
Profitable growth in the 
markets and reliable 
brands with an excellent 
price-value ratio 

 
Profitably developing the strategic markets with brands, distribution networks and 
human talent, delivering value propositions with memorable and differentiated 
experiences to consumers, shoppers and customers in order to meet their needs 
and motivations.

Grupo Nutresa’s Brand and Network Management Model enables an internal alig-
nment and provides a vision for managing a broad portfolio of brands and products 
in different geographies, thus enhancing people’s quality of life and well-being.

Promoting a market-focused organization based on overarching knowledge, 
and the development and strengthening of organizational capabilities that rein-
force the models and practices in the region.

Commitment to 
the SDGs

Retail Food 
Business 
restaurants in 
Colombia.
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Strategy  
[GRI 103-2]

Progress achieved in 2020  
[GRI 103-3]

Strengthening the 
differentiated value 
propositions of brands 
and networks.

Managing the portfolio 
of brands, products and 
experiences according to 
the market needs.

Strengthening the 
commercial networks 
and generating 
customer loyalty.

Strengthening the 
internationalization model.

 » Incorporation of the higher purpose concept into the brands, 
connecting Grupo Nutresa’s commitment with the Sustainable 
Development Goals (SDGs).

 » Strengthening of the positioning of the brands and their value 
propositions based on the update of consumer segmentation.

 » Solidification of the commercial networks in the United States 
with the new capabilities provided by the acquisition  
of Cameron's Coffee.

 » Prioritization of the categories, brands and products  
that have high demand among consumers  
in the context of the COVID-19 pandemic.

 » In-depth development of the understanding of the behavior 
of "healthy shoppers" and "digital shoppers", and identification 
and harnessing of new opportunities.

 » Performance level above 80% in terms of customer 
satisfaction and loyalty across all networks, placing the 
Company in the top tier. 

 » Expansion of the value proposition of networks for new 
customer segments, such as health food markets and stores, 
digital stores, among other.

 » Reinforcement of the customer attention model through the 
traditional and modern channels in Panama, by unifying the 
Alicapsa and Pozuelo commercial teams.

 » Increase of USD 57,3 million in the sales outside Colombia,  
for a total of USD 681.295 million, which are equivalent to 39,9% 
of the total sales. This represents a 5,0% growth in USD and 
18,1% growth in COP.

 » 78 markets and 19 brands with sales over USD 50 million as a 
result of the strengthening of the export capacity from multiple 
geographies and production platforms. 

 » Expansion of the geographical footprint of brands such as 
Cordillera, Tosh, Dux, Festival, Ducales, Tutto, Colcafé, Zenú, 
Kryzpo, Muibon and Doria.

Fostering profitable growth and effective innovation
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Risks and opportunities [GRI 103-1]

 
The main market risks and opportunities are 
associated with the uncertainty caused by the 
COVID-19 pandemic across geographies, indus-
tries and markets. Additionally, there are ongo-
ing changes in the countries of the strategic re-
gion, changes in lifestyles and culture, reforms 
to labeling and ingredient regulations, and 
modifications of non-tariff barriers to trade. 

Risks to the market were identified in rela-
tion to the effects of the pandemic, the difficult 
economic revival, and the pauperization of li-
ving conditions. Additionally, other risks include 
increasing costs of commodities, the volatility of 
the dollar and other regional currencies, legis-
lation and tax reforms in various countries, as 
well as the impact on brand reputation due to 
the rising demands from increasingly informed 
and involved consumers. 

The opportunities include the recovery 
of consumption outside homes, tourism, and 
other activities. Other opportunities are the 
greater awareness of and preference for sustai-
nable value propositions and the increase in de-
mand for products and services that contribute 
to healthy lifestyles; the development of solida-
rity and cultural economies that encourage job 
recovery, and the preference for multicultural 
experiences that offer diversity of ingredients, 
preparations and flavors.

Future outlook and goals for 2030

 
Continue evolving towards a market-focused corporate 
culture that inspires the human talent. To encourage 
behaviors that promote collective knowledge, facilitate 
change, empowerment, innovation, agile and efficient 
operations, and decision-making processes with a sus-
tainable vision across all geographies.

To increase participation in the wellness and nutrition 
markets using effective innovation, digital media, and 
information and communication technologies to deliver 
new solutions that contribute towards healthy eating ha-
bits and improve the quality of life of the people. 

Additionally, to unlock the growth potential of geo-
graphies through the transfer of management skills, 
contributing to the expansion of the footprint of leading 
brands and strengthen marketing networks.

To accelerate the digital transformation process: ge-
nerating greater value through the use of information, in-
frastructure, engagement and know-how in current mar-
keting, distribution and logistic processes. This will allow 
the Organization to act efficiently and remain the best 
partners for our clients.

Also, to deepen and strengthen the value propositions in 
business to business (B2B) and food service, direct sales and 
digital commerce, among other channels. These proposi-
tions will be articulated through multiple channels to achie-
ve higher outcomes in satisfaction and loyalty performance. 

Finally, to seize the opportunities generated by cultu-
ral changes identified in sustainable development trends. 
This will enable the Company to continue providing me-
morable experiences for consumers, shoppers, customers 
and guests, making value propositions more relevant with 
new business models, categories, products and services 
suitable for different markets and geographies. To advance 
the “brands with a purpose” strategy to provide consumers 
with sustainability features that offer them new ways to 
respond to the current global challenges of the world. 

The Company delivers value propositions 
with memorable and differentiated 
experiences to consumers, shoppers and 
customers with the purpose of meeting their 
needs and motivations.
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Success stories and acknowledgments [GRI 103-3]

Noel is recognized in the 
Brand Footprint 2020 ranking 
by Kandar in Colombia
Noel is the third most chosen fast-
moving consumer goods brand by 
Colombian households. 

Pozuelo is featured in Kantar 
Brand Footprint ranking (CAM)  
The brand ranks third in the top 25 
most chosen mass consumption 
products in Costa Rica.

Tutto received the 
Breakthrough Innovation 
LATAM-Nielsen Award in the 
superstar category 
This recognition, awarded by the 
market-auditing company Nielsen, 
highlights product launches that 
have had a superior performance 
in the market and demonstrate 
ongoing success for more than 
three years, as evidenced by the 
best positions in top performance 
metrics for a successful launch in 
Central America.

Cordillera and Tosh were recognized 
and featured as success stories on 
the global platform One Planet 
This platform records the most successful 
sustainability and marketing cases in the 
world. This achievement was the result 
of the collaborative work carried out with 
Universidad de los Andes and the United 
Nations to align the brand sustainability 
communication with the Sustainable 
Development Goals (SDGs).

Café Sello Rojo received an 
EFFIE Bronze Award 2020 in 
the Non-Alcoholic Beverages 
category
This recognition was awarded for 
the campaign “Despierta tu vida 
con Café Sello Rojo” (Awaken your 
life with Café Sello Rojo), which 
features real-life stories to highlight 
the strength and perseverance that 
characterizes Colombian people.

Livean is recognized as 
Merco Chile’s Product 
of the Year
Livean stands out 
among the most valued 
innovations by consumers, 
specifically thanks to 
Livean’s product without 
artificial color additives. 

Fostering profitable growth and effective innovation
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Material topic details [GRI 103-3]

 
Grupo Nutresa has committed to double its current sales by 2030 
based on food products and experiences of highly recognized and 
beloved brands. These products nourish consumers, generate 
well-being and pleasure, have the best price-value ratio, are wide-
ly available in our strategic region, and are managed by talented, 
innovative, productive, committed and responsible people within 
a sustainable development framework, with a return higher to the 
cost of capital.  

The Organization develops markets based on promoting and 
transferring capabilities from its Brand and Network Management 
Model to its staff and organizational culture. It supports the mana-
gement and creation of new value propositions through its brands 
and commercial networks to generate memorable and unique ex-
periences for consumers, shoppers and customers. These expe-
riences respond to their lifestyles and promote healthy eating ha-
bits, nutrition, well-being and enjoyment in a sustainable way.

Grupo Nutresa’s Brand and Network Management Model

The development and 
transfer of capabilities of 
Grupo Nutresa’s Brand 
and Network Management 
Model has been a key 
factor in the generation of 
shared value for consumers, 
shoppers and customers. 
Knowledge and synergies 
between Businesses and 
networks strengthen brand 
experiences and create 
market opportunities in 
other geographies.  

Distribution and sales networks

Impeccable execution
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Grupo Nutresa 
has committed to 
double its current 
sales by 2030 
based on food 
products and 
experiences of 
highly recognized 
and beloved 
brands.

Brands

Consumer
Shopper

Customer
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GOALS

SELF-DIRECTION

PROTECTION
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Grupo Nutresa’s Segmentation Model

The in-depth knowledge of consumer behavior, sup-
ported by the segmentation implemented by Grupo 
Nutresa, has been leveraging brand positioning and 
innovation strategies, increasingly bringing value 
propositions closer to the expectations and realities of 
the security, protection, self-direction, vitality and he-
donism segments. The model was applied this year in 
Chile and in 2021 it will be applied in Central America.   

MOTIVES

In 2020, the “Brands with a purpose” strategy was 
designed to explore sustainability features, con-
necting current consumer aspirations with the high-
er values and purposes of the brands.

SA
FE

TY NEEDS

Based on its 
segmentation model, 
Grupo Nutresa 
provides value 
propositions according 
to the expectations and 
realities of consumers.

Social Ps
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Shopping process understanding model

The Organization continued working on the develop-
ment of shopper claims, the shopper culture process 
and the implementation of analysis tools based on 
advanced analytics. The Organization also delved into 
the study of healthy shoppers and digital shoppers to 
strengthen the adoption of innovative solutions. 

At the customer level, it is worth highlighting the 
overarching nature of business management capa-
bilities in the multiple segments, the strengthening 
of the customer experience that connects brands 
with shoppers and consumers, the constant upda-
ting and leadership in distribution models, and the 
advancement of digital and engagement capabilities 
in virtual channels. 

In regards to the advances in brand matters, 
brand positioning was defined and strengthened. In-
tegral consumer value offers were also developed in 
collaboration with other Grupo Nutresa companies. 

Brand positioning models were tailored in line with 
the SDGs of the leading brands in the segments. 

Progress was also made in expanding concepts 
of brands such as Tosh, Cordillera, Dux, Granuts, 
Colcafé, Kryzpo, Doria and Zenú to other product 
categories, according to the segment and the con-
sumption occasion. In terms of consolidation of the 
delivery of experiences with a wide presence in di-
fferent categories and geographies, Zenú stands out 
with a portfolio including cold meats, vegetables, 
salads, snacks, frozen breaded meats, cooked meats, 
ready-made dishes and frozen fries. Monticello, an 
overarching premium brand with an offer of indul-
gent value, has achieved a presence in nine different 
categories: pasta, sauces, risotto, matured meats, 
semolina flour to make pasta, olive oil, balsamic vi-
negar, pickles, and frozen ravioli. In addition, the 
first digital brand of the Retail Food Business called 

Shopping  
worlds
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The Organization maintains the 
continued development of shopper 
claims, the shopper culture process and 
the implementation of analysis tools 
based on advanced analytics.
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VI Bowls was started, operating through the dark kit-
chens of El Corral Gourmet.

Efforts were concentrated in digital media and so-
cial networks, reinforcing the benefits of practicality, 
health and well-being associated with food. This was 
communicated via insights that highlighted the im-
portance of helping to prevent the spread of the virus 
and to cope with the effects of the pandemic.

At the level of pricing, analysis cycles were per-
formed for each business. This facilitates deci-
sion-making based on access to buyers and ensures 
the profitability of brands and categories. Analytical 
tools were also developed for various geographies. 

In distribution networks, actions focused on di-
gital transformation to respond to the effects of the 
COVID-19 pandemic. New value propositions for 
customers were created and adjusted in the go-to-
market model by using digital tools. In Novaventa, 
a new virtual sales channel, called “Tienda Virtual” 
(Virtual store), was developed for the Novaventa 
entrepreneurs. Also, the vending machine channel 
integrated machines with a protocol for disinfection 
and protection against COVID-19, these are called 
Essential machines. These devices were located in 
high-traffic locations such as airports, gyms and 
mass transportation stations. 

The updates in the Go-to-Market Model across mul-
tiple regions and networks are better at responding 
to the identified needs. La Recetta and Atlantic Food 
Service adjusted their business models to reach oth-
er customers, including sales directly to end con-
sumers. Likewise, the integration of Atlantic Food 
Service and Cameron's Coffee within the Grupo Nu-
tresa business group ecosystem was consolidated. 

The flawless execution in the management of 
points of sale has been a differentiating element 
of the Grupo Nutresa networks: it generates trust 
among consumers and ensures their safety in face 
of the pandemic, and it guarantees the supply of 
categories and brands with the implementation of 
biosecurity and communication protocols to reinfor-
ce self-care of consumers and their families. Finally, 
the consolidation of the digital capacity of brands 
and networks has facilitated a continued connection 
with customers, shoppers and consumers.

The Company 
concentrated its 
efforts on digital 
media and social 
networks, focusing 
on the benefits of 
practicality, health 
and well-being.
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Expansion in the strategic region and markets
Consolidation and development of geographies based on 
Grupo Nutresa’s Internationalization Model for the man-
agement of opportunities in categories, brands and expe-
riences and the strengthening of distribution networks, 
with models designed to meet the needs of each market.

Expansion of the geographical footprint of brands 
such as Tosh, Ducales, Dux, Festival, Chiky, Cordillera, 
Colcafé, Tutto, Tru Blu, Granuts, Zenú, Kryzpo and Doria, 
and application of the Brand Management Model for this 
market (priorities in positioning, communication, go-to-
market and shopper). Abimar Foods continues streng-
thening its export operation to Mexico and Panama.

The Organization increased its participation in nu-
trition and wellness markets in the strategic region with 
the launch of the line of infusions (herbal tea products) 
in Central America and the delivery of Tosh brand ex-
periences: “Vida en armonía” (Life in harmony) –Tosh 
Live Broadcasts and Tosh Fest Digital offering contents 
related to food, meditation, yoga, physical activity and 
recycling, among other– with coverage in Colombia, 
Central America and Puerto Rico.

The successful integration of Cameron's Coffee into 
the organizational model is also worth highlighting, 
considering its significant advances in branding and 
the expansion of its distribution. Similarly, it is im-
portant to mention the growth in terms of B2B in the 
U.S. market, supported by a value proposition with a 
high impact on innovation and sustainability. 

On another note, it is worth highlighting the in-
ternationalization of the Chocolates de Costa Rica 
platform with market launches in Trinidad and Toba-
go and Puerto Rico, and the venturing into Brazil with 
the Granuts portfolio selling at Sam's Club. Stable 
growth in Asia, with innovative products targeting 
the coffee beverage segment, especially for markets 
in Japan, Korea and China.

Celebration of the 
International Coffee 
Day in Colombia 
by means of digital 
activation activities.
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Commodity volatility management
Commodity volatility was affected by exchange 
rate factors, supply effects caused by the pandem-
ic crisis and weather events. The most affected 
commodities were pork, chicken, beef and cocoa. 
In this sense, risks have been adequately managed 
through flexible hedging and trading strategies to 
ensure competitiveness in commodity price vola-
tility, demonstrating flexibility and adaptability to 
scenarios associated with COVID-19. 

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

(COP million) 2017 2018 2019 2020

Revenue from net sales 8.695.604 9.016.066 9.958.851 11.127.541

Revenue from financial investments 68.327 74.308 83.810 93.293

Revenue from sales of property,  
plant, and equipment

17.804 28.640 11.576 31.353

Direct economic value generated   8.781.735   9.119.014   10.054.237   11.252.187 

Operating expenses 5.942.715 6.342.582 6.868.916 7.921.426

Salaries 867.952 940.571 1.004.756 1.122.190

Social benefits 482.283 452.376 500.013 575.903

Dividends paid to shareholders 245.706 260.614 281.596 298.712

Interest payments to  
credit providers

259.085 198.915 179.349 175.515

Payments to the government 221.880 282.857 331.243 324.382

Community investments 62.367 70.972 90.818 105.155

Benefits 102.767 104.389 106.225 116.698

Direct economic value distributed 
(partial, added to human talent 
management)

  8.184.755   8.653.276   9.362.916   10.639.982 

Economic value retained   596.980   465.738   691.321   612.205 

The Organization strives 
to manage commodities 
efficiently in order to 
draw upon favorable 
advantages and ensure 
varieties at a fixed price.
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Finally, the Kibo digital platform and the go-to-
market model were developed and consolidated 
in the United States to serve B2B customers with 
local partners. It is also important to highlight the 
consolidation of Cordillera as a B2B brand with the 
development of regional alliances with culinary 
schools and opinion leaders in Colombia, Peru, 
Mexico and Central America.

Closing of the strategy for 2020

In 2020, Grupo Nutresa achieved COP 11,1 
trillion in sales, representing an increase 

of 11,7%. This result meets the expectations 
of profitable growth in strategic markets 

through the management and consolidation 
of value proposals of brands, commercial 

networks, effective innovation and the ac-
quisition of new businesses aligned with the 

mission of the organization.

Grupo Nutresa participates in more than 
XX product categories and has been 

increasingly expanding its portfolio of 
food products with innovations in terms of 

vegetable proteins, healthy ingredients, fresh 
and frozen meats, coffee blends, express pod 

drinks, cooking appliances (automatic choco-
late pot), functional infusions, and Mediter-

ranean ingredients, among other products of 
great importance for contemporary lifestyles 

in the markets of the region.

In the face of the ongoing challenges at the 
closing of the 2020 strategy, some aspects 

of the Organization have been essential: 
the overarching capabilities of commercial 
management in the multiple segments, the 

strengthening of the customer experience 
that connects brands with shoppers and 

consumers, the constant updating and the 
leadership in distribution models, the imple-
mentation of digital capacity and the virtual 

engagement with the customers.

The coverage of the leading brands was expanded 
in the United States, Costa Rica, Panama, Mexi-
co, Ecuador, Peru and Puerto Rico. The expansion 
includes portfolios according to the characteristics of 
each market and has had outstanding performance 
thanks to channel diversification, productive linkages, 
optimization and strengthening of businesses abroad, 
diversification of customers, incursion into new seg-
ments and consolidation of key accounts.

Between 2010 and 2020, the market entry capa-
bilities were expanded through the acquisition 
of Tresmontes Lucchetti in Chile and the incor-
poration of the Oriental Coffee Alliance (OCA), in 
partnership with the Mitsubishi Corporation, in 
Kuala Lumpur to commercialize product portfolios 
in Asia. The creation of the Retail Food Business 
was completed thanks to the acquisition of beloved 
and leading brands such as El Corral and El Corral 
Gourmet, as well as the acquisition of Cameron's 
Coffee, Atlantic Food Service and Naturela.

During the same period, the Novaventa commer-
cial network multiplied its revenue 5,9 times and 
registered an approximate compound growth of 
20%, with a growth in sales in the alternative chan-
nel, both in catalog sales and vending machines, 
significantly contributing to the fulfillment of 
Grupo Nutresa’s commercial goals. 

As of the end of the year, 19 brands 
achieved sales over USD 50 million, namely:
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Customer 
management 
process led 
by Comercial 
Nutresa in 
Colombia.

Employee from 
the Chocolates 
Business, 
Colombia.
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