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Profitably developing the strategic markets with brands, distribution networks and hu-
man talent, delivering value propositions with memorable and differentiated experienc-
es to consumers, shoppers and customers in order to fulfill their needs and motivations.

Grupo Nutresa’s Brands and Networks Management Model enables an internal 
alignment and provides a vision for managing a broad portfolio of brands and products 
in different geographies, thus fostering people’s quality of life and well-being.

Promoting a market-focused Organization based on the cross-sectional knowledge, 
the development and the enhancement of organizational capabilities that reinforce the 
models and practices in the region.

PROFITABLE GROWTH IN 
THE MARKETS AND RELIABLE 
BRANDS WITH AN EXCELLENT 
PRICE-VALUE RATIO

New Matiz 
experience shops in 
Colombia.
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STRATEGY  
[GRI 103-2]

PROGRESS 2018   
[GRI 103-3]

Managing the portfolio of brands 
and products in accordance with 
the market needs.

Strengthening the commercial 
networks and generating 
customer loyalty.

Strengthening the 
internationalization model.

Strengthening the value 
propositions of the brands.

• Deep consolidation in the alignment of the brands with Grupo 
Nutresa’s consumer segmentation and the strengthening of their 
positioning based on the development of innovation and on the 
communication of its differentiated elements.

• Reinforcement of the brands’ value propositions in multiple 
segments and their expansion into other categories and 
geographies. Festival and Tosh in ice cream products, Pietrán with 
vegetable protein, Granuts in Brazil, Cordillera in the U.S., Mexico 
and Ecuador, and Culture Blends in the Philippines.

• Progress in the creation of experience-based stores with highly 
differentiated products under the Evok brand.

• Innovation related to well-being, nutrition and health in multiple 
brands, such as Bénet, Tosh Snacks, Café Sello Rojo Vive and 
Pietrán Veggie.

• Development of portfolios based on relevant concepts related 
to sustainability and nutrition, such as clean label, non-GMO, 
organic, fairtrade and natural ingredients.

• Incorporation of technological advances and process 
transformation, as well as the enhancement of the capabilities 
related to customer experience management focused on 
ensuring the loyalty of our customers.

• Orientation of the network management towards generating 
efficiency based on the sales fundamentals.

• Enhancement of the capabilities related to management and 
alternative channel portfolio with the aim of delivering a greater 
value to consumers and shoppers.

• Application of the brand management model across the 
different geographies for mainstreaming brands and 
managing innovations.

• Development and enhancement of our own distribution 
capabilities in CAM and the U.S.

• Customer segmentation in the industrial businesses, 
allowing to steer it from the current commercial networks to 
increased-value businesses that are sustainable over time.

Fostering profitable growth and effective innovation
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RISKS AND OPPORTUNITIES  [GRI 103-1]

The trade disputes and the political and economic 
instability in the countries of the strategic region, 
along with tax reforms that impact the dynamics of 
consumption, are risk elements that must be taken into 
account for the strategy of the businesses. Therefore, 
the portfolio diversification and the adjustment to 
the value propositions in terms of prices and channel 
presence are a constant opportunity for maintaining 
the leadership in the markets.

Moreover, the permanent expansion and the 
strengthening of retail, including the arrival of agents 
that provide new business models and purchase and 
consumption experiences, generate risks for the 
Organization. Thus, Grupo Nutresa continues to work 
on a segmented and differentiated portfolio based on 
increased-value innovation and on the creation of new 
consumer moments at home and elsewhere.

As a result of the constant change in the 
consumption patterns and buying habits of consumers, 
new agents arise in the categories where Grupo 
Nutresa participates, entailing a constant competitive 
monitoring for the brands with the purpose of 
enhancing their value propositions to get closer to 
consumers.

Finally, the sustainability-aware consumption 
trends are increasingly gaining relevance among the 
new generations, becoming opportunities for the 
brands to strengthen their propositions towards the 
development of products more aligned with them.

OUTLOOK 

Under the light of the culture of a market-focused 
Organization, Grupo Nutresa will intensify its work 
on value propositions adapted to the needs of con-
sumers, shoppers and customers based on a deep 
knowledge of them in order to create differenti-
ated experiences and sustainable relations. The 
mainstreaming of the brands among the different 
categories and geographies will be a boosting ele-
ment for the brands themselves to build a stronger 
connection with their consumers.

The Organization will keep seeking to capitalize more potently the 
wellness trend through the improvement of the nutritional profiles with 
new healthy ingredients and the so-called superfood products, and 
through the enhancement of portfolios that respond to convenience and 
channels that enable a closer interaction with the market.

New channels and business models will 
continue to be explored and developed to boost 
the presence of the brands in alignment with the 
consumers’ transformation, which also looks for 
convenience through technology and out-of-
home consumption.

Lastly, the Company will develop capabilities 
focused on making a more assertive reading of 
the trends and capitalizing their opportunities 
through the development of solutions for 
consumers, shoppers and customers. For this 
purpose, it is essential to utilize the existing 
information in order to produce big data analysis 
and analytics.

Grupo Nutresa will develop 
capabilities focused on making 
a more assertive reading of the 
trends and capitalizing on 
opportunities.
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Impulsar el crecimiento rentable  y la innovación efectiva

Employee from the 
Biscuits Business at 
the production line in 
Medellín, Colombia.
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• Pozuelo was awarded the 
“Supplier of Excellence” 
acknowledgment by Walmart 
Central America for its 
seamless management in 
terms of service, channel 
support and product quality.

• The Ice Cream Business 
launched three products 
focused on different targets 
as a response to the challenge 
posed by the World Cup of 
having specific products for 
this season and transforming 
them into consumer moments. 
These products generated ad-
ditional sales for COP 7 billion.

• Market launch of the Cold 
Cuts Business’s Pietrán Veggie 
Burger & Veggie Bites. It is a new 
vegetable protein option that 
strengthens its value proposition, 
including in its portfolio an option 
for vegetarians and broadening 
the consumer base of the brand. In 
2018, the corresponding sales were 
greater than COP 1 billion.

SUCCESS STORIES AND ACKNOWLEDGMENTS   
[GRI 103-3]

• The Chocotera from 
Corona,  automatic 
hot chocolate pot 
was launched into 
the market as part of 
the strategy focused 
on facilitating the 
preparation for hot 
chocolate consumers 
and creating new con-
sumer moments. This 
product was the result 
of a co-creation exer-
cise carried out with 
Haceb (local appliance 
manufacturer), and it 
is a new appliance ca-
pable of replacing the 
traditional preparation 
method. By the end of 
the year, approxima-
tely 80.000 automatic 
hot chocolate pots 
had been sold.

• In 2018, the Tresmontes Lucchetti 
Business entered the chocolates 
category in Chile with the Muibon 
brand. The products of this brand are 
produced by the Chocolates Business, 
which reflects the synergies occurring 
within the Organization. During the 
first year, the corresponding sales 
amounted to USD 4 million.
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SUCCESS STORIES AND ACKNOWLEDGMENTS   
[GRI 103-3]

• Market launch of Sello Rojo Vive by 
the Coffee Business. This is the first 
functional coffee in the market with 
scientifically proven benefits that 
help to prevent the risk of cardiovas-
cular diseases. Since its launch, the 
product has achieved sales for more 
than COP 1 billion.

• The Biscuits Business received an ack-
nowledgment from the Medellín Educa-
tion Secretariat for “Mundo Noel” (Noel 
World) as a recognition for its first ten 
years. The acknowledgment was awar-
ded to highlight the work done through 
Mundo Noel, with more than 490.000 
visits by kids from education institutions 
in Medellín and its metropolitan area.

• Multi-category launch of Albóndigas 
Zenú (meatballs) by the Cold Cuts 
Business. This is a protein solution for 
lunch, which comes in practical presen-
tations and ready for consumption. The 
product achieved sales for 8.258 million. 
This represents a contribution to the 
growth of the segments of refrigera-
ted processed meat products and long 
self-life ready-to-eat food products. 

• Launch of Cordillera in the U.S., 
Mexico and Ecuador by the Chocolates 
Business. The Company reached a sa-
les mark of USD 8 million, and a global 
value proposition was enabled based 
on cross-sectional capabilities and on 
Grupo Nutresa’s Brand and Network 
Management Model.

Novaventa 
experience 
center for 
individual 
entrepreneurs 
in Medellín, 
Colombia.
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Grupo Nutresa’s Brand and Network Management Model

PROGRESS 2018  
[GRI 103-3]
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Fostering profitable growth and effective innovation

The Brands and Networks Management Model 
continues to develop the key capabilities for the 
definition of Grupo Nutresa’s commercial strategy, and 
it is centered on consumers, shoppers and customers, 
who are assisted and supported throughout their 
evolution.

In 2018, the Organization made progress in 
guaranteeing the strategic alignment and the 
organizational rhythm with the aim of giving an 
adequate response to the demands of the setting, 
maintaining the strengthening of the human talent 
and taking advantage of the knowledge and cross-
sectional capabilities under the approach of a 
“Market-Focused Organization”. This was supported 
on recognizing the “passionate about customers, 
consumers and shoppers” talents as differentiating 
elements of the culture.

The commercial teams continued to execute 
strategies and initiatives focused on the alignment 
of the brands with the consumer segmentation and 
strengthened their positioning based on the devel-
opment of innovation and on differentiated brand 
communication.

In this regard, our brands Granuts/La Especial, 
Corral, Tosh, Pietrán, Corona, Cremhelado, Festival, 
Doria, Monticello and Sello Rojo stand out.

On another note, the Organization has carried 
out actions focused on increasing the dynamics of 
the sales volumes and on maintaining the leader-
ship, thus guaranteeing its differentiation. In this 
context, the brand-health studies continue to pro-

vide opportunities related to the alignment between 
the positioning attributes and their roles and defined 
segmentation.
Given the current configuration of more rational 
shoppers looking for a better cost-benefit ratio and 
convenience in their consumption, Grupo Nutresa has 
been building a deep shopper marketing knowledge, 
and its application has led to the enhancement and 

Employees from the Ice Cream 
Business in Bogotá, Colombia.

evolution of the Organization’s strategic capabilities.
The creation of experiences and a service differentiat-

ed as a strategic priority have incorporated technological 
breakthroughs, transforming processes with outstanding 
results in the customer satisfaction and loyalty 
surveys conducted by the firm Ipsos.

The defined value propositions are allowing to 
focus and prioritize the investment on customers 
based on their motivation factors, strengthening the 
win-win relationship with a reduction in the channel 
service costs. The Company has made progress in the 
construction and implementation of the value propo-
sitions throughout its other geographies, particularly 
in Central America and Mexico, with the aim of ar-
ticulating in them the advantages of the segmented 
model while developing the service and differentia-
tion capabilities.
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In alignment with the work on its customers’ 
sustainability, between 2017 and 2018 in Colombia, 
Grupo Nutresa supported and assisted a total of 3.000 
traditional-channel customers in the development 
and transformation of their operations and points 
of sale, thus generating double-digit growth rates 
in their businesses overall and in the Company’s 
portfolio. Similar actions have been implemented 
in Panama and Costa Rica with more than 1.300 
customers.

Novaventa, the catalog sales and vending 
machines network in Colombia, continued to enhance 
its management and portfolio capabilities with the 
purpose of delivering a better value equation to its 
customers. The capabilities and internal processes 
were adapted according to this, and technologies 
specialized for this channel were incorporated. Today, 
the network covers 87% of the Colombian territory. 
In addition, Grupo Nutresa keeps innovating in its 
ability to deliver more adjusted value proposition 
to the consultants and to help them in the constant 
development of their business through the catalog.

Both in Colombia and internationally, the service 
networks focused on industries and institutions con-
tinue to get stronger with a value proposition based 
on a specialized portfolio adapted to the needs of 
customers, as well as technical assistance within a 
service and operational efficiency model.

Finally, the impact of the use of new digital technolo-
gies in the life of consumers, shoppers and customers 
was intensified. Grupo Nutresa has been solidifying its 
presence in the digital world with its brands across dif-
ferent virtual environments, improving the usability of 
its website and increasing its sales through the digital 
customer platforms. For its part, the Retail food Busi-
ness has created platforms like Pre-order and Kioskos 
for El Corral, as well as new information technologies, 
ordering means and methods of payment.

Internationalization Model
The international expansion is Grupo Nutresa’s most 
relevant diversification pillar. By the end of 2018, the 
international sales were made in 74 countries and 
represented 36,4% of the total sales. Additionally, the 
service has been maintained with its own networks in 
14 countries, where the Company has been utilizing 
its cross-sectional knowledge for developing them.

Hamburguesas El Corral 
restaurant, Colombia.
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Fostering profitable growth and effective innovation

(COP Million) 2015 2016 2017 2018

Revenue from net sales 7.945.417 8.676.640 8.695.604 9.016.066

Revenue from financial investments 56.844 61.527 68.327 74.308

Revenue from sales of property, plant,
and equipment

8.339 917 17.804 28.640

Direct economic value generated  8.010.600  8.739.084  8.781.735  9.119.014 

Operating expenses 5.640.140 6.106.637 5.942.715 6.342.582

Salaries 768.070 820.042 867.952 940.571

Social benefits 413.037 431.774 482.283 452.376

Dividends paid to shareholders 212.588 229.582 245.706 260.614

Interest payments to credit providers 180.660 250.289 259.085 198.915

Payments to the government 290.548 255.842 221.880 282.857

Community investments 46.651 55.273 62.367 70.420

Benefits 88.797 98.387 102.767 105.436

Direct economic value distributed  7.640.490  8.247.826  8.184.755  8.653.771 

Economic value retained  370.110  491.258  596.980  465.243 

Direct economic value generated and distributed  [GRI 201-1] 

The implementation of the Brands and Networks 
Management Model as a tool for the international ex-
pansion has been a relevant factor in Grupo Nutresa’s 
development, strengthening and growing value gen-
eration in the region, particularly in the mainstream-
ing and unification of brand concepts that act accord-
ing to their local affinity and to the defined segment. 
An example of this is the Cordillera brand, which was 
comprehensively developed based on the Brands and 
Networks Management Model as a value proposition 
for the industrial (B2B) segment across the entire 
strategic region.

In the context of the distribution channels, there 
was an evolution of the engagement with the retail 
market through new collaboration models that en-
abled the generation of two-way value. The Organi-
zation also worked on deepening the direct distribu-
tion in the traditional channel in Central America, and 
transitioned from the third-party distribution model 
to the DSD (Direct Sales and Distribution) model in the 
northeastern region of the United States.

Raw materials volatility management
For the Organization, the efficient management of com-
modities is a key aspect because it is a decisive factor in 
both the operating costs and competitiveness. In 2018, 
their behavior was mixed with a downward trend. In or-
der to manage the risk of this volatility, Grupo Nutresa 
has established coverage policies with determined risk 
levels, a team specialized in the negotiation of supplies, 
and a permanent search at a worldwide scale for meth-
ods focused on achieving a more efficient sourcing.


