
Employee from the Biscuits 
Business in Colombia.

Nutrition and healthy 
lifestyle
Offering products and menus that provide the consumers with alternatives 
that meet their nutrition and wellness expectations, and actively promoting 
healthy lifestyles by means of awareness-raising and education campaigns 
and programs with an emphasis on responsible consumption.
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Innovating in products while meeting 
nutritional and health-related 
criteria. 

Implementing front-panel 
nutritional labeling on all products.

Reducing the content of critical 
nutrients  regarding public health.

Promoting healthy lifestyles.

• 37,1% of the product innovations were related to health and 
nutrition.

• 92,9% of products with front-panel labeling.

• 576 product reformulations were consolidated: 246 sodium 
reformulations, 198 sugar reformulations and 50 saturated fat 
reformulations, thus reaching 22,6% of the total products offered 
[GRI G4 - FP6].

• 3.900 school kits were delivered to promote key hygiene practices 
as a health-protection action.

• Design and launch of the School of Nutrition for employees.
• Formulation of the baseline for the care-for-life strategy and 

implementation of the cardiovascular and metabolic risk 
management program for employees. 

• Launch of the campaign titled “Lo Bueno de Comer Juntos” (How 
good it is to eat meals together). 

Management approach  
[GRI 3-3]

Progress achieved in 2021  
[GRI 3-3]

Implementation of the Healthy Lifestyles 

promotion  program in Ciudad Bolívar in the 

Colombian state of Antioquia.
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Risks and opportunities
[GRI 3-3] [FB-PF-260a.2] [FB-NB-260a.2]  
[FB-FR-260a.2]

In global markets, the increase of products with im-
proved nutritional profiles to respond to the growing 
concern about obesity and non-communicable diseases, 
both in large companies and in new ventures, requires 
accelerating the development of nutritious, healthy and 
sustainable alternatives that contribute to improving 
people's health without affecting the products’ sensory 
performance.

The risks translate into opportunities that allow the 
Organization to bridge gaps around the formulation of 
products that favor the reduction of critical nutrients 
and the addition of food components with both health 
and nutrition benefits, without compromising the pref-
erences of consumers. Additionally, it is an opportunity 
to implement programs and projects that develop the 
stakeholders’ capabilities related to healthy lifestyles.

One of the solutions proposed by Grupo Nutresa is 
the implementation of initiatives based on bioeconom-
ics, which incorporate alternative ingredients of vegeta-
ble origin for the development of sustainable nutrition 
proposals, guaranteeing the availability of nutrients 
with a lower environmental impact. The exploration, 
evaluation and application of products that contain 
these ingredients of high nutritional and functional 
value achieve fortifications that have a positive impact 
on the health of consumers and meet the demands of 
clearer labeling and greater naturalness. 

In addition, Grupo Nutresa is committed to promot-
ing healthy lifestyles among its employees and the com-
munity as a contribution to solving public health issues. 

Outlook

Research and knowledge transfer allow Grupo Nutresa to 
address today’s challenges. For this purpose, the defined 
strategies are supported on the capacity of its Nutrition, 
Health and Wellbeing Research Center —Vidarium—, the 
R&D units of the Businesses, the incorporation of new ca-
pabilities related to emerging technologies that are rel-
evant for the future of the food sector, programs such as  
Nutresa Ventures, and technological monitoring.

The consolidation of the effective research and in-
novation capabilities, developed within a collaborative 
system jointly with the academic sector and specialized 
centers, allows the Organization to strengthen a portfo-
lio of projects that include basic research in the areas of 
modulation for processes of oxidation and microbiome, 
the functionality of bioactive ingredients and the eval-
uation of additives, in addition to the use of new com-
modities that mitigate environmental impacts. These 
lines of work enable the Company to venture into new 
categories, such as vegetable beverages, meat analog 
products, fish and vegetable spread products, to reduce 
critical nutrients for efficient replacements with new 
ingredients, and to make progress in the use of natural 
colors and preservatives.

The topics of research and innovation will continue 
to be relevant for Grupo Nutresa when expanding the 
coverage of the needs of the population, which are not 
limited to obesity, but also include nutrient deficiencies, 
for which the launch of fortified products such as Bénet 
and enriched biscuits, among other, becomes a funda-
mental component of innovation.

37,1%
in health and nutrition.

product  
innovations
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Practices that stood out and acknowledgments

School of Nutrition of the Biscuits Business for 
the employees
It is a strategy for training and sharing knowledge 
on food and nutrition in order to generate healthy 
habits among the employees, which also supports 
the Organization's nutrition and health strategy. 
This initiative reached an initial coverage in the Bis-
cuits Business of 85% in eight geographies and was 
included as a course within the specific training for 
new employees. 

Tosh’s vegetable beverages
The Company launched in Costa Rica, Panama and 
Colombia a portfolio of healthy beverages, naturally 
lactose-free and a source of calcium and vitamin D 
from almonds, oats, macadamia nuts and hazelnuts, 
with low sugar content, cholesterol-free and with-
out trans fats. In addition, some of them are also a 
source of iron and have a low sodium content. These 
products achieved consolidated sales of COP 2.409 
million in 2021.

New categories: fish and vegetable-based spread 
products 
To respond to the demand for natural products with a 
high nutritional quality, Pietrán entered the fish cat-
egory in Colombia with preservative-free salmon and 
tuna, and the vegetable-based spread product catego-
ry with guacamole and hummus, natural alternatives 
that can be enjoyed at any time of the day. The sales for 
the fish category amounted to COP 13.562 million and 
the sales of spread products totaled COP 836 million.
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Material topic details 

Nutrition, health and wellness 
[GRI 416-1] [FB-PF-260a.2] 
People’s growing interest and concern about nutri-
tion, health and wellness make it increasingly urgent 
for companies in the food sector to proactively de-
velop portfolios of products, services and compre-
hensive solutions based on healthy and sustainable 
diets.

To tackle this challenge, while opening new mar-
kets and geographies, always in compliance with lo-
cal regulations, Grupo Nutresa promotes the devel-
opment and scaling of different value propositions 
for consumers based on nutrition and the promotion 
of healthy lifestyles.

One of the initiatives that continues to advance 
is the improvement of the nutritional profiles of the 
products, which is highly dynamic across all Business 
Units. The Organization has completed 246 sodium 
reformulations, 50 saturated fat reformulations 
and 198 sugar reformulations. Participation in the 
regulatory processes of the countries is also part of 
the actions carried out to contribute, based on the 
knowledge and duties, to identifying opportunities 
that enable the Organization to prepare for comply-
ing with the new regulatory frameworks.

All Business Units have allocated resources to re-
search projects for critical nutrient substitution and 
clearer labeling. They have also deployed initiatives 
to reduce the financial impacts associated with the 
use of natural colors and flavors with adjustments 
in formulations, and the selection and evaluation 
of commodities. Initiatives have also been executed 
in relation to nutrient fortification and the incorpo-
ration of functional ingredients in products to im-
prove their profiles, thus securing the approval to 
use statements on labels, legitimizing the technical 
efforts made in formulation and reformulation pro-
cesses.

As an example of this, the Organization devel-
oped new products based on natural ingredients, 
such as spread products, fish and vegetable protein 
products from Pietrán, and ice creams with improved 
nutritional profiles that fulfill the new warning label-
ing guidelines, such as those from Tosh. In addition to 
this, the Company has replaced artificial ingredients 
and incorporated new commodities of vegetable or-
igin with health and nutrition benefits in the Biscuits 
Business. Among these, it is worth highlighting the 
launch of crackers made with whole-grain wheat, 
rice and oats, with additional sources of fiber such 
as flaxseed, without using artificial colors or flavors. 

Kibo’s high-protein lentil biscuit and Tosh’s portfolio 
of low-sodium, cholesterol-free baked pitas are a 
couple of good examples. 

Technology transfer is another initiative that 
also supports the strategy. To fulfill the strategy, 
the Organization makes use of multiple tools, such 
as memorandums of understanding signed with the 
ventures, which enter the portfolio through the Nu-
tresa Ventures program. These are two-way memo-
randums that have the purpose of building capabili-
ties in the Business Units and ventures. Some of the 
relevant technologies approached by the program 
are: biotechnology and the exponential technologies 
of the 4.0 revolution.

Employee from the Ice Cream 
Business in Colombia. 
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Kibo’s lentil-based  
snacks.

Cold Cuts Business  

Meat byproducts
• Reduction of the sodium content in 32 products in 

Colombia and Panama, in accordance with the criti-
cal nutrient reduction plan. 

• Diversification of the portfolio in Colombia by par-
ticipating in two new categories: fish and vegetable 
spread products.

Crackers
• Launch in Colombia of crackers from the Saltín 

brand with an immunity seal for their content of 
micronutrients, which contribute to an adequate 
functioning of the immune system.

Cookies
• Launch in Colombia of Cookies from the Tosh 

brand with an immunity seal for their content of 
micronutrients, which contribute to an adequate 
functioning of the immune system.

Baked snacks
• Launch in Colombia and Costa Rica of the snacks 

from the Kibo brand based on lentils, naturally 
gluten-free, good sources of protein, without 
preservatives and 100% vegan.

• Launch in Colombia of the baked snacks Pita 
Chips under the Tosh brand, with a low sodium 
content, 0% cholesterol and without artificial 
color and flavor additives.

• Launch in Costa Rica of baked corn cakes under 
the Tosh brand, naturally free of gluten, sugar, 
trans fat, and 0% cholesterol. 

Beverages
• Launch in Colombia and Costa Rica of four veg-

etable-based beverages under the Tosh brand, 
naturally lactose-free, and good sources of calci-
um and vitamin D.  
Three of them come with sugar-free flavors.    

Biscuits Business

Main progress achievements  
in relation to health  
[GRI 416-1] [FB-PF-260a.2]
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Beverages
• Launch of sugar-free Chocolisto in Colom-

bia, a product that expands the brand's 
value proposition and responds to the con-
cerns about sugar consumption in children. 

• Launch of the Cocoa Dulce milk modifier 
in Costa Rica, with 40% oatmeal and the 
statement of high fiber content. 

• Launch of the milk modifier from the brand 
Johnny's in Costa Rica, whose sugar content 
was reduced by 50%.

Cereals
• Launch of the Tosh brand’s Avena Pop cere-

al in Central America, a good source of fiber, 
without preservatives or artificial flavors. 

• Launch of the oat platform under the Tosh 
brand with three product items: natural, ap-
ple/cinnamon and strawberry/quinoa, with 
fruit and fiber contents and no added sugar. 

Chocolate substitutes
• Development of a chocolate flavor coat-

ing for the Cordillera brand, with no added 
sugar, for the Colombian and Costa Rican 
markets in the industrial portfolio.

Nuts and trail mix products
• Reduction in nutrients such as saturated 

fat, sodium and added sugars in a total of 
11 product items from Peru, Mexico and 
Colombia, with the goal of improving the 
nutritional composition of products and 
eliminating the octagons that contain warn-
ings from the labels. 

• Launch in Colombia and Central America 
of a peanut butter from the Tosh brand, a 
minimally processed product, that is a good 
source of protein, naturally gluten-free and 
with no added sugar. 

• Launch of a product item in the Granuts 
portfolio including dried fruits (pineapple 
and coconut), meeting the criteria of inno-
vations in health and nutrition. 

Cereal bars  
• Launch of Tosh Lyne cereal bars in Central 

America, with no added sugar and fruit 
chunks.  

Chocolates Business 

Ice cream 
• Reformulation of six portfolio products: three were 

reduced in sugars, two were reduced in sodium and 
one had its preservatives eliminated. 

• Launch of two products that are good sources  
of vitamin D and calcium, nutrients that contribute  
to the formation of bones and teeth, as well as 
good sources of iron, which helps the proper func-
tioning of the immune system. 

 
Sorbets and ice pops 

• Reduction in the sugar content of three product 
items. 

Ice Cream Business

Instant mix products
• Reduction in the sugar content of cappuccino and 

3-in-1 mix products. 
• Replacement of artificial flavors with natural 

flavors in the cappuccino mix products.
• Development of powder mix products, excellent 

sources of vegetable protein and good sources  
of fiber.

Coffee Business

Employee from the Coffee 
Business in Colombia.
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Gluten-free pasta
• Launch in Colombia and Costa Rica of the pasta 

from the Kibo brand, made with chickpea flour, 
green pea protein and prebiotic fiber, with state-
ments of being a good source of fiber and protein. 

Flavored pasta products and specialties
• Launch of a new form of pasta from the Doria 

brand, derived from the recovery of dry scraps 
of flavored long pasta, which were previously 
intended for animal feed. Currently, through 
the Food Bank, the Organization seeks to reach 
populations that require the macronutrients and 
micronutrients contained in this product.

Cereals
• Launch of the powdered wheat bran from the 

Doria brand, 100% natural, an excellent source of 
fiber and a good source of iron and zinc.

• Launch in Costa Rica of the organic quinoa grain 
from the Kibo brand, a natural source of protein 
and a good source of fiber.

• Launch of ready-to-eat quinoa with natural vege-
tables from the Doria brand.

Instant cold beverages
• Reduction of sugars in the powdered drink mix in 

the Business in Chile, maintaining yield and replac-
ing them with non-caloric sweetening agents.

• Launch of the Zuko brand in South Africa, meeting 
criteria for innovation in health and nutrition. 

• Launch of new flavors of the Livean and Zuko 
brands in different geographies, meeting the crite-
ria of innovations in health and nutrition.  

Nectars
• Replacement of artificial color additives with natu-

ral color additives in three products. 
• Launch of four references of the Livean Pouch 

brand with no warning labels and meeting the crite-
ria in health and nutrition.

Pastas Business
• Launch of six products that meet the innovation 

criteria in health and nutrition.

Chocolate substitutes
• Reduction of sugars in 31 product items of the 

Nucita brand, in the Business in Mexico. 

Tresmontes LucchettiPastas Business
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Implementation and design of 
models for embracing healthy 

habits in education institutions 
in Colombia. 

Healthy lifestyles in the communities
Through Fundación Nutresa, the Organization pro-
motes the well-being of communities by designing and 
implementing models for internalizing healthy prac-
tices that mitigate the risks associated with an unbal-
anced diet, lack of physical activity and inadequate hy-
giene practices. Since 2013, the strategy for reaching 
the territories has been based on a pedagogical model 
of training teachers in order to have a positive impact 
on the entire school community, especially children. 
The implementation of this model, whose main ref-
erence was Tresmontes Lucchetti’s “Espacios salud-
ables” (Healthy environments) program in Chile, and 
which was designed for Colombia jointly with the Min-
istry of National Education, the United Nations Inter-
national Children's Emergency Fund (UNICEF) and the 
World Food Program (WFP), allowed the Organization 
to impact more than 10 education institutions in 2021 
and benefit more than 3.000 children in the Colombian 
states of Cauca, Antioquia and Risaralda, and the Val-
paraíso region, in Chile.

Likewise, the Company made progress in the im-
plementation of the strategy through the “Nutresa 
quiere a los niños” (Nutresa cares for children) pro-
gram, with which 3.900 school kits were delivered to 
10 education institutions in the Colombian states of 
Cauca, Risaralda and Antioquia, to contribute to the 
development of capabilities related to healthy life-
styles and the improvement of the necessary con-
ditions for children from vulnerable communities 
to have access to schools to go to and not drop out. 
Additionally, the Organization released a web series 
called “Los Dufin,” which raises the school communi-
ties’ awareness about a balanced diet, good hygiene 
practices and physical activity. This digital pedagogical 
resource reached 3.531 elementary school students 
from different education institutions in Colombia.  
 
 
 
 
 
Grupo Nutresa has also started the reformulation pro-
cess of the Healthy Lifestyles model with the support 
of the CES University. This new model, that will be 
completed and implemented in 2022, has a multi-Lat-
in scope, focusing on opportunities and possible solu-
tions associated with healthy habits for communities in 
Mexico, Costa Rica, Colombia and Chile. The program 
will have an operation protocol, a resource library, a 
toolbox and a methodological roadmap for its imple-
mentation. Finally, the care-for-life strategy and the 
cardiovascular and metabolic risk management pro-
gram will remain active for all employees.

Click here for  
further information
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https://nutresaquierealosninos.com/


Through the “Nutresa quiere a los 
niños” (Nutresa cares for children) 

program, the Company contributes 
to the development of capabilities 

of healthy lifestyles and the 
improvement of the conditions of 

access and continuity of children in 
the schools in Colombia.
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