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

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

NUTRITION, HEALTHY LIFESTYLE 
AND RESPONSIBLE MARKETING

Students form the Julio Fernández 
Medina Education Institution in 

Valle del Cauca, Colombia.

Commitment 
to the SDGs
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Promoting a healthy lifestyle

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

Managing the advertising responsibly.

Promoting healthy lifestyles.

Adjusting the nutritional  
profile of the products.

Reducing the nutrients of interest  
in public health.

3.216 products were adjusted to the Nutresa nutritional 
profile, surpassing the goal established for 2020 at 76 
product references.

41 product references with reduced sodium content, 26 
with reduced sugar content and 7 with reduced saturated 
fat content. The total number of products with reduced key 
component contents represents 23% of the sales.

88,7% of the portfolio complies with the front-panel labeling 
requirements.

98,5% of the advertising was adjusted to the self-regulation 
criteria with regard to kids under 12 years old.

Continuation of the Healthy Organizations program  
in Colombia, benefiting 5.591 employees.

More than 8.000 kids in Colombia impacted through 21 Nutresa 
Quiere a los Niños  (Nutresa cares for children) festivals held.  

48 educational institutions and 6.031 students benefited in 
Colombia from the “Nutresa Quiere a los Niños” program, which 
promotes the adoption of healthy lifestyles.

Implementation of Grupo Nutresa’s Healthy Lifestyles strategy in 
Mexican schools and communities through the obesity prevention 
program in partnership with the country’s National Public 
Health Institute, the municipalities and the Guadalajara and the 
Jesuit Guadalajara Universities. As part of the Epidemiological 
Monitoring System that is part of the project, 27 schools and 
4.290 students were assessed.

Leadership of the SDG2 Zero Hunger Working Group in Chile and 
implementation of the “Comuna Saludable” (Healthy Municipality) 
pilot program in Casablanca, with the purpose of promoting 
healthy lifestyles.

Strategy   
[GRI 103-2]

Progress achieved in 2019  
[GRI 103-3]
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RISKS AND  
OPPORTUNITIES  
[GRI 103-1]

The great tensions experienced by 
the food sector as consequences of 
the implementation of policies fo-
cused on slowing down the increase 
of obesity around the world create 
areas of opportunity for the deve-
lopment of new products and ser-
vices for consumers. The tensions 
also entail the exposure to tax ris-
ks related to food composition and 
warning labeling that, if they do not 
include structured and permanent 
educational campaigns, may have a 
negative impact on the market.

Additionally, the regulatory dy-
namics differentiated by country demand flexibility 
and proactive behavior to maintain the leadership 
condition that distinguishes Grupo Nutresa. Thus, 
it is important to bear in mind that not only gover-
nments or major supranational bodies, such as the 
World Health Organization, send signals that must 
be addressed, as it is also the case of diverse civil 
society organizations that run campaigns to ensure 
consumers have access to clear and accurate infor-
mation on food composition, fulfilling the function 
of raising awareness.

In this context, after observing the market trends 
and the new ingredient and product manufacturing 
technologies, Grupo Nutresa established its multi-
ple strategies, which showcase the Organization’s 
commitment to offering greater nutritional contri-
butions, maintaining the highest quality standards 
and ensuring consumers’ sensory preference in all 
its business units.

OUTLOOK

One of the main challenges facing Grupo Nutresa’s 
Businesses is to offer healthy and sustainable propo-
sals in terms of products and menus. Since 2012, the 
Organization has had a nutritional policy based on five 
pillars: reformulation, new products, labeling, promo-
tion of healthy lifestyles and advertising. These pillars 
have been reinforced with long-term actions by means 
of cross-sectional brand projects with defined cha-
racteristics that offer better nutrition and contribute 
to maintaining adequate health conditions, as it is the 
case of Kibo, Bénet, Pietrán and Tosh.

The Retail Food Business offers menu options 
where ingredients can be replaced, such as the lettu-
ce wrap, or consumers can opt for salads, for example. 
Thus, the visibility of these products has been raised in 
the restaurants’ image with the appealing quality that 
is characteristic of this consumer moment.

The five-pillar strategies will be maintained and su-
pplemented in Colombia with actions focused on the 
internalization of contents from the healthy lifestyles 
strategy through Fundación Nutresa’s programs in the 
school communities. In addition, Grupo Nutresa will 
support the Ministry of Education in the nationwide 
communication and implementation strategy. Moreo-
ver, the Organization will continue implementing ac-
tions intended to fight child malnutrition through the 
Alimentando Sueños (Feeding Dreams) Alliance, in part-
nership with the companies that are members of the 
ANDI’s Chamber of Food and the Colombian Food Bank 
Association (Abaco).

Since 2012, Grupo Nutresa has had a nutritional 
policy based on five pillars: reformulation, new 
products, labeling, promotion of healthy lifestyles 

and advertising.
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Promoting a healthy lifestyle

SUCCESS STORIES AND ACKNOWLEDGMENTS [GRI 103-3]

Launch of the Quinua Doria brand
Quinoa is a natural product that has a high nutritional 
value thanks to its vitamin, mineral and protein contents. 
The brand has a portfolio of three product references: 
grain, flakes and ground products, which allow creating 
all types of recipes and combinations. This ingredient 
is produced in the colombian department of Cauca by 
indigenous people and farmers who replace illegal crops 
with quinoa plantations as a new source of income that 
gives them security and peace of mind, and brings peaceful 
environments to the regions they live.

Launch of the Kibo brand
This multi-business brand has a product portfolio that 
includes snacks and pasta, both being good sources of 
fiber, vegetable protein and textured soy protein. This 
development is a response to the new trends in healthy-
conscious lifestyles, flexitarian diets and sustainable 
eating habits, which also contribute to the protection of 
the environment.

Employees from Grupo 
Nutresa’s center for 

scientific research on 
nourishment, health and 

nutrition in Medellín, 
Colombia.

Sodium content reduction for the Kryzpo brand
Reduction ranging from 510-540 to 380 mg of sodium per 
100 g of product in the snacks of the Kryzpo brand, thus 
complying with the Chilean Act on nutritional composition of 
food and its advertising. This effort has allowed the product 
(in its original and flavors varieties) to not be required to 
include the “High sodium content” nutritional descriptor or 
label as it complies with the limit established at 400 mg of 
sodium per each 100 g.
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PROGRESS ACHIEVED IN 2019 
[GRI 103-3]

Product portfolio
The contribution to consumers’ health and nutrition 
is one of Grupo Nutresa’s permanent commitments. 
That is why the Organization strives in improving the 
consumers quality of life by means of products that 
meet their wellness, nutrition and delight needs. Con-
sequently, the Company has implemented long-term 
strategies for the reformulation of its existing pro-
ducts, the launch of new products with nutritional and 
health-related values, the development of new cate-
gories (such as diet supplements) and the promotion 
of healthy lifestyles, thus addressing the concerns 
related to health conditions such as non-communica-
ble diseases like diabetes and obesity. For this reason, 
the product portfolio offers a large number of alter-
natives with the aim of being present in the different 
consumer moments, from fully indulgent to aware and 
responsible eating.

The development of consumer offers incorporates 
the health considerations established in guiding do-
cuments in terms of diets and the promotion of heal-
thy lifestyles by multiple official bodies such as the 
World Health Organization, the Pan American Health 
Organization, and the health ministries and secreta-
riats from the countries where the Company operates. 
Additionally, the market trends that have sustaina-
bility and convenience inputs, among other, are also 
considered in the process.

An appropriate reading of the-
se contexts enables progress 
toward new portfolios for in-
creasingly aware consumers. 
Within this dynamics, the Or-
ganization launched products 
such as vegetable protein ham-
burger patties, pea flour pasta, 
vegetable-based snacks and 
products with cleaner labels, all of which were broadly 
accepted in the market.

Health and nutrition issues are being actively ad-
dressed by lawmaking and regulatory bodies, condi-
tioning the license needed to operate in the processed 
food sector to the compliance with increasingly deman-
ding requirements. One of the reasons for this is that, 
based on the evolution of the public health findings, 
new regulations emerge in relation to aspects such as 
labeling, taxes and restrictions in terms of advertising 
and operating areas. Most of the countries from the 
strategic region have this type of regulations in place or 
are discussing them and, as a member of the food sec-
tor, the Company actively participates in such discus-
sions. The country-specific regulations have different 
dispositions, hindering the possibility to harmonize the 
supply chains and make them more efficient, but they 
do address their context-specific conditions.

Grupo Nutresa 
strengthens the 

nutrition and wellness 
segment with the 
incorporation of 
Naturela, which 

includes products that 
contain sustainable 

nutrients essential for 
an optimal performance 
of the human organism.
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Delivery of “Nutresa Quiere a los Niños” 
school kits in Ituango, Colombia.
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Biscuits BusinessChocolates Business

Ice Cream Business

Cold Cuts 
Business

The Cold Cuts Business achieved 
a 62.7% level of adjustment of the 
nutritional profiles of its baseline 
portfolio product references. The 
yearly salt consumption was re-
duced by 15.29% and the sodium 
nitrite consumption was lowered 
by 13.24% in comparison with the 
amounts used in 2018.

Vegetable protein
• Launch of the Kibo vegetable protein, an excellent 

source of protein, fiber and iron, that is more than 
20% of the daily amount.

Cookies
• 50% reduction in the sugar content of 7 Tosh 

cremadas product references, both in the cookie 
and in the cream.

• Launch of the Tosh arroz chocolate (rice and 
chocolate) and Tosh arroz arándanos (rice and 
cranberries) products, which are made with 100% 
rice flour and have no artificial colors or flavors 
and 0% trans fat.

• Launch of the Tosh wafer fresa y açai (strawberry 
and açai wafers) product: with no added sugar, no 
preservatives, no artificial colors, 0% cholesterol 
and trans fat, sweetened with Stevia.

• Launch of the Tosh wafer fresa (strawberry wafer) 
product: with 3 cereals, low sodium content, 0% 
trans fat and cholesterol.

Baked snacks 
• Launch of Kibo chickpea caramel, Kibo Himalayan 

salt and Kibo chickpea cheese, products free of 
gluten and color additives.

• Launch of the Tosh rosquitas hierbas y chía 
(baked snacks with herbs and chia), Tosh 
rosquitas tomate y quinua (baked snacks with 
tomato and quinoa) products, which have low fat 
contents.

• Launch of rosquitas Spirunat tradicionales 
(traditional Spirunat baked snacks), which are 
100% natural and wholemeal, as well as gluten-
free and soy-free.

• Launch of rosquitas Spirunat veganas (vegan 
baked snacks), which are 100% natural and vegan, 
as well as free of sugar, dairy, soy and gluten.

Biscuits and crackers
• The sodium content of seven Tosh fusión product 

references was reduced. 
• Launch of the Tosh product filled with pesto, 

which is a source of fiber, zinc and selenium, 
contains extra virgin olive oil and has 0% trans fat 
and 0% cholesterol.

Pastry 
Replacement of artificial color additi-
ves with natural components across 
the entire Pícaras biscuits portfolio 
produced in Peru.

Chocolate candy
• Launch of the 9-gram presentation of 

Mini Tuttto without added sugar.
• Launch into the Central American and 

Puerto Rican markets of a chocolate 
tablet line under the Granuts brand 
with natural ingredients, pineapple, 
raisins and dehydrated cranberries.

Cereals
• Launch of the Tosh granos ancestrales 

(ancient grains) with quinoa, chia and 
amaranth, a good source of protein 
and fiber. 

•  Launch of Tosh Estilo Artesanal 
(artisanal style), blend of natural 
ingredients, rolled oats, wheat sticks, 
seeds and raisins, without artificial 
color additives and flavorings.

Cereal bars
Launch of the new Tosh artisanal-style 
baked bars: almond vanilla bar (pea-
nuts, inulin, honey, almonds, oatmeal, 
extruded rice and sugar-free corn 
flakes), oatmeal honey bar (peanuts, 
inulin, honey, oatmeal, extruded rice 
and sugar-free corn flakes) and seeds 
sea salt bar (peanuts, inulin, honey, 
oatmeal, extruded rice, almonds and 
roasted and salted whole pumpkin 
seeds), all of which have natural an-
tioxidants and are free of artificial flavor 
and color additives.

Ice cream products
• Elimination of preservatives  

from 20 product items.
•  The sugar content of 1  

product item was reduced.

Nuts and trail mixes
• Renovation of the Nuts trail mixes 

under the Tosh brand (wild mix, spring 
mix and nuts & seeds), with reduced 
contents of sugar, sodium, calories and 
saturated fats, and the “good source of 
protein” statement. 

•  Launch of the Tosh del Huerto (Tosh 
from the kitchen garden) product 
with new ingredients such as chic-
kpeas and green peas, along with the 
“good source of protein and fiber” 
statement. 

•  Reduction in the amount of sodium 
in the fried cashew nuts under the 
Granuts brand, thus complying with 
the Business’s nutritional profile. A 
293-mg reduction was achieved in the 
sodium content per each 100 g of fried 
cashew nuts. 

•  Launch of the premium mix of bluebe-
rries and giant corn, cranberries, salted 
peanuts and honey peanuts, compl-
ying with Grupo Nutresa’s nutritional 
profile established for the nuts and 
trail mixes category.

Sorbets 
Elimination of the use of preservatives in one 
product item by means of high-pressure proces-
ses, maintaining the flavor and the nutrients of 
the fruit and replacing the thermal process.

All categories
• Launch of the snacks under the 

Granuts brand, dried fruit mixes in 
five presentations: salted peanuts, 
Japanese peanuts, fruit and yogurt, 
cranberry mix and nuts mix.

• Launch of Lucchetti pasta products 
enriched with five vitamins (A, B1, 
B2, B3, folic acid) and two minerals 
(iron and zinc) [three product items]. 

• Launch of the Zuko Atole product, 
a good source of vitamins (A, C, B1, 
B3, B6, B12, folic acid) and minerals 
(iron and zinc) in four different 
flavors (vanilla, cajeta, raspberry and 
chocolate) [four product items].

• Elimination of all the artificial 
color additives used in the instant 
beverages of the Zuko and Livean 
brands, replacing them with 
natural color additives such as 
turmeric, chlorophyll, black tea 
and anthocyanins. 

• Launch of the Zuko Sábila (aloe) 
product, a sugar-free instant 
beverage with aloe vera, in different 
flavors (orange, lemon, Jamaica and 
original) [8 product items]. 

• Launch of the Livean coconut-le-
mon product, a sugar-free instant 
beverage with natural color additi-
ves and sweetened with Stevia.

• Adjustment to the sodium content 
in the Talliani ketchup with mus-
hrooms with a 25,8% reduction. 

• Reduction in the sugar and satura-
ted fat contents of the home-made 
pastry products under the Van Cook 
brand, in its Chantilly, Chantilly light, 
Chantilly mocha, Chantilly lúcuma 
cream presentations.

Meat byproducts

Main progress made in health-related issues (Assessment of the health  
and safety impacts of product and service categories) [GRI 416-1] [ODS 2.1]

TMLUC 
Business
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Results of the strategy
The market tensions and a highly com-
petitive environment create risks for the 
operation that must be mitigated. To this 
effect, since 2012, Grupo Nutresa es-
tablished its Nutrition Policy, which has 
achieved a reformulation progress of 41 
product references, 88,7% with front-pa-
nel labeling and 98,5% with their related 
advertising adjusted to the Organization’s 
self-regulation standard. Today, Grupo 
Nutresa has new brands such as: Kibo, 
Bénet, Pietrán’s veggie products, Quinua 
Doria, Tosh Artesanal and Sello Rojo Vive.

The evolution of the portfolios re-
quires thorough research to ensure the 
suitability of products for consumers in 
the corresponding time of consumption, 
price levels that make them affordable 
and scientific knowledge support for 
their health and nutritional function sta-
tements. In the Company, this research 
is conducted within the framework of an 
articulated innovation system that deve-
lops knowledge-production agendas dri-

Products with information related to sustainability attributes included in the label  [GRI 417-1]

ven by the identified challenges. Throughout 
2019, Grupo Nutresa worked on furthering 
the knowledge related to the modulation of 
oxidative processes and the intestinal micro-
biome, product safety, process modeling by 
means of phenomenological-basis mathema-
tical models, the reduction in the consumption of water 
and energy resources in production lines, and the im-
provement in the quality of coffee and cocoa beans and 
their transformation processes, among other.
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Healthy lifestyles 
promotion activities 

in the San Rafael 
Educational Institution 
in Antioquia, Colombia.
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Promotion of healthy lifestyles at the 
Julio Fernández Medina Education 

Institution in Valle del Cauca, Colombia.
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Promoting a healthy lifestyle

Promotion of the Healthy Lifestyles Culture 
among the employees
Just as the Organization has worked on its products and con-
sumer offers, it has also actively promoted healthy lifestyles 
among the employees. Throughout the year, action plans of 
the Healthy Company standard were developed with inter-
ventions centered on the culture of learning to eat appropri-
ately, the culture of movement and the culture of smoke-free 
environments. Additionally, based on its work on the Famil-
iarly Responsible Companies certification, Grupo Nutresa 
promotes the reconciliation between the personal, family and 
work aspects of life by means of initiatives such as labour flex-
ibility, equal opportunities and time checkbooks, which en-
able reducing the risks associated with stress.

Results of the Healthy Lifestyles Program in 
the communities 
Grupo Nutresa continued working on both the urban and ru-
ral versions of its Nutresa Quiere a los Niños (Nutresa cares 
for children) Program in the Colombian school communities. 

This initiative emerged as an activity focused on deli-
vering school kits in rural populations, but today it is a 
support program that promotes the internalization of 
healthy lifestyles. This strategy includes the purpose of 
raising the awareness of teachers to get a clear diagno-
sis of the conditions of the schools and provides peda-
gogical elements such as the autodidactic booklet for 
both teaching and learning healthy lifestyles, supple-
mented with multiple school elements. Additionally, 
the urban version of the program raises awareness and 
generates knowledge about healthy lifestyles through 
fun learning activities with messages referring to the 
increase in physical activity, an adequate diet and good 
hygiene practices. In 2019, Grupo Nutresa organized 
and held 21 festivals that had an impact on more than 
8.000 kids of ages ranging between 7 and 14 years old.

In Mexico, for the fourth consecutive year, the Orga-
nization continued promoting healthy lifestyles throu-
gh the Obesity Prevention Program in Acatlán de Juárez 
and Villa Corona, where healthy environments were 
developed in schools and communities. Additionally, an 
academic community forum was organized and held in 
Guadalajara with the purpose of presenting the results 
of the 2015-2018 assessment, among other activities.

In Chile, Grupo Nutresa led the SDG2 Zero Hunger 
Working Group in a public-private-academic partner-
ship with the Food and Agriculture Organization of the 
United Nations (FAO) and the United Nations Global 
Compact. This collaborative work made it possible to 
launch the pilot program known as “Comuna Saluda-
ble” (Healthy Municipality) in Casablanca. In addition, 
the Organization maintained the implementation of 
the Healthy School program along with local allies from 
the municipality and the academic world.

Finally, through the Chamber of Food of the Na-
tional Business Association of Colombia, a pact was 
signed with the Colombian Vice-President’s Office in 
favor of the processed food sector’s productivity. The 
pact agenda includes the coordination of initiatives and 
programs focused on fighting obesity and generating 
healthy life habits, the compilation of an inventory of 
research and innovation needs for the industry, and the 
execution of public-private joint campaigns related to 
education and awareness-raising among consumers.

Noncompliance with voluntary code regulations regarding labeling and marketing  [GRI 417-2] [GRI 417-3]

2017 2018 2019

Labeling Communication Labeling Communication Labeling Communication

Number of fines 0 1 0 0 0 0

Number of warnings 2 0 1 0 1 0

Number of 
voluntary code 
violations

0 0 0 0 0 0

Total 2 1 1 0 1 0


