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MESSAGE FROM THE CEO  
 

The past year has brought about some significant changes in the external 
environment that will have a profound impact on Sunny Delight Beverages 
Co. (SDBC) and our sustainability efforts.   

 
First, the dramatic decline in the price of some of the key commodities we 
use – particularly oil and its related materials – has changed economics for 
both our consumers and for our sustainability efforts.  It has been estimated 
that a sustained lower price of gas will add $125 billion to consumers’ discre-
tionary spending in 2015.  This is good news for our struggling economy and          
consumers’ purchasing power. But it also means that consumers’ desire to 
reduce their consumption of oil related materials will decline making it harder 
for companies like ours to justify capital investments designed to reduce their 
usage.  We will have to be innovative and look harder for bigger reductions in 

energy and raw material usage so that we can justify the necessary capital spending to deliver 
them.   
 
The second significant change is the marked shift in consumers’ desire for more natural foods.  
For much of the past decade, consumers have expressed strong concerns about sugar and 
calories – trying to fight the obesity epidemic by reducing their intake of sugars and other      
caloric foods.  We – and most other major food and beverage companies – responded by     
reducing the sugar and calories in our products – and we delivered a 47% reduction in less 
than five years through a variety of innovation and formulation techniques.   
 

But consumers are increasingly focused on consuming more natural foods and seemingly are 
willing to accept natural calories and sugar in order to get them.  If you had told me ten years 
ago that consumers would be willing to pay a premium for products claiming “real sugar,” I    
seriously would have doubted you. But that is happening – whether it is Mexican Coke, Pepsi 
Throwback or any of our other competitors who have re-introduced real sugar products.      
Consumers would much rather consume those products than others sweetened with artificial 
ingredients. 
 
This poses a real dilemma for us:  we remain very committed to helping America cut calories in 
the products they consume, but making those products affordable and great tasting for our  
everyday consumers is very difficult.  There are not very many good solutions that meet all 
those criteria – good tasting, affordable and natural.  Much focus has been placed in this area 
by the broader food industry, but – aside from stevia and its many variants – not much progress 
has been made.  And even stevia has severe flavor and cost limitations, and questions are   
being raised about how natural some of the variants really are. This poses a major challenge 
for us as we continue our sustainability mission to help consumers achieve their weight loss 
goals.  We don’t have any easy solutions but we are trying. 
 

Billy Cyr 

President and CEO 
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Message from the CEO … continued 

 
 
 
It is in this context that we must continue to drive our sustainability program.  The solutions are 
not easy and the environment is constantly changing.  That requires serious innovation,        
tenacity and commitment.  Our employees demonstrate that every day.  As such, this 2014  
Sustainability Report  focuses on the differences that our employees are making every day – 
how their commitment, tenacity and innovation results in both steady progress and occasional 
giant leaps forward in our sustainability program.   
 
You will learn how we have cut our energy consumption through some smart and well-
executed capital investment projects dreamed up by our employees in Anaheim.  And you will 
get a chance to hear about some significant innovations by our employees in Sherman, Texas. 
 
And you will see how our employees continue to grow our partnership with Keep Cincinnati 
Beautiful – providing inspiration for both the students with whom we interact and the employees 
who work with them. 
 
In the end, I hope you agree that sustaining a sustainability program over the long haul – as 
market conditions change – can only be done through exceptional creativity and persistence 
from committed employees who are passionate about their mission.  We are fortunate to have 
employees like that and this report is a testament to their efforts. 
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2014 ACHIEVEMENTS AT-A-GLANCE 

Highlighted below are our 2014 achievements across all three of the sustainability pillars 

we measure — economic, environmental and social.  “I am very pleased to share our    

progress, but there is always more to be done.  Our organization is up to the challenge and 

we all are committed to continual improvement,” said Ellen Iobst, Chief Sustainability      

Officer and Senior Vice President, Supply Chain for Sunny Delight Beverages Co.   

 

ECONOMIC 

Continue to deliver annual, sustained growth by offering consumer-preferred products   

and by increasing revenue, volume and earnings before interest, taxes, depreciation and 

amortization (EBITDA).   

 Continued to invest behind three new products that we believe will increase revenue 

and volume as consumers become aware of and purchase them: SunnyD pouches 

geared toward lunchbox occasions; SunnyD Chillers to satisfy consumers during thirst-

quenching occasions; and Sparkling Fruit2O to provide consumers with the excitement 

of carbonation married with natural fruit flavors and a trusted brand name. 

 Developed SunnyD drink boxes for the lunchbox occasion. 

Continue to improve the wholesomeness of our product portfolio. 

 Reduced average number of calories per serving from 92 in 2007 to 49 today — a 47% 

reduction. 

 Based on total volume, removed 185 billion calories from the American diet in 2014, 

compared to 2007, or the equivalent of 53 million pounds of potential weight gain per 

year.   

 Have lowered the sugar content in 100% of SunnyD beverages that contained added 

sugar. 

 Testing smaller portion size (6 fluid ounce pouches) with fewer calories to help reduce 

childhood obesity.  

 Expanded zero calorie Fruit2O flavored water brand to include Sparkling Fruit2O. 
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ENVIRONMENTAL* 

Exceeded packaging materials reduction goal of 25 million pounds by 2015 (from 2005).  Set-

ting new goal of saving an additional 100 million pounds of packaging materials by 2020 — 

mainly driven by corrugates and bottle weight reductions. 

 Reduced packaging materials by 48 million pounds since 2005, nearly doubling goal of 25 

million pounds by 2015.   

 Packaging reductions achieved across all packaging forms — bottles, closures, corrugate 

and flexible films.  

Improve shipping efficiency to reduce carbon footprint. 

 93% of our products’ transportation miles were on SmartWay Certified carriers. 

 96% of product loads are in full trucks. 

 Compressed natural gas (CNG) fleet in Los Angeles area now carries 80% of loads within 

a 50 mile radius of our Anaheim plant.   

Reduce per-unit non-product related water usage by 25% by 2015 (from adjusted baseline). 

 10% reduction in per-unit non-product related water usage. 

 Re-circulate 2.8 billion gallons of water. 

 Reduced total water usage by 23% from baseline. 

Reduce per-unit energy usage by 25% by 2015 (from adjusted baseline). 

 11% reduction in per-unit energy usage. 

 Reduced total energy usage by 30% from baseline. 

Reduce per-unit carbon footprint by 25% by 2015 (from adjusted baseline). 

 5% reduction of carbon metric tons per unit volume. 

 Reduced total carbon (metric tons) by 19% from baseline.  

Maintain zero waste to landfill at all manufacturing sites. 

 Fifth consecutive year of sending zero waste to landfills. 

 Diverting 3,570 tons annually, on average, to recycling and co-generation. 

 

*As noted in our 2012 Sustainability Report, we re-baselined sustainability metrics at our Sherman, South Brunswick and Littleton     

plants to reflect our most accurate data and ongoing progress.  

** We are reporting both our per unit (volume) usage versus our 25% reduction goals, as well as our overall (non-volume) usage 

reductions.   
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SOCIAL 

 Continue to enhance the well being of our employees. 

 Continued to motivate and reward employees for healthy behavior changes that maintain/

improve specific biometric measures.   

 Continued to incent employees by reimbursing them up to $100 for participating in specific 

wellness activities.   

Continue to improve the communities in which we operate. 

 Contributed nearly $554,000 in monetary and product donations to national and local         

organizations. 

 SunnyD Book Spree resulted in a donation of another 237,980 books to classrooms, for a 

total donation of more than 1.4 million books since 2007 with an estimated retail value of 

$8.0 million. 

 SunnyD ProCamps program resulted in 59 sports camps and 33 retail events providing    

children with 1-2 days of sports instruction with a professional athlete. 

 SDBC’s partnership with Keep Cincinnati Beautiful has resulted in the Cincinnati Public 

Schools diverting more than 700 tons of waste from landfills to date. 

 Plant volunteers participated in more than 30 local events to help improve their communities.   
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OUR BUSINESS                 

Sunny Delight Beverages Co. is a leading producer, distributor and marketer of juices, juice 

drinks and flavored waters in North America.  Its brands include the market leading SunnyD 

juice drink, Veryfine juices and drinks, Fruit2O flavored and sparkling flavored waters and  

Elations dietary supplements.  The company operates five plants across the U.S. that service 

both refrigerated and shelf stable distribution systems and supply a wide range of customers 

in the grocery, club, mass merchandise, convenience, dollar and drug channels.  SDBC is 

majority owned by J.W. Childs Associates. 
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Values:  Our values serve as our roadmap both in the workplace and the marketplace. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

We are on the web at http://ww2.sunnyd.com/company/overview.shtml  

KEY FACTS: 

Net Sales: $339 million 

Ownership: Privately held 

Headquarters: Cincinnati, OH 

Employees: 570 

Manufacturing: Anaheim, CA; Atlanta, GA; South Brunswick, NJ; Littleton, MA; Sherman, TX 

Product Sales: United States, Canada, Mexico, Puerto Rico, Bahamas  

 

 

http://ww2.sunnyd.com/company/overview.shtml
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AWARDS/RECOGNITION: 

2014 Sustainability Excellence in Manufacturing Award  

SDBC earned this first place award for an energy conservation project at our South   

Brunswick, NJ plant.  We are now re-applying this project at our Anaheim, CA plant.   The 

company received this award from PMMI's OpX Leadership Network (formerly AIOE);   

winning over submissions from food and beverage industry competitors from across the 

USA and five other countries.  

    

 

 

 

 

 

 

 

 
 

 

Bill Gill- Smithfield Foods, Amber Brovak- Sunny Delight, Steve Schlegel- AIOE 

GOVERNANCE:  
 

Our governance system is designed to ensure that we are open to the input, review and    

criticism of interested stakeholders resulting in continual improvement. Our primary          

governance comes from our Board of Directors.  They are experts in our business and have 

the standing to challenge and criticize our operations where they deem appropriate.  Other 

sources of governance come from our lenders and our employees.   

  

Last spring, True Knowles retired from the role of Chairman after having served for the past 

year and a half.  True continues to serve on the Board as he has since 2004.  We have        

benefitted from True’s vast knowledge of the beverage industry and are grateful for his sage 

counsel.   John Childs stepped into the Chairman’s role in May.  John has served on SDBC’s 

Board since the company was established in 2004.  He has had extensive experience and 

success with beverage companies, including Snapple and Select Beverages, and he has an 

in-depth understanding of SDBC’s opportunities and challenges that will continue to serve us 

well.    
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MESSAGE FROM THE CHIEF SUSTAINABILITY OFFICER 
The success of our sustainability program is due to our people — their       

commitment, tenacity and innovation.  Typically, I use this space strictly to   

focus on key results stemming from what we call our “Lean to Green” approach 

to sustainability.  But this year, I am using this space to profile some of the        

individuals who have made a big difference in helping us achieve our sustaina-

bility goals.  Here at SDBC, Sustainability is not the name of a department.  

Unlike large companies with full-time staff devoted to sustainability, we take a         

different approach as we believe that sustainability is everybody’s job.  We all 

contribute even through small, daily changes such as turning off the lights and 

turning down the heat.  Collectively, these steps make a difference.  However, 

sometimes one person can make a huge difference. The individuals profiled 

are helping our entire organization maximize its impact while minimizing its 

footprint. I am proud to share their accomplishments. 

Amber Brovak, Health, Safety, Environmental & Sustainability Manager  

Amber has championed the sustainability efforts at our manufac-

turing sites since our sustainability program’s inception in 2007.  

Through her commitment and focus on reducing, reusing and    

recycling, we achieved zero waste to landfill three years ahead of 

schedule, greatly reduced our water and electricity usage, and 

turned waste into a revenue stream that pays for the less than 

10% of non-recyclable waste that goes to cogeneration.  Since 

reaching the zero waste to landfill goal in 2010, Amber’s leadership has enabled 

our plants to divert 3,570 tons of waste from landfills annually.  Her sustainability 

results have been achieved, in part, through more efficient startup and shutdown 

procedures aimed at helping us reduce our water and electricity usage.  Amber is 

not just focused on advancing our own sustainability efforts.  Her commitment    

extends to helping our communities and the beverage industry advance their         

sustainability efforts as well.  In fact, she sits on the Sustainability Excellence 

Group where she helped to develop the Journey to Sustainability Excellence Exec-

utive Summary. Sustainability is a daily focus for Amber and her teams and it’s 

paying big dividends.   

Ellen Iobst 

Chief Sustainability    
Officer and Senior 

Vice President, Supply 
Chain 
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Craig McCoy, Environmental and Technical Safety Leader  

Craig helps lead all environmental, sustainability and       

technical safety initiatives at our Anaheim, CA plant. The  

site has made great strides by exceeding our 25% water           

reduction goal (36%) and our 25% carbon reduction goal 

(31%); reaching and maintaining our zero waste to landfill 

goal; and it is well on its way to achieving our 25% energy 

reduction goal (19%).  Craig led efforts that increased     

recycling at the plant from 58% to 95%.  He optimized water reductions resulting in 

a savings of more than 15 million gallons of water annually.  Craig also helped opti-

mize energy efficiencies, and through the use of new and more efficient equipment 

and processes the site exceeded our 25% carbon reduction goal.        

David Nelson, Organizational and Kaizen Leader  

David leads the sustainability program at our Sherman, 

TX plant, and under his leadership, Sherman was our 

first site to meet our water and energy sustainability 

goals.  The site achieved, and then exceeded, our 25% 

reduction goals for water (55%) and energy (32%); ex-

ceeded our 90% recycling goal (91%); and achieved 

and now maintains our zero waste to landfill goal as 

have all of our plants.  Sherman’s water and energy improvements are saving the 

company more than $1.5 million annually.  David also is a champion of, and pas-

sionate about, recycling.  He has identified a number of new recycling resources to 

help the site maintain zero waste to landfills.  David was the first to support our  

zero waste initiatives and he coaches others in this area.   

Brad Kalkiewicz, Corporate Controls and Automation Engineer 

Brad led a customized energy savings project at our South 

Brunswick, NJ plant that resulted in significant savings.  By  

improving electrical efficiencies plant-wide, the site achieved a 

19% kilowatt hour (kwh) per case savings which we expect to 

achieve annually, all while maintaining ongoing operations and 

optimal productivity. Reducing our electrical usage not only 

lowered our site’s carbon footprint, but also simultaneously 

helped the community decrease its electrical load during high 

demand times.   Brad currently is reapplying this successful, customized 

approach at our Anaheim facility.   
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Mark Lemperle, Packaging Technical Services Manager 

Under Mark’s leadership, our packaging materials reduction 

program has had outstanding success, removing 48 million 

pounds of materials from our system since 2005.  This has 

nearly doubled our packaging materials reduction goal of 25 

million pounds by 2015.  In collaboration with our Innovation 

team, Mark managed two projects that removed more than 

11 million pounds of corrugate from the SunnyD gallon size 

packaging.  This corrugate savings is impressive, but Mark’s 

material reductions have covered all of our other packaging 

forms as well (bottles, closures, films).  His results are making a big impact on our 

customers, consumers, communities and company.      

Jeanne Artim, Supply Chain Planning & Logistics Manager  

Jeanne has long been a change management leader.  Her 

“can do” approach makes her the perfect partner with our   

internal and external stakeholders.  She identifies the most 

economical solutions for delivering our products to customers 

while minimizing our carbon footprint.  Specifically, Jeanne 

balances our customer service goals with costs to ensure that 

we ship exactly what our customers order; to ship those  

products in the most efficient manner possible to reduce our 

carbon footprint; and to ship them on time. Currently, 93% of 

the miles our products travel occur on SmartWay Certified 

carriers and we are shipping 96% of our product loads in full 

trucks.  The company remains interested in the use of alternative fuels, and through 

our partnership with Glacier Transportation, our compressed natural gas fleet in 

Southern California now carries 80% of our loads within a 50 mile radius of our     

Anaheim plant.  
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Craig Eten, Associate Director, Controller-Cost Accounting  

Craig has spearheaded key efforts aimed at moving 

us towards a paperless office.  SDBC was manually 

processing and approving 50,000 to 60,0000       

invoices annually, translating to more than 300,000 

pages of data with no integration to the company’s 

enterprise system and limiting reporting capabilities.  

The process was time consuming, costly and prone 

to errors.  Craig’s implementation of process automation and document manage-

ment solutions allows us to accept invoices and match them with purchase orders 

electronically, eliminate paper files, reduce manual data entry, reduce the need for 

copies, and support sales and use tax audits with electronic images.  These       

improved efficiencies translate to meaningful cost savings.    

 

 

Michelle (Mitch) Zulli, Strategy and Planning Initiatives Manager  

SDBC began a partnership with Keep Cincinnati 

Beautiful (KCB) and six local schools in 2010 to 

help instill in children the importance of recycling 

and conserving resources.  Mitch first joined with 

KCB to initiate a “Bin It 2 Win It” recycling       

program for the participating schools’ students.  

The following year, Mitch and KCB executed a 

successful “0 Waste Challenge” program         

enabling local schools to divert 88,485 pounds of 

waste from landfills that school year.   Based on the early successes of the SDBC 

and KCB partnership, this single steam recycling program garnered the support of 

the Cincinnati School Board and 100% participation among the Cincinnati Public 

Schools (CPS).  To date, Mitch’s leadership and partnership with KCB, has helped 

our schools divert more than 700 tons of waste from landfills.  Due to her unwaver-

ing dedication to KCB’s sustainability programs, Mitch was asked to join KCB’s 

Board and to serve on its Education Committee.   She is making a difference and 

so are our public schools.   
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Debbie Lemmink, Executive Assistant  

Debbie has been with the Sunny Delight Beverages Co. 

since day one playing a key role in shaping both the   

company and its culture and helping to ensure that SDBC 

is a great place to work.  Debbie spearheaded many of 

our corporate office’s volunteer efforts, for example, our      

environmental-related activities with the City of Blue Ash, 

OH, our hometown, and with the Cincinnati Nature     

Center.  She also has organized all of our annual         

employee and business partner events at Great American 

Ballpark to cheer on the Cincinnati Reds, and our annual 

Christmas event at a variety of interesting and distinguished venues.  Debbie 

has a genuine desire to serve and build relationships and she demonstrates 

her capacity and capabilities to do so in more ways than can be covered here.  

Some examples include her management of our CEO’s office, and our        

relationships with members of our Board of Directors, and with the numerous 

Boards and trade associations with which SDBC is involved.  Debbie recently 

retired, but she left a lasting mark on the company and its employees and we 

will greatly miss her.   

 

Message from the Chief Sustainability Officer… continued 

 

In the year ahead, we all will strive to keep making a difference as we seek progress against our 

challenging sustainability goals.  Committed individuals have always been the juice behind our 

sustainability achievements and I welcomed this chance to give you a peek at some of the   

people who have and will continue to make a big difference at SDBC.  Continual improvement is 

what we expect of ourselves and it is what our consumers and the communities we serve expect 

of us.  In the meantime, please let us know how we’re doing, how you might help us, and how 

we might help you.     
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OUR ENVIRONMENT  

Since the inception of SDBC’s sustainability program in 2007, the company has made        

continual and meaningful advances in reducing its environmental footprint.  Maintenance is 

neither a goal, nor an option.  Instead, we persevere in our efforts to further decrease our    

environmental footprint across all aspects of our lean manufacturing operations, and strive for 

benchmark sustainability across all manufacturing sectors.   

 

Our five manufacturing sites have the greatest impact on our environmental metrics, and in 

recent years, we have made major investments in our supply chain aimed at further reducing 

our environmental footprint.  This year, we are seeing the results of those investments and we 

are pleased with the positive impact they are having on our environmental metrics and on the 

communities in which we operate.  

 

 

Our goals:  
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Plants doing outstanding work: 

This year, we are highlighting two of our five plants that are leading the reductions in our envi-

ronmental metrics.    

 

Our Sherman, Texas plant was the first site to meet our 25% water and energy reduction goals. 

In fact, they exceeded our water reduction goal by 30% and our energy reduction goal by 7%.   

 

This plant was originally built by Procter & Gamble (P&G) as 

a Folgers coffee plant and was later purchased by The J. M. 

Smucker Company.  SDBC leased the plant from both P&G 

and Smucker’s until purchasing the site in December 2010.  

Since the previous owners were unable to make the plant 

sustainable, we knew we had our work cut out for us.  We re-

baselined the plant’s metrics in 2011 to provide more accu-

rate data and implemented strategies and initiatives aimed at 

positively impacting our company’s sustainability goals.  The results have been outstanding.   

 

Our largest water savings were achieved by replacing a reverse osmosis water system with a 

carbon filter system. This project alone saved more than 20% in filtered water.   

Other projects that helped reduce water were upgrading the 

site’s cooling towers and automating water usage for the 

site’s fire control system.  Sherman also has implemented 

many energy saving initiatives.   Efficiency projects such as 

boiler piping and optimizing the design of the plant’s pasteur-

ization unit helped reduce energy use. To further achieve our 

energy goal, the site replaced outdated lighting with more 

environmentally efficient lighting, installed sensors and      

retrofitted lighting to the current design needs of each area.  

Additional energy reduction projects have included the      

installation of new boilers and energy efficient air compressors.  The site also developed strate-

gic administrative procedures aimed at minimizing environmental impacts and achieving an op-

timum cost structure.  These measures were particularly applicable in our production line shut-

down protocols and in the strategic staff scheduling. 

Sherman’s water and energy reduction projects have resulted in an annual cost savings of $1.5 

million.  Sherman will continue to be a leader in all three pillars of our sustaina-

bility program—profit, planet and people.  
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Plants doing outstanding work … continued 

  

Our Anaheim, California plant has stellar results as well.  

Specifically, they have surpassed our 25% per-unit non-

product related water usage reduction goal (36%) and our 

25% per-unit carbon reduction goal (31%), and they are 

close to achieving our 25% energy reduction goal (19%). 

Anaheim has far exceeded SDBC’s 25% water savings 

goal.  The site reduced its water usage by taking advantage 

of “low hanging fruit.”  Specifically, we reduced our water 

use through optimization changes to our water softeners, 

the timing of planned maintenance on major equipment, changes in the nozzle sizes for full   

bottle rinsing, elimination of post bottle rinsing on one line, and moving from water to ionized air 

for pre bottle rinsing.    

Anaheim’s ongoing energy reductions have 

a direct impact on the site’s carbon         

reduction.  In 2014, Anaheim reduced    

per-unit carbon by 31% from its 2007  

baseline.  This achievement resulted from 

a number of initiatives and upgrades to the 

chiller and refrigeration systems.   

Anaheim has completed several energy     

reduction projects.  For example, the site    

implemented many utility upgrades to  

higher efficiency machines, including air 

compressors, a new boiler burner, and 

chillers.  They were our first plant to install warehouse motion sensors, and they installed      

conveyor timers to ensure that energy was used only when conveying product. Anaheim also is 

conserving energy via new refrigeration controls, an optimized production schedule, and new 

shut down procedures.   

These two sites are leading the way for our company’s sustainability program and goals.   While 

we have only been reporting our sustainability results since 2007, Sunny Delight has been     

reducing its impact on the environment since our company’s inception.  
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Packaging Materials: 

SDBC has far exceeded its goal of reduc-

ing packaging materials by 25% as we   

already have nearly doubled that commit-

ment.  Since 2005, we have    reduced our 

packaging materials by 48 million pounds 

— 23 million pounds over our goal.  As a 

result, we are setting a new goal to save 

an additional 100 million pounds of     

packaging materials by 2020. 

 

Shipping Efficiency: 

We continue to use SmartWay Certified carriers to reduce our carbon footprint during product 

transportation.  In fact, 93% of our product transportation miles were on SmartWay Certified    

carriers, 96% of product loads were in full trucks, and our compressed natural gas fleet in the LA 

area carried 80% of our product loads within a 50 mile radius of our Anaheim plant. 

 

Manufacturing: 

Since our sustainability program began in 2007, our plants have made great progress, and at 

times major leaps forward, in achieving our water, energy, carbon and waste reduction goals.  

Our manufacturing sites have now maintained zero waste to landfill for five consecutive years.  

We are proud of this accomplishment as it is more difficult to maintain this goal year after year 

than it was to achieve the goal initially.  We have made all of our progress despite economic and 

volume fluctuations, re-baselines, changes in our product portfolio and major upgrades across 

our manufacturing operations.  Further progress will become increasingly challenging, but we are 

confident that with the right strategic choices, innovation and process improvements, we will con-

tinue to make right strategic choices, innovation and process improvements, we will continue to 

make progress on our never ending sustainability journey. 
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Water Conservation: 

As a beverage company, water is vital to our bottling operations.  

Water also is a precious resource and we understand our need 

to conserve it — particularly in the water constrained communi-

ties in which we operate. We continually review our operations to 

identify ways in which we can further minimize our use of water 

and our environmental impact. Our focus is on reducing water 

not included in our finished beverages which accounts for 60% of 

our total water usage. 

 

The chart to the left shows our water use improvement in 

2014 against our baseline.  We are now at 10% on our way 

to our 25% goal.     

Our continual water reduction efforts have enabled us to  

decrease our total water usage by 23% from our baseline.  

That is a reduction of 95.7 million gallons of water annually 

which equates to 3 gallons of water per second, or 1.5 tons 

of water per minute.   

The chart to the left shows our water separated by usage.  

We continue to move in the right direction for water         

conservation.  
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Water Conservation… continued 

 

When we are unable to make further reductions in our 

non-product related water use, we reuse or re-circulate 

the water — essentially recycling it — as many times as   

possible.  This plays an essential role in our water      

conservation efforts.  Without recycling this water, we 

would need to increase our water consumption to      

operate our manufacturing plants.  Every gallon of water 

we recycle is a direct reduction in the amount of water 

brought into the plant.  Further recycling gives us a    

direct reduction in the water required for our processes 

and helps us achieve our goals.  

 

Wastewater reduction is important to our environmental impact.   We reduced wastewater       

discharges by 22%, saving more than 200 million gallons of water per year from treatment.   Our 

Littleton facility has its own comprehensive wastewater treatment process.  
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Energy Conservation: 
 

Our manufacturing plants have numerous energy needs.  

By evaluating these needs, and replacing or renewing   

older equipment, our sites realized a significant 11%    

energy reduction versus baseline – well on our way          

towards our 25% energy reduction goal.  We will continue 

to seek opportunities to lower our energy demand without 

adversely affecting our operations.   

In addition to total energy, we focus on direct and indirect energy uses.     

Our Anaheim and Atlanta plants completed direct energy projects for fuel combustion and optimi-

zation. Our Sherman plant replaced old, inefficient boilers reducing our direct use of gas.  This 

has had a positive impact on both the environment and our company.   

Our reduction in the use of indirect energy has had a huge, positive impact on our metrics.  We 

reduced indirect total energy by 30%.  This was achieved, in part, by implementing an energy 

reduction project at our South Brunswick facility which reduced the energy needed to run motors, 

pumps, refrigeration and other equip-

ment.  This saved South Brunswick 

19% kwh per case which equates to a 

17.8% cost savings per case produced. 

This project also has reduced      

maintenance costs while increasing our 

equipment’s efficiency and lifespan. Our 

Anaheim plant has just reapplied this 

energy savings project. 
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Carbon: 

Our carbon emission results are directly related to our 

energy consumption and floating air emissions.   We 

have reduced our total carbon by 19% which equates 

to a 5% reduction per unit volume.   

 

As our energy conservation efforts continue, we will 

see a continued decrease in carbon emissions.  For 

example, as our refrigeration systems need to be 

changed, we are replacing them at each site with more 

efficient, lower carbon emission refrigerant.   
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Waste: 

We are delighted to share that we have now been 

landfill free for five years.  In 2014 alone, we       

diverted more than 2,800 tons of waste from going 

to landfills.  Our sites do an excellent job of maxim-

izing recycling possibilities which helped us sur-

pass our 90% recycling goal.  

Overall, we are proud that we reduced the amount 

of waste that we create.  From our baseline, we   

reduced total waste at our sites by 11%.   

 

 

 

 

 

OUR BEVERAGES 

We are committed to enhancing the lives of the people who buy our products by creating and 

marketing more wholesome beverages that bring smiles to people’s faces.  We have exceeded 

our goal of reducing the average number of calories per serving from 92 to 50 by the end of 2015 

and we achieved this in 2011 — three years ahead of schedule.  In fact, we are now at an         

average of 49 calories per serving — a 47% reduction.  This has removed the equivalent of 53 

million pounds of potential weight gain from the American diet annually compared to 2007.  And, 

we have lowered the sugar content in 100% of our beverages with added sugar.  

  

We are proud of our efforts to help families reduce childhood obesity.  In addition to the achieve-

ments noted above, we were one of the first companies to place calorie labeling on the front of 

our packaging to help consumers make more informed decisions in the store aisle, and we are a 

leader in offering schools a variety of healthier beverages with fewer calories and in smaller   

portion sizes. 

 

We continually strive to offer beverage choices that meet consumers’ needs and 

preferences.  Here are some key things our brands did this past year.   
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OUR BEVERAGES… continued 

 

SunnyD 

SunnyD Chillers were added to the SunnyD portfolio to provide consumers with refreshing 

flavors for all day consumption.  Chillers also contain a full day’s supply of Vitamin C plus B1. 

Fruit2O 

We expanded our Fruit2O flavored water options with the national launch of Sparkling 

Fruit2O.  It is great tasting, bubbly water with no calories, sugar, carbohydrates, or caffeine.  

Sparkling Fruit2O is available in eight flavors: Raspberry Lemon, Grape, Mixed Berry, Straw-

berry, Black Raspberry, Peach, White Grapefruit and Orange Mango.   

 

OUR COMMUNITIES 

We continually strive to forge positive relationships with our stakeholders and to conduct  

ourselves and our business in a way that contributes positively to them, including the      

communities and industry which we serve.  Our company and employees have a tradition of 

giving back.  During 2014, SDBC provided more than $554,000 in monetary and product   

donations to national and local organizations. Here are just a few examples where we have 

partnered with organizations sharing missions similar to ours — supporting kids through fun 

and uniting families and communities. We donate money to these organizations, but more 

importantly, our employees donate their valuable time serving the kids reached by these    

organizations, and in many cases, serving on these organizations’ Boards.      

Keep Cincinnati Beautiful: Our partnership with KCB has been rewarding for all        

involved.  This successful partnership now has participation from 100% of Cincinnati Public 

Schools (CPS) and is helping these students learn the importance of environmental steward-

ship.  To date, we have helped CPS divert more than 700 tons of waste from landfills.  

Girls on the Run of Cincinnati, Inc.: This initiative has two, experience-based curricu-

lums which creatively integrate running — one is for grades 3-5 and another for grades 6-8.  

We are proud to sponsor this organization as we support its focus on self-awareness, rela-

tionship building and teamwork.  The program culminates each year in a 5K run for the young 

participants.    
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OUR COMMUNITIES… continued 

 

Girl Scouts Of the USA (various chapters): Select SDBC warehouses distribute cookie   

orders to community Girl Scouts during their annual cookie drive.  Our employees like to volun-

teer for this largest girl-led, not-for-profit company in the country because it teaches important 

business and life skills to our nation’s youth.  

    

Ohio River Foundation: In partnership with the City of Blue Ash, SDBC headquarter volun-

teers assisted the Foundation with an ecological restoration project aimed at removing invasive 

plant species from an Ohio River drainage waterway and replacing them with new plantings. 

 

Orange County Child Abuse Prevention Center: Employees at our Anaheim plant volun-

teer time to this organization to help protect our kids and break the generational cycle of child 

abuse and family violence.   

 

We strive to bring smiles to people’s faces and this is one way we can help children experience 

happier futures.  

 

Various sites also support the Special Olympics, collect backpacks and other school supplies for 

their local communities, participate in food and blood drives and a myriad of other volunteer    

efforts aimed at giving back to the communities in which our employees live, work and play.   

 

 

EMPLOYEE SAFETY 

Our employees’ safety is paramount and we have a total incident (safety) rate well below indus-

try standards.  We are proud to continue this achievement. 
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LOOKING AHEAD 
 

Sustainability is central to our business strategies and our annual Sustainability Report        

represents our commitment to be transparent about our actions and their impact.  We believe 

we are making a positive  difference and we will continue to do so in the year ahead.  It won’t 

be without challenges, but we will rise to the opportunities.  Please check back next year to 

see how we did.     


