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Profitably developing strategic markets 
with brands, distribution networks and 
value propositions that deliver memora-
ble and differentiated experiences fulfi-
lling consumer, shopper and clients’ need 
states, motivations and purposes in life.

Grupo Nutresa’s Brands and Networ-
ks Management Model allows  a unified 
alignment and vision in order for a broad 

brand and product portfolio can be ma-
naged in different geographies, thus 
improving  people’s quality of life and 
well-being.

Promoting a market based organiza-
tion  by transversalizing knowledge,  de-
velopment and strengthening organiza-
tional capabilities that reinforce models 
and practices throughout the region.

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

The Company explores new 
distribution formats with 
digital solutions and new 

commercialization methods 
such as e-commerce.

Commitment 
to the SDGs
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STRATEGY AND PROGRESS 2019

Managing  brand, product and  
experiencies’ portfolio according  
to markets’ needs states.

Strengthening commercial  
networks and clients’ loyalty.

Strengthening the  
internationalization model.

Strengthening brands’  
differentiated value propositions.

Update of in-depth consumer segmentation knowledge and 
model which aim to strengthened main brands.

Atlantic Food Services acquisition, which specializes in  food 
and beverage supply  for hotels, restaurants and cafeterias.

Improving shopper experience based on Shopper marketing 
implementation.  

Adjustments in  price-benefit ratio, providing a positive  
impact on brand experience and profitability.

Kibo brand launch in Colombia and Kibo Foods in the U.S. with a 
sustainable nutrition proposal.

Naturela’s natural and functional  products  and portfolio 
incorporation and its natural and functional products.

Development of the Trublu brand expanssion  for the U.S., 
based on  clean-label parameters including natural ingredients.

Delve into understanding and developing management 
capabilities in terms of new clients.

Novaventa’s ability to reach consumers directly by  
including cold product portfolio through direct purchase 
and experience locations.

Experience enhancement through a digital channel  
for La Recetta’s institutional customers in Colombia.

Portfolio consolidation with presence in 47 countries and a 
37,7% international sales share for  Grupo Nutresa’s total sales.

Distribution strengthening in the U.S. and migrating  to a direct 
distribution model for Florida and the North East.

Traditional channel distribution was Consolidated  
in Central America with direct sales teams.

Cordillera brand launch in Central America, Peru, Ecuador and 
Mexico, Granuts brand in Chile and Brazil, chocolate tablet 
portfolio in Puerto Rico and Bénet brand in Guatemala.

Strategy  
[GRI 103-2]

Progress 2019  
[GRI 103-3]
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Employees from the Chocolates 
Business in Rionegro, Colombia.
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RISKS AND  
OPPORTUNITIES  
[GRI 103-1]

The main risks were encoun-
tered  by the strategic region’s 
countrie’s juncture–which had 
an impact on commodities costs 
and volatility –, American do-
llar strengthening,  changes in 
labeling regulations, marking 
and ingredients, also non-tariff 
barriers, which generate oppor-
tunities in markets with strong 
currencies. They are also associated with maintaining 
the value propositions productivity and profitability , le-
veraged on new information technologies use ,  strategic 
channel  development and reinforcing brands across the 
entire region.

The Company observes a highly competitive envi-
ronment, with proliferation of diverse brands (especia-
lly private brands), growth in hard discount channels 
and new distribution formats with digital solutions 
and new sales models such as e-commerce. Therefore, 
Grupo Nutresa is  working on strengthening its brand 
and experience differentiation,  capitalizing opportu-
nities through  price-value ratio, portfolio segmenta-
tion for clients, expanding cold products distribution,  
technifying processes and  developing sustainable and 
customized products.

Lastly, changing consumption dynamics among  di-
fferent generations, associated with  consumption, tec-

nological and sales trends, represent a challenge for 
disruptive innovation for brands and networks. This 
challenge makes understanding human needs and their 
their value added to their lives into pivotal aspects.

OUTLOOK
Grupo Nutresa  will continue evolving its brands with 
a global perspective focusing on service, sustaina-
bility and agility, in solutions within the strategic 
region, strengthening brand’s roles and positioning, 
boosting channels, categories and markets  seizing 
new opportunities.

In addition, Grupo Nutresa will venture into new 
categories and territories with  high nutritional va-
lue by using diverse commodities and raw materials, 
especially those of vegetable and sustainable origin. 
Moreover, existing information will be used in big 
data analyses that contribute to innovation proces-
ses  within Grupo Nutresa.

Furthermore Grupo Nutresa will continue to de-
velop and streghten productive capabilities, supplier 
optimization and processes that enable a greater 
cost-efficiency management , and focus on brand in-
vestments with greater profit growth and that give a 
better response to the needs of both consumers and 
shoppers. Finally, the Organization will continue de-
veloping B2B, hard discount and digital distribution 
networks, among other specialized networks with 
the purpose of addressing the omnichannel and mul-
tichannel trends.

Grupo Nutresa continues developing 
brands with a global perspective that 
become references in terms of service, 

sustainability and agility.
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SUCCESS STORIES AND ACKNOWLEDGMENTS [GRI 103-3]

La Bastilla,  has been in the market for 100 years and 
as part of its anniversary celebration it renewed 
the Urban Passageway (with the same name) loca-
ted in downtown Medellín, Colombia, in partner-
ship with the municipal administration. 

In Costa Rica, Pozuelo successfully launched Ronde-
las, Nevadas and Comodoros for its 100th anni-
versary celebration.  Pozuelo was  recognized as 
the country ś third favorite brand, according to 
Kantar World Panel. Additionally, Grupo Nutresa 
received the Effie Award in the food, desserts 
and snacks category  as well as  its “Quiero 
Creer” (I want to believe) campaign.

Matiz  was included in the Monde Selection 
Awards’ Gold category for its Instantáneo 
Ultrafino (ultra-fine instant) product, and Silver 
category for its Ámbar and Escarlata product 
references.

Galletas Pozuelo 
production plant  

in Costa Rica.
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SUCCESS STORIES AND ACKNOWLEDGMENTS [GRI 103-3]

Hamburguesas El Corral was recognized, among 100 
companies, as  second most welcoming busi-
ness in Colombia, according to La Barra magazi-
ne ranking e .

Jumbo Bites’ advertisement l was ranked first  
in Colombia Leaderboard by YouTube.

Cordillera received a packaging design award for  
creating an emotional connection with shoppers, 
according to the Graphic Design magazine.

Tutto was awarded with an Effie, for the fifth year in 
a row, in Éxito sostenido con el mejor desempeño de 
anunciante (Sustained success with top perfor-
mance by an advertiser) category.

Saltín Noel received a first-place award from  
Google and P&M for the most creative ad.

Marketer at a point of sale 
in Barranquilla, Colombia.

Fostering profitable growth and effective innovation
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PROGRESS 2019 [GRI 103-3] 

Grupo Nutresa’s Brand  
and Network Management Model 
Mega-brands are aiming to create stronger emotional 
connections with consumers, based on Brands and Net-
works Management Model  implementation and  capital-
izing opportunities . Mega-brands exceed USD 50 million 
in sales, relevant opportunities in terms of consumer seg-
mentation,  strong value proposals  for clients , shopper 
understanding, experience and product portfolio man-
agement, strategic analysis of the price management , as 
well as the strategic investment in media.

Consumer segmentation enables brand opportunities 
to be capitalized in multiple innovations in different ca-
tegories, like  vegetable proteins and snacks, quinoa and 
functional foods. This effort has shown  significant inno-

vation share growth  and more nutritious and sustainable experiences.
By  understanding consumers and clients with shopper realities, brands 

implemented new strategies in stores and other sale models, as those collec-
ted in Mundos del Shopper (Shopper Worlds) project in order to  achieve greater 
positive impact, better sales performance and purchase process.

Brands continue working on their purpose and role following market ex-
pectations to optimize portfolios and  specialize toward high nutritional, well-
ness and enjoyment claims.  Following are some of the most outstanding cases:

Comercial Nutresa customer
Antioquia regional operation
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The Organization works on furthering the 
cross-sectional approach to the commercial 

management capabilities in different 
segments, and in the strengthening of the 

customer experience that connects the brands 
with the consumers and shoppers.

Functional food: Nutritional 
and wellness claims endor-
se Bénet  and Naturela, with a 
product  portfolio that contain 
sustainable nutrients essential 
for an optimal performance.

Nutritious and healthy food: 
Doria launched quinoa, cohe-
rent with its sustainable nutri-
tion concept. Monticello enters 
new categories  such as olive oil, aged cold cuts, ri-
sotto, sauces and jarred food;  Kibo enters  pasta and 
vegetable protein categories. Finally, Pietran conso-
lidates vegetable protein portfolio.

Beverages: Colcafé Chai Latte and Café La Bastilla 
Campo started using coffee beans in their entirety. 
Chocolisto Crocante (crunchy) and Chocolisto 100 
grams products were relaunched in  Colombian and 
Ecuadorian traditional channel. Corona Delicatto 
was launched and strengthen automatic hot cho-
colate pots use (home appliances)  dynamizing  the 
beverage category.

Nutritious and healthy snacks: Grupo Nutresa 
launched Kibo in Colombia and the U.S., and jelly pro-
ducts by  Diversa brand as forward-looking actions to 
capitalize market trends and opportunities. Additio-
nally, Kryzpo’s stackable potato chips were included 
in the Ecuadorian and Colombian markets.

Candy products: New Burbujet Cookies & Cream 
product line launch.

Physical experiences: it is worth highlighting 
the Burger Bar by El Corral case, a new gastro-
nomic concept that will allow guests to live 
memorable experiences. Matiz opened three 
experience locations and Ducales implemen-
ted La Ducalería, a strategy focused on starting 
from an offline experience merging onto online. 
Additionally,the Bon ice cream shops experience 
was expanded, by including coffee and pastry 
products in Central America.

Grupo Nutresa aims to develop sales management 
capabilities with clients in different segments loo-
king to strengthen client experiences that favors 
connections between brands and shoppers and 
consumers, also updating and maintaining leader-
ship in distribution models. Segments with greater 
expansion opportunities were also identified, wi-
thout neglecting  support and development of less 
dynamic segments.

For distribution networks, value proposition de-
sign is  prevailing methodology in order to formalize 
and strengthen relationships  with clients, ensuring 
alignment between segments’ strategy and sales 
operation. As part of the point-of-sale manage-
ment work, Grupo Nutresa has found in commercial 
assets a vehicle for growth boosting  and improving  
consumer experience for several categories.

New brand and network  
management capabilities 
Advanced analytics tools based on available com-
munication data contributed to brands’ return on in-
vestment and generated a greater efficiency in com-
municational scope. It is worth highlighting creative 
digital media use  such as social networks, YouTube 
platform, collaborations with influencers, among 
other strategies implemented brands through media 
planning. The following are two examples: Tosh made 
notable efforts in terms of advertising  innovation 
and sustainability. Zenú achieved a stronger brand 
position as diverse food category brand  by commu-

Fostering profitable growth and effective innovation
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Employee from the Biscuits Business 
in Medellín, Colombia.
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nicating   moments, categories and locations, integrated 
into its portfolio options.

Grupo Nutresa acquired Atlantic Food Services 
company, which specializes in supplying hotels, res-
taurants and cafeterias and  with a  main course ingre-
dients’ portfolio  such as shellfish, fish, beef, pork and 
other supplementary products. This acquisition con-
tributes  channel, diversification businesses’ comple-
mentarity and market leadership. 

Internationalization Model
Grupo Nutresa continues working on strengthening 
and consolidating its brands throughout the strategic 
region, as well as adapting its portfolios to the inter-
national markets’ needs. The following are some of the 
main achievements in this regard:

In Central America, Tosh consolidated its portfolio 
in the healthy and nutritious snacks, cereals and in-
fusions (herbal tea products) category , and entered 

the  Florida, New York and Maryland markets  in the 
U.S. with biscuits.

Festival strengthened its portfolio through innova-
tions, diverse formats and promotions throughout 
the region.

In Chile,  consumer segmentation model was run, in-
cluding shopper variables. Progress was also made in 
the channel diversification process.

Commodity volatility management
The efficient management of commodities was a deci-
sive factor throughout the year. Future coverages were 
made by using favorable opportunity advantages and 
ensuring varieties at fixed prices with deliveries sched-
uled until the second half of 2020. In addition, Grupo 
Nutresa maintains its Inventory Policy aiming towards  
effective purchases. With regard to meat raw materi-
als, the Company’s own pork production has been in-
creased in order to mitigate the risk associated with 
international prices rising.

(COP million) 2016 2017 2018 2019

Revenue from net sales 8.676.640 8.695.604 9.016.066 9.958.851

Revenue from financial investments 61.527 68.327 74.308 83.810

Revenue from sales of property,  
plant, and equipment

917 17.804 28.640 11.576

Direct economic value generated  8.739.084   8.781.735  9.119.014 10.054.237 

Operating expenses 6.106.637 5.942.715 6.342.582 6.868.916

Salaries 820.042 867.952 940.571 1.004.756

Social benefits 431.774 482.283 452.376 500.013

Dividends paid to shareholders 229.582 245.706 260.614 281.596

Interest payments to credit providers 250.289 259.085 198.915 179.349

Payments to the government 255.842 221.880 282.857 331.243

Community investments 55.273 62.367 70.972 90.818

Benefits 98.387 102.767 104.389 106.225

Direct economic value distributed 8.247.826 8.184.755  8.653.276 9.362.916 

Economic value retained  491.258 596.980 465.738  691.321 

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