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Market share
Source: Nielsen.
In Colombia™*

53,7% Grupo Nutresa’s
I) conso!idated ma.rket

share in Colombia

Chocolate confectionery D 70,5%
Cold cuts G 57,5%
Hot chocolates G 55,8%
Pastas
Biscuits @ 50,6%
Ground coffee G 50,7%
Nuts G 42,5%
Soluble coffee &G 37,4%
Milk modifiers @ 34,1%
In Chile
PDMP*
Pastas
Coffee

Potato chips

In Mexico
PDMP*

*Powdered drink mix products

In the hamburger restaurant
categories in Colombia.

Inice cream shops in Costa Rica and
the Dominican Republic.

**Full market estimation model that integrates several of Nielsen’s
sources of information (RMS, HomeScan, industry coverage matrix and
crowdsourcing). Includes Discounters and direct sales, among other.
Does notinclude institutional and wholesaler channels.
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Business model

Our people

Grupo Nutresa promotes
participative environments,

the development of skills
focused on both being and
doing, the acknowledgment of
achievements, the strengthening
of leadership and a balanced
lifestyle for our people.

O

Our brands

Grupo Nutresa’s brands are
leaders in the markets where the
Company participates as they are
widely recognized and cherished;
they nourish, generate well-being
and have become a part of people’s
daily lifestyle, with the best price-
value ratio.

)

Our market entry capabilities
Grupo Nutresa’s broad distribution
network and market entry
capabilities, with a product offer
that is organized by channels and
segments and with specialized
service teams, allow the
Organization to have an excellent
product availability in terms

of frequency, as well as a close
relationship with all customers.

Main risks of our business
model

€

0\ Changesinthe

@ regulations related

to both nutrition
and health.

Volatility in
commodity prices
and exchange rates.

Negative impact of

a highly competitive
environment on the
Businesses.
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Grupo Nutresa’s sales by channel

14,9% @® Traditional channel

(mom-and-pop shops
and minimarkets)

® Supermarket chains

@ Alternative channel
(catalog sales and
vending machines)

® Retail Food Business

® Institutional channel
Industrial channel

47199

24,0%  46,7%

Direct employees,
third-party employees
and apprentices

26,2% 73,8% Clients
Abroad Colombia | 1,540.189
(Direct employees, third-party Points
employees and apprentices) of sale
1.286.022
)
} Novaventa’s
| Entrepreneurs
36,0% 64 0% 254.167

(Direct employees
and apprentices)

Digital transformation

Corporate ability to contribute to the
Organization’s sustainability by means of:

Internalization
of new ways of

Evolution working Venturing
of the into new
culture business

models

Supported on technologies, improving sales,
the experience and the competitiveness.

FROM 2020 TO

wizs REVENUES

With returns higher than the cost of capital

Grupo Nutresa’s strategy is focused on
doubling by 2030 the sales achieved in
2020, obtaining greater returns than the
cost of capital used.

To achieve this goal, the Company offers food
products and experiences from highly recognized
and beloved brands to the consumers. Grupo
Nutresa’s products nourish, generate well-being and
pleasure, have the best price-value ratio, are widely
available in the strategic region, and are managed
by talented, innovative, productive, committed

and responsible people within a framework of
sustainable development.



Results achieved in 2021

Consolidation of our commitments for 2030
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E l Emisor
“The Issuer Acknowledgment awarded by Bolsa
de Valores de ColombiaS. A. (the Colombian Stock

Exchange) is not a certification of the favorability of
the registered securities nor of the issuer’s solvency.”



Profitable growth

C Find further information at http://informe2021.gruponutreso.com/pdf/informe_2021.pdf>
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2 Total sales
g COP thousand million 2356 2145 2249 2204 1965 1737 1.883 1591 1203 1117 964 660 575 433 426 405 1117 766
Q
< 12.738 Growth
2020:11.128 & 14,5% ' '
0 °
2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020
A9s% MBd1%  &131% MBI183% M76% MAI60% M&192% MA&54% M 46,0%
EBITDA
COP thousand million 227 o84 205 307 263 032 225 213 148 145 225 o3 90 78 61 o3 89 40
1.532 Margin 2021
2020: 1.444 12,0%
Growth Margin 2020 . .
A 6,2% 13,0% 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020
EV-zo,o% WV -32,0% & 13,0% 4 3,2% A20% M&172,0% M&155% -26% M4&122,0%
g 2021:9,6%  2021:9,1%  2021:13,4% 2021:11,9% 2021:12,3% 2021:23,3%  2021:15,6% 2021:14,3% 2021:8,0%
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Sales in Colombia
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7.779 4,4%
2020:6.691 Price 2021 ' '
11,4% [ ] N/A (] ° 0
Growth 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020
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' Price 56% 50% 77% 3,2% 73% 17% 6,0% 3,7% 2,3% 89% 56% 12,4% 7,2% 8,6%
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Growth of total 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020
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2% V-22% W-38% M&149% M&163% 4M&6,5% 4 32,4% A 375% & 1758%
Variation in the prices and volumes without data from the Retail Food Business.
Sale-s percentage by Cold Cuts EBI1"DA percentage by 'Sales oF‘ 17.2%
Business ® Biscuits Business innovative products °
@ Chocolates 4,0% 5.8% (% on total sales)
339 58% 18.5% ® Coffee . 14.8% 2020: 19,6%
15% ® TMLUC 5.9% 2019:23,0%
9 ® Retail Food
7.6% ® IceCream 14,7% 13,4%
0.4% 17,7% Pastas Growth of exports from
' Colombiain USD
® Other 9,6% 17,1% 1 4%
o,
14,8% 15.,4% s
14,6% 6,1% 4,4% 3,1% 1,7%
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. her
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roduction cost% I - FTEE W
@ @ @ 0 *Includes direct labor, IMC
o, o, o, (indirect manufacturing costs)
13,8% 7,7% 4'9A’ 4,2% 2’.8A’ and other minor commodities.
Coffee Pork Cocoa Sugar | Milk

https://data.gruponutresa.com/informes/Informe_
auditor_independiente_2021-Grupo_Nutresa.pdf

economic performance, please read the Report
prepared by the independent limited assurance
auditor along with this publication. Such Report
can be found on this website:

With the purpose of forming a broader and
deeper opinion on the actions carried out and
the results obtained by Grupo NutresaS. A.

in relation to its social, environmental and KPMG Advisory, Tax & Legal S.A.S. | March 2022

[=] .».f.ﬁ:



https://2021report.gruponutresa.com/
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We Are
A Future
Together

Grupo Nutresa works on a daily basis on its higher purpose: Building a better
world where development benefits everyone. This purpose defines what we
are, our essence and commitment to people, our planet and prosperity.




>

The following are some of the
stories of our stakeholders.

~N

We Are A Future Together
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Sandra and Orlando:
lives that give sense to
what we do

We are Talent Development

Human talent is the force that moves Grupo
Nutresa. To connect the Organization’s hi-
gher purpose with the purpose of each one
of its employees is a horizon that inspires
the enhancement of this capability.

Managing the care for life, consolidating the
adaptive, inclusion-driven and aware
leadership, and promoting self-development
are strategic initiatives of the Talent
Development Capability.

Orlando Vera has been working for 27 years at
Tresmontes Lucchettiin Chile. He is an empathic
man who fulFfills his auditing responsibilities with
the inspiration of his deep devotion for service.

To arrive at the production plant, Orlando
has to complete a commute of almost two
hours using public transport. During the most
critical months of the COVID-19 pandemic, this
commute started causing him profound fears,
leaving him with almost no desire to go to work
despite his responsibility derived from the fact
of being part of a company that supplies food.
Orlando was afraid of getting the virus and
spreading the disease within his family, of course
with the worst consequences in mind.

“On the Organization’s website, | saw that
they were offering psychological assistance,
and so | took it. The therapist told me that there
was a 20% chance that I'd get the virus, but that
there was also an 80% chance | wouldn’t if | did
my part by taking self-care measures,” he says.

“Talent development consists in attracting,
developing and taking care of people to tackle the
challenges while connecting their purposes with
Grupo Nutresa’s higher purpose. This capability
adds value to the dimension titled “Cooperating
with people, our allies and society” by always pri-
oritizing the well-being of our employees,” ex-
plains Damaris Giraldo from Grupo Nutresa.

Orlando recovered his enthusiasm, as well as
his passion for work, and he reinforced his con-
fidence: “The best thing | have drawn from the
pandemic are the conversations I'd had with the
psychologist,” he assures.

«)

When | Felt | didn’t have the
strength to push my cart anymore,
the psychologist told me: ‘Improve
the wheels to make it lighter.’
These conversations enabled me
to have more confidence in what

I do, in how | take care of myself
and in my decisions, making

my fear disappear.”

ORLANDO VERA

Employee from

Tresmontes Lucchetti, Chile.



Sandra Cérdoba is a 30-year-old mechanical engineer. She returned
to the country in 2021 after completing her master's degree at Purdue
University as a Fulbright program scholarship holder. While she was
still focused on her studies, Sandra began the recruitment process for
the C3 project, Grupo Nutresa's most modern production plant, and
was subsequently selected for the position of engineering coordinator
for the set-up process of the plant in Santa Marta.

“Grupo Nutresa has enabled me to gain knowledge and experien-
ce, but the most valuable thing is that | am improving my manage-
ment, self-management and teamwork skills”, she explains. After a
new selection process, and only having worked for the Organization
for a couple of months, Sandra was appointed to another position:
production and maintenance leader.

“When | was starting at Grupo Nutresa, they told me about its hi-
gher purpose: building a better world where development benefits
everyone. You can actually feel that purpose in your daily experiences:
it is not just building a production plant and making the most profit,
but seeking the development of the region and allits people,” she says.

The closeness and trust she finds in her work team and her leaders
allow her to aspire to evolve professionally within the Company.

| appreciate the trust

that the production plant
management has put in
me. With the support of
my team, they gave me
the opportunity to grow
and develop within the
Company. | have been

the Production and
Maintenance Leader of the
C3 production plant for
more than eight months and
it has been an incredibly
interesting challenge.”

L[]

SANDRA CORDOBA
Employee at the GC Foods
production plant, Colombia.

o

We Are A Future Together
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Cold Brew: Mindset
transformation

We are Effective Research

and Innovation

Grupo Nutresa produces

and implements new ideas
and solutions, promoting
entrepreneurship and the
adaptation to new challenges.

Daniel Quijano and his team are the minds be-
hind the innovation of Cold Brew, a Grupo Nu-
tresa launch that transformed the mindset of
work teams and achieved USD 23 million in sa-
les in 2021.

Daniel Quijano is the director of the New Interna-
tional Business Department at the Coffee Business.
In 2016, Daniel and his team started working on a
technology monitoring process to understand how
cold brew sales worked around the world. They
found out that the American industry had propo-
sed, by 2020, that 50% of its market would be cold
drinks.

Based on this horizon, they launched a product
whose main characteristic is cold extraction, a cold
brew concentrate that they co-developed with one
of the largest coffee sales chains in the U.S. “In this
process, innovation meant transforming the pro-
duct, people, productive capabilities and even the
Quality Assurance Department”.

“Innovation is a capability that fosters growth,
differentiation and competitiveness. We gain new
knowledge that allows us to develop high-impact
innovations that are highly relevant for the market
and contribute to the sustainable development of
the Organization based on the value of ‘Coopera-
ting with people, our allies and society’”, indicates
Carla Podesta when speaking about this capability
in Grupo Nutresa.

Daniel and his team inspired a mindset change.
He is proud because this transformation allowed
them to deliver value to their clients, reach new
markets and continue dreaming of applying inno-
vation to relevant products for consumers.

Without making significant technology
acquisitions, we managed to adapt the
installed capacity to produce cold brew.
However, the most important part of this
process was the adaptation of the human
talent: the entire Organization started

to learn how to make a product that was
unknown and disruptive”.

DANIEL QUIJANO
Employee from the Coffee Business, Colombia.




Bottles that inspire care

We are Circular Solutions and

the Care for the Environment

Grupo Nutresa contributes to
preserving the environment by
minimizing the risks associated with
climate change, and generating new
protection actions.

In her mini-market in Bogotd, Elvia Rosa Pardo
collects the bottles of the “Nutresa Retoma”
(Retake) Program. With this action, she inspires
people to take care of the planet.

"If we all did our part to take care of the planet, it
would be a nicer place, less polluted,” says Elvia Rosa
Pardo, owner of the El Oasis mini-market.

In 2021, a bottle collection container from the
“Nutresa Retoma” program was placed in her store.
Additionally, she explains to her customers how to
fill the bottles and makes another proposal: "l en-
courage you to bring your own cloth bags to pack
your groceries and reduce the use of plastic ones."
She knows that these small changes help maintain a
balance with the environment.

“As part of its sustainability strategy and within
the ‘preserving the planet’ dimension, Grupo Nu-
tresa leads actions to minimize the environmental
impact of its processes. To achieve this, we devise
production methods that promote soil restoration

«

and reduce deforestation, water consumption and
the emission of greenhouse gases (GHG), while pro-
moting circularity,” states Mari{a Solange Sanchez,
Grupo Nutresa employee.

Elvia takes care of the planet based on the inspi-
ration she draws from the beauty of nature and her
dream of living in the countryside. Her neighbors ac-
knowledge her effort by supporting her initiative of
circularity, recycling and conservation.

Our planet is such a beautiful place. Taking care of water and nature is very important to me. |
recycle what | can and encourage customers to do the same. | explain to them about the bottles
and how to Fill them, and many of them have already started to do it too. This should be started in
school, at a very young age, so that children grow up with the idea that we must take care of the

planet; everything would be better if we did that.”

ELVIA ROSA PARDO
Client, El Oasis mini-market, Bogotd, Colombia.

-
—

We Are A Future Together
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Sowing knowledge and
supporting life

We are Responsible Sourcing
Cooperation, balance and the
preservation of the planet are
key aspects for Grupo Nutresa to
fulfill its objective of developing
competitive sourcing processes.

Osmalia Rojas is part of Cacao Oriente, an organiza-
tion of cocoa growers from Colombia that has evol-
ved thanks to the support of Grupo Nutresa.

When Osmalia Rojas started producing cocoa in San
José de Oriente, Colombia, she knew little about the
fruit and its farming. Since 2014, Osmalia and the 109
farmers of the Cacao Oriente organization have recei-
ved training and support from Grupo Nutresa to impro-
ve their practices and their relationship with nature.

In 2021, and thanks to the ‘Riqueza Natural’ su-
pport program, Osmalia and her colleagues learned
to take care of the soil and water, to make a responsi-
ble use of chemicals, to protect the forests and native
fauna, and to improve their nutrition and personal we-
ll-being. "We learned how to have beautiful relations-
hips with each other, and even how we should nourish
ourselves,” says Osmalia.

“Our business is closely linked to several agricultu-
ral and livestock chains, and based on the ‘responsible
sourcing’ capability, it is essential to harmonize them
with our goals of sourcing ourselves in a sustainable and
productive way while taking care of biodiversity. Within
the context of the ‘preserving the planet’ dimension, we
have established an agenda so that by 2030, 100% of
our commodities are sourced in a productive and sus-
tainable manner,” says German Zapata, Procurement
Manager at Servicios Nutresa.

“I have grown hand in hand with Grupo Nutre-
sa. The results | deliver to the Company are the proof
of everything | have learned, and that it can be done,”
says Osmalia. Her joy confirms that providing learning
opportunities and support can transform people’s rea-
lities.

Being one of Grupo Nutresa’s suppliers has been
the best thing that could have ever happened to
me. | say it with pride: | deliver my production as
gratitude for all the beautiful things you have given
me as a farmer”.

°

OSMALIA ROJAS

Cocoa supplier from San José de Oriente,
state of Cesar, Colombia.
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C3: Growth that drives
the development

of the Colombian
Caribbean Region

We are Competitiveness

Through competitiveness, Grupo
Nutresa promotes its growth,
development of talent and innovation,
while adding value to society.

In alliance with the city of Santa Marta and with
the aim of strengthening its competitiveness,
Grupo Nutresa has built its most modern pro-
duction plant. Additionally, with this new infras-
tructure effort, the Organization also seeks to
bring progress and quality of life to Santa Mar-
ta’s population.

Beatriz Martha Davila is an advisor at Invest, an
investment promotion agency in Santa Marta. Four
years ago, she began working with Grupo Nutresa to
make the C3 production plant real. It is located in the
customs-free zone of the city port and the facilities
were designed according to sustainability criteria.

“Here we have a logistics system that connects
production plants, roads, the port, the river, the
airport and rail transport. The latter has environ-
mental and cost benefits, and allows products to
arrive as far as to La Dorada, Caldas,” indicates
Beatriz. These advantages favored the realiza-
tion of the production plant, and also nurture a
competitive ecosystem that has started to emer-
ge with the arrival of Grupo Nutresa at the city.

“The ability to compete adds value to the
Organization through actions that allow us to
anticipate market trends thanks to the efficient
use of resources, the quality of the products and
services, the technological innovation, the highly
trained human talent, and the strategic geogra-
phic location of the production plants and distri-
bution centers,” says Jaime Le6n Montoya, from
Grupo Nutresa.

“Having here a company like Grupo Nutresa,
which believes in Santa Marta, is a light of hope.
They are interested in producing while generating
a positive impact on the city and improving the
social conditions of its people,” highlights Beatriz.

For me, Grupo Nutresa's work means opportunities, transformation, inclusion and social
well-being. They have set an example, they have brought new conversation topics to Santa
Marta, and they are inspiring development processes in other companies across the city.”

BEATRIZ MARTHA DAVILA

Advisor and legal representative, Invest Santa Marta, Colombia.

-
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A family that
shares wellness
with their pets

We are Brands, Networks and Experiences
Supported on the development of its
networks, Grupo Nutresa offers leading
brands to consolidate its value proposition
and deliver nutrition to its consumers.

Paola Ramirez relies on the Belina products for the
nutrition of her pets. This brand was added to Gru-
po Nutresa’s portfolio in 2021.

“When we see a little animal in the street, we bring
it home. | don't know how many animals have lived
here now. Now we have four cats and two dogs, who
are all part of the family,” says Paola, a consumer of
Belina products.

In addition to feeding their pack, they always have
food for homeless kittens. “We tried many types of
pet food and we have stuck with Belina because it rea-
lly worked for us: regarding their digestion, skin and
allergies. We know that this food is nutritious and that
it will give them a good quality of life,” she says.

Belina is a pet food brand produced in Costa Rica.
In 2021, Grupo Nutresa included its operation and
products in its portfolio, thus adding more nutrition
options for all family members.

“Inspiring development, growth and innovation
means to be committed to households in terms of
food and nutrition. For this reason, based on the capa-
bility titled ‘brands, networks and experiences,” Gru-
po Nutresa contributes to the well-being of families
by offering an adequate availability of its brands and
product, as well as an easy access to them,” explains
Jorge Arturo Quintero, from Grupo Nutresa.

For Paola, the good nutrition of her pets is a joy for
her home and a way of thanking her dogs and cats for
the love they selflessly give them. “They are uncondi-
tional; you know they will always be there. When you
come home and they welcome you with such happi-
ness, you feel pure love,” explains Paola.

More than two years ago we discovered the Belina

pet food brand and it has helped us a lot. One of
the dogs' skin improved and the other's digestion
also got better. We want to give them what’s best
for them in the long term and, with this food, we
feel safe because we know that it improves their
quality of life.”

[ ]

PAOLA RAMIREZ

Belina product shopper, Costa Rica.



Digital channels that
support families

By implementing new
technologies, Grupo Nutresa
transforms its culture and
working methods to improve
the experience of its clients
and consumers.

Liliana Ruiz and her Family enjoy digital
channels that allow them to enjoy their Favorite
hamburgers at home.

“l came to Bogoté to study medicine when | was 18
years old. My three sisters already lived in the city
and the first time we went out, it was to eat at El
Corral. They were fans already and | fell in love too,”
says Liliana Ruiz, consumer of El Corral products.

Both her husband and son are just as enthu-
siastic about the restaurant's products. During the
first months of the COVID-19 pandemic, they star-
ted ordering their hamburgers through delivery
platforms, but they soon found out that El Corral
had its own line and so they started using it. "It
took us a few months to adapt, but today we enjoy
meals that are delivered warm and well prepared;
that is why we trust El Corral,” says Liliana.

“For Grupo Nutresa, digital transformation entai-
Is an organizational change that begins with the
transformation of people and working models
through the incorporation of digital services. It is
a combination of technologies and ways of doing
things. This capability leverages all other of the
Group's capabilities and adds value to the ‘Ins-
piring development, growth and innovation’ di-
mension,” explains Rafael Rios, Grupo Nutresa's
Strategy and Digital Experience leader.

Thanks to these breakthroughs, the Orga-
nization supports Colombian households and
strengthens its ties with them: "We are loyal to El
Corral for the quality of its hamburgers, but also
because they are a tradition and have become
part of our lives,” says Liliana Ruiz.

The hamburgers from El Corral are very unique, they have something special in
the bread, in the meat and in the way they prepare them. They are a tradition
in our family; we order them directly from the restaurant because they are

delivered quickly and warm by kind people.”

LILIANA RUIZ
El Corral customer, Colombia.
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Products with history
for the world

Grupo Nutresa strives to reach new
global markets, thus promoting
inclusion and recognizing the
importance of diversity.

Grupo Nutresa’s progress in new geographies is
increasingly relevant for the Company. Allian-
ces like the one the Organization has establi-
shed with El Super, the largest Hispanic super-
market chain in the United States prove it.

El Stperis a Mexican supermarket chain with 323
stores in the U.S. focused on the Latin public. "We
want our customers to find here the products
they used to get in theirhome countries," explains
Martin Perdomo, grocery buyer at El Super.

In 2015, the chain included Grupo Nutresa’s
brands such as Zuko and Colcafé in its offer. “We
have always had an open mind to try new things
with companies like Nutresa, which make an
effort to launch products and implement innova-
tive marketing programs,” says Martin.

“We have a relationship of trust and respect
with El Stper. Our objectives are aligned: they
seek the profitability that we offer them with we-
ll-known brands in the Hispanic market,” says
Aarén Alonso Mccallum, Grupo Nutresa’s emplo-
yee who is in charge of this client.

“As part of the ‘Inspiring growth, development
and innovation’ dimension, the capability focused
on the ‘Development of geographies’ allows
us to continue strengthening Grupo Nutresa’s
presence in the countries where we have
presence, thus visualizing new opportunities. The
progress of our capabilities in each geography is
valuable for the continued consolidation of our
teams, networks and brands”, states Juan Camilo
Sierra from Grupo Nutresa.

Thanks to this type of alliances, consumers
around the world can find products that tell sto-
ries of nutrition, tradition and wellness.

3

It's nice to see consumers who live in the
United States get excited with products
like Ducales and the memories they bring.
There’s also other people, outside the
Hispanic market, who choose our products
because they already know them and see
value in them. It is wonderful to see how the
brands are achieving development thanks
to our customers.”

[ ]

AARON ALONSO MCCALLUM

Employee from Cordialsa, United States.
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About this
Integrated Report

Grupo Nutresa [GRI 2-1] has prepared its Integrated Report 2021
based on the principles of the framework established by the Inter-
national Integrated Reporting Council (IIRC) with the purpose of
disclosing to its stakeholders the strategy, future outlook, the main
progress achieved and the success stories related to the 18 materi-
al issues that could have the deepest impact on the Organization’s
ability to create value in the society. Such issues are presented
within each one of the sustainability dimensions: Cooperating with
people, our allies and society; Preserving the planet; and Inspiring
growth, development and innovation. In addition, the Integrated
Report presents the progress made with regard to the fulfillment
of the 10 principles of the Global Compact. This is the thirteenth
communication on progress for the United Nations.

Thisreport has been prepared in accordance with the standards
of the Global Reporting Initiative (GRI) —comprehensive option—,
and with the food sector supplement of the G4 guide. The Organi-
zation has also voluntarily adopted the standard established by the
Sustainability Accounting Standards Board (SASB), and presents
the corresponding results for the first time in this Integrated Re-
port. The disclosure includes the sectors where Grupo Nutresa has
operations: processed food; food retailers and distributors; land
transport; beef, poultry and dairy; agricultural products; restau-
rants; e-commerce; and non-alcoholic beverages. The purpose is
to continue strengthening the capacity of its stakeholders to make
better decisions while enhancing, at the same time, their ability
to assess and manage risks and opportunities. The report also in-
cludes indicators that reflect how the Organization contributes to
the fulfillment of the Sustainable Development Goals (ODS).

The financial information of Grupo Nutresa and its subordi-
nated companies is prepared in accordance with the Internation-
al Financial Reporting Standards (IFRS) approved in Colombia and
with all other legal provisions issued by the surveillance and control
agencies. The companies follow the accounting practices and poli-
cies adopted by the Parent Company. In the case of the subordinate
companies located outside Colombia, such accounting practices do
not substantially differ from the practices used in the countries of
origin, or their practices and policies have

been standardized when they have a signif-
icant impact on the consolidated financial
statements. All this information has been
audited by PricewaterhouseCoopers.

The non-financial information has been
verified by KPMG Advisory, Tax & Legal
[GRI 2-5], an independent auditing firm that
abides by the guidelines of the ISAE 3000
and ISAE 3410 international standards.
Such report has concluded that the infor-
mation is presented in accordance with the
2021 edition of the GRI standards.

For an easier
understanding by the
readers, a specific format
has been defined with the
purpose of enabling a clear
identification of the basic
GRI contents in relation to
each material topic and the
Sustainable Development
Goals to which they are
connected. This reportis
available in its entirety,
bothin English and
Spanish, on this website:
http://informe2021.
gruponutresa.com
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Engagement model

[GRI 2-29] [GRI 3-1] [GRI 3-3]

Based on the fundamental premise of being
always a people-centered Organization, Grupo
Nutresa permanently strives to contribute to
the development of its stakeholders by building
trust-based relationships through timely and
bidirectional communication, engagement and
collaboration, making sure to operate with integrity
and transparency and to listen actively to others at
all times.

The Company’s engagement model is aligned
with the guidelines of the international standard
AA1000, which requires Grupo Nutresa to
apply the essential principles of inclusiveness,
materiality, impact and Responsiveness in all the
relations with its stakeholders. Since 2018, the
Organization has been working on developing the
capabilities of its employees with the purpose of
strengthening their effective managerial skills in
all its engagement processes. This is a constant
and progressive work that enriches the materiality
analysis and strengthens the sustainability
management efforts, as well as the resilience of the
organizational strategy.

Understandmg]

SC)
=

IdentlFlcatlon and

External mapping and
characterization of

stakeholders @

Definition of the engagement

scope and maturity

Analysis

prioritization of stakeholders

Stages and phases of the engagement model,
progress and outlook

In 2021, the Company maintained its training processes
for the Businesses and set in motion the stages of the
model in the Chocolates, Coffee, Ice Cream, Biscuits
and Cold Cuts Businesses, as well as in Tresmontes Luc-
chetti, La Recetta, Comercial Nutresa and Fundacién
Nutresa. Additionally, the Retail Food Business and
Servicios Nutresa started deploying the first stages
of the model. This work front is possible thanks to the
articulated efforts of each one of the 18 engagement
committees, which are in charge of guiding, managing,
streamlining and carrying out the actions and activities
established in the model.

For 2022, most of the Businesses will make progress
in the execution and implementation of the engage-
ment plans with the purpose of materializing them, tak-
ing them to the practice and achieving an optimal rap-
prochement with both direct and indirect stakeholders
in order to keep building, collectively, the process that
will take such Businesses to the desired maturity level
for each one of them.

( Taking actlon

Engagement plan Follow-up, evaluation

and yearly reporting of
R, the engagement actions

Engagement plan
validation

&

Engagement
mechanisms



Engagement management

(o) (5

To strengthen the development of
capabilities and the self-management of
the communities with the promotion of
alliances and the mobilization of tangible
and intangible resources.

Customers Q

To offer differentiated value
propositions consisting of reliable
products and leading brands that
enable their growth, capability
development, satisfaction and loyalty.

Employees

o ||

To foster environments of adequate com-
munication, participation and volunteer
work that strengthen trustworthy rela-
tions and contribute to the improvement
of organizational practices that enhance
the employees’ quality of life, develop-
ment and productivity.

@)

To strengthen and develop the suppliers
and contractors as partners in the supply
chain for the mutual benefit and ensuring
an adequate supply to the Organization.

Ghe GovernmenD

To contribute to the development of public
policy proposals that favor the progress of
the entire society within a framework of
transparency and efficiency while always
striving to achieve common good.

Shareholders

To create sustainable economic value

in a trust-based environment with our
shareholders and investors by applying leading
corporate governance practices and timely
disclosing relevant information.

G:onsumers and shoppers)

To contribute to the improvement of the
quality of life of the shoppers and consumers
by means of memorable brand experiences
and differentiated value propositions that
meet their nutrition, wellness and enjoyment
needs, thus creating a connection with their
motivations and purposes.

Engagement model
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Materiality anOIYSis [GRI 2-29] [GRI 3-1] [GRI 3-2] [GRI 3-3]

Materiality is a fundamental part of Grupo Nutresa’s
sustainability management system and represents a
tool for the formulation of the corporate strategies.
Therefore, since 2011, the Organization has been
conducting its materiality analysis to identify and
confirm the subjects and trends that might have a
major impact on its ability to generate value in the
short, medium and long term.

In 2021, based on the belief that materiality is a
dynamic and evolving exercise that must be adapted
to the new trends and challenges emerging from the
sustainability context and the industry, the Compa-

ny updated its materiality analysis, which establish-
es the basis for managing environmental, social and
governance issues, thus becoming the Organiza-
tion’s road map for 2030.

The materiality analysis has been developed by
focusing on the double materiality or perspective ap-
proach; it integrates the impact on the environment
or the society, as well as the risks and opportunities
of the business setting that could affect the Compa-
ny’s ability to create value in the long term, in addi-
tion to the economic performance. This analysis was
developed in three stages, namely:

Analysis of the context
and identification of

potentially material issues

To understand Grupo Nutresa’s
operational context, as well as the
sustainability challenges facing the
industry, the Company has analyzed
multiple sustainability standards,
frameworks and benchmarks in
addition to ESG ratings and rankings.
Furthermore, the Organization has
reviewed the global sustainability
context and the main related global
trends and challenges. Additionally, as
Grupo Nutresa understands the diverse
challenges facing the geographies
where it operates, the Organization
has conducted an analysis of the
sustainability context and the specific
risks for each country. This allowed
the Company to comprehend the
expectations and needs that the
Businesses and stakeholders need to
address in each particular territory.
Based on this same premise, Grupo
Nutresa has evaluated the outlook of
peer companies and identified the most
common issues

in the sector.

Moreover, with the objective of
identifying and comprehending the
impact produced by the Organization,
as well as the risks and opportunities
facing it, in addition to understanding
its internal needs, interests and expec-
tations, Grupo Nutresa conducted 33
interviews with its main executives.

This stage made it possible to
identify and draw up a preliminary list

Listening to the
stakeholders

Prioritization and
confirmation of
material topics

of relevant topics for a subsequent

inquiry in this regard with the stake-

holders.

Based on the premise that the best way

to achieve A Future Together is to listen

to the stakeholders, in this stage, the

Organization engaged them in each

geography where it operates with the

aim of finding out their perspectives

regarding the issues that are potential-

ly material for the Company.

The inquiry was based on three

criteria:

. Influence of the perceptions and
opinions on the stakeholders.

. Impact produced by the Company
on the environment, the society
and the business setting.

. Risks of the business setting,
the society and the environment
that could have an impact on the
Organization’s financial perfor-
mance.
By using all the input collected in
the previous stages, Grupo Nutresa
created a corporate materiality matrix
based on the guidelines of the Global
Reporting Initiative (GRI) and the
Sustainability Accounting Standards
Board (SASB). In addition, with the
identification of the priorities and
challenges of the multiple Business
Units and contexts, the Organiza-
tion created matrices for each type
of Business and geography where it
operates.

To create this matrix, Grupo Nutresa
used a weighted average according to
differential weights allocated to each
one of the geographies pursuant to
the sales projections for 2030.

Finally, after several validation
sessions with the internal executives
and a panel of experts, the Company
determined the most important top-
ics for the environment, the society
and the Organization itself. A total of
18 material topics were identified and
subsequently grouped into each one
of Grupo Nutresa’s three strategic
priorities.



Influence on the stakeholders

O Significantly high O High

O Intermediate

Low

®

Biodiversity and
ecosystemic services

Development

Traceability, ‘ opm
quality and of territories
safety of and social @ @
i i uman -
products inclusion talent Integrity and
management ~ corporate
and inclusion ~ governance

@®

Water resource

®

Nutrition and

O]

Circularity

®

Emissions and
climate change
mitigation

2
2
%
o
2
°
c
©
)
8
E @ management healthy lifestyle @
£ Food
g security Food loss C(ljlme;tetlchange
adaptation
2 and waste Responsible marketing P
: and sales
°
o
=]
4 @ Profitable
E Innovation D'g'til , growthinthe  Availability and
transformation markets volatility of
commodities and
supplies

Genetically Economic and sociopolitical

modified environment

organisms

Animal
welfare

N
(&}

Materiality analysis

Impact and opportunities for the Organization

Material topics

Cooperating with people,
allies and society

Nutrition and
healthy lifestyle

,

Human talent
management and inclusion

Development of territories
and social inclusion

Traceability, quality and
safety of products

Food security

Innovation

PEED® W@
(=) @) @ @)

Preserving the planet

Emissions and climate
change mitigation

Climate change
adaptation

Biodiversity and
ecosystemic services

Circularity

Food loss
and waste

Water resource
management

©

090

%@ (

®

&)
)
o]

) (2

Inspiring development,
growth and innovation

Integrity and corporate
governance

Profitable growth in
the markets

Responsible marketing
and sales

Economic and sociopolitical
environment

Availability and volatility of
commodities and supplies

Digital transformation



©N
o

Integrated Report 2021

Strategy for
2030 and
connection with
the Sustainable
Development
Goals (SDGs)

For Grupo Nutresa, sustainability is one
of its most important corporate capabilities.
That is why the Organization has established
long-term goals and programs that make its
operation a consistent and deliberate exercise
focused on generating value for all its stake-
holders. Even before the Sustainable Develop-
ment Goals (SDGs) of the United Nations were
officially introduced in 2015, the Company had
already made progress in the articulation of its
strategy with them, as well as in its contribution
to connecting the objectives of the SDGs with
the business sector.

The Organization connects its strategic
plan for 2030 with the global agenda of the
United Nations and with its 17 Sustainable De-
velopment Goals. Thus, and considering that
Grupo Nutresa’s materiality analysis was up-
dated in 2021, the Company has prioritized the
following SDGs, taking into account that the
contribution of its programs, work methodol-
ogies and metrics are focused on generating
progress while striving to fulfill these:

SDG 1: No poverty; SDG 2: Zero Hunger; SDG
4: Quality education; SDG 5: Gender equality;
SDG 8: Decent work and economic growth; SDG
9: Industry, innovation and infrastructure; SDG
11: Sustainable cities and communities; SDG 12:
Responsible consumption and production; SDG
13: Climate action; SDG 15: Life on land; SDG 16:
Peace, justice and strong institutions; and SDG
17: Partnerships for the goals.

The following are the indicators the
Organization has selected to report its progress
in relation to the attainment of the goals estab-
lished in the agenda for 2030:

LERO

11
COP 11.118
million

Purchases from
SMEs connected
with Fundacién
Nutresa’s
development
programs focused
onsocial-
organizational
capabilities.

1.5

COP 159.656
million

Social
investment
inthe
communities.

12.166

Volunteers.

22.553
Hours invested in
volunteer work.

1.138.495
People who
benefited from
food banks in
Colombia.

COP 844
million

Sales of products
enriched with
macro- and micro-
nutrients lacking
in the strategic
region.

HUNGER

GENDER
EQUALITY

441
158
Schools
benefiting from
Grupo Nutresa’s
programs.

4.5

23,7%

Education
institutions that
have improved
their school
climate evaluation
performance in
Colombia.

5.5

35%

Women'’s
participation

in the workforce.

27%
Women in
management
positions.

35%

Directly hired
women with
university studies
in science,
technology,
engineering and
mathematics
(STEM).

¢

DEGENT WORK AND
ECONOMIC GROWTH

il

8.3
944

Small farmers
who have received
training in socio-
entrepreneurial
matters.

8.5

29.825

Direct employees
and apprentices.

43,8

Average hours
of training per
employee.*

COP 137.771
million

Investment in quality
of life, training and
aids for employees.

8.6

5.335

Young people
between the
agesof 18 and 28
directly hired by the
Organization.
*Average calculated using

the number of people who
received training.




Preserving the planet

IERO
HUNGER

(({

SUSTAINABLE CITIES
ANDCOMMUNITIES

2
Growing valv® 9

8.8

3,63

Accident
frequency rate for
direct employees
(LTIFR x 1.000.000

hours worked).

6,42
Accident
frequency rate
for third-party
employees
(LTIFRx 1.000.000

hours worked).

Patents secured.

1,43%
of the sales
invested in
R&D+i.

344
People
exclusively
assigned to
R&D+i.

17,2%

Sales of
innovative
products
(percentage
regarding total
sales).

1 RESPONSIBLE
CONSUMPTION
ANDPRODUCTION

ne’

1 CLIMATE
ACTION

<&

1.6

-24,3%

Variation in the
production of

solid waste that is
disposed of into the
environment.*

214 tons
Emissions of
Particulate matter
in the cities within
the strategic region.

12.2

4,8%

Water recovered/
reused
(percentage
regarding total
usage).

COP 31.071
million
Investment in
environmental
management
actionsin the
strategic region.
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12.3
1.712

Sustainable
nourishment
systems
established.

12.5

85,7%
Packaging
solutions
manufactured
using recyclable,
reusable or
compostable
materials.

91,8%
Waste recovery
and reuse.

#2020 baseline per
ton produced.

GENDER
EQUALITY

131

-7,5%
Variation in
the emissions
of greenhouse
gases (GHG).*

86,4%

Usage of
renewable
electric power.

-5,5%
Variation

in the usage of
non-renewable
energy.*

15.2

458

Supplier audits
focused on
sustainability,
integrated
management
systems and
commercial
security.

DECENT WORK AND
ECONOMIC GROWTH

PEACE, JUSTICE
AND STRONG

1

INDUSTRY, INNOVATION
ANDINFRASTRUCTURE

1 PARTNERSHIPS
FORTHE GOALS

16.3

COP 7.565
million

Social investment
in Colombian post-
conflict programs.

16.4

30.455
Employees and
third-party-
personnel who
received training
related to the
risk of money
laundering,
terrorism
financing and the
financing of the
proliferation of
weapons of mass
destruction (ML/
TF/FPWMD).
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Special Report of

the Business Group

By the end of 2021, the Grupo Nutresa was formed
by 71 companies, grouped as follows for adminis-
trative purposes: eight food Business Units and
their production platforms in Colombia and abroad;
an international distribution network; four local
distribution companies; and four companies that
render administrative, logistical and transport ser-
vices, which provide the corresponding support to
the Group’s companies.

In compliance with the provisions of the Colom-
bian laws, particularly Article 29 of Act 222 of 1995,
Grupo Nutresa S. A., as the parent company of the
Business Group, received from its subordinates the
sum of COP 459.780 million as dividends, and did not
receive any amount from the sale of goods and ser-
vices.In 2021, Grupo NutresaS. A. did not endorse fi-
nancial obligations of its subordinate companies. For
their part, the subordinates did not carry out opera-
tions for third parties by influence or in the interest of
the parent company.

Moreover, in 2021, Grupo Nutresa S. A. did not
make or stopped making decisions to address the in-
terest or by influence of any of its subordinate com-
panies, and none of them made or stopped making
decisions to address the interest or by influence of
Grupo Nutresa S. A.

Legal provisions

Grupo Nutresa and its subordinate companies have
strictly complied with all intellectual property and
copyright regulations. Their trademarks are duly
registered, and they all own the respective licenses
of the software installed at all facilities and keep the
corresponding evidence that allows verifying such
compliance.

In 2021, the Organization did not receive any
notifications of lawsuits and there were no judicial
rulings that could significantly affect the Company’s
financial condition. No fines or significant penalties
were imposed on Grupo Nutresa’s companies or their
executive managers.

The Note 17 of Grupo Nutresa’s separate financial
statements, which are published on the Company’s
website, contains all the details of the operations
with shareholders and the persons addressed in the
Article 47 of Act 222 of 1995 and other concordant
regulations. All such operations were carried out un-
der market conditions.

The Company declares that it did not hinder the
free circulation of invoices issued by the Business
Group’s vendors or suppliers. Additionally, the Com-
pany certifies that the financial statements and oth-
er relevant reports do not contain any flaws, inaccu-
racies or errors that would impede finding out the
true equity situation of the Company, pursuant to the
provisions of the Article 46 of Act 964 of 2005.

Assessment of the performance of the
information disclosure and financial
information control systems

Grupo Nutresa's internal control system allows
guaranteeing the verifiability, reasonableness and
reliability of the information required to plan, direct,
control, measure and record the performance of its
Businesses, and ensuring an adequate and timely
disclosure of related information to its stakeholders.

In order to keep aligning the operations with the
highest international standards, in 2021, the Organi-
zation measured the level of maturity of its internal
control system based on the COSO 2017 framework,
which comprises components of governance and
culture, strategy and objectives, performance, re-
view and information, communication and reporting.

Finally, the Company established objectives fo-
cused on the alignment with leading practices in
each one of the components.



Orlando Vera,
Employee from Tresmontes
Lucchetti, Chile.
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We are a dynamic,
vibrant and deeply
human Organization
that self-assesses and
evolves, as it is aware
of its vulnerabilities and
opportunities to
continue improving.

( MANAGEMENT REPORT )

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.

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



Carlos Ignacio Gallego P.
Grupo Nutresa CEO

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

Once again, we were acknowledged
as the most

sustainable

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.

w
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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.

Sandra Cérdoba, Employee from GC
Foods in Santa Marta, Colombia.

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

°2.773

individuals

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 aresult, 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.

The Organization directly hired

38R ©.330

young people in the age range of 18 to 28.

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.

w
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37%
of total
innovations

in nutrition and
health products.

99,3%
of the advertisement has

been adjusted to self-
regulation standards.

Innovation focused on boosting growth
Research and effective innovation have been import-
antenablersin 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.

S /0

reformulations

focused on reducing
the nutrients of interest
in public health.

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 Pietran.

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.



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.

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

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.

w
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Use of
86,4%

electric
power from
renewable
sources.

Children’s playground built with materials resulting
from the transformation of post-consumption
flexible plastic materials in Colombia.

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
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39,/7%

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

The Organization also recovered

43tons =

of post-consumption packaging materials.

mitigation strategy for 2030 considers reducing by
40% the emissions of greenhouse gases scope 1 and
2", 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

'Scope 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.

Planning Department (abbreviated DNP in Spanish)
and the “Accién” (Action) Fund, which is focused on
creating and publishing a climate risk management
tool. Additionally, we continue supporting the col-
lective initiative known as “Visién 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
positionsin all of them. Currently, we have 48 leading
brands in 15 categories from the food and beverage
industry in the strategic region.

w
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leading
brands

in Grupo Nutresa’s strategic region

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
allthe 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



El Corral restaurant
drive-through
service in Colombia.

w
o

Management report «



N
o

Integrated Report 2021 <

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 Ffirst 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. |. 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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Individual results of
GRUPO NUTRESA S. A.

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




“Riqueza Natural” (Natural wealth)
Program in Cesar, Colombia.

to create sustainable value and build a better future
together.
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Academic Background

* Degree in Administrative
Engineering,
Escuela de Ingenieria
de Antioquia.

* Specialized studies in Corporate
Finance and Capital Market,
Universidad Pontificia Bolivariana.
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Prior Experience
* Cross-Organizational Marketing
Project Director, Grupo Nutresa.
* Marketing Director of
the Cold Cuts Business.

Academic Background
* Degree in Business
Administration, Universidad Eafit.
* Master’s Degree in Marketing,
Distribution and Consumption,
Universidad de Barcelona.

The Management Team ensures the Organization has
the necessary capabilities to guarantee sustainable
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Prior Experience

* Senior Project Manager, Banca
de Inversién Bancolombia.

* Project Manager, Industry
and 