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our chairman and chief executive officer

Fiscal year 2011 has been an exciting year in stepping up our 
Corporate Responsibility performance and we are proud to highlight  
our progress across the business. 

FACUNDO L. BACARDI

Chairman
In order to deliver ongoing improvement in our 
performance and to deliver a more 
sustainable future for our stakeholders,  
we have outlined a new vision to be 
recognized as the leader in Corporate 
Responsibility in the spirits industry. To 
support this vision we have developed new 
strategies for each of our Corporate 

Responsibility pillars, and in turn these are 
supported by new five-year or ten-year targets.

In 2012, we celebrate the 150th anniversary 
of our Company and looking forward we see 
Corporate Responsibility playing an essential 
part in developing a long-term business and 
a successful future for Bacardi.

about bacardi

Established in 1862 in Santiago de 
Cuba, Bacardi Limited celebrates 
its 150th anniversary in 2012. 

Today, Bacardi Limited is the largest 
privately held spirits company in the world 
producing, marketing and distributing a 
variety of internationally recognized spirits 
and wines. Our brand portfolio includes 
more than 200 brands and labels with a 
focus on six core global brands: BACARDI 
rum, MARTINI vermouth, BOMBAY SAPPHIRE 
gin, GREY GOOSE vodka, DEWAR’S blended 
Scotch whisky and ERISTOFF vodka.
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Our full Corporate Responsibility Report  
is available at www.bacardilimited.com

EDwARD D. ShIRLEy

President and CEO



our corporate responsibil ity program
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We are proud of the quality and heritage of 
our brands and do not want them to be 
consumed inappropriately. We therefore 
market our products in a responsible way 
and encourage our consumers to enjoy our 
drinks in moderation. Within the 
Marketplace pillar, we aim to engage 
consumers with targeted responsible 
drinking campaigns and to maintain our 
excellent compliance record against 
responsible marketing codes. We believe 
that promoting responsible consumption 
allows consumers to make better and more 
informed choices. 

37M+
consumers worldwide have been engaged by our “champions 
drink responsibly” campaign since its launch in 2008.

environment, health  
and safety

With Caring as one of our values, we aim to 
ensure our people are safe at work and that we 
protect the environment. This is the right thing 
to do and is also good for our business. 

Within the Environment, Health and Safety 
pillar, we have a new strategy that will develop 
industry-leading programs to reduce our 
environmental impact at all stages of our value 
chain. Similarly, we have developed a new 
safety strategy that aims to deliver an even 
safer Bacardi. 

highlights of the year

We have again made year-on-year progress  
in reducing our environmental impacts  
and have exceeded by a significant margin  
all of our five-year targets, set in 2006. 

We now use 50% less water and almost  
30% less energy than five years ago.  

7% reduction in greenhouse gas 
emissions in fiscal 2011.

responsible sourcing We source high quality ingredients and raw 
materials for our premium brands from all 
over the world. Within the Responsible 
Sourcing pillar, we have a vision for all raw 
materials and packaging to be sourced 
sustainably – reducing social and 
environmental impacts while maintaining or 
enhancing the economic status of growers 
and suppliers. To underline our commitment 
to responsible sourcing we have set a target 
to source all of our sugarcane-derived 
ingredients from Bonsucro certified sources 
within ten years. 

highlights of the year

We have made good progress in getting 
suppliers signed up to Sedex, the database  
for sharing ethical audit data. 

We have also started to apply our  
Responsible Sourcing standards to our 
Point-of-Sale (POS) supply chain and  
61 POS suppliers are signed up to Sedex.  

39% increase in membership of the 
sedex ethical performance 
database among our suppliers.

h ighlights of the year

We continued to develop our award-winning 
“Champions Drink Responsibly” campaign  
in fiscal 2011 with our new Global Social 
Responsibility Ambassador, world tennis 
champion, Rafael Nadal, a true champion and 
ideal role model for spreading the responsible 
drinking message to new and wider audiences. 

corporate responsibil ity at bacardi

As a leading spirits producer, we 
have a part to play in helping to 
address some of the pressing 
challenges facing societies  
around the world today. These 
include climate change, 
sustainability of resources and 
social problems, and they pose a 
risk to the markets we serve and 
ultimately our own success.

Our approach to Corporate Responsibility is 
guided by our values of Trust, Caring, 
Passion and Excellence and we will achieve 
our vision of becoming the leader in 
Corporate Responsibility in the spirits sector 
by delivering excellence in our performance 
and by being the best at what we do.

There are various stages in the production 
and sale of our premium spirits. Many of the 
environmental and social impacts 
associated with our business are in our 

supply chain and we aim to reduce our 
impacts at all stages of our product lifecycle.

Our Corporate Responsibility program is 
divided into five key pillars reflecting our 
main areas of activity and covering our 
whole product lifecycle: Marketplace; 
Environment, Health and Safety; 
Responsible Sourcing; People; and 
Philanthropy and Community Involvement. 

marketplace



agricultural raw materials1
Agricultural products, such as grapes, 
sugarcane products, grains and botanicals, 
are some of the raw materials we source  
and our Responsible Sourcing program aims 
to reduce environmental and social impacts 
in our supply chain.

manufacturing2
Our manufacturing sites follow long-established 
recipes to create our brands. At all sites, we 
aim to establish projects that will deliver 
improved environmental performance. We 
also focus on establishing a safety culture 
that will deliver an accident free workplace. 

packaging and distribution3
Aging and bottling put the finishing touches to 
our products before they are shipped to 
customers. Our packaging is mainly glass and 
cardboard and around 50% of our products’ 
carbon footprint comes from glass 
manufacturing. Reducing bottle weight and 
using more recycled glass help to reduce this.

retail and consumers4
Our customers are retailers and hospitality 
operations who sell our products to consumers. 
Although most people drink responsibly, 
irresponsible consumption can lead to health 
problems, anti-social behavior and drinking and 
driving. We engage with consumers on 
responsible drinking and adhere to responsible 
marketing codes to tackle these issues. 

recycling and reuse5
Recycling is an essential way to reduce the 
impact of our packaging and all of our packaging 
is recyclable. Our sustainable packaging 
manual will build sustainability considerations 
into all future packaging redesigns. 

our impacts
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our value chain

Our Corporate Responsibility 
program aims to reduce our impacts 
at all stages of our product lifecycle.

It is a fundamental principle of Bacardi 
Limited that our success comes from great 
brands and outstanding people and our 
“ONE Bacardi” initiative aims to connect and 
align all of our employees behind one set of 
values, strategies and common ways of 
working. Within the People pillar, our 
strategy is built on the belief that 
outstanding people deliver excellent results. 

To Bacardi Limited, “outstanding people” 
means talented and engaged employees 
who are valued for the unique contributions 
they bring to the Company. 

highlights of the year

We have launched our Global Performance 
Management System to cover performance 
management, development planning and 
career aspirations of our people. The  
system replaces 17 separate performance 
management systems that previously  
existed across Bacardi Limited globally. 

2,000
employees included in our new global 
performance management system. this will 
rise to 4,000 in early fiscal 2012.

people

We operate in many locations around the 
world and always seek to make a positive 
contribution to our local communities.  
Taking part in philanthropy and community 
activities generates a strong sense of pride 
in our employees. Within the Philanthropy 
and Community Involvement pillar, our 
strategy aims to engage our people in 
Corporate Responsibility through local 
community programs. Looking ahead, our 
Philanthropy and Community Involvement 
approach will reflect some of our main 
Corporate Responsibility focuses. 

highlights of the year

Corporate Responsibility Week (CR Week) was 
our first Company-wide initiative to connect our 
people with community projects in the locations 
where they work and live. Approximately 3,750 
employees from 35 countries were involved in 
CR Week, taking part in more than 128 activities. 

US$3.9M
reported giving by bacardi companies 
and brands in fiscal 2011.

philanthropy and  
community involvement

 
 

 
 

 



the new bacardi americas 
headquarters

A range of 
environmental 
design and 
construction 
features 
incorporated 

into our new Bacardi Americas 
headquarters in Florida have 
helped the site achieve Gold 
Certification from the U.S. Green 
Building Council’s ‘Leadership in 
Energy and Environmental Design’ 
program (LEED). 

measuring our impact

In fiscal 2011, we joined the 
London Benchmarking Group (LBG). 

The LBG model provides  
a standardized method  
for managing and 
measuring a company’s 
community involvement 
and will allow us to 

measure the overall contribution to our local 
communities – not just cash invested, but 
also time volunteered, in-kind donations and 
management costs.  

corporate responsibil ity at bacardi this year

Bacardi U.S.A., Inc. is a founding 
member of The Century Council 
(TCC), which celebrated its 20th 
anniversary in 2011. 

We are a proud supporter of the TCC’s 
responsible drinking initiatives and since its 
establishment the TCC has contributed to a 
32% reduction in drinking and driving and a 
49% decline in underage drinking in the U.S. 

e - learning

During the year we 
launched a new 
e-learning module 
to train our 
marketers on the 

requirements of our responsible 
marketing code – the Global Marketing 
Principles. By year-end 250 marketers 
successfully completed the training. 

We have implemented “right-weighting” 
projects that have achieved packaging 
reductions of approximately 17,000 tonnes 
since 2008, equivalent to a 6% reduction in 
total packaging weight on a like-for-like basis.

“Right-weighting” was a consideration in the 
recent re-design of our DEWAR’S blended 
Scotch whisky packaging.

the better sugarcane 
initiative to bonsucro

We continue to work with Bonsucro 
(formerly the Better Sugarcane Initiative) 
towards a sustainable sugarcane 
industry. In fiscal 2011, we hosted the 
Bonsucro Annual General Meeting (AGM) 
and led the re-branding from the Better 
Sugarcane Initiative to Bonsucro. Bacardi 
Limited was also elected to the newly 
formed Board of Directors for Bonsucro.

working with sourcing 
communities

We have started a three-year program with 
WWF in Fiji, a key supplier country for 
molasses, which will focus on reducing the 
environmental impact of sugarcane 
production and work with sugarcane farmers 
to achieve Bonsucro certification.
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a great place to work

We aim to be recognized as a Great 
Place to Work and five country-level 
operations (U.K., France, Portugal, 
Spain and Italy) have been awarded in 
Great Place to Work or other top 
employer rankings.

developing the potential  
of our people 

Becoming Bacardi, our global employee 
orientation program, connects new hires with 
our heritage, our brands and our people. In 
fiscal 2011, the program won Gold in the 
International Visual Communications 
Association (IVCA) awards, celebrating the 
innovative and creative use of digital media in 
employee communication and training.

trees for china

Bacardi China and Bacardi Asia Pacific 
donated two thousand trees to create a 
“Bacardi Forest” as part of the Million Trees 
Project in China run by non-profit 
organization, Shanghai Roots and Shoots.

the century council dewar’s white label  
and dewar’s 12


