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and processing @ % 202&- 1'9%
plants: 2 Production g@
and processing Distribution Services
plants: 1
MEXICO
2023:3,8% 2
2022: 32% @
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Production
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2023:1,9%
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Production and
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*This operation is not part of the consolidation.

structure
Production and SHAREHOLDERS

processing plants: 1 As of December 31,2023.

22,4%
Other
investors

0,2%
International
funds

35,6%

OTHER Grupo Sura
2023:1,8% 9,9%
2022: 2,6% Colombian Grupo Argos

funds



Diversification
of commodities
and supplies

Production cost %

Coffee

5 16,6%

Packaging
materials

12,8%

Wheat
9,3%

Pork

7,4%

Cocoa

4,6%

Sugar
4,6%

Oils and fats

Milk
31%
Beef
2,4%

s

Chicken and turkey
9 1,2%

33,4%
Other

(Includes
direct

labor,

indirect
manufacturing
costs and
other

minor
commodities)

Sales percentage by
Business Unit

7,2%

Retail Food Business

4,5%

Ice Cream Business

Pastas Business

18,8%

Biscuits Business

16,1%
Coffee
Business

14,9%
Chocolates
Business

EBITDA percentage
by Business Unit

7,5%

Ice Cream Business

Pastas Business

5,0%
Other

19,1%
Biscuits
Business

12,4%

Retail Food )

Business 15,4%
Coffee
Business

15,5%
Chocolates
Business

17,2%

INNOVATION -
DRIVEN REVENUE

Further information To have a better and detailed
[GRI 2-5]

understanding of the actions
carried out and the achieve-
ments attained by Grupo Nu-
tresa S.A. in terms of social,
environmental and economic
performance, please read the
Report prepared by the inde-
pendent limited assurance au-
ditor submitted by BDO Audit
S.A.S.BICin March 2024 along
with this publication.

OUR PEOPLE
Grupo Nutresa promotes
participative environments,
the development of skills

°M focused on

@W@ both being and doing,
the acknowledgment of
achievements,
the strengthening of

leadership and a balanced
lifestyle for our people.

OUR BRANDS

Grupo Nutresa’s brands
are leaders in the markets
where the Company

=N o

participates as they are

N2 widely recognized and
cherished; they nourish,
generate well-being and
have become a part of
people’s daily lifestyle, with
the best price-value ratio.

OUR MARKET ENTRY

CAPABILITIES
Grupo Nutresa’s broad
distribution network and
market entry capabilities,
with a product offer that
is organized by channels

@ and segments and with

specialized service
teams, enable us to have
an excellent product
availability in terms
of frequency, as well as
close relationships with
our clients.

Volatility in commodity
prices and exchange rates.

Regulatory environment
with a negative impact
on the business.

o o Negativeimpactof

fEPS[{IP a highly competitive
environment on the
Businesses.



Market share

IN COLOMBIA**

Consolidated market share

50,2%

Chocolate
confectionery

Cold cuts products
Ground coffee

Hot chocolates
Biscuits Business
Pastas Business
Milk modifiers
Soluble coffee

Nuts

IN CHILE
PDMP*
Pastas Business
Potato chips
Coffee products
IN MEXICO

PDMP*

— 49,6%
_ 48,1%

— 39,7%
- 34,3%
- 31,6%

61,9%
26,1%
14,2%
15,6%

35,8%

Inthe hamburger

*Powdered drink mix products
restaurant
category in

Colombia. Inice

cream shops in Costa Rica
and the Dominican Republic.

#2

In the steakhouse
category in Colombia.

** Expanded market estimation model that integrates several
of Nielsen’s sources of information, as well as Grupo Nutresa’s
proprietary information.

Corporate structure cri2-s

Biscuits Coffee
Business Business
:i’ F/i Comercial
“(~ nutresa
ot
nevaventa

Food service

%Lgeﬁa A

ATLANTIC

International sales
and distribution
network

-«i’ f)g Servicios

'

.~ nutresa

Cold Cuts
Business

Sales by channel
7,2%

Food retail

Institutional channel

Industrial channel

45,9%
Traditional
channel
(mom-and-
pop shops and
minimarkets)

Alternative
channel

Supermarket
chains

Direct employees, third-
party employees and
apprentices [GRI 2-7]

Direct employees, third-party
employees and apprentices

73,9%

in Colombia TOTAL
26,1% 49.051
abroad

Direct employees and apprentices

63,6% TOTAL

Men

e 31.476
Women

Clients 1.765.491
« Novaventa entrepreneurs 264.697
« Points of sale 1.500.794

Chocolates
Business

Retail Food
Business

Tresmontes
Lucchetti

Digital
transformation

Corporate ability to contribute to the
Organization’s
sustainability by means of:

0.0,
Evolution of the culture

30
EX0
£330

Internalization of new ways
of working

Incubation and acceleration
of new business models

& B

Supported on technologies,
improving sales, the experience and
the competitiveness.

s
“ DOUBLING OUR £

&z REVENUES;

With returns higher than the cost of capital

2030

L1y

Vo

U
\

.

Grupo Nutresa’s strategy is
focused on doubling by 2030 the
sales achieved in 2020, obtaining
greater returns than the cost of
capital used.

To achieve this goal, the Company
offers food products and experiences
from highly recognized and
beloved brands to the consumers.
Grupo Nutresa’s products nourish,
generate well-being and pleasure,
have the best price-value ratio, are
widely available in the strategic
region, and are managed by
talented, innovative, productive,
committed and responsible people
within a framework of sustainable
development.

0

Ice Cream
Business

Pastas Other

Business




Prefifzabie growth

GR' 2- 6] COP thousand million

Biscuits Coffee Cold Cuts | Chocolates @ Tresmontes | RetailFood | Ice Cream Pastas Other
TOTAL Business Business Business Business Lucchetti Business Business Business
SALES 2023 | 2022 | 2023 | 2022 | 2023 2022 | 2023 | 2022 | 2023 2022 | 2023 2022 | 2023 2022 | 2023 2022 | 2023 | 2022
2023:18.906
2022:17.038
1,0%
3.551 |3.108 |3.053 | 2.973 |3.033 2.896 [2.811 2.509 1.860 1.566 |1.355 1204 (856 700 | 619 1.768 | 1.509
~18,8% A 8,3%
EBITDA
2023: 2.203
2022:1.971
11,8%
211 183 165 103 |56 74
2023 | 2022 A 38,7% A151% ~10,4% A 60,0% B 252N A 0,8%
Margin 11,6%  11.6% |11,8% 118% | 11,1% 8,2% | 9,4% 10,9% 112,2% 13,1% | 11,3% 11,7% | 20,1% 20,5% | 19,2% 14,7% | 9,1% 12,9% | 6,3% 7,3%
SALES IN
COLOMBIA
2023: 11199
2022:10108
10,8%
1.577  1.488 | 1.434 1230 |2.865 2.689 [1.581 | 1.431 871 795 856 700 |600 551 |1.414 1222
~6,6% A~10,4% A9,6% ~9,0%
2023 | 2022
Volume | -6,2% = 92% |-4,5% 11,3% |-4,4% 11,6%  -8,5% 53% |-10,5% 7,9% -50% 69% | -4,1% 2,9%
Price | 17.5%  19.0% |11,0% 23.7% |21,9% 39,9% | 16,5% 19.3% |23,3% 14,7% N/A 28,6% 13.9% 137% 273%| /A
SALES
ABROAD USD million
2023:1.783
2022:1.620
10,0%
N/A
39 48 286 250 430 368 [112 96 43 49 |82 67
A 20,9% Vv -8,6% A 16,9% v -12,3%




Re

sults achieved in 2023

Consolidation of our commitments for 2030

* People who received * Sales * ROIC* * Execution of the geography plan * Customer satisfaction
training (COP thousand million) 2023:11,3%v 2023:100,9% A index in Colombia
related to ML/TF/ 2023:18.906 A 2022:11,6% Achieving a consolidated 89,4% A
FPWMD 2022:17.038 geography development index of 44,4 2022: 88,8%
2023:30.349 v 2022:92% )

2022: 31.706 Achieving a consolidated ' « Customer satisfaction
geogrzg%ievelopmentlndex index abroad

* Products processed "e‘opment. growth Angy s ' 88,7% =
in certified centers Py () " d"' 2022: 88,7%

o
2023:95,8 v e

2022: 95,6%

* Revenue from digital channels

2023:5,2% A

Full execution Greater ROIC*

P . ofthe geography than th t
* Contribution by leading . development plan chaSiE:ls ) 2022: 41%
brands A g
to the sales growth 100% \ )
2023:65,0% A increase 20% of
2022: 52,8% in sales Development competitiveness - sales through

* Variatio

scopes 1and 2**

2023:
2022: -1

* Recyclable, reusable or

compos
packagi
2023:

2022: 87,2%

* Non-renewable
energy consumption

digital channels
for consumers
and customers

of geographies

50%
oFsales. from Ca tegories’
Leading brands,

“-.. Brands networks Digital

and experiences transformation

20%
of sales
Reducing by driven by
40% GROWING Effecti innovation
the scope 1 . ective
and 2 ormecions LD environment VALUE eeech
pl:ggt%f; ’ af;glﬁ'.:'i%ur::" GENERATION and innovation

of innovation
in health and
nutrition matters

100% of
packaging
materials:
recyclable,

reusable
orcompostable

Responsible

Talent * Investment in

sourcing 80%rating - e
development i ot of quality of life
organizational 2023:214.368 A
climate and - °
n in emissions commitment coPmillion

2022:152.254

100% of the
commodities

LTIFR***<1 among
employees and

=-10,2% v sourced in a productive 1.000 third-party « Innovation-driven
1,3% and gustalnable. capability- personnel
wa);r\:lhlljl_e greser"\t/mg development revenue
e oderty Projects 2023:17,2% A

communities
2022:16,1%

table
ng solutions

y 1% * Innovation in health
881% A and nutrition

* Capability- 2023:46,3% A
development projects ~ 2022: 45,7%
in communities ****

variation** * Renewable electrical  « Local sourcing 2023:393 A : Isr:zg\ézt;\: Z:T;F()S;ee
2023:-10,9% A energy 2023: 81,2% A « Employee LTIFR®** 2022:165 2023: 0.4 A
. o, . ) o, .
o 30233 813'6 v sozzIa T 2023:3,99 v * Social investment 2022: 0,2 ’
Wat ; 022: 891% 2022: 3,60 in the
» Water consumption . i
e P .C dities/ Inve‘stment " communities * Organizational climate
variation ommo ities. . environmental * Third-party employee and commitment
2023: -4,2% A supplies s.ourced in management LTIFR ?323[:[_157'832 » 2023:84.0 A
2022: -2,67% aproductive and 2023: 45.953 A 2023:4,73 A 2099 130,474 2022:83,0 |
sustainable way COP million 2022: 5,89 S199 - OO
. o, .
2023 6?'3 % A 2022: 37800 *ROIC: abbreviation for ‘return on invested capital.’
St 2022:53,4% ith regard to the 2020 baseline per ton produced.
— LTIFR: abbreviation for ‘lost-time injury frequency rate.’
Top 10% **% Accrued since 2021.
:—-—m.—m
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ColombiaS. A. (the Colombian Stock
Exchange) is not a certification of
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securities nor of the issuer’s solvency.”



