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Grupo Nutresa progresses positively
with solid results in sales and proftability

Grupo Nutresa discloses its financial results consolidated as of September 30, 2015,
following the International Financial Reporting Standards (IFRS).

A

t the close of the third quarter, Grupo Nutresa
sales totaled COP 5,7 trillion, with an increase
of 21,1% over those reported in the same
period last year. Organic growth was 15,9%.

In Colombia, sales were COP 3,6 trillion
with a 16,6% growth, continuing a solid,
outstanding performance. Organic sales
amounted to COP 3,3 trillion with an 8,6%
growth, supported by a positive increase of
3,7% in tons sold and 4,7% in prices.

This positive result in Colombia is
supported, among others, by a portfolio
of foods and experiences of well-known,
beloved brands, which are distinguished by
the best price/value relation, and which are
widely available in Colombia.

Sales abroad, 29,4% higher than in the
same period in 2014, amounted to COP 2,1
trillion and represented 37,5% of the total;
expressed in dollars, sales amounted to USD
804 million, 5,0% less due to the effect of
the devaluation of Latin American currencies
against the dollar.

In terms of profitability, noteworthy is the
EBIDTA of COP 729.660 million, 12,9%
higher than the same period in 2014, with
a 12,8% margin on sales. This double—digit
growth stands out amid some challenging
exchange-rate conditions, which affect some
commodities, the prices of which depend on
the dollar.

Operating income amounted to COP
585.765 million, 12,4% higher than that
registered on September 30, 2014, with an
operating margin of 10,3%.

Finally, there was a consolidated net
income of COP 325.473 million, 0,4% lower
over that reported on the same date last year.
This situation is explained mainly by the debt
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service as a result of the investment in Grupo
El Corral in February 2015 and the increase
in income tax.

Dow Jones Sustainability World Index (DJSI)
Grupo Nutresa was included for the
fifth consecutive year in the Dow Jones
Sustainability World Index (DJSI) and in the
Dow Jones Sustainability Emerging Markets
Index, which ratifies its work and leadership
in sustainability.

This year, Grupo Nutresa excelled in all
dimensions of sustainability. In the economic
dimension, it obtained the highest score
of the food sector in the world in risk and
crisis management and in codes of conduct.
The same happened in environmental
matters, where the organization achieved the
maximum score in relation to water-resource
management and packaging material.
Finally, in the social dimension, Grupo
Nutresa received the highest ranking in
labor practices and human rights, corporate
citizenship and social reporting.

Total cumulative sales:
cop 5,7 Trillion.

21,1%°

more than those reported
in the same period last year.

Organic sales:
cop 3,3 Trillion.

8,64 ©

explained by a 3,7% increase
involume and 4,7% in prices.

Cumulative sales in
Colombia: cor 3,6 Trillion,

16,6%

higher than the same period in 2014.

Sales abroad:
cop 2,1 Trillion
Represent 37,5%
of total sales

29,4 o

higherthan those
registered in 2014.

The EBITDA grew

12,9%

Represented a margin
on sales of 12,8%.

copr729.660
Billion
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Grupo Nutresa was recognized for the fifth consecutive year
as one of the most sustainable companies in the world

MEMBER OF

Sustainability Indices

Dow Jones

In Collaboration with RobecoSAM «b

For the fifth consecutive year Grupo Nutresa was included in the Dow Jones Sustainability
World Index -DJSI- and the Dow Jones Sustainability Emerging Markets Index, which
confirms its work and leadership in sustainability.

This year, Grupo Nutresa exceled in all dimensions
of sustainability. In the economic dimension, it
obtained the highest score of the food sector in the
world in terms of risk management, crisis and codes
of conduct. The same result was replicated in the
social dimension, where the organization received
the best rating in labor practices and human rights,
corporate citizenship and social reporting. Finally, in
the environmental sphere Grupo Nutresa achieved
the highest valuation in water resource management

Grupo Nutresa entered the DJSI in 2011, as the first
Colombian company in the food sector to form part
of this index. Since then it has been honored as a
member of the Bronze category, Silver Category and
as an Industry Mover 2015.

Companies around the world, from 59 sectors
of the economy, were invited to participate in this
analysis in 2015. Of these, 61 companies belong
to the food sector, nine of which entered the global
index, including Grupo Nutresa.

Grupo Nutresa receives the Alas20 Recognition for its leadership in
sustainability in Latin America

ALAS?()

Sustentables 2020

Comarrico,

10years as part of

Grupo Nutresa

During the first version of the Alas20 Colombia Recog-
nitions, Grupo Nutresa received awards in the catego-
ries Leading Company in Sustainability, Alas 20 Colom-
bia Company, Latin America Grand Prix Company, and
Member of the Board of Directors of Leading Company
in Sustainability, thanks to the leadership the organization
demonstrates in the public disclosure of information on
its practices in investor relations, sustainable development
and corporate governance.

jpastas

avonni

innavar o8 ganar

Alas?0 is a Latin American initiative, with Chile, Peru and
Colombia as partners, developed by GovernArt and articu-
lated in Colombia by Centro RS; it aims to facilitate part-
nerships, synergies and opportunities through knowledge
management and the promotion of the culture of social
responsibility and sustainability.

Tresmontes Lucchetti won
Avonni 2015, the National
Innovation Prize in Chile

Tresmontes Lucchetti received the National Innovation Prize, in the category

and packaging.
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For the first time, Grupo
Nutresa is the company
with the second best
reputation in the country,
according to Merco
Companies 2015

According to corporate reputation monitor
Merco Companies, Grupo Nutresa ranked
as the second best reputed company in the
country in its 2015 edition.

In addition to the progress made in its ranking, the 300
point growth of Grupo Nutresa compared to the 2014
edition stands out, which places it just 157 points from
the top place and almost 500 points ahead of third
place.

The above results also confirm the top spot of Grupo
Nutresa within the Food and Beverage sector.

When analyzing the monitor as seen from the
perspective of the interviewed related audiences,
Grupo Nutresa ranked second in  business
management; eighth in financial analysts; sixth in
NGOs; and fifth in the field of business professors.

The rapid reputational rise of Carlos Ignacio Gallego,
president of Grupo Nutresa was also confirmed in the
ranking of leaders with the best reputation. Ascending
from twentieth to ninth in the list, he entered the Top
10 of the rankings.
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Nutresa Fundation and the Compafiia
Nacional de Chocolates receive the

EmprenderPaz 2015 “Emprender Paz” Award

L spisesta ergretaral

The Nutresa Foundation and the Compafiia Nacional de Chocolates were
recognized with the “Emprender Paz” (Starting Peace) Award 2015 for
their social and productive organic cocoa initiative in partnership with the
Arhuacas communities of the basin of the Fundacion river. The partnership
is in the department of Magdalena in Colombia.

Since its inception in 2014, the initiative
has managed to positively impact 139 fa-
mily members of the Kankawrwa cocoa de-
velopment project. The communities have
also participated in a process of knowledge
transfer and organizational strengthening
in order to ensure the continuity of the agri-
business of the indigenous communities.

The project includes actions on food safe-
ty, technical and marketing consultancy,
providing subsidies, the donation of school
kits, technology training and scholarships.

“Starting Peace” is a recognition led by
the German Cooperation Agency GTZ, the
Konrad Adenauer Foundation and the So-
cial Foundation.

@ SDGF
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Grupo Nutresa collaborates with the United Nations
in building better partnerships toward Sustainable

This past November 10, a group of com-
panies from around the world, committed
to sustainability — including Grupo Nutre-
sa — gathered at the UN Headquarters in
New York to present the new report “En-
terprises and the United Nations: Wor-
king Together Toward Sustainable Deve-
lopment Goals. A Framework for Action,”
produced jointly in collaboration with
Harvard Kennedy School’s CSR Initiative
and Business Fights Poverty.

Development Goals

The report offers a unique perspective
of the private sector in terms of ideas
and practices on how companies can
address the 2030 Agenda. It is based
on lessons learned and offers the busi-
ness angle on what works, what needs to
change and how the international com-
munity must adapt to development.

The 10th anniversary of the acquisition of Comarrico, a
company based in Barranquilla, by Grupo Nutresa, was
celebrated this year. The purchase was finalized in order
to strengthen the leadership of the group in the pasta
category.

During this decade of excellent management and
teamwork, the driving forces have been changes and
the transformation of processes. These have contributed
not only to boosting the growth of the brand, but to also
improving the quality of life of consumers.

Awards

Zuko Carbono

=» Neutral obtains
7 the Sustainable
@  Marketing Award
= in Chile

Tresmontes Lucchetti was recognized by
the National Association of Advertisers of
Chile (Asociacion Nacional de Avisadores
de Chile (ANDA) with the Sustainable
Marketing Award in the category
“Sustainable Development and Practices,”
thanks to its Zuko Carbon Neutral initiative,
one of the company’s leading brands of
instant beverages.
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AutoMercado
recognizes the
work of Pozuelo

As part of the
celebration of the 55
years of AutoMercado,
the leading
supermarket chain in
Costa Rica, the Compania de Galletas
Pozuelo (Pozuelo Cookies Company)
was recognized for its sales growth,
profitability, level of service and support
to the chain. The company ranked third
among 150 participating companies.

Public Innovation, thanks to the “Healthy Space” Program to Prevent and Control
Overweight and Childhood Obesity in Public Schools.

This program began in 1999 as a response to the explosive increase in the
indices of childhood obesity, under the form of a public—private alliance with the
University of Chile’s Nutrition and Food Technology Institute (Instituto de Nutricion

y Tecnologia de los Alimentos, INTA).

In 2014, “Healthy Space” directly benefitted 7,447 people including children,
teachers and kiosk dealers in 25 schools in Chile and Mexico, where the program
has been replicated together with the National Public Health Institute (Instituto
Nacional de Salud Publica, INSP), a dependency of the Ministry of Health of
Mexico and which was recognized as a Grupo Nutresa Exemplary Practice.

To this is added the recent addition of a new intervened Public School, located in
the Rancagua commune in Central Chile.

Zend

Zeni, the most important brand
of food and beverages
in Colombia

According to the result of the latest
study of BAV brands -Brand Asset
Valuator- BAV 2015, conducted by the
agency Young & Rubicam, Zenu is
the most important food and beverage
brand in Colombia.

Pasta Doria
Chorizo
flavor,

one of

the most
successful
releases

of the year

With a market
penetration of
5.7% the Pasta Dorio Chorizo flavor
was included in the top 10 of the
most successful releases of the year
by the Kantar Worldpanel, and the
only product featured in the category
of pasta. The measurement was
conducted between June 2014 and
June 2015.

LO DICE TODO

Cold Cuts Business customers
recognize its commercial work

Thanks to the joint work with its customers,
the Cold Cuts Business was recognized by the
ALKOSTO chain as a “Great business partner
in the category of perishables 2014-2015"
and by the MAKRO chain as a “Strategic ally
in their 20 years - Gold Supplier”.

Colcafé, one of the 0
hest managed brands [ f y
in social networks ” M 6

According to the top of mind study
conducted annually by the firm Invamer
Gallup for Dinero magazine, Colcafé it is
one of the 52 brands with the highest recall
in the country in social media.

The study, conducted by the Social Media
Audit methodology (SMA), analyzes six
areas: Facebook, Twitter and blogs; other
social networks; customer service; sales
in social networks; variety of content; and
participation strategies.
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Consolidated statement of results Consolidated balance sheet -
September 30, 2015 September 30, 2015 K . d, t
COP million % COP million % var. y
Total operating revenues 5.684.423 100,0% 4.693.103 100,0% 21,1% ASSETS Closing price 20.780
: o Closing price 12 months prior 27.700
Cost of goods sold 3206951 -564% 2606492 -555% 23,0% Cash and Cash Equivalents 198,575 391882 -493% IS P o500
Gross income 2477472  43,6% 2086611  44,5% 18,7% lACC"”t"t_s Recelvable 1 ?Z;jﬁ ;g;g;’z ;2;; Min. 52 Weeks 18.800
L . . . nventories -14U. - 8% Market cap. (COPMM) 9.561.365
Administrative expenses -276.682 -4,9% -244.631 -5,2% 13,1% Biological Assets 53.816 50,087 17.4%
Sales expenses -1.519.141 -26,7% -1.216.029 -25,9% 24,9% Financial instruments 3.564.491 4.016.472 -11,3% Closing pl’iCe (1) 18.050
; o o o . : o Closing price 12 months prior (2) 10
Production expenses -96.520 -1,7% -87.894 -1,9% 9,8% Investment in assomateq 111.748 93.261 19,8% Max. 52 Weeks (2) 126
Operating foreign currency exposure 2.273 0,0% -1.828 0,0% -224,3% Property, Plant, and Equipment 3.318.676 2.966.128 11,9% Min. 52 Weeks (2) 9
Other operating revenues (expenditures), net -1.637 0,0% -15.072 -0,3% -89,1% Investment Properties 97.097 98.245 -1,2% Market cap. (COPMM) 1379
Total " 1891707 13.3% —_—— 4% 20.8% Intangible Assets and Goodwill 3.303.101 2.133.941 54,8% Dividend N N 385
otal operating expenses -1.891. -33,3% -1.565. -33,4% 8% i - )
_p : Eh Deferred Tax Assets 335.144 300627 115% Widend pershare-mont
Operating income 585.765 10,3% 521.157 11,1% 12,4% Other Assets 342 675 181.689 88,6% Dividendyield (3) 2%
Financial revenues 1.247 0,1% 8.149 0,2% -11,1% Total assets 13.358.938 11.839.743 12,8% Price change (3) -25,0%
Financial expenses -171.084 -3,0% -121.942 -2,6% 40,3% LIABILITIES gta' ret?’”éngAP 5 ;22;
.. - . angein -26,8%
Non-operating foreign currency exposure 15.671 0,3% 2.972 0,1% 427,3% Financial Obligations 3.070.458 2.142.797 43,3%
Other revenues (expenditures), net 116,051 0,3% -4.350 0,1% 269,0% Suppliers and accounts payable 812651 645697 259% Return on assets (2) 9%
i : : - Tax Charges 201.502 150.218 34,1% Return on equity (2) 10%
Dividends (non-food) 46.962 0.8% 43.366 0.5% 8,3% Employee benefit liabilities 409.420 8473 175% Return on invested capital (2) 8%
Non-recurring capital gains -4.760 -0,1% -10.682 -0,2% -55,4% Cahiliti 9
. Deferred Tax Liabilities 480.419 457.209 5,1% Outstanding shares 460.123.458
Non-operating, net -122.015 -2,1% -82.487 -1,8% 47,9% Other liabilities 45.214 20.752 117,9% Number ofshareholders 14.702
Income before tax 463.750 8.2% 438.670 9.3% 57% Total liabilities 5.019.664 3.765.146 33,3% Bursatility High
Income tax -136.324 -2,4% -110.444 -2,4% 23,4% Equity : - FIGURES IN COP$ MM
Minority interest 1953 0.0% L5560 0.0% 26.0% Shareholders equity of the parent 8.305.306 8.045.860 3,2% (1) Intrinsic value is calculated on the equity reported
y ’ i ’ o e Non-controling interest 33.968 28.737 18,2% in the consolidated financial statements.
ing i 9 9 -0.49 2) Food ies/ 12 h
NET INCOME (to controlling interest) 325.473 5,1% 326.676 1,0% 0,4% Total Shareholder Equity 8.339.274 8,074,597 33% 53; LZ:t 13?5??3225 months
Consolidated EBITDA 729.660 12,8% 646.021 13,8% 12,9% Total Liabilities and Shareholder Equity 13.358.938 11.839.743 12,8%
*Unaudited information. *Unaudited information.
d °
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structure Base 100: September 2015
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Zenu launches its Practisanduche
Zen(i launched its Practisanduche (Practical Sandwich),

It’s so easy to enjoy Zenu
Under the concept “It’s so easy to enjoy” in Sep-

a practical, delicious and reliable product. It's practical  tember Zen launched an advertising campaign lce Cream
because it has the perfect combination for a unique in Colombia to strengthen its position as the ex- TM LUC
C |d C ; b sandwich in the same package. It's delicious because it pert brand in offering practical and reliable food . hofthel - ) o - _
O uts - has all the quality of the Zeni Ham Sandwich made with to accompany and bring enjoyment to every mo- aunch o e ice cream tr = i - T T = ]
W | 96% fat-free pork leg and Sabana Apina cheese. ANd ment f fe in s three categories:cold cuts,long Festival - Festihelado \Livean | |Livean| |Livean
you can trust it because it has the support of two expert Jife and prepared dishes. With great acceptance by the market and the Co- }-L i o i oo
and leading brands in Colombia. lombian consumer, in August Crem Helado laun- e : —d BN =2
ched the delicious Festival ice cream sandwich [ *e l | | % Lt |

La Fortuna Ranchera

With the aim of rewarding the loyalty of Colombian Ranchera consumers and to incentivize the purchase of the entire
brand portfolio, in August the brand rolled out the “La Fortuna Ranchera” (The Ranchera Fortune) activity, an innovative
digital proposition whereby consumers could immediately win debit cards for COP 100,000 or COP 5,000,000.

(Festihelado) combining Crem Helado vanilla ice =S AP
cream and Festival cookies, with a rich chocolate
covering and delicious sprinkles flavor, giving it a

crisp and pleasant taste sensation.

FORTUNA *

Tresmontes Lucchetti launches new Livean Primavera line in Chile
To enjoy the spring and celebrate its freshness, Livean launched its new Livean Primavera (Spring)
line, with three new flavors: Raspberry-Basil, Mint Lemonade and Fruity-Blueberry. This new line
of juices evokes the best of spring to help cool the day in a unique way. As a new feature Livean
Primavera has also added Stevia as its prime sweetener.

Polet precious metals MLV
Limited Edition - Bronze )1,
Atrue innovation in the ice cream market, inspired by Eﬁ PG]EI
Premium chocolate was presented in the Colombian "\
market last September. This is the first limited edition .
of the Polet “Precious Metals” collection, a rich bar
made of creamy vanilla ice cream filled with chocolate
sauce and chips, covered with an exclusive layer of
branze color chocolate.

New Livean TEA

To cool down on these hot days without worrying about calories, Livean
presents its new range of Livean Tea in Chile. Based on green tea or
black tea, Livean Tea is calorie-free, has 0% sugar and the antioxidant
properties of the tea itself that help protect the human body. It is avai-
lable in three varieties: Lemon Green Tea, Peach Black Tea and Lemon
Black Tea.

Cookies
and Crackers

Chocolates

Chocolisto four contributions to growth
Chocolisto launched its new image and new communication
campaign in Colombia under the concept of its four contri-
butions to healthy growth: Iron, which contributes to cognitive
function; vitamin A, which contributes to the functioning of the
immune system; vitamins B1, B2 and B3, which help physical
performance; and calcium and vitamin D3, which contribute to
the formation of teeth and bones.

7 New Tosh Andean seeds
SR Y LA TR
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and blueberries

Tosh continues to lead the development of a healthy
lifestyles in Colombia, with the launch of the new Tosh
Andean seeds and blueberries, made with chia, quinoa,
blueberries, and other whole grains, ingredients that
provide fiber, omega-3, antioxidants, protein, calcium
and vitamins, among others.

BON ice cream Popcorn flavor

As part of the summer season, Helados Bon (Bon
ice creams) launched the seasonal POPCORN
flavor In the Dominican market. This new option
blends the pleasures of sweet and salty in a truly
delicious combination with the flavor of butter in
the popcorn ice cream, along with the sweet taste
of caramel and the salt of the popcorn.

Zuko launches its new line of lemonades

in Mexico

Zuko continues to drive innovation in the market of instant beverages
in Mexico, now with its new line of soft drinks:-Mint Lemonade, Lemo-
nade-Cucumber and Strawberry-Lemonade. This new combination of
flavors based on yellow lemon, gives consumers a new and delicious
experience of freshness with the practicality of being able to make their
drink more quickly and easily, without needing to use a blender.

Festival Mini Chips grow with
Minions licensing

Festival, the leading brand in the segment of
children’s candy in Colombia, and Minichips,
leveraged the popularity of “Minions”, one of the
most important films of the year, to develop a
promotional strategy that included collectible
stickers, the new “Citrus Fruits” flavor and a
prepack with a thermos flask alluding to the
film.

Chocolyne, the pleasure

of saying yes to chocolate

Chocolyne, the delicious low-calorie zero sugar chocolate
launched its new image in Colombia so its customers could
continue to enjoy the pleasure of saying yes to chocolate
without feeling guilty. Its options: classic, sweetened with
Splenda, cinnamon and cloves.

s
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Matiz Origin Narifio special edition.

The Matiz Origin Narifio special edition entered the Colombian markets in August. It is
a selection of the best coffee beans from one of the most famous departments in the
world for growing specialty coffees. The Matiz Origin Narifio coffee is grown between
1,300 and 1,800 meters above sea level, on volcanic soils, using a mixture of the Catu-
rro and Colombia varieties. The sun drying process allows consumers to enjoy a coffee
of intense aromas and fragrance with sweet, floral notes and lemongrass.

New Olé Olé Crunch in Peru

The new 0lé 0l¢ Crunch touched down in the
Peruvian market so that consumers could manage
their crunch! cravings. This is a marshmallow with
the same great quality as ever, covered with crispy
goodness and topped with chocolate flavored coating.

Coffee

Milkshake Festival

Tosh bars arrive in the Costa Rican market

In order to expand the portfolio in Central America, in August the new Tosh ce-
real bars were launched in Costa Rica with the following flavors: chocolate chip;
strawberries; peanuts with raisins and oatmeal, and the line of Lyne bars. These
bars are low in calories and are free of cholesterol and trans fats.

New Nucita Patitas

Looking to shakeup the market and differentiate itself from the
competition, Nucita launched the new Nucita Patitas in Mexico.
Its traditional creamy texture now comes in a colorful and fun
package for children to play with while savoring its delicious three
flavors letting them experience it to the max.

The art of homemade pasta

Pastas Monticello, the brand leader in the Colombian Premium segment, promoted pasta culture and the ;

magic of making real homemade pasta with the best 100% Drum Wheat Semoli
Visitors can watch videos and learn recipes to prepare different shapes of pasta

Pasta
87, Grupo
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na through its website.
and fillings.

Consumer
Food

The Milkshake Festival of Hamburguesas el Corral
(EI Corral Hamburgers) which is now a quasi-tra-
dition of the company, this year gave customers
five delicious flavors to sample, which were cho-
sen by its customers through Facebook. The fla-
vors were: Belgian Chocolate, Caramel, Tres Le-
ches (Three Milks), Cheesecake and Passion Fruit.

August was

#Fant4sticas in Krispy Kreme

In August, Krispy Kreme experienced all the powers
of the Fantastic Four through an alliance between
Krispy Kreme and Fox. Thanks to this promotion
customers could enjoy the “demoledona”
(demolisher-doughnut) the invisible doughnut,
the elastic doughnut and fire doughnut.
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Papa John’s - Medellin =
September 22nd marked the arrival
of the Papa John’s brand to Medellin
in an event chaired by Carlos Igna-
cio Gallego, president of the Nutresa
Group and attended by personalities
of the city. With the addition of the
La Strada and Interplaza restaurants,
the chain now has a total of 26 outlets
in the country. These are joined by the
new restaurant in the Gran Estacion
shopping mall in Bogota.

Perfect portions

at Lefios & Carbon

Lefios & Carbon presented its per-
fect portions, cuts of Sirloin Strip
Steak, St. Louis Ribs, Grilled Chic-
ken and Pork Medallions with ser-
vings designed to be less than the
usual weights with a very attractive
price to let customers enjoy the best
grilled meats at any time.



Sustainability

Volunteers from Grupo Nutresa donated
an artesian water well to communities of

La Guajira

The Nutresa Foundation and volunteers
from the Businesses of Grupo Nutresa
delivered a deep water well to benefit
the communities in the department

of La Guajira, in northern Colombia.
The project is the result of a social
campaign, launched in 2014, through

which more than 650 volunteers from the

organization gave money to make this

idea a reality. It included the construction

of a well, storage tank and water system
distribution through hoses to the houses.

The Cold Cuts Business,
active in its social
initiatives in Colombia
and Venezuela

Last September, 23 volunteers from the
Cold Cuts Business participated in the
Love and Friendship celebration held in
the Fundacidn Gente Unida Hogar Bohio
de Maria in Medellin, which aimed to
provide a recreational space for 170
children benefitted by the Foundation.

Similarly, more then one million Pesos
was contributed by the 28 employees of
the Business, who joined the volunteer
work with money collected on behalf of
the Fundacion Los Querubines de Jes(s
de Nazareth, in Barranquilla, on the
occasion of the celebration of the Elderly
Adult Day.

Finally, 113 employees from the Business
have participated in the events of the
Nutresa Loves Children Program, held

o)
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Thanks to the management performed
by the Nutresa Foundation and the
resources provided by volunteers, a
well approximately ten meters deep
was built, which will allow drinking
water to be provided to more than 300
inhabitants of the sector. The well will
initially be used for human and animal
use, then for the irrigation of short
cycle crops and cocoa. The total storage
capacity of drinking water from the well
is 60,000 liters.

This work was carried out with the
support of the Compafifa Nacional de
Chocolates and the Association of Afro-
Colombian Farmworker families which
have a long-term joint development
project that includes both the technical
and social strengthening for 19 cocoa
producing families in the area.

recently in Medellin, Bogota, Cali,
Pereira, Barranquilla, Bucaramanga and
Ibagué. The Zenu brand joined with a
snack for children and volunteers.

Meanwhile, Industrias Alimenticias
Hermo, in Venezuela, has been promoting
accident—prevention encounters for

taxi drivers, motorcycle taxi drivers, the
general public and school teachers and
directors of the communities near the
plant located in Santa Teresa del Tuy.

The company recently organized the
program “I am Hermo, the Secret
Ingredient,” whose main objective is
to contribute to the personal growth of
employees and provide them with tools
on occupational health and safety.
Nearly 500 employees participated.

Grupo Nutresa companies
received environmental
certifications

Thanks to its work in the
implementation of the
Environmental Management
System, in July Compaiiia
Nacional de Chocolates de Per
conducted an external audit
under the international standard
IS0 14001:2004, successfully
obtaining certification. This
reaffirms its commitment to
environmental stewardship
through the responsible use of
natural resources and control of
its activities.

Meanwhile, and after a thorough
evaluation of the operations

at the Tresmontes Lucchetti
Industrial Complex, located

in Casablanca, Chile — which
concentrates seven of the

ten production plants that

the company operates in this
country — the National Clean
Production Council (Consejo
Nacional de Produccién Limpia,
CPL) awarded the company the
environmental certification of
the Complex.

The certification process
included an audit by experts
and the subsequent validation
of public services with
environmental responsibilities,
such as the Superintendency
of Sanitary Services
(Superintendencia de Servicios
Sanitarios (SISS) and the
Ministry Regional Health, Energy
and Environment Secretariats
(Secretarias Regionales
Ministeriales, Seremis).

The Tresmontes Lucchetti Volunteer
Network shared with foundation
children up for adoption in Mexico

The Tresmontes Lucchetti Volunteer Network in Mexico experienced
a special day in the Fundacién Quinta Carmelita, which receives
children in situations of abuse or neglect and integrates them to
families through adoption. Zuko juices, Lucchetti pasta, Zuko oat-
meal and Zuko gelatin were provided for three months of consump-
tion, as well as an economic contribution and school supplies, the
results of collections made among employees.



