
Responsible marketing 
and sales

Employee from the Chocolates 
Business, Colombia.

Consolidating the Company’s close relationships with its consumers, shoppers, 
clients and customers, as well as their preference, satisfaction and loyalty by 
delivering differentiated value propositions that contribute to their growth, 
profitability and sustainability.
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Strengthening commercial 
networks and generating 
satisfaction and loyalty 
among the stakeholders.

Reinforcing the 
brands with a 
superior purpose 
that showcases their 
commitment.

• Measurement and management of customer satisfaction and loyalty at a 
level of excellence. Satisfaction rating of 89,0 and loyalty score of 84,5 in 
Colombia. In other geographies, satisfaction: 89,5; and loyalty: 90,8 (last 
measurement conducted in 2020).  

• Design and structuring of “Voz del Cliente” (Client’s voice), program 
intended to obtain relevant information for adjusting processes and 
bridging gaps.  

• Digital strengthening through digital sales channels, digital menus at 
points of sale and virtual training sessions for clients, among other. 

• Maintenance of self-care plans for sales people and clients with remote 
assistance and through the “Me cuido, nos cuidamos” (I take care of 
myself, we take care of each other) strategy.

• Progress was made in the formulation and identification of superior 
purposes for 11 brands based on the positioning model, the 
understanding of consumers and the Organization’s sustainability 
strategy.

• More than 290.000 clients of Novaventa, Comercial Nutresa and La Recetta 
in Colombia, and of the Ice Cream and Biscuits Business Units in Central 
America benefited from loyalty-building programs that contribute to the 
growth and development of their companies.

• Development of training plans for the commercial departments in order to 
enhance their client engagement knowledge and capabilities.

• Consolidation of the client training strategy with 297.594 participants.
• 2.752 clients from the massive networks secured certifications through the 

School for Customers Program.

• Conservation of the electric and gas-powered transport fleet in Comercial 
Nutresa and Opperar, thus contributing to the decrease in emissions and 
advancing towards a cleaner distribution operation.

• 99,93% reduction in the carbon footprint of 5.561 freezer units of the Ice 
Cream Business by means of a technology that consumes 15% less energy.

• Incorporation of 25 tons of plastic packaging material waste as supplies for 
manufacturing brand-positioning elements in the Cold Cuts Business.

• 99,3% of the advertising has been adjusted to the self-regulation criteria 
for kids between the ages of six and twelve agreed upon with the Colombian 
National Business Association’s Chamber of Food in Colombia. Such 
measures were also applied across all geographies. 

• 92,9% of products with front-panel labeling.
• 74,8 million people engaged with the campaign titled “Lo Bueno de Comer 

Juntos” (How good it is to eat meals together), which focuses on promoting 
healthy eating habits, family togetherness and life balance. The campaign 
was developed by the corporate brand and 17 brands from the Business 
Units in Colombia.

• 77,2% of the products include final disposal recommendations and 48,9% 
of them include safety recommendations. [GRI 417-1] 

Management approach  
[GRI 3-3]

Progress achieved in 2021  
[GRI 3-3]

Developing plans and 
projects centered on 
enhancing the clients’ 
business capabilities and 
consolidating inclusion-
driven business models 
that contribute to the 
stakeholders’ development.

Strengthening the 
commercial and 
distribution processes 
to reduce the 
environmental impact

Managing both the 
communications and the 
advertising responsibly.
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Risks and opportunities [GRI 3-3]  

The markets where Grupo Nutresa furthers its busi-
ness activities present social and political transfor-
mations, different ideals, constitutional reforms and 
social demonstrations that represent risks for the 
Organizations business continuity and operation.

This context, in addition to new consumption 
patterns that take into account matters such as cli-
mate change and products for hyper-connected and 
more informed consumers, demands clear and cate-
gorical actions by the brands in order to counter the 
adverse impact on the environment (for example: 
cleaner processes, environmentally friendlier pack-
aging solutions and democratization of the prod-
ucts). These aspects represent an opportunity to 
strengthen the adaptation to new changes with more 
agile and efficient processes that create memorable 
experiences and have a positive impact on the planet. 

On another note, the use of technology still rep-
resents an opportunity in the communication strate-
gies to enhance and promote the deep knowledge on 
the market transformations and minimize the risks 
associated with stakeholder engagement and in-
formation management and disclosure. In addition, 
the development of internal skills for improving the 
support to the clients’ growth represents a competi-
tive advantage for the commercial networks, turning 
each one of them into a business partner. 

Finally, the regulatory environment regarding 
the nutritional labeling of the products is a risk that 
the Company will manage based on the product re-
formulation breakthroughs and the incorporation 
of vegetable-origin ingredients. This purpose, along 
with consistent experiences for the target audiences, 
has the purpose of maintaining a competitive advan-
tage and securing the market preference for Grupo 
Nutresa’s brands.

Outlook

The strengthening of Grupo Nutresa’s leading brands 
in the multiple geographies will remain a focal point 
of the work on consolidating the established strat-
egies, advertising and communication. The action 
plans will be marked by the identification and con-
solidation of superior purposes that incorporate new 
demands of the current consumers, such as healthy 
eating habits, the preservation of planet Earth and 
the development of more sustainable value chains. 

The Company will work on delving into the knowl-
edge on the market and the understanding of the 
new dynamics for the brands to be able to offer rel-
evant and attractive value propositions with positive 
and memorable experiences.

The Organization will also prioritize the enhance-
ment of the employees’ competencies regarding the 
Brands and Networks Management Model in order 
to achieve their understanding based on the scope, 
depth level and maturity according to the geography 
where it is implemented. 

Finally, Grupo Nutresa is aware of the fact that in-
formation is a basic but highly valuable asset. There-
fore, the Company will continue consolidating a data 
protection policy that includes a secure information 
handling in compliance with the law through auto-
mation, leading practices and state-of-the-art tech-
nologies. 

Communication and 
marketing strategies of 

the Ice Cream Business in 
Colombia.
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Practices that stood out and acknowledgments

The El Corral brand was included in the 
top 10 brands of the year in Colombia

Revista P&M, a magazine specialized in brands 
and advertising highlighted El Corral for the 
marketing actions taken in 2021, its impact 
in culture, its innovation in the methods used 
to connect with people, the support to social 
causes and the consistent communication 
management with the value promise.

The Ice Cream Business was awarded an accolade in the 
Effie Awards Colombia

Every year, the Effie Awards highlight the brands that exhibit 
an outstanding performance in digital matters, diversity 
and inclusion aspects, adaptation to change, renewal and 
crisis response. The Ice Cream Business, with its Polet brand, 
was awarded the Bronze Effie in the food category for its 
campaign titled “La receta que cambia la ecuación de valor” 
(The recipe that transforms the value equation).

Livean was awarded Chile’s POY  
in the category of powdered juice beverages

In the fourth edition of Chile’s Product of the Year 
(POY), the Livean brand was selected by more than 
1.700 Chilean consumers as one of the 23 most 
innovative products in the local market. This instant 
cold beverage without artificial color additives was 
acknowledged, precisely, for including natural color 
additives such as curcumin and chlorophyll.
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Material topic details

As part of its strategy for 2030, Grupo Nutresa increasing-
ly consolidates its commitment to delivering differentiated 
value propositions that generate experiences for consumers, 
shoppers, clients and customers with high levels of satis-
faction. This commitment also includes the consolidation of 
the Company’s closeness to said target audiences and their 
preference and loyalty. The Organization delves into the un-
derstanding of these audiences in a profound and constant 
manner in order to use the resulting knowledge to enhance 
a market-focused culture that generates value propositions 
through its brands and networks.  The following were some 
of the most outstanding achievements in multiple aspects for 
Grupo Nutresa in 2021.

Commercial management 
activities in Peru.
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Leading brands 
Work within the Organization with leading brands, that is, those that 
rank in any of the first three positions regarding their share in the mar-
ket of value for a specific geography and category. These brands have 
the ability, thanks to their positioning and brand health, to harness 
growth opportunities through variables such as distribution, pene-
tration and innovation. In the strategic region, Grupo Nutresa has 48 
leading brands that strive to continue consolidating their positions by 
shaping the markets with proposals that meet the consumers’ needs.

Leading brands in the strategic region

Central America Panama
Chile

Colombia

Mexico

Ec

uador

Domin
ic

an
 R

ep

ublic

Pe

ru

BLANCO PANTONE
185 C
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GOALS

Grupo Nutresa’s Segmentation Model

To achieve a superior performance, the commercial 
teams rely on the Brands and Networks Manage-
ment Model. This is a proprietary tool that guides 
the Company’s actions in fields such as consumer 
segmentation, brand positioning, price management 
and communication, among other subjects.
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Employee from the 
Cold Cuts Business 

commercial department 
at a point of sale in 

Colombia.
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Opperar’s offset balance for January-December

Brands with a superior purpose
Based on the Organization’s positioning and sustain-
ability strategy, the leading brands strive to identify 
a superior purpose with the aim of building relevant 
causes that are consistent with their essence. This 
purpose, combined with Grupo Nutresa’s purpose, 
focuses on building a better world where sustainable 
development benefits everyone. 

In 2021, two brands identified the challenges 
that had to be addressed by formulating programs 
that give life to the superior purpose and produce a 
positive impact. 

On the one hand, Tosh has committed to con-
tributing to the reduction of the impact of climate 
change based on its superior purpose of being in 
harmony with oneself and the environment. This 
position is achieved through the constant education 
of consumers and by being a carbon neutral brand 
certified by the Icontec thanks to the measurement, 
reduction and offset of its carbon footprint based on 
the reforestation and conservation of forests in Co-
lombia and Costa Rica. 

Not offset

Offset 
(nominated)

86%

14%

On another note, the Cordillera brand of the Choco-
lates Business has the purpose of “making the world a 
more sustainable and fair place by giving the possibil-
ity to transcend to all the hands that touch our choco-
late.” To achieve this, the B2B brand established a sus-
tainability program that covers all its product portfolio 
and comprises three pillars: quality of life for the co-
coa growers, well-being of the communities and pro-
tection of the planet. Through this program, Cordillera 
promotes the rural development and the productivity 
of the cocoa sector with initiatives such as the genera-
tion of technical, financial and organizational capabil-
ities among more than 20.000 cocoa farmers, as well 
as the implementation of production processes that 
optimize the consumption of resources. 

Development of channels and clients
Grupo Nutresa deploys training plans that have an 
impact on clients and employees from commercial 
departments and enhance their knowledge and ca-
pabilities. This strategy is consolidated by providing 
training to 297.594 clients and supporting 2.752 
customers in the process of securing certifications 
within the framework of the School for Customers 
program.

Moreover, Novaventa, Comercial Nutresa, La 
Recetta and of the Ice Cream and Biscuits Busi-
ness Units in Central America had a positive impact 
on more than 290.000 clients by means of loyal-
ty-building programs and through the objective of 
growing together, generating value and developing 
tools that allow them to maintain the development of 
their companies. In Central America and Ecuador, the 
Organization organized training activities related to 
multiple topics of interest for clients.

Finally, the client satisfaction and loyalty indi-
cators in Colombia amounted to 89 and 84,5, re-
spectively. In Chile, client satisfaction is measured 
through the relevant supplier ranking for the modern 
channel. In 2021, this indicator jumped from 25 to 14 
in such ranking. 

297.594 clients
in addition to the 2.752 customers that secured certifications 
within the framework of the School for Customers program.

Training provided to
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Inclusion-driven business model for client 
development
Grupo Nutresa carries out articulated work with 
Fundación Nutresa on inclusion-driven commercial-
ization programs. Five distribution initiatives were 
recognized as high-impact and potential inclusive 
businesses by the Colombian chapter of the World 
Business Council (Cecodes), which also submitted 
a report and a guide for bridging gaps and continue 
contributing to the work on overcoming poverty in 
vulnerable communities. 

Novaventa conducted a measurement of the 
impact the network produces on its stakeholder re-
garding the generation of income and their distanc-
ing from the poverty line. Thus, the analysis demon-
strated that, thanks to this brand, the entrepreneurs 
have move away from the monetary poverty line by 
9,75%. Additionally, the program focused on the de-
velopment of ceviche vendors in the Caribbean re-
gion in Colombia, steered by the Saltín Noel brand, 
had continuity in 2021 and benefited 56 vendors 
through initiatives such as biosecurity training for 
the reactivation of the ceviche selling activities, per-
sonal finances and good governance practices.

Inclusion-driven businesses recognized 
by Cecodes

NNII PROJECTS SUMMARY

BUSINESS PROJECT

Comercial  
Nutresa

School for Customers

Novaventa Novaventa’s Individual 
Entrepreneurs

Meals Inclusion-driven busi-
ness in the alternative 
channel

Pozuelo Development of Po-
zuelo clients “Recar-
gada” (Recharged)

Noel Ceviche vendors 

Novaventa’s Individual
Entrepreneurs 
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Response to the changes in more 
sustainable consumer trends
As it is part of the wellness, nutrition and pleasure 
industry through food, Grupo Nutresa has been 
delving into the understanding of the trends of new 
and healthier lifestyles where consumers and shop-
pers look for relevant and attractive value proposi-
tions adjusted to their new realities. 

Based on the knowledge on needs and moments 
of consumption, the Organization supports the 
brands with healthy statements to deploy actions 
that are consistent and make sense for this target 
audience. The brands have taken on the constant 
work of delivering better value propositions via the 
reformulation and use of ingredients that boost the 
delivery of nutritional profiles adjusted to the cur-
rent demands of the market. 

In the context of genetically modified organisms 
(GMOs), the total revenue from products that con-
tain them amount to COP 805 million, which cor-
responds to 0,01% of the revenues reported by the 
Business Units; conversely, the revenue from prod-
ucts not labeled as containing GMOs totaled COP 
1.983 million, which represents 18,6% of Grupo Nu-
tresa’s total revenue. [FB-PF-270a.2]
The care for the planet and its sustainability re-
mained focal points for the work that involves 

brands, networks, departments and processes in all ge-
ographies. The following initiatives stand out: 
• Manufacturing of exhibition and visibility elements 

using recyclable materials in the Cold Cuts Business 
and Comercial Nutresa.

• Delivery of refrigerators to more than 5.560 clients 
of the Ice Cream Business. This action contributes to 
the reduction in both energy consumption and the 
emission of refrigerant gases. In 2021, Grupo Nutre-
sa achieved a 99,93% decrease in the related carbon 
footprint. 

• Distribution of the orders to 242.552 Novaventa cli-
ents using 100% recyclable boxes. 

• Maintenance of the distribution fleet in Comercial 
Nutresa and in the Cold Cuts Business with 15 elec-
tric and natural-gas-powered vehicles. Additionally, 
a total of 7.589 tons of CO2 associated with the pri-
mary and secondary transport operations were offset 
through forest projects in Colombia.  

• Collection of 43 tons of flexible plastics in Colombia 
by Novaventa and Comercial Nutresa through the 
“Nutresa Retoma” (Retake) Program, which encour-
ages waste separation at the source. In 2021, the Or-
ganization distributed 500 waste collection stations 
in Colombia, thus contributing to the packaging ma-
terial circularity commitments.

247

In
sp

ir
in

g 
gr

ow
th

, d
ev

el
op

m
en

t a
nd

 in
no

va
ti

on



Product labeling related to sustainability attributes [GRI 417-1] [FB-FR-430a.1]

Nutritional 
 information

GDA Guideline  
Daily Amount

Final disposal 
recommendations

Other (health claims,  
guarantees)

Safety 
recommendations

KOSHER

Designation  
of origin

Fairtrade 

Rainforest Alliance

99,5%

99,4%

99,5%

88,7%

90,1%

92,9%

71,4%

65,2%

77,2%

30,1%

28,6%

26,4%

43,5%

36,3%

48,9%

19,4%

7,1%

15,8%

5,6%

4,0%

4,3%

0,3%

0,3%

0,2%

0,0%

0,1%

0,2%

2019

2020

2021
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Managing both the communications and 
the advertising responsibly
With the Recyclable Packaging seal and a QR code that 
links to the website www.todosporelplaneta.com, the 
participating brands intend to inform and educate the 
users. With this initiative, the Company also pretends 
to encourage consumers, shoppers, clients, suppliers, 
companies, among other, join efforts to contribute to 
the protection of the environment.

Additionally, the following Grupo Nutresa brands in-
clude a seal on the packaging of their products that 
represents their support to actions that produce a 
positive impact: Tosh, Livean and Zuko with the car-
bon neutral seal; Pietrán with the cardiology seal; 
and Cameron’s Coffee with the USDA Organic seal. 

Compliance with labeling and marketing regulations  
[GRI 417-2] [GRI 417-3] [FB-PF-270a.3][FB-PF-270a.4]

2019 2020 2021

Labeling Communication Labeling Communication Labeling Communication

Number of fines 0 0 0 0 0 0

Number of  
warnings 

1 0 0 0 0 0

Number of  
voluntary code viola-
tions 

0 0 0 0 0 0

Total 1 0 0 0 0 0

500
waste collection stations in 
Colombia, thus contributing to 
the packaging material circularity 
commitments.

In 2021, the Organization 
distributed 
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