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PRESENCE IN OUR STRATEGIC REGION

[GR1 102-4] [GRI 102-7]
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Market share .. nicisen.

Grupo Nutresa’s

In Colombia** : 55,49 consolidated
sharein
Colombia
Cold Cuts

52,4% Biscuits

69,3% Chocolate confectionery
56,6% Hot chocolates

28,4% Milk modifiers

48,1% Nuts

49,1% Ground coffee

39,9% Soluble coffee

Pastas

**New full market estimation model, which integrates several of Nielsen’s sources of information
RMS, HomeScan, industry coverage matrix and crowdsourcing). Includes Discounters and Direct
Sales, among other, and excludes institutional and wholesalers.

*Powdered drink mix products

In Chile
PDMP*
Pastas
Coffee

Potato
chips

In Mexico
PDMP*

In the hamburgers and steakhouse
categories in Colombia.
Inice cream shops in Costa Rica
and the Dominican Republic.

Differentiators of our business model

We promote participative environments,
the development of skills focused on
both being and doing, the acknowledg-
ment of achievements, the construction
of a culture of leadership, and a balanced
lifestyle for our people.

Business structure [Gri 102-24]

&

Our brands

Our brands are leaders in the markets where
we participate as they are widely recognized
and cherished; they nourish, generate we-
ll-being and have become a part of people’s

daily lifestyle, with the best price-value ratio.

Grupo Nutresa’s sales by channel

43%: 13,8%

® Traditional (convenience
stores and minimarkets)

Supermarket chains
® Alternative

® Retail Food
Institutions — Food Service
Industrial
. Employees
W 45.803
Points of sale 27.3% 72.7%
1.425.141 Internacional Colombia

Sales people: 9.235

(Direct employees, third-party
employees and apprentices)

Y
Novaventa network
192.666

Individual entrepreneurs

36,2% 63,8%
Women Men

(Direct employees and apprentices)

Our broad distribution network and market entry
capabilities, with a product offer that is organized
by channels and segments and with specialized
service teams, allow us to have an excellent pro-
duct availability in terms of frequency, as well as a

close relationship with our customers.

DIGITAL TRANSFORMATION
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Main risks of our business model

¢ 5

Changes inregulations
related to both nutrition
and health in the countries

Volatility in commodity
prices and
exchange rates.

where we operate.

Negative impact of
a highly competitive
environment on the

Businesses.

Grupo Nutresa is advancing in its digital transformation process as a
fundamental part of an assertive, proactive and innovative corporate
model, based on the development of key initiatives that enable it to evolve
and offer better experiences to both shoppers and consumers.

Exploration Projects of Market Talent and
of new capabilities entry culture
technologies under evolution capabilities

development

| |
& L &

Our long-term commitment

Our goal: between 12% and
14% of the EBITDA margin

To achieve this goal, we offer our consumers
food products and experiences from highly
recognized and appreciated brands. Our pro-
ducts nourish, generate well-being and plea-

i Dupllcate

sales:

sure, have the best price-value ratio, are wi-
dely available in our strategic region, and are
managed by talented, innovative, committed
and responsible people who contribute to a
comprehensive sustainable development.




RESULTS 2019

Of our strategic goals for 2020

Employees who
participated in awa-
reness-raising and
training activities
focused on preven-
ting money launde-
ring and terrorism
financing:

+10.700

Employees from the
strategic region trai-

) nedinrisk, crisis and
business continuity
management:

+2.000

Building
a better
society

Capability-
development
projects:
2019: 945
2018:879 @

Employees with
disabilities:
2019: 223
2018:199 @

20

discussion sessions
focused on Human
Rights

Investment in
communities:
2079:90.818
2018:70.972 ®

Employees who
received training on
the Code of Corpo-
rate Governance:

+15.500
120 risk,

crisis and busi-
ness continuity
management
workshops,
talks and
simulations.

Innovative
success
stories per
employee:

0,3

Development of
L]
communities:

1.000
projects

Packaging
materials:

-12%

Use of

cleaner energy:

100%

Acting with
integrity

oS < A‘“ABLE DE VEL op

¥

GROWING
VALUE
GENERATION

Products with
GDA labeling:

2019: 88,7%
2018: 86,4% ©

Promoting a

healthy lifestyle

64,',

CTIVEINNOY,
¢® 4 Tro,

Portfolio with nutritional standards:
Multiplying by 2,5 the product portfolio

that complies with our nutritional profile
standards, based on innovation and
renewal.

Greenhouse gases:
-33%

COP million
Managing the value
chain responsibly
Accident Customer Investment in quality
frequency rate: satisfactionindex  oflife, training and aids
2019:1,66  inColombia: for employees:
2018:1,53 @ 2019: 87,7% 2019:106.225

Sourcing from
local suppliers:
2019: 81,1%
2018:83,0% ©

MEMBER OF

Dow Jones

Sustainability Indices
SAM

2018:89,0% O

Organizational
climate:

2019: 83,0%
2018:83,0% ©

In collaboration wWith .usimses

2018:104.389 ®
COP million

Sustainability Award
(e A M | Silver Class 2020

Volume of sales that
meets Nutresa’s
nutritional profile:

2019: 69,3%
2018:68,2% @

3.216

Product items
fulfill the Nutresa
nutritional profile.

Sales of
innovative
products:

15%

Remaining
in the D)SI

Water
consumption:

-30%

Energy
consumption:

-25%

Waste recovery
and reuse:

90%

Products manufactured
in certified centers:

2019: 88,2%
2018:84,6% ©®

Fostering
profitable
growth and
effective
innovation

Variation in
productivity:
2019: 4,9%
2018:3,2% @

Innovative success
stories per employee:
2019: 0,21
2018:0,21©

Sales of new
products*:

2019: 22,4%
2018:21,5% @

Brands with sales
over USD 50 million:
2019:18
2018:18©

*Measurement of the
pastthreeyears.

Reducing the environmental impact
of the operations and products

Energy consumption
reduction®

2019: =22,7%
2018: -20,4% @

Reduction in the
consumption of
packaging materials*:
2019: =2,1%
2018:-0,7% @

Greenhouse gas
emission reduction*":
2019: =46,2%
2018: -43,7% ®

Investment in
environmental
management actions
in the strategic region:

2019: 25.51M

2018:30.078 @
COP million

Emisor l

Water consumption
reduction™:

2019: =31,4%
2018: -29,2% ®

*In relation to 2010.
Perton producedin
Colombia.

'"This reduction isre-
lated to the supply of
certified green energy,
which is considered to
be emissions free.

Comprometido

“The Issuer Acknowledgment awarded by Bol-
sade Valores de ColombiaS.A. (the Colombian
Stock Exchange) is not a certification of the
favorability of the registered securities nor of
theissuer’s solvency.”



PROFITABLE GROWTH

[GRI 102-7]
- Tresmontes Retail Ice
@ Increased Biscuits Cold Cuts Chocolates Coffee Lucchetti Food Cream Pastas
@ Decreased . /5\\ @ . ‘
\2/ \- -
2,029 1.823 1912 1.850 1.677 1.553 1210 986 1.042 995 815 738 476 444 343 302
9.959
Total 2018:9.016
sales Increased I I I l
COPthousand @10'5% . . . -
million 2019 2018 2019 2018 2019 2018 2019 2018 2019 2018 2019 2018 2019 2018 2019 2018
®1,3% ®3,4% ® 8,0% ©® 22,8% ® a,8% ®10,4% ®17,0% ®13,6%
277 244 238 228 232 250 141 99 142 129 184 85 68 54 43 33
1.347
2018:1.126
EBITDA Increased
COP thousand ©19,6% . | ] -
ilion - 2019 2018 2019 2018 2019 2018 2019 2018 2019 2018 2019 2018 2019 2018 2019 2018
Margin 2019 ®13,5% ®4,2% ® -7,0% ® 43,5% ®9,7% ON157% 250% ®32,7%
13,5% =
Margin 2018 S 2019:13,6% = 2019:12,4% 2019:13,8% = 2019:11,7%  2019:13,6%  2019:22,6% = 2019: 14,2% 2019: 12,6%
12 59, 2 2018:13,4%  2018:12,3% 2018:16,1% 2018:10,0% = 2018:13,0% = 2018:11,6% 2018:12,2% 2018:10,8%
5%
60204 980 898 1734 1682 1011 955 660 623 563 521 476 444 340 300
salesi 2018:5.737
ales in
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Colombia ©81% I I I I Not
COP thousand Vo —o1e I I [ N applicable H W H N ]
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yd /0
Volume 2018 ®91% ®31% ©5,8% © 6,0% © 8,0% ©®17,0% ©13,5%
21%
Percentage of _
total sales: Price 2019 2019 2018 | 2019 2018 | 2019 2018 = 2019 2018 No 2019 2018 2019 2018
62.3% 1.2% Vol. 8,4% -1,2% 3,6% 09%  3,4% 3,5% 59% 2,4% 3,0% 4,2% 10,2% 0,7%
e e Price 0,6% 3,6% -0,4% 04% = 2,4% 04% = 01% 23% apIica 4,0% 07% 3,0% 1,6%
Price 2018
2,0%
1142 319 313 54 57 202 201 166 123 318 338 77 73
2018:1.109
Sales Increased
abroad ©3,0% I I B " m Not Not
USD mill
et P 2019 2018 2019 2018 2019 2018 2019 2018 2019 2018 2019 2018 applicable applicable
ercentage
ftotal sales:
3% G21%  ©-s0% Oosw 0% O-s8%  ©88%
Variation in the prices and volumes without data from the Retail Food Business.
Percentage of Percentage of
o
sales by Business EBITDA by Business
3,4% 1,8%
48% 4'i5% 3,2%3
f ) i ® Biscuits
: ® Cold Cuts
@® Chocolates
® Coffee
® TMLUC
® Retail Food
. Sales ?f ® Ice Cream
innovative Pastas
products : ® Other §
(% on total sales) : ; A i i
! | ; 10,5% ! ! :
122%  16.8% 19,2% 105% 17.2% 17,6%
O,
22,4%
. ° o ge ° og @
2018:21,5% Diversification of commodities - oo.cioncosi%
2017:20,2%
\ J @ @ ®
14,9% 389% Includes
Packaging 7,7% 72% 4,5% 27% 1,6% , !
materials: Wheat  Pork Sugar Beef  Poultry Other  direct labor, IMC

(indirect manu-
facturing costs)
and other minor
commodities.

EE | TTE (T
(9] o ©

11,2% 5,2% 3,5%
Coffee Cocoa Oils

2,6%
Milk

Further information:

Y FIND MORE INFORMATION AT http://informe2019.gruponutresa.com/pdt/informe_2019.pdf

The scope and the results of our work are described in the assurance
report, which can be found at this website: http://informe2019.
gruponutresa.com/pdf/informe_de_verificacion.pdf.

With the purpose of forming a broader and deeper
opinion on the actions carried out and the results
obtained by Grupo NutresaS. A. in relation to its
economic, social and environmental performance, please
read the Grupo NutresaS. A. Integrated Report as well.

The information included in this executive summary is
consistent with the information contained in the Grupo
NutresaS. A. Integrated Report, which is available at
http://informe2019.gruponutresa.com/pdf/informe
integrado_2019.pdFf.

KPMG Advisory Services S. A.S. | March 2020.
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In Grupo Nutresa, we celebrate our 100th
anniversary by acknowledging our
stakeholders, who have made possible what
we have achieved and what we will achieve
in our near future.

You represent the value of our present
and the inspiration for our future.

We will celebrate our commitment to this future in 2020
as we are convinced that only by being united we will be able
to keep building A Future Together.

Scan the code and tell us about your commitment.




Communities
Commitment

)

Beatriz Elena Muiioz Arenas
Principal of the Los Micos Rural Education
Center in Colombia.

“Grupo Nutresa contributes to strengthening

and guiding educational and social processes.

Its support is essential because, by putting the
communities first, it identifies the most relevant
needs. We now have a clear understanding of the
methodological strategies the Organization has
taught us to make social, community-related,
academic and pedagogical interventions. Today,
were are an institution that is going along the right
path, having restored its credibility in our society.”

r—y

Future @

5 Suppliers

°

Apolinar Mosquera
Chairman of Asoagriac, project Cocoa Agro-Business
Connection, Urabd, Colombia

“For me, everything | have learned from Grupo
Nutresa has been very important because it
means progress for my cocoa production unit.
What we are doing right now, while learning

from good practices, is to think about the future,
listening, embracing the best ideas and growing.”

Balance J

Employees

o

Jenniffer Soreyn Ziiiga Garcia
Employee from the Biscuits Business, Guatemala

“Balance and harmony are reflected on the work
environment, on how important my well-being as an
employee is for Grupo Nutresa, and on the opportunity |
have to grow both professionally and personally. This is

a company that trusts the job | do and lets me take on a
leadership role. Additionally, with the social and corporate
responsibility campaigns promoted by Grupo Nutresa, we
are achieving a positive balance for everyone.”
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Inclusion e

Employees

Diana Cristina
Saldarriaga Zapata

Employee from the Coffee Business, Colombia

“Many people with disabilities end up staying
home doing nothing, but Grupo Nutresa has
given us the chance to feel as equals. Being an
employee of this Organization has allowed me to
learn new things every day, teach others about
the processes and receive the support from many
people. The fact of working for Grupo Nutresa
lets me enjoy plenty of time with my family,
allows me to pay for my house, support my mom,
and give my baby everything she needs.”

Tr rthin
ustworthiness Shareholders

)

Francisco Javier Yepes Arango
Shareholder, Colombia

“Investing in Grupo Nutresa means trustworthiness and
soundness. | feel confident they are doing things right
and that they care about the adequate nourishment

of consumers and the necessary protection of the
environment. Owning stock in the Organization is also a
way of saving and creating awareness about the reality we
are currently living. It is a company where you know there
is transparency, as well as noble and clear aspirations.”

Nutrition

° Consumers
and shoppers

o

Lina Maria Torres Montoya
Consumer, Colombia

“I'am aware of the importance of healthy and balanced eating
habits because | am a sportswoman and | need to know my
body and have a clear understanding of what helps me to have
a better performance. Having a balanced diet means you have
to understand what you should eat and at what time of the
day. Grupo Nutresa offers a portfolio of the products | need
with wholemeal, low-sugar and fiber-rich components.”




Well-being

Customers

Elcy Beatriz Clavijo Estrada
Manager of La Palma, a small grocery store in Colombia

“For me, fFamily, friends and work represent well-
being, as well as being able to sell Grupo Nutresa’s
products, which are widely recognized and loved
by people because they mean savings, quality,
support and reliability.”

Prosperity @

Suppliers

Luis Andrés Arcila Piedrahita
CEO of Piloto S. A. S., one of Grupo Nutresa’s Exemplary
Suppliers, Colombia

“We have grown hand in hand with Grupo Nutresa
because it demands a great deal from us, but it also
provides us with a strong and comprehensive support so
that we can fulfill and exceed high standards. We have
found in Grupo Nutresa a partner that listens to and
helps us in solving problems so that we can be part of a
productive chain that produces the best shared results.”

Customers

Lina Maria Sastoque Londoino
Novaventa’s individual entrepreneur, Colombia

“For me, Grupo Nutresa is like a shelter that enables me to
make progress and grow. Being one of Novaventa’s indivi-
dual entrepreneurs allows me to save, get the things | need
and help people to buy high-quality products. When peo-
ple see that | am happy and proud, they want to become
leaders just like | have. | know | am making progress when |
am on the right track to fulfilling my goals and dreams.”




Corporate Contacts [GRI 102-53]

Maria Adelaida Arango Hoyos
Vice-President of Sustainable Development, Grupo Nutresa
marangodserviciosnutresa.com

Catherine Chacén Navarro
Investor Relations Director, Grupo Nutresa
cchacon@®gruponutresa.com

Claudia Rivera Marin
Sustainability Director, Grupo Nutresa
cprivera@serviciosnutresa.com

For questions and comments on the report and its contents,
please get in touch with:

Santiago Garcia Ochoa
Sustainability Specialist
sgarcia@serviciosnutresa.com

Conceptualization, graphics architecture, journalistic editing,
design and production:

Taller de Edicién S.A.

www.tallerdeedicion.co

Photography:

Mauricio Granados Osorio
100th anniversary manifest photographies

Alfonso Posada Lalinde
Board of Directors, Management Team and Testimonials
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ABOUT THIS
INTEGRATED REPORT

Grupo Nutresa has prepared the Integrated Report
2019 [GRI 102-1] [GRI 102-50] to share with its
stakeholders how the Organization manages risks
and opportunities of the material issues that can im-
pact the capacity to create value to the society. The
Report comprises the main sustainability achieve-
ments, accomplished between)anuary 1and Decem-
ber 31, 2019. It also contains the future projections
that will enable the Organization to share moments
with its stakeholders for another 100 years.

The Integrated Report was designed with the
purpose of communicating the Company’s strategy,
management work, future outlook and success sto-
ries. Additionally, it includes indicators that reflect
how the Organization contributes to the fulfillment
of nine of the Sustainable Development Goals (SDGs
1,2,4,8,9, 12,13, 16 and 17) [GRI 102-12], which
are related to each one of Grupo Nutresa’s six stra-
tegic priorities regarding sustainability: Acting with
integrity, Fostering profitable growth and effective
innovation, Promoting healthy lifestyles, Managing
the value chain responsibly, Building a better socie-
ty, and Reducing the environmental impact of the
operations and products. The Report also includes
the progress related to the fulfillment of the ten
principles of the Global Compact, thus representing
the eleventh progress report submitted to the Uni-
ted Nations [GRI 102-12].

This document was prepared in accordance with
the standard (Comprehensive option) published by
the GRI (Global Reporting Initiative), and with the
food sector supplement of the G4 guide [GRI 102-
54]. In addition, it incorporates the principles and
elements of the International Integrated Reporting
Council’s framework (1IRC), and it covers 21 relevant
topics from the social, environmental and economic
dimensions from all the countries where Grupo Nu-
tresa has significant operations, except for Vene-
zuela, for which only the financial data, the number
of employees and number of manufacture opera-
tions were included [GRI 103-1].

READING GUIDE

General contents [GRI 101-3]
Material topics [GRI1 301-1] [G4-FP1]
Sustainable Development Goals SDG [ODS 16]

For an easier understanding by the readers, a
specific format has been defined with the purpose
of enabling a clear identification of the basic GRI
contents in relation to each material topic and the
Sustainable Development Goals to which they are
connected. This document is available in its entirety
on the Company’s website, both in English and
Spanish (http://informe2019.gruponutresa.com/)

About this Integrated Report

This report is inspired by
Grupo Nutresa’s 100-year
Manifest. Scan this code
and find out about it.

f\’ N )2 A
129 >(* | FUTURE
YEARS ' nutresa TOGETHER

For this report, data on [GRI 205-3]
[GRI 102-48] was restated, by di-
fferentiation between corruption
cases and acts against the Code of
Corporate Governance, as well as the
methodology to consolidate leave
days and fatalities [GRI 403-9] [GRI
403-10] [GRI 102-49] . This docu-
ment does not contain information related to the en-
vironmental performance of the Cold Cuts Business’s
production plants located in Santa Rosa de Osos, An-
tioquia, and of the Ice Cream Business’s production
plant located in Armenia, Quindio. It does not incor-
porate data from the Retail Food Business with regard
to topics such as Nutrition and healthy lifestyles, and
it does not include information regarding the Biscuits
Business’s production plant located in Cumaral, Meta.

The financial information of Grupo Nutresa and its
subordinated companies is prepared in accordance with
the International Financial Reporting Standards (IFRS)
approved in Colombia and with all other legal provisions
issued by the surveillance and control agencies. The
subsidiaries follow the accounting practices and policies
adopted by the Parent Company, and in the case of the
subordinate companies located outside Colombia they
do not substantially differ from the accounting practices
used in the countries of origin or their practices and po-
licies have been standardized in the case of those that
have a significant impact on the consolidated financial
statements. All this information has been audited by Pri-
cewaterhouseCoopers [GRI 102-56].

The non-Ffinancial information is verified by KPMG
Advisory y Tax & Legal [GRI 102-56], an independent
auditing firm that abides by the guidelines of the ISAE
3000 international standard, whose report has conclu-
dedthat the information is presented in accordance with
the Comprehensive option of the GRI standards.
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ENGAGEMENT MVODEL

[GRI 102-21] [GRI 102-40] [GRI 102-42] [GRI 102-43]

Grupo Nutresa contributes to the development of
humanity by acting uprightly and transcendently,
with the ultimate goal of being a people-cente-
red Organization. The Company has been actively
fostering diverse capabilities among its emplo-
yees to enhance the necessary skills for managing
the stakeholders, enabling the development of an
effective engagement and promoting a construc-
tive and participative long-term dialog. This is a
constant and progressive process that will allow
enriching the materiality analysis and strengthe-
ning the sustainability management work.

As its fundamental premise, and according to
the guidelines of the AA1000 international stan-

dard, Grupo Nutresa applies the essential princi-
ples of engagement: inclusiveness, materiality, im-
pact and response capacity in all the relations with
its stakeholders. The purpose of this action is to
reinforce the processes focused on the identifica-
tion, prioritization and effective engagement with
its stakeholders; to foster a constructive and par-
ticipative long-term dialog that enables knowing
and documenting their expectations in a dynamic
and assertive way; to consolidate the relevant fin-
dings that make the revision of the materiality ma-
trix’s validity term possible when necessary; and to
adapt the work plans of the Businesses.

STAGES AND PHASES OF GRUPO NUTRESA’'S ENGAGEMENT MODEL

The Company implemented the engagement model in the Coffee, Ice Cream and Cold Cuts Businesses,

with the neighboring communities of Medellin, Bogota and Aguachica (Colombia) as the intervention focal points.

o)

)

/;>

Understanding Connecting

1

U

Acting
reporting

&

%

Monitoring and

Identification and
characterization of
both stakeholders
and sub-
stakeholders

External mapping
and prioritization of
stakeholders

@%

Definition of the
engagement scope
and maturity

(1)
S5

Analysis of findings

Engagement plan

Follow-up, evaluation
and yearly reporting
of the engagement

o actions

©

Engagement plan
validation

e

&

Engagement
mechanisms



Engagement model

ENGAGEMENT PURPOSE

Suppliers

To strengthen and develop our
suppliers and contractors as
partners in the sourcing chain

with the aim of enhancing the Government
mutual growth and ensuring an To contribute to the
adequate and timely supply for development of public
our Organization. policy proposals that

favor the progress of
the entire society.

Customers

To offer differentiated value propo-
sitions consisting of reliable products
and leading brands that enable their
growth, capability development,
satisfaction and loyalty.

Employees

To promote environments of

adequate communication, par-

ticipation and volunteer work

Gru po that §trengthen tru.stworthy
relations and contribute to

n u tresa the improvement of organiza-
tional practices that enhance

the employees’ quality of life,

development and productivity.

Consumers
and shoppers

To contribute to the improvement
of the quality of life of our shop-
pers and consumers by means of
memorable brand experiences and
differentiated value propositions
that meet their nutrition, well-

o ness and enjoyment needs, thus

creating a connection with their

motivations and purposes.

Shareholders
Communities To create sustainable economic value in a
To strengthen the development of ca- trust-based environment with our sharehold-
pabilities and the self-management of ers and investors by applying good corporate
the communities with the promotion governance practices and timely disclosing
of alliances and the mobilization of relevant information.

tangible and intangible resources.
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MATERIALITY ANALYSIS (cri102-461 6ri 102-471

With the purpose of identifying the sus-
tainability trends that might have a major
impact on the Organization’s ability to ge-
nerate value in the short, medium and long
term, Grupo Nutresa has been conducting
its materiality analysis since 2011.

For this process, the Company con-
siders the opinions and priorities of its
most relevant stakeholders, as well as the
global risks and the emerging issues from
the food, restaurants and omni-channel
company sectors. Additionally, the Orga-
nization performs benchmarking exerci-
ses with international peers from the in-
dustry, and considers assessment criteria
established by different sustainability
monitors and rankings.

© Impact on the Organization: based on the

The materiality matrix was updated in 2013 and
2015, and its scope was expanded in 2017 and
2018.During the last analysis, 23 relevant topics
were identified, 18 of which were classified as
high-impact or material topics. For said classi- continuously strives to
fication, the following aspects were assessed:

Grupo Nutresa

be a people-centered
organization. That is
why it Fosters diverse
capabilities that
enable its employees
to perform an optimal
management of the
matters related to its
stakeholders.

strategy, the strategic goals for 2020, the
corporate risks and the business differentia-
tors, among others.

Importance for the stakeholders: ba-

sed on discussion sessions, surveys and
interviews conducted with the stakeholders
in eight countries: Chile, Colombia, Costa
Rica, United States, Mexico, Panama, Peru
and the Dominican Republic.

MILESTONES (MATERIALITY AND ENGAGEMENT MODEL)

2008 201

Presentation of the first
sustainability report,
aligned with the criteria
of the Global Reporting
Initiative (GRI).

Grupo Nutresa
performed its
first materiality
analysis in
Colombia.

© © ©

2013 2015 2017

Second Revision and expansion Materiality analysis

update of the of the materiality coverage extension to
materiality scope, including Chile, cover Panama, Peru
matrix. Colombia, Costa Rica, and the Dominican

United States and Mexico. Republic.
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Water resource
management

Energy

Climate change

Air quality

Waste management

Packaging and
post-consumption

&

2018

2018

&

2019

Formulation of the
model for good prac-
tices and engagement
with the stakeholders.

Development of purposeful and
joint-construction communica-
tions with suppliers within the
framework of Grupo Nutresa’s
annual Exemplary Supplier ac-
knowledgment event.

Implementation of the engage-
ment model in the Coffee, Ice
Cream and Cold Cuts Businesses,
with the neighboring communities
as the intervention focal point.

2019

Creation of four
strategic engagement
committees for the
Businesses.
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GRUPO NUTRESA AND ITS COMMITMENT 10 THE
SUSTAINABLE DEVELOPMENT GOALS (5DGYS)

The adoption of the Sustainable Development
Goals established by the United Nationsisare-
levant topicin the global work agenda, especia-
lly in Latin America, where countries and their
governments submit yearly national reports on
the progress regarding their implementation.
To achieve a greater contribution to the fulfill-
ment of these goals, Grupo Nutresa has aligned
its sustainability strategy with the 2030 Agen-
da for Sustainable Development, a 15-year plan
in favor of people, the planet and prosperity.
Thus, the Organization’s programs, work me-
thodologies and metrics are intended to make
progress in the accomplishment of the SDGs.
Grupo Nutresais aware of the role of private
companies in the successful fulfillment of this
set of goals, and of the fact that its actions add

To understand

Organization’s 2.062

contribution
Small farmers who have

to the global
agenda, the SDG received training in socio-
number and entrepreneurial matters.

therelated goal

are included as Employment generation

follows: 29.180  16.623
Direct Indirect

@ employees employees.
and

apprentices.

40,6

Average hours
of training per
employee.

COP 106.225
million

Invested in quality of
life, training and aids
for employees.

13

Matrices of Human
Rights risks in Grupo
Nutresa.

Safe work environment
1,45

Lost-time injury
frequency rate

(LTIFR) x 200.000
worked hours

l

0,34

value to the process of advancing into a natu-
ral transition toward a more sustainable deve-
lopment. The goals that have been prioritized
by the Company, that is, those for which it can
make a more effective contribution are: SDG 1
(No poverty), SDG 2 (Zero Hunger), SDG 4 (Qua-
lity education), SDG 8 (Decent work and econo-
mic growth), SDG 9 (Industry, innovation and
infrastructure), SDG 12 (Responsible consump-
tion and production), SDG 13 (Climate action),
SDG 16 (Peace, justice and strong institutions),
and SDG 17 (Partnerships for the goals).

The Organization has selected the following
indicators to report its progress in relation
to the attainment of the goals established
in the agenda for 2030.

443 17
Schools benefited Industrial designs
through Grupo Nutresa’s and patents.

programs.
0,54%

431 Of sales invested

Education institutions in R&D+i.

benefited with a

satisfactory performance 272

in the countrywide People working
standardized tests. on R&D+i.

22,4%
°

73,9%
Average institutional
quality performance.

406

Sales of new products.

+10.700

Employees trained

in the prevention of
money laundering and
terrorism financing.

COP 9.606 million
Social investment

in the Colombian
post-conflict stage.

Teachers who have
received training related
to the integration of
technology into classroom
practices.

o

Absenteeism rate

due to occupational
illnesses (OIFR2) x
200.000 worked hours




(1)

COP 337,6 million
Average annual income
of producer associations
from sales to Grupo
Nutresa.

COP90.818
million

Social investment
in the communities.

Grupo Nutresa works
in a collaborative
manner with both
governmental and
private entities,
non-governmental
organizations (NGOs),
among other, with
the aim of boosting
its programs and the

fulfillment of the SDGs.

Commitment to the sustainable development goals

GO GO I G

-46,2%
Greenhouse gas
emission reduction.®

98,5%
Use of cleaner
energy.

-31,4%
Water
consumption
reduction.*

-22,7%
Energy

consumption
reduction.*

COP 25.511,3
million
Investment in

1.052 tons

Of products
delivered to food
banks in Colombia.

77,5%
Closed-cycle
packaging materials

environmental used.
11.475 management -2,1%
Volunteers. @ actions in Reduction in the
Colombia. consumption of
37.220

packaging materials.*

89,2%

Waste recovery.*

Hours invested in

volunteer work. RTNERSHIPS
v @‘\;;!\‘1’\':5 GOALS

an®
[ RTTILLLLL
.

o

®
Reducing the
environmental
impact of the

operations and
products
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g o
| N
Fostering profitable

growth and effective
innovation

Acting
with integrity

RASTRUCTURE

Promoting
a healthy
lifestyle
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>
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w
=
=2
=
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the value chain
responsibly

+589.000

People benefited through
food banks in Colombia.

COP 861.067 million

Sales of products enriched with
macro and micro-nutrients
lacking in the strategic region.

*In relation to 2010. Per ton produced in Colombia.
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SPECIAL REPORT
OF THE BUSINESS GROUP

By the end of 2019, the Nutresa Business Group was for-
med by 74 companies, grouped as follows for administra-
tive purposes: eight food Businesses and their production
platforms in Colombia and abroad; an international distri- E
mployee from the
bution network; four local distribution companies; and four Pastas Business,
companies that render administrative, logistical and trans- Colombia.
port services, which provide the corresponding support to
the Group’s companies.
In compliance with the provisions of the Colombian
laws, particularly Article 29 of Act 222 of 1995, Grupo Nu-
tresa S. A,, as the parent company of the Business Group,
received from its subordinates for the sales of goods and
services the sum of COP 2.75 billion, and the amount of
COP 262.36 billion as dividends. Throughout 2019, to secure the financial obliga-
tions of its subordinates, Grupo Nutresa allocated endorsements and guarantees
for COP 644.0 billion and COP 167.31 billion, accordingly. The subordinates, for
their part, did not carry out operations for third parties by influence or in the in-
terest of the parent company.
Moreover, in 2019, Grupo Nutresa S.A. did not make or stopped making deci-
sions to address the interest or by influence of any of its subordinate companies,
and none of them made or stopped making decisions to address the interest or by
influence of Grupo Nutresa S. A.



LEGAL PROVISIONS

Grupo Nutresa y sus subordinadas dier-
on Grupo Nutresa and its subordinates
strictly complied with all intellectual
property and copyright regulations, their
trademarks are duly registered, and they
allown therespective licenses of the soft-
ware installed at all facilities and keep the
corresponding evidence that allows to
verify such compliance.

In 2019, the Organization did not re-
ceive any notices of lawsuits and there
were no judicial rulings that could signifi-
cantly affect its financial condition. No fi-
nes or significant penalties were imposed
on Grupo Nutresa’s companies or their
executive managers.

The Note 17 of Grupo Nutresa’s se-
parate financial statements, which are
published on our website, contains all the
details of the operations with sharehol-
ders and the persons addressed in the Ar-
ticle 47 of Act 222 of 1995 and other con-
cordant regulations. All such operations
were carried out under market conditions.

The Company declares that it did not
hinder the free circulation of invoices
issued by the Business Group’s vendors
or suppliers. Additionally, the Company
certifies that the financial statements
and other relevant reports do not con-
tain any flaws, inaccuracies or errors
that would impede finding out the true
equity situation of the Company, pur-
suant to the provisions of the Article 46
of Act 964 of 2005.

Special report of the business group

Grupo Nutresa ensures

an adequate and timely disclosure to
its shareholders, the market and the
general public.

ASSESSMENT OF THE
PERFORMANCE OF THE
INFORMATION DISCLOSURE
AND FINANCIAL INFORMATION
CONTROL SYSTEMS
Grupo Nutresa’s internal control system in-
cludes the necessary resources to guaran-
tee the verifiability, reasonableness and re-
liability of the information required to plan,
direct, control, measure and record the per-
formance of its businesses, and to ensure an
adequate and timely disclosure of financial
information to its shareholders, the market
and the general public.
This system includes, among other elements, comprehensive
risk management processes, accountability systems, control
plans and programs, tools for budgets and costs, chart of ac-
counts, standardized policies and procedures, integrated infor-
mation systems and templates for documenting and recording
operations, and indicators dashboards that for the continuous
monitoring of the processes carried out by the Administration.

Additionally, the Internal Audit Department verifies the fulfi-
llment of the Company’s goals and objectives and the protection,
utilization and conservation of its assets. The Tax Auditor, for its
part, is responsible for verifying and certifying relevant aspects
such as the compliance with legal, statutory and administrative
standards, the reasonableness of the Company’s financial state-
ments and the disclosures contained therein.

The results of the activities performed by the Internal Audit
Department and by the Tax Auditor are timely informed to the
corresponding authorities, which implement the required im-
provement measures.

The aforementioned activities confirm that the performan-
ce of the Company’s financial information disclosure and con-
trol systems is adequate and that, over the fiscal term, there
were no significant deficiencies in the design and operation
of these systems that could have kept the Company from ade-
quately arranging, recording, processing and presenting the
financial information, cases of fraud with an effect on the rea-
sonableness of such information, or significant changes in the
financial information assessment methodology.
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Throughout its history, Grupo
Nutresa has dreamed big and has
achieved its purpose based on the
trust of all the people surrounding
the Organization.

Throughout its history, Grupo Nutresa has dreamed big
and has achieved its purpose based on the trust of all the
people surrounding the Organization.

Currently, amid the celebration of our first one hun-
dredth anniversary, we are able to say that we are the
result of what we have shared with millions of people,
that is, the sum of our triumphs, learning experiences,
the challenges we have overcome and a great deal of
work well done.

Since the beginnings of the Company in 1920, a fra-
mework of action was established based on integrity,
respect for people and collaborative development, va-
lues that still govern our actions and enclose our corpo-
rate management model, where sustainable manage-
mentis the basis of a business that intends to transcend.

The progress of the communities and the protection
of our planet are major priorities for Grupo Nutresa and
they are directly related to the ability to manage the bu-
sinesses while addressing the expectations and needs
of our stakeholders. To achieve this, we strive in develo-
ping the proactive behavior and the analysis and inter-
pretation of trends, emerging global challenges, new te-
chnologies and swifts in the preferences of customers,
shoppers and consumers.

These capabilities are necessary to prosper in an in-
creasingly aware, changing and competitive world. We are convinced that the
sources of innovation and productivity that drive both value and competitive
advantage emerge from the solutions to the economic, social and environmen-
tal challenges of our society.

As a result of this conviction, for the first time in our history, we have been
acknowledged as the most sustainable food company in the world, according to
the Dow Jones Sustainability World Index 2019. We also maintain our position as
the most outstanding company in the Dow Jones Sustainability Emerging Mar-
kets Index and in the MILA Pacific Alliance Index, which are acknowledgments
to our search for social progress, economic development and the conservation
of the natural capital for future generations.

The results presented in this Integrated Report have been prepared in ac-
cordance with the framework of the International Integrated Reporting Council
(IIRC) and with the GRI standard (exhaustive option), abiding by international
guidelines and based on our materiality matrix.



Special report of the business group

In numbers

Sales of innovative
Grupo Nutresa sales products

REPRESENTED

62,3% N
SALES IN COLOMBIA
22,4%

OF TOTAL SALES

Consolidated market
share
55,4%

IN COLOMBIA

37,7% Social investment in

the strategic region

SALES ABROAD
copP
90.618
miillion
N N N o
10,5% 8,1% 3,0%
TOTAL SALES IN SALES
SALES COLOMBIA ABROAD
EBITDA
COP COP USD cop
9,96 6,20 1142 1,35
trillion trillion million trillion
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For further information, we invite you to review the printed
document and the supplementary information in full detail,
which are available on our website www.gruponutresa.com.

OUR CORPORATE PILLARS

Grupo Nutresa relies on a portfolio of widely recognized and

appreciated brands that contribute nutrition, well-being and

enjoyment, which are also led by a deeply talented and com-

mitted team.

© Our People: Grupo Nutresa permanently works on con-
solidating an organizational culture centered on the re-
cognition and respect for the being, inclusion, inspiring
leadership, and the promotion of a balanced life.

Throughout 2019, the Organization continued developing
constructive, challenging and inclusive work environments
with leaders that contribute to the comprehensive develop-
ment of people and inspire their coworkers to achieve the or-
ganizational purpose and the objectives of their work teams.

That is how we have reached levels of excellence in terms of

organizational climate and commitment, in addition to the consolidation of prac-
tices that promote a balanced life and people spending time with their families. As
of 2019, ten Grupo Nutresa companies hold the Familiarly Responsible Company
certification, and five hold the Healthy Organizations certification granted by the
Colombian Heart Foundation.

We kept promoting training programs that strengthen the sense of collectivity
and the inspiration to attain goals, which are key aspects within our organizational
leadership model. Additionally, we made progress in the development of capabili-
ties such as the receptiveness to transformation, the adaptability to change and the
swiftness in our actions, and we worked on the consolidation of healthy and safe
work environments.

We concluded the year by being the top company in terms of talent attraction
and loyalty in the Colombian food sector according to the “Merco Talento” results,
an acknowledgment that motivates us and reinforces our commitment to creating
greater and better development opportunities for our employees.

Understanding our consu-
mers, inspiring their lives,
working on improving their
well-being, being committed
to their nourishment are
aspects that give meaning

to the message: We are the
convergence of everyone.



Grupo Nutresa continued improving
processes and using new technologies
that allow us to consolidate our market
entry capabilities in order to be present
with the timeliness, affordability and
ubiquity required by our customers,
shoppers and consumers.

Special report of the business group

Brands with a superior purpose: Throughout 2019, Grupo Nu-
tresa continued strengthening its brands to make them increas-
ingly relevant and innovative. The Organization also accelerated
the expansion of its portfolio in fast-growing categories such as
coffee and healthy snacks, and adjusted the portfolio to make it
more efficient, dynamic and competitive. We now have 24 me-
ga-brands that hold the first and second places in the market
where they operate. All these achievements have been attained
based on a strategy centered on the deep understanding of cus-
tomers, consumers and shoppers.
Market entry capabilities: Grupo Nutresa continued improving
processes and using new technologies that allow us to consoli-
date our market entry capabilities in order to be present with the
timeliness, affordability and ubiquity required by our customers,
shoppers and consumers. Over the year, we reinforced the tra-
ditional channels and supermarkets by means of alliances and
projects that drive shared growth. Likewise, we accelerated the
positioning of our brands in new points of sale and enhanced the scope of fast-growing
channels such as Novaventa, the restaurant network and the institutional channel.

As of the date of this communication, Grupo Nutresa has a distribution network
that directly serves more than 1,4 million customers in the strategic region, reaches
more than four million consumers in Colombia through Novaventa’s network of indivi-
dual entrepreneurs, and has 842 restaurants across the region.

GROWING VALUE GENERATION

The financial results for 2019 reflect the application of a new accounting standard for
leases in the financial statements called “IFRS16 Leases,” which eliminates the distinc-
tion between operating and financial leases, proposing a unique presentation model.
The statement of financial position includes an account in the assets that represents
the right of use for the lease term and an account with its corresponding liabilities. The
profit and loss statement records the depreciation of the assets derived from the right
of use of the period and financial expenses associated with the liabilities derived from
the right of use.

In 2019, Grupo Nutresa exhibited an outstanding commercial dynamic, achieving
consolidated sales for COP 9,96 trillion, which represents a 10,5% growth over the sales
recorded the previous year. In Colombia, the revenue totaled COP 6,20 trillion, repre-
senting 62,3% of Grupo Nutresa’s consolidated sales and growing 8,1% with regard to
2018. More than 80% of this growth is driven by greater volumes recorded for all of the
Organization’s business units.

International sales in Colombian pesos amounted to 3,76 trillion, that is 14,5%
more than those of 2018, representing 37,7% of the total sales. Stated in dollars, these
sales totaled 1.142million, that is 3,0% higher than the previous year.

The gross profit for the period amounts to COP 4,4 trillion with a 0,8% decrease
in the gross margin compared to the same period in 2019, which was caused by the
increased costs of several commodities over the year.
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in 2019,
Grupo Nutresa exhibited an

outstanding commercial dynamic,
achieving consolidated sales for COP
9.96 trillion, which represents a 10.5%
growth over the sales recorded the

previous year.

The operating profit, which totaled COP 959.621 million, presented a
13,0% year-on-year increase. By excluding the effects of the applica-
tion of the IFRS16 standard, this result stands at COP 927.045 million,
showing a 9,2% increase.

Due to the greater revenue and an adequate cost and expense ma-
nagement, Grupo Nutresa reports a consolidated EBITDA of COP 1,35
trillion, with a sales margin of 13,5%. By excluding the effects of the
IFRS16 standard, the EBITDA stands at COP 1,2 trillion, with a 6,2%
growth and a margin on sales of 12,0%.

In the post-operative items, the Organization recorded a 22,2%
increase in the financial expenses due to the inclusion of the right-of-
use liabilities established by the IFRS16 standard. The expenses asso-
ciated with Grupo Nutresa’s debt interests declined as a result of lower
financing rates.

The operating profit stands at COP 506.388 million, growing 0,2%
in relation to the same period in 2018, and represents 5,1% of the consolidated sales. By
excluding the IFRS16 effect, it amounts to COP 533.810million, with a 5,6% growth and a
net sales margin of 5,4%.

In the Statement of Financial Position, Grupo Nutresa reports assets for COP 15,6 tri-
llion, with an increase of 15,7% when compared to 2018. This increase is mainly explained
by the fact of right-of-use assets being recorded based on the IFRS16 standard, a greater

The Company fosters
new technologies
such as exoskeletons,
which have the
purpose of preventing
musculoskeletal risks

among our employees.

generation of cash over the period, the capital gain from the acquisi-
tions of Cameron’s Coffee and Atlantic Food Service, and the appre-
ciation of our investments in Grupo Sura and Grupo Argos.

The total liabilities present a 34,1% increase, amounting to COP
7,0 trillion, mainly due to the fact of the right-of-use liabilities derived
from the transition to the IFRS16 standard, and due to the debt asso-
ciated with the aforementioned acquisitions.

The equity closed at COP 8,7 trillion, which represents an increase
of 4,2% compared to the equity recorded in 2018.

In terms of cash flow, the Organization reports positive results with
a free cash flow of COP 600.403 million, a free cash flow on sales in-
dicator that stood at 6,0% and a 1,2-fold free cash flow on net profit.

Throughout 2019, we continued making progress in the path
to fulfilling the objectives we have set for ourselves as an Organi-
zation in our MEGA 2020 (Great and Ambitious Goal for 2020). We
are getting the benefits of the continuous investment in our brands
over the years, with outstanding growth rates in 10 of the 14 zo-
nes of our strategic region, which represent 92% of the total sales.
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Eating habits and well-being

Our commitment to nourishment
drives us to be part of people’s
day-to-day lives and to ensure
the best price-value ratio.

The acceleration of our expansion into highly dynamic categories and
channels enables us to harness growth rates higher than the market
average, and our permanent search for operational excellence allows
us to operate with increased agility, efficiency and competitiveness.
Over the year, significant progress was made in multiple initiatives
from our productivity agenda. The following are some examples:
©  Ourcommitment to the comprehensive management of the expen-
diture was expedited, thus allowing us to reduce Grupo Nutresa’s
selling expenses on revenue comparatively by 70 basic points.!

o The utilization and efficiency of our production plants were increa-
sed through the cross-fertilization of products, thus boosting the
growth of existing assets.

o Significant progress was made in our brand rationalization model
throughout the strategic region with the aim of having a more po-
tent and specialized brand portfolio.

© Qur CapEx discipline culture was enhanced, achieving a CapEx/re-
venue indicator of 2,8%, where more than 30% of such investments
are focused on differentiated market entry capabilities that offer clear competitive advanta-
ges for the Organization.

All these actions were performed based on a responsible resource management framework,
prioritizing investments that bring about competitive advantages for Grupo Nutresa and
translate into better returns for our shareholders.

GRUPO NUTRESA S.A.INDIVIDUAL RESULTS

In compliance with the Colombian regulations, we report the individual results of Grupo Nutre-
sa S.A.: we recorded a net operating income of COP 515.139 million, from which COP 453.646
million correspond to the profit from the equity method of our investments in food companies
and COP 61.493 million correspond to dividends from the investment portfolio. Furthermore,
the net profit totaled COP 513.898 million.

INNOVATION AND OTHER RELEVANT PROJECTS

The strengthening of our innovation model “Imagix” was notewor-
thy throughout 2019. This model focuses on the management of
four priority aspects: processes and resources, organizational cul-
ture, portfolio evolution and ecosystem management.

Over the year, Grupo Nutresa increased the rhythm of the innova-
tions to exert a more agile response to the consumers’ needs, fo-
cusing its efforts on new products and categories, as well as on
the strengthening of processes and business models that allow the
Organization to succeed in the market. Additionally, we continued
incorporating new capabilities to foster a culture with a great-
er adaptability and involvement, as we are convinced that human
transformation is essential for having the flexibility and speed de-
manded by the new conditions.

"Based on the IFRS, the reduction amounts to 100 basic points.



With our Bénet

brand, Grupo Nutresa
strengthens the
nutrition and wellness
segment by means of
products such as soft
capsules, gums and
nutritional bars.

© Innovation Initiatives: In the context of product in-
novation, it is worth highlighting the launch of the product
portfolio under the new KIBO brand, which targets global
consumers and is aligned with the trends of aware lifes-
tyles and sustainable diets based on vegetable-origin in-
gredients. The Bénet brand continues venturing into new
categories such as vitamins for kids, powder protein and
nutritional bars, thus expanding its nutritious product pro-
posal centered on people’s wellness.

Grupo Nutresa’s innovation-driven sales in 2019 re-
presented 22,4% of its total sales, which is a result that
exceeds, for the fourth consecutive year, the goal set at
15% for 2020.

In terms of market entry capabilities, we maintained
our growth related to business models focused on the di-
rect contact with consumers, and on the customization of
the portfolio. In 2019, 16% of our sales were made throu-

gh differentiated channels that reach consumers directly and represented 23%

of Grupo Nutresa’s consolidated growth over the period.

© Relevant Projects: Throughout 2019, the Organization strengthened its share
in the coffee category by acquiring Cameron’s Coffee, a company based in the
United States, which is the country with the highest level of coffee consump-
tion in the world. Additionally, the Company consolidated its leadership in the
food service channel in Colombia with the acquisition of a majority interest in
the company Atlantic Food Service.

Through Nutresa Ventures, a fund created for investing in entrepreneurship
projects, we made two investments in companies focused on innovation and new
technologies. The first investment was made in a company that specializes in de-
veloping biotechnology-based products with a high protein content; and the se-
cond investment was focused on the research and understanding of the human
microbiome as a tool of knowledge for the development of customized products.

With these investments, we intend to incorporate and internalize cut-
ting-edge knowledge for the development of new markets, products and cate-
gories with new capabilities in aspects related to health and nutrition, market
entry capacity, productivity and sustainability.

o Digital Strategy: The transformation of the human being and the adequate
adoption and application of new technologies are key elements in the imple-
mentation of a constantly evolving digital strategy.
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Grupo Nutresa, being

aware of its responsibility,
further develops its nutritional
portfolio strategies and its
contribution to the adoption
of healthy lifestyles.

Our digital strategy was designed to strengthen the development
of new organizational capabilities, implementing and internalizing
new technologies through a process of experimentation, applica-
tion and adaptation.

Allthese actions are based on the fostering of an adaptive thou-
ght culture with methodologies, tools and new structures with the
aim of facilitating an agile adaptation.

NUTRITION, HEALTH AND WELL-BEING

Allthe global economy sectors undergo major transformations and
their products and, consequently, their business models evolve to
meet the new needs of their customers, shoppers and consumers.
For the food sector, the dynamics of change revolve around heal-
th, well-being and sustainability, which are aspects where the new

knowledge poses considerable transformation challenges.

Grupo Nutresa, being aware of its responsibility as a transfor-
mational leader, further developsits nutritional portfolio strategies
and its contribution to the adoption of healthy lifestyles.

Back in 2012, the Organization set itself to double its portfo-
lio of products that meet the Nutresa nutritional profile by 2020.
This goal was already fulfilled by 2013, so the Company decided to

multiply said portfolio by 2,5. We are glad to report that the goal has been exceeded again
one year in advance, as Grupo Nutresa currently has 3.216 product references that meet the
Nutresa nutritional profile. Additionally, our commitment to the constant improvement of
our products enables us to offer a meat product portfolio with lesser levels of nitrites and a

product line free of added nitrites.

In the context of product innovations, we continue expanding our
vegetable-based portfolio, nutritional supplements and products that
contribute to people’s well-being and health, such as: Quinua Doria, Ve-
ggie Bites, Veggie Burgers, Kibo, Tosh Artesanal, and the nutritional food
products and nutritional supplements of the Bénet product line.

NATURAL CAPITAL

The sustainability of the ecosystems is a priority for Grupo Nutresa and
allits stakeholders. The effects of climate change, the pressure related to
water resources, as well as the generation of waste throughout the value
chain are essential issues that must be addressed to ensure the sustai-
nability of our production processes and to foster the reduction of their
impact on our planet.

Therefore, in 2019, the Organization continued steering its investment
strategies and the transformation of its processes and business models
toward the fulfillment of the commitments to the reduction in the con-
sumption of water resources (-31,4%), energy resources (-22,7%), green-
house gas emissions (-46,2%) and waste generation in all of our operations
(-23,3%), all these reductions compared to the consumption in 2010.

Grupo Nutresa
fosters sustainable
development in its
sourcing chain.
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Opperar Colombia’s control
room, where the Company’s
vehicle fleet are monitored to
support and ensure the delivery
of our products according to
the estimated time frame.

In addition to these efforts for reducing the environmental impact, we have conti-
nued working on the identification of the risks in the sourcing of our main commodi-
ties in order to accelerate the most sustainable practices across the entire processed
food chain. The Company enhanced its knowledge on palm oil sustainability accor-
ding to the RSPO practices (Round table on sustainible palm oil), made progress in the
diagnosis of sustainable livestock farming in Colombia, and prepared jointly with the
WWF a handbook on the best practices with important contributions to the entire
meat chain in Colombia.

In the path to a circular economy, we participated in important discussions of pu-
blic policies related to the producer extended responsibility, and we accomplished the
consolidation of a pilot plan for recovering, recycling and reusing packaging materials.
This plan will be executed through an alliance with the National Business Association
of Colombia (abbreviated ANDI in Spanish) with the aim of creating a collective me-

thod for closing the cycle of packaging materials with multiple
agents from the value chain. Additionally, the Organization also
participated in similar efforts led by the Pacific Alliance Business
Council (abbreviated CEAP in Spanish).

Moreover, with the active involvement our employees and
their families, we made progress in strengthening a culture of
recovery and separation of flexible packaging materials. For
this purpose, we implemented the circular economy initiative
that we called “Ver de Vuelta” (Take them back), which was
designed and operated jointly with specifically suitable allies
in order to close the cycle of the post-consumption packaging
waste by collecting and transforming flexible materials into
school furniture elements.




Special report of the business group

Grupo Nutresa invested COP 8,02 billion
in training programs, focusing on

the development of sustainability-
related, innovation-driven and

digital capabilities.

SOCIAL CAPITAL

Contributing to a prosper society by means of the development
of capabilities focused on everyone’s progress and sustainabi-
lity is one of Grupo Nutresa’s most important priorities.

In the context of human capital, we develop increasingly
aware and upright leaders who have higher purposes for their
potential while contributing to the consolidation of long-las-
ting businesses.

In 2019, the Organization invested COP 8.016 million in
training programs, focusing on the development of digital,
analytical, sustainability-related and innovation-driven capa-
bilities. We incorporated adaptability as an enabling skill that
will allow us to have flexible and motivated talent that is also
open-minded to the permanent evolution of our setting.

In addition, the Company enhanced gender equality practi-
ces, which have enabled us to evolve toward becoming a diver-
seand inclusive.

In the dimension of food security, Grupo Nutresa has contributed to the food self-supply of urban and
rural communities, and to the reduction in the loss and waste of food in our value chain. With regard
to our customers and suppliers, we have supported their development and management in terms of
local and global competitiveness in such a way our support contributes to their progress and to pro-
ducing a positive impact on their quality of life and environment.

On these fronts, we have provided support with our own programs to more than 501 leaders, 887
contract auditors, around 1.059 suppliers and approximately 1.099 customers. The nourishment sys-
tems of low-income communities exchanged, consumed and sold more than 15.476 food servings, and
the 19 food banks in Colombia prevented the destruction of 1.052 tons of food products and gained
strength thanks to the support of Grupo Nutresa’s volunteer network. Through the implementation
of inclusive business strategies, more than 2.110 small customers and suppliers developed social and
business capabilities, improved their revenue and enhanced their community dynamics.

In addition, through Fundacién Nutresa, the Organization contributes to a high-quality education
that promotes healthy lifestyles and helps in addressing the global challenges.

© We Ffacilitated the development of pedagogical, leadership and manage-
ment capabilities among 1.134 academic directors and teachers from 378
public schools.

© Grupo Nutresa carried out activities focused on promoting healthy lifes-
tyles, having a positive impact on 1.726 students in Colombia and 2.295
students in Mexico and Chile.

All of these internal and external social management actions were possible
thanks to an investment of COP 197.043 million and the dedication of 11.475
volunteers. We are deeply committed to contributing to the construction of a
social framework based on trustworthiness and respect and focused on fos-
tering a productive dialog and social development.
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OUTLOOK

The year 2020 marks the conclusion of the MEGA we set for
ourselves as an organization in 2013, consisting of challenging
objectives with the aim of being a company that consistently
generates value for its stakeholders.

We will approach 2020 with a solid basis of installed capa-
cities, and with hope, motivation and determination to Fulfill
the dreams we have devised for ourselves.

We will remain focused on offering the best products and
experiences to our consumers with nutritious and convenient
alternatives aligned with their needs.

We will advance toward the digitalization of processes and bu-
siness models that enable us to be more competitive every day,
and we will enhance our Organization’s culture with an increasin-
gly humane, inclusive, transcending and inspiring leadership.

Our commitment with the goals still is our navigation chart,
motivated by the purpose of producing a positive impact on
society while managing the growth of our business and gene-

Contributing to a prosper
society by means of the
development of capabilities
focused on everyone’s progress
and sustainability is one of
Grupo Nutresa’s priorities.

rating value for our stakeholders.

Mauricio Reina Echeverri
Chairman of the Board of Directors

David Emilio Bojanini Garcia

Gonzalo Alberto Pérez Rojas

Jorge Mario Velasquez Jaramillo

Maria Clara Aristizabal Restrepo
Antonio Mario Celia Martinez-Aparicio
Jaime Alberto Palacio Botero

Cipriano Lépez Gonzélez

Carlos Ignacio Gallego Palacio
CEO of Grupo Nutresa
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Mauricio Reina
Echeverri

2007*

Associate Researcher,
Fedesarrollo

© PRIOR EXPERIENCE
Associate Director, Fedesarrollo.
Colombian Vice-Minister
of Foreign Trade.

© ACADEMIC BACKGROUND
Degree in Economics,
Universidad de los Andes.
Master’s degree in Economics,
Universidad de los Andes.
Master’s degree in International Relations,
Johns Hopkins University.

© OTHER BOARDS
Oleoducto Central S. A. —OCENSA —.

Jaime Alberto
Palacio Botero
2005*

CEO, ColdeplastS. A. S.
and Microplast S. A. S.

© PRIOR EXPERIENCE
Associate Executive Director,
Microplast S.A.

© ACADEMIC BACKGROUND
Degree in Business Administration,
Universidad Eafit.
Management studies focused
on marketing at Wharton
(University of Pennsylvania).
Advanced training in packaging
at the JICA (Japan).

© OTHER BOARDS
Colombian Association of Plastic
Industries, Acoplasticos.

Antonio Mario Celia
Martinez-Aparicio

2005*

Visiting lecturer (currently active)
at the London School of Economics.

© PRIOR EXPERIENCE
CEO, PromigasS. A.
CFO, Promigas S.A.
Executive Manager, Terpel del Norte.

© ACADEMIC BACKGROUND
Degree in Engineering, Worcester Polytechnic
Institute.
Executive studies at the MIT, Wharton, Univer-
sity of Pennsylvania, Universidad de Los Andes
and London School of Economics.

© OTHER BOARDS
Universidad del Norte Foundation,
Entrepreneurs for Education Foundation
(EXE), La Cueva Foundation, Foundation for
Higher Education and Development, “Ideas
para la Paz” (Ideas for Peace) Foundation,
Barranquilla Modern Art Museum,
Honorary Member of the Private Council for
Competitiveness.

o

Cipriano Lépez

Gonzdlez

2016*

Vice-President of Innovation and
Sustainability, Grupo Bancolombia.

© PRIOR EXPERIENCE
CEO, Industrias Haceb.
Chief Commercial Operations
Manager, Industrias Haceb.
Sales and Negotiation
Executive Director, Bavaria S. A.
Negotiation Executive Director,
Danone. Chief Planning and
Control Director, IMUSA.

© ACADEMIC BACKGROUND
Degree in Mechanical Engineering,
Universidad Pontificia Bolivariana.
Master’s degree in Business Administra-
tion, Bordeaux Business School.
Top Management and Strategic Leaders-
hip, Universidad de los Andes.
Advanced studies at Dartmouth College,
Stanford University, Harvard Univer-
sity, Notre Dame University, Wharton,
University of Pennsylvania, Johns Hopkins
University and Singularity University.
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© OTHER BOARDS
TuyaS. A, Eafit’s Board of Governors,
Bancolombia Foundation Council.
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2013«
Head of the Real Estate Business,
Grupo Argos S. A.

© PRIOR EXPERIENCE
Corporate Strategy Executive
Manager, Grupo Argos S. A.
Investor Relations Director,
Grupo Argos S. A.
Economic Research Executive
Director, Bolsay Renta S. A.

© ACADEMIC BACKGROUND
Degree in Economics focused on
Mathematical Economics, Universidad Eafit.
Master’s degree in Business Administration,
New York University.
Specialized studies in Finance
and Law, New York University.
Specialized studies in Finance,
Universidad Eafit.

© OTHER BOARDS
Eafit’s Board of Governors, Fondo
de Capital Privado Pactia S. A. S.

2005
CEO, Grupo de Inversiones
Suramericana S. A.

© PRIOR EXPERIENCE
CEO, Fondo de Pensiones y Cesantias
Proteccién S. A.
Actuarial Manager, Suramericana
de Seguros S. A.

© ACADEMIC BACKGROUND
Degree in Industrial Engineering,
Universidad de los Andes.
Master’s degree in Management
focused on Actuarial Studies,
University of Michigan.

© OTHER BOARDS
Grupo Argos, Grupo Bancolombia,
Suramericana, Sura Asset Management.

© ADVISORY BOARDS
Foundation for Antioquia’s Development
- Proantioquia, Entrepreneurs for the
Education Foundation (ExE), International
Corporation of Colombia, Private Council
for Competitiveness, Fedesarrollo,
Suramericana Foundation, Fundacién
Nutresa.



2007+
CEO, Suramericana S. A.

© PRIOR EXPERIENCE
Insurance and Capitalization
Executive Director,

Suramericana de Seguros S. A.

Corporate Business Executive
Director, Suramericana de
Seguros S. A.

© ACADEMIC BACKGROUND
Law Degree, Universidad
de Medellin.
Specialized insurance studies,
Swiss Re.

© OTHER BOARDS
BancolombiaS. A,, CelsiaS. A.

2019+
CEO, Grupo Argos S. A.

© PRIOR EXPERIENCE
CEO, Cementos Argos S. A.
Vice-President for the Caribbean
Region, Argos.
Vice-President of Logistics, Argos.
CEO, Cementos Paz del Rio.
General Manager, Cementos del Nare.

© ACADEMIC BACKGROUND
Degree in Civil Engineering, Escuela de
Ingenieria de Antioquia.
Specialized studies focused on the cement
industry, England.
Participated in CEO’s Management
Program offered by the Kellogg School of
Management and in Stanford University’s
Supply Chain Strategies program.
High Government Program, Universidad
de los Andes School of Government.

© OTHER BOARDS
Grupo Sura S.A., Cementos Argos
S.A., OdinsaS.A,, Celsia S.A.E.S.P, EIA
University’s Board of Governors, ANDI,
Proantioquia.

Average Board Member tenure: 9.7

@ Mauricio Reina Echeverri

e Jaime Alberto Palacio Botero

e Cipriano Lépez Gonzalez

0 Antonio Mario Celia Martinez-Aparicio
Marfa Clara Aristizabal Restrepo
David Emilio Bojanini Garcia
Gonzalo Alberto Pérez Rojas

Jorge Mario Velasquez Jaramillo

Finance, Audit and Risks Committee.

00

Appointment and Remuneration Committee.

000

Corporate Governance and Board Matters
Committee.

Strategic Planning and
Sustainability Committee.

@ Independent

Non-Independent
Members

Members

* Yearin which the Member
joined the Board of Directors.
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MANAGEMENT TEAM

The Management Team ensures the Organization’s capabilities
in order to guarantee a sustainable and profitable growth.

José Domingo Sol Beatriz

Penagos Vasquez Arango Mesa
Vice-President of

Carlos Ignacio
Gallego Palacio
Chief Executive Officer

President, Servicios Nutresa;
Corporate Finance Vice-President of Sustainable
Development; General
Director, Fundacién Nutresa

Jairo Gonzdlez
Gémez
Vice-President
Secretary General
General Counsel

Alberto Juan Fernando Miguel Moreno
Hoyos Lopera Castaieda Prada Miinera
President, Biscuits Business President, Chocolates Business President, Coffee Business

International Vice-President ~ Vice-President of Marketing
and Sales - Commercial Network

B

Diego Medina Leal
President, Cold Cuts Business
Vice-President of Logistics

Justo Garcia Gamboa

Prasiclant Tresmenkes Juan Chuséan Fabidan Andrés
Lucchetti Andrade Restrepo Zambrano
Vice-President of the Chile President, Retail President, Pasta Business

Food Business

and Mexico Strategic Region

Mario Alberto

Nifio Torres !
President, Ice Cream Business
Vice-President of Innovation [ =



CORPORATE TEAM Q
Carlos Ignacio José Domingo Jairo Gonzdlez Gémez
Gallego Palacio Penagos Vasquez Vice-President President, Servicios Nutresa;

Chief Executive Officer

Prior Experience

° President, Chocolates Business.

© Vice-President of the South
Strategic Region.

o President, Servicios Nutresa.

© General Director, Fundacién
Nutresa.

° Industrial Vice-President,
Comparifa Nacional de
ChocolatesS. A.S.

Academic Background

o Degree in Civil Engineering,
Universidad Eafit.

© Master’s degree in
Business Administration,
Universidad Eafit.

BUSINESS UNITS TEAM

Vice-President of
Corporate Finance

Prior Experience

o Chief Financial Officer,
Banca de Inversién
Bancolombia.

© Chief Planning Director,
Confecciones Colombia
(Everfit).

Academic Background

© Degree in Administrative
Engineering, Escuela de
Ingenierta de Antioquia.

o Specialized studies
in Corporate Finance
and Capital Market,
Universidad Pontificia
Bolivariana.

Secretary General
General Counsel

Prior Experience

o Founder and Chairman,
Gonzalez Gémez Abogados.

o External Legal Adviser, Grupo
Nutresa.

o Law firm member, Ignacio Sanin
Bernal & Cia.

Academic Background

© Degree in Law and Political
Sciences, Universidad Pontificia
Bolivariana.

o Specialized studies in
Commercial Law, Universidad
Pontificia Bolivariana.

Vice-President of Sustainable
Development; General Director,
Fundacién Nutresa

° President, Chocolates Business.

° Vice-President of Grupo
Nutresa’s South Strategic
Region.

° Vice-President of Corporate
Planning, Grupo Nacional de
Chocolates S. A.

° Vice-President of Finance and
Systems, Industrias Alimenticias
NoelS. A.

° Industrial and Financial Manager,
Susaeta Ediciones S. A.

° Degree in Production
Engineering, Universidad Eafit.

° Specialized studies in Finance,
Universidad Eafit.

© Specialized studies in Strategic
Management, Pace University
(New York).

Alberto Hoyos Lopera
President, Biscuits Business
International Vice-President

Prior Experience

° Chief Executive Officer, Compafifa
de Galletas Pozuelo DCRS. A.

° International Business Manager,
Comparifa de Galletas Noel S. A.

° Procurement Manager, Compafiia
de Galletas Noel S. A. S.

Academic Background

°© Degree in Mechanical
Engineering, Universidad
Pontificia Bolivariana.

© Master’s degree in Business
Administration focused
on International Business,
Universidad Eafit.

Diego Medina Leal
President, Cold Cuts Business
Vice-President of Logistics

Prior Experience

° Vice-President of Finance,
Inveralimenticias Noel S. A.

o Financial Engineering Manager,
CorfinsuraS. A.

o Cali Region Manager,
CorfinsuraS. A.

Academic Background

© Degree in Electrical Engineering,

Universidad Tecnoldgica de
Pereira.

o Specialized studies in Finance,
Universidad Eafit.

Juan Fernando
Castaiieda Prada

President, Chocolates Business.
Vice-President of Marketing and

Sales - Commercial Network.

Prior Experience

© Marketing Manager, Comparifa de

Galletas Noel S. A. S.
© Marketing Director for Latin
America, Procter & Gamble.

° Manufacturing and Operations

Manager for Brazil, Procter &
Gamble.

Academic Background
° Degree in Production

Engineering, Universidad Eafit.

Miguel Moreno Miinera
President, Coffee Business

Prior Experience

© Chief Executive Officer—Fehr
Foods.

© Chief Business Development
Director, Fehr Foods.

o Chief Financial Officer, Compafiia

de Galletas Noel S. A. S.

o Chief Corporate Finance Director,

Grupo NutresaS. A.

Academic Background
© Degree in Business

Administration, Universidad Eafit.
© Master’s degree in Finance, EADA

(Spain).

Justo Garcia Gamboa
President, Tresmontes Lucchetti
Vice-President of the Chile and
Mexico Strategic Region

Prior Experience

o Chief Executive Officer,
Tresmontes LucchettiS. A.

© Commercial Department Leader,
Tresmontes LucchettiS. A.

Academic Background

© Degree in Commercial
Engineering, Universidad
Adolfo Ibarez.

° Degree in Administration,
Universidad Federico
Santa Marfa.

Juan Chusén Andrade
President, Retail Food Business

Prior Experience

© General International Business
Manager, Gastronomiay
Negocios (GyN).

o New Business Director and CEO,
Brazil YUM Brands.

© Consultant, McKinsey & Co.

Academic Background

© Degree in Mechanical
Engineering, University of
California, Los Angeles (UCLA).

© Master’s degree in Business
Administration focused on
Strategy and International
Business, Anderson School,
UCLA.

Mario Alberto Niiio Torres
President, Ice Cream Business
Vice-President of Innovation
and Nutrition

Prior Experience

o Chief Executive Officer, Meals de
ColombiaS. A.S.

o Chief Financial Officer, Meals de
ColombiaS. A.S.

© Marketing Manager, Meals de
ColombiaS. A.S.

Academic Background

© Degree in Business
Administration, Universidad
de La Sabana.

© Specialized studies in Strategic
Marketing, Colegio de Estudios
Superiores de Administracién,
CESA.

Fabidn Andrés
Restrepo Zambrano
President, Pasta Business

Prior Experience

© Special Commercial
Project Manager, Servicios
NutresaS. A.S.

o Chief Executive Officer, Pastas
Comarrico S. A.S.

© Customer Development
Coordinator, Compafifa Nacional
de Chocolates S. A.S.

Academic Background

© Degree in Systems Engineering,
Universidad Eafit.

° Specialized studies in Systems
and Database Management,
Universidad de Antioquia.

© Master’s degree in Business
Administration focused on
E-Commerce, Tecnoldgico de
Monterrey.



STRATEGIC GOAL FOR
OUR FIRST CENTURY

Our centenary strategy is
aimed at doubling by 2020
the sales achieved in 2013,
with a sustained profitability
ranging between 12% and
14% of the EBITDA margin.

2 x $5,9 trillion = $11,8 trillion

To achieve this goal, we offer our consumers food
products and experiences from highly recognized
and beloved brands. Our products nourish, generate
well-being and pleasure, have the best price-value
ratio, are widely available in our strategic region, and
are managed by talented, innovative, committed

and responsible people who contribute to a
comprehensive sustainable development.
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é In our food We look for

19 businesses, we always profitable growth

o strive to improve with leading brands,

IS the quality of life of a superior service,

o the consumers and and excellent

€ the progress of our distribution
people. networks.

o The mission of
our Company is
the increasing
generation of
value, achieving
a greater return
on investments
than the cost of
the capital used.

We manage our
activities based on our
commitment to sustainable
development, with the best
human talent, outstanding
innovation and an exemplary
corporate behavior.



Strategic goal for our first century

Corporate philosophy and performance
[GRI 102-16]

Productivity
and competitiveness

)

Innovation e
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Responsible g

corporate citizenship

OUR
BRANDS

Our brands are leaders in the
markets where we participate
as they are widely recognized
and cherished; they nourish,
generate well-being and have
become a part of people’s daily
lifestyle, with an excellent price-
value ratio.

18 brands

with sales over USD
50 million.

Ethicsv.O".

Autonomy with
strategic coherence
R [ Y

Reliable food and
healthy lifestyles

Dif