
Innovation

Employees from the Chocolates 
Business in Colombia.

Managing and promoting high-impact innovation by collaborating with the 
global science, technology and innovation ecosystem in order to gain new 
knowledge that allows researching and developing products, services, experi-
ences and business models.
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Incorporating the capabilities of 
companies or entrepreneurship 
projects that anticipate the forward 
planning of the Businesses and their 
H2 and H3 innovation initiatives.

Promoting organizational growth via 
intrapreneurship initiatives.

Innovating in opportunities with a 
significant impact. 

Strengthening the technological 
monitoring processes.

Creating and managing the 
innovation ecosystem map. 

• Investment in four entrepreneurship projects through Nutresa 
Ventures with the aim of incorporating disruptive innovations.

• Developing and strengthening corporate entrepreneurship 
programs in 7 Business Units. 

• 17,2% of the total sales were innovation-driven sales.
• 506 environmental innovations and 246 social innovations.
• COP 148.040.693.989 in sales from environmental innovations 

and COP 348.322.934.470 from social innovations.
• COP 21.088.375.983 in savings from environmental innovations  

and COP 2.247.530.949 in savings from social innovations.

Management approach  
[GRI 3-3]

Progress achieved in 2021  
[GRI 3-3]

• 10 training sessions for the implementation of monitoring 
processes in all Business Units.

• More than 50 deliverables and reports, as well as technological, 
nutritional, industrial-property and competitor alerts.

• 10 projects submitted to science, technology and innovation calls 
for entries in Colombia, allocating COP 122.544.849 in financing 
for 2022, as well as tax benefits amounting to COP 1.505.335.141 
in 2021 and COP 1.289.234.192 in 2022. Participation in four calls 
for entries within the ecosystem.

• Progress was made in the production of information regarding 
obesity, cardiometabolic health and bioactive components to 
provide food and lifestyle choices that contribute to people’s 
health. 

• Publication of four research articles in high-impact journals.

• 450 promoters and 350 employees and leaders trained in 
innovation methodologies.

• COP 167.395.938.395 invested in R&D+i.
• 344 people exclusively dedicated to R&D+i.

Consolidating the Scientific Research 
Center in Food, Health, and Nutrition, 
Vidarium, as a source of information 
on health and nutrition.

Thoroughly using Imagix 2.0 programs 
and tools.
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Risks and opportunities  [GRI 103-1]  

The management of Grupo Nutresa takes place 
within a context that entails great risks and oppor-
tunities for transformation, which require swiftness, 
adaptation, and a more active relationship with the 
ecosystem. This aims at strengthening the deeper 
understanding of new social and economic changes, 
as well as of the behavior and the consumption pat-
terns in society. 

Within this highly competitive context, the Com-
pany has taken advantage of its presence in geogra-
phies, and intensified its efforts toward identifying 
opportunities from a deeper understanding of the 
consumer, as well as towards meeting various needs 
with a portfolio of ever more valued innovations re-
garding services, business models, experiences, and 
high-value products.  In turn, digital capabilities, 

corporate entrepreneurship initiatives, the connec-
tion with multiple ecosystems, and the development 
of the health and nutrition portfolio have been im-
proved. This is one strategic priority for the Organi-
zation.

Understanding new working methods and the ac-
cess to global talent is another opportunity for Grupo 
Nutresa to continue developing capabilities with its 
employees, by strengthening their competencies and 
skills, and aligning their goals with those of the Or-
ganization. Lastly, delving deeper into new working 
methods and innovation methodologies, via training 
and providing tools to Business units and their teams, 
will be critical for a rapid reading of the changes and 
needs of the market, and to adapt and create differ-
entiated solutions.

Employees from the Coffee 
Business in Colombia.
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Outlook

Grupo Nutresa expects to double its 2020 sales by 2030. 
Therefore, innovation plays a crucial role in obtaining 
enablers that boost the development of new products, 
services, business models, channels, and experiences. 

Enhancing corporate entrepreneurship will be cru-
cial, as it will expedite the generation of high-impact 
innovation and of new incomes in the various geogra-
phies. Additionally, incremental innovation will remain 
an important focus of the strategy to guarantee the dy-
namism of the brands toward the consumer. Managing 
such diverse portfolios and strengthening culture, capa-
bilities, processes, and methodologies will be crucial to 
guarantee resource impact and efficiency. Furthermore, 
the pursuit of additional layers of growth in categories 
and new businesses for Grupo Nutresa will be the priori-
ty by 2030. Given the capabilities of the Organization or 
the developments in the market, these businesses may 
eventually be integrated into the portfolio.

Creating and strengthening a network within the 
innovation ecosystem will gain great relevance for inte-
grating new technologies, knowledge, and talent, as well 
as for providing value propositions with a higher disrup-
tion degree. The Organization will be able to hasten their 
internal initiatives and exchange value with the ecosys-
tem through partnerships and collaborations with uni-
versities, suppliers, the government, and with Nutresa 
Ventures investments.

The deep understanding and constant monitoring 
of the trends and consumer behavior are crucial to con-
stantly produce value propositions that meet the chang-
es of the market and the needs of consumers, custom-
ers, and shoppers.

Practices that stood out 
and acknowledgments

Experience innovation strategy for the 
“Drácula” brand
 
The main goal in 2021 was to “make ‘Drácula’ 
the host of Halloween.” By innovating with 
new collectibles designed under the “Gloomy 
domains” concept, and using efficient and 
effective channels such as social media, the 
brand was able to break their sales record 
of COP 10.124 million, equivalent to over 
6,2 million units sold. This represents a 
sales growth of 31% in contrast with 2020. 
Additionally, it is worth mentioning the 
related EBITDA of 21% and over 7.000 new 
followers on Instagram, amounting to more 
than 56.000 in total. The Company was also 
a trending topic on Twitter during Halloween 
with over 16.000 tweets, and news coverage 
in over 11 websites, for a total of COP 200 
million in free press. 

Grupo 
Nutresa

obtained the top score in the 
Innovation Management category 
within the Economic Dimension 
in the Dow Jones Sustainability 
Index 2021 (DJSI).
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Material topic details

Grupo Nutresa makes progress in the work on fulfill-
ing its goal of doubling the 2020 sales by 2030. For 
this purpose, the Organization has relied on inno-
vation as an enabler that boosts new products, ser-
vices, business models, channels and experiences. In 
2021, the Company strengthened its management in 
geographies, and intensified its efforts toward iden-
tifying opportunities from a deeper understanding 
of the consumer, as well as toward meeting various 
needs with a portfolio of innovations and high-value 
products.  

Enhancing corporate entrepreneurship was cru-
cial for the transformation, growth, and creation of 
new income sources for the Company in the different 
geographies of the strategic region. Additionally, in-
cremental innovation remained an important focus 
of the strategy to guarantee the dynamism of the 
brands toward the consumer. Managing such diverse 
portfolios was crucial in order to guarantee the im-
pact and the efficiency of the resources available for 
these projects.

In alignment with the constant and sustained 
effort regarding transformation and disruption, in 
2021, the Company was granted different awards by 
external entities highlighting the evolution and ma-
turity of the innovation model, namely:

Third place in the National Ranking 
of Entrepreneurial Innovation 
2021 compiled by the ANDI and 
the Dinero magazine.

Maximum score in the Innovation 
Management category within 
the Economic Dimension of the 
Dow Jones Sustainability Index 
2021.

National Exports Award granted 
to the Coffee Business by 
Analdex - Procolombia.

High-impact innovation

Creation of more balanced portfolios in terms 
of scope and type of innovation.

COP 148.040.693.989 in sales from environmental 
innovations and COP 348.322.934.470 from social 
innovations.

COP 21.088.375.983 in savings from environ-
mental innovations and COP 2.247.530.949 in 
savings from social innovations.

COP 2.003.050.838.864 in innovation-driven sales. 

Health and nutrition
Launch of specialized health and nutrition prop-
ositions that showcase the continuous research 
and innovation efforts carried out by Grupo  
Nutresa. The following are some of the propositions that 
stand out:
• Bénet Sport, sports nutrition portfolio.
• Pietrán’s Veggie product line, with alternative  

protein options, such as lasagna and nuggets.
• Tosh’s vegan beverages in the plant-based segment. 
• Sugar-free Chocolisto and oatmeal portfolio  

in the Chocolates Business.
• Saltín Noel and Tosh products that strengthen the 

immune system.
• Portfolio of ice cream products for children, which 

contribute to bone and teeth development.

Employee from the Cold 
Cuts Business in Colombia.
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Other innovations 
Novaventa’s beauty product catalog ‘Máss Prestigio’ 
and Comercial Nutresa's ‘Nutresa en Casa’ innovated 
with their business model to develop last-mile 
capabilities. Tresmontes Lucchetti innovated from 
an environmental dimension to compost over 118 
tons of ash by-products. EmprendeDoria, from the 
Pastas Business, supported entrepreneurs in the 
area of influence of the Mosquera plant in Colombia 
through voluntary work.

Internalization of the model
Progress has been made toward consolidating the 
implementation of the innovation strategy in both 
Colombia and the strategic region. This has been 
achieved by promoting the embracement of the strat-
egy, delving into the tools that each axis provides,  
and increasing its impact.

This initiative reached 450 employees skilled in cul-
ture, leadership, methodologies and innovation devel-
opment capabilities in Colombia, Central America, the 
Dominican Republic, Chile, Mexico, Peru and Ecuador. 
In 2021, there were 263 active promoters on average, 
which roughly corresponds to 75% of all promoters, 
and more than 2.200 support activities were carried 
out. Additionally, the Company organized an event 
with approximately 200 promoters per activity.

This program promotes participation in the implemen-
tation of continuous improvement ideas. 4.967 Inno-
vative Success Stories and 689 success stories were 
obtained. Moreover, 948 employees participated in 
high-impact success stories throughout the strategic 
region. This program achieved an 8% growth regarding 
high-impact innovation success stories.

 Promotes the development of Grupo Nutresa's disrup-
tive innovation and has a capital fund to create oppor-
tunities for future growth. Grupo Nutresa supported a 
new project in 2021 and endorsed the development of a 
winner from previous editions. Out of 73 propositions, 
two new initiatives were chosen for this fourth edition. 

Open participation for Business units to overcome 
challenges. In 2021, the Company proposed a chal-
lenge, for which there were 35 employees who partici-
pated and 15 applications, 3 of which received awards. 

In the context of Exemplary Practices, the Company 
awarded an accolade to the Open Book Open Mind 
initiative from the Biscuits Business, which promotes 
the habit of reading among employees.

Imagix Promoters from Servicios 
Nutresa in Colombia.

Innovation programs
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Resources
The Organization allocates resources to 
boost innovation according to the strat-
egy and innovation portfolio.

COP 167.395.938.395 million invested 
in R&D+i, equivalent to 1,43% of the 
sales invested in innovation.

344 people exclusively dedicated to 
R&D+i throughout the Organization.

Culture

Training
• 11 online Imagix Academy courses on 

the innovation process, and 765 views on 
average for each course.

• More than 350 employees and leaders 
received training in innovation method-
ologies.

• 30 leaders of the Retail Food Business 
and La Recetta received training intend-
ed for high-level teams and focused on 
methodological concepts and tools, in 
addition to tactical and operative aspects 
of innovation.

Imagix media
• Expansion of the scope, with over 4.268 

followers on social media by the end of 
2021.

Open innovation
Collaboration with actors external to the 
Company to develop 53 open innovation 
projects to gain access to capabilities, expe-
rience, methods, tools, and resources that 
create high value. The Nutresa Ventures fund 
invested in four entrepreneurship projects, 
thus setting up connections with companies 
through technologies and propositions that 
will be of great relevance for future innova-
tions.

Employee from 
Opperar in Colombia.

open 
innovation 
projects

Grupo Nutresa developed

53
in collaboration with external 
agents to gain access to 
capabilities, experience, methods, 
tools, and resources that create 
high value.
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Ecosystem
Developing academic collaboration net-
works, research centers, suppliers, and 
government bodies. This ecosystem 
contributed with capabilities, co-financ-
ing, and experts, and allowed for a high-
er speed, quality, and competitiveness. 
The main results of this axis include the 
development of basic research projects, 
doctoral researches from Grupo Nutresa 
employees, participation of Vidarium in 
projects and doctoral and master's com-
mittees in Colombia and abroad, and val-
idation of new raw materials with suppli-
ers.

In 2021, 10 projects were submitted 
to calls for entries, thus resulting in tax 
benefits totaling COP 1.505.335.141 for 
2021 and COP 1.289.234.192 for 2022. 
For 2022, financing amounts to COP 
122.544.849. The calls for entries were 
the following:
• Call for entries 904 to register pro-

posals that will have access to tax ben-
efits for investing in scientific, tech-
nological and innovative projects 2021 
- Ministry of Science, Technology and 
Innovation (also known as Minciencias 
in Spanish).

Intellectual property
Intellectual property safeguards and preserves the generated 
knowledge, identifies fundamental technology trends in plan-
ning and forward planning exercises, and maintains competi-
tive advantages.

Brands, patents and industrial designs

Coffee 
Business 

production 
plant in 

Medellín, 
Colombia.

Pending Secured Pending Secured Pending Secured

Brands Patents Industrial designs

2.453

10

8

1

21

542

• Call for entries 902: open to applications 
for tax benefits for including people hold-
ing doctorate degrees in the staff of com-
panies - Minciencias.

• Institutional call for entries to finance 
applied research projects in partnership 
with external entities - Pascual Bravo Uni-
versity Institution.
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Effective innovation in Grupo Nutresa

Éxitos Innovadores en 
Grupo Nutresa

948
Número de 

participantes en 
Éxitos Innovadores 

689
Éxitos Innovadores de 

alto impacto

4.967 73
Proyectos

2
Proyectos 
Ganadores

Lanzamiento 
quinta version de 

Out of the Box 

1
Reto lanzado

35
Participantes 

Negocios
6

Soluciones 
premiadas

3

Colaboradores 
premiados

6

Satisfacción 
del encuentro

4.7/5
Colombia, México, Chile, República, Centro 
América, Ecuador, Perú, Panamá. 

Países 

Promotores

Promotores de 
Innovación

455

310 PRO

103 EXPERTO

42 MÁSTER

Encuentro virtual de Promotores 2021

Días de 
evento

3
Charlas Talleres 
Actividades 

Promotores 
promedio por 
actividad

200

400 2.234
Vistas en
vivo

Vistas posteriores
al evento

Álvaro Gómez, 
Viviana Otálvaro 
Juan Mauricio Montoya 

Speakers 
Revés sin Estrés

12 
Boletines
anuales

Newsletter

Con información de 
interés relacionada con 
innovación

MEDICIONES Y RANKINGS

3 Empresa más innovadora

-ANDI, Dinero

er

PUNTOS EN GESTIÓN DE 
LA INNOVACIÓN100

97 puntos 2020

Dow Jones Sustainability Index

3 PUNTOS MÁS QUE EN EL 2020

Calificación 2016

Calificación 2021

3.51
3.79

Medición Jay Rao en Colombia 

4.420 

477

1.268
Seguidores

Publicaciones

Crecimiento
de seguidores

5%
Engagement

Instagram

¡REVÉS 
ESTRÉS!SIN 
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Product innovations

C
old

 Cuts Business

Pietrán’s new guacamole, veggie lasagna and 
veggie nuggets
Pietrán released Guacamole, Veggie Lasagna, and Veggie 
Nuggets in the Colombian market, a great undertaking for 
the brand. This will allow the brand to bring different alter-
natives and practical options to the consumers for them to 
enjoy something healthy for lunch and dinner.

Pietrán’s hummus
Pietrán continues innovating to bring food alternatives 
to its consumers and expands its portfolio in Colombia 
with plant-based spread products. The brand introduc-
es their new Pietrán hummus, a delicious combination 
of chickpeas, tahini, garlic, and olive oil. With 2,6 grams 
of protein and 2,7 grams of fiber, it is ideal to serve with 
meals in any moment of the day.

Pietrán ventures into the category of fish and 
shellfish
Pietrán released their new portfolio of salmon and 
tuna in the Colombian market, an undertaking that will 
allow them to access an uncharted category, and offer 
a balanced, nutritious, and delicious protein alternative 
to their consumers. The portfolio includes Salmon and 
Tuna au naturale, to prepare according to your taste, 
as well as Salmón Asiático and Salmón Finas Hierbas, 
which are ready to cook and enjoy in a few minutes. All 
these products are a preservative-free natural source 
of protein and omega fatty-acids.

Kibo debuts in Panama with its products Veggie 
Burger and Veggie Bites
The brand Kibo ventures in Panama with the following two 
meat-analog products: Veggie Burger and Veggie Bites, 
to complement their portfolio and continue promoting 
conscious eating and sustainable nutrition among flexi-
tarian consumers seeking products made from different 
plant-based sources.
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B
is

cuits Business

Tosh’s baked pita  
The new pita pita products will revitalize 
and increase the value of the healthy 
snacks category due to the fact that they 
are baked with natural ingredients. These 
products have a low sodium content and 
no cholesterol, preservatives or artificial 
flavoring additives. Available in three 
flavors: caramelized onion, mushrooms & 
peppercorns, and sweet paprika.

Kibo’s Lentil Crackers
Looking to strengthen the value proposition of the brand and in alignment 
with plant-based food trends, Kibo released the new Lentil Crackers in 
the United States: a nutritious, sustainable and delicious alternative. This 
delicious snack is made from lentils, sesame seeds and amaranth. It is also 
an unparalleled source of vegetable protein (9 grams).

Festival’s Recreo Maracumango 
Festival’s new Recreo Maracumango are the 
latest launch of the brand in Colombia. With 
this innovation, the brand actively partici-
pates in the subsegment of dark cookies and 
connects with young consumers through a 
limited edition of dark chocolate cookie and 
cream sandwich combining the tartness of the 
passion fruit with the sweetness of the mango.

Pozuelo’s dulce de leche 
roll cake
Pozuelo introduced the new 
dulce de leche roll cake in 
the Costa Rican market. This 
product combines the soft-
ness of the sponge cake with 
a delicious traditional dulce-
de-leche-flavored filling. This 
is an indulgent alternative 
that satisfies cravings at any 
time of the day.

Tosh’s miltigrain and oatmeal cookies 
In alignment with the needs of American con-
sumers, and taking advantage of AbiMar Foods’ 
production capabilities, Tosh developed two 
new products for the North American market: 
low-sugar chocolate-chip oatmeal cookies, and 
whole multigrain cookies. Both products are 
excellent sources of fiber.
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C
ho

colates Business

Cordillera couverture without 
added sugar
Cordillera released their couverture 
without added sugar. This new prod-
uct meets the need of customers and 
consumers looking for healthy foods. The 
new milk-chocolate flavored couverture 
without added sugar, and with natural 
sweetener, is currently the only one of its 
kind in the Central American market.

Tosh’s peanut butter 
In Colombia, Tosh launched its 
first product in the spreads cat-
egory, a delicious peanut butter 
made with one main ingredient: 
100% unsalted peanuts. It is a 
good source of protein, without 
preservatives or added sugar, 
as well as a perfect healthy and 
natural option. The balance and 
harmony of its special flavor is 
something you will enjoy.

Tosh oatmeal products 
Tosh launched its rolled oats in 
Central America looking increase 
the value and boost the brand in 
this new category. This prod-
uct contains fruit and natural 
ingredients but no added sugar, 
and it is a good source of fiber. 
Three oatmeal product items will 
be available: natural oatmeal, 
apple & cinnamon oatmeal, and 
strawberry-quinoa oatmeal.

Chocolisto sugar-free
Chocolisto is committed to the constant 
improvement of its value proposition 
with the aim of being the top ally of 
parents and enabling children to thrive. 
In alignment with this purpose, the brand 
has released a sugar-free line to meet the 
needs of modern consumers.

Kraks peanuts with lime
In Colombia, La Especial released 
their lime-flavored Kraks peanuts 
for consumers to enjoy “Kraks that 
taste tangy” and for the brand to 
continue participating in the nuts 
category in the Colombian market.
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Livean’s Pürfrut fruit puree
The new fruit purees from Livean, 
Tresmontes Lucchetti's top brand, 
are made with 100% natural fruit. 
They are ideal for any time of 
the day. Rich in vitamin C, Livean 
Pürfrut fruit purees contain 
0% added sugar, preservatives, 
artificial flavoring substances, 
color additives, gluten, or lactose. 
They come in the four following 
delicious flavors: peach, mango/
apple, apple, and pear.

Kryzpo presents a new image 
and launches a Merkén-flavored 
product
Tresmontes Lucchetti continues 
innovating to bring the best of their 
products to the consumers. This time, 
the turn is for Kryzpo.  The brand 
modernized its image, which is now 
more eye-catching and tasty-looking. 
At the same time, they surprised with a 
new flavor meeting consumer trends: 
Merkén-flavored Kryzpo, an explosion 
of Chilean flavor.

C

offee Business

Matiz Coffee Special Edition
Two of Nutresa's premium brands join forces to materialize 
Matiz Montblanc, a delicious chocolate-and-brownie-fla-
vored toasted and ground coffee. This new product com-
bines the experience and mastery of the Matiz Coffee and 
the indulgence of the Montblanc chocolates to produce 
a coffee with a pungent aroma, creamy body and toasted 
notes with a brownie and chocolate flavor. It is simply 
irresistible.

Kibo’s vegetable protein instant beverages
The Coffee Business introduced Kibo’s new delicious and easy-to-
make plant-based protein instant beverages to the Colombian mar-
ket. This is an excellent source of protein and fiber that helps with 
muscle growth and preservation, and regulates and supports bowel 
function as well. Both of its flavors, wild vanilla and Andean cocoa, 
can be found at kibofoods.com.co and in Novaventa’s catalog.

Tresmontes Lu
cch

etti
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Orjas Yerba Mate tea 
Tresmontes Lucchetti continues innovating with its tradi-
tional brand of tea. The new Orjas Yerba Mate tea comes 
in a 500-gram presentation, with a new product proposal 
that seeks to captivate consumers by offering good mo-
ments and the best flavor.

Zuko introduces its aloe product to Central 
America and the Dominican Republic
The release of Zuko Aloe in Central America and Domin-
ican Republic has been a grand event for Tresmontes 
Lucchetti México. This is due to the fact that this is the 
first version of an aloe-flavored powdered drink mix in 
a market that is already familiar with drinks of the same 
flavor, albeit in a ready-to-drink presentation.

Corral VEK, vegetable protein hamburger
In alignment with healthy food trends in Colombia, El Corral 
released the new plant-based burger Corral VEK. This is due to the 
fact that the brand sought to have options in their portfolio for all 
types of consumers. El Corral’s grilled VEK is an enticing and deli-
cious recipe, with the brand’s flavors and textures characteristic.

El Corral Gourmet’s Special VEK and Mexican VEK.
El Corral Gourmet released its Special VEK and Mexican VEK 
hamburgers. The Special VEK has a touch of unique flavors and 
ingredients like chimichurri, onion strings, double-cream cheese, 
sautéed mushrooms, kale and avocado alioli. The Mexican VEK 
contains refried beans, suero costeño (Colombian acid single 
cream), pico de gallo and fried tortilla. Both are ideal options for 
those who prefer to consume vegetable proteins.

Tresmontes Lu
cch

etti

Retail Food

B
u

siness
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Crem Helado Kids
Crem Helado Kids entered the Colombian market to become 
part of the world of children, with surprising and fun prod-
uct items that parents can trust. Crem Helado Kids products 
offer in ideal servings for children. They do not use artificial 
color additives and contain vitamin D, iron and calcium, 
which allow for good immune function and contribute to 
teeth and bone growth.

Drácula and its gloomy  
domains
The most expected release of the year 
came to give people the most entertain-
ing terror. This time, Drácula brought 20 
monsters that surprise people from their 
frightening domains. Drácula teaches us 
how to enjoy Halloween to the fullest in 
Colombia.

Ic
e Cream Business

El Corral’s salads
Considering the consumer habits and trends 
gravitating towards healthier options, El Cor-
ral introduced its new delicious fresh salads 
with more protein, new dressings and envi-
ronmentally-friendly packaging. Salad lovers 
in Colombia will be able to choose between 
Mexican, classic Corral and Cobb salads.

Leños & Carbón’s grilled sandwich 
Leños & Carbón ventured into the sandwich category 
with its new grilled sandwich. This is a product of high 
added and differential value, with protein options such 
as chicken, beef chuck, beef short or top loin, St. Louis 
ribs and beef loin. Additionally, the brand opened its 
first sandwich physical restaurant in a food court at the 
Jardín Plaza shopping mall in Cali, Colombia. Along the 
same line, Papa John’s launched its new Papadias: half 
pizza, half sandwich. Three options are offered: Italian; 
three-cheese, ham and mushrooms; and BBQ chicken 
with bacon.

Retail Food

B
u

siness
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Pastas Business

Doria’s wheat bran
Doria continues innovating with natural, nutritious and easy-
to-eat products. They recently introduced in Colombia their 
new Doria wheat bran. This food is made by milling wheat, 
and it improves digestive function with only a spoonful, due 
to its high fiber content. It is rich in essential nutrients, such 
as iron and zinc.

Doria’s ready-to-eat quinoa 
To continue offering more nutrition at home as well as 
outside, Doria brings a solution to their consumers: ready-
to-eat quinoa. This product has all the nutritional benefits of 
the ancestral grain, which comes fully cooked and is ready to 
consume warm or cold with a delicious sauce. Available in two 
varieties: mango, sesame, bell pepper; or mushroom-veggie 
mix. Made with natural ingredients and without added sugar, 
the new ready-to-eat quinoa includes a spoon, and the pack-
aging can be recycled.

Polet’s Paris bonbon
With the pickiest of eaters in mind, Polet designed the 
most delicious recipe, inspired by French confectionery. A 
layer of caramel ice cream, and another layer of ice cream 
with white cookie chunks divided by a layer of purple 
fruits. All of it with a coating of delicious Polet choco-
late, and a second coating of bittersweet chocolate with 
almonds.

Crem Helado Gold
With a portfolio of products to share at home, Crem 
Helado Gold entered the Colombian market to turn the 
premium world into an entire experience of enjoyment, 
creaminess and flavor.
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