
Nutrition, healthy lifestyle 
and responsible marketing 

Commitment to 
the SDGs

“San Luis Gonzaga” 
school in Santa 
Fe de Antioquia, 
Colombia.

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 consists in encouraging 
responsible consumption through clear labeling and unabridged 
advertising that enable consumers to make informed decisions.
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Strategy  
[GRI 103-2]

Progress achieved in 2020  
[GRI 103-3]

Adjusting the nutritional 
profile of the products.

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.

 » 3.144 products were adjusted to the Nutresa nutritional 
profile, thus fulfilling 100% of the goal set for 2020 of 
multiplying by 2,5 the portfolio with this characteristics.

 » 90,1% of products with front-panel labeling.

 » Deployment of programs focused on maintaining good 
physical and mental health in the light of the impact caused by 
the COVID-19 pandemic; such programs are intended for the 
internal community and the consumers.

 » Implementation in Chile and Mexico of actions via virtual means 
such as social networks, radio and community TV networks.

 » 6.968 school kits were delivered with the aim of promoting key 
hygiene practices as a health-protection action.

 » 482 product reformulations were consolidated: 219 sodium 
reformulations, 124 sugar reformulations and 57 saturated fat 
reformulations. 

 » 98,9% of the advertising materials were adjusted to the self-
regulation criteria for kids between the ages of six and twelve 
agreed upon with the Colombian National Business Association’s 
Chamber of Food in Colombia and such measures were applied 
across all the geographies where the Organization operates. 

Portfolio of natural, 
functional, artisanal 
and innovative 
products suitable for 
a healthy lifestyle 
and conscious 
eating habits.

Promoting a healthy lifestyle
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Risks and opportunities [GRI 103-1]

In 2020, all health-related matters were a high-
er priority for consumers due to the emergency 
caused by the COVID-19, which generated consid-
erations about the consumption patterns and cre-
ated a trend focused on seeking food products that 
strengthen the immune system. However, the glob-
al concern for obesity remains a relevant subject in 
the global agenda.

According to the report titled The State of Food 
Security and Nutrition in the World 2020: Transform-
ing food systems for affordable healthy diets, con-
ducted by the Food and Agriculture Organization of 
the United Nations (FAO), the International Fund for 
Agricultural Development (IFAD), the World Health 
Organization (WHO), the World Food Programme 
(WFP) and the United Nations International Chil-
dren's Emergency Fund (UNICEF), the burden of mal-
nutrition in all its forms remains a major challenge. 
The document states: “Certain progress has been 
achieved in relation to the delay of growth among 
children, the low birth weight and the exclusive 
breastfeeding, but at a pace that is still too slow. No 
improvements have been achieved in terms of child 
obesity, and this affliction is rising among adults 
throughout the world.”

These issues continue to exert pressure with 
regard to the task of continuing to adjust the reg-
ulatory frameworks for the food sector and trig-
ger alerts among social groups dealing with health 
matters. While being aware of obesity’s multi-cau-
sality and of its capacity to contribute to the im-
provement of the health conditions of the popu-
lation, Grupo Nutresa continues reformulating its 
products, providing clear nutritional information 
and promoting healthy lifestyles. Likewise, the 
Company will continue implementing initiatives fo-
cused on promoting healthy eating habits, physical 
activity and the practice of key hygiene practices 
by means of strategies that strengthen both the 
school and community environments.

Future outlook and goals for 2030

The great challenge for the Organization lies on inno-
vating with nutritious and healthy products that con-
tribute to people’s well-being and to the planet’s sus-
tainability. Therefore, Grupo Nutresa has established 
that, by 2030, 50% of the innovations must fulfill such 
purpose, meeting the consumer’s concerns regarding 
health and planet Earth, as well as their aspirations for 
products that preserve the indulgence that is cultural-
ly expected from food.

The strategy formulated since the Nutrition Policy 
was established back in 2012, currently the Healthy 
Lifestyle Policy, will remain in force. Its inspiration on 
consumer’s needs and on the guidelines set forth by 
the World Health Organization is the reason for the 
Policy to remain valid: providing quality of life to con-
sumers by means of product alternatives that meet 
their nutrition, health and well-being aspirations, and 
promoting healthy lifestyles and balanced diets, as 
well as enabling an informed decision-making pro-
cess. On the social context, the management work 
will be focused on the support to the education sector 
and the value chain that is experiencing poverty, the 
integration of healthy lifestyles in the three prioritized 
fronts, and the creation of alliances with both public 
and private organizations across the strategic region. 

The great challenge for the Organization 
lies on innovating with nutritious and 
healthy products that contribute to people’s 
well-being and to the planet’s sustainability.
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Healthy nutrition  
with Doria
The Pastas Business, through 
its Doria brand, created a 
new experience called “Lo 
que amas te nutre” (What 
nourishes you the most) for 
Colombian households. The 
experience consists in inviting 
consumers to cook nutritious 
recipes with the help from 
cooks and promoting 
messages related to healthy 
habits and sustainability via 
digital channels.

Use of color additives in 
instant cold beverages
Tresmontes Lucchetti 
launched into the market an 
innovation where 100% of 
the artificial color additives 
were replaced with natural 
color additives (such as 
turmeric, chlorophyll, black 
tea and anthocyanins) in 
the Zuko and Livean brands 
in Chile, thus overcoming 
the main consumption 
obstacle of these beverages 
and offering products 
consistent with the 
consumers’ expectations. 

Consolidation of Bénet’s 
powdered products
The Company continues positioning 
these nutritional shake-type 
beverages as a source of nutrients 
that favor a good functioning of 
the body by providing energy and 
benefits for the immune system, the 
skin and the hair. The brand also has 
powdered food products for children 
that promote good nutrition and 
contribute to an adequate growth 
and development as a source of 
protein, fiber, docosahexaenoic acid 
(DHA), vitamins and minerals. 

Success stories and acknowledgments [GRI 103-3]

Promoting a healthy lifestyle
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Material topic details [GRI 103-3]

The Organization met the goal of multiplying by 2,5 
the portfolio of products that comply with Grupo 
Nutresa’s healthy profile standards. To achieve this 
goal, the Company developed capabilities both in 
the technical and marketing departments, thus 
enabling it to continue working on the evolution of its 
products. While Grupo Nutresa works on overcoming 
the new challenge, the reformulation program will 
be maintained to continue decreasing the contents 
of sugar, fat and sodium in the products.

Product portfolio
It is increasingly important for consumers to take 
care of themselves. The relevance of healthy eat-
ing habits is growing and lifestyles are changing by 
conviction in search of wellness. This trend causes 
the healthy product market to go from a specialized 
niche to mass consumption, which brings optimism 
based on the repercussions on people’s health con-
ditions because, according to global data, 49% of the 
world’s population is overweight, and in Latin Amer-
ica the rate rises to 56%. It is urgent to take action 
towards a lifestyle where adequate eating habits and 
physical activity are crucial pillars.

The evolution of the regulatory frameworks for 
the food sector is leaning towards the promotion 
of these lifestyle changes and, therefore, such fra-
meworks cover matters as diverse as contents of 
nutrients of interest, labeling, marketing and ad-
vertising, product offering areas and tax-related 
measures. A state of awareness and a responsible 
management focused on minimizing the impact on 
the markets served by Grupo Nutresa are two ma-
jor priorities for the Company, as well as important 
opportunities, as these requirements generate a 

proactive behavior, leadership and better solutions 
for the needs of the consumers.
For the production of healthy food, the Organization 
has both traditional and recently developed tech-
nologies, which have proven to be efficient and al-
low ensuring sustainability. The following are some 
examples of such technologies: 3D printing, the 
new biotechnological developments and the entire 
framework of the 4.0 technologies that have an im-
pact on the sector’s logistics chain with transparen-
cy and productivity. 

Regarding the information for consumers, it is 
important to note that the front panel labeling, which 
is part of Grupo Nutresa’s strategy, is being replaced 
by the mandatory labeling that, as public policy ins-
truments, are being implemented in the countries of 
the strategic region with the aim of informing con-
sumers about the nutrient contents that, when con-
sumed in excess, could adversely affect their health.

The Organization’s long-term vision includes the 
identification of new ways of providing food whi-
le promoting good health and nutrition. To achieve 
this, the Company has, among other resources, the 
strategy focused on producing scientific knowledge 
on food and nutrition implemented through Vida-
rium (Nutrition, Health and Wellbeing Research Cen-
ter), as well as the emerging technology assessment 
carried out by Nutresa Ventures. These initiatives are 
decisively supported so that they become increasin-
gly stronger and deliver the expected results. 

The Company generates scientific 
knowledge related to nourishment and 
nutrition through Vidarium: nutrition, 
health and well-being research center.
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Ice Cream Business

Pastas Business

Pastry
• * Launch of products from the 

Merendina brand with vitamins A 
and B1, iron, 0% trans fat and low 
fat and sodium contents. 
 
Baked snacks

• Launch of naturally gluten-free 
Naturela products, which are a 
good source of protein and fiber, 
100% natural, wholemeal and 
vegan, and have no preservatives, 
added sugar, soy, artificial color 
additives and flavors, dairy 
components.

• Launch of gluten-free and 
cholesterol-free Tosh products 
with low fat and sodium contents 
and without saturated fat and 
artificial color additives and 
flavors.

Vegetable protein 
• Launch of products from the Kibo 

and Carve brands, which are an 
excellent source of protein, fiber 
and iron.

Biscuits and crackers 
• Launch of products from the Tru 

Blu brand without high-fructose 
corn syrup, artificial color 
additives, artificial flavors and 
preservatives.

• Launch of cholesterol-free saltine 
crackers with 0% trans fat.

Ice cream products
• Progress was made in the elimination of 

preservatives as 87% of the portfolio is already 
preservative-free. Additionally, 77% of the 
portfolio meets the Nutresa nutritional profile.

Sorbets and ice pops 
• Progress was made in the elimination of 

preservatives as 100% of the portfolio is already 
preservative-free. Additionally, 82% of the 
portfolio meets the Nutresa nutritional profile.

Progress made in health-related issues [GRI 416-1] [SDG 2.1]

Biscuits 
Business

Chocolates 
Business

Meat byproducts
• Replacement of 438 tons of 

salt (NaCl) with potassium salt 
(KCl) as a measure to reduce 
the sodium contribution to 
our consumers’ diets.

• Eight product items (equiva-
lent to 2,35% of the portfolio) 
were adjusted according to 
the Nutresa nutritional profile.

Beverage category 
• Launch of the 150-gram zero-sugar 

sweet cocoa product item. This 
launch enables us to participate in the 
segment of sugar-free milk modifiers, 
thus broadening our market.

 
Cereals
• Launch of the breakfast cereal Avena 

Pop product, with oatmeal as its main 
ingredient. It is a good source of fiber 
and it has no artificial flavors and 
preservatives.

Cereal bars 
• Launch of the cereal bars from the 

Tosh brand, which underwent a refor-
mulation process with changes such as 
the replacement of sweetening agents 
and artificial flavors with natural 
ingredients.

• Replacement of the added sugar (su-
crose) with a natural sweetening agent 
(Stevia) and the artificial strawberry 
flavor with a natural flavor for the 
strawberry and lyne cereal bar.

• Replacement of the added sugar (su-
crose) with a honey and Stevia mix for 
the peanuts and raisins bar.

• Replacement of the substitute choco-
late with actual bittersweet 47% cocoa 
chocolate with the purpose of incorpo-
rating the benefits of cocoa.

• Elimination of the palm oil content 
from Livean’s pineapple, red berries 
and peanuts-raisins bars for the 
Chilean market. Inulin (prebiotic fiber) 
was incorporated as part of the binding 
agent with the aim of improving both 
texture and nutritional value. 

Chocolate candy
• Launch of the 20-gram presentation of 

the Tutto chocolate candy bar without 
added sugar.

Nuts and trail mix products
• Reduction in the amount of sugar and 

sodium from Granuts’s oriental type 
peanuts.

•  Reduction in the amount of sugar from 
Granuts’s blueberry trail mix.

• Launch of an extra-content line for the 
Japanese and chili-lime peanut prod-
uct items, which also had their sodium 
and sugar contents reduced.

All categories
• Launch of new flavors (mango, apple and 

multi-fruit) from the Yupi brand, products that 
meet the Nutresa nutritional profile.

• Launch of new flavors (orange and lime) from 
the Livean brand, sugar-free products with na-
tural color additives and sweetened with Stevia.

• Elimination of 100% of the artificial color addi-
tives from the nectar, gelatin and flan products 
from the Livean brand by replacing them with 
natural color additives.

• Reformulation of the cereal bars from the Li-
vean brand, which allowed removing the “high 
content” warning from the package solutions 
of all Livean products (peanuts-raisins, red 
berries and pineapple flavors).

• Reformulation of the Gold Tentaciones pro-
duct. The new formula has a lower content of 
sugar for the 5 varieties: vanilla latte, cappucci-
no, caramel latte, mocha and vanilla light. 

Tresmontes 
Lucchetti

Coffee Business

Cold Cuts 
Business

Instant cold beverages:
• Launch of infusions (herbal tea products) from 

the Tosh brand, with natural flavors: peach; 
chamomile, anise and mint; and lime.

• Launch of the ready-to-drink beverages from 
the Diversa brand with natural flavors, collagen, 
aloe vera and beta-carotene.

Pasta with sauce or instant pasta 
products
• Reformulation of the powder cheese sauce, 

replacing the artificial flavors and color 
additives with natural ones.

Promoting a healthy lifestyle
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Products with information related to sustainability attributes included in the label [GRI 417-1]
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Employee from the 
Biscuits Business 
in Costa Rica.
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Healthy lifestyles 
promotion activities 
in educational 
institutions in 
Colombia.

Promoting a healthy lifestyle
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Results from the promotion of healthy lifestyles in the 
communities
The Company has established public-private alliances with en-
tities such as the Colombian Ministry of National Education, 
UNICEF and Universidad de Chile’s Institute of Nutrition and Food 
Technology, among other, in order to develop programs intend-
ed for school populations. Thus, the Organization has produced 
knowledge that is being transfered to society through the docu-
mentation of the practices carried out. Moreover, Grupo Nutresa 
participates in the “Alimentando Sueños” (Feeding dreams) in 
Colombia with the purpose of addressing and eradicating child 
malnutrition by 2030.

The Organization promotes initiatives focused on raising the 
awareness of the school communities regarding the importance 
of a balanced diet, the increase in physical activity and the imple-
mentation of key hygiene practices on a daily basis. The purpose 
of these actions is to contribute to the development of capabili-
ties among the communities, consumers and all other stakehol-
ders. The following were the main progress achievements:

With the aim of adapting it to the new conditions arising from 
the COVID-19 pandemic, the “Nutresa Quiere a los Niños” (Nu-
tresa cares for children) Program underwent methodological and 
content-related adjustments in order to increase the relevan-
ce of its actions. The Program gave as a result a seven-episode 
web series with art-related and pedagogical contents for the 
promotion and adoption of healthy lifestyles by the children of 
Colombian schools. In addition, this initiative is expected to be 
implemented in 2021 with gamification strategies focused on 
facilitating the learning of key hygiene practices, balanced diets 
and physical activity.

2018 2019 2020

Labeling Communication Labeling Communication Labeling Communication

Number of fines 0 0 0 0 0 0

Number of warnings 1 0 1 0 0 0

Number of 
voluntary code 
violations

0 0 0 0 0 0

Total 1 0 1 0 0 0

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

On another note, Grupo Nutresa continued de-
livering school kits that include elements that 
support children’s educational process and the 
didactic booklet called “Una aventura para crecer 
feliz y más saludable” (An adventure for growing 
happy and healthy), which contains information 
about healthy eating habits and key hygiene 
practices. The school kits were also supplemen-
ted with biosecurity elements such as face masks 
and hand sanitizer.
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Closing of the strategy for 2020

As of the conclusion of its 2020 strategy, 
Grupo Nutresa presents significant portfolio 
management results, not only with regard to 

the products whose composition has been ad-
justed to the Nutresa nutritional profile (3.144 

in total), but also regarding the reformulations 
focused on critical nutrients: 219 sodium content 

reformulations, 124 sugar content reformula-
tions and 57 saturated fat content reformula-

tions.Additionally, nitrites have been eliminated 
from 90 of the Cold Cuts Business’s portfolio 

and progress has been made in the replacement 
of artificial color additives with natural color 

additives. Grupo Nutresa’s nutritional products 
have also undergone an important evolution with 

brands such as Bénet, which has a comprehen-
sive portfolio, and Kibo, which offers products 

that are a good natural source of nutrients; and 
with the nutritional fortification of traditional 

portfolio products such as the milk modifiers (for 
example: Chocolisto) and Doria’s classic pasta.

During the execution of our strategy for 2020, 
Grupo Nutresa developed capabilities that 
allowed addressing the portfolio reformu-
lation challenges and incorporating solid 
research competences that will contribute 
to sustainability at all levels in the Organiza-
tion.The Company addressed the solutions for 
the challenges based on scientific discipline, 
achieved positive results and had a positive 
impact in terms of sustainability, productivity 
and efficiency, while being in harmony with the 
needs and expectations of both the market and 
the entire business environment.

In addition to the portfolio of products 
that have been adjusted to the nutritional 
profile and reformulated, as of the closing 
of the 2010-2020 strategy, Grupo Nutresa’s 
portfolio includes nutritional products such 

as those of the Bénet and Kibo brands, as well 
as Doria’s Nutrivit and Sello Rojo Vive, among 
other, as a sample of the product alternatives 

that meet the nutrition and health expecta-
tions of consumers.

The execution of the research projects was 
centered on bridging the gaps regarding the re-
formulations of the nutrients of interest in terms 
of public health, and adjusting the products to 
the Nutresa nutritional profile by using and 
complementing the installed capacities in 
research and development laboratories, pilot 
production plants and application centers.

This strategy has been strengthened with 
the consolidation of Vidarium, which cur-
rently has full-cycle research lines focused 
on producing knowledge and contributing 
to the preservation of our health through 

food product proposals.

1

5

2

3

4

Multiplying by 2,5 the number of product portfolio SKUs 
that comply with the Nutresa nutritional profile
Goal: 3.140 SKUs
2020: 3.144 SKUs
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