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Providing customers with differentiated value 
propositions that contribute to their growth, 
profitability and sustainability in order to harness 
value through their satisfaction and loyalty.

RESPONSIBLE SALES

Social and business strengthening 
process of ceviche vendors in 

Cartagena, Colombia.

Commitment 
to the SDGs
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Implementing capability 
development plans and programs 
for customers, enabling them to 
face the new challenges of the 
commercial environment.

Creating differentiated and  
memorable experiences.

Consolidating inclusive and 
sustainable business models that 
contribute to the development of 
customers.

Reinforcement of commercial and 
distribution processes to reduce  
the environmental impact.

Providing customers with 
differentiated value propositions based 
on a deep knowledge of the market.

Incorporation of methodologies based on the design 
of experiences to deliver comprehensive solutions 
and differentiated value propositions to customers, 
consumers and shoppers by resorting to the knowledge 
and understanding of the market.

87,7 score in terms of satisfaction and 86,2 regarding 
loyalty in Colombia, placing the Organization at levels 
of excellence and allowing it to validate and ensure the 
efficient delivery of value propositions.

Development of customers’ skills and capabilities in 
terms of their level of understanding of the commercial 
environment, formulation of commercial strategies, 
point-of-sale management and administration, product 
transformation and operational efficiency measures 
that contribute to Grupo Nutresa’s sustainability.

Strengthening of the customer service models with a focus 
on agility, efficiency, flexibility and the alignment of needs.

Consolidation of inclusive initiatives in Comercial 
Nutresa, Novaventa and the Tresmontes Lucchetti, 
Ice Cream and Biscuits Businesses in Colombia and 
Costa Rica, promoting income generation and the 
development of base of the pyramid customers.

Expansion of the transport fleet with 5 more efficient 
vehicles that operate with cleaner energies.

45% reduction in fuel consumption from the optimization 
of the commercial routes.

Use of recyclable and less polluting materials for the 
product display solutions at the points of sale.

Strategy 
[GRI 103-2]

Progress 
[GRI 103-3]

Managing the value chain responsibly



200

In
te

g
ra

te
d

 R
e

p
o

rt
 2

0
19

RISKS AND OPPORTUNITIES 
[GRI 103-1]

The reinforcement of the new commercialization 
formats and the reinvention of the existing ones, as 
well as the arrival of new competitors to the market, 
pose a business landscape that demands the deli-
very of differentiated value propositions to the cus-
tomers based on the deep knowledge of their needs 
and the development of capabilities.

In addition, the social and macroeconomic con-
texts entail new challenges for all the market par-
ticipants, making it necessary to devise new ways 
for engaging the customers and adapting the Com-
pany’s processes to create experiences of value ba-
sed on the commercial service, delivery and deve-
lopment. To achieve this, it is essential to capitalize 
new market entry opportunities, such as venturing 
into new commercialization platforms, adopting 
new distribution models and aligning with new con-
sumer trends that represent competitive advanta-
ges and an effective path to prevailing in the market.

Finally, through the development of capabi-
lities and the formulation of joint strategies with 
the customers, collaborative relations become an 
opportunity to create and harness mutual value in 
pursuit of sustainability.

OUTLOOK

The market trends are governed by factors related to the changes 
in the commercial ecosystem and by people’s new motivations. 
One of these motivations is sustainable consumption, which is in-
creasingly common in the general public and, especially, among 
the young generations, who are concerned about making more 
conscious buying decisions, and value attributes related to envi-
ronmental protection, sustainable production and positive social 
impact. This entails a sizable challenge in terms of productive mo-
dels and commercialization systems, which modifies the outlook 
regarding the relationship between the companies and their cus-
tomers in order to guarantee sustainability.

On the other hand, the digital transformation creates commer-
cial management opportunities in aspects related to the simplifi-
cation of purchase processes, the bigger expansion in the markets 
and an adequate understanding of previously neglected needs.

Finally, it is worth highlighting the importance of creating 
differentiated experiences for both customers and consumers, 
with elements such as personalization, the use of sensory strate-
gies, the strengthening of the collaborative relations and the use 
of new interaction and connectivity means. These elements will 
become success factors in the construction and consolidation of 
strong relations with all of Grupo Nutresa’s stakeholders.

Grupo Nutresa develops 
commercialization models with 

social impact, such as Novaventa’s 
individual entrepreneurs program. 

Medellín, Colombia.
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SUCCESS STORIES AND ACKNOWLEDGMENTS [GRI 103-3]

Pozuelo in Costa Rica, the best customer service
In Costa Rica, the National Chamber of Retailers and the Like 
(abbreviated Canacodea in Spanish) granted Pozuelo the 
“Galardón del Detallista” (Retailer Award) for its outstanding 
customer service work and its sales-related contributions to the 
sector. This acknowledgment intends to value and recognize the 
service level of the sales force, the support provided to the retail 
sector and the quality of the products.

Novaventa employee 
loading a vending machine 

in Itagüí, Colombia.

Comercial Nutresa, with top logistical and com-
mercial practices
Logyca, the leading logistics firm in Latin America, awarded 
Comercial Nutresa for the second consecutive year its 
accolade for the best logistical and commercial practices in 
the mass consumption category. The acknowledgment also 
highlighted the Company’s capabilities for the collaboration 
with business partners in the sector. For its part, in Colombia, 
Bogotá’s District Mobility Secretariat acknowledged Comercial 
Nutresa as one of the top companies in the implementation 
of urban logistical practices in the categories of logistical 
efficiency, collaborative work, technological support and low-
emissions fleet.

Grupo Nutresa, leading organization in goodwill
For its contributions in the fields of innovation, value offer, 
soundness and trajectory, Grupo Nutresa was recognized as the 
leading company in the 2WAY Goodwill Awards, consolidating 
itself as the company with the best reputation in Colombia. This 
research includes the largest 200 companies in the country.

Managing the value chain responsibly
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PROGRESS 2019 
[GRI 103-3]

Providing customers with differentiated 
value propositions

Grupo Nutresa designed 15 new value propositions 
for customers from different segments with the aim of 
providing a conscious service, developing their capabi-
lities and meeting their needs.

In the yearly measurement of the value proposi-
tions, the Company obtained a score of 87,7 in the sa-
tisfaction index and 86,2 in the loyalty index, placing 
the Organization at an outstanding level of excellence.

Customer training for the generation  
of capabilities
The strengthening and development of capabilities 
among customers remains a fundamental aspect for 
Grupo Nutresa. This allows the Organization to pro-
vide these two stakeholder groups with differentiated 
elements that enable them to adapt to the new setting 
conditions and continue being sustainable and com-
petitive in the market. To achieve this, the Company 
made progress in:

The development of 40 schools for customers 
that benefited 1.040 people in Colombia. This 
initiative seeks to increase the Businesses’ compre-
hensive sales and improve the quality of life of cus-
tomers and their families.

The pilot of the “escuela móvil” (mobile school) 
initiative with 72 customers from the traditio-
nal channel in Colombia. The aim of this project 
is to reach distant populations, having an impact 
on a larger number of people.
In Colombia, 253 food handlers received trai-
ning through activities organized by La Recetta 
as part of the School Food Program (abbreviated 
PAE in Spanish). The training activities addressed 
the subjects of food handling, food preparation 
and nutrition. The Business also provided bakery 
and pastry training for 60 inmates from five pe-
nitentiary facilities in Colombia.
More than 126.749 individual entrepreneurs 
participated in a virtual training course crea-
ted by Novaventa and offered via Facebook 
Live. This activity covered the subjects of pro-
duct commercialization and sales techniques 
with the objective of improving their capabilities.
The Ice Cream Business provided training to 
1.852 customers, addressing subjects such as: 
good manufacturing practices, product costing, 
profitability and customer service in order to en-
hance their administrative and regulatory com-
pliance capabilities.

Logistical process in 
Comercial Nutresa’s Antioquia 

regional facilities.
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Loyalty and co-creation programs  
with customers
Novaventa, Comercial Nutresa and the Ice Cream 
Business continue working on strengthening their 
customer loyalty programs, delivering acknowledg-
ments for the fulfillment of objectives aimed at pro-
viding tools for the businesses consolidation, as well 
as to create experiences that enable them to enjoy 
their everyday life both in and out of the work envi-
ronment. Impact of the multiple programs:

9.318 customers benefited from the Comercial 
Nutresa’s Socios Nutresa (Nutresa Partners) 
program.
18.862 customers benefited from Novaventa’s 
Mis Premios (My prizes) program.
36.230 customers benefited from the Ice Cream 
Business’s multi-channel program: Súper Socio 
(Super Partner).
4.100 people benefited from Grupo Nutresa’s 
Bambú (Bamboo) program.
386 customers benefited from the Co-Creation 
Workshops organized by Comercial Nutresa and 
the Cold Cuts Business.

These programs enable the Organization to achieve a 
deep understanding of the customers’ brand essen-
ce, the commercial environment and the shoppers. In 
turn, this deep understanding is used to implement 
collaborative commercial strategies that boost mu-
tual development, point-of-sale exclusivity and su-
pply-chain efficiency.

Technical advisory activities
Comercial Nutresa and La Recetta supported more than 
1.000 customers with specialized advisory and assistance 
with the purpose of transferring knowledge for the devel-
opment of new portfolios, the use of the Company’s prod-
ucts and the preparation techniques. Additionally, Grupo 
Nutresa continues organizing and holding customer ac-
knowledgment events:

Comercial Nutresa’s Annual Commercial Agents 
Meeting with the participation of 59 people, who re-
ceived training in matters related to sustainability, 
business evolution and transformation, global trends 
and challenges, family, leadership, financial policies 
and value propositions. The event also included an 
acknowledgment to the top businessperson for their 
performance in terms of sales, customer satisfaction, 
numerical distribution and talent retention. 
Organization of the Wholesalers Meeting in Mexico, 
with 46 attendees.
Socios Nutresa Gala, where the 50 most important 
customers-partners in Colombia were acknowledged.
Novaventa organized and held the annual event 
known as “Día Diamante” (Diamond day), which ga-
thered 3.492 individual entrepreneurs around training 
and acknowledgment activities.

Comercial Nutresa salesman and 
a customer at a point of sale in 

Barranquilla, Colombia.
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Development of differentiated  
and memorable experiences 
Grupo Nutresa continued strengthening its 
customer and consumer assistance systems by 
means of technological ecosystems and process-
es designed to be where and when customers 
need it so. For this purpose, the Organization en-
abled channels such as social networks, chatbots, 
WhatsApp, apps, SMS and IVR (interactive voice 
response), which allow providing a timelier and 
more efficient omnichannel service.

In addition, Comercial Nutresa set up the 
Customer Interaction Center (CIC) project in Co-
lombia, which aims to ensure the commercial 
assistance service through telemarketing and 
proactively responding to the novelties occurring 
during the commercial process. The CIC team is 
formed by the Company’s relocated personnel, 
who due to health conditions have restrictions in 
terms of the execution of certain activities.

Commercialization models with social impact
In Colombia, Novaventa and the Cold Cuts Business benefited 
194.649 individual entrepreneurs  and 7.800 businesswomen 
through the development of opportunities that allow them having 
a business with more independence and comprehensive benefits. 
On another note, the Ice Cream Business’s service model for ice 
cream vendors had a positive impact on 4.300 people with the 
promotion of employability, the formalization of sales and legality 
in a market that is generally considered informal.

The Saltín Noel brand and Fundación Nutresa continued wor-
king on the social and business strengthening process of 48 cevi-
che vendors in Cartagena. This process allowed developing capa-
bilities associated with the business and, in addition, the Company 
carried out circular economy actions that made it possible to co-
llect more than 8.600  packaging waste that were exchanged for 
biscuit products and prizes for their families. In the long term, this 
initiative will enable closing the cycle of packaging materials, thus 
producing a positive impact on the garbage systems and the sea 
ecosystems in Colombia.

In Chile, Tresmontes Lucchetti developed the capabilities of 
12 vendors through the program Service School for Commercial 
Operators, which enhances the skills of the sales force by turning 
them into business advisers.

Fundación Nutresa and the 
Saltín Noel brand develop the 

capabilities of the ceviche 
vendors in Cartagena regarding 

aspects like good manufacturing 
practices, circular economy and 

business projection.
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Reinforcement of commercial  
and distribution processes to reduce  
the environmental impact
Between 2014 and 2019, Grupo Nutresa reduced 
by 45% its environmental impact associated with 
the distribution process. It is worth highlighting the 
addition of five vehicles that run fully on gas and 
one electric vehicle to the fleet. Both types of vehi-
cles have a positive impact on the reduction of GHG 
emissions.

The Organization has provided its customers 
with more than 15.000 business assets for the con-
servation of its products, such as refrigerators and 
refrigerated carts, which operate with refrigera-
ting gases that are environmentally friendlier and 
more energy efficient. Besides that, the Company 
designed point-of-purchase elements and product 
displays that were subsequently manufactured 
with recycled materials through more than 150 
business initiatives. Additionally, the first environ-
mental vending machine was deployed for the re-
cycling of PET bottles.

External energy consumption [GRI 302-2]

Primary 
distribution 
in Colombia

Secondary 
distribution 
in Colombia

  112.242 MWh      69.912 MWh

Marketers from the Antioquia 
regional operation center 

promoting Nutresa’s express pods.

Managing the value chain responsibly


