
Profitable growth in the 
markets and economic and 
sociopolitical setting

Employee from Opperar 
in Colombia.

Profitably growing based on the construction of a category and geography port-
folio that maximizes the creation of value through memorable experiences with 
effective commercial networks, and generates synergies that optimize the work-
ing capital. Agilely managing the political and economic risks that may affect the 
Company’s competitiveness, and contributing to the construction of societies 
based on a deep sense of respect, inclusion, justice and opportunities for everyone.
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Consolidating the geography 
development model. 

Strengthening the brands’ 
differentiated value propositions. 

Making progress in the development 
of the commercial networks.

Strengthening the strategies 
in terms of market entry, 
omnichannel capabilities and 
e-commerce. 

• Consolidation of the Brands and Networks Management Model to 
develop the geography-entry capabilities. 

• Creation of the portfolio of categories and products with the aim 
of offering them in the markets through the distribution and sales 
networks.

• 55 categories were developed throughout the strategic region.
• Expansion of the business management and operations in Asia 

and Africa to gain knowledge on the consumers, shoppers and 
clients, and achieving appreciated sales.

• Strengthening of the commercial networks with the acquisition of 
Badía and Belina. 

• Participation in more than 55 categories that are essential 
in people’s diets; identification of 48 leading brands; and a 
sales consolidation level of 75% in Colombia and 50% in all 
other geographies.

• Development of alternative service channels for shoppers 
in Colombia, United States, Ecuador, Costa Rica and the 
Dominican Republic with the purpose of ensuring close 
relations with them and easy buying experiences for them.

• Optimization of the product portfolio to provide a better 
service to shoppers and clients, considering opportunities 
regarding shopping missions, moments of consumption and 
strategic roles of the portfolio.

• COP 864.351 million in sales through digital channels.

Management approach  
[GRI 3-3]

Progress achieved in 2021  
[GRI 3-3]
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Optimizing the use of 
working capital.

Managing the tax strategy based 
on complete transparency criteria.  

• Increased confirming with a scope of COP 90.852 million.
• Exchange hedging achievement, which countered the exchange 

rate impact, representing COP 31.110 million. 

• Consolidation of a project portfolio intended to access  
tax benefits in the science, technology and innovation system.

• Development of capabilities in all the Business Units focusing on 
the formulation and mapping of projects, and on the participation 
in the ecosystem’s calls for entries.

• Participation in the Colombian government’s works-instead-of-
taxes mechanism, managing COP 1.474 million in 2021.

Management approach  
[GRI 3-3]

Progress achieved in 2021  
[GRI 3-3]

 Improving competitiveness • Development of the efficiency improvement plan and the logistics 
plan with savings totaling COP 98.107 million, a fulfillment rate 
of 140% with more than 983 negotiation initiatives and a 95,7% 
scope in the master plans for logistics and infrastructure.

• Development of the business and work productivity plan with an 
8,3% achievement in relation to logistics costs (the goal was set 
at 8,6%); industrial at 6,0% against the 6,7% goal due to handover 
with 0,7% decrease, and conversion for COP 1.210 million out of 
the COP 1.250 million goal.

Logistics processes in the 
Chocolates Business in Peru.
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Risks and opportunities [GRI 3-3]  

The shifts in consumption, the new trends and the 
impact of the global supply chain issues remain ma-
jor challenges for Grupo Nutresa’s operations at the 
moment of maintaining leadership positions and 
developing the market through brand and network 
management. 

The exchange rates in the strategic region, along 
with the interruption in the supply chains and the po-
litical instability entail significant risks for the Com-
pany’s profitability. Consequently, the Organization 
strengthens capabilities that allow managing the 
markets where it operates based on the deep knowl-
edge of its stakeholders in order to anticipate and 
achieve transformations that have a positive impact 
on the results in the region. 

On another note, the constant and increasing-
ly stronger demand for channels that facilitate the 
buying experience represents an opportunity to ex-
ecute quicker and more practical and efficient cor-
porate processes that generate competitive advan-
tages and contribute to the development of both the 
clients and the market. 

Finally, the hyper-competitiveness of the food sec-
tor represents a risk for the profitable growth. There-
fore, it is essential to optimize the demand spaces and 
work jointly with suppliers, logistics operators and 
other business partners on adjusting the inventory 
policies and having an adequate ROIC management.

Outlook

Grupo Nutresa will continue striving to achieve prof-
itable growth by building Business Units that have a 
portfolio of categories and geographies that help to 
maximize the creation of value and reduce the risks. 
Therefore, the Organization will enhance corporate 
capabilities centered on developing geographies 
and categories, brands, networks and experiences 
among its stakeholders. 

For Grupo Nutresa to be aligned with the eco-
nomic and market dynamism, the Company will man-
age its brands with the aim of consolidating itself in 
the preferences of consumers, shoppers, clients and 
customers based on the leadership positions in the 
categories and geographies. This will allow the Orga-
nization to capitalize on new opportunities that gen-
erate value with high innovation levels.

In Colombia, the efforts will be focused on con-
solidating the brand capital, and delving into the 
distribution processes and consumer loyalty. In the 
geographies that are under development, such as 
the United States, Central America and Chile, Grupo 
Nutresa will work on maximizing the brands’ knowl-
edge on building up their positioning and strength-
ening the distribution processes. In the potential 
geographies, such as Mexico, Peru and Ecuador, the 
efforts will be centered on expanding the Organiza-
tion’s presence through both its own and third-party 
networks for generating knowledge and performing 
tests. And, finally, in the exploratory geographies, 
such as Africa and Asia, the Company will deploy pi-
lot programs focused on learning with the purpose of 
evaluating the potential of the value propositions. 

Moreover, Grupo Nutresa will keep working on 
enhancing dialogs and partnerships that allow un-
derstanding, anticipating and managing the changes 
in the political and socioeconomic setting through a 
genuine and constant engagement with the stake-
holders, as well as a responsible legal and tax man-
agement.

Finally, with the creation of the international mar-
keter company C.I. Nutrading, the Organization will 
develop an exports platform for Colombian companies 
interested in traveling down the path of internation-
alization, supporting their capability-incorporation 
process and facilitating their access to new markets. 
For this purpose, it is essential to draw on the capabili-
ties Grupo Nutresa has developed over time. 

The work-from-home methodology 
was one of the measures implemented 
to take care of the life of the employees.
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Practices that stood out and acknowledgments

National Exports Award 2021 for the 
Coffee Business

The Coffee Business was 
acknowledged by the 
National Foreign Trade 
Association (Analdex) 
together with ProColombia 

in the category of Large Company of 
Goods for its outstanding growth in 
exports, the interventions focused 
on increasing its production capacity, 
the development of a biodegradable 
cup, the implementation of cold brew 
with proprietary technologies, and the 
execution of environmental sustainability 
projects. These initiatives have produced 
satisfactory results for the Business Unit: 
65% growth in exports over the past five 
years (the exports of appraised liquid 
extracts multiplied four-fold to markets 
in Asia and the United States), increase 
in the value per kilogram of coffee 
exported, and penetration into new 
appraised segments through the creation 
of disruptive applications for food service 
companies.

Novaventa was included in the gold category of the 
11th National Excellence Awards of the Business Pro-
cess Outsourcing (BPO) Industry

Novaventa was acknowledged by Emtelco, strategic 
partner in the collection of the overdue portfolio, for the 
development of alternative channels for the Individual 
Entrepreneurs who required normalizing their debt in 

times of the COVID-19 pandemic. This had a direct 
impact on the placement of new orders, the cash 
flow, the entrepreneurs’ revenue, the production 
for the partner brands, and the reactivation of the 
global economy. This initiative allowed maintaining 
the business continuity, improving the collection 
results, and reducing the portfolio write-off for the 
pandemic cycles.
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Material topic details

Grupo Nutresa makes progress in the fulfillment of 
its strategy for 2030 and its goal of doubling the sales 
recorded in 2020. This progress is being achieved by 
developing brands that are leaders in relevant cate-
gories, offer nutrition, well-being and pleasure, and 
generate memorable experiences with effective 
commercial networks.

The Company promotes actions based on the 
deep understanding of the markets, and on the ad-
aptation and strengthening of its operations. As 
part of this process, the Organization has carried 
out actions that respect and stimulate the particu-
larities of the multiple regions based on one of the 
most important resources Grupo Nutresa has: hu-
man talent. In 2021, the Company watched over the 
conditions and benefits of internal equality and ex-
ternal competitiveness in order to facilitate the at-
traction and loyalty-building of the best talent, and 
to contribute to the participation of the regions’ lo-
cal people in the Organization's executive positions, 
thus fostering social development and a superior 
performance. [GRI 202-2]

Local people in executive positions [GRI 202-2]

Colombia Costa Rica Mexico Peru Panama
Dominican  

Republic

United 
States

Chile Guatemala

100%

56%

75%
71% 67%

73%

50%

83%

100%

N/A 0% 0% N/AN/A N/A

50%

90%

22%

100%

83%

100% 100%100% 100%

2019

2020

2021

100%100%99%

Employee from 
Comercial Nutresa 

in Colombia.
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Brands and Networks Management Model  [FB-MP-250a.4]
This model charts the way for the business management based on the under-
standing of the market. The purpose of this is to formulate the strategies for the 
brands taking into account the cultural and talent-related elements, thus offer-
ing value propositions that meet the needs, and delivering a differentiated expe-
rience that achieves the expected connection, closeness, loyalty and preference 
in the geographies. 

Flawless execution and experiences
Distribution networks and sales

Consumer

CustomerClient

Shopper

Communication 

Portfolio of brands 
Categories/Products

Price
Brands

The Company has worked consistent-
ly to deliver a portfolio of categories, 
brands and products by successfully 
managing the networks, thus con-
tributing to the fulfillment of the ob-
jectives and to the materialization of 
development opportunities and the 
strengthening of geographies, cate-
gories and markets. The purpose of all 
of this is to ensure the Organization’s 
growth, relevance and sustainability. 

In 2021, Grupo Nutresa’s presence 
reached more than 55 categories, 
which make a positive contribution to 
sales growth through leading brands 
whose market share amounts to 75% 
in Colombia and 50% in all other geog-
raphies of the strategic region. There-
fore, the Organization meets the needs 
of the stakeholders by contributing to 
their well-being, nutrition and pleasure 
based on innovation, growth and equity. 

which make a 
positive contribution 
to sales growth 
through leading 
brands.

In 2021, Grupo 
Nutresa’s presence 
reached more than

categories, 
55
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Sales through digital channels
The Company set a goal for 2030 that consists in ob-
taining 20% of its revenue through digital channels 
addressed to consumers and clients. To fulfill this goal, 
Grupo Nutresa adopted new technologies in 2021 with 
the purpose of supporting the economic reactivation, 
fostering the growth of both the industry and the re-
gion, being sustainable and incrementing the produc-
tivity and competitiveness by continuously improving 
the processes and services. The incorporation of these 
technologies allowed adjusting the value propositions 
to directly reach the markets in Colombia, United 
States, Central America and Ecuador through digital 
channels and concentrating efforts to offer benefits 
in terms of practicality, health and wellness in people’s 
diets based on insights that denote the importance of 
contributing to the reactivation. 

Through the B2B business, the Company rein-
forced its presence and positioning in the markets by 
means of a differentiated and appraised portfolio of 
ingredients in the coffee and chocolate categories. 
In the Coffee Business, it is worth highlighting the 
consolidation of the customer service in the United 
States and Asia with innovative value propositions in 
the beverage and food service segments. For its part, 
the Chocolates Business, with its Cordillera brand, 
strengthened its operation in the industrial and food 
service segments, leveraging it on its superior pur-
pose and dynamizing the category.

Presence in new categories
Grupo Nutresa entered new categories in Costa Rica 
with the Belina brand, which focuses on animal feed, 
thus expanding the portfolio of supplementary capa-
bilities and solutions in order to contribute to the de-
velopment of both clients and the region. In Colom-
bia, the Business incorporated Basic Kitchen, a food 
product distribution company under the Badía brand 
name, as a further step in the path of delivering com-
prehensive and high-value solutions.  

By means of the existing brands, Grupo Nutresa 
ventured into the creation of products in the cat-
egories of proteins and vegetable-origin beverag-
es, healthy ingredients, fresh meats and functional 
infusions (herbal tea products), among other. Such 
products are aligned with the globally relevant 
healthy-lifestyle trend that is steadily growing in the 
markets of the strategic region.

The power of the brands, the knowledge on dis-
tribution and the design of client engagement mod-
els boosted the development of the geographies 
with appraised sales. This boost reinforced the Or-
ganization’s business management capabilities and 
its presence in geographies such as Asia and Africa, 
thus consolidating its competitive position. 

The work-from-home methodology was 
one of the measures implemented to 
take care of the life of the employees.

New presence in the animal 
feed category through the 
Belina brand in Costa Rica.
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Commercial capabilities at the service of 
business development
Supported on the historically developed capabilities and 
on its internationalization experience, Grupo Nutresa 
incorporated C.I. Nutrading in 2021 with the purpose 
of contributing to the enhancement of the Colombian 
industry’s export capabilities. This firm assists the Co-
lombian companies that want to export products and 
services, and facilitates the consolidation and access to 
new markets through the competitive networks and dis-
tribution capabilities and their broad coverage in all the 
countries of the strategic region.

Presence of 
branches in strategic 
geographies

To align the presence and 
progress in the multiple 
geographies, Grupo Nutresa 
identified and classified the 
countries where it operates 
according to the maturity 
level of the operation:

Africa and Asia

United States

Mexico

Central America

Dominican 
Republic and 
the Caribbean

Colombia

Ecuador

Peru

Chile

Mature

Under development

With potential

Exploratory

To develop these geographies, the Organization 
activated the focal points of work on the organi-
zational capabilities:   Talent development, Inno-
vation and effective research, Brands, Networks 
and experiences, Competitiveness and Digital 
transformation.

The work-from-home methodology was 
one of the measures implemented to 
take care of the life of the employees.

The Company set a goal 
for 2030 that consists 
in obtaining 20% of its 
revenue through digital 
channels addressed to 
consumers and clients.
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Optimizing the use of the working capital
Grupo Nutresa is aware of the impact of the economic situ-
ation on the geographies where it operates. For this reason, 
the Organization created strategies that helped to protect 
the price, keep offering an excellent price-value ratio and 
ensure adequate profitability margins. Initiatives like the 
confirming process provided adequate mechanisms for 
managing the payments to the suppliers and making ex-
change hedging transactions. These actions contributed 
to decreasing the impact of the exchange market volatility 
and achieving an increase in the confirming volume of COP 
90.852 million, in addition to exchange hedging transac-
tions to counter the exchange impact, which amounted to 
COP 31.110 million.

Value generation and distribution [GRI 201-1]

(COP million) 2018 2019 2020 2021

Revenue from net sales 9.016.066 9.958.851 11.127.541 12.738.271

Revenue from financial investments 74.308 83.810 93.293 101.254

Revenue from sales of property, plant, and 
equipment

28.640 11.576 31.353 40.498

Direct economic value generated   9.119.014   10.054.237   11.252.187   12.880.023 

Operating expenses 6.342.582 6.868.916 7.921.426 9.144.813

Salaries 940.571 1.004.756 1.122.190 1.175.166

Social benefits 452.376 500.013 575.903 557.142

Dividends paid to shareholders 260.614 281.596 298.712 323.006

Interest payments to credit providers 198.915 179.349 175.515 119.762

Payments to the government 282.857 331.243 324.382 332.520

Community investments 70.972 90.818 105.155 159.656

Benefits 104.389 106.225 116.698 137.772

Direct economic value distributed 
(partial, added to human talent manage-
ment)

  8.653.276   9.362.916   10.639.982   11.949.836 

Economic value retained   465.738   691.321   612.205   930.187 
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Improving competitiveness
The Company was able to improve its competitive-
ness through alternatives that maintained a con-
stant growth, the delivery of innovative and healthy 
products to the market with an adequate price-val-
ue ratio, and the positioning and leadership of its 
brands. Moreover, the Organization developed plans 
to increase the efficiency in the strategic sourcing 
processes with programs such as ‘Atlas’ and ‘Clic,’ 
in addition to the comprehensive logistics plan in all 
the geographies. These actions allowed achieving 
COP 98.107 in savings and the fulfillment of the goal 
reached 140%. Grupo Nutresa also managed more 
than 983 negotiation initiatives and achieved 100% 
of the execution of the master plans for logistics and 
infrastructure.

The productivity, understood as a way of gener-
ating value, was boosted with strategies focused on 
improving processes, automating repetitive activi-
ties and performing planning and follow-up actions, 
thus allowing the Company to fulfill its profitability 
goals. The Organization was also able to reduce the 
logistics costs by 8,3% (the goal was set at 8,6%), the 
cost per delivery decreased 0,7%, and the conversion 
cost improved by COP 1.210 million (the goal was 
COP 1.250 million).

With the aforementioned progress achievements 
and overcoming the global supply chain challenges, 
Grupo Nutresa’s consolidated sales as of the closing 
of 2021 amounted to COP 12.738 trillion, which rep-
resented a 14,5% growth; therefore, the profitable 
growth expectations were successfully fulfilled.

Employee from 
Tresmontes Lucchetti, 

Chile.
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Managing the tax strategy based on 
complete transparency criteria 
Grupo Nutresa is committed to paying taxes in 
an efficient and timely manner, always striving to 
ensure that the taxation levels and the benefits to 
which it has access contribute to sustaining and 
developing both the countries where it operates 
and the Organization itself. The Company also de-
votes significant efforts to ensure that all its tax 
practices are free of wrongful actions and opera-
tions that may be considered abusive in terms of 
taxes by the corresponding authorities. 

In the context of tax strategy and governance, 
the Organization has a tax policy reviewed and 
approved by the Board of Directors, which is also 
publicly available.  This strategy is applicable 
based on an ethics and transparency framework, 
observing the Base erosion and profit shifting 
(BEPS) measures, in addition to the tax regulations 
of each country where the Company operates. The 
purpose of this is to prevent disloyal practices in 
the markets where Grupo Nutresa participates, al-
ways striving to ensure the taxation levels and the 
tax benefits granted to the Organization contrib-

ute to the sustenance and development of the coun-
tries where the Company operates.

Additionally, and with the objective con counter-
ing regulatory noncompliance risks, Grupo Nutresa 
constantly monitors and keeps watch of the regu-
latory projects and bills that are being discussed in 
each country with the aim of identifying in an antici-
pated way the impact such amendments would have 
and the implementations that would be required in 
the information systems to comply with the changes 
in tax matters. [GRI 207-1] [GRI 207-2]

Moreover, based on its deep commitment to in-
formation transparency, the Organization discloses 
in its financial statements the most relevant tax in-
formation of each term for the stakeholders to have 
access to it and be duly informed. Furthermore, and 

Employee from the 

Biscuits Business in Costa 

Rica.
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within the legal time frame, the information de-
manded by the multiple tax authorities is duly sub-
mitted, and all visits, calls and inspections are timely 
addressed as required by the corresponding officers, 
also providing unabridged documentation for the re-
spective audits as needed. [GRI 207-3]

Grupo Nutresa is well aware of the importance of 
paying taxes and the impact such resources have on 
society. Therefore, since several years ago, the Orga-
nization discloses to its stakeholders the details of 
the tax payments in each country where it operates, 

demonstrating the complete transparency of its in-
formation management process. In this respect and 
with regard to each one of the companies that are 
part of Grupo Nutresa, the Company discloses infor-
mation related to their main activity and number of 
employees, and for each jurisdiction the total reve-
nue, income before taxes, the current income tax ex-
pense and the income tax paid for each term is duly 
informed. [GRI 207-4]  

Reporting by country (COP million)

Country Revenue
Income before 

taxes
Income tax 

payable
Income tax paid

United States 1.026.260 -4.588 5.819 916

Chile 923.428 98.318 -1.870 21.502

Colombia 8.538.110 730.211 192.050 207.337

Costa Rica 660.397 75.949 22.538 40.005

Dominican Republic 151.817 26.950 7.523 6.115

Ecuador 160.364 1.485 1.028 2.380

Guatemala 206.784 9.555 2.377 -1.710

Mexico 356.115 -2.365 395 1.853

Nicaragua 71.738 7.324 2.638 2.012

Panama 278.867 -3.180 -111 4.221

Peru 295.621 14.980 5.286 7.702

El Salvador 68.601 3.802 1.221 1.464

South Africa 169 -2.132 0 0

Total 12.738.271 956.311 238.894 293.796
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Mechanisms used to facilitate the delivery 
of resources for learning and creating jobs 
[GRI 203-1]
Grupo Nutresa maintains its participation in the 
“Obras por impuestos” (Works instead of taxes) 
mechanism, a strategy promoted by the Colombian 
Government through which taxpayers contribute to 
bridging socioeconomic gaps in the municipalities 
that have been affected the most by poverty and vi-
olence.

In 2021, the Company promoted nine projects 
focused on improving the digital environment, the 
conditions of the training activities and the devel-
opment of the educational skills of 77.228 students, 
and on providing training in computer science and 
new technologies to 350 teachers. The projects will 
benefit 1.158 education institutions in 24 munici-

palities in the Colombian states of Antioquia, Tolima, 
Santander and Putumayo. These results were ob-
tained in partnership with Suramericana S. A., which 
participated through seven companies. The projects 
represented an investment of COP 32.844 million for 
the acquisition of 2.794 computers, backpacks, steel 
cables, the corresponding furniture and the neces-
sary school elements for 53.841 school kits (table, 
chair, board, locker and eco-friendly station), as well 
as 73.304 utensils and electrical appliances. 

Moreover, Grupo Nutresa invested COP 100 mil-
lion in the fund of payment for results called “Fondo 
de Emergencia Social BIS IV” (Social emergency fund) 
through the Investment Fund to create 1.250 jobs in 
the Colombian cities of Bogotá, Medellín and Barran-
quilla. Such model will be the learning scenario for 
replicating it across the region. 

Projects focused on improving 
the digital environment and the 

conditions for the training activities 
and the development of educational 

skills in Colombia.
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