil has given ample evidence of its compli-

• Healthy diets: the company’s processes of prod-

ance with the strategic direction established by its

uct research and development do deal with the

Sustainability Platform. The following are some of

subject of healthiness, but it lacks clear goals and

the key facts that support this:

objectives needed to expand the range of such

• Climate Change: furtherance of its commitment

products. Bunge should focus on responsible com-

to using renewable and alternative sources of en-

munication in terms of information and labeling,

ergy, to self-sufficiency in timber harvested from

paying special attention to oils with nutritional

planted rather than virgin forests, and to the re-

additives. The materiality matrix suggests that

duction in land burning to prepare for the plant-

the subject of “genetically modified organisms”

ing of sugar-cane (mechanized harvesting). A re-

is high on the list of stakeholder interest, which is

view was carried out of the calculations made in

why it is important that Bunge make its position

relation to greenhouse gas emissions, including

clear in relation to the use, labeling and impact

direct biogenic emissions (biomass) and the use of

on the health of consumers of such products. It

emission factors under the Brazilian GHG Protocol

is stressed the importance of providing new prod-

Program. The benefits of using biomass are shown

uct options focusing on healthiness (low fat, sugar

using a hypothetical calculation of emissions

and salt content) with clear and appropriate in-

avoided, which does not reflect the company’s re-

formation on the packaging, labeling and in all

duced emissions. It is important to show Bunge’s

the company’s other communication channels.

position in relation to scope 3 Greenhouse Gas

checking data with that of IBAMA, the Ministry of

3. Responsiveness – relates to initiatives
adopted by the organization in response
to specific demands of stakeholders.

Labor and Employment and the Soy Moratorium

• The report lists the goals that were achieved dur-

were maintained. However, Bunge could improve

ing the period, but it does not show the continu-

its process of analysis and risk management of criti-

ity of such goals or medium and long term future

cal suppliers in relation to aspects of sustainability. It

goals. Thus, it is important for the company to

is important that the company develop more affir-

clearly state and outline its strategic priorities,

mative initiatives in relation to those suppliers who

challenges, impacts, future risks and objectives in

Emissions, which include logistics and transport.
• Sustainable agriculture: existing processes of cross-

have been blacklisted, along the lines of providing

• There is a tendency in the publication towards

for example. In the Stakeholder Panel, the new Bio-

providing more in the way of favorable informa-

diversity and Land Use Policy has been validated.

tion, and the report fails to maintain an equal

•W
 aste reduction: the recommendation is that

balance between the positive and the negative,

waste management be standardized between the

even though it does report some negative events

different business areas and that the terms recov-
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relation to sustainability.

training in human rights and environmental issues,

on an ad hoc basis.

ery, reuse and recycling be aligned. Sugar & Bio-

• Socioenvironmental management continues to

energy has a process in place of using returnable

be integrated into Bunge Brasil’s business areas

and reusable big bag packaging, whereas Fertil-

through the use of working groups, focused on

izers Area has not as yet implemented a similar

environment, health and safety. These groups

packaging process. Food & Ingredients Area has

have sought to work on aligning concepts and

a cooking oil collection system in place, but the

ways of measuring sustainability indicators, how-

number of partnerships related to this needs to be

ever, some of these concepts have still not been

expanded so that the recycling of cooking oil can

standardized throughout the company’s differ-

achieve adequate scale.

ent business areas.

Bunge 2012 sustainability report

• During 2011, certain changes took place in the

sity, transportation impacts, human rights in the

internal organizational structure and in the work-

value chain, certified purchases and communication

force structure, which left the monitoring of in-

about products to clients and costumers). The in-

formation fragmented and liable to errors. The

dicators regarding animal well-being in the sector

company should set up a systematic and reliable

supplement do not apply to Bunge’s operations.

process for collecting socioenvironmental data.
This data is presently sent to the sustainability

Final Considerations

area in a variety of different formats during the

In BSD Consulting’s opinion, Bunge is indeed

process of consolidation (e-mails, spreadsheets

seeking to consolidate its sustainability management

without formulae or calculation memory).

through the implementation of specific initiatives

• The report’s socioenvironmental indicators have

that are aligned to its Sustainability Platform. We

included data from the Sugar & Bioenergy busi-

would like to highlight the need for the company

ness. However, the information provided in the

to forge ahead with the implementation of sustain-

report, such as indicators on energy, waste and

ability-based initiatives throughout its businesses, its

health & safety, does not as yet include data from

support areas and its operational units, while at the

all the sugarcane plants.

same time improving its engagement with its exter-

• The report introduced the new Biodiversity and

nal stakeholders.

Land Use Policy that deals with socioenvironmental issues of vital importance to the sector, includ-

São Paulo, July 24, 2012

ing those related to the supply chain and biodiversity. For the next cycle, we would recommend

BSD Consulting – Brasil

that the report include the company’s plans and
goals in relation to implementing the policy in its
procedures and practices, applied to each business
area individually.

GRI-G3 Application Level
As per the guidelines set down by the GRI-G3,
BSD declares that the Bunge 2012 Sustainability Report is classified as A+ Application Level. The report
offers all the necessary information relating to the
company’s profile and provides a description of its
management processes and approaches to sustainability. It also supplies information regarding all the
categories of performance indicators: economic, environmental, human rights, labor practices, society
and product responsibility. Room for improvement
was noted in relation to the reporting of strategy
and analysis profiles (1.1 and 1.2), in corporate governance and engagement (4.4, 4.6, 4.10, 4.11, 4.15
and 4.17). Related to management approach and
performance indicators, there is scope for improvement in the provision of the environmental, social
and sector supplement information (e.g.: biodiver-
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