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Our Commitment
to Citizenship

Who we are, what we do and why citizenship is integral to our
corporate culture.
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Feeding the World
Sustainably

our people

Our role in bringing growers and food companies together to make
agriculture more sustainable – whether for traditional row crops or more
challenging commodities such as palm oil.
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Creating a Safe,
Inclusive Workplace

Our dedication to a zero-incident culture, where nothing is more
important than safety. Also, our efforts to improve diversity and
foster inclusion.

Our work to develop transparent, dedicated and sustainable supply
chains, for consumers hungry to know where and how their food is grown.

our community
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Making a Difference in
Our Communities

Our focus on being a good neighbor, through efforts ranging from
teaching farm safety to students to planting trees in protected areas to
funding a major new science center exhibit on agriculture.

our environment
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Reducing Our
Environmental
Footprint

Our newest environmental goals, and the progress we’ve already made
in reducing energy use, greenhouse gas emissions, water use and waste
in our facilities.
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BUILDING
RELATIONSHIPS
Up and Down the
Supply Chain

4,700

Our Commitment to

bunge north
america
employees
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today’s consumers want to know where their food comes from
and how it’s grown, and they expect companies to behave
responsibly. at bunge, we’ve been committed to good corporate
citizenship for 200 years.

in 2017, we’ll move our
headquarters into a new
leed-certified building in
chesterfield, missouri,
west of st. louis.
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As an agribusiness and food ingredient company, Bunge plays a key role in making the
global food supply chain more sustainable and transparent, and citizenship is one of
our core values and priorities.
To us, being a good corporate citizen means treating our employees well and keeping
them safe, being a good neighbor in our communities and minimizing our environmental
impacts. Our values and goals align with those of our corporate customers and industry
partners, and we work to help them each meet their own sustainability goals.
In 2016, we conducted a “materiality assessment” to identify the key issues most
relevant to our stakeholders. The results of that analysis are reflected in the contents of this
publication—our first North American citizenship report.
We hope readers of this report enjoy learning about our work. We welcome feedback
at BNA.sustainability@bunge.com. ■
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At Bunge, we are working to feed
the world in ways that are efficient,
equitable and environmentally friendly.
That’s a huge task, and one we approach
with great humility. We’re mindful that
corporations have enormous influence,
and we hold ourselves responsible
for using that influence for good—for
being stewards of our environment, our
colleagues and our communities.”

Bunge North America is a food and ingredients
company with expertise in agricultural
commodity processing and logistics. We’re
also in the relationship business.
“We forge relationships with individual farmers and with feed, food
and retail companies,” said Tony Williams, vice president, sales and
marketing, oilseed value chain. “Then, we build bridges connecting those
parts of the value chain in ways that benefit consumers and the world.”
In short, we serve as an important link in the producer-to-consumer
supply chain. We source grains and oilseeds grown by farmers and turn
them into high-quality food and feed ingredients used by the most trusted
brands in the industry.
Headquartered in St. Louis, Missouri, we operate as the North
American arm of Bunge Limited, a New York Stock Exchange (NYSE: BG)
company headquartered in White Plains, New York. While Bunge Limited
has operations in approximately 40 countries worldwide, Bunge North
America operates in the United States, Mexico and Canada.
Bunge’s customers are companies in the livestock, poultry, food
processing, foodservice, consumer packaged goods, bakery industries
and farmers. Bunge feeds the world by exporting commodities and
ingredients around the globe. We strive to continuously improve the entire
food production chain and to deliver high-quality, safe ingredients and
innovative, on-trend food solutions. In the process, our work helps to
support farming families, contributes to good nutrition and even facilitates
global trade and food security.
We are strongly committed to ethical business practices, good
governance, transparency and operational excellence. Sustainability is an
important element of Bunge Limited’s business strategy, and both Bunge
Limited and Bunge North America have corporate sustainability and
environmental policies.
For more about Bunge North America and Bunge Limited, visit
www.bungenorthamerica.com and www.bunge.com, respectively. ■

— TODD BASTEAN
President and Chief Executive Officer
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“Bunge exists to feed the world, and we
have a responsibility to do that sustainably
and appropriately. We have the knowledge,
tools, business relationships, and—most
importantly—commitment to do it right.”
—matt gibson, vp, gm grains

“We have a 200-year history and we intend
to remain a vibrant business for many
more centuries to come! In order to do
so, it is imperative that we be responsible
stewards of the resources of our planet
and a trusted partner to the communities
that we operate in across the world.”
—prem kanneganti, chief financial officer
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We purchase palm oil from suppliers and processors for blending
with other oils. Because of the environmental and social challenges
involved in palm oil production, we are taking a number of steps to
ensure that all of our palm oil suppliers produce their product sustainably
and responsibly.
In 2015, we became a member of The Forest Trust (TFT), a nonprofit
that is helping us map and verify our palm oil supply chain. We are also
members of the Roundtable for Sustainable Palm Oil (RSPO), and we go
beyond RSPO guidance in many respects.
“We spend significant time and resources engaging our direct
suppliers and collaborating with TFT,” said Megan Weidner, vice president
of corporate responsibility and sustainability. “Bunge is committed to,
and working toward, developing a sustainable, ethical and transparent
supply chain.”
We published the Bunge Global Palm Oil Sourcing Policy in October
2014 and organized a Global Palm Oil Team that meets monthly to guide
and track our efforts. We set a goal to have 100 percent of our palm
oil imports be traceable back to the mill by the end of 2016. While we
did not quite meet that goal, instead achieving 97 percent traceability
in North America and 87 percent traceability globally, this represents
considerable progress: in 2015, we could trace only about 33 percent
of the palm oil we purchased. We continue to work toward achieving
100 percent traceability through making key business decisions, supplier
engagement and supporting industry transformation projects. ■

A PIONEERING Program
The concept of sustainability is not new to Bunge. More than a
decade ago, we were a founding member of Field to Market:
The Alliance for Sustainable Agriculture, and we continue to operate
one of its longest-running projects.
In 2015, we enrolled 116,000 acres into Field
to Market’s Fieldprint Platform. Merchandising
managers enter field data on behalf of the growers
enrolled, including water use, fertilizer use, crop
productivity and other measures, into the Platform,
which in turn produces estimates of the farms’
sustainability outcomes such as greenhouse gas
emissions and energy use efficiency. All of Field
to Market’s tools and resources are designed to
provide growers and the food and agriculture
value chain with ways to assess the sustainability
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performance of commodity crops and identify
opportunities for continuous improvement
Field to Market is a leading multi-stakeholder
initiative that brings together a diverse group
of grower organizations; agribusinesses; food,
beverage, restaurant and retail companies;
conservation groups; universities and public sector
partners to define, measure and advance the
sustainability of food, fiber and fuel production. ■

55%

of the canola
seed we
purchase comes
from growers
enrolled in our
sustainable
canola program

For more information, see http://www.fieldtomarket.org.
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Promoting
SUSTAINABLE
AGRICULTURE
We play a behind-the-scenes but essential
role in supporting sustainable agricultural
practices by facilitating collaboration
between growers and food companies.
In late 2014, for example, we were approached by a major consumer
packaged goods company to create a sustainable canola program, to help
them meet their own sustainability goals. Bunge’s Canadian team accepted
the challenge and recruited farmers in Saskatchewan, outlined sustainable
growing standards and put an audit protocol in place. “We handpicked the
first 30 farmers to participate in the program,” said Ray Elliot, manager,
seed procurement. “They were folks who already knew and trusted us.”
The program ramped up quickly and has been a success, with Bunge
selling tens of millions of pounds of mass balance canola in 2016. (“Mass
balance” means it’s a mix of sustainably grown and conventionally grown.)
The canola program aims to drive progress on sustainability factors such
as biodiversity, water management, fertilizer use and crop rotation. Growers
have to record their practices and are audited annually. While these growers
were already using the latest technologies to drive efficiency, the audits look
for ways they can improve. ■
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Ancient GRAINS
ARE NEW AGAIN
With the popularity of gluten-free products,
food companies are searching for sustainable,
reliable alternatives to wheat.
We are sourcing scalable supplies of millet, quinoa and sorghum
and helping customers incorporate them into a wide range of foods. We
provide these “ancient grains” in stone ground, whole grain and refined
grain form.
Beyond being certified gluten-free, these grains have a number of
sustainability benefits. Our stone ground varieties are Non-GMO Project
Verified, for instance. And sorghum and millet, in particular, are droughttolerant, low-input, environmentally friendly crops.
“Millet is a secondary crop,” said Brian Anderson, PhD, vice president
of innovation and marketing. “In Northeast Colorado, farmers harvest their
wheat in June and then plant millet, harvesting it in September.
It requires no fertilizer and no irrigation—it’s naturally drought resistant.”
Colorado-grown millet is being used by customers in the U.S. and
India. While some of our quinoa comes from South America, its traditional
source, farmers are also growing it for us in Canada. The Canada-grown
quinoa has a smaller environmental footprint, in that it has fewer miles
to travel to reach our mill in Crete, Nebraska. ■

Strengthening the

FARM-TO-FORK
Connection

in 2015, we
enrolled nearly

sustainably grown. non-gmo. organic. expeller-pressed.

as food labels reflect shifts in consumer
preferences, we are expanding our product
lines to meet demand.
Whatever the need, we help our customers earn
even greater consumer trust. “We provide our food
company customers increased visibility into the
agricultural supply chain and the origins of their
ingredients, so they can label their products with
confidence,” said Eric Heismeyer, vice president and
commercial manager, milling.
For example, we supply Non-GMO Project
Verified corn to specialty food companies that make
non-GMO snack products. The rigorous Non-GMO
Project Verified standards require traceability and
segregation of ingredients. We also supply non-GMO
medium-grain rice.
Similarly, our Whole Harvest product line provides
customers with the oils they need to make betterfor-you products that have clean labels and are
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116K

acres of corn in
the centerfield
program

gentler on the Earth. Whole Harvest is simply
different. The brand’s expeller-pressed soy, canola,
sunflower and corn oils retain their natural
antioxidants and eliminate the need for artificial
preservatives in processed foods, and the soybean
oil is certified organic.
While our non-GMO products and Whole Harvest
line are relatively new, our experience building
dedicated supply chains for specific products is not
new. Our Centerfield™ program, for instance, was
launched in 2011 to bring improved corn hybrids to
customers. Today, our Milling unit can trace bushels
of Centerfield™ corn from participating fields to
final product. Many Centerfield™ growers take part in
the Field to Market program described on page 6. ■
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55% of consumers surveyed
in 2016 believe the food

system is headed in the right
direction, up from 40% in 2015,
according to the center
for food integrity

Creating a Fairer,
More Transparent
SUPPLY CHAIN
IN MEXICO
In Mexico, intermediarios, or middlemen, often
take advantage of small family farmers, buying
their crops at rock-bottom prices and reselling
them at much higher rates. Bunge and our
partners in the Vida Group are working to make
the system fairer for small producers.
Vida Group is an industry association that supports subsistence and
family farmers by connecting them directly to large companies that will
buy their crops. “Vida Group establishes strong links between the food
companies in Mexico and farmers,” said Daniel Maldonado, managing
director, Mexico, and general manager, North American Milling. “They do
this in order to provide best agricultural practices, guidance on optimal
crops for market and soil conditions, and price discovery—all with the
aim of improving small farmer incomes and well-being,”
Our work with Vida Group is part of a broader effort by Bunge to
adhere to the principles of the United Nations Global Compact—which
relate to human rights, labor, environment and anti-corruption—to
ensure that no unscrupulous practices exist in the supply chain.
Also in Mexico, we are working with a major international food
company, CIMMYT (the International Wheat and Corn Improvement
Center), and INIFAP (the National Institute of Forest, Agricultural and
Animal Research) to develop and promote an improved variety of
domestic hard wheat for bread. Bunge assisted by milling and testing
potential new varieties. ■
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Promoting DIVERSITY,
Fostering INCLUSION
TOTAL RECORDABLE
INJURY RATE*

2.92

Creating a

Safe,

2.57

2.39

Inclusive

W

Workspace

Workplace safety is serious business. We
always put safety ahead of profit and production, and we are dedicated to achieving a
zero-incident culture.
“We truly believe that no work is so important or urgent that it cannot
be performed safely,” said Bob Marshall, safety director. “We make that
message clear to our employees, by empowering everyone to stop work
the moment they feel work is unsafe or conditions change.”
We’ve put in place strong governance systems and policies to help
ensure safe working environments in all of our locations, including grain
elevators, mills, oilseed crush plants and refineries, packaging plants and
export terminals. Our Bunge Safety Council oversees safety throughout
the organization, and site safety coordinators see that our safety vision,
mission and principles are carried out in each facility.
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2014

2016

*Total recordable injury rate=
(total recordable injuries x 200,000)/
total hours worked.

“Our multicultural, global team has played an important role in
Bunge’s success,” said Geri Hayes, vice president of human resources.
“We continue to foster a workplace in which all employees feel valued
and respected, knowing that this culture will be key to our growth
and prosperity.”
In 2016, we developed a new diversity and inclusion strategy after
conducting focus groups with about 275 employees at 44 Bunge locations.
We also updated our nondiscrimination and anti-harassment policies to
include gender identity, gender expression and sexual orientation and added
transgender benefits to our benefits policies. We also trained employees on
cultural awareness. In 2017, we will offer training sessions on unconscious
bias and will launch two employee resource groups—one focused on
female employees and the other on African-American employees.
We’re also working to recruit diverse candidates for jobs, in part by
being an official corporate partner of MANRRS, or Minorities in Agriculture,
Natural Resources and Related Sciences. In late 2016, Bunge hosted
approximately 75 high school and college students from MANRRS at our
headquarters in St. Louis. Students learned about careers with our company
and about the fields of agriculture, food science and agribusiness. In 2017,
Bunge will participate in MANRRS’ annual conference. ■

ENGAGING with
EMPLOYEES

We are particularly focused on five types of high potential exposures,
such as working at heights and in confined spaces. “Our motto for these
is ‘stop, think, protect,” said Marshall. “Stop and think about the task and
make a plan to do the job safely. Protect yourself and others by using
proper procedures and the right safety equipment.”
Each year, Bunge North America nominates individuals and teams for
Bunge Limited’s Global Stand for Safety Awards. In 2016, we nominated
our Edmonton, Canada, packaging team for Best Facility—and it won
the global award. Our nominee for Best Stop Work award was Jimmie
Day, an operator at our Tallulah, Louisiana, grain elevator, who called for
the elevator to shut down because he detected that a gear was warm
before the monitoring system did. ■

CITIZENSHIP 2016

2015

Bunge is working to increase the diversity of our
workforce and make sure that every employee
feels included and valued.

91%

of our facilities
achieved zero
lost-time
injuries in 2016
CITIZENSHIP 2016

to learn how our employees
are feeling about bunge and
their jobs, we conduct an
employee engagement survey
every two years.
In 2016, about 88 percent of Bunge North America employees completed
the survey. The results for salaried employees showed a noticeable
improvement over 2014 in 13 of the 15 categories (with the other two
remaining flat) and compared favorably to the results of other companies
that have taken the survey. For example, 89 percent of Bunge respondents
said they would recommend Bunge as a good place to work, compared to
80 percent of respondents at other North American companies. ■
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“We’ve been sponsoring the Progressive Agriculture Safety Days
in Morristown, Indiana, since 2007,” said Maranda Mullis, compliance
manager, Morristown, IN. “I’m now recognized by the children in town
as the ‘safety lady.’ I often have parents tell me how their children made
them quit doing something because ‘it wasn’t safe.’ That makes all of the
hard work that goes into Safety Days so worth it.”  
Safety Days are just one of our community-focused efforts. “We
encourage our plant managers to respond to community needs as they
see fit,” said Jason Klootwyk, director of interior assets, “whether it be
donating equipment to volunteer fire departments or new uniforms for a
school sport’s team.”
Our employees often develop strong relationships with growers and
other community members, such that they become friends, not mere
business connections. “Visiting
with our growers, participating in
school fundraisers, going to high
school football games—those were
2016
the best times when I was a grain
elevator manager,” said Klootwyk.
“These folks value things like
family tradition, civic pride and
school spirit. Because we also value
these things, it’s a natural fit.”
Our headquarters staff in
St. Louis, Missouri, is also active
in the community. A volunteer
Citizenship Committee organizes
one event per quarter—from food
drives to volunteering at Ronald
McDonald House to cycling in the
Bike MS Gateway Getaway Ride. ■

in
,
a total of

Difference

3,075

in Our Communities

students
attended
bunge-sponsored
safety days

The Saint Louis
Science Center’s
GROW EXHIBIT
Last summer, the Saint Louis Science
Center opened a new permanent exhibit
on the agriculture supply chain—thanks in
part to a $1 million donation from Bunge
North America Foundation.
The GROW exhibit enables visitors to learn where their food comes
from, through more than 40 in-depth, hands-on exhibit elements covering
topics such as economics, chemistry, culture, technology and life sciences.
The one-acre site includes both indoor and outdoor experiences.
“Agriculture touches every life, every day in the food we eat, and it is
important to give everyone an opportunity to understand how the food
value chain works,” said Todd Bastean, president and CEO. “Bunge is
proud to help the Saint Louis Science Center highlight how agriculture will
meet the growing global demand for food.”
In addition to the financial support, Bunge employees offered industry
expertise to the Science Center team developing the exhibit, and will
provide ongoing volunteer support as needed.
BNA Foundation contributes to other nonprofit organizations in
St. Louis and elsewhere. Organizations supported by the Foundation
include the FFA, Living Lands and Waters, the Independence Center,
Agriculture Future of America, the Missouri Botanical Garden, and
many more. ■

IN MEXICO, GROWING
“Grains of Life”
families living on farms face a range of safety risks, such
as those associated with grain silos and tractors. educating
children about safety is one of the ways bunge gives back to the
mainly rural communities in which our facilities are located.

T

The Bunge North America Foundation is the lead sponsor of
Progressive Agriculture Safety Days, which educates more than 80,000
children and adults each year about how to stay safe and healthy on the
farm, ranch or home. We donate annually to the Progressive Agriculture
Foundation in support of this program.
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Many Bunge locations, including our headquarters in St. Louis,
sponsor at least one Progressive Agriculture Safety Day each year. A
typical event consists of five to eight sessions geared toward children
on topics ranging from gun safety and hazardous chemicals to grain
engulfment and healthy eating habits.
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Bunge runs a social responsibility program in Mexico known as
Granos de Vida, or Grains of Life.
The program has five “lines of action” that seek
to create positive impact in the community:
environment, feeding the world, education,
sustainable agriculture and living well.
In 2016, under the environment line of
action, more than 800 volunteers worked
together to plant approximately 5,000 trees in
protected areas in Guadalajara, Querétaro, Toluca
and Monterrey. This project was undertaken
in partnership with the nonprofit organization

CITIZENSHIP 2016

Reforestamos Mexico. Through the education line
of action, employees donated 950 books to local,
low-income schools and orphanages.
“All of our sustainability work, including
these community efforts, are not done just to
‘check the box,’” said Guillermo Melin, human
resources director, Mexico. “Our employees are
very committed to this work. They really want to
make a difference, and they are very proud of
this work.” ■

13

o u r

o u r

e n v i r o n m e n t

I

OUR NEW
Environmental Goals
In late 2016, Bunge Limited established 10 new goals to address impacts
in the areas of energy use, greenhouse gas (GHG) emissions, water use
and waste. Bunge North America and Bunge Limited’s other regions will
all work to meet these targets, which are the latest in a series of goals the
company has set since 2008.
The new goals, which are both aggressive and realistic, have a
10-year timeframe and will use 2016 as a baseline. Among the goals
are a commitment to reduce water use per metric ton of production by
25 percent in areas of high water stress. We’re also seeking to reduce
total waste generation by 20 percent and GHG emissions and energy
consumption by 10 percent each (all per metric ton of production).
These goals are just one of 17 elements of Bunge’s Environmental
Management System, which also includes a corporate environmental policy,
governance structure, and facility audits and monitoring systems. ■

Reducing Impacts in
Logistics: A Win-Win

“Natural resource conservation is fundamental
to Bunge’s operations. Our goal is continuous
improvement and operational excellence in quality,
safety and environmental stewardship—being a good
corporate citizen for our employees, customers and
communities in which we operate.”

28%

reduction in
waste at our
rice mill in
woodland, ca.

—jamey henne, industrial director

reducing our

environmental
footprint

Because we move commodities around the
globe, we are always looking to optimize the
cost efficiency of transportation. Most efforts to
reduce costs also reduce GHG emissions.
For example, when we load a railcar with as much grain as possible,
we save money by reducing the number of railcars needed to transport
the load—and fewer cars means lower GHG emissions. “We recently
leased new railcars, built to our specifications, with a larger load
capacity, for just this reason,” said Tim Gallagher, EVP, GM, oilseed
value chain.
Another way to optimize efficiency is by “transloading,” or hauling
product as far as possible using barge or rail, then using trucks to the
final destination. To make this process even more efficient, in Indiana,
we utilize a truck carrier that has more than 200 semis powered by
compressed natural gas (CNG).
“Not only is CNG environmentally preferable to diesel,” said
Veronica Webb, logistics lead for milling, “but the trucks can carry
loads 5,000 pounds heavier than standard trucks.” We use this carrier
to ship grain to a major food manufacturer in Georgia. ■
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Meaningful Progress
at OUR FACILITIES
All Bunge facilities have been making efforts to reduce their environmental
footprints. The facilities have achieved meaningful reductions through both
continuous improvements in efficiency and capital expenditures. Our oilseed
crush plant in Altona, Manitoba, for example, reduced its annual water use
by more than 40 percent (per metric ton of production) by building a stateof-the art new facility. Our mill in Crete, Nebraska, reduced its water use
by 13 percent by eliminating an unneeded step in the corn milling process.
And our rice mill in Woodland, California, decreased waste to landfill by 28
percent in 2016 after reviewing and upgrading its recycling capabilities. ■
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GREENHOUSE GAS

ENERGY USAGE

WATER USAGE

(KgCO2 /mT)

(GJ/mT)

(m3 water/mT)

74.86

1.09
71.85

0.92

GOAL:

GOAL:

71.19

1.05

69.22

2015

2016
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0.81

2015

2016

GOAL:

1.02

2014

0.83

2014

2015

2016

0.84

1.03

2014
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bunge north america leadership team

contact us

TODD BASTEAN
President and CEO

BUNGE NORTH AMERICA
CORPORATE HEADQUARTERS
11720 Borman Drive
St. Louis, MO 63146
Phone: 314-292-2000

TIM GALLAGHER
Executive Vice President, General Manager, OVC
MATT GIBSON
Vice President, General Manager, Grains
GERI HAYES
Vice President, Human Resources
JAMEY HENNE
Industrial Director
PREM KANNEGANTI
Chief Financial Officer
DANIEL MALDONADO
Managing Director, Mexico
General Manager, North American Milling

LEARN MORE AT
WWW.BUNGENORTHAMERICA.COM/CITIZENSHIP

NEW CORPORATE OFFICE
(Effective Q4 2017)
1391 Timberlake Manor Pkwy.
Chesterfield, MO 63017
CANADIAN ADMINISTRATIVE OFFICE
2190 South Service Road West
Oakville, ON L6L 5N1
Phone: 905-825-7900
MEXICAN ADMINISTRATIVE OFFICE
Alfonso Nápoles Gándara no. 50 Piso 3
Col. Santa Fe Peña Blanca
C.P. 01210, Álvaro Obregón
México City, México
Phone: +52-555-273-3388
TO PROVIDE FEEDBACK ON THIS REPORT OR
REQUEST COPIES, CONTACT:
MEGAN WEIDNER
Vice President, Corporate Responsibility and Sustainability

This publication was printed by an FSC® Certified printer. It was printed with the highest regard for the planet and its’ ecosystems, using 100% green
renewable wind power and sustainable manufacturing principles. These practices include socially responsible procurement, lean manufacturing,
green chemistry principles, carbon reduction strategies, the recycling of residual materials and reduced VOC inks and coatings. The paper used was
manufactured from 100% Post-Consumer Waste.
The savings below were achieved by using PCW recycled fiber is used in place of virgin fiber:

2.67 less trees consumed.
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1.20 million BTU’s less energy used.

1245.88 gallons less water
consumed.

277.56 lbs of greenhouse gases
reduced and/or offset.
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From FIRST S I GHT to LAST B I T E
The most appealing bars and snacks are nutritious and delicious. Why not take things one
step further with our broad range of more sustainable ingredients, including ancient grains,
expeller-pressed oils, and algae butter? Bunge can help you create an exceptional treat
consumers will feel great about.

| BungeCreativeSolutions.com Call (800) 528-4633

