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Dear Shareholders and other stakeholders interested in Jerdnimo Martins'
performance,

The mandate of the Board of Directors, which I chair, ended on 31% December 2012,
and was the first mandate to have been completed within the scope of the
organisational structure defined in 2010 and which led to the Group adopting a model
with a Chief Executive Office, a position entrusted to Pedro Soares dos Santos.

Despite the severity of the socio-economic situation in Portugal and the more recent
slow-down in the Polish economy's growth rate, these three years saw significant
value creation, consolidation and a reinforcement of our leadership in the markets
where we operate, with a strong commitment to investment, while remaining focused
on financial solidity and on preparing the future sustainability of the Group's
businesses.

Between the end of 2009 and the end of 2012, consolidated sales increased by over
3.550 billion euros, posting a healthy CAGR of around 14% for the period. Jerénimo
Martins' operation in Poland made a decisive contribution towards this performance,
where we increased sales by 80% in three years. Today, Poland represents 60% of the
Group's sales, having benefited, between 2010 and 2012, from a value of investment
of close to one billion euros.

We feel naturally proud of the work that, through our Biedronka chain, we have been
developing in Poland, and of the contribution we have been making to the social and
economic development of the greatest Eastern Europe country integrated in the
European Union.

We owe mostly to Biedronka’s growth the fact that Jerénimo Martins holds the 76
place amongst the 250 largest worldwide retailers, a jump of five positions compared
to the previous edition. According to the 2013 Global Powers of Retailing ranking from
the consultants Deloitte, in partnership with "Stores" magazine, and based on the
2011 financial information. Considering the group of the 50 retailers with the highest
growth over the last five years, Jerénimo Martins comes in 22" place in that ranking.

In the period of the 2010-2012 mandate, we managed to increase by 80% the net
profit. Also between the end of 2009 and the end of 2012, Jerénimo Martins' share
price had a cumulative increase of 109%, from 4.396 billion euros to 9.188 billion
euros. This performance even managed to surpass, if only just, the cumulative
performance of the previous three-year term (105.4%).

This is a remarkable evolution on all levels, which only stimulates and encourages us
to continue. And this has even more meaning considering the fact that this was
achieved in a period in which we significantly decreased our debt (from 692 million
euros at the end of 2009, to 359 million euros at the close of 2012) and in which we
significantly reinforced our corporate responsibility policies and practices, developed
in @ more deep and systematised way.

In fact, between 2010 and 2012, we built a framework applicable to all the countries
in which the Group operates, especially the development and implementation of the
Nutritional Policy, the Sustainable Sourcing Policy and the Policy for Supporting
Surrounding Communities. These policies aim to ensure a uniform approach by the
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various Group Companies regarding fundamental Corporate Responsibility topics, by
establishing guidelines and defining strategic priorities that the Companies must
observe when carrying out their activities.

It would be too comprehensive for me to provide details in this message of all the
efforts deployed in the various aspects of our activity (see Chapter V of this Report),
which are proof of our sense of responsibility when conducting our businesses.

As we are essentially a food Group, it gives me particular satisfaction that we have
been contributing towards the fight against diet-related illnesses, through an
ambitious programme for the nutritional reformulation of our private brand products.
In 2011 and 2012 alone we removed over 1,700 tonnes of sugar, over 65 tonnes of
fat and over 45 tonnes of salt from our products, whilst guaranteeing that their
organoleptic quality was preserved. We believe that as such, we are consolidating our
commitment to promoting health through diet, providing our consumers with healthier
options, and for that very reason, more sustainable ones.

In the last three years, the Group also maintained and furthered its investment in a
sourcing policy which, in equal circumstances and whenever possible, favours local
and regional sourcing, as a means of actively contributing towards the socio-economic
development of the regions where it operates, whilst at the same time reducing
transport cycles, thereby avoiding unnecessary carbon dioxide emissions.

As such, in Portugal, over 80% of the products sold were purchased from local
suppliers, whilst in Poland, over 90% of the food products sold in Biedronka stores
were purchased from Polish suppliers. The earnestness of our commitment to
stimulating the business and productive environment of the countries where we carry
out our operations can be clearly seen in the work that we have been developing in
order to establish differentiated relations with the Colombian suppliers, especially
those for our Private Brand.

With regard to the support given by the Jeronimo Martins Group to surrounding
communities, in material terms, food donations - which we book at cost price -
continue to represent the vast majority of our donations. Whereas the overall
donations made in 2011 by the Group Companies totalled 6.8 million euros, in 2012
that figure rose to 11.2 million euros.

However, it is with regard to the support to the Group's employees that I think our
action has a more relevant impact. Between the end of 2009 and the end of 2012, the
total number of the Group's employees increased by around 30%, which is largely due
to the pace of Biedronka's expansion. Today there are around 70 thousand of us
working for the Group, half of whom are in Poland.

Even when taking into consideration our clear gain in size in the last few years, we
have maintained our commitment to contributing towards the increase in the value of
the average salaries in the countries where we do business, namely through
increasing the minimum wages in the Group's distribution companies. Thus, the
Companies have been increasing the gap between their minimum wages and the
minimum wages practiced in the countries. After reviewing and increasing our
minimum wages in 2010 and 2011, we did so again in 2012, whilst continuing to
ensure that performance bonuses were paid.

From an internal social responsibility point of view, apart from the regular
programmes, we also endeavoured to respond to the exceptional personal and family
needs of our store and distribution centre employees, in Portugal and in Poland. Due
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to their material value, the following deserve a special mention: in Portugal, the Social
Emergency Fund, created in September 2011 to overcome the extremely negative
impacts of the Portuguese socio-economic situation of our less privileged employees
and to which we allocated over two million euros, directed at financial, food, legal
and/or medical support, in a total of over 5,700 support measures that have already
been implemented; in Poland, the "You can count on Biedronka" programme, which in
2012 alone, provided financial support to over three thousand employees.

Protecting our people and developing our human capital, by preferably investing in
internal promotions together with ongoing investment in training, are our fundamental
strategic priorities. This is especially true today, when we are Group that celebrated its
220 years of history in 2012 and is still growing.

By the end of 2015, the year we are estimating to close with around 60 thousand
employees in Poland alone, we shall comply with our commitment to having three
thousand Biedronka stores, which will imply a huge additional effort in attracting,
developing and retaining human resources.

Along with carrying out the ambitious expansion plan we have for Biedronka, we will
have to know how to cultivate and perpetuate the two future growth seeds that are
being left to us by the mandate now ending: Hebe, in Poland and Ara, in Colombia. We
firmly believe in the potential of these two promising projects, which are proof of
Jeronimo Martins' concern for preparing the future and preserving the dynamics of the
Group's growth.

In order to conclude successfully this mission, as always, we shall count on our
people, whose delivery, dedication and sense of belonging I sincerely thank, and
whose example will inspire those who will join us in the future. Only so can we keep
writing this story of learning and achievements.

For their valuable contributions towards the careful analyses of our action and the
quality of our decisions, I express my full appreciation and thanks to the Members of
the Board of Jerénimo Martins who have shared these last three years in which our
market shares and results have so significantly been reinforced.

On 2™ January 2013, I completed 45 years of service with Jerénimo Martins. Since the
company was listed on the Stock Exchange, 23 years ago, consolidated sales have
multiplied by over 43 times and net profit by exactly 41 times.

Finally, I must share my deep gratitude for the trust and support that the
Shareholders of Jeronimo Martins have always placed in the leadership of the Group.

My sincerest thanks to you all.

Alexandre Soares dos Santos
Lisbon, 14" February, 2013
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As I take stock of the tough year in 2012, it is very satisfying to note that the results
we achieved confirm the capacity of our Companies to rapidly respond to the changes
and alterations in the competitive environment in which they operate and in consumer
purchasing behaviour.

This was achieved at the same time as we overcame the challenges we had set
ourselves, such as preparing for the start-up of the operation in Colombia and
converting the majority of the Biedronka stores into a new layout, which places
greater value on perishables (which we call fresh focus).

In effect, in the two countries in which we operate, we achieved our ambition of
growing above the market and reinforcing our leadership.

In 2012, consolidated sales increased to 10.9 billion euros, an increase of 10.5%
compared to the previous year and EBITDA was up 6%, reaching 765 million euros.
The net results attributable to Jerénimo Martins were slightly over 360 million euros,
whilst consolidated net debt closed the year at 359 million euros, proving the
robustness of our financial situation.

Biedronka was responsible for 6.7 billion euros of the Group's sales, which represents
an increase of 17.9% (in zloty) compared to 2011. If we look at consolidated EBITDA,
72.2% was generated by Biedronka, which therefore continues to strengthen its
position as the Group's main growth and profitability driver.

The strong and increasing geographical coverage naturally contributes toward these
figures as the banner, once again, scrupulously complied, in 2012, with our
commitment to a challenging expansion plan, by opening 263 stores and
strengthening its presence in the large cities.

In Poland, within a macro-economic environment of decreasing growth, higher
unemployment and a slowdown in consumption, the Food Retail market grew by
4.4%, a growth that was exceeded by Biedronka's like-for-like sales performance of
+6.4%.

At the same time, Biedronka continued to invest in its response to the emerging
consumption trends, having identified Perishables as an area for strategic investment
within the scope of the evolution of the food basket in the country and of the
continuous strengthening of differentiation. This vision determined the effort of
converting over 1,700 stores into the new layout, in the first nine months of the year.
Carrying out the remodelling at a pace of 45 stores per week, Biedronka led the
Group's biggest project of the year, which involved an investment of around 100
million euros. As such, the Company also turned its focus to Perishables, which in
2012 already represented 16.3% of sales (14.8% in 2011).

The assertiveness and speed with which the store transformation process was carried
out is proof of the operational teams' high level of execution, although a slowdown in
the in&out campaigns could not be prevented during the entire conversion process,
ultimately having an unfavourable impact on the like-for-like sales, which would
recover in the fourth quarter.
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Irrespective of this recognition, the fact that Biedronka did not cling to the comfort of
its leadership and its permanent desire to innovate and increase the distance that
separates it from its competitors, are proof of its personality and attitude, having
closed the year with over a billion visits to its stores. In fact, according to the PRM
2012 survey, 42% of Poles consider Biedronka to be their main store, whilst 73%
regularly do their shopping there and 93% have shopped there at least once.

These are indicators that demonstrate the strength and vitality of a brand which has
become an integral part of the life of the Polish people - who perceive it to be
synonymous with price-leadership - and which is now the Jerénimo Martins Group's
most valuable brand.

The opening of Biedronka's 2,000 store (and another two Distribution Centres) was
an important landmark in the year and a step towards our long-acknowledged goal of
having 3,000 stores in the chain in Poland by the end of 2015.

If expansion in Poland has been and will continue to be the motto, in Portugal we are
facing a highly recessive socio-economic environment, which deteriorated throughout
the year, more than initially estimated. Sales in Food Retail dropped 1.6% compared
to 2011, with consumers being increasingly price-sensitive, which helped to increase
the weight of the Private Brand to 42% of Pingo Doce's sales.

Pingo Doce's swift grasp of the context, the decision to invest — as from 1% May - in
strengthening its competitive position and pooling efforts within the Company, with a
view to protecting the top line’s level, led to a growth in sales in 2012 reaching 3,063
million euros (+2.4%), which in turn strengthened the market share. Even if it was
not possible to avoid a marginal decrease of 0.6% in like-for-like sales in the year, I
am proud of Pingo Doce's fighting spirit, as it was able to direct its teams towards a
commercial policy which started offering, on a weekly basis, new opportunities for
Portuguese consumers to make immediate savings.

The decision to invest in price, which generated a 1.3% deflation in the basket, had a
negative effect on the Company's margin, with its EBITDA falling to around 171 million
euros, but enabled it to vigorously and sustainably invert the downward trend in
market share, which had been seen in the first months of the year.

We shall continue to defend Pingo Doce's market share and to create conditions for its
future sustainability, which will largely happen through the success with which we will
be able to implement the restructuring programme we laid out and through the
necessary efficiency gains. We know that the socio-economic situation will not
significantly change in 2013 and that the Portuguese market will continue to have a
negative performance. But, as a Group, we are not going to give up on our businesses
in Portugal.

Despite the strong slowdown both in the Traditional Retail segment and the HoReCa
channel, Recheio also managed to maintain stable sales compared to the previous
year — with a volume of 792 million euros - by winning new customers, to offset what
it was unable to prevent losing on the average purchase.

The resilience shown by the Company and the solidity of its business model
encouraged us to decide to explore new international growth opportunities for
Recheio, which in 2012, celebrated its 40 years of activity.
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In Manufacturing, sales remained in line with the previous year, resisting the adverse
environment, whilst in the area of Marketing, Representations and Restaurant Services
we posted a 2.1% decrease in sales.

A few final words about our new businesses: Hebe and the operation in Colombia.

The work carried out in 2012 enabled us to confirm Hebe's potential, and so we shall
now be focused on the final fine-tuning of the business model, to then commence
rolling it out.

In Colombia, it was a year of hard work, full of enthusiasm. This is the first time that
we have designed a business model and a food store from the outset and without any
partnerships, in a market that until very recently was completely unknown to us.

It has been a gratifying experience and a huge challenge to our entrepreneurship
capacities and ability to build relationships, infrastructures and processes from
scratch. We know that the opening of the first store and first Distribution Centre will
not be a finishing line, but truly a starting point for knowing the Colombian
consumers, whose trust and preference we are determined to win.

At the end of what was my first mandate as Chief Executive Officer of Jerdnimo
Martins, I should like to thank the members of the Managing Committee for their
support and contribution, and the dedication and commitment of almost 70 thousand
employees who make up the Group today.

I wish to express to the Board of Directors my heart-felt appreciation of the strictness

and accuracy used in evaluating the Management's performance and of the trust and
support shown at all times.

Pedro Soares dos Santos
Chief Executive Officer

Lisbon, 14" February, 2013



/) JERONIMO MARTINS
Annual Report 12

The Jerénimo Martins Group
Index

1. Profile & Structure
1.1. Identity & Responsibilities
1.2. Operating & Financial Highlights
1.3. Statutory Bodies & Structure

1.3.1. Statutory Bodies
1.3.2. Business Structure

1.3.3. Management Structure

2. Strategic Positioning
2.1. Mission
2.2. Strategic Vision
2.3. Operational Profile

3. Awards & Recognition



7 JERONIMO MARTINS

Annual Report 12
The Jerénimo Martins Group
Profile & Structure

Jerénimo Martins is a Food Distribution Group, with market leadership positions in
Poland and Portugal. In 2012 it achieved sales of 10.9 billion euros (62% in Poland
and 38% in Portugal), an EBITDA of 765 million euros (72% in Poland and 28% in
Portugal), employing a total of 69,443 people and ended the year with a market
capitalisation of 9.2 billion euros on the NYSE Euronext Lisbon.
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In Poland, , @ chain of food stores whose positioning combines the
quality of its assortment and store environment with the practice of everyday
low prices, is the Retail Food sales leader through a presence which is reflected
in 2,125 stores spread across the entire Polish territory. At the end of 2012, the
Company reached 6.7 billion euros of sales, recording around 1.1 billion
customer tickets. In Poland, the Group also operates a pharmacy network

under the banner, which at the end of 2012 had 36 units.
Also in Poland, since May 2011, the Group has had a new project in the
drugstore sector under the banner, which has 32 stores. This new

business concept is based on the offer of high quality services at very
competitive prices. This service quality is based on a combination of a pleasant
store environment with the best reference brand products, and specialised
advice in various areas.

In Portugal, the Jerénimo Martins Group holds a leading position in Food
Distribution, having reached a combined turnover of 3.9 billion euros in 2012.
It operates under the banners (359 supermarkets in mainland
Portugal and 13 on the island of Madeira) and (36 cash & carries and
three Food Service platforms in mainland Portugal and one cash & carry and
one food Service platform on the island of Madeira), and is the market leader in
Supermarkets and Cash & Carries, both in terms of turnover and sales area.
Moreover, Jeronimo Martins has been investing in the development of new
projects in Portugal that are complementary to the Food Retail business,
through its Restaurants and Take Away
within Pingo Doce, as well as its network of petrol stations, its

stores and through the banners (adults' and children's clothing) and

(shoes and accessories).

Jerénimo Martins is also the largest manufacturing Group of fast-moving
consumer goods in Portugal, through its partnership with Unilever, for the
areas of Food, Personal Care, Home Care and Out-of Home Consumption,
operating under the Company . This Company
maintains its leadership position in the Margarines, Iced Tea, Ice-Creams and
Washing Detergents markets, among others.

Also within the area of Manufacturing, the partnership with Unilever is
extended to , operating in the Olive Oil and Vegetable QOil
business. During 2012, Gallo Worldwide sold to 30 countries, including
Portugal, and became the 3™ largest olive oil brand in the world.

10
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The Group’s portfolio also includes a business area in Portugal geared towards
Marketing, Representations and Restaurant Services, integrating the following
businesses:

, which is the
representative in Portugal of international food brands (some of which are
market leaders in fast-moving consumer food) and Food Service, through
Caterplus, selective cosmetics and fast-moving cosmetics, through its
partnership with the Puig group.

, a Specialised Retail chain selling chocolates and confectionary, with 25
stores at the end of 2012;

is engaged in projects in the
Restaurant Services sector and at the end of 2012 included the Jeronymo chain
of coffee shops with 17 points of sale; the Ola chain of ice-cream parlours, with
34 stores, five of which are franchised; and a Jeronymo Food with Friends
restaurant, a concept that was renewed in 2012.

11
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1.2. Operating & Financial Highlights
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Note 1 — An adjustment was made in Working Capital eliminating the value of long-term assets that are not
allocated to the operating units. In the Balance Sheet, these values are included in the line ‘Others’, keeping
unchanged the Invested Capital value. Regarding the calculation of profitability ratios, the Operational

Invested Capital (OIC) also reflects this adjustment.
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Election date: 9 April 2010

Composition of the Board of Directors elected for the term 2010-2012

Chairman of the Board of Directors

Elisio Alexandre Soares dos Santos

78 years of age

Chairman of the Evaluation and Nominations Committee since
April 2010

Chairman of the Group since 1996

Chief Executive Officer

Pedro Manuel de Castro Soares dos Santos

53 years of age

Chief Executive Officer of the Group since April 2010
Member of the Board of Directors since 1995

Alan Johnson

57 years of age

Chief Financial Officer since January 2012

Member of the Board of Directors since March 2012

Antoénio Mendo Castel-Branco Borges
63 years of age
Member of the Board of Directors since March 2012

Antonio Pedro Carvalho Viana-Baptista

55 years of age

Member of the Audit Committee since April 2010

Member of the Committee on Corporate Responsibility since
April 2010

Member of the Board of Directors since April 2010

Artur Eduardo Brochado dos Santos Silva

71 years of age

Member of the Evaluation and Nominations Committee since
April 2010

Member of the Board of Directors since 2004

Member of the Audit Committee since April 2011

Hans Eggerstedt

74 years of age

Chairman of the Audit Committee since 2007
Member of the Board of Directors since 2001

14
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José Manuel da Silveira e Castro Soares dos Santos

50 years of age

Member of the Committee on Corporate Responsibility since
April 2010

Member of the Evaluation and Nominations Committee since
April 2010

Member of the Board of Directors since 2004

Luis Maria Viana Palha da Silva

57 years of age

Chairman of the Committee on Corporate Responsibility since
April 2010;

Member of the Evaluation and Nominations Committee since
April 2010

Member of the Board of Directors since 2001

Marcel Lucien Corstjens
62 years of age
Member of the Board of Directors since 2009

Nicolaas Pronk
51 years of age
Member of the Board of Directors since 2007

Statutory Auditor and External Auditor
PricewaterhouseCoopers & Associados - Sociedade de Revisores Oficiais
de Contas, Lda.
Paladcio Sottomayor, Rua Sousa Martins, 1 - 3™ floor, 1050-217 Lisbon
Represented by:
Abdul Nasser Abdul Sattar, R.O.C.
Substitute:
José Manuel Henriques Bernardo

Company Secretary
Henrique Manuel da Silveira e Castro Soares dos Santos
Substitute:
Carlos Miguel Martins Ferreira

Chairman of the General Shareholders' Meeting
Joao Vieira de Castro

Secretary of the General Shareholders' Meeting
Tiago Ferreira de Lemos

15
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JERONIMO MARTINS

Net Sales 2012
Euro 10,876 million

EBITDA 2012
Euro 765 million
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Leading the management structure of Jerénimo Martins, SGPS, S.A. is the Board of
Directors, comprised of its Chairman and 10 Directors, one of whom is the Chief
Executive Officer.

Supporting the Chief Executive Officer in the daily management of the company's
businesses is a Managing Committee comprised of the Chief Executive officer himself,
the Chief Financial Officer - Alan Johnson and five directors who represent the
following areas: Strategy and International Expansion — Nuno Abrantes; Operations -
Pedro Silva (also the Country Manager for Poland); Human Resources - Marta Maia;
Corporate Communication and Responsibility — Sara Miranda and Legal Affairs -
Carlos Martins Ferreira.

Also part of the structure of Jerénimo Martins, SGPS, S.A., the Group's holding, are
the Functional Divisions which provide support and advice to the Board of Directors,
the Managing Committee, the Audit Committee, the Corporate Responsibility
Committee and the Evaluation and Nominations Committee, as well as to the
remaining Group companies.

The Functional Divisions are organised into specific areas, as follows: Internal Audit,
Legal Affairs, Corporate Communication and Responsibility, Financial Control, Quality
Control and Food Safety, Strategy and International Expansion, Taxation, Financial
Operations, Human Resources, Investor Relations, Safety, Information Security and
Information Systems. The activities of these Functional Divisions are described in the
chapter of this report on Corporate Governance.

In operational terms, Jeréonimo Martins, SGPS, S.A. includes three distinct business
segments: i. Food Distribution; ii. Manufacturing; and iii. Marketing, Representations
and Restaurant Services.

The following operational Companies are also part of the Food Distribution segment:
Biedronka in Poland and Pingo Doce and Recheio in Portugal. Each Company's
business management is run by the respective Managing Committee, chaired by a
Managing Director and comprised of the Managers of the main functional areas:
Operations, Commercial, Human Resources, Financial and Logistics.

In any of the Companies in the Food Distribution segment, the Operations Division is
organized by regions. As an example, at Pingo Doce and Biedronka - the Group's
largest Companies - the Marketing, Operational Control, Human Resources, Health and
Safety at Work, Maintenance and Technical Issues functions are part of each Regional
Operations Division. These areas have a direct report to the Regional Operations
Manager and a functional report to the respective Functional Divisions, with a view to
thereby ensuring greater proximity to the business and the consumer.

The Manufacturing segment is comprised of Unilever Jerénimo Martins and Gallo
Worldwide.

The management structure of Unilever Jerénimo Martins is based on a Management
Board, comprised of managers nominated by the partners Jerénimo Martins, SGPS,
S.A. and Unilever. Reporting to this entity is a Managing Committee which is made up
of the Business Units’ Food, Personal Care and Home Care and Out-of-Home Divisions,
as well as the Functional Divisions of Sales, Human Resources, Supply Chain (which

17



7 JERONIMO MARTINS
Annual Report 12

The Jerénimo Martins Group
Profile & Structure

encompasses Purchasing, Planning, Logistics, Customer Service, Quality Control and
Productive Units), Financial, Legal, Communications and Information Systems.

Equally, the management structure of Gallo Worldwide, Lda. has its own Management
Board, comprised of members nominated from the partners Jerénimo, Martins SGPS,
S.A. and Unilever. A Managing Committee reports to this entity, which is comprised of
the following Functional and Business Divisions: Financial, Human Resources,
Customer Service and Information Systems, Sales (Domestic Market), Marketing,
Purchasing and Planning, Manufacturing and Logistics, and Exports.

Included in the Services segment are Jeronimo Martins Distribuicdo de Produtos de
Consumo, which includes the partnership with Caterplus, Jerdnimo Martins
Restauragao e Servigos and Hussel. The Companies guarantee all the operational and
management side of the business, whilst Jerénimo Martins Distribuicdo de Produtos de
Consumo provides its sister companies with Financial, Information Systems, Human
Resources and Logistics services.
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As key pillars for its mission, Jerénimo Martins adopts continuous and sustainable
value creation and growth, within the scope of its approach to Corporate
Responsibility.

Jeronimo Martins' Corporate Responsibility focuses on its contribution towards
improving the quality of life in the communities where the Group operates, by
providing healthy products and food solutions, being actively responsible in purchases
and sales, defending human rights and working conditions and stimulating a fairer and
more balanced social structure, as well as respecting the environment and natural
resources.

The Group's strategic guidelines for creating value are based on four aspects:

Continuous strengthening of the balance sheet;

Risk management in preserving asset value;

Maximising the effect of scale and synergies;

Promoting innovation and a pioneering spirit as factors for developing
competitive advantages.

PN

These four aspects aim to achieve the following strategic objectives:

* To reach and consolidate a leadership position in the markets where it
operates;

= To build and develop strong and responsible banners and brands;

» To ensure the balanced growth of the sales and profitability of its business
units.

In pursuing these objectives, the Group Companies carry out their activity using the
following guidelines:

Strengthening their price competitiveness and value proposition;
= Improving their operational efficiency;

» Incorporating cutting edge technology;

Identifying opportunities for profitable growth.
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Our operational positioning reflects a clear value food retail approach, where the focus
on value and mass market strategy define our presence in the market.

The Group offers close-by, convenient food solutions for all consumers, at competitive
and stable prices, which requires maximum cost-effective structures. All our value
propositions are marked by strong differentiation in three fundamental aspects: i.
variety and quality of fresh products; ii. strong brands; and iii. quality store
environment.

The success of our formats is leveraged in market leadership. Leadership in a
mass-market approach is linked to a relevant size, essential for creating the dynamics
of economies of scale, which enables us to be cost leaders and to the offer the best
prices. It is also leadership that enables us to create notoriety and trust, so essential
for building a relationship with our consumers.
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“Excellency in Leadership" prize, awarded to Alexandre Soares dos Santos,
Chairman of the Jerédnimo Martins Group in the 22" edition of "Exame 500
Biggest & Best" promoted by “Exame” magazine;

“Best Stock Performance in 2011”, awarded at the 1% NYSE Euronext
Lisbon Awards;

“Best Stock Exchange Performance”, awarded at the 25™ Investor
Relations & Governance Awards, promoted by the consultants Deloitte, in
partnership with the daily newspaper “Diario Econémico”;

“Best Investor Relations Officer” (Claudia Falcdo), awarded at the 25"
Investor Relations & Governance Awards, promoted by the consultants
Deloitte, in partnership with the daily newspaper “Diario Econémico”;

“APCE Grand Prize 2012 - Excellence in Communications", in the
"Management Report" category, awarded to the Jeréonimo Martins Group's 2011
Annual Report, by Associacdo Portuguesa de Comunicacdo Empresarial
(Portuguese Business Communication Association).

Considered to be the 10" largest company in Central and Eastern
Europe in Coface's “"TOP 500 CEE”;

“Golden Trusted Brand” award, attributed by the Reader’s Digest, in the 12"
European Trusted Brand ranking;

It held 4" place in the ranking of the 500 largest companies, compiled by the
daily newspaper “Rzeczpospolita” (in terms of turnover);

It held 3™ place in the ranking of the most valuable Polish brands, compiled
by the daily newspaper “Rzeczpospolita”;

It held 4" place in the ranking compiled by the weekly newspaper “Polityka”
(in terms of turnover);

It held 4™ place in the ranking compiled by “Gazeta Finansowa” (in terms of
turnover) and 1° place in the Retail sector;
“Superbrand” award, from the Independent Brand Council;

“Eurobuild” award in the “"New Concept in Retai”l category (change in the
layout focusing on Perishables);

“2012 Service Quality” award, attributed in the 5 edition of a study in
which millions of consumers participated. Biedronka was also recognised as
"Service Quality Leader", when it achieved this award for the fourth time;

“Effie” award, in the "Retail" category, awarded to the campaign "We're all the
Polish Team";
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“Patrons of Polish Sport" prize, awarded in a contest organised by Canal+
and the National Sports Chamber;

Partnership for Health (which includes Biedronka, the Polish Institute of
Mother and Child, Danone and Lubelle) obtained the following awards in 2012:
“Charity of 2011”, in the "“Strategic Investment Programmes in the
Surrounding Communities” category; the "Know Health” award. The
educational programme "Breakfast Gives You Strength” was also awarded the
bronze “Stevie Award” and the silver “Magellan” award, by the League of
American Communications Professionals.

Brand chosen as "Superbrand”, in the 8™ edition of these awards which
honour the Portuguese brands of excellence;

“Consumer's Choice” award in the “Hypermarket” category;

“'Silver Medal”, awarded to Vinho Regional Alentejano Pingo Doce in the 2012
Portuguese Wine Competition;

“"Prestige Medal”, awarded to Vinho Moscatel de Setubal Pingo Doce in the
2012 Portuguese Wine Competition.

“Masters of Distribution” prize, awarded to Recheio, in the "Banners -
Wholesaler" category in the 21% edition of these awards promoted by the IFE
Group and the magazine “Distribuicdo Hoje".

“"Masters of Distribution” prizes, awarded to the Unilever Jerénimo Martins
brands in the 21 Masters of Distribution, organised by the IFE Group and the
magazine “Distribuicdo Hoje”, in the "Products" category: Butter-flavoured
Planta (Cooking Fats and Spreads); Knorr Fresh Soups (Ready Meals); Carte
D’Or Starry Night (Desserts and Ice-Creams); Sun Turbo Gel (Dishwasher
Detergent);

“Trusted Brand”, awarded to SKIP, chosen for the 11" consecutive year, in
the “Laundry Detergent” category;

“Trusted Brand”, awarded to Comfort, chosen for the 4" consecutive year, in
the “Fabric Softeners” category;

“Trusted Brand”, awarded to Becel, in the “Spreads” category;

“Product of the Year” awards, attributed to Linic (Shampoo category) and
Rexona Maximum Protection (“"Roll-on Deodorant” category);
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"Consumer's Choice" award, in the “Easy Cooking Seasoning” category,
awarded to Knorr Flavours in the Oven;

“GOLD Indian” award, in the “Health and Beauty” category, awarded to the
campaign to launch the Dove Men+Care deodorant, in the POPAI AWARDS
Portugal 2012.

“Best Olive Oil in the World” honour (86 points), awarded to Azeite Novo, in
the Marco Oregia competition, which took place in Italy;

“Two Stars”, awarded to Azeite Novo and Colheita ao Luar, in the Great Taste
Awards 2011, which took place in England;

“Two Stars”, awarded to Azeite Novo and Colheita ao Luar, by the
International Taste & Quality Institute, in Belgium;

“Silver Medal”, awarded to Colheita ao Luar, in the Los Angeles International
Extra Virgin” competition, which took place in the United States;

“Bronze Medal”, awarded to Grande Escolha in the Los Angeles International
Extra Virgin competition, which took place in the United States;

“Gold Prestige” honour, awarded to Grande Escolha, in the International
Olive Oil Challenge in Latin America - Olivinus, which took place in Argentina;

“Gran Prestigio Oro” and “Prémio Especial: Premio E. A. Tittarelli
Portugal” Honours, awarded to Azeite Novo, in the International Olive Oil
Challenge in Latin America - Olivinus, which took place in Argentina;

“Silver Medal”, awarded to Grande Escolha, in the China International Olive
Oil Competition;

“Bronze Medal”, awarded to Colheita ao Luar, in the China International Olive
Oil Competition;

“Grand Mention” Honour, awarded to Azeite Novo, in the China International
Olive Oil Competition.

"2012 Product of the Year" award, attributed to Vivesoy, in the “Soya
Beverages” category;

"2012 Product of the Year" prize, awarded to Sunlover, in the “Functional
Beverages” category;

The Kellogg's and Heinz brands held 29" and 46" places, respectively,
in the “"Best Global Brands” ranking, compiled annually by Interbrand, which
determines the 100 most valuable brands on a worldwide level;

Kellogg's held 35" place in the “Best Global Green Brands” ranking,
compiled annually by Interbrand in partnership with Delloite, which determines
the 50 brands which best combine performance with environmental awareness
on a worldwide level.
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Opening of 37 Biedronka stores
Opening of two Hebe stores
Conversion of a hypermarket into the new Pingo Doce concept, in Santa Maria

da Feira

Opening of 39 Biedronka stores

Opening of a new Biedronka Distribution Centre, in Ruda Slaska

Launch of the Biedronka advertising campaign “Euro 2012", an event which the
banner joined as the official sponsor of the Polish football team

Opening of a new Head Office in Poland

Opening of three Hebe stores

Reduction by Pingo Doce of its payment terms down to 10 days to Portuguese
Perishables suppliers

New Pingo Doce communication policy and execution of the 1°* May campaign
Opening of two Pingo Doce stores

Organized visit of potential Colombian Private Brand suppliers to both Poland

and Portugal

Opening of 66 Biedronka stores

Opening of 13 Hebe stores

Opening of one Pingo Doce store

JMDPC starts representing the Pringles, Evian and Tabasco brands

Beginning of the construction of the first Distribution Centre in Colombia
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Opening of 121 Biedronka stores

Opening of the 2,000"™" Biedronka store, in £odz

Opening of a new Biedronka Distribution Centre, in Sieradz, which represents
the expansion of the Company's operations to 10 regions

Conclusion of the plan for changing the layout of all the Biedronka stores,
reinforcing the visibility and importance of the Perishables operation

Opening of seven Hebe stores

Implementation of the SAP IT system at Recheio

Beginning of construction for the first stores in Colombia

1% Private Brand Convention held in Colombia

3-Year bond issue of JMR Gestao de Empresas de Retalho, SGPS, S.A. in the
amount of 250 million euros

Payment of an extraordinary dividend to the shareholders of Jerénimo Martins
SGPS, S.A. through the distribution of reserves
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The International Monetary Fund (IMF) projections, published at the end of 2012,
indicate 3.3% growth of the world economy in 2012, against 3.8% recorded in 2011.
Global growth in 2012 was highly limited by a number of factors, such as: i. political
uncertainty; ii. budgetary constraints; iii. tax increases (particularly in the United
States); and iv. the slowdown of growth of the emerging and developing economies.
Beyond these factors, there were also the effects of high unemployment, slow fiscal
consolidation, continuing deleveraging of the banking sector, low levels of
consumption and business confidence.

The world economy in 2012 was marked by a two-speed growth: while emerging and
developing economies were the main driver of global growth, although affected to a
certain degree by the decline of financial markets, the advanced economies were
highly affected and recorded considerable slowdown. Even so, according to the
indicators for the fourth quarter of 2012, the emerging economies of East Asia and the
Pacific, Eastern Europe, Central and South Asia continued to record a steady growth,
while the economies of Latin America and the Caribbean recorded a slowdown.

The majority of economies of the developed countries were subject to several
austerity measures, including government spending cuts and reductions of social
benefits, in an attempt to control the deficit. These measures sharply penalised
economic growth. These economies as a whole grew 1.3% in 2012, against 1.6% in
2011. The emerging markets also showed signs of economic slowdown, as Gross
Domestic Product (GDP) growth of emerging and developing economies stood at
5.3%, against 6.2% recorded in 2011.

Concerns about the sustainability of public finances, the fiscal imbalances and the
public debt were foremost in 2012, a year marked by low growth, budget deficits, high
financial liabilities, higher costs associated with population ageing and weak financial
sectors. This combination of factors directly led not only to the devaluation of some
ratings, but also high financial costs regarding loans, especially for some European
countries. The public debt in advanced economies rose to the highest levels since
World War II. In Japan, the United States and some European countries, public debt
was greater than 100% of GDP.

The Eurozone economy shrank by 0.4% in 2012, compared with the 1.4% growth
recorded in 2011. This performance was heavily affected by the fragile financial
conditions and stricter fiscal policy, as a means of combating the high budget deficits.

In relation to monetary policy, according to the IMF, interest rates in emerging and
developing economies remained relatively low, while the recorded credit rates
remained high. The worsening of financing conditions contributed to a marked
slowdown of bank lending.

Unemployment rates in emerging and developing countries recorded very high levels,
particularly in the economies affected by the crisis. The unemployment rate in the
Eurozone was 11.2%, with Greece (23.8%) and Spain (24.9%) worth of note. The
unemployment rate in advanced economies averaged 8%, which is 1 p.p. up from
2011. Japan recorded the lowest unemployment rate, at 4.5%.
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The vast majority of prices of agricultural commodities, such as maize, wheat and soy
beans, rose in 2012. Nevertheless, the price volatility of most commodities has
decreased over the last two years.

Overall, 2012 was marked by the sovereign debt crises, the reduction of costs by
States, tax increases, weakness and volatility of the financial system, the resurgence
of political risk in developed countries and political debate on possible tax increases
and spending cuts in the United States.

2012 was marked by the slowdown of the world economy. With most of Europe in
recession, European demand for imported goods slowed. This affected the growth of
many of the major world economies, given Europe's importance to global trade.

The decline of consumer confidence and consequent consumption decline, due to the
impact of the fiscal consolidation measures implemented in several countries,
contributed to the unemployment increase and continuing uncertainty regarding the
stability of the financial system. The reduction of household consumption registered
during the year additionally pressured most retailers, with many focused on defending
profit margins.

The assortment reduction and optimisation and high focus on Private Brand,
particularly on quality and price, continued to set the trend in 2012. This constant
concern with adapting to the market, besides complying with the consumers' needs,
also allows a profitability improvement since it drives an operating costs reduction and
increased efficiency in the stock management.

With regard to store formats, the year was characterised by a greater trend towards
opening proximity and convenience stores, to the detriment of Hypermarkets.

The growth opportunities in the Food Distribution sector during 2012 were boosted by
global expansion, in an attempt to compensate for stagnant or slow growth in
domestic markets. For this purpose, retailers adopted different expansion strategies,
including franchising or joint-ventures, as alternatives to the expansion of their own
network.

Between 2009 and 2011, Polish GDP growth was among the best of all European
Union (EU) member countries, reaching 4.3% in 2011. In 2012, the Polish economy
maintained its positive performance, but GDP growth decelerated to 2.4%, according
to the average of the most recently available estimates. Despite continued
improvement, the Polish GDP per capita still remains one of the lowest in the region.
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The unemployment rate has been growing since 2008, reaching 12% in 2010 and the
same percentage in 2011. It should exceed 13% in 2012, according to the latest
estimates.

In terms of public debt, Poland has kept the Debt/GDP ratio below 53%, 50 b.p. lower
than the previous year, benefiting from the strong devaluation of the zloty at the end
of 2011.

In the foreign exchange market, the average exchange rate of the zloty against the
Euro was 4.178 in 2012, compared to 4.120 in the previous year.

The inflation rate of the Polish economy reached 3.7% in 2012 and the inflation rate of
food products was 4.3%. However, inflation slowed down during the second half of the
year. This fact, combined with the slowdown in economic growth, led the Polish
Monetary Council to reduce the benchmark interest rate of 4.75% twice, reaching
4.25% in December.

Food Retail sales in 2012 increased 4.4% from 2011. According to a study by PMR!,
the growth of prices and the cost of living are increasingly affecting the Polish
population. Consumers are more cautious and search for lower prices, maintaining
their favourite products but avoiding impulse purchases. Real wages did not increase
in 2012, due to the inflation in the economy.

It was a year of cautious expansion by Retail operators and of strong competition to
attract consumers. In the Food Retail market, the number of Modern Distribution
stores continued to increase, particularly in the Discount format. The Polish Retail
Market is relatively fragmented, with the top 10 operators holding 48% of the market.
The weight of franchising establishments increased and there are six chains with a
network of more than 1,000 stores each. The 10 largest operators together have
around 20,000 stores. Simultaneously, the total number of establishments operating
in the Polish Food Market decreased by approximately 5% during the year, with most
of these closures concerning independent stores.

The increased competition encourages the leaders to become more flexible, through
the diversification of their supply and the development of different formats.

The Modern Distribution market continued to show signs of consolidation during the
year. The main operation was the acquisition of Real by the Auchan group which, in
2013, will operate 80 hypermarkets in Poland, including the 54 hypermarkets
previously owned by Real. This operation will push Auchan up from 5™ to 3™ position
in the market, immediately below the Schwarz group. The Jerénimo Martins Group
remains the leader in Polish Food Distribution.

' PMR — December 2012.
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According to the Winter Bulletin of Banco de Portugal (Portuguese Central Bank), the
economic activity in Portugal fell by 3% in 2012, following a reduction of 1.7% in
2011. The adjustment process of the Portuguese economy, through the Economic and
Financial Assistance Programme (PAEF), resulted in a significant reduction of public
domestic demand (-4.5%) and private domestic demand (-5.5%). The reduction of
domestic demand (-6.9%) was also driven by a strong reduction in investment
(-14.4%). Despite the high uncertainty regarding the global economic situation,
exports (+4.1%) have recorded significantly higher growth than imports (-6.9%),
thereby allowing the net foreign demand to offset, to a certain degree, the shrinkage
of domestic demand. This situation is expected to continue in 2013.

The cut in direct wages, in subsidies and increased direct and indirect taxes have
caused the decreasing of households’ disposable income, while savings have
undergone record growth.

The confidence levels of consumers and different economic entities recorded the
lowest figures in 2012 since records began, not only due to the worsening economic
situation, but also the lack of prospects of an improvement to the financial situation of
the country and households in the short and medium-term.

Unit labour costs reduced sharply as a result of the decrease in average wages per
worker.

Access to bank loans remained difficult during 2012, with banks demanding much
greater guarantees than those required in the recent past. On the other hand, the
historical minimums in the Euribor interest rate, allowed households with bank loans
to reduce the cost of their average instalment.

The number of bankruptcies in Portugal in 2012 almost quadrupled, encompassing
more than 6,200 companies according to Instituto Informador Comercial (IIC).

In this macroeconomic environment there was a significant increase in unemployment,
to levels never seen before in Portugal, registering over 920,000 people in the fourth
quarter of 2012, according to the Portuguese National Statistics Institute (INE). The
unemployment rate among the youth population is estimated at around 40%. The
emigration figures were very high, just as in 2011.

The inflation rate in Portugal in 2012 was 2.8% (3.7% in 2011). This deceleration was
primarily due to the smaller increase of energy product prices (falling from 12.7% in
2011 to 9.6% in 2012). The inflation growth of food products (3.2% vs. 2.1%) reflects
the increase in Value Added Tax (VAT) rates on some goods and services, in particular
the changes introduced in January 2012. The higher average annual growth of
services' prices than that observed for the price of goods is also due to the
acceleration of Restaurants' prices where VAT increased from 13% to 23%.

The Government estimates a general government deficit for 2012 of 5.0% of GDP,
compared to 4.4% in 2011. By 2012, general government debt should reach 119.1%
of GDP, following on from 108.1% recorded in 2011.

The interest rates associated with the Portuguese public debt in the different
maturities recorded a downward trend throughout 2012. The 10-year maturity
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recorded interest rates below 7% in December, the lowest since December 2010 and
in line with the limit level required to access markets.

The difficult economic environment of 2012 impacted on real private consumption
which showed a sharp decline in 2012, particularly in the Non-Food segment, although
the decline also hit consumption in the Food segment.

Due to the reasons mentioned above, some of the consumer trends already initiated in
2011 intensified. The most significant were:

i. More rational consumer behaviour, such as postponing the purchase of
products considered superfluous and following the shopping list more
prudently;

ii. The return to a basket composed of essential items, opting for lower priced
products and particularly reinforcing the choice of Private Brand products over
others;

iii. Greater attention to the price factor and the different promotional trends of
the Food Retail banners.

All these factors led to a negative evolution of retail trade turnover in 2012, recording
another year-on-year decrease. Food Retail also suffered the impact of the current
economic climate, albeit less severe than Non-Food Retail.

The dynamism of the Modern Food Retail sector was, nonetheless, remarkable,
especially through the increase of promotional and loyalty initiatives of the leading
banners on the market. The opening of new stores remained limited to about 50, as in
2011.

In 2012, as a result of the recessive economic environment, there was a significant
decrease in turnover among the wholesalers players, estimated at over 5%. This
negative trend is the result of the losses recorded in the two main customer segments
of the operators of this sector: Traditional Retail and HoReCa channel. In 2012, Makro
closed one store in Aveiro and two Arcol stores opened, one in Faro and the other in
Cacém.

According to data by Nielsen (Nielsen Scan Trends), Traditional Retail recorded a
-5.8% sales decrease, compared to the same period of 2011, continuing the trend of
share loss in the fast-moving consumer goods (FMCG) that has been recorded in
recent years.

The HoReCa channel underwent sharp decline right at the start of 2012 after the VAT
increase, worsening along the year with the purchasing power reduction of the
Portuguese consumer, especially with regard to “Out-of-Home"” food consumption and
the hotel industry. According to INE, services turnover in the accommodation,
restaurants and similar segment recorded a decrease, accrued to November, of 10.5%
from 2011.

Sources

IMF World Economic Outlook; Eurostat; Bank of Portugal Economic Bulletins; Portuguese Ministry of Finance; National
Statistics Institute (INE); National Bank of Poland Economic Bulletins; Central Statistical Office (GUS); Planet Retail;
Deloitte; TNS; Nielsen and PMR.
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2012 was a year of strong performance for the various business areas of the Group
both in Poland and in Portugal, especially in light of the challenges related to the
macroeconomic environment. All the established strategies and objectives were, in
general, implemented and achieved by the management teams, with the appropriate
monitoring of the Board of Directors, who discharged their supervisory activity of
management activities without any constraints.

In a context of an anticipated consumption decline in Portugal and the risk of a
slowdown in growth rates in Poland, which did in fact occur, the Group maintained its
ambition of growth and strengthening its leadership in the markets where it operates.
A new platform for growth was also launched in Colombia. The Management team set
the following strategic priorities for 2012:

i. Strengthening the Competitive Position in all Business Areas;
ii. Execution of the Investment Programme;
iii. Construction of the Foundations of a New Growth Pillar in Colombia.

In Poland, Biedronka had identified under its growth strategy the area of Perishables
as a clear development opportunity. This opportunity arises in anticipation of the
sophistication of the food basket in Poland, following the growth of the economy,
which will lead to an increase in consumption in these categories growing higher than
others.

Moreover, the entry of Biedronka into the big cities, where the consumer basket
reflects more diverse consumption, with a greater weight of Perishables and categories
of higher value added, reinforces the importance of this repositioning of the
Company's value proposition.

Accordingly, in 2012, with logistics and the supply chain already in place Biedronka
took the final step towards its differentiation in this area. The Company implemented a
new store layout that gives greater visibility to Perishables categories, deploying new
equipment that has endowed the stores with the ability to undertake this operation
with quality and efficiency, thereby fostering a product range that is the price leader.

Biedronka completed, between January and September, the layout conversion of all
the stores at a rate of approximately 45 stores per week, representing more than
1,700 converted stores in the nine months.

The conversion plan required the closure of stores for an average of two days per
store in order to change the format. During the months when the programme was
being implemented, the in&out campaigns, which have a specific impact on the
Beverages and Non-Food categories, were suspended in order to reduce the risk of
inventory losses due to the period of closure of stores.
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The layout change was well received by consumers. A survey conducted by the
Company indicated that consumers found the stores had a more pleasant environment
and that Biedronka also had a good quality range of Fruit & Vegetables.

As expected, the improved sales performance of converted stores compared to those
that had still not received the conversion investment was registered during the
conversion process.

The Perishables categories as a whole increased of its weight in the sales of the
Company from 14.8% to 16.3%.

Biedronka ended 2012 with a network of 2,125 stores all with a refurbished
Perishables zone and many with new in-store bakery facilities, providing a strong
competitive edge in the market and also the ability to benefit from the future
development of food consumption in Poland.

Biedronka's like-for-like sales performance was 6.4% in a market that grew 4.4%.
This was also a result of this innovation strategy, whose fast implementation allowed
Biedronka to operate in the fourth quarter of the year with this programme already
concluded.

The strengthening of the competitive position of Pingo Doce in Portugal encompassed
reinforcing its pricing policy.

The intensification of the promotional environment has been registered from the
fourth quarter of 2011 onwards, together with the deterioration of the consumer
environment. Consumer price awareness and a clear trading down trend have been
noted since the beginning of 2012.

Pingo Doce, recognising the lower dynamism of its sales performance in the first
months of the year, began its price positioning reinforcement in May, based on strong
promotions focused on key products. The Company's market share reacted positively
to thg pricing strategy and sales grew 2.4% in a market where retail sales fell by
1.6%".

The diagnosis, based on market surveys, showed that even though consumers
recognised the quality of Pingo Doce’s value proposition and its differentiation in terms
of the quality of Perishables and Private Brand assortment, the brand still obtained a
relatively weakened evaluation, regarding the opportunity to make savings.

Pingo Doce made the decision to maintain its competitive policy of everyday low prices
and considering the risk to the sustainability of the business arising from the loss of
customer numbers, it also decided to launch promotions in specific categories in order
to reinforce consumer’s price perception.

The quick diagnosis and immediate decision to invest in price allowed an immediate
reversal of the negative trend of market share recorded in the first four months of the
year. Pingo Doce has recorded steady market share gains since May.

2 Source: INE - Index of Turnover in Retail Trade - Retail Sales of Food, Beverages and Tobacco.
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The commitment to maximising value creation and the determination to guarantee
leadership positions in the markets where the Group operates makes the investment
programme central to the strategy of Jeréonimo Martins.

Expansion continued to be the focus of the majority of the Group's investment. Around
89% of expansion investment was made in operations in Poland, where 263 Biedronka
stores and 25 Hebe stores were opened, accounting for almost one-third of the
EBITDA generated in the year.

The current economic situation in Portugal is not susceptible to investment.
Nevertheless, three Pingo Doce stores, one Hussel store and one Ola store were
opened.

The Group ended 2012 with 2,820 stores in Portugal and Poland, being the majority
of these Food Retail stores (2,538).

Biedronka 263 239 106 99 11 15
Pingo Doce ° 3 9 4 8 0 2
Recheio * 0 1 1 2 0 0
Other Businesses * 39 43 3 2 36 16

! Only includes the refurbishing that implied the closing of the food selling area, with exception for Recheio.

2 Including Pingo Doce stores in M adeira.

s Including Recheio store in M adeira.

4 Including the stores Apteka Na Zdrowie, Hebe, Kropka Relaks, New Code, Spot, ElectricCo, Bem Estar, Refei¢des no Sitio do Costume,
Petrol Stations, Jeronymo, Ol4, Hussel and Jeronymo Food with Friends.

A special highlight is given to the opening of the 2,000 Biedronka store at the end of
September. Biedronka ended the year with a total of 2,125 stores. It was another year
in which the Polish Company accelerated the number of store openings, taking
advantage of an expansion team that operates with a regional presence.

Capex 2012
A Others A
Recheio 4.8% Expansion
. 0.9% \ | Others 53.4%
Pingo 30.3%
Doce
9.1%

Revampings
“— Biedronka 16.3%
85.2%
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Biedronka was also the business area that absorbed most of the logistics investment,
through the opening of two new Distribution Centres, one of which forms a new
logistics region in the country.

Investment in maintenance and refurbishment continued to be another priority of
Jerénimo Martins, with 218 million euros invested in this segment, 81% of which was
invested in Poland. These investments play a key role in the sustainable growth of
like-for-like sales by ensuring the continuous adaptation of the store environment and
layout to new consumption trends.

It is important to remember that Biedronka, in addition to accelerating the number of
stores opened during the year, also implemented the layout conversion of more than
1,700 stores, making 2012 a particularly demanding year in terms of investment
programme implementation.

The conversion of the Biedronka stores was one of the year's most important projects,
to which 100 million euros were allocated.

The majority of the investment made in Portugal was targeted at refurbishment and
maintenance, ensuring that the store network maintains its high quality standards
recognised by consumers as one of the elements of brand differentiation in the
market.

(million euros)

Biedronka 222 175 398 227 85 312
Stores 182 163 345 182 71 253
Logistics and Head Office 41 12 53 45 14 59

Pingo Doce 13 30 42 33 75 108
Stores 10 28 39 33 72 105
Logistics and Head Office 2 1 4 0 & 3

Recheio 0 4 4 2 11 13

Food Distribution Portugal 13 34 46 35 86 121

Total Food Distribution 235 209 444 262 171 433
Manufacturing & Others 14 9 22 1 14 16
Total IM 249 218 466 263 186 449

%do EBITDA 32.5% 28.5% 61.0% 36.5% 25.7% 62.2%

1 New Stores and New Distribution Centres.
2 Refurbishing, Maintenance and Others.

The focus on growth and development of new opportunities does not neglect the
thorough and ongoing analysis of the profitability of each store or business, in stand-
alone terms. Accordingly, a number of stores in the Restaurant Services and Electrical
Appliances segments were closed for not meeting the Jerénimo Martins value creation
criteria and/or for not being part of the core business where the Companies decided to
operate.
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The proposal to start operations in the Colombian market was approved by the Board
of Directors in October 2011 and in November of that year the management team was
established in the country.

The priority for this project during 2012 was to define the business model in detail,
including: i. store size and layout; ii. product assortment; iii. brand; iv. price
positioning; v. communication policy; and vi. logistics model.

The understanding regarding the business opportunity in Colombia, constructed during
the year preceding the approval of market entry, has been tested and proven
throughout 2012 by the team on the ground, which has confirmed its belief in the
market potential and opportunity for differentiation based on Jerénimo Martins'
operational strength.

The Group Company in Colombia ended 2012 with a team of 95 people, as a result of
the recruitment process undertaken in the country during the year.

After an exhaustive test, the product assortment that will form the basis for the start-
up of the stores was defined. The supply chain will be almost entirely local and
potential partnerships for the supply of Private Brand have been identified.

The first Distribution Centre is being adapted to support the initial stores whose
locations are already secured and where preparatory work is being concluded.

The Group had the necessary business structure at the end of 2012, as well as a
defined plan to proceed with the start-up of operations in March 2013.
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3.2. Consolidated Activity in 2012

3.2.1. Consolidated Sales

Jerénimo Martins' sales in 2012 reached 10.9 billion euros, an increase of 10.5% from
the previous year (+11.5% excluding the exchange rate effect of the negative
devaluation of the zloty).

(million euros) 2012 2011 A % LEL
% total % total| Zloty Euro
Sales & Services
Biedronka 6,731 61.9% 5,787 58.8% 17.9% 16.3% 6.4%
Pingo Doce 3,346 30.8% 3,245 33.0% 3.1% -0.6%
Recheio 792 7.3% 794 8.1% -0.2% -0.9%
Manufacturing 229 2.1% 228 2.3% 0.2% 0.2%
Mkt, Repr. and Rest. Services 87 0.8% 89 0.9% -2.1% -2.9%
Consolidated Adjustments -309 -2.8% -304 -3.1% 1.6% n.a.
Total IM 10,876 100.0% | 9,838 100.0% 10.5% 3.5%
p.m. Pingo Doce 3,063 2,990 2.4%
(store sales)

All Group Companies began 2012 with the clear goal of growing market shares. In
much more difficult environments, both in Portugal and Poland, Biedronka, Pingo
Doce, Recheio and Unilever Jerénimo Martins increased sales above their respective
markets, increasing their market shares.

Consolidated Sales (million euros)

4 N\

+10.5%

Biedronka +16.3%

Pingo Doce

Recheio
Manuf. & Others

\_ 2011 2012 J
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Contribution to Consolidated Sales Growth (million euros)

1,038 73 23 10,970 10,876
9,838 -2 -94
»+11.5% » +10.5%
I T T T T T T T 1
2011 Biedronka Pingo Doce Recheio Others 2012 exc.F/X F/X 2012

Sales growth was achieved with like-for-like sales performances ahead of their the
sectors, in a year in which market contraction made it particularly difficult in Portugal,
and in which there was a slowdown in economic growth in Poland.

The growth of Food Retail in Poland gradually slowed over the year (+9.5% in the 1
quarter, +4.8% in the 2" quarter, +3.3% in the 3™ quarter and +1.3% in the 4"
quarter) as a result of more cautious behaviour among consumers and a reduction of
disposable income.

Biedronka - Net Sales (million euros)

675 6,825 6,731
5,787 364 -94
» +17.9% — » +16.3%
T T T T T T 1
2011 LL New stores/ 2012 exc. F/X F/X 2012

Revampings

Biedronka recorded another strong year, with the implementation of its investment
plan that included: i. the conversion of the layout of more than 1,700 stores; and ii.
an expansion plan with 263 store openings.
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The Polish Company reached total sales of 6.7 billion euros, representing 17.9%
growth in zloty (+16.3% in euros). This performance was driven by the
implementation of the expansion plan, accounting for an increase of 16.9% in sales
area in 2012 as well as solid growth, ahead of the market, in like-for-like sales,

reaching 6.4% in the year, with a positive contribution from both the average basket
and the number of visits.

Biedronka Biedronka
Like-for-like Sales Growth (Local Currency) Number of Stores
9.5% 2,125

1,873 1,908 1,941 2,006

6.4% 6.4%
47% 5.5%
1%

The environment in Portugal deteriorated faster than initially expected and worsened
over the year. Consumer price sensitivity increased and a clear trend for trading down
was observed, which led to a fall in Food Retail sales of 1.6% compared to 2011.

Pingo Doce responded early and quickly to the worsening economic situation and
ended the year with sales growth of 2.4%, increasing its market share.

Pingo Doce - Net Sales (million euros)

2,990 91 3,063

-18

—»  +2.4%

2011 LFL New stores/Revampings 2012
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Promotional activity increased in the market from the fourth quarter of 2011 onwards
and consumers became more responsive to price opportunities.

Pingo Doce began to adapt its commercial policy in May, based on strong promotions
focused on key products. Company sales grew 2.4% and its market share reacted
positively to the price reinforcement strategy. Like-for-like sales in 2012 were
resilient, recording a fall of 0.6%.

Pingo Doce Pingo Doce
Like-for-like Sales Growth Number of Stores

369 369 371 372 372
2.4%

-0.6% -0.6%
-1.6%
-2.6%

Ql12 Q212 Q312 Q412 2012 2011 Q112 H112 9M12 2012

Recheio's sales remained stable compared to the previous year. Both the Traditional
Retail and HoReCa segments underwent market contraction, but Recheio, given its
strong competitive position, managed to increase the number of customers to offset
the decline in the average purchase.

Recheio - Net Sales (million euros)

794 6 792
-7
—» -0.2%
2011 LR New stores / Revampings 2012
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Recheio
Like-for-like Sales Growth

2.6%

-0.1%
-0.9%

-2.9% -2.9%
Q112 Q212 Q312 Q412 2012

Sales in the Manufacturing area remained in line with the previous year, reaching,
even in a very challenging environment, an increase of around 90 b.p. in the “In
Home"” market and of 30 b.p. in the "Out-of-Home"” market.

Difficult market conditions led to a sales decrease of 2.1% in the Marketing,
Representations and Restaurant Services area.

(million euros)

Net Sales & Services 10,876 9,838 10.5%
Gross Margin 2,426 22.3% 2,244 22.8% 8.1%
Operating Costs -1,661 -15.3% -1,523 -15.5% 9.1%
EBITDA 765 7.0% 722 7.3% 6.0%
Depreciation -225 -2.1% -209 -2.1% 7.3%
EBIT * 540 5.0% 512 5.2% 5.4%

*EBIT above presented does not include operational items with non recurrent nature that in the Income Statement by Functions are
classified as Exceptional Operating Losses and are included in the Operating Profit therein presented.

Consolidated EBITDA grew 6.0%, or 7.0% excluding the effect of the zloty
devaluation, reaching 764.6 million euros.
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Consolidated EBITDA (million euros)

+6.0% 765

Biedronka

Pingo Doce —_— =

27.5% 22.4%
+0.4%

R Sinars — o5% |
Manuf. & Others
2011 2012

The Group's EBITDA margin fell from 7.3% in 2011 to 7.0% in 2012, reflecting the
price investment of Pingo Doce and the dilution caused by the start-up of the new
businesses - Colombia and Hebe in Poland.

Contribution to Consolidated EBITDA Growth (million euros)

102 0.2

I : R

2011 Biedronka Pingo Doce Recheio Others 2012 exc.F/X F/X 2012

Biedronka generated 72.2% of the Group EBITDA, by recording an EBITDA growth of
22.2% in zloty and 20.5% in euros, with the respective margin rising 30 b.p. to 8.2%
of sales.

The performance of Biedronka was particularly strong if placed in the context of a year
in which the Company, besides the layout conversion project, also opened 263 new
stores and two Distribution Centres, finishing the year with 2,125 stores and
strengthened leadership in the Polish market.
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The increase in the EBITDA margin of Biedronka was due to: i. economies of scale of
the operations; ii. a positive effect from the margin mix recorded in the first half of the
year; and iii. a strict control of operating costs.

In the final months of the year, already with the conversions plan completed and
tackling a consumption environment in the sector that had been growing weaker
throughout the year, Biedronka decided to strengthen its price proposition through
in&out campaigns in the Non-Food area and also in some categories of the Food area.

Throughout the year Biedronka maintained its price leadership of the market,
sustainably supported by its cost leadership.

At Pingo Doce, the strengthening of price positioning from May involved a margin
investment that led to 100 b.p. reduction of the Company's EBITDA margin to 5.6% in
2012, reaching 171.2 million euros.

The Company maintained strict cost control throughout the year which allowed it to
mitigate as much as possible the impact on the EBITDA margin of the decision taken
concerning promotional investment.

Recheio maintained its EBITDA margin stable at 6.3% through a tightly controlled cost
structure.

In the Manufacturing area, the price repositioning of some categories together with
the marketing investment to support key categories of the portfolio led to a reduction
in the EBITDA margin of 160 b.p. to 10.5% of sales.

EBITDA Margin

12.0% A
9.5%

7.9% 8.2% 8.4%

7.3% 7.0%
6.6% 6.3% 6.3% o
5.6%

6.0% A

OO% T T T T 1
Biedronka  Pingo Doce Recheio  Manufacturing Consolidated
& Services

2011 2012
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EBIT*

Net Financial Results **
Non Recurrent Items ***
EBT

Taxes

Net Profit

Non Controlling Interest

Net Profit attr. to JM

EPS (euro)
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540
-31
-22

487

-121

366

-6

360

0.57

5.0%
-0.3%
-0.2%
4.5%
-1.1%
3.4%
-0.1%

3.3%

512
-30
-14

469

-111

357
-17

340

0.54

Group Performance

5.2% 5.4%
-0.3% 2.4%
-0.1% 63.4%
4.8% 3.9%
-1.1% 8.4%
3.6% 2.5%
-0.2% -65.6%
3.5% 5.9%

5.9%

*The EBIT shown in the “Net Consolidated Result” table does notinclude non-recurrent operational items which appearitemised
in the “ Statement by Functions” under Exceptional Operating Profit/Loss and are included in the Operating Result shown therein.
**The Financial Result presented in the table “Net Consolidated Result” include the Profit in Associated Companies as reported in

the “Statement by Functions”.

*** Non Recurrent tems presented in the table “Net Consolidated Result” include the Exceptional Operating Results and
Gains/Losses on Other Investments as reported in the “ Statement by Functions”.

The net result attributable to Jerénimo Martins grew 5.9% to 360.4 million euros, up
7.3% excluding non-recurring items.

Financial expenses amounted to 30.8 million euros, in line with the previous year.

Non-recurring items reached 22.4 million euros and these include, among others,
restructuring costs in the Manufacturing, Retail and Restaurant Services areas in
Portugal and also around 10 million euros related to one-off costs incurred by Pingo

Doce, regarding the start of its promotional activity.

The cash flow generated in the year by operations amounted to 627.8 million euros.
The Group continues to generate strong cash flow, with Biedronka as the main driver.

(million euros)

EBITDA

Interest Payment

Income Tax

Funds From Operations
Capex Payment

A Working Capital

Others

Free Cash Flow

765
-36
-101
628
-487
70
-15
196

722
-28
-73
620
-375
126

367
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In a context of the strength of the balance sheet and the strong cash-generating
capacity of the Group which is sufficient to fund the expansion plans in Poland and in
Colombia, the Extraordinary General Meeting approved the proposal of the Board of
Directors to distribute reserves of an amount of 150.2 million euros, paid in 2012.

This decision took into account the soundness of the Group's balance sheet as well as

its ability to generate sufficient funds to meet the approved expansion plans for Poland
and Colombia, while the Group dividend policy remained unchanged.

(million euros)

Net Goodwill 748 721
Net Fixed Assets 2,740 2,411
Total Working Capital * -1,624 -1,510
Others * -3 28
Invested Capital 1,861 1,650
Total Borrowings 699 702
Leasings 18 38
Accrued Interest & Hedging 15 15
Marketable Sec. & Bank Deposits -373 -527
Net Debt 359 228
Non Controlling Interests 290 301
Share Capital 629 629
Retained Earnings 582 492
Shareholders Funds 1,502 1,422
Gearing 23.9% 16.0%

* Restated values - see details in Note 1.

The development of invested capital reflects, besides the depreciation for the year, the
investment programme implemented in the various business areas.

In 2012, the Group's Pre-Tax ROIC reached 26.8%. Although the investment in price
in Pingo Doce and start-up costs of new operations have led to a 20 b.p. reduction of
EBIT margin, the strong sales performance of the Group led to the increase of capital
turnover ratio, ensured the Group maintained a solid return on invested capital.
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Pre-Tax ROIC

(million euros)

T 30%

0%

3,000 - 27.3% 26.8%
A— —
1,878 2,017
5.2% 5.0%
0 T
2011 2012
Average OIC * EBIT Margin & Pre-Tax ROIC

* Restated value - see details in Note 1.

Group Performance

The good performance of results with strong cash flow generation allowed gearing to
remain low, at 23.9% by the year's end, despite the payment of the extraordinary

dividend.

(million euros)

Long Term Debt
as % of Total Borrowings
Average Maturity (years)
Bond Loans
Private Placement
Fair value adjustment
Commercial Paper
Other LT Debt

Short Term Debt
as % of Total Borrowings

Total Borrowings
Average Maturity (years)

Leasings
Accrued Interest & Hedging
Marketable Securities & Bank Deposits

Net Debt

% Debt in Euros (Financial Debt + Leasings)
% Debt in Zlotys (Financial Debt + Leasings)

565
80.8%
2.2
403

81

50
35

134
19.2%

699
2.0

18
15
-373

359

93.4%
6.6%

368
52.5%
1.9
205

81

50
34

334
47.5%

702
1.8

38
15
-527

228

92.0%
8.0%
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80.8% of total borrowings is represented by long term debt, the maturity of which was
extended to 2.2 years in 2012 due to the issue of a bond loan in the Retail area in
Portugal to replace an issue that matured in 2012. The amount of the issue that
matured was 200 million euros. The new bond issue was for 250 million euros, in
anticipation of the maturity of a bond issue in the amount of 52.5 million euros in April
2013.

A bond issue in the amount of 35 million euros, in the Group’s holding, also matured
in 2012 and was repaid.

After a strong devaluation in 2011 (-27.6%), the main Portuguese stock index (PSI-
20) registered an increase of 2.9% in 2012. The PSI-20, despite decreasing 14.7% in
the first seven months of 2012, reversed the trend during the second half of the year,
which allowed it to finish the year with a positive variation.

The Group’s share price appreciated 14.2% in 2012, compared to the previous year. It
was the eighth best performer of the PSI-20. Jerénimo Martins ended the year with a
market capitalisation of 9.2 billion euros, accounting for 17.2% of the PSI-20 index.
The valuation of Jeronimo Martins shares in 2012 was above the average 