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NUTRITION, HEALTHY LIFESTYLE 
AND RESPONSIBLE MARKETING

Offering products and menus that provide the consumers with 
alternatives that meet their nutrition and well-being expectations, 
and actively promoting healthy lifestyles by means of awareness-
raising and education campaigns and programs.

Grupo Nutresa’s imperative commitment is to encourage 
responsible consumption through clear labeling and unabridged 
advertising that allow the consumer to make informed decisions.

Healthy lifestyles 
promotion program 
in La Guajira, 
Colombia. 
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STRATEGY  
[GRI 103-2]

PROGRESS 2018  
[GRI 103-3]

Implementing the front-panel 
nutritional label in all the 
products.

Promoting healthy lifestyles.

Reducing the nutrients of interest 
in public health.

Managing the advertising 
responsibly.

Adjusting the nutritional profile of 
the products.

• 3.072 products adjusted to the Nutresa nutritional profile, 
achieving a fulfillment level of 97,8% of the goal set for 2020. 
[G4- FP6] [G4-FP7] [SDG 2.1]

• 86,4% of the portfolio complies with the front-panel labeling 
requirements.

• Continuation of the Healthy Organizations program for 
the internal community, the “Nutresa Quiere a los Niños” 
(Nutresa cares for children) and “Germinar” strategies, and the 
“Alimentando Sueños” (Feeding dreams) and “Estilos de Vida 
Saludable” (Healthy lifestyles) alliances in school populations.

• 16 education institutions, 12.623 students, 660 teachers and 
administrative personnel, and 102 food handlers in Colombia 
were benefited.

• 251 product references reduced in sodium content, 117 reduced 
in sugar content, 85 reduced in saturated fat content, and the 
nitrite content of 93 meat products was modified.  
[G4- FP6] [G4-FP7] [SDG 2.1]

• Application of the advertising self-regulation with regard to 
kids younger than 12 years old. 98,3% of the advertising was 
adjusted to this criterion.

The sector is calling to promote a great 
transformation that should correspond 
to a new framework of action.
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RISKS AND OPPORTUNITIES   
[GRI 103-1]

In the light of the ground gained by chronic diseas-
es, the concern about the health conditions of the 
populations continues to increase. It is clear that 
the multiple causes and factors of these health 
problems require interventions on several fronts. 
Among these fronts, the ones related to food com-
position, labeling, advertising and physical activity 
promotion have a considerable impact on Grupo 
Nutresa’s operations, as well as the taxes that are 
being imposed in consideration of food product 
composition.

The strategies that have been implemented in 
some regions have not produced the desired im-
pact, creating additional pressure that lead to in-
creasingly restrictive regulatory frameworks. The 
understanding of the issue, the monitoring of the 
emerging knowledge and the continuous work 
give the food sector the possibility to make a time-
ly response that contributes to the solution.

The transformations are urgent, but they must 
be supported on sufficient scientific evidence, 
which is something that has been becoming a re-
strictive factor for the evaluation of general in-
tervention proposals. It is necessary to invest in 
research in order to determine the impact of the 
management proposals being submitted, and it is 
also necessary to transcend the speculative discus-
sions about the results of their implementation.

Grupo Nutresa has incorporated measures fo-
cused on mitigating the impact of this generalized 
condition, and it interprets it as an inspiration to 
innovate because it is an opportunity to promote 
new products and business models.

OUTLOOK

With the aim of maintaining the consumers’ preference 
with product alternatives that contribute to the preserva-
tion of their health, the research and development teams 
will work on the subject without putting aside the reduc-
tions of critical nutrients, the evaluation of new ingredi-
ents and the development of new products. All of this will 
be performed in alignment with the goal of multiplying by 
2,5 the number of products adjusted to the Nutresa nu-
tritional profile (based on the 2012 baseline). In addition, 
with the research agendas that are being executed, the 
Company will achieve a better appropriation of emerging 
knowledge and techniques for accelerating the develop-
ment of new portfolios.  [G4-FP6] [G4-FP7] [SDG 2.1]

The sector is bound to lead a major transformation be-
cause not only the products should answer to a new frame-
work of action, but also the way how it communicates and 
commercialize them should be governed by it. Grupo Nutre-
sa has embraced this framework and it will be materialized 
through concrete reformulation strategies, the development 
of new products inspired by health and nutrition, front-panel 
labeling, the promotion of healthy lifestyles, the work on food 
security, and nutritional education strategies.

The well-being of the child population is also a major 
concern for Grupo Nutresa, which is why the Organization 
has joined the public-private alliance known as  
“Alimentando Sueños” (Feeding dreams). The objective of 
this action is to make Colombia the country with the best level 
of child nutrition in Latin America by 2030, along with the work 
being performed in Chile and Mexico through the Tresmontes 
Lucchetti Business, and the alliance established with the  
Ministry of National Education and other entities in Colombia.

Grupo Nutresa interprets the changes in 
its setting as an inspiration to innovate 
because it is an opportunity to promote new 
products and business models.
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Fomentar una vida saludable

“Nutresa Quiere a 
los Niños” school kit 
program in Ituango, 
Colombia.

SUCCESS STORIES AND ACKNOWLEDGMENTS   
[GRI 103-3]

It is worth highlighting the innovation made by the Cold Cuts Busi-
ness in its Pietrán brand, which consists in the substitution of 
preservatives and the elimination of added nitrites. This innovation 
allowed to offer products that are a good source of protein, with 
a low fat percentage and a reduced sodium content, and without 
preservatives, all of this while maintaining their flavor. 

Another aspect that stands out is the launch of Sello Rojo Vive by the 
Coffee Business, a coffee product especially processed to pre-
serve its natural antioxidants. Each cup of coffee prepared with  
6 g of Sello Rojo Vive in 100 ml of water provides antioxidants that 
contribute to the care for the circulatory system as it protects the 
blood lipids from the oxidative stress, without negatively affecting 
the vascular function and the cholesterol levels.

It is also worth highlighting Bénet’s new launch of gums and soft cap-
sules with vitamins, minerals, fiber and fatty acids (omega 3, 6 and 
9); diet supplements and food products fortified with vitamins and 
minerals to cover the essential nutrient needs, guaranteeing the 
adequate functioning of the organism.
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PROGRESS 2018 [GRI 103-3]

Product portfolio
The concepts of diet and nutrition are inherent 
to the nature of Grupo Nutresa’s businesses, and 
the Organization is aware of the importance of 
offering to its consumers products that fulfill 
their aspirations in terms of nutrition, pleasure 
and well-being. This represents a constant and 
multi-angled challenge for the Company, because 
it needs to avoid compromising the consumers’ 
enjoyment while working on reformulations and 
improvements to both products and processes in 
order to incorporate the most recent knowledge 
about food and health matters and the nutritional 
realities of the population to contribute to the 
well-being of all consumers. For the portfolios, 
reformulations constitute technical challenges 
because, beyond the nutritional importance of the 
ingredients, there is the technological function they 
perform in the food matrix. Therefore, research 
and development are indispensable for achieving 
successful reformulations with minimum impact on 
both the productivity and the cost of the products.

“Nutresa Quiere a los 
Niños” school kit in 
Ituango, Colombia.

The Nutrition Policy holds a first-level 
hierarchical position in Grupo Nutresa’s 
marketing strategy, at the same level 
than the challenges of consolidating rec-
ognized and beloved brands, achieving 
profitable growth and innovating with a 
value-based focus. The Organization is 
undergoing a transition in which brands 
adopt the key elements of the policy in the 
context of their essence, which in some 
cases may require to refine their position-
ing, advance in the reformulation agenda 
or analyze possible portfolio waivers. 
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Maim progress made in health-related issues [GRI 416-1] [SDG 2.1]

26 product items were reformulated to 
meet Grupo Nutresa’s nutritional profile, 
achieving a 56,5% adjustment of the 
baseline portfolio. Additionally, the sodium 
content was reduced in 27 product items 
and the sodium nitrite content was redu-
ced in 44 product items. Salt consumption 
was reduced by 1% and sodium nitrite 
consumption was lowered by 11,9% in 
comparison with the amounts used in 
2017, achieving an accumulated reduction 
(based on the consumption for 2015 as 
reference) of 20% and 34,8% respectively.

The cheese sauce powder 
that are part of the pro-
duct was reformulated, 
eliminating the monoso-
dium glutamate from its 
composition.

The sodium content of 20 products 
was reduced.

• Launch of the Tosh coconut and kiwi-
fruit multi-cereal wafers: with no added 
sugar, no preservatives, no artificial 
colors, 0% cholesterol.

• Launch of the Maria Leche cookies: 
enriched with calcium and vitamin D, 
0% cholesterol.

• Launch of the Tosh coconut and al-
mond cookies: sugar-free, low sodium 
content, source of fiber, with zinc, sele-
nium and vitamin E, 0% cholesterol.

• Launch of the Tosh wild rice snacks: 
wholemeal, gluten-free, 0% cholesterol, 
with no artificial colors or flavors.

• Launch of the Tosh sea salt snacks: 
wholemeal, gluten-free, low sodium 
content, 0% cholesterol, with no 
artificial colors or flavors.

• Launch of the Tosh tomato and Parmesan 
snacks: wholemeal, 0% cholesterol, with 
no artificial colors or flavors.

• Launch of the Tosh Neapolitan snacks: 
low fat content, 0% cholesterol, 
with no artificial colors or flavors." 
    
 

• Launch of the Corona Delicatto drin-
king chocolate (in bar presentation), 
which contains 54% less sugar than 
the traditional Corona chocolate.

• Launch of the Tosh yogurt cereal, a 
granola bar with cereals and berries: 
strawberry, cranberries and bluebe-
rries. Good source of protein, contri-
buting 5 g of protein per serving. 
 

• Launch of the cereal bars with Greek 
yogurt-flavored coating, cereal bars 
with red berries, cereal bars with yellow 
berries, which contribute 5 g of protein.

• Sodium and sugar reformulations in 
several products from the La Espe-
cial and Granuts portfolios: 

• La Especial nuts with 70% less 
sodium.

• La Especial blueberries with 40% 
less sodium and 15% less sugar.

• Granuts blueberries with 50% less 
sodium and 15% less sugar.

• Granuts chili corn with 28% less 
sodium.

• Launch of the Tosh almonds and 
Granuts almonds products in 
Colombia and Central America, a 
healthy option for almond lovers as 
they are toasted products with low 
sodium contents.

• Launch of the nuts product portfolio 
in Brazil and Mexico under the Granuts 
brand: Japanese peanuts, nuts trail 
mix, corn, nuts and blueberries trail 
mix, nuts with chocolate trail mix."

Elimination of preservatives from eight SKUs; the 
fruit preparation was reformulated, achieving 
microbiological stability throughout its shelf-life.

Elimination of preservatives from three SKUs; the 
fruit preparation was reformulated, achieving 
microbiological stability throughout its shelf-life.

• Launch of the Lucchetti traditional lasagna 
and vegetable lasagna fortified with vitamins 
and minerals.

• Launch of the Lucchetti fortified wholemeal 
pasta.   

• Launch of the Zuko products, refreshing 
low-calorie beverages with 0% added sugar, 
no artificial color additives and no preserva-
tives.

• Launch of new Livean products, sugar-free, 
sweetened with Stevia and natural color 
additives. 

• Reduction of the sugar content (51% to 62%) 
in the Zuko nectar products.  

• Launch of the low-calorie Livean classic  
lemonade with 0% added sugar.

• Reduction of the sodium content (19% to 
32%) in the Lucchetti and Talliani tomato 
sauces.

• Launch of the Lucchetti Italian sauce with 
50% less sodium in comparison with the 
regular Lucchetti Italian sauce. 

• Reduction of the sodium content (8% to 11%) 
in the Kryzpo cheese-flavored snacks, onion 
cream-style soup, ham and pizza (10 SKUs).  
    

COLD CUTS 

COFFEE

PASTA

BISCUITS

CHOCOLATES

ICE CREAM

TMLUC

Meat byproducts 

Coffee

Pasta with sauce 
or instant pasta 
products

Biscuits and crackers Baked snacks

Cookies

Ice cream products

Ice pops

All categories

Beverages

Cereals

Cereal bars

Nuts and trail mixes 

Launch of the Sello Rojo Vive roasted and 
ground coffee, a product that contains 
four times more natural antioxidants 
than the traditional coffee and helps 
to decrease the risk of suffering from 
cardiovascular diseases. 
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Internal community
Since 2013, Grupo Nutresa has incorporated practices that stimulate 
healthy lifestyles in the internal community, focusing on the pro-
motion of physical activity, smoke-free environments and healthy 
diets. Therefore, the Organization implements different measures 
based on the comprehensive strengthening of the human being at 
all levels, which not only enable having a better job performance, but 
also orientate the employees towards achieving harmony in all the 
dimensions of the being. The benchmark for this activity is the one 
established by the Colombian Heart Foundation and the Colombian 
Society of Cardiology, which is applied throughout the entire Orga-
nization in all aspects related to healthy lifestyles. Moreover, the pa-
rameters established by the Spanish “Más Familia” Foundation are 
the benchmark used for the reconciliation between the personal, 
family and work life of the employees.

Program for the 
promotion of healthy 
lifestyles at the 
Manuel Bravo school in 
Casablanca, Chile.
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Incidents of noncompliance related to labeling and marketing communications   
[GRI 417-2] [GRI 417-3]

2016 2017 2018

Labeling Communication Labeling Communication Labeling Communication

Number of fines 0 0 0 1 0 0

Number of 
warnings 

0 0 2 0 1 0

Number of 
voluntary code 
violations 

0 0 0 0 0 0

Total 0 0 2 1 1 0

Results of the strategy

The nutrition and health strategy follow-up indicators 
show a constant progress on the multiple fronts and 
exhibit an improved product portfolio in terms of nu-
tritional characteristics, the promotion of healthy life-
styles and the front-panel labeling (which is important 
for consumers at the moment of making their decision). 
In addition, the launch of products with health-driven 
statements such as Sello Rojo Vive, which is the result 
of coffee research on both the technological and the 
health-related aspects, as well as the launch of Bénet’s 
gums and diet supplements and the participation in 
Naturela, start consolidating the offer of nutritional 
and functional products within the new framework of 
action for the sector. In 2019, Grupo Nutresa will con-
tinue to work on the purpose of nourishing people’s 
potential by means of scientifically designed, daily-use 
products with functional benefits.

The front-panel labeling, initially as the application 
of voluntary codes, currently has diverse presentations 
due to the evolution of the regulations, which have 
generated different codes according to the country. 

However, the front labels of Grupo Nutresa’s prod-
ucts contain nutritional information in all geographies 
where the Company operates in order to comply with 
the corresponding regulations where there is one in 
force. The progress achieved in the implementation of 
front-panel labeling is at 86.4% of the portfolio.

The self-regulation of advertising targeting kids 
younger than 12 years old establishes that advertising 
may be produced only if the product fulfills an estab-
lished nutritional profile. Grupo Nutresa has signed 
this voluntary commitment with the Chamber of Food 
of the National Business Association of Colombia 
(Andi), and the Organization applies it across all the 
geographies where it operates, except in those where 
there is a mandatory standard.

The Organization will continue 
to work on the purpose of 
nourishing people’s potential 
by means of scientifically 
designed, daily-use products 
with functional benefits.
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It is essential not to lose sight of the fact that the achieve-
ment of effective results in the prevention of non-com-
municable diseases is an effort of society as a whole, and 
it requires a significant involvement in the education of 
consumers, the management of self-care and, particu-
larly, the adoption of healthy lifestyles.

For the general population, the promotion of healthy 
lifestyles is mainly focused on children. The central pur-
pose of this focus is to promote the adoption of such 
lifestyles in the school communities through the devel-
opment of their capabilities related to making adequate 
and informed decisions about healthy diets, physical 
activity and key hygiene practices. The development of 
these capabilities will contribute to the improvement of 
their well-being and quality of life. 
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Products with information related to sustainability attributes included in the label  
[GRI 417-1]

The nutrition and health 
strategy achieves a constant 
progress on its multiple 
fronts, and it is reflected 
on an improved product 
portfolio in terms of 
nutritional characteristics.
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Employee in a manufacturing 
information process at the 
Biscuits Business production 
plant in Medellín, Colombia. 

The following were the main results of the Healthy Life-
styles Strategy in Colombia:

 
• 16 state-run education institutions were intervened in 

the states of Cauca, Antioquia, Guajira and Putumayo.
• 4.455 people from the school communities participated 

in 432 activities dealing with the diverse components of 
the strategy.

• 12.623 students were benefited.

For the Healthy Diets thematic axis, the global level of ca-
pabilities went from 45% to 54%, migrating from a low to 
an intermediate level. As to the Physical Activity axis, the 
global level of capabilities increased from 51% to 67%, re-
maining in an intermediate classification. Lastly, the Key 
Hygiene Practices thematic axis, which was at an interme-
diate global level of capabilities with 64% at the baseline, 
increased 8 percentage points in the second application as 
it climbed to 72%.

The strategy consolidated the development, distribu-
tion and technical transfer of diverse pedagogical and 
didactic resources that each of the participant educa-
tion institutions currently has. The material includes 
training modules, toolboxes and reinforcement of the 
pedagogical initiatives.


