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Today, companies have to face constantly evolving, 
complex and intensively competitive business settings 
while bearing the responsibility and opportunity to be 
part of the transformation the world needs. Every day 
in Grupo Nutresa we embrace the challenge of realizing 
our purpose: building a better world where develop-
ment benefits everyone.

We are a dynamic, vibrant and deeply human Orga-
nization that self-assesses and evolves, as it is aware of 
its vulnerabilities and opportunities to continue improv-
ing. We are a Company connected with society, and we 
see ourselves as part of a larger ecosystem where every-
one depends on each other.
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ManageMent report

In 2021, we successfully managed the challenges arising from the COVID-19 
pandemic, aware of the importance of protecting life, preserving jobs, 
ensuring business continuity and taking care of our planet.

We experienced the effects of the disruption in the glob-
al logistical chains, which led to a continuous increase 
of commodity prices, global inflation, higher shipping 
costs, and labor shortage in several geographies. This 
drove us to review and reformulate multiple processes 
in order to reach the market with the required levels of 
availability, affordability and timeliness.

We are able to state that we have capitalized on ma-
jor learnings throughout this period of time. Through 
the evolution of our corporate capabilities, we were able 
to become closer to the consumers, strengthen its om-
nichannel strategy in the market, work jointly with the 
suppliers to ensure business continuity, and lead initia-
tives that contribute to the economic and social recov-
ery, particularly to support the most vulnerable ones.

Our vision is based on a sustainable development 
framework with goals that drive our commitment to 



creating shared value and preserving the planet for fu-
ture generations. Throughout the year, we established 
the climate change strategy for 2030 with clear objec-
tives: leading actions along the value chain to reduce 
greenhouse gas emissions, increasing the eco-efficien-
cy, implementing climate change adaptation measures, 
and enabling the regeneration of the ecosystems in 
order to preserve biodiversity. The disclosure of these 
commitments followed the Task Force on Climate Relat-
ed Financial Disclosures (TCFD) standard.

The progress achieved in terms of our sustainable 
development strategy has enabled us to be once 
again acknowledged as the most sustainable food 
company in the world, according to the 2021 Dow 
Jones Sustainability Indices, and to be included in the 
Gold Class of S&P Global’s Sustainability Yearbook. 
Our presence in these indices for eleven consecutive 
years reflects a deep commitment, strong leadership 

Carlos Ignacio Gallego P.
Grupo Nutresa CEO

Once again, we were acknowledged  
as the most

food company in the world, 
according to the 2021 Dow Jones 
Sustainability Indices, and was 
included in the Gold Class of S&P 
Global’s Sustainability Yearbook.

sustainable
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Sandra Córdoba, Employee from GC 
Foods in Santa Marta, Colombia. 

and consistent hard work of the entire team with 
the effective implementation of the higher social, 
environmental and economic practices. Additionally, it 
is also an acknowledgment of our corporate capability 
to generate value for humanity as a whole.

The results presented in this Integrated Report 
have been prepared according to the SASB standard 
(established by the Sustainability Accounting Stan-
dards Board), which demonstrate the connection be-
tween the Company’s sustainability strategies and its 
financial performance. 

grupo nutresa’s capabilities

Our 2020-2030 plan proposes doubling once again our 
sales with returns greater than the cost of capital. It is 
based on the three pillars of sustainable development: 
enhancing the cooperation with people, partners and 
society; promoting the preservation of the planet; and 
encouraging growth, development and innovation. To 
achieve these objectives, we will continue strengthening 
our strategic capabilities and building trust-based rela-
tionships and cooperation with our stakeholders.

Cooperating with people, partners  
and society
Our organizational culture is based on the appreciation 
of the human being, the respect for people’s dignity 
and their development. Consequently, the care for 
people’s lives and both their physical and mental 
health continues to be at the center of the Company’s 
priorities. Throughout this period, we strengthened 
multiple methods of hybrid work, along with flexible 
and remote work, for our employees across the entire 
strategic region. The support provided to the families 
was also reinforced, as well as the promotion of personal 
care habits and vaccination efforts to protect people’s 
lives. As of the end of the year, we reported that 87,4% of 
our employees had already received COVID-19 vaccines.

With regard to people’s development, we continued 
implementing initiatives focused on maintaining jobs, 
strengthening and encouraging both the personal and 
professional growth of the teams, and promoting equal-
ity and diversity. Significant progress was made in terms 
of the creation of opportunities for youth by directly hir-
ing 5.335 people within the age range of 18 to 28, and 
remained on track to strengthen gender equality with 
a 35% participation of women in multiple positions. In 
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addition, we continued hiring people with special capa-
bilities through the alliance with Best Buddies and vic-
tims from the armed conflict in Colombia via the “Solu-
ciones” (Solutions) Project.

In the context of training and education, diverse 
strategies were consolidated to develop new skills 
among all our team members: 26.948 employees re-
ceived training related to subjects such as new leader-
ship styles, adaptability, circular economy, digital trans-
formation, innovation, agile culture and diversity.

As a result, we were acknowledged by the corporate 
reputation benchmark monitor Merco Talento 2021, for 
the seventh consecutive year, as the top second compa-
ny regarding talent attraction and retention in Colom-
bia, and as the top company in the food sector.

 
Development of the communities’ potential
Supporting the most vulnerable communities is an es-
sential activity for Grupo Nutresa. We continued devot-
ing efforts and allocating resources to boost the prog-
ress of the communities where we operate.

Throughout the year, we fostered food security and 
the promotion of healthy lifestyles by delivering prod-
ucts and providing support to 29 food banks. Produc-
tion practices and inclusion-focused businesses were 
strengthened, and the creation of employment oppor-
tunities was promoted for the benefit of 6.936 suppliers 
and 11.292 customers. Additionally, we supported edu-
cation systems by assisting 158 education institutions in 
terms of quality improvement and school management 
processes. Moreover, we focused on contributing to the 
economic and social reactivation by developing capabil-
ities, particularly among youth, for the benefit of 52.773 
people.

Grupo Nutresa’s social investment amounted to COP 
159.656 million, resources that include the Company’s 
direct management in addition to the mobilization of 
partners such as public agencies, private enterprises 
and multilateral organizations. Furthermore, we rely 
on the valuable commitment of 12.166 employees, who 
selflessly and generously joined the Nutresa volunteer-
ing network and invested 22.553 hours of their time.

amounted to
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young people in the age range of 18 to 28.

Grupo Nutresa has contributed to the economic and social 
reactivation by developing the capabilities of young people 
for the benefit of

The Organization directly hired

COP
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Nutrition, health and wellness
We reaffirm our commitment to the creation of nu-
tritious food solutions that make a positive contri-
bution to people’s wellness and health by strength-
ening the portfolios of specialized brands such as 
Bénet, Kibo and Tosh, and developing and launching 
differentiated products under other brands such as 
Sello Rojo, Noel and Pietrán.

The compliance with our Nutrition Policy, which 
is based on the pillars of innovation, information 
transparency and the promotion of healthy life-
styles, produced outstanding results throughout the 
past year: 37% of total product innovations in terms 
of nutrition and health, and 576 product reformula-
tions intended to reduce specific nutrients of inter-
est regarding public health. Additionally, with regard 
to information transparency, 92,9% of our products 
currently have front-panel nutritional labels, and 
99,3% of our advertisement has been adjusted to 
self-regulation standards.

Innovation focused on boosting growth
Research and effective innovation have been import-
ant enablers in terms of the Organization’s value cre-
ation and competitiveness. These two aspects have 
also contributed to the profitability and the align-
ment with the standards focused on the health and 
wellness of both the people and their pets, as well as 
to the protection of our planet.

On this front, we continued working on the evo-
lution of our Imagix Model through the develop-
ment of innovative solutions in terms of products, 
services, experiences and business models that 
enable us to achieve positive results in the market 
while meeting the changing needs of consumers. 
Over the term, we developed projects with high 
environmental impact, such as the one focused on 
reducing water usage (by 50%) in one of the pro-
duction plants in Costa Rica, as well as social inno-
vations that include, sustainable practices for cocoa 
farmers program, which looks for a new fair trade 
model. Product innovations remain an important 
driver of growth and represented 17,2% of the to-
tal sales, which is a result that exceeds, for the sixth 
consecutive year, the goal we set for ourselves.

In addition, we reinforced our alliances with agents 
from both local and international ecosystems and fos-
tered an agile process culture that streamlines the ex-
ecution of effective proposals in the market.

in nutrition and 
health products.

focused on reducing 
the nutrients of interest 
in public health.
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of the advertisement has 
been adjusted to self-
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preserving the planet

Responsible and productive sourcing 

Within the framework of our goals for 2030, the de-
velopment of our own capabilities as well as those 
of our suppliers takes into account a holistic vision 
of the sourcing process, where productivity and the 
decrease of the environmental and social impact 
will continue to be relevant for the fulfillment of our 
higher purpose.

Through strategic alliances with multiple stake-
holders, we continued addressing the challenges 
of sustainability and the deployment of actions fo-
cused on the sustainable sourcing and production 
of the supplies. Similarly, we have been leading pro-
grams that boost productivity and aim to support the 
economic reactivation in several sectors. In 2021, we 
provided 2.100 hours of training for the benefit of 
more than 1.900 suppliers as part of diverse knowl-
edge-transfer and technical support activities.

We are well aware that one of our most signifi-
cant corporate risks is the volatility of the prices of 

Osmalia Rojas, who is part of the cocoa 
production project that focuses on the 
preservation of the tropical dry forest 

ecosystem in the state of Cesar, Colombia.

commodities. For adequately managing this risk, 
we continue broadening the coverage of supplies 
and the administration of the commodities based 
on scenario analysis and the constant review of the 
coverage policies in order to facilitate the process of 
making correct and timely decisions.

Grupo Nutresa’s purchases totaled COP 7,3 trillion 
from an ecosystem of more than 15.700 suppliers. Our 
strategic sourcing methodology led to COP 98.108 
million in savings, thanks to the implementation of 
511 initiatives that improved competitiveness in the 
Organization’s sourcing of supplies and services.

In alignment with our responsible sourcing ob-
jective, we created a task force that is in charge of 
tackling the challenges related to the main supplies. 
This is carried out by designing road maps intended 
to ensure a productive and sustainable sourcing pro-
cess with the aim of preserving the biodiversity, thus 
contributing to the fulfillment of the goals for 2030.
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Environment and circular solutions
Society demands an increasingly coherent and respon-
sible behavior towards the environment. Therefore, cli-
mate change and biodiversity loss represent the most 
important challenges for humanity and for business 
management. The global agenda proposes to limit 
the increase of the planet’s average temperature. To 
achieve this, it is necessary to rethink the production 
systems, improve the energy sources, lessen the im-
pact produced by the logistics operations, and lead the 
transition to a low carbon economy. Our climate change 

Children’s playground built with materials resulting 
from the transformation of post-consumption 

flexible plastic materials in Colombia.

Use of  
86,4% 
electric 
power from 
renewable 
sources. 
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mitigation strategy for 2030 considers reducing by 
40% the emissions of greenhouse gases scope 1 and 
21, achieving a 25% decrease in the usage of non-re-
newable energy, designing 100% of the packaging 
solutions with recyclable, reusable and compostable 
features, and cutting by 30% the loss and by 50% the 
waste of food.  

In 2021, we were able to reduce the emissions 
by 7,5% and the usage of non-renewable energy by 
5,5%, both per ton produced, and 86,4% of the elec-
tric power used by the Company came from renew-
able sources. With regard to circularity, 85,7% of the 
packaging solutions were recyclable, reusable and/
or compostable, and 43 tons of post-consumption 
packaging materials were successfully recovered.

We remain firmly committed to the fulfillment of 
the Sustainable Development Goals and, particularly, 
to the alliances established to achieve development 
(SDG 17). For this purpose, we work with multiple 
institutions in several countries from the strategic 
region. In Chile, we collaborate with the Gransic col-
lective, which is working on the development of a 
strategy for recovering and reusing packaging mate-
rials. In Colombia, we participate in the Carbon Neu-
trality Program created by the Ministry of the Envi-
ronment, as well as in the initiative of the National 

Planning Department (abbreviated DNP in Spanish) 
and the “Acción” (Action) Fund, which is focused on 
creating and publishing a climate risk management 
tool. Additionally, we continue supporting the col-
lective initiative known as “Visión 3030” by working 
on the recovery and reuse of materials derived from 
packaging solutions across the country.

Inspiring development, growth  
and innovation

Brands, networks and experiences
Grupo Nutresa manages a portfolio of widely recog-
nized and appreciated brands that contribute nutri-
tion, wellness and enjoyment, and reach consumers 
through differentiated networks.

Throughout the year, we continued investing in 
our brands to increase their innovative and compet-
itive features; broadened our offer in high-growth 
categories such as healthy snacks and functional 
beverages; and deepened our communication with 
the consumers in order to proactively meet their 
needs.
Most of our brands are leaders in the markets where 
they participate, filling either one of the first three 
positions in all of them. Currently, we have 48 leading 
brands in 15 categories from the food and beverage 
industry in the strategic region. 

A 
to

tal of

85,7%
of Grupo Nutresa’s packaging solutions 
are recyclable, reusable or compostable.

tons43
of post-consumption packaging materials.

The Organization also recovered

1Scope 1: emissions attributed to the use of fuels, refrigerant agent leaks 
in the operations, and emissions produced in the wastewater treatment 
plants (from biological processes). Scope 2: emissions attributed to 
electric power usage from non-renewable sources in the operations.
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The market entry channels have undergone an im-
portant transformation over the past few years, 
allowing us to establish new points of contact and 
effective communication with our customers, shop-
pers and consumers. Our restaurant network facili-
ties across the region were improved using digital 
solutions, the digital orders were increased in the 
traditional channel, and differentiated solutions 
were created for the Novaventa Entrepreneurs with 
their Virtual Store.

The consolidation and development of geogra-
phies based on Grupo Nutresa’s Internationaliza-
tion Model has allowed to identify new opportuni-
ties in terms of categories, brands and experiences. 
Throughout the year, we expanded the geographic 
footprint of our brands, increased our share in the 
nutrition and wellness markets, and achieved growth 
in the B2B model in the United States by means of 
differentiated value propositions. These efforts were 
acknowledged in Colombia with the National Export-
er Award 2021, which was granted by the National 
Foreign Trade Association (abbreviated Analdex in 
Spanish) and ProColombia.

Digital transformation 
For Grupo Nutresa, digital transformation is a dy-
namic capability that starts with the transformation 
of the human being and their ability to internalize 
new technologies and tools with the aim of creating 
value.
We have a model in place that allows us to manage, 
through experimentation, application and adapta-
tion, organizational processes that make us more ag-
ile and flexible in the market.

Over the year, we worked on talent attraction 
and training by enhancing skills related to agile 
culture, digital services and analytics. At the same 

time, progress was made in the digitalization of our 
operations, which allowed reinforcing the engage-
ment with the suppliers, customers, shoppers and 
consumers by improving their experience while they 
interact with the Company. We also developed native 
digital brands, improved the brands’ engagement 
with the consumers, and strengthened the not-in-
person sales through our own networks and jointly 
with partners from the digital ecosystem.

The continued evolution of the digital capabilities 
is necessary for achieving the objectives, therefore, we 
will continue researching, exploring and incorporating 
new technologies that enable us to be an increasingly 
innovative, competitive and flexible Organization.

Competitiveness and growing value  
generation
One of Grupo Nutresa’s main objectives is the cre-
ation of growing and sustainable value over time for 
all the stakeholders. This is achieved by means of the 
continued strengthening and evolution of organiza-
tional capabilities. 

We are glad to report that, by the end of the 
year, all the geographies and Business Units pre-
sented revenue growth, some of them even achiev-
ing two-digit increases, as it is the case of the Retail 
Food, Ice Cream, Coffee and Chocolates Businesses. 
The financial results of the year prove the resilience 
and adaptive capacity of a business model focused 
on people, which has been a decisive element in the 
process of achieving the results that are presented 
next.

Grupo Nutresa’s consolidated revenue totaled 
COP 12,7 trillion, which represents a 14,5% growth 
when compared to 2020. In Colombia, these revenues 
amounted to COP 7,8 trillion, that is 16,3% higher 
than the previous year and represents 61,1% of the 

48leading
brands

 in Grupo Nutresa’s strategic region
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El Corral restaurant 
drive-through 

service in Colombia.
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total revenues. This growth was driven by outstand-
ing business dynamics across all business units. The 
international sales stated in Colombian pesos stood 
at COP 4,9 trillion, a total that is 11,8% higher than 
the sales achieved in 2020 and represents 38,9% of 
the total revenue. When stated in dollars, these sales 
amount to USD 1.321,8 million, which represents a 
growth of 10,2%.

The gross profit for the period amounted to COP 
5,1 trillion, growing 10% compared to 2020 and 
producing a 1,6% decrease in the gross margin as 
a result. This is the outcome of the pressures expe-
rienced by the cost of the commodities due to the 
global challenge in terms of logistics and the com-
modities super-cycle.

The operating profit, which totaled COP 1,1 tril-
lion, presented an 8,4% year-on-year increase as a 
consequence of the Organization’s management ac-
tions focused on expense productivity. Consequent-
ly, we report an EBITDA of COP 1,5 trillion, with a 
6,2% growth and a margin on sales of 12,0%.

The net post-operative expenses totaled COP 
117.780 million, decreasing 42,3% with regard to 
2020. This is mainly explained by a notable reduction 
in the financial expenses due to the lower interest 
rates throughout the year.

The consolidated net profit of the period was COP 
676.879 million, representing a 17,6% growth and a 
5,3% margin on Grupo Nutresa’s consolidated sales.

In the Statement of Financial Position, we report 
assets for COP 16,9 trillion, with an increase of 9,1% 
that can be explained mainly by the growth of the 
working capital accounts and the higher market val-
ue of our strategic investments in both Grupo Sura 
and Grupo Argos.

The consolidated amount recorded in terms of 
total liabilities stood at COP 7,9 trillion, which rep-
resents an 8,7% increase that resulted from a rise in 

the debt after we addressed working capital needs 
throughout the period.
The equity amounted to COP 9,0 trillion, presenting 
an increase of 9,5% when compared to the closing 
of 2020.

Among other financial indicators, we report a 
free cash flow of COP 553.529 million. The return on 
the capital invested throughout the year was 9,1%, 
which places the Company in the value creation zone.

In the context of relevant projects, we completed 
the construction of a new multi-category production 
plant in Colombia, which is intended to achieve 
superior levels in terms of competitiveness, 
connectivity and efficiency for the export market. In 
addition, we entered the pets category by acquiring 
Belina in Costa Rica. Belina is a company with leading 
brands in the category of animal feed through three 
business lines: pets, farm and aquaculture. The 
purpose of this investment is to take the first steps 
into an important high-growth category in the 
households of the strategic region. 

Finally and in alignment with the objective of 
contributing to the internationalization of the Co-
lombian companies, we created C. I. Nutrading, an 
initiative focused on putting at the disposal of local 
entrepreneurs all of Grupo Nutresa’s international 
market entry capabilities to distribute its products 
and facilitate its logistics and business processes. 

Over the year, we made progress in our value cre-
ation model while maintaining an adequate balance 
in terms of revenue growth, internal productivity to 
protect the profitability, investment focused on fu-
ture growth, and returns for the shareholders. These 
results are the consequence of the consistency in 
the execution of the strategy, the trust placed in our 
brands, and the adaptability of flexible, innovative 
and diversified business models.

We remain committed to human development and 
to the transformation of our portfolio through the 
creation of solutions that steer us toward high-growth 
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Sales abroad
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53,7%
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total sales

Grupo Nutresa’s  
sales
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businesses in order to meet the daily consumption 
needs both inside and outside the households.
In compliance with the Colombian regulations, Grupo 
Nutresa S. A. reports its individual results: the net 
operating income totaled COP 685.949 million, from 
which COP 618.203 million correspond to the profit 
from the equity method of our investments in food 
companies and COP 67.746 million correspond to 
dividends from the investment portfolio. Furthermore, 
the net profit totaled COP 684.819 million.

 
outlook

People, brands and capabilities are the pillars of Grupo 
Nutresa’s business model, and they are major enablers 
for the Company to successfully fulfill its strategy.

The clarity in terms of purpose, the adequate dis-
position to devote efforts in multiple time horizons, 
and the connection with the society will enable the 
Organization to evolve and transform in order to 
manage the risks and opportunities in the economic, 
social and environmental dimensions.

Less certain environments that entail challenges 
related to managing the human talent, the disrup-
tion of the supply chains, the bridging of the gaps in 
terms of equality, and the need for actions to tackle 
the environmental problems are territories filled with 
opportunities for the Company. Both innovation and 
internationalization also represent major opportuni-
ties. Thus, the path that has been drawn up is chal-
lenging and promising at the same time.

Furthermore, on November 10, 2021, the Compa-
ny’s shareholders received a non-solicited tender of-
fer. In compliance with its responsibilities and the pro-
visions established by the law, and in the best interest 
of the Organization, its shareholders and all other 
stakeholders, the Board of Directors asked the Com-
pany’s Management to review its Policy on Dividends, 
explore alternatives to access other equity markets 
with greater depth and higher liquidity levels, and an-
alyze the potential inclusion of strategic partners. 

Finally, maintaining consistency with its values, 
reputation and track record, the Company will strive 
to manage its relations with the shareholders pursu-
ant to the law, as well as its Bylaws and Code of Cor-
porate Governance, and it will make its best efforts 

Individual results of 
grUpo nUtreSa S. a.

42
In

te
gr

at
ed

 R
ep

or
t 2

0
21



to create sustainable value and build a better future 
together.
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