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HOW WE MAKE A DIFFERENCE

1. OUR
APPROACH
We aim to create value in a sustainable manner,
respecting the quality of life of present and
future generations and mitigating, as far as
possible, the impact of our activities on the
ecosystems, on which we depend.

In order to guarantee the continuity of our
business, which has over two centuries of
existence, we have defined a Corporate
Responsibility strategy, transversal to the
Group’s Companies and consisting of five pillars
of action, that seeks to address the challenges
identified by our stakeholders1 and the
Sustainable Development Goals defined
by the United Nations2:

I – Promoting Good
Health through Food
Promoting good health through food is embodied
in two action strategies:
i. f ostering the quality and diversity of the food
products that the Companies sell;
ii. guaranteeing food safety in its broader sense,
including the availability, accessibility and
sustainability of the products sold.
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II – Respecting the
Environment
The Group endeavours to foster the efficient
management of resources, linked to environmental
preservation, with the view of reducing the
environmental impacts generated by its businesses.
There are three priority areas of action: climate
change, biodiversity and waste management.

III – Sourcing
Responsibly
The Group’s Companies monitor the origins
and production processes of the products they
develop and acquire, seeking to incorporate
ethical, social and environmental concerns in its
decisions throughout the supply chain. The Group
is committed to developing long-lasting commercial
relationships, practising fair prices and supporting
local production in the countries where it operates.
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Jerónimo Martins Group remains in the main Sustainability Indices
The Group’s performance within the scope of its activity in the Corporate Responsibility pillars
has been followed by a wide set of stakeholders, including Environment, Social and Governance
(ESG) analysts.
Among others, in 2018, Jerónimo Martins remained in the FTSE Russell indices: FTSE4Good
Developed Index and FTSE4Good Europe Index, which identify the companies that best manage
sustainability risks through commitments and actions in the development of their businesses.
It was also included in FTSE4Good Developed Minimum Variance.
The Group also maintained its presence in the STOXX Global ESG Leaders, STOXX Global ESG
Environmental Leaders, Ethibel Excellence Investment Registers, Ethibel Sustainability Index
Excellence Europe, and Euronext Vigeo Eurozone 120 indices. In what regards Euronext Vigeo,
it was also included in the Europe 120 Index.
These indices identify the companies that best manage the ESG risks and they are used, for
example, in structured investment products and as a benchmark. These inclusions are the result
of the recognition of the Group’s commitments, actions and outcomes regarding sustainability
and in the long-term development of its businesses.

I V – Supporting
Surrounding Communities
The Group is strongly committed to the communities
in the countries where it operates, fostering social
cohesion and endeavouring to contribute towards
breaking cycles of poverty and malnutrition, by
supporting projects and causes concerning the
more fragile groups in society: children, young
people and underprivileged elderly people.

V – Being a Benchmark
Employer
By creating employment, the Group aims to
stimulate social and economic development
in the markets where it does business. To do
so, it promotes balanced wage policies and a
stimulating and positive work environment, in a
firm commitment to its employees, who are also
the target of social responsibility policies that are
extended to their families.

1
2

 he 14 main material topics are mentioned in the sub-chapter 2. “Stakeholder Engagement”, also available at www.jeronimomartins.com.
T
Find out about the Group’s main activities in the publication “The Power of Collective Action”, available at www.jeronimomartins.com
and in the corresponding table found at the end of this Chapter.
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Business Model and
Relation with Sustainable
Development

PRIMARY PRODUCTION

We promote, with our suppliers, the
sustainable origin of raw materials and
ecosystem protection initiatives.

COMMUNITY
We support our communities, endeavouring
to promote social cohesion and breaking
cycles of poverty and malnutrition.

CUSTOMER

We offer safe, healthy and quality
food solutions, while promoting
responsible consumption.

6
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INDUSTRY

We work with our partners
to pursue innovation and the
sustainable development of their
activities and products.

MILK

MILK

MILK
MILK
MILK

OPERATIONS

We seek to minimise our operations
impacts, improve working conditions
and support our people.
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2. STAKEHOLDER
ENGAGEMENT
Engaging with our audiences is an important step
towards identifying different communication
channels, with the aim of promoting a better alignment
with the needs and expectations of our stakeholders.

Stakeholders

Interfaces

Communication Channels

Shareholders and Investors

Investor Relations Department.

Corporate website, e-mail, Annual Report, half-yearly
corporate magazine, financial releases, meetings,
conferences, roadshows, Investor’s Day and
shareholders’ meetings.

Analysts

Investor Relations Department,
Communications and Corporate
Responsibility Department.

Corporate website, e-mail, Annual Report, half-yearly
corporate magazine, financial releases, meetings,
conferences and Investor’s Day.

Official Bodies, Supervising
Entities and Local Councils

Investor Relations Department, Tax
Departments, Legal Departments,
Communications and Corporate
Responsibility Department.

Corporate website, e-mail and post, half-yearly
corporate magazine and meetings.

Suppliers, Business Partners
and Service Providers

Commercial, Marketing, Quality and
Private Brand Development, Food Safety, JM Direct Portal, follow-up visits, quality and food
safety audits, business meetings, direct contacts
Environment, Regional Operations,
and half-yearly corporate magazine.
Technical, Expansion, IT Departments
and Ethics Committee.

Employees

Employee Assistance Services (telephone line,
post and electronic e-mail), internal magazines,
Human Resources Departments, Training
Intranet, operational and management meetings,
School, Ethics Committee and Employee
interpersonal relationships, annual performance
Assistance Services.
appraisal, training sessions and internal climate
surveys.

Customers and Consumers

Customer Services, Customer
Ombudsman and Ethics Committee.

Toll-free phone lines, e-mail, corporate website
and post.

Local Communities

Communications and Corporate
Responsibility Department, Stores and
Distribution Centres.

Follow-up visits, meetings, protocols and
partnerships/ patronage.

Journalists

Communications and Corporate
Responsibility Department.

Corporate website, press releases, press conferences,
meetings, Annual Report and half-yearly corporate
magazine.

NGOs and Associations

Communications and Corporate
Responsibility Department.

Follow-up visits, meetings, partnerships/patronage
and half-yearly corporate magazine.
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In order to ensure continuous improvement, we use
different communication channels to promote a
better alignment with the needs and expectations
of our stakeholders.
At an institutional level and with regard to our
Companies, we are also members of various
national and international organisations and
initiatives concerning Corporate Responsibility,
which allow us to identify trends in these areas,
define strategic priorities and improve our
management processes3.
As a result of our continuous involvement with
stakeholders, we highlight, in descending order, the
identification of the following material aspects4:
1. Food quality and safety;
2. Suppliers selection based on sustainability
criteria;
3. Offer of products from a sustainable origin;
4. Labour conditions;
5. Preference for local suppliers;
6. Engagement and support to employees, their
families and surrounding communities;
7. Offer of healthy products;
8. Waste management and recycling;
9. Energy efficiency and water consumption
reduction;
10. Suppliers’ relationship management;
11. Client support services;
12. Innovative products and services;
13. Reduction of packaging materials;
14. Attraction, talent retention, training and career
development.

In order to ensure compliance, disclosure and
reinforcement of our Corporate Responsibility
Principles, we also count on the work developed
by the Committee on Corporate Governance and
Corporate Responsibility, which collaborates
with the Board of Directors and with the Ethics
Committee5.
The Group’s professional social network LinkedIn
page had more than 140,000 followers by the end
of 2018, maintaining itself as an important vehicle
for the dissemination of our activities, including
the actions developed within the five pillars of
Corporate Responsibility. In this context, during
2018, we published 112 posts related to our
Corporate Responsibility, with more than 1.8 million
impressions6.

For further details on the way we engage with stakeholders and on the organisations of which we are part of, please go to the
Responsibility area at www.jeronimomartins.com.
4
Reporting of our activity in each of these topics can be found throughout this Chapter, in the area dedicated to each of the action pillars
that embody the commitment to sustainable development and in our “Responsibility” channel at www.jeronimomartins.com.
5
The responsibilities of each of these Committees are described at www.jeronimomartins.com, in the “Investors” area.
6
This indicator refers to the number of times each post was displayed to LinkedIn users.
3
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3. 2018
HIGHLIGHTS
I – Promoting Good
Health through Food
 e implemented the Product Quality and Safety
W
Policy, aiming to deepen the systems for continuous
improvement of the processes of development
and monitoring of Private Brand and Perishable
products;
Nutritional reformulations of Private Brand products
and Meal Solutions prevented the entry of 575
tonnes of fat, 81 of saturated fat, 88 of sugar
and 8 of salt into the market;
In Poland, the Go Bio range, which targets
customers who prefer organic products, has
been extended with 78 products. Pingo Doce
introduced the first 36 references of this range in
the Portuguese market;
In Portugal, the voluntary adoption of an energy
icon in alcoholic beverages reached 100% of the
references. Also, the symbol that discourages the
consumption of these products by pregnant women
reached 47% of the references of this category, an
increase of 150% compared to 2017;
We performed more than 10,000 internal audits
in the Group’s infrastructures, complemented by
more than 110,000 analyses of work surfaces and
manipulators, among others, and more than 50,000
product analysis. More than 35,700 employees have
been trained in hygiene and food safety for a total
of more than 125,000 hours.
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II – Respecting the Environment
 2018, the Group’s carbon footprint, per €1,000
In
of sales, decreased by 17.2% compared to 2017,
contributing to meeting the established reduction
target for the 2018-2020 triennium;
The reduction of the Group’s carbon footprint is
mainly due to the decision to contract from July 2018
electricity from renewable sources to meet the needs
of business operations in Portugal;
The Group obtained an overall rating of “A-” in CDP
Climate 2018, positioning it at the “Leadership” level,
closer to reaching the maximum rating (A);
30 new ecodesign packaging projects were
implemented in both Portugal and Poland,
contributing to the annual savings of around 2,500
tonnes of packaging materials;
The rate of waste produced by the Group increased
to 85%, a rise of 0.3 p.p. compared to 2017.

III – Sourcing Responsibly
In 2018, approximately 90% of the purchases of
food products were acquired from local suppliers,
maintaining this ratio above the 80% target;
More than 290 new Private Brand and Perishable
products references with sustainability certificates
(e.g., UTZ, Marine Stewardship Council and
Rainforest Alliance, among others) were launched
by the Group’s banners;
Over 20% of the Group’s Private Brand eggs
marketed in 2018 were “cage-free” (e.g., barn eggs,
free-range eggs or organic eggs), contributing
to the objective of progressively increasing this
proportion to the 100% planned to 2025;
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In 2018, and based on the fish species identified in
2015, the Group complied with its guidelines for its
sustainable strategy;
Jerónimo Martins obtained an overall rating
of “A-” for palm oil in the CDP Forests 2018,
positioning it at “Leadership” level, just a step
away from reaching the maximum rating (A).
The commodities soy, beef and paper and wood
obtained a classification of “B”, the equivalent to
the “Management” level.

V – Being a Benchmark Employer
IV – Supporting
Surrounding Communities
 he value of support offered by the Group was
T
more than 31.5 million euros, an increase of 45%
compared to 2017;
The donation of food products totalled more than
11.5 thousand tons, which represents an increase
of 54% over 2017, in the pursuit of the effort to fight
food waste. In Poland, the food donation programme
was extended to 1,063 stores;
The Group implemented a new concept of support
for the third sector institutions that also have food
production. Through the “Mercado Social” (Social
Market) project, a space dedicated to sell these
institutions’ products in Pingo Doce, customers were
able to purchase products from two institutions,
whose sales value reverted in full to them;
219 employees contributed with 1,544 volunteer
hours to various community engagement actions,
namely reforestation of 2017 and 2018 burnt areas;
In Colombia, a new protocol was established with
the Instituto de Bienestar Familiar (Institute of
Family Welfare) for the supply of personal hygiene
products to more than 9,400 children under the care
of the “Madres Comunitarias” (Community Mothers)
programme.

 e created 4,357 jobs, representing a net increase
W
of 4.2% over the previous year. We also provided
928 work internships in the different Companies of
the Group;
110 million euros were awarded to employees and
11,946 employees, from stores, Distribution Centres
and Central Structures, were promoted;
More than 4.5 million hours of training were
provided to employees distributed among 66,310
training courses;
The frequency of accidents index was the lowest
recorded since 2011;
The investment in support initiatives to employees
under the areas of Health, Education and Family
Well-Being amounted to 19.5 million euros, an
increase of 4%. In Poland, through the “Możesz
Liczyć na Biedronkę” programme (You Can Count on
Biedronka), financial support was given to more than
9,000 employees in vulnerable situations. In Portugal,
the Social Emergency Fund, which counts on the
collaboration of social workers, allowed the support
of 726 employees.
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4. PROMOTING GOOD
HEALTH THROUGH FOOD
With the mission of providing safe and quality food to the
millions of customers who visit our stores every day, we
include a commitment to defend and promote good public
health through food in our product development processes.

4.1. Introduction

4.2. Quality and Diversity

In line with the priorities defined in the United
Nations Sustainable Development Goals for 2030,
and with the expectations of over 4,700 stakeholders
whose opinion was heard in an analysis carried
out in 2016, we seek to encourage responsible
consumption, as a way to promote the sustainability
of the business and to foster healthier lifestyles.

In 2018, the Group continued to implement the
Quality and Product Safety Policy (published on the
corporate website) which is applicable to the food
offer, through its Private Brand and Perishables,
and also to the Private Brand non-food offer.

These priorities arise from observing societies’
eating habits over recent years and noting that
excessive consumption of sugar, salt and saturated
fat has resulted in an increase in the prevalence of
diseases such as obesity, diabetes, osteoporosis
and cardiovascular diseases.
For the Group, being an active agent for change
in these eating habits means being committed
to investing in both the development of and
the democratic access to nutritionally balanced
Private Brand food products. This commitment
also assumes that the products are less processed
and meet specific dietary requirements, including
intolerance to certain ingredients, along with
comprehensive and intuitive nutritional labelling.
There are two action strategies that fulfil the
Group’s positioning:
i. ensuring food safety;
ii. fostering food quality and diversity.
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With this policy, we aim to guarantee a system for
the continuous improvement of Private Brand and
Perishable products development and follow-up
processes, placing the consumer at the centre of
our attention:
application of complementary standards, due to
likely oversights in the legislation in the countries
where we operate and to scientific proof in
decision making;
engagement with stakeholders, to proactively
understand their expectations and to
create/strengthen partnerships;
ban on animal testing, application of the
precautionary principle as to genetically modified
organisms and nanotechnology, the commitment to
replace microplastics with biodegradable materials
that do not pose risks to the food chain and
ecosystems, and also regarding other packaging
materials that will come into contact with food;
prioritised traceability and the existence of
robust procedures for defending, mitigating and
managing risks concerning product safety;
transparent and intuitive communication on our
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product labelling beyond what is legally required,
in order to allow the consumer to make a more
informed purchasing decision.
Our Nutritional Policy, also available for consultation on
the Jerónimo Martins corporate website, complements
the commitments defined for Private Brand food
products, and is in line with the recommendations
of the World Health Organisation, by defining seven
aspects of Private Brand development: nutritional
profile, ingredients, labelling, portion sizes, continuous
improvement, communication and education. These
dimensions are supported by the following directives,
among others:
restrictions as to the use of colouring, preservatives
and other superfluous, synthetic additives;
maximum accepted quantities of some ingredients in
the products for children, such as salt, sugar and fat;
nutritional reformulation strategies;
development of products for people with specific
nutritional needs/preferences, and within specific
age groups;
packaging materials allowed for contact with
foodstuffs;
principles of nutritional labelling, including
information on health, nutrition and the promotion
of healthy lifestyles;
product monitoring plans, including sensory tests,
audits and laboratory controls.

4.2.1. Launches

In cooperation with our business partners, we
have invested in launching products that address
consumer needs and modern lifestyles, while seeking
to make them more sustainable.
Poland
The launches of Private Brand food products with
health benefits were intended to make a positive
contribution towards consumers adopting healthier
consumption patterns, as these have more complete
and intuitive information about the presence of
ingredients in their compositions.
The following are among the launches in 2018:
78 organic products branded with Go Bio, such as
butter, hummus and vegan wholemeal oat biscuits,
pasta, juices, yoghurt and herbal teas, which are
certified with the EU Ecolabel logo;
17 references of products for children, which include
six Go Bio organic products such as Głodniaki
sausages, which are gluten-free, lactose-free and

without phosphates, preservatives or sodium
glutamate, as well as Pastani Kids gluten-free
corn pasta;
3 FruVita skyr-style yoghurt references, which
are fat-free and rich in protein.
The offer of products for vegans was also extended,
which means their composition excludes meat and
other products of animal origin such as eggs, dairy
products and honey, among others. Of the 29 new
references launched, we highlight the Pano wheat
tortilla wraps, which have been certified by Vege
Polska (Polish Association of Vegetarians) with the
international V-Label symbol, thereby ensuring that
the products fulfil the requirements related to this type
of diet and make it easier to identify this kind of food.
We maintained the partnership with Polskie
Stowarzyszenie Osób z Celiakią i na Diecie
Bezglutenowej (Polish Association of Celiac
Disease Sufferers and Gluten-Free Diet) to monitor
the production and launch of gluten-free products,
ensuring the absence of cross-contamination, as
well as certification of the final product. In 2018,
we launched 36 gluten-free references, where we
highlight the Pastani pastas and the Donatello
four-cheese pizza.
Biedronka continued with its intention to expand
its lactose-free portfolio, which began in 2017,
putting three new references on the market in 2018,
including Głodniaki pork sausages and venison

13
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sausages, which, in these cases, are also without
gluten, phosphates, preservatives, monosodium
glutamate – the flavour enhancer – and colouring.
Concerning Perishables, we launched three Bakery
products made of ancestral wheat flour (without being
crossed with other varieties and produced only in
certain regions of Europe), with a view to extending
Biedronka’s offer of these solutions. Products made
with this variety of wheat have a lower percentage
of gluten proteins. As they are important sources of
fibre, zinc and selenium, which help digestive and
immunological functions, these products also have the
support of Instytut Żywności i Żywienia (Polish Institute
of Food and Nutrition) for their production. Consumers
can now access the information on a diet with lower
gluten consumption on the supplier’s website,
at www.pradawnapszenica.pl.
Portugal
We remained focused on launching Pingo Doce
products that have health benefits and/or are
low-processed, while also investing in more
convenient portions for consumers:
Iodized Salt, which may contribute towards
normal hormone production and thyroid function,
as well as towards cognitive function and the
nervous system;
Frozen Rissóis de Camarão (Shrimp Rissoles),
Croquetes de Carne (Meat Croquettes) and
Pastéis de Bacalhau (Cod Pasties) to bake in
the oven, which are advantageous, as far as the
fat-level in the final product is concerned, due to
having 10% less fat than products for frying;
Frozen Blueberries, which due to their harvesting
process and refrigeration within 24 hours do not
need any added colouring or preservatives. These
fruits are high in fibre, which is important for the
digestive system to function well;
Buffalo Burrata Cheese, produced using
pasteurised milk, is a source of calcium;
Passion Fruit and Red Berry Greek Yoghurts, both
fat-free, with a high protein content, sources of
calcium and without colouring;
Mini Maria Cookies, produced with sunflower oil,
for children;
Apple and Pear Fruit Sachets for children.
These products do not contain colouring or
preservatives and only have the sugar that is
naturally present in the fruit. The Multi-Fruit with
Cereals sachet was also launched with these
benefits and is gluten-free.
14

In the Pura Vida range, which aims to provide a
more democratic offer of products without any
added sugar, gluten, and lactose for people with
specific dietary requirements and/or preferences, six
new products were launched, making a total of 91
references available:
Aveia Instantânea (Instant Oatmeal), with a high
vitamin B1 and phosphorous content. It is a source
of fibre, iron, magnesium, potassium and zinc, and
the beta-glucans present help to maintain normal
levels of cholesterol in the blood;
Lactose-free Folhado Misto (ham and cheese
pasty), to be baked in the oven;
Lactose-free Queijo Fresco (fresh cheese) spread;
Lactose-free Leite Ultrapasteurizado Magro
(Skimmed Ultra-Pasteurised Milk).
In 2018, as mentioned before, the Go Bio range was
introduced in the Portuguese market. These are
certified products regarding their organic origin and
which, through their more responsible production
methods concerning the use of chemicals in farming,
may have a positive impact on consumer health.
36 products were launched in this range, including
eggs, pasta, tomato pulp, yoghurt and kefir, cheese
and ice cream, among others. The Aveia (Oatmeal) and
the Aveia com Chocolate Negro (Oatmeal with Dark
Chocolate) biscuits are also suitable for vegetarians
and vegans, displaying the V-Label certificate.
Concerning Meal Solutions, the Pingo Doce
restaurants, along with the Take Away operations,
developed healthier dishes that are suitable for
consumers with specific preferences, such as
vegetarians: alheira (for baking and not frying, in
order to decrease the amount of fat), which is a
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special smoked sausage typical from Portugal, and
the vegetable “meatballs”. Vegetable pasties and
grilled vegetables were also launched in 2018.
Regarding soups, five varieties were launched to
the market with no potato, a raw material which is
rich in carbohydrates. The vegetable soups, carrot
cream soup with watercress and chickpea cream
soup with vegetables are a few examples.
The variety of the offer in the Spring-Summer
season was complemented with six salads: rice
with smoked ham, couscous with chicken, cod with
chickpeas and roasted peppers, chicken breast
tabbouleh with walnuts and sultanas; quinoa
with mackerel, and noodles with king prawns and
coriander-flavoured olive oil.
Colombia
Ara’s Exclusive Brands launched 10 new products,
providing healthier alternatives to consumers
in that country. We highlight the three different
Alambra whole yoghurt with probiotics flavours,
the three references of Arrivere Italian whole
wheat pastas and the Solei natural orange and
tangerine juices.

4.2.2. Reformulations

In order to make a positive contribution towards
public health, our strategy – for over 10 years –
for reformulating food products has been giving
primacy to products that:
are consumed mostly by children;
contain high levels of salt, sugar and fat
(including saturated fat) and/or additives
considered to be superfluous;
are consumed in large quantities and, as such,
their reformulation might have a wider positive
impact on public health;
might be perceived as being healthy, but whose
nutritional profile needs to be adjusted.
Poland
In Poland, we reformulated 33 food products in line
with our Nutritional Policy, eliminating salt, sugar
and fat. In total, we removed 575 tonnes of fat,
plus 77 of saturated fat, 87 tonnes of sugar and 5
tonnes of salt7.

7

Total Reformulations
In 2018, the Group prevented the
following from entering the market:
575 tonnes of fat;
81 tonnes of saturated fat;
88 tonnes of sugar;
8 tonnes of salt.

We reduced the levels of fat in 19 references,
especially in Fasti processed cheeses, which
were reduced by 44%, representing 92 tonnes
of ingredients that didn’t reach the market.
In addition, 77 tonnes of saturated fat were
removed from 17 products.
We cut between 5% and 30% the salt from the
composition of eight references, including Pano
grilled wheat wraps and the Polsnack crisps with
sea salt and pepper.
Regarding sugar, we reformulated seven
references, including the Miami strawberry
yoghurt – for children – on which we achieved
an 18% reduction, the equivalent of around nine
tonnes.
Portugal
Throughout 2018, we relaunched six products
with improved recipes as to the presence of fat,
by replacing it with healthier options. These
include Pingo Doce, Amanhecer and MasterChef
products aimed at grocers, the hotel industry,
coffee shops and restaurant sectors, which due
to their scale and distribution reach, can have
a positive impact on the consumer. In total, 3.5
tonnes of saturated fat did not enter the market7.
The level of saturated fat was reduced in other
references. Palm oil was replaced by sunflower
oil or was eliminated. This was the case with
the Pingo Doce Tostas Sem Sal (Unsalted Melba
Toast) and the Amanhecer Creme para Barrar de
Cacau e Avelãs (Cocoa and Hazelnut Spread) and
the Amanhecer and MasterChef Petiscos do Mar
(Seafood Delicacies).

 he number of tonnes removed is obtained using the following calculation method: the quantities of these ingredients present in the
T
formula of the references covered multiplied by the number of units sold in the year.
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We reformulated two Flocos de Batata (Potato
Flakes) references, removing the preservatives from
their composition.
At Pingo Doce’s Meal Solutions, we cut the sugar
in the Arroz Doce (Rice Pudding) – a typical
Portuguese dessert – by 10%, which is the
equivalent of over 0.5 tonnes8.
Some raw materials used in the Take Away, Bakery
and the restaurants were also reformulated. The palm
oil – used as an ingredient in breadcrumbs and as an
oil for frying –, was replaced by sunflower oil.
Colombia
Regarding the quantities of salt, we reformulated
five of the Kai exclusive brand delicatessen
products, which resulted in preventing a total of
2.4 tonnes from entering the market7. The Heil red
berry and almond granola cereals also had the
superfluous additives removed.
The vanilla and strawberry varieties of the Aveia
Instantânea (Instant Oatmeal) mix were also
reformulated, adding 12 vitamins.

Non-Food Products
Some non-food products were
reformulated considering their potential
impact on consumer health and/or on
the ecosystems. Of particular note are
the Dentix Mouthwash Fresh toothpaste,
Spa shower gel and Be Beauty shower
gel, whose microplastics were replaced
(as their size and inability to be filtered
by the wastewater system may pose
risks to oceans and rivers) by natural
bamboo, powdered apricot kernels and
natural exfoliants, respectively. Four
Be Beauty hair mask references were
also launched, of which the parabens
(synthetic preservatives) and silicones
(polymers that may cause irritations and
allergies) were removed.

8

4.2.3. Promoting Healthier Choices

With the intention of promoting an offer that is
increasingly in line with consumers’ present and
future needs, we have been working on adjusting the
portions of the Private Brand products, in accordance
with market research, and including intuitive
information on the packaging. These processes may
also contribute to reduce food waste, something
that the Group tackles in each of the five pillars of its
Corporate Responsibility strategy, upstream of the
supply chain and along with consumers.
Our priorities are to:
design (or reformulate) products regarding their
quantity and format;
voluntarily indicate the number of portions in each
package, on all products;
voluntarily indicate the average time the product
must be consumed once opened, to contribute to
the adequate consumption of products that are
used over a long period of time;
only use one expiry date, whenever the law so
permits, to avoid confusing consumers over other
printed dates, such as production batches.
In the case of the Pingo Doce, Amanhecer, Gourmês
and MasterChef Private Brands, we have been
adjusting, in the first stage of product design, the size
of the portions, such as the double portions of Pingo
Doce Chickenburgers or Cheeseburgers, in addition
to the already existing single-portion Bolsas de Fruta
(Fruit Sachets) for children, Bolacha Maria (Maria
Cookies) or the Petit Líquido (Petit Liquid) yoghurts.
We also launched some products in a different
format from the usual one in the market, making
them easier to eat and reducing potential waste,
such as Mini Bolachas Maria (Mini Maria Biscuits)
in convenient packs, mainly aimed at children.
Regarding expiration dates, we provide packaging
information about the average time of consumption
after opening, helping consumers to manage their
products. Mayonnaise, milks and fruit jams are some
examples of products containing short-expiration
date information.
Product Information
The Packaging Manuals prescribe disclosing the
characteristics and benefits of the Private Brand

 alculation of the weight of the ingredients removed takes into consideration the annual production of the products considered before
C
and after the recipe is revised.

16
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products on the labelling, complying with technical
and legal requirements, namely on the nutritional
composition, and presenting full nutritional tables,
with values per 100 grams and per portion.
The voluntary adoption of more intuitive nutritional
information on the front of the packages has been
a priority for the Group, in order to enable the
consumer to make a more informed choice about
the products they buy.
In Portugal, we maintained the following:
adoption of the “Sem OGM” (Without GMO)
symbol for products whose ingredients could
potentially have been genetically modified.
In 2018, 14% of the total references that
potentially could contain these ingredients
presented this symbol;
adoption of the calorie icon for 100% of the
alcoholic beverages;
also for alcoholic beverages, adoption of
symbols advising against consumption by
pregnant women. In this case, in 2018, 47% of
the references in this product category showed
this kind of symbol, an increase of 150%
compared to 2017;
maintenance of the icons for products that are
a source of Omega-3, lactose-free, gluten-free,
without added sugar and without fat;
maintenance of the identification with the
symbol “Escolha Saudável” (Healthy Choice) of
Pingo Doce cold meat products that contain low
fat, in cooperation with the Portuguese Heart
Foundation.
In Poland, the following are of note:
adoption of the indication of fibre in the nutritional
table, on the back of packages;
adoption of the European symbols for a vegan
diet and for organic products, accompanying the
launches and certifications of these ranges for
consumers with specific dietary needs and/or
preferences;
maintenance of the icons for products that are a
source of Omega-3, lactose-free and gluten-free.
adoption of symbols advising against alcohol
consumption by pregnant women and on
responsible driving. For the first case, 15% of the
references presented this indication, for the second
one, 46% had that reference.

In Colombia, voluntary adoption of nutritional
aspects of the recommended daily ingredients
continued to show the values for calories, fat,
sodium, sugar and protein.
At Pingo Doce, for the last 10 years we have been
following the principles of the Mediterranean Diet
when developing Private Brand products and meals
(Meal Solutions), and as a differentiating aspect
when communicating with our audiences. Besides
advice in terms of cooking and accompanying the
meal with vegetables/fruit expressed on the product
packaging, the bi-monthly magazine “Sabe Bem”
(Tastes Good), with an average print-run of 150
thousand copies, remained one of the preferential
means of communicating this diet, by publishing
recipes that also encourage the reuse of food
leftovers and the fight against food waste.
Pingo Doce’s website continued to be a means
of reinforcing this priority, playing a part in
encouraging people to adopt this diet and also
publishing a list of lactose-free and gluten-free
products, aiming to help consumers in their choice.
The list is updated every month by Pingo Doce’s
nutrition team, in accordance with the analytical
control carried out on the Private Brand products.
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At Biedronka, we also invested in promoting the
Mediterranean Diet, active lifestyles and in the
sharing of information on nutrients present in
the food products and on recipes for people with
specific dietary requirements, such as vegetarians
and vegans, by producing commercial and
informative leaflets. The majority of these leaflets
received the cooperation of an expert from the
Polish Institute of Food and Nutrition and the
Polish Association of Vegetarians.
In addition, 55 articles were published by various
media, describing the nutritional profiles of
Biedronka products and their health benefits.
Along with these, there were also 38 articles for
employees disclosed using internal channels.
Biedronka continued to support the Zielona Kraina
(Green Land, at www.zielona-kraina.com) project,
developed in partnership with Green Factory,
producer of the Vital Fresh exclusive brand. The
objective of this project is to promote healthier eating
habits among primary school children. 402 cooking
workshops were carried out at 143 schools in 14
cities, which had a target audience of over 7,934
students and also around 400 teachers.

4.2.4. Partnerships and Support

With the objective of learning, sharing in-depth
knowledge on food, nutrition and health, and
taking action with consumers, we have maintained
an active dialogue with both public and private
institutions.
In Portugal, Pingo Doce remained active on the
technical committees of the Portuguese Association
of Distribution Companies (APED) dedicated to food
quality, and within this framework also established
commitments with the Directorate-General for
Health (DGS) in addition to those voluntarily
undertaken regarding product reformulations.
As such, within the framework of the Portuguese
Government’s Integrated Strategy for Promoting a
Healthy Diet (EIPAS), Pingo Doce aims to:
reduce the level of salt in soups, to a maximum of
0.4g/100g in 2021 and 0.3g/100g in 2023;
reduce the level of salt in its own-produced bread
to a maximum of 1g/100g in 2021;
reduce the level of salt in crisps and snacks by
12% by 2021;
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r educe the average total sugar content in fruit
nectar juices by 5% by 2021;
reduce the average added sugar content in
chocolate milk by 10% by 2021.
We also continued with our partnerships with
organisations aiming to contribute towards a
healthy diet:
within the scope of the partnership with the
DGS, Pingo Doce contributed to the National
Programme for Promoting a Healthy Diet (PNPAS)
with 25 recipes on the Mediterranean Diet,
developed by its nutrition team and which can be
referred to at www.alimentacaosaudavel.dgs.pt.
In addition, the DGS participated in five articles in
Pingo Doce’s “Sabe Bem” (Tastes Good) magazine,
which were also disclosed on the PNPAS blog
“Nutrimento” at www.nutrimento.pt;
the Portuguese Association of Celiac Disease
Sufferers, to identify and publicise gluten-free
products;
the Portuguese Heart Foundation, to identify
cold meat products that are low in fat, using the
symbol “Healthy Choice”;
the Portuguese Association of Nutritionists, to
sponsor the Nutrition and Food Congress.
In Poland, besides the agreements previously
established for publishing information on a healthy
diet and the more intuitive identification of specific
food products, we maintained the following
initiatives:
certification of 36 new gluten-free products by
Polskie Stowarzyszenie Osób z Celiakią i na
Diecie Bezglutenowej (Polish Association of
Celiac Disease Sufferers and a Gluten-Free Diet);
certification of 44 products suitable for vegans
and vegetarians, in partnership with the Polish
Association of Vegetarians;
the commitment, undertaken by Jerónimo
Martins Polska to the Ministry of Development,
to further its reformulations programme to
reduce salt, sugar and fat in Biedronka’s
products;
the 3rd National Nutrition Congress on the topic
“Nutrition and Physical Activity among the Elderly”,
organised by the Polish Institute of Food and
Nutrition, which Biedronka sponsored;
the 1st Polish Cancer Nurses Conference, organised
by Polski Komitet Zwalczania Raka (Polish
Committee for the Fight Against Cancer), to provide
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education on preventing and fighting cancer, which
was sponsored by Jerónimo Martins Polska;
the Milk Start and Śniadanie Daje Moc (Breakfast
Gives You Power) projects, within the scope of the
Parnerstwo dla Zdrowia (Partnership for Health)9.
In Colombia, Ara maintained its participation in
the work committees of ICONTEC (Colombian
Institute of Technical Standards) to discuss
and create quality and food safety standards,
applicable to all product categories.

4.3. Quality and Food Safety
We continually invest in the certification and
monitoring of our processes, facilities and
equipment in order to ensure we have safe and
high-quality products. To do so, when implementing
appropriate procedures and assessing the
respective performance indicators, we not only
count on our quality and food safety technicians,
but also on external auditors and independent and
accredited laboratories.
In 2018, we performed 10,180 internal and
external audits in the Group’s infrastructures,
complemented by 110,620 analyses on work
surfaces and handlers, among others, and over
50,300 analyses on products.

4.3.1. Certifications

During 2018, the following certifications were
renewed/extended to new infrastructures:
ISO 22000:2005 certification on the storage
and distribution processes in all 16 Distribution
Centres, and on the product development process
at Biedronka’s head office;
ISO 9001:2015 certification for the Development
of Private Brands, in Portugal, and Post-Launch
Product/Supplier Follow-Up;
HACCP certification in accordance with the
Codex Alimentarius of Pingo Doce’s three Central
Kitchens;
HACCP certification in accordance with the Codex
Alimentarius of 17 Recheio Cash & Carry stores;
HACCP certification in accordance with the
Codex Alimentarius of the Caterplus Food Service
platforms in Porto and Lisbon;
Certification of the Food Safety Management

9

System, according to the Portuguese Norm based
on ISO 22000:2005, in 21 Recheio stores and
1 Caterplus Food Service platform in Tavira;
HACCP Certification, concerning Food Safety,
based on the Codex Alimentarius of the Azambuja,
Modivas, Alfena and Algoz Distribution Centres.
In 2018, all the Polish Distribution Centres renewed
their certification for handling organic products,
according to EC Regulation 834/2007.

4.3.2. Audits

To guarantee the high levels of quality and food
safety of the products we sell, we perform control
audits on the processes, facilities and equipment.
Besides the mentioned internal audits, we also
carry out audits on the suppliers of Perishables
and Private Brand products. The 2018 results can
be found in sub-chapter 6. “Sourcing Responsibly”.
Poland
The stores in Poland underwent internal audits
and the Distribution Centres were audited both
by internal and external auditors to check that the
facilities, equipment and procedures are suitable.
There was a 37% decrease in follow-up audits, due
to the positive results of the internal audits, which
meant there was less need for follow-up of the
processes. In the case of the Distribution Centres,
the decrease in the number of external audits is due
to having opted for sampling methods, so it was not
necessary to have the same volume of audits as in
the previous year.
During 2018, with the objective of controlling
microbiological risks, we analysed work surfaces,
equipment, product handlers and raw materials,
for which external accredited laboratories were
used. 2,472 analyses were carried out, an
increase of 127% compared to 2017. This was
due to an increment in regularity and scope of
in-store analyses on meat, fruit juicers and roast
chicken ovens.
Portugal
The increase in internal and follow-up audits
at Pingo Doce is due to the expansion of the
store network. In Recheio, the increase in the

For further information on this programme, please refer to sub-chapter 7. “Supporting Surrounding Communities”.
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to a review of its frequency. Some of the monthly
checks are now carried out on a bimonthly basis.

number of the follow-up audits is caused by the
implementation of the food safety management
system, according to the Portuguese Norm based
on ISO 22000:2005, which demands for further
monitoring in stores. Concerning the Distribution
Centres, the decreasing number of follow-up
audits compared to 2017 can be explained by the
fact that, in that same year, evaluation results
showed significant improvements, making the
same frequency unnecessary.

Colombia
In Colombia, internal audits were carried out in
the Ara stores and in the Distribution Centres by
internal teams.
The increase in the number of internal audits in
stores, including follow-up, is due to Ara’s store
network expansion. These are also accompanied by
implementation of improvements in the food safety
processes.

Using accredited external laboratories, Pingo Doce,
Recheio and the respective Distribution Centres
also performed 98,338 quality and food safety
analyses on work surfaces, handlers of Perishables
and on products handled in stores, as well as on
water and air. This figure represents a decrease
of 22% compared to 2017 and is explained by the
compliance rates obtained previously, thus leading

The analyses on work surfaces, Perishable
handlers, products handled in stores and on water
amounted to 9,810, representing an increase
of 19% compared to 2017, which can also be
explained by the increase in the number of stores.

Audits carried out at Biedronka Stores and Distribution Centres in Poland
Biedronka

Stores and
Distribution Centres
Internal Audits

Distribution Centres

2018

2017

Δ 2018/2017

2018

2017

Δ 2018/2017

5,161

5,371

-4%

32

30

+7%

127

201

-37%

-

-

-

-

-

-

24

31

-23%

81%

80%

+1 p.p.

95%

96%

-1 p.p.

Follow-up Audits
External Audits
HACCP Performance*

*At Biedronka, HACCP implementation is evaluated based on own requirements, which, in turn, are based on the Codex Alimentarius. In the Distribution Centres, the compliance rate refers to
the ISO 22000 – Food Safety Management System certification, which is based on the HACCP principles of the Codex Alimentarius.

Audits carried out at Pingo Doce and Recheio Stores and Distribution Centres in Portugal
Stores and
Distribution Centres
Internal Audits
Follow-up Audits
External Audits
HACCP Performance*

Pingo Doce

Recheio

Distribution Centres

2018

2017

Δ 2018/2017

2018

2017

Δ 2018/2017

2018

2017

Δ 2018/2017

873

836

+4%

84

85

-1%

39

39

-

1,415

1,376

+3%

250

139

+80%

40

76

-47%

15

19

-21%

55

55

-

10

10

-

90%

88%

+2 p.p.

88%

87%

+1 p.p.

93%

90%

+3 p.p.

*At Pingo Doce, as at Recheio, HACCP implementation is assessed using their own reference standards, based on the Codex Alimentarius and which are appropriate for the operating realities
of the Companies.
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Audits carried out at Ara Stores and Distribution Centres in Colombia
Stores and
Distribution Centres
Internal Audits
Follow-up Audits
External Audits
Good Hygiene and Quality Practices*

Ara

Distribution Centres

2018

2017

Δ 2018/2017

2018

2017

Δ 2018/2017

495

308

+61%

3

3

-

1,664

-

-

-

-

-

-

-

-

-

-

-

72%

65%

+7 p.p.

95%

91%

+4 p.p.

*The compliance rate shown refers to the score obtained on good practices, in which the criteria aim to guarantee the quality and safety of the products according to the law, evaluating the
operation itself and the control system and procedures. The criteria include, among others, hygiene and quality control aspects of the facilities for handling the product, such as temperature,
packaging and organic waste management procedures.

4.3.3. Analyses

In addition to the audit processes, the products
sold are also checked as to their safety and quality.
Laboratory analyses on Perishables are performed
in external, accredited laboratories.

Distribution Colombia
In Colombia, we performed 8,129 laboratory
analyses on products available in the stores,
which represents an increase of 62% compared
to 2017.

Distribution Poland
The growth in the number of analyses of Fruit
and Vegetables, Bakery and Eggs, was due to
the increase in the number of references in this
category in 2017 and the improvement in the
analysis processes. The decrease in Meat and Fish
was due to a closer monitoring of the production
processes of our suppliers, thus reducing the need
for additional analyses by the Group.

The increase of the analyses of Private Brand
products corresponds to the increase in frequency,
and therefore, for a greater follow-up of the
store expansion in the country. In the case of
Perishables, the increase in the Fruit, Vegetables
and Fish categories is due to updating procedures
that have been implemented for these categories,
due to the store expansion and, consequently,
to monitoring new suppliers.

Distribution Portugal
The decrease in the analyses of Bakery and
Fish products is due to the positive results in
the previous year. For Meat, the decrease can
be explained by the reduction in the number of
suppliers of certain categories.

ANALYSES ON PRODUCTS

50,300

The 10% increase in the analyses of non-food
products is explained by the need to evaluate new
products and the transition to new suppliers in the
feminine hygiene and baby range areas.
The growth in the number of analyses carried out
on the Meal Solutions products results, among other
things, in the validation of durability dates for new
products and in salt analyses.

21

HOW WE MAKE A DIFFERENCE

Distribution Poland
Number of Analyses/Samples collected

2018

2017

Δ 2018/2017

12,431

12,050

+3%

825

878

-6%

1,069

751

+42%

300

375

-20%

80

71

+13%

353

128

+176%

2018

2017

Δ 2018/2017

15,790

15,852

0%

Private Brand – Non-Food

4,560

4,134

+10%

Fruit and Vegetables

2,815

2,937

-4%

Meat

1,182

1,428

-17%

Fish

928

1,038

-11%

Bakery

479

511

-6%

1,359

1,038

+31%

Private Brand – Food
Private Brand – Non-Food
Fruit and Vegetables
Meat and Fish
Bakery
Eggs

Distribution Portugal
Number of Analyses/Samples collected
Private Brand – Food*

Meal Solutions

*Including routine analyses on the presence of gluten, genetically modified organisms, lactose, denomination of species, control analyses and extra analyses,

Distribution Colombia
Number of Analyses/Samples collected

2018

2017

Δ 2018/2017

Private Brand – Food

6,970

4,146

+68%

Private Brand – Non-Food

1,076

817

+32%

Fruit and Vegetables

52

17

+206%

Meat

14

26

-46%

Fish

11

5

+120%

6

12

-50%

Bakery

4.3.4. Training

Training in Food Hygiene and Safety was given to
18,652 employees in Poland (39,671 hours of training),
11,796 employees in Portugal (51,743 hours) and
5,274 employees in Colombia (33,725 hours).
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5. RESPECTING
THE ENVIRONMENT
Every day we strive to improve the efficiency of
our processes and to reduce the impact our supply
chains have on the environment.

5.1. Introduction

5.2. Biodiversity

We focus on three priority areas: preserving
biodiversity, fighting climate change and
responsible waste management, in accordance
with our Environmental Policy10.

A key element of our differentiation is linked to
specialisation in Fresh Products, reflected in the
high volume of Meat, Fish and Fruit and Vegetable
sales, among other Perishable products, with an
impact on the ecosystems. The Group therefore
recognises the responsibility of knowing, mitigating
and reflecting those impacts when defining policies,
strategies and operational processes.

Environmental Audits and
Environmental Certification

By following the international standard ISO 14001,
we have implemented Environmental Management
Systems at our Distribution Centres (DC), to help
identify, systematise and manage the impact of
our activities. In Portugal, four DC continued to
have this certification (Azambuja, Vila do Conde,
Algoz and Alfena). In Poland, 15 out of the 17 DC
have the same certification, guaranteeing that
more than 65% of the Group’s DC (19 out of a total
of 29) are certified according to this standard. Our
goal is to increase the number of centres with this
certification to 25 by 2020.
We also conducted internal audits to stores,
warehouses and DC to ensure the compliance
with legal requirements and with internal
Environmental Management procedures. In 2018,
we conducted 285 audits in Portugal and 3,662
in Poland, a significant increase compared to
previous years as, in Poland, a goal was set to
conduct two environmental audits per store per
year11. Whenever the score obtained in the audits
is less than 100%, corrective actions are defined.
10
11

Assessment of the risks associated with ecosystem
services is one of the approaches used to better
manage these impacts. Based on the Ecosystem
Services Review methodology, proposed by the
World Resources Institute, we have established 11
pillars of action that are embodied in management
practices and projects, including:
i. monitoring information;
ii. training;
iii. partnerships with suppliers;
iv. research and development.
Our actions and projects take shape at different
points of our supply chain:
upstream, and in partnership with our suppliers,
through awareness and monitoring projects, such
as promoting sustainable farming practices or
fighting deforestation as part of the commitment
to Zero Net Deforestation by 2020;
our own operations, through best practices that
promote the preservation of wild fish species

Available for consultation in the “Responsibility” area at www.jeronimomartins.com.
This goal was set in the 2nd trimester of 2018.
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based on our sustainable fishing policy, and
through sustainable practices in the production of
beef, milk and aquaculture;
downstream, in partnership with research
centres and/or non-governmental organisations12,
to promote projects that raise awareness, among
consumers and the general population, and foster
the preservation of ecosystems, habitats and
species, of which our activities depend on and/or
that are affected by them.
For more detailed information on our upstream
activities and our operations, see sub-chapter 6.
“Sourcing Responsibly” of this chapter.

5.3. Climate Change
In its most recent report13, the IPCC14 warns that
the effects of climate change are already being
felt with the current temperature rise of 1ºC,
stressing the importance of limiting the average
temperature rise to 1.5ºC. The Panel states that
it is still possible to achieve this if unprecedented
changes are made to existing policies. The Paris
Agreement, in force and ratified by the three

countries in which we operate, commits the
signatory countries to reducing greenhouse gas
(GHG) emissions, so as to ensure that the average
global temperature remains below 2ºC compared
with pre-industrial levels.
In addition to physical climate changes, such as
changes in agricultural productivity and the impact
on operations as a result of droughts, floods and
snow storms, changes are also expected to be
made to current policy to drive the transition to a
low carbon economy. That is why our action plan
includes implementing measures to reduce energy
consumption and GHG emissions related, for
example, to logistics processes and refrigeration
gases, as well as measures related to fighting
deforestation, namely by managing commodities
linked to this risk: palm oil, soy, beef, and paper
and timber15.
In 2018, we obtained an overall rating of “A-” in
the Carbon Disclosure Project (CDP) Climate 2018,
positioning the Group at the “Leadership” level,
closer to reaching the maximum rating (A). This
programme assesses our performance in terms of
climate strategy, including our transparency in the
reporting of information and risk management.

5.3.1. Carbon Footprint

In 201816, the carbon footprint (scopes 1 and 2)
was 1,067,728 tonnes of carbon dioxide equivalent
(CO2e), a reduction of 11.8% year-on-year, which
is mostly justified by the acquisition of renewable
energy certificates. For the same reason, the
specific value reduced from 0.0744 to 0.0616
tonnes of carbon equivalent for every thousand
euros in sales.
CARBON FOOTPRINT

1,067,728
TONNES OF CO2 e

To learn more about these actions, see section 5.6. “Partnerships and Support” section in this sub-chapter.
The IPCC “Global Warming of 1.5ºC” report, published in 2018, is available at https://www.ipcc.ch/sr15.
14
IPCC is the acronym for Intergovernmental Panel on Climate Change.
15
To learn about the Group’s initiatives related to commodities linked to the risk of deforestation, see sub-chapter 6 of this chapter.
“Sourcing Responsibly”.
16
The carbon footprint values for 2018 were verified by an external and independent body. The document regarding the certification
process can be viewed in the “Responsibility” area at www.jeronimomartins.com.
17
Scope 2 emissions concern location-based (heating) and market-based (electricity) emission factors, according to the “Carbon Footprint
– Indicators” table.
12
13
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Carbon Footprint
Carbon Footprint – Indicators

2018

2017

Δ 2018/2017

1,067,728
0.0616

*1,210,579
*0.0744

-11.8%
-17.2%

2018 (tCO2e)

2017 (tCO2e)

Δ 2018/2017

Overall Carbon Footprint (scope 1 & 2)17
• Distribution Portugal
• Agribusiness
• Distribution Poland
• Distribution Colombia

159,626
15,095
854,968
38,039

263,207
*4,452
911,490
31,430

-39.4%
+239.0%
-6.2%
+21.0%

Carbon Footprint (scope 1 – direct impacts)
• Leakage of refrigeration gases
• CO2 usage
• Fuel consumption
• Light vehicle fleet
• Enteric emissions (cattle)

128,509
21,733
55,971
17,552
9,639

146,482
18,904
56,074
16,451
1,987

-12.3%
+15.0%
-0.2%
+6.7%
+385.0%

Carbon Footprint (scope 2 – indirect impacts)
• Electricity consumption (location-based)
• Electricity consumption (market-based)
• Heating (location-based)

829,000
817,551
16,773

825,710
950,687
19,994

+0.4%
-14.0%
-16.1%

Carbon Footprint (scope 3 – other indirect impacts)
• Transport of goods to stores (Distribution)
• Disposal of waste in landfills
• Waste Incineration
• Organic waste composting
• Energy consumption in franchising stores
• Air travel by employees

148,556
41,016
151
201
19,881
2,032

164,532
36,912
221
120
15,685
1,804

-9.7%
+11.1%
-31.2%
+67.5%
+26.8%
+12.6%

Overall value (scope 1 & 2) – t CO2e17
Specific value (scope 1 & 2) – t CO2e/’000 €

Carbon Footprint – Indicators

* Values adjusted to include enteric emissions produced by cattle in Agribusiness.
Notes: T
 he carbon footprint of the different activities (under the Group’s operational control and which account for 99.9% of turnover) is calculated using the three levels of the World Business
Council for Sustainable Development (WBCSD) Greenhouse Gases Protocol method: direct, indirect and third party, The values presented take into account emission factors defined by
the IPCC for refrigeration gases and for enteric emissions from cattle, by the Portuguese Directorate-General for Energy and Geology, by the Colombian Unidad de Planeación Minero
Energética (Unit of Mining and Energy Planning), by the Krajowy Ośrodek Bilansowania i Zarządzania Emisjami (Polish Centre for Emission Balance and Management), for fuels and
heating, by the International Energy Agency, suppliers (electricity) and by the Greenhouse Gases Protocol (fuels used in light vehicle fleet and transport of goods to stores, air travel)
and by the UK GHG Conversion Factors for Company Reporting (waste).

5.3.2. Water and Energy Consumptions

Fighting climate change also includes the efficient
use of water and energy. This is also why we have
included these criteria in the construction and
refurbishment projects of our infrastructures.
Our Companies have been implementing more
efficient control systems for cooling plants and
more efficient technology for lighting (LED,
skylights and photovoltaic cells), refrigerated
displays and freezers fitted with doors and covers
in an effort to optimise energy consumption. To
save water, we install flow regulators, taps with
timers, regulating sensors for ice machines and
collect rainwater for our irrigation systems and to
wash equipment. Investment in these measures
– more than 102 million euros between 2014
and 2018 – has prevented over 82,000 tonnes of

carbon emissions and has a payback period of
less than six years.
In addition to the technological measures to
reduce water and energy consumption, we have
also been investing in projects to encourage best
practices in terms of behaviour. Thanks to our
“Water and Energy Consumption Management
Teams”, a project that began in the stores in
Portugal in 2011, we have achieved a reduction of
334,857 m3 and 43,368,670 kWh in consumption,
respectively, in eight years. This project, which is
promoted through monthly challenges and internal
benchmarking, has obtained an accumulated
saving of over 5.5 million euros.
Regarding office buildings, the Let’s Go Green
project enabled a reduction in electricity usage of
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178,000 kWh and 435 m3 in water consumption
between 2015 and 2018. Specific consumption
per employee also decreased 8% and 24%,
respectively. Driven by the results achieved thus
far, we aim to, gradually, implement this project in
other locations.
The increases in the consumption of water and
energy are explained by the growth of operations
(increase in the number of stores and other
infrastructures).
Over 93% of overall water consumed by the Group
comes from the municipal supply system. Regarding
less demanding operations in terms of water quality
(e.g., irrigation and cooling systems), we hold the
necessary licenses. In 2018, wastewater discharges
in the environment accounted for approximately 3%

of all wastewater produced, which was properly
treated prior to being discharged. As regards the
re-use of water, the Alfena DC (Portugal) collected
around 1,900 m3 of rainwater to use in the cooling
systems, sprinklers and for washing the outside of
trucks. At the Gachancipá DC (Colombia), where
rainwater is treated and used for cooling systems
and human consumption, nearly 2,000 m3 were
re-used.
The investment in renewable energy – which
resulted in the Group’s first two major photovoltaic
projects –, aside from increasing the number
of establishments with other technologies,
aforementioned – has enabled annual savings of
around 4.4 million kWh, equivalent to approximately
386,000 euros, representing an increase of 100%,
in terms of kWh, compared to 2017.

Water consumption
Total consumption

2018

2017

Δ 2018/2017

Water consumption
• Absolute value – m3
• Specific value – m3/’000 €

2,929,560
0.169

2,780,958
0.171

+5.3%
-1.2%

Water consumption per business unit
• Distribution Portugal – m3
• Distribution Poland – m3
• Distribution Colombia – m3
• Agribusiness – m3

1,810,994
848,256
130,012
140,298

1,767,613
813,818
105,994
93,533

+2.5%
+4.2%
+22.7%
+50.0%

2018

2017

Δ 2018/2017

Total water consumption
• Municipal supply system
• Underground water
• Other sources

2,929,560
2,738,623
187,031
3,906

2,780,958
2,598,057
181,787
1,114

+5.3%
+5.4%
+2.9%
+251.0%

Water consumption per business unit
• Distribution Portugal
		
• Municipal supply system
		
• Underground water
		
• Other sources
• Distribution Poland
		
• Municipal supply system
		
• Underground water
		
• Other sources
• Distribution Colombia
		
• Municipal supply system
		
• Underground water
		
• Other sources
• Agribusiness
		
• Municipal supply system
		
• Underground water
		
• Other sources

1,810,994
1,636,003
173,098
1,893
848,256
848,256
0
0
130,012
127,999
0
2,013
140,298
126,365
13,933
0

1,767,613
1,590,621
175,878
1,114
813,818
813,818
0
0
105,994
105,994
0
0
93,533
87,624
5,909
0

+2.5%
+4.2%
+22.7%
+50.0%
-

Water extraction by source
Total consumption (m3)
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Wastewater by type of destination
Total consumption (m3)

2018

2017

Δ 2018/2017

Total wastewater production
• Municipal sanitation
• Environment

2,343,648
2,279,059
64,589

2,224,766
2,160,122
64,644

+5.3%
+5.5%
-0.1%

Wastewater production per business unit
• Distribution Portugal
		
• Municipal sanitation
		• Environment
• Distribution Poland
		
• Municipal sanitation
		• Environment
• Distribution Colombia
		
• Municipal sanitation
		• Environment
• Agribusiness
		
• Municipal sanitation
		• Environment

1,448,795
1,384,206
64,589
678,605
678,605
0
104,010
104,010
0
112,238
112,238
0

1,414,090
1,349,446
64,644
651,054
651,054
0
84,795
84,795
0
74,826
74,826
0

+2.5%
+4.2%
+22.7%
+50.0%
-

2018

2017

Δ 2018/2017

6,904,040
0.398

6,634,950
0.408

+4.1%
-2.5%

2,059,971
4,317,632
459,691
66,747

1,997,887
4,184,639
419,569
32,855

+3.1%
+3.2%
+9.6%
+103.0%

No.
buildings

Energy
saving/year

Saving*
CO2e/year

Photovoltaic cells for self-consumption

2

1,962,600 kWh

563 t

Lamp posts and security system powered by photovoltaic panels
and/or wind turbines

7

168,867 kWh

48 t

Tubular solar light transporting system

21

120,291 kWh

34 t

Solar collectors to produce hot water used for heating water
and/or in the air conditioning system

17

482,685 kWh

138 t

Geothermal heat pumps

15

1,634,392 kWh

1,176 t

Energy consumption
Total consumption
Energy consumption
• Absolute value – GJ
• Specific value – GJ/’000 €
Energy consumption per business unit
• Distribution Portugal – GJ
• Distribution Poland – GJ
• Distribution Colombia – GJ
• Agribusiness – GJ

Renewable energy
Technology

* These values reflect the update in the electricity emission factors (location-based).
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Renewable Energy
We took a strategic decision to, from
1 July 2018, use energy from renewable
sources to meet the operating needs of
our banners in Portugal: Pingo Doce,
Recheio, Hussel and Jeronymo.
Given the strong correlation between the
use of fossil fuels and climate change – and
their tackling being one of the three pillars
of our Environmental Policy –, opting to
obtain renewable energy certificates helps
offset greenhouse gas emissions from
energy consumption. In 2018 (only in the
2nd semester), these emissions accounted
for an equivalent of approximately 130,000
tonnes of CO2e.
We also established a partnership in 2018
to implement a pilot project to install
3,876 solar panels on an area of 17,700
m2 on the roofs of two buildings: Algoz
Distribution Centre and the Recheio store
in Tavira. These facilities have an energy
self-sufficiency of approximately 2 million
kWh per year, meeting the need of nearly
a third of total energy consumption.

5.3.3. Reduction of Environmental
Impacts from Logistics Processes

How we manage our logistics processes is also
an opportunity to reduce the impact related, for
example, to GHG emissions. In this regard, the
following measures are of note:
in Portugal, at the end of 2018, 81% of the
goods transport vehicles complied with the
Euro 5 requirements (149 vehicles) and Euro 6
requirements (136 vehicles). In Poland, 95% of
the goods transport vehicles complied with the
Euro 5 requirements (530 vehicles) and Euro 6
requirements (585 vehicles). In Colombia, 28% of
28

the trucks complied with the Euro 5 requirements
(51 vehicles), an increase of more than 35 vehicles
year-on-year;
in Portugal, we changed from conventional diesel to
“top diesel” for the fleet of vehicles allocated to the
DC, with a saving of 0.2 L/100km which, in 2018,
led to a reduction in the consumption of diesel of
around 54,000 litres;
the backhauling18 operation in Poland entailed
the collection of a total of 632,508 pallets, 75%
more than in 2017, which resulted in a saving of
1,771,005 km while preventing the emission of
1,597 tonnes of CO2e. In Portugal, this operation
involved a volume of 199,128 pallets, 3.5% more
than in 2017, leading to a saving of 8,245,569 km,
preventing the emission of 7,287 tonnes of CO2e;
the introduction of a “start-stop” mode of operation
in the cooling of goods transport vehicles in Poland
saves approximately 250,000 litres of diesel.

5.3.4. Management of Refrigeration
Gases

We are focused on using natural refrigerants
whenever possible in our cooling and air conditioning
systems, as well as to control leaks to reduce our
GHG emissions:
in Poland, 16 Biedronka DC have cooling systems
installed with thermal roll-containers with CO2
snow. In Portugal, the same system is in operation
in the Algoz DC;
cooling technologies, which run exclusively on CO2,
are installed in 54 stores in Portugal, 591 stores
and three Polish DC in Poland;
five DC (four in Portugal and one in Colombia)
have refrigerated warehouses (positive and/or
negative cold) with systems running on ammonia
combined with glycol;
In Portugal, the Alfena DC has a cooling and
refrigeration system running on CO2 (ice machines,
freezers and fridges in the canteen);
there are 307 stores in Portugal, 956 stores in
Poland and 120 stores in Colombia which have
freezers running only on propane.
We have been testing, in our stores, operating
units and DC, solutions with the goal of meeting
our voluntary commitments to reduce GHG
emissions, an example of which is The Consumer
Goods Forum Resolution (CGF) to promote the
use of natural refrigerants. To this end, whenever
possible, new stores and those subject to major
refurbishments use equipment with low global
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New Distribution Centre in Gachancipá
Ara’s new Distribution Centre in Gachancipá began
operating in August 2018 and integrated several
technologies to reduce water and energy consumption
and also its carbon footprint. For example:
Rainwater collected, stored and treated for use in the
cooling system and for human consumption, resulting
in a monthly saving of approximately 500 m3;
The central cooling system runs on ammonia, a
natural refrigerant with a global warming potential
equal to zero, combined with glycol;
Lighting is ensured by LED technology, having
installed skylights and motion sensors in
warehouses as well.

warming potential fluids – for heating, ventilation
and air conditioning installations – and 100%
natural refrigerants – for industrial refrigeration
installations.

5.4. Main Consumption of
Materials and Waste Management
Preventing waste generation, promoting the
design of reusable and/or recyclable packaging
and products, and ensuring waste produced by our
operations is sent for recovery helps reduce the use
of natural resources and fosters a circular economy.

5.4.1. Materials Used and Initiatives to
Reduce Use

It is our goal to continuously learn about the origin
and production methods of the material resources
used, promoting more sustainable supply chains
and consumption practices.
Despite the absolute increase in materials used, as a
result of the expansion of our operations, there was
a reduction in consumption when compared to sales
volume, except for cardboard packaging for Private
Brand liquid products and office paper. In the first
case, the increase is essentially due to the usage of

Main materials used
2018

2017

tonne

tonne

Private Brand products paper and cardboard packaging

*156,751

**155,515

+0.8%

-5.4%

Cardboard packaging for Private Brand liquid products19

*15,738

**13,894

+13.3%

+6.3%

Input

Δ 2018/2017
tonne

t/’000€

Private Brand products plastic packaging

*122,648

**118,201

+3.8%

-2.6%

Private Brand products glass packaging

*118,841

**118,024

+0.7%

-5.5%

*31,514

**31,071

+1.4%

-4.8%

813

717

+13.4%

+6.5%

28,602

40,825

-29.9%

-34.2%

Other Private Brand product packaging materials***
Office paper
Promotional leaflets

* Value estimated based on the sales growth of Private Brand articles, compared to 2017.
** The values were adjusted and the amount of cardboard for liquid products that was aggregated to paper and cardboard packaging is now segregated.
*** Includes metals, wood and other materials.

 fter delivering products to our stores, the return route includes stopping by the facilities of the Group’s suppliers to pick up goods and
A
take them to the Distribution Centre.
19
Correspond to composite packaging used to package products such as juices, milks and creams, among others.
18
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Reusable Packaging
In Portugal, the use of reusable plastic boxes in the
Perishables and Dairy areas increased to 20% of
the total boxes handled. In Poland, we continued
to implement the project to use reusable plastic
boxes to package small electronic equipment
(more than 88,000 units) and in Colombia, reusable
transportation boxes continued to be used for
bottled water and for fruit and vegetables (more
than 2 million units). In all, we avoided using nearly
32,000 tonnes of single-use packaging.

this material instead of others, such as plastic or glass.
Office paper, responsible for less than 1% of the total
material used, slightly increased in all our operations,
especially in Colombia. However, with the decrease
in the amount of promotional leaflets – boosted by
Biedronka, which reduced their size in 2018 – the
global consumption of paper in the Group decreased.
Ecodesign of Packaging
We work together with our suppliers to improve
the eco-efficiency of the Private Brand product
packaging, according to design strategies that
aim to:
i. reduce the environmental impact linked to the
packaging of articles sold; and
ii. optimise the production costs, transport and
management of the packaging waste. For the
period 2018-2020, we aim to implement at least
20 projects of this kind every year in collaboration
with our partners. In 2018, 30 ecodesign projects
were implemented.

We do not provide plastic bags free of charge at
check-out counters at any of the Company stores.
This initiative has been gradually introduced since
2007. The significant variation in the amount of
plastic check-out bags and reusable plastic bags is
mainly due to the change in thickness of the bags
sold by Biedronka. Regarding reusable raffia bags,
the reduction is explained by the increased reuse of
these bags to package and transport products.

Ecodesign of Packaging
References encompassed (2011-2018)

Portugal

Number of references
Savings in packaging materials
Shipping avoided
Packaging with FSC® certification

Poland Colombia

Unit

288

17

6

SKU*

2,495

998

-

t materials/year

475

-

-

t CO2e/year

53

-

6

SKU*

* SKU – Stock Keeping Unit.

Certified display and transportation boxes
As part of our Zero Net Deforestation by 2020 goal, in 2016 Biedronka developed sourcing
requirements to ensure that all boxes from Polish suppliers used in the packaging of Fruits
and Vegetables were made of recycled and/or Forest Stewardship Council (FSC®) certified
cardboard. In 2017, this requirement was extended to the display boxes used for Private Brand
products, ensuring that they were also FSC® certified, if they weren’t 100% recycled.
With this project, and at the end of 2018, Biedronka ensured that more than 900 Private Brand
display box references and all cardboard boxes used for packaging Fruit and Vegetables
supplied by Polish suppliers (nearly 70% of the total) were recycled and/or FSC® certified.
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System for Refilling Water Bottles
In 2018, Pingo Doce established a partnership to roll out an
innovative solution to refill water bottles. This service is available
using tap water, which undergoes a purification process in the
station. The project was implemented in 42 stores in the first year
and is expected to be in 100 stores by the end of 2019.
This solution contributed to avoid the consumption of 3,800 kg in
single-use plastic packaging.

Reusable check-out bags and solutions
Input

2018

2017

tonne | unit

tonne | unit

Δ 2018/2017
tonne | unit

tonne | unit / ’000€

Plastic check-out bags – tonnes

541

5,531

-90.2%

-90.8%

Paper check-out bags – tonnes

83

117

-29.1%

-33.4%

Reusable plastic bags – tonnes

9,771

2,050

+376.0%

+347.0%

488

976

-50.0%

-53.1%

40,753

26,954

+51.2%

+41.9%

Reusable raffia bags – tonnes
Trolleys – units

5.4.2. Waste Management

In 2018, the Group’s activities generated 479,328
tonnes of waste, an increase of 4.6% year-on-year,
as a result of growing operations.
Food Waste
In 2018, the Group’s activities produced 15.9 kg
of food waste20 for each tonne of food sold, an
increase of about 10% compared to 2017 and
around 20% compared to 2016 (reference year),

justified mostly by the increase in shrinkage in the
Bakery and Fruit and Vegetables categories.
The Group adopted the CGF’s Resolution to reduce
food waste by half by 2025, with 2016 as the
reference year. With the purpose of achieving this
goal, an action plan is currently being implemented
in which the increase of the operations’ efficiency
and the maintenance of food donations to charities
are some of the actions foreseen21.

Food Waste

Kilograms of food lost or wasted/tonne of food sold

2018

2017

Δ 2018/2017

15.9

14.4

+10.4%

 ood waste values were calculated based on the World Resources Institute’s Food Loss and Waste protocol. The calculation
F
assumptions are available in the “Responsibility” area at www.jeronimomartins.com.
21
Information on food donations is available in sub-chapter 7. “Supporting Surrounding Communities” of this Chapter.
20
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Waste Recovery in Operations
The waste recovery rate of the Group (Distribution)
stood at 85%, a value that represents an increase of
0.3 p.p. when compared to 2017. 15% of total waste
is sent to landfill.

resulted in more than 3,500 euros raised for
charities;
98% of the Biedronka stores have recycling bins
for the collection of small electrical appliances,
fluorescent lamps and batteries;
used batteries collected by Ara customers
comprised 250 stores (47% of the store network).

Customer Waste Recovery
As part of encouraging waste recovery with our
customers, we endeavour to secure the necessary
infrastructures and raise awareness among employees,
customers and the surrounding communities. In 2018,
the following projects were of note:
the network of Pingo Doce recycling bins
encompassed 370 stores, that is 88% of the store
network;
coffee pods and lids/corks/bottle tops recovered,

For more detailed information on how many and which
recycling bins we have for our customers, visit the
“Responsibility” area at www.jeronimomartins.com.
In Portugal and in Poland, the decrease of 5.1% in the
total quantities of customer waste collected is mainly
due to the continuous increase in proximity collection
points provided by municipalities and other entities.

Waste Management
Distribution
Portugal (t)

Waste

2018
Cardboard and Paper

2017

2018

Distribution
Colombia (t)

Agribusiness(t)

2017

2018

2017

2018

2017

34,068 239,915 236,176

10,979

7,958

27

4

Plastic

2,415

2,202

7,732

8,055

757

496

60

4

Wood

258

220

2,410

2,188

86

46

1

-

Organic

15,824 *15,133

78,037

71,847

94

11

238

*56

Unsorted

42,050

40,510

30,229

29,317

3,450

**2,361

42

43

159

166

-

-

2

5

-

-

4,738

4,433

-

-

670

457

80

-

79

9

421

185

-

-

29

2

1,574

1,150

1,292

1,307

26

-

134

-

Cooking Oil and Fats
Waste
from Effluent Treatment
Hazardous Waste
Other Waste

35,520

Distribution
Poland (t)

* Adjustment of the value, which now includes animal by-products.
** Adjustment of the value, due to changes in calculation methodology for this waste.

Waste Recovery in Operations
2018
Distribution – Overall*
Distribution – Portugal

2017

Δ 2018/2017 (p.p.)

85.0%

**84.7%

+0.3

64.4%

**63.1%

+1.3
+0.2

Distribution – Poland

91.4%

91.2%

Distribution – Colombia

73.8%

**74.6%

-0.9

88.7%

**74.8%

+13.9

Agribusiness
* Includes all of the Jerónimo Martins Group’s Distribution Companies.

** Recalculation of the waste recovery rate to include animal by-products (Portugal) and adjustment in the amount of unsorted waste (Colombia).

5.5. Raising Employee and Consumer Awareness
We recognise the importance of individual and collective behaviour for better management of natural
resources, emissions and waste. As such, we develop various awareness initiatives aimed at employees
and consumers. For more detailed information, visit the “Responsibility” area at www.jeronimomartins.com.
32

JERÓNIMO MARTINS | 2018

Waste Dropped Off by Customers in Recycling Bins at Stores
Waste (t)

2018

2017

Δ 2018/2017

PORTUGAL

Used batteries

13.79

12.01

+14.8%

WEEE22 (including fluorescent light bulbs)

97.93

78.70

+24.4%

Used Cooking Oil

96.14

100.35

-4.2%

1.81

2.16

-16.2%

118.32

94.68

+25.0%

15.77

8.51

+85.3%

Printer Ink Cartridges
Coffee Pods
Lids, Corks and Bottle Tops
POLAND

Used batteries
WEEE22 (including fluorescent light bulbs)

139.06

133.54

+4.1%

92.04

176.16

-47.8%

0.13

0.18

-27.8%

COLOMBIA

Used batteries

5.6. Partnerships and Support
In 2018, we donated nearly 170,000 euros to support initiatives, in Portugal and Colombia, focused on
restoring natural habitats and protecting biodiversity, of which we highlight:
Partnerships and Support
Institution

Project

Description

Oceanário de Lisboa
(Lisbon Oceanarium)

Oceanário de Lisboa
(Lisbon Oceanarium)

The support we have been providing since 2003 has aided the
activities carried out by the Oceanarium. More information at:
www.oceanario.pt

Associação Natureza Portugal
(ANP – Portuguese Nature
Association) in association
with the World Wildlife Fund
(WWF)

“Green Heart of Cork”

We have supported this project since 2013, helping to get
certification (FSC®) for 30,000 hectares of woodlots, including
a High Conservation Value Area of 1,257 hectares.
More information at: www.wwf.pt

Liga para a Protecção da
Natureza (LPN – Portuguese
League for Nature Protection)

ECOs-Locais

We have supported this project since 2011. In 2018, 19 initiatives
to clean up beaches and the surrounding areas were carried out,
having registered 515 volunteers and 1,941 kg of waste collected.
More information at: www.lpn.pt

Quercus

“SOS Pollinators”
Campaign

We have supported this project since 2014. In 2018, five
environmental education and project communication sessions were
held for the community. More information at: www.quercus.pt

European Recycling Platform
(ERP) – Portugal

“Geração Depositrão”
Project

We have supported this project since 2013, which has already
reached 900 schools and other entities, 420,000 pupils and 40,000
teachers, and has collected over 2,500 tonnes of WEEE.
More information at: www.geracaodepositrao.abae.pt

Lisbon Zoo

Sponsorship
of the Ring-tailed lemur

We have supported this project since 2015 covering expenses
associated with this species. More information at: www.zoo.pt

Proaves

Project, set to begin in 2019, which will help protect three Macaw
Save the Macaws Project
species at the Reserva Natural de las Aves (RNA), El Dorado.
(3 species)
More information at: www.proaves.org

WEEE – Waste Electrical and Electronic Equipment.
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6. SOURCING
RESPONSIBLY
Offering high quality products at competitive
prices strongly depends on developing medium
to long-term partnerships with our suppliers
and service providers.

6.1. Introduction
Besides differentiating our offer, these relationships
contribute to the social and economic development of
the regions where we do business. On the other hand,
the sustainability of these relationships can only be
ensured by including social, environmental and ethical
criteria throughout the decision-making processes
involved in developing products. That is the only way
for us to keep promoting the continuous reduction of
the impacts of our activities and ensuring compliance
with the principles to which we are committed within
the scope of our Sustainable Sourcing Policy and
Supplier Code of Conduct23.

6.2. Commitment: Local Suppliers
Under equal commercial terms, we prefer to choose
local suppliers, in order to reduce the carbon footprint
linked to transporting our products, and to promote
local, social and economic development. When we
import, it is essentially for the following reasons:
i. t here is product scarcity, due to production
seasonality, common in the Fruit and
Vegetables area;
ii. t here is no local product, or the quantity
produced is insufficient to guarantee supply to
the stores in our chains;
iii. the quality-price ratio of domestic products
does not allow us to fulfil our best price and
quality commitment to consumers.
In 2018, around 90% of the food products sold
by the Group were sourced from local suppliers,
34

thereby contributing towards the objective of
maintaining this ratio above 80%. Regarding
food and non-food, in Poland, 92% of the
products sold were sourced from local suppliers.
In Portugal, that ratio stood at 84% and, in
Colombia, at over 95%.

Perishables and Private Brand

Most of our Private Brand products were sourced
from local suppliers, of which 95% in Colombia, 92%
in Poland, and between 64% (Pingo Doce) and 70%
(Recheio) in Portugal. Regarding Perishables24, we
had the same trend, with 67% of products in Portugal
being sourced from local suppliers, while that figure is
82% in Poland. In Colombia, that ratio is above 95%.
On some local products we use specific signs
to publicise their origin. Such is the case of
stickers with the colours of the national flag on
Perishables, such as Fruit and Vegetables and –
in the Private Brands – the seals “100% Nacional”
(100% Portuguese), in Portugal, “Polski Produkt”
(Polish Product) or the sticker “#jedzcopolskie”
(Eat what is Polish), in Poland, and “Hecho en
Colombia” (Made in Colombia), in Colombia.

Supplier Engagement

We favour lasting relations and of cooperation
with our producers and suppliers, which is why we
endeavour to support them through actions that may
encompass developing traditional varieties, technical
follow-up, support for optimising their processes
and/or guaranteeing product outflow. In 2018, we
highlight the following projects:
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Portugal
In 2018, Pingo Doce reinforced its partnership
with the local supplier of “Maçã das Beiras”
(Apples from the Beiras region), having launched
“Maçã Starking das Beiras” (Starking Apples
from the Beiras region) as an addition to the
“Maçã Golden das Beiras” (Golden Apples from
the Beiras region), launched the previous year.
In total, 1,000 tonnes of apples of Portuguese
origin were sold in 2018;
Recheio maintained its partnership with local
suppliers, having launched five new exclusive
wine references from the Alentejo and Setúbal
Peninsula regions, with the sale of around
63,500 litres.
Pingo Doce continued the extraordinary measure
of supporting small and medium Portuguese
producers of Perishables with whom it works
and who are members of the Confederação dos
Agricultores de Portugal – CAP (Portuguese
Farmers’ Confederation). This measure consists of
anticipating payment terms to an average of 10
days (instead of the 30 days established by law),
without financial costs to the producer. Since
its implementation in 2012, approximately 500
producers in the categories of Fruit, Vegetables,
Meat, Fish, Cold Meats and Wine have already
benefited from this initiative.
Poland
At Biedronka, we continued introducing
autochthonous varieties in the Fruit and
Vegetables category. Examples of this are the
Śliwka Węgierka plums, lnka and Harnaś peaches
and Lubelskie and Łąckie regional apples with
Protected Geographical Indication, available in
over 1,100 stores. These projects are the result of
our partnership strategy with our suppliers, which
take the form of regular visits to the production
sites and of sharing technical knowledge;
Biedronka continued expanding its organic
product offer in the Private Brand Perishables
area. In 2018, 10 new references were launched,
making a total of 42. These references are part
of the permanent and seasonal offer of Fruit and
Vegetables and Bakery products. The volume
sold increased 4.5 times compared to 2017,
corresponding to a total of 10,900 tonnes and

23
24

contributing, alongside with their suppliers,
towards an increase in the offer of these types
of products in Poland;
in the Butcher’s section, we maintained the
partnership developed with a Polish producer
of beef (veal), whose life cycle is controlled with
Biedronka, in a “field to fork” approach. The sale
of this product, which began in April 2016, takes
place every two weeks and was extended from
100 stores, that year, to 250 in 2018. This resulted
in a total sales volume of around 49 tonnes, an
increase of more than 80% compared to 2017.
Colombia
Ara has been establishing stable relationships
and partnerships with Colombian suppliers
since it went into business, in 2013. In 2018, Ara
cooperated with 140 local suppliers who provided
more than 770 Private Brand products, an
increase of around 30% and 25%, respectively;
Ara held the 6th edition of the Ara Private Brand
Congress in Bogotá, under the theme “Evolving
to fly higher”, which was attended by 220 current
and potential local suppliers, an increase of 20%
compared to 2017;
in the Fish and Seafood category, an area with
less expression in the Colombian market, Ara
implemented an exclusive project with three
suppliers in order to increase its attractiveness.
For that end, it has chosen to introduce an

Available for consultation in the “Responsibility” area at www.jeronimomartins.com.
Information on the proportion of products sourced from suppliers in each of the Perishables categories is available in the “Responsibility”
area at www.jeronimomartins.com.
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In this context, we are collectively reinforcing our
commitment to eradicating forced labour – as
defined by the International Labour Organisation
– throughout our banners’ supply chains and to
continuing to ensure its absence in the operations,
supporting the CGF resolution and the Priority
Principles: every worker should have freedom of
movement, no worker should pay for a job and no
worker should be indebted or coerced to work.

6.4. Commitment: Promotion
of More Sustainable Production
Practices
At the Jerónimo Martins Group, we favour
implementing production practices with
fewer impacts on the ecosystems and lower
consumption of natural resources. Beside these
practices leading to gains in efficiency – doing
more with less – they are also in line with the
action principles of our Environmental Policy and
Sustainable Sourcing Policy.
exclusive permanent offer of high-quality products,
with an appealing and harmonized image. In 2018,
six references were introduced with the aim of
doubling this number in 2019.

6.3. Commitment: Human
and Workers’ Rights
Our suppliers are key to building our banners’
value propositions. The success of these relations
depends on the respect for ethical and legal
principles, and on sharing a common position
regarding sustainable development. That is why we
seek to work with partners who ensure compliance
with the legislation in force – as well as the
applicable national and international agreements
concerning Human and Workers’ Rights – further
strengthened in the following documents of the
Jerónimo Martins Group: Sustainable Sourcing
Policy, Supplier Code of Conduct and the Jerónimo
Martins Group Code of Conduct25.
Whenever we learn that our suppliers and/or their
suppliers have violated Human Rights, Children’s
Rights and/or Workers Rights, and/or if they fail to
incorporate ethical and environmental concerns
when conducting their businesses and are
unwilling to draw up and implement a corrective
plan, we reserve the right to stop doing business
with them.
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Sustainable Farming

With regard to the Sustainable Farming project,
whose objective consists of fostering sustainable
production methods, the methodology in our
handbook was applied in 45 farms belonging to 35
of the Group’s suppliers in 2018, where an overall
sustainability rate was determined for each of them.
In total, the sustainability index has already been
calculated for 81 farms, varying between 3.05 and
4.15 (on a scale from 1 to 5, where 5 is the maximum
score). We aim to apply this methodology, every
year, to at least 20 new farms from our suppliers
of Fruit and Vegetables in Portugal, so that they
can calculate and share their overall sustainability
index, thereby enabling the Group to follow their
progress. This project will be extended to suppliers in
Poland by 2020, with the idea of also encompassing
Colombia at a later stage.

Deforestation

It is estimated that up to 80% of global
deforestation is linked to farming. Palm oil, soy,
beef, and wood and paper fibres are the main
agriculture commodities whose production is linked
to deforestation risks. In order to minimize this risk
in our supply chain, we have been implementing
a series of actions with the objective of reducing
the carbon emissions linked to forest destruction,
preserving biodiversity in these ecosystems and
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contributing towards eliminating the violation of
Human Rights, Children’s Rights and/or Workers
Rights linked to these commodities.
Since 2014, we have been mapping out the
presence of these ingredients in our Private Brand
products and Perishables sold in Portugal, Poland
and Colombia, questioning our suppliers as to their
origin and sustainability certification. Our goal
is to progressively ensure the sustainable origin
of these raw materials, in line with the Zero Net
Deforestation by 2020 commitment made within
the scope of our participation in CGF.

In 2018, our suppliers indicated that around 20%
of soy sourced from origins with deforestation risk
was sustainably certified by the Round Table on
Responsible Soy (RTRS) or ProTerra, ensuring that
its production is not linked to deforestation.
Our strategy for palm oil is based on two vectors:
i. substitution with vegetable oils with a better
nutritional profile;
ii. p
 rogressively ensure its sustainable origin in cases
where it is present in our products. In 2018, our
suppliers stated that about 70% of palm oil used
was certified by the Roundtable on Sustainable
Palm Oil (RSPO).

In 2018, we noticed an increase in the presence of
these commodities in our Private Brand products
and Perishables, mainly due to the increase in our
operations. The exception was observed in the
products and packaging of paper and wood, mostly
attributed to the increase in the incorporation of
recycled fibres.

With regard to beef – and even with the 14%
increase in sales – we found that less than 2%
comes from risk sources, whereas our priority
regarding traceability and sustainable certification
will continue to be centred in the remaining
commodities.

Regarding commodities with origin in countries at
risk of deforestation, the increase in soy is mainly
associated to the expansion of our operations
in Colombia, a country with a high consumption
of vegetable oils containing soy and where a
significant percentage is sourced from Bolivia.
The increase in the traceability of this ingredient
in all the levels of accounting for soy present in the
supply chain26 has also contributed to this raise.

For virgin paper and wood fibres in our Private
Brand products, we observed an increase of
sourcing from origins at risk. However, the effective
deforestation risk is mitigated by the high level of
certification: according to our suppliers, more than
90% of these products are sustainably certified
with standards such as the Forest Stewardship
Council (FSC) or the Program for the Endorsement
of Forest Certification (PEFC). Regarding their

Main agriculture commodities in Private Brand products and Perishables
Quantity sourced from countries at
risk of deforestation (t)*

Total Amount (t)

Commodity
2018

2017

Δ 2018/2017

2018

2017

Δ 2018/2017

Palm oil

23,777

22,956

+4%

23,777

22,956

+4%

Soy (direct)

15,482

13,649

+13%

9,366

8,215

+14%

Soy (indirect)***

352,019

283,667

+24%

55,913

34,217

+63%

Paper and Wood (products)****

104,405

108,439

-4%

1,204

100**

+1110%

Paper and Wood (packaging)****

82,525

94,460

-13%

761

3,604

-79%

Beef

48,825

42,849

+14%

931

938

-1%

* According to CGF’s classification of countries at risk of deforestation for each commodity. Since CGF does not have a list applicable to palm oil we consider that the total amount of this
ingredient present in our products comes from countries at risk of deforestation.
** Value corrected as a result of the external verification performed.
*** Soy used in animal feed for the production of animal protein contained in products.
**** Includes only virgin fibres. Recycled fibres are excluded.

25
26

Available for consultation in the “Responsibility” area at www.jeronimomartins.com.
The five levels of accounting for soy in the supply chain are quantified, according to CGF’s methodology “Calculation guidelines for the
measurement of embedded soy usage in consumer goods businesses”, available at www.theconsumergoodsforum.com.
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Jerónimo Martins Group achieves scores of “A-”
and “B” in the CDP Forests 2018
In 2018, the year in which the Carbon Disclosure Project (CDP)
increased the strictness of the assessment methodology, we
achieved a score of “A-” for palm oil, positioning the Group at a
“Leadership” level. The commodities paper and wood, soy and
beef obtained a classification of “B”, which is the “Management”
level. The classifications obtained put Jerónimo Martins above the
average for the sector for all commodities.
The CDP Forests programme assesses performance in terms of the
strategy followed for commodities linked to deforestation, including
transparency when reporting information and risk management.

presence in packaging, the increase is mainly due
to the incorporation of fibres from Colombia, for
the products we sell in this country, also in this
case, our suppliers state that more than 90% is
sustainably produced (FSC or PEFC).
We shall continue to endeavour to use
commodities whose origins are not linked to the
risk of deforestation, as well as to ensure the
sustainable production of commodities originating
from countries at risk of deforestation, while
increasing their traceability.
Participation in multi-stakeholder initiatives is also
an important part of our strategy. We are members,
since 2017, of the RPSO, and, since January 2019,
of the RTRS, initiatives that promote alignment with
the best sustainable practices in the production of
palm oil and soy, respectively. Throughout 2018
we continued to directly cooperate with the Soy
Buyers Coalition, a project led by the CGF, which
has more than 10 participating companies from the
manufacturing and retail sectors, aiming to develop
and implement projects that contribute towards
curbing deforestation in the main soy-producing
regions in Brazil.

Fish

Within the context of our sustainable fishing
strategy, in the last five years we have been
investing in a series of projects which are the basis
for our preservation actions. Examples of this
are the characterisation of potential risks – such
as the level of exploitation of stocks, impacts on
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the ecosystems and surrounding communities,
traceability and working conditions – and the
assessment of the degree of vulnerability based on
the International Union for Conservation of Nature
Red List of Threatened Species of the species of
fish sold in Portugal and in Poland27.
Based on this work, we defined courses of action
to reduce the pressure on threatened species,
including:
i. banning the purchase and sale of species
classified as “Critically Endangered”, for which
there are no extraordinary licenses permitting it;
ii. s eeking alternatives, such as aquaculture, for
species classified as “Endangered” and not
carrying out promotional initiatives involving
those originating from wild populations and
which are not from stocks that are sustainably
managed and/or do not have a sustainability
certificate;
iii. limiting promotional initiatives of species
classified as “Vulnerable” whenever they are
not from aquaculture and/or do not come from
stocks that are sustainably managed and/or
do not have a sustainability certificate.
In 2018, and based on the species identified in
2015, we checked our compliance with the courses
of action defined above:
species classified as “Critically Endangered”,
for which there are no specific extraordinary
licenses, were not sold;
promotions of species classified as “Endangered”
were only carried out for species from aquaculture;
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there
was a 20% reduction in the promotion of
species classified as “Vulnerable” and, of these,
over 80% were either sourced from aquaculture
or from sustainably-managed stocks.

Partnerships for Fighting Food Waste

Fighting food waste is carried out in each of our
five pillars of Corporate Responsibility. Despite
not contributing towards the goal of halving the
food in our operations by 2025, its upstream
reduction makes a significant contribution towards
target 12.3 of the United Nations Sustainable
Development Goals28. As such, we encourage the
purchase of non-graded food, thereby contributing
towards reducing waste, while ensuring that these
products, whose nutritional profile is the same as
the graded products, are part of the value chain,
reaching consumers’ tables.
Non-graded food is incorporated into the soups,
in Portugal and in Poland, or in 4th range products
(washed and pre-cut ready-to-use vegetables)
and is also sold at a reduced price in Recheio
stores. In total, in 2018, we made sure that over
13,600 tonnes of these products, also known as
“ugly” fruit and vegetables, were placed on the
market, an increase of 2.8% compared to 2017.
In addition, our operations at Jerónimo Martins
Agro-Alimentar source sub-products from the
food industry, and non-graded vegetables to be
incorporated into the cattle feed. In 2018, over 3,000
tonnes of these substances were incorporated into
their diet.

Animal Welfare
Animal Testing
We comply with the provisions of European
Directive 2010/63/EU in all the countries where
we operate, including Colombia, and do not permit
any animal testing in our Private Brands and
Perishables. The exception resides in animal food
products where sensory tests are performed in
order to assess the degree of the specific target
population’s satisfaction, and also in products

which aim to control or eliminate parasites
and/or super-populations that might be sources
of contamination or disease (e.g., insects).
Biotechnology and Genetically Modified
Organisms (GMO)
Our Genetically Modified Organisms Policy29
is built on the principle that our Private Brand
products, including Perishables, do not contain
any transgenic additives, whether of vegetable or
animal origin. To do so, our Companies commit to:
cooperate with their suppliers in order to
understand the production processes used
and assess the safety and quality standards
implemented;
regularly carry out laboratory analyses, using
independent and accredited entities;
ensure that their suppliers can identify and trace
genetically modified organisms in the cases
where it is not at all possible to replace them;
should any GMO be present, guarantee that
consumers have the right to transparent,
accurate information about the presence of
these organisms on the product labelling, such
disclosure being carried out in strict compliance
with the limit applied by the Group, of a maximum
of 0.1% (the method’s quantification limit).
Practices Adopted
Within the scope of promoting animal welfare, we
comply with the indications set out in the European
rules and regulations, such as Directive 98/58/EC
or Regulation (EC) No. 1/2005 of the Council, in their
areas of operation, as well as with the legislation
in force in the countries where we do business.
Examples of this are the prohibition against using
growth hormones and the compulsory stunning
immediately prior to slaughter. To ensure such
compliance, we regularly carry out laboratory tests,
as well as quality and food safety audits in the
slaughterhouses used by the Group, in Portugal
and in Poland. Whenever possible, we promote
practices above the benchmark.
Of particular note is the sale of Private Brand free-range chicken in all Biedronka stores. The chickens

For more detailed information, please refer to the “Responsibility” area at www.jeronimomartins.com.
This goal consists of halving, by 2030, the per capita global food waste at the retail and consumer levels and reducing food losses
throughout the entire production and supply chains.
29
Within the framework of our Quality and Food Safety Policy and available in the “Responsibility” area at www.jeronimomartins.com.
27
28
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are reared without using antibiotics and without
feed containing GMO. This project began in 2015
with Polish suppliers, Biedronka having been a
pioneer in launching this concept. In 2018, 1,680
tonnes of this product were sold, an increase of 4%
compared to 2017.
In Portugal, the Pingo Doce free-range chicken
is reared outdoors and its food mainly comprises
cereals. With a minimum slaughter age of 81
days, it belongs to the slow-growing group
strain. This product is certified by SGS, an
independent external body, and its specifications
were approved by the General Directorate for
Agriculture and Rural Development.
At Pingo Doce we continued to sell pork with the
“Porco.pt” certification, of domestic production,
whose practices promote animal welfare, which
ensure, for example, a 10% lower animal density
than the maximum required by law. In 2018,
over 700 tonnes were sold and Pingo Doce was
awarded the “Parceiro de Mérito” (Partner of Merit)
for having represented more than 50% of the sales
of this product.
Also, in our operations in Portugal, we included
animal welfare criteria in our contract specifications
for the veals sourced, such as absence of wounds
and signs of thirst or hunger, for the Aberdeen
Angus meat variety, such as the prohibition
against transport for over 8 hours or the use of
tranquillisers, and for the beef produced using
organic production, which fulfils the criteria defined
by the European legislation.
In addition, we have undertaken the commitment
to eradicate, by 2025, the sale of fresh eggs from
caged hens in the Companies’ Private Brands.
To this end, Biedronka has been selling, in its
Private Brand, barn eggs, free-range and organic
eggs, while Recheio has been selling Private Brand
barn eggs and Pingo Doce 100% national organic
eggs under the Go Bio brand. Ara also has in its
offer Private Brand cage-free eggs. In 2018, more
than 20% of the Group’s Private Brand fresh eggs
sold by its banners were cage-free30. Our goal is
to progressively increase this proportion until 2025,
in order to achieve our objective.
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Within the scope of our Agribusiness production
activities, we highlight the following actions:
Aquaculture:
all the fish are vaccinated;
production in open sea and not in tanks, enabling
the fish to develop in their natural habitat;
handling is reduced to a minimum until capture,
in order to avoid stress to the fish. As an example,
we use combi nets31, reducing the need to exchange
nets to one time, thereby decreasing the stress
caused to the animals throughout their life cycle;
no mutilation is permitted (e.g., cutting fins);
we use “Dyneema” nets, which are more flexible,
thus causing less friction and reduce pain during
the fishing process.
Aberdeen Angus beef:
provision of an area per animal greater than the
recommended 3 m2, guaranteeing a minimum of
4 m2 per animal;
daily renewal of fresh straw in the bedding;
animals grouped by gender and weight in order to
reduce competition and the consequent stress that
may arise;
compliance with the recommendations of Grandin
Livestock Handling Systems’ Standard Welfare
Scheme;
the flooring used is made of grooved concrete or
rubber to prevent animals from slipping.
Dairy Farm:
at least one bed per cow and 0.6 m of feeding space
is provided;
the facilities have an automatic cooling system that
activates fans and sprinklers to cool the animals.
The fans also have the advantage of ventilating
the stalls, reducing the amount of ammonia in the
air and drying the animals’ bedding, so that they
remain comfortable. Since fans were installed, straw
consumption has been reduced by around 30%,
leading to a lower production of manure;
there are automatic massage brushes for all the
animals;
music is played to contribute towards a less
stressful environment for the animals;
all the animals have a collar to monitor their
activity, so that through behaviour analysis it is
possible to naturally identify when they are in heat,
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avoiding the use of reproductive hormones. It
detects changes in behaviour, leading to the early
detection of pathologies, contributing towards
the animals’ welfare and the reduction in the use
of drugs.
In addition, we also guarantee the following in our
dairy farm operations and Aberdeen Angus beef
production:
training in animal welfare to all employees in
contact with the animals living in our facilities;
vaccination and deworming of all the animals;
leading and handling the animals are done using
techniques that reduce stress. The use of electric
shocks sticks or any system that might hurt the
animals is forbidden;

30
31


feed
based on silage and fodder, favouring
the cows’ rumen health, and increasing their
comfort and well-being. The animals are fed
with corn silage produced by local producers or
in our production units. Non-graded vegetables
(e.g., sweet potatoes) and sub-products from
other food industries (e.g., pressed tomatoes
and brewer’s grain) are also used. The food is
complemented by feed adapted to each stage
of the animals’ growth phase.

Cage-free eggs include the following framing method types: type 0 – organic eggs, type 1 – free-range eggs and type 2 – barn eggs.
Combi nets consist of a net system with areas of different-sized mesh. When operations begin – when the fish is still small – only the
part of the net with smaller mesh is submersed. When the fish reaches a bigger size, the part of the net with larger mesh is unrolled and
placed in the water.
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Certified Products

We continued to incorporate sustainability-certified
Private Brand products and Perishables into our
assortment. In the table below, we show the total
quantity of Private Brand products and Perishables
with sustainability certification in 2018 and 2017.

6.5. Supplier Audits
Launch of the Go Bio range
in Poland and Portugal
Biedronka and Pingo Doce have launched
the Go Bio range, a global brand of organic
products exclusively available in these two
companies. All products are certified by an
external entity to ensure that they do not have
pesticides or genetically modified organisms,
and that they respect best environmental
practices, assuring the consumer of all the
benefits of organic farming.
In 2018, 78 references were launched in
Biedronka and 36 in Pingo Doce. Some of
these references also feature the V-Label
seal, a certificate which ensures that these
products are suitable for vegetarians and
vegans.

Quality and Food Safety

We regularly audit our Perishables and Private
Brand suppliers with the objective of performing
assessment and follow-up of the management
and the control of processes, the implemented
quality system, and product formulation. The
audits are mandatory for suppliers conducting
their business in countries where we operate.
Within the scope of the quality and food
safety audits, some environmental and labour
requirements are assessed. These environmental
requirements include criteria associated with
the management of water, effluents, waste,
atmospheric emissions, noise and hazardous
substances, with a weighting of 5%. Within the
scope of labour requirements, the health and
safety in the workplace and training conditions
are assessed, which have a weight of up to

Certified Products
Certification
Organic**

#SKU

Δ 2018/2017

2018

2017

210

64

+228%

UTZ

79

22

+259%

FSC***

78

60*

+77%

PEFC***

49

20*

+145%

V-Label

44

0

-

MSC

27

16

+69%

Dolphin Safe

15

15

-

SFI***

13

13

-

Rainforest Alliance

8

6

+33%

EU Ecolabel

7

7

-

Fairtrade

2

1

+100%

532

224*

+138%

Total

* Corrected figures as a result of external verification carried out.
** These products are developed according to the rules of organic production, certified by an independent external body and bear the European Union logo, which ensures compliance with the
Community Regulation for Organic Farming.
*** Figure includes products with this certification and/or packaging material with this certification.
Note: A certain product may have more than one certification system (e.g., organic certification and V-Label).
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10% in the assessment. Aspects may include
the existence and use of appropriate clothing,
equipment for washing hands, rules of conduct
and personal hygiene, the existence and condition
of social areas, changing rooms and bathrooms
for employees, and ensuring the provision of
appropriate training for them to carry out their
roles. Each supplier is reassessed at predefined
intervals based on the score they obtained.
In 2016, the Perishables Quality and Food Safety
Department in Portugal started a project for
auditing meat suppliers, which includes animal
welfare criteria and accounts for a weight of 29%
in the assessment, based on current legislation
and the Global G.A.P. standard. Matters such as
the conditions of the facilities, lighting, density and
ventilation are assessed, among others. In 2018,
112 suppliers/farms were assessed, an increase
of 30% compared to 2017. Whenever necessary,
corrective plans are drawn up, whose progress we
monitor together with the suppliers.

Certifications

With regard to certifications, in the case of
foreign suppliers not covered by its internal audit
system, we demand Food Safety certification
recognised by the Global Food Safety Initiative,
namely British Retail Consortium (BRC),
Global G.A.P., HACCP/Codex Alimentarius or ISO.
All potential new Private Brand product and
Perishables suppliers must be audited in
accordance with the Group’s internal criteria
(common to the three countries where it does
business). In the case of suppliers who are
located in these countries, they must be certified
according to the food standards of the BRC, the
International Featured Standards (IFS) or the
Food Safety System Certification (FSSC) 22000.

In Colombia, the increase in the number of audits
on Private Brand and Perishables is mostly due
to the increase in the volume of potential new
suppliers.

AUDITS ON PERISHABLES
AND PRIVATE BRAND SUPPLIERS

2,198

Audits on Perishables and Private Brand Suppliers*
2018

2017

Δ 2018/2017

Perishables

905

921

-2%

Private Brand – Food and Non-Food

252

259

-3%

Perishables

333

357

-7%

Private Brand – Food and Non-Food**

458

446

+3%

74

57

+30%

176

150

+17%

PORTUGAL

POLAND

COLOMBIA

Perishables
Private Brand – Food and Non-Food
* The audits include the following types: selection, control and follow-up.
** In 2018, a further 4,218 inspections on non-food Private Brand products took place, and in 2017, over 3,429.
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Private Brand products
for children awarded
In 2018, about 200 products for children –
including clothing, textiles and household
appliances – were recognised with a
positive evaluation by the Instytut Matki
i Dziecka (Mother and Child Institute) in
Poland. Of those, 30 were awarded the
“Positive Opinion” seal, presented on its
packaging. In addition, the diapers of
our Dada Private Brand maintained the
Golden Logo attributed by this institute,
being the only product of its kind with
this distinction.

Environment

Along with the quality and food safety audits
on suppliers, we also conduct exclusively
environmental audits on service providers and
suppliers of Perishable and Private Brand goods.
These audits aim to ensure that the additional
environmental performance requirements are
met and to implement a corrective action plan
for possible non-conformities detected.
In 2018, 27 environmental audits on service
providers were performed in Portugal and 26 in
Poland, an increase of 20% compared to 2017.
In Portugal, the level of environmental performance
(for all service providers audited since 2009) was as
follows: 11% classified as “Excellent”, 6% as “Good”,
79% as “Sufficient” and 4% as “Inadequate”.
In Poland, the performance level of the service
providers audited in 2018 was as follows: 54%
classified as “Excellent” and 46% as “Good”. Service
providers are selected based on the relevance of
the environmental impacts of their business.
The environmental audits on suppliers of
Perishables and Private Brand products are
conducted by an external entity. In 2018, 79
suppliers in Portugal were audited, an increase of
30% compared to 2017. The level of environmental
performance (for all suppliers audited since 2016)
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was as follows: 9% classified as “Excellent”,
9% as “Good”, 64% as “Sufficient” and 18% as
“Inadequate”. The suppliers are selected based on
the Group’s purchasing volume and the relevance
of the environmental impacts of their business.
All the service providers and suppliers audited
and classified as “Inadequate” (below 70%) and/
or those who do not fully comply with the defined
critical requirements, are presented with a corrective
action plan, which the supplier must address within
a maximum of six months. In cases where the
corrective plan is not fulfilled, and whose degree of
execution is evaluated in a second audit performed
in the subsequent year to the first, we reserve the
right to suspend cooperation.

6.6. Supplier Training
In Portugal, Poland and Colombia, around
10 training sessions and meetings took place,
involving more than 150 suppliers. These were
focused on issues of quality and food safety,
furthering the cooperation with business
partners, especially with regard to discussing
areas for improvement and development of
innovative products. In Colombia, we highlight
the training session dedicated to the certification
system of the RSPO, which involved more than
35 participants, among which Jerónimo Martins’
employees and suppliers.
Concerning the environmental area, in 2018,
two workshops were held in Portugal on the
Sustainable Aquaculture Handbook, with around
25 participants representing Fruit and Vegetable
suppliers.
During the same year, the Group supported
the Green Project Awards in organising a
conference on “Sustainable Agriculture”, with
the presence of around 150 representatives of
various stakeholders (companies, governmental
and non-governmental organisations, business
associations and academia, among others) and
where we publicly presented our handbook on
this topic.
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7. SUPPORTING
SURROUNDING
COMMUNITIES
In order to be an active citizen in our
communities, we must contribute towards
overcoming the economic and social risks that
populations face.

7.1. Introduction

7.2. Managing the Policy

We recognise that in order to be an active citizen in
our surrounding communities, we must act so as to
contribute towards overcoming the economic and
social risks that the populations face and, thereby,
foster their social inclusion, especially groups we
consider to be most vulnerable within society: the
elderly, children and underprivileged young people.

The actions that we support and promote as a
Group are monitored and assessed according to
the impact they produce, with a view to an efficient
allocation of resources to projects covering the
largest possible number of people and/or generating
the highest and best results.

As such, we have over 3,900 proximity food
stores, spread across more than one thousand
cities, towns and villages in Portugal, Poland
and Colombia, which contribute every day
towards fighting hunger and malnutrition,
breaking cycles of extreme poverty and social
exclusion. In addition, we support projects for
furthering knowledge about nutrition, aiming
to raise awareness, especially among younger
generations, about healthy eating habits and
lifestyles. Our support also encompasses the
areas of education, culture, entrepreneurship,
civic consciousness and Human Rights.
This is the guiding principle of our Policy on
Supporting Surrounding Communities, available
at www.jeronimomartins.com.
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As such, we carry out follow-up visits to the
institutions with which we have entered into
cooperation agreements in order to make an
in loco check of the quality of the infrastructures
and service provided to the people supported.
In addition, we apply the criteria implicit to the
social impact assessment method from the
London Benchmarking Group (LBG), which the
Group has been a member of since 2011, and
which enable us to gauge if and how the desired
social changes occur.
In 2018, it was possible to measure the impact
arising from investing around 25.8 million euros32
in support allocated to 518 organisations, which in
turn are estimated to have reached more than
1 million people. This amount encompasses in-kind
donations and also monetary donations, channelled

 his value refers to the activities/projects measured with institutions and their beneficiaries and which have a minimum level as from
T
which significant social impact data can be considered. It does not, therefore, refer to the total amount of support invested by the
Jerónimo Martins Group.
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mainly into support in the areas of Social Well-Being,
Social Emergency and Education.
Most of the beneficiaries questioned by the
institutions reported positive impacts on their
quality of life. The institutions also confirmed that
the support provided by Jerónimo Martins and its
Companies had enabled them to invest in new
products or services, or improve existing ones, as
well as to increase their availability to either hire
more staff or receive volunteers.
During this year, 3,610 employees participated in
the professional capacitation programmes to people
in real workplace environment, in a total of 86,651
tutoring hours, equivalent to around 1.1 million euros.
The report on the main indicators, according to the
LBG model, may be found on the corporate website, in
the “Supporting the Surrounding Communities” area.

Measuring Social Impacts
Support

Impacts on Beneficiaries
4%

94%

14%

3%

3%

Experienced a positive change
in their behaviour or attitude
as a result of our support

Developed new skills
or an increase in their
personal effectiveness

Experienced a direct positive
impact on their quality of life
as a result of our support

82%
In-Kind

Cash

Time

Benefits for Charities

Scope

48%

Social welfare

58.0%

Emergency relief
Education
Other

20%

5.7%
2.7%

Health 0.2%
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25%

33.4%

7%
Were able to improve
Improved their
existing or provide new management systems
services/products
(e.g., IT, HR, ﬁnance)

Were able to
spend more time
with beneﬁciaries
and increased the
ability to fulﬁl
their mission

Could employ more
staff/take more
volunteers
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7.3. Direct Support
In 2018, we continued to offer food to institutions
who work to provide relief from hunger, malnutrition
and extreme poverty, and monetary support to
organisations carrying out educational work with
children and young people at risk, in an attempt to
curb school drop-out and social exclusion.
Direct support in money and in-kind attributed at
a corporate level and by all the Group’s Companies
amounted to a total of over 31.5 million euros, which
represents an increase of 45% compared to 2017.

Corporate

We supported 48 institutions, totalling over 707,000
euros in donations to support social projects (56%),
health, the environment, Human Rights and civic
consciousness (30%) and to other kinds of support
in the areas of education, literacy and culture (14%).
20 of these institutions work to provide continued
social aid and have been supported by the Group
for over a decade.
For the fourth year running, we maintained our
financial assistance to Johnson’s Academy to
support its infrastructure, as well as the food
support from Pingo Doce, totalling an investment
of over 36,000 euros.

The mission of this Academy is to fight social
exclusion and school drop-out among around 170
children and young people from highly vulnerable
communities in the Lisbon metropolitan area, a
figure which represents an increase of over 6%
compared to 2017. The Academy offers educational,
professional and cultural tools provided by trained
personnel, who use sports activities and study
support as a means of behavioural, social and
technical development, which help prevent risks
in their lives and to enhance their integration into
schools and into society.
Another example was the continued support
to ALEM – Associação Literatura, Literacia e
Mediação (Literature, Literacy and Mediation
Association), a non-profit association that
works towards social integration by fostering
and developing the literacy of citizens from
underprivileged communities, thereby seeking
to reinforce equal opportunities.
Its activity takes place in nurseries, kindergartens
and primary schools and aims to encourage parents,
kindergarten teachers and school teachers to
participate in the children’s and young people’s school
achievement. In addition, it also focusses its activity
on the importance of women’s role, in increasing
their self-worth, in the family and in the community,
involving and training groups of gypsy women.

Supporting Social Emergencies
Jerónimo Martins provides in-kind support to underprivileged groups
and to entities that help to protect populations, as well as financial
donations towards the sustainability of the local economies.
In Portugal, the Group supported with over 48,000 euros the
producers of the Serra da Estrela protected origin cheese following
the forest fire that decimated more than 5,000 Bordaleira
autochthonous sheep and wide areas of pasture. The support
enabled the acquisition of the necessary gear they needed for the
grazing and milk production, as well as setting up a Re-breeding
Centre, by purchasing animals of that breed. ANCOSE – Associação
Nacional de Criadores de Ovinos da Serra da Estrela (Portuguese
Association of Serra da Estrela Sheep Breeders) implemented
the necessary actions on the ground, in order to protect the
breed of sheep and the progressive recover of the region with the
introduction of those animals.
In Borba too, a place where the collapse of a highway brought
dramatic consequences to the population, Pingo Doce offered over
one tonne of meals to the Civil Protection workers.
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In 2018, it is estimated that the activities
developed by this Association reached more than
2,900 people, with the Group’s support totalling
12,000 euros.
Pingo Doce
Pingo Doce provided food and monetary support
to 430 institutions of a social nature who carry out
their mission in the areas of influence of the chain’s
stores, in a total of over 13.8 million euros. The
in-kind food donated totalled over 6,400 tonnes33.
Recheio
Recheio made in-kind donations to the value of
more than 385,000 euros, over 195 tonnes34 of
which was food, to 167 institutions involved in
causes such as fighting hunger among extremely
vulnerable people. Re-Food and APPIA –
Associação Pró-Partilha e Inserção do Algarve
(Algarve Pro-Sharing and Inclusion Association)
are some of the examples. More than 38,000 euros
was also allocated in money to nine institutions.
Biedronka
In Poland, we continued to develop initiatives
focused on supporting social campaigns and
projects, having channelled around 16.5 million
euros into support, distributed among more
than 390 institutions. The increase of more than
500% is essentially due to the expansion of the
in-kind food donations scope to institutions in
the surrounding areas of our stores and to the
support given towards the celebrations of the
100th anniversary of the country’s independence
reconquering.
Within the scope of its commitment to fighting
hunger and malnutrition and efficiency in
redirecting surplus food that cannot be sold
– despite being suitable for consumption and
complying with food safety requirements –
Biedronka continued to make donations to Caritas
and other charities. These organisations have the
task of speeding up the distribution of food, in
Poland, to people who are seriously deprived.

Starting with 63 stores and seven DC actively
donating in 2016, the Company reached 437
stores and 12 DC at the end of 2017. In 2018,
the programme for expanding these practices
reached 1,063 stores at the end of the year.
Donated products totalled the equivalent of
around 4,900 tonnes35, which is estimated to
have reached more than 410,000 people.
In addition, and to carry out the distribution of food
donated by Biedronka, the project that began in
2017 was continued by offering Caritas two new
food transport vans, worth over 87,000 euros.
In the year in which Poland celebrated the 100th
anniversary of reconquering its independence,
we launched, with Caritas, 100 social support
initiatives, of which we highlight:
The Pomagamy Na 100 (Help to the 100)
programme, a financial assistance initiative
aimed at the senior population in situations of
great vulnerability, in small towns or villages.
The more than 5,300 elderly people supported
had access to prepaid Biedronka monthly cards,
for consumption in our stores, with a total
amount invested of around 2.5 million euros;
The Festyny Bądźmy Razem (Let’s Stay
Together) campaign, which aims to encourage
stronger bonds between children and their
families, through picnics held on Children’s
Day, on the 1st of June. This year, the campaign
represented support of over 85,000 euros
and reached 20 Polish cities, by offering gifts,
contests and educational games to over 200,000
children and their families.
Ara
The positive results achieved with Ara’s support,
between 2014 and 2016, to the governmental
programme Madres Comunitarias in its mission of
addressing the dietary deficiencies of children in
community nurseries, registered progress in the
mental, physical and nutritional well-being of the
children who benefited from it.

33, 34, 35, 36
Amounts calculated internally in accordance with proxies resulting from implementing the Food Loss and Waste Protocol, a
methodology developed by the World Resources Institute with various stakeholders for consistently calculating and reporting food waste
and loss removed from the supply chain. 
37
Amount estimated by Abaco.
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As such, in November 2018, and by the Instituto
Colombiano de Bienestar Familiar’s (Colombian
Institute for Family Well-Being) initiative, the
scope of cooperation with Ara transitioned
from food support to personal and home care.
Since the beginning of the new protocol, and in
a total of 633 community charities, Ara already
supported 9,458 children up to the age of five,
who come from families and neighbourhoods with
very limited financial resources, by offering the
equivalent of over 8,800 euros in products such as
toothbrushes, toothpaste, shower gel and hand
wipes. In addition, at Christmas, the children were
offered gifts in a value of around 66,000 euros.
At Ara, we continued to redirect food surpluses in
the stores and DC to more vulnerable communities,
mitigating the difficulty in obtaining food and
fighting food waste. Through this, we continued
to support Abaco – Asociación de Bancos de
Alimentos de Colombia (Colombian Association
of Food Banks) whose mission is to establish
strategic alliances with public and private partners
to fight hunger. We redirected over 51 tonnes36
of food, a decrease of 63% year-on-year due
to a higher turnover of food products and less
shrinkage, in an amount equivalent to more than
100,000 euros. It is estimated that 422 people
from the cities of Bogotá, Pereira, Manizales and
Barranquilla benefitted from this, on a monthly
average. At the same time, emissions equivalent to
1,150 tonnes37 of CO2 that would otherwise have
been released into the atmosphere in the landfill
were avoided.

7.4. Internal Volunteering and
Other Campaigns
Considering that everyone’s contribution to social
causes, civic consciousness and emergencies is
essential to promote societies to be more cohesive
and charitable, the Group has encouraged
volunteering programmes in partnership with civil
society institutions, open to employee’s voluntary
participation. In 2018, 219 employees contributed
with over 1,500 hours of volunteering, in the
following initiatives:

Fighting Food Waste
Surplus food that, although having the right food safety conditions, cannot be sold, is
donated by the Group to institutions providing social support in the countries where it is
present, so that it reaches people who are extremely vulnerable. Besides fighting hunger and
malnutrition, the Group as a whole thereby aims to make a positive contribution based on a
circular economy, enabling food products to go to human consumption, which is their intended
production purpose.
In 2018, the donations of products totalled over 11,500 tonnes, which represents an increase of
54% compared to 2017 and 59% when compared to 2016*.
* Data corrected compared to the annual amounts reported in the respective Annual Reports, years in which the calculation was
based on estimates by the partner entities. The amounts now being reported are obtained in accordance with proxies resulting
from the Group implementing the Food Loss and Waste Protocol, a methodology developed by the World Resources Institute and
other stakeholders, in order to consistently calculate and report food waste and loss in the supply chain.
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 ssociação Junior Achievement Portugal, with
A
the objective of fostering entrepreneurship among
children and young people, by working on topics
such as relations with the family and the community,
economy, and on how to set up a business. During
the 2017/2018 academic year, there were 41
participants, in a total of 391 hours, that reached
575 students. Since 2005, Group employees have
reached more than 8,800 students in a total of 7,700
hours of volunteer work;
Reforestation initiative in Arganil, in the area that had
been burnt in the fires in 2017. During this initiative,
there were 46 volunteers from the head offices who
participated in planting over 3,000 trees. In addition,
one euro per tree planted was given to two institutions
who support reforestation: SOS Arganil, formed by
people who wanted to help address the needs of
the local population, and APPACDM – Associação
Portuguesa de Pais e Amigos do Cidadão Deficiente
Mental de Coimbra (Coimbra’s Portuguese Parents and
Friends’ Association of the Mentally Disabled Citizen),
which created conditions so that people with mental
disabilities and/or who are socially excluded may
achieve their full integration into the community.
Every year, during the Christmas season, the Group
actively promotes an internal charitable campaign
to offer presents requested by children who live
throughout the year in foster homes supported by
Jerónimo Martins. This year, the initiative covered
73 children from the institutions Casa de Protecção
e Amparo de Santo António, Casa de Santa Isabel,
Aldeias de Crianças SOS de Bicesse, Crescer Ser
– Casa do Parque, Casa do Infantado, Casa de
Cedofeita and Casa da Encosta.
During the Group’s Christmas Party, which brings
together more than 1,000 managers and top
executives, a fund-raising campaign was also
organised to expand the Lisbon shelter of Associação
Acreditar – Associação de Pais e Amigos de Crianças
com Cancro (Association of Parents and Friends of
Children with Cancer), aiming to increase the offer
of simultaneous accommodation for 32 families and
to extend the age limit for young people who reside
outside the Lisbon area to 25 years-old. On a matching
donation basis, the Group equalled the amount
donated by its managers during the event, thereby
offering a total donation of 14,000 euros.
38
39

7.5. Indirect Support
Raising the awareness of society about becoming
involved in campaigns to collect foodstuffs and other
articles, as well as initiatives to raise funds, may help
to create collective awareness about the fight against
hunger and malnutrition affecting more vulnerable
people, namely by supporting the work carried out
every day by charities.
Portugal
We maintained the campaigns for collecting food
in order to support Banco Alimentar Contra a Fome
(Portuguese Food Bank) and CASA – Centro de Apoio
ao Sem-Abrigo (Support Centre for the Homeless).
In the first case, we managed to amass the equivalent
of over 990 tonnes38 of food. The sale of vouchers
that can be converted into food was also promoted
to our customers, in order to support these and other
organisations, such as Filhos do Coração (Children
of the Heart) or Helpo. In total, over 274,000 euros
in vouchers were raised, converted into around 188
tonnes of food39. Pingo Doce supported the costs of
communicating these and other in-store campaigns,
totalling more than 33,000 euros.
Other organisations also had the opportunity to
promote their social projects to our customers, raising
their awareness of the causes they defend: Aldeias
SOS Portugal, Casa de Protecção e Amparo de Santo
António, Raríssimas and Irmãzinhas dos Pobres.
We also highlight the following initiatives, which
Pingo Doce actively promoted to its customers:
Super Animais 3 (Super Animals 3): in partnership
with Dino Parque in Lourinhã, one of the best-known
Portuguese towns for its pre-historic animal footprints
and fossils in the country, the campaign aimed to
encourage young people and their families to find
out about the various species of pre-historic animals.
For each “Grande Álbum do Explorador” (Great
Explorer Album) sold, Pingo Doce offered 0.20 euros
for the development and conservation projects by
Património Paleontológico Português do Dino Parque
(Dino Park Portuguese Paleontological Heritage).
Over 452,000 units were sold, so that more than
93,000 euros were handed over to the fund that
manages the park’s activities;
Super Desportos (Super Sports): a new campaign

 stimate of the institution.
E
According to a proxy put forward by the Portuguese Food Bank in 2017 of 1.46 euros per kilogram collected.
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was developed, this time concerning the promotion
of different sports and of social inclusion through
sports, with the cooperation of Instituto Português
do Desporto e da Juventude (Portuguese Institute of
Sport and Youth) for the educational contents. For each
album sold, 0.20 euros went to the “Desporto com
Sentido” (Sports with Sense), a project from APCAS
– Associação de Paralisia Cerebral de Almada Seixal
(Almada Seixal Cerebral Palsy Association), which
aims to help children and young people with disabilities
to be included in society through sports and by
promoting healthy lifestyles. More than 71,000 euros
was donated to this institution.
With the goal of fostering social entrepreneurship and
the financial sustainability of institutions in the third
sector, Pingo Doce promoted the sales of foodstuffs
produced by institutions that are involved in fighting
social exclusion in Portuguese society:
Mercado Social (Social Market): under the motto
“Ser Solidário tem Outro Sabor” (Being Generous has
Another Flavour), our customers were able to get to
know and buy products from Casa de Santo António
and Mercearia Semear at the Telheiras Pingo Doce
store, in Lisbon. Sales from this initiative ascended to
over 4,600 euros to both institutions;
Projecto Semear (Semear Project): Jerónimo Martins
began cooperating with the institution Semear in
2014, with the objective of supporting people aged
18 to 45 with intellectual and development difficulties,
through projects that enable them to overcome the
barriers to their social and professional inclusion,
especially focused on the agri-food sector. Besides
the technical support offered by the Group and the
supplier Estevão Luís Salvador, Pingo Doce stores
sold Semear’s products, seeking to encourage a
business culture which contributes towards the
institution’s financial sustainability. In 2018, 7.5
tonnes of butternut squash were sold that had been
produced by Semear;
Since 2012, we have been selling bouquets of lilies,
as part of a partnership with CEERDL – Centro de
Educação Especial Rainha Dona Leonor (Centre of
Special Education of Queen Leonor), an institution
that provides occupational services, rehabilitation
therapy, residential and home support, professional
training, and employment support for people with
a disability and mental illness. In 2018, flower sales
totalled more than 107,000 euros;
We supported the “Cogumelo Solidário” (Generous
Mushroom) project, from AANP – Associação
dos Albergues Nocturnos do Porto (Porto’s Night

Shelters Association), for the sale of organic
shitake mushrooms. This project aims to contribute
towards the financial sustainability of the services
provided by this entity to people who are homeless.
More than 4,100 packs of shitake mushrooms were
sold in Pingo Doce stores.
Poland
In partnership with the Polish Federation of Food
Banks and Caritas, the stores were used as a
platform for mobilising customers to collect food
for more vulnerable people. Through various
campaigns that ran throughout the year, it was
possible to redirect over 1,000 tonnes of food.
Biedronka once again joined Fundacja DKMS –
Baza Dawców Komórek Macierzystych Polska
(Polish Bone Marrow Donor Bank), with which it
has been cooperating for almost 10 years, to raise
the awareness of the public to the importance
of donating bone marrow in fighting leukaemia
and to support these patients. To do so, a sales
campaign was developed for educational games
fostering healthy lifestyles, where Biedronka
allocated part of the sales obtained to the
maintenance of the new donor digital portal.
Colombia
In Colombia, Ara maintained the programme for
collecting food offered by customers through
the voluntary rounding-up of the value of their
purchases. The value donated was delivered every
month to Fundación Aldeas Infantiles SOS Colombia
(SOS Children’s Villages Colombia Foundation)
for their programmes Acogimiento Familias and
Fortalecimiento Familiar (Foster Families and Family
Support), in nine municipalities.
CHILDREN AND YOUNG PEOPLE BENEFITED

2,410
In 2018, around 113,000 euros was collected, an
increase of 31% compared to 2017, due to the
expansion of the Ara network of stores, enabling
the educational programmes (offer of educational
materials, sports, and cultural programmes), health
programmes (medical support programmes), food
and accommodation to reach 2,410 children and
young people from among 1,311 foster families in
those municipalities.
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7.6. Other Support
Because an effective approach to society’s key
challenges demands that the different players
work together, we establish partnerships with
various institutions in order to identify and take
up opportunities for furthering social cohesion
in the countries where we operate.

Promoting Food and Sustainable
Development

Biedronka continued to support the Green Earth
programme Zielona Kraina in cooperation with Green
Factory (Green Land, at www.zielona-kraina.com),
a long-standing partnership supplying 4th range
products, which has the participation of Instytut
Żywności i Żywienia (Polish Institute of Food and
Nutrition).
In line with the school programmes and eating
patterns recommended by specialists, this initiative
aims to educate children about healthy eating
habits, having created a cycle of free workshops
(which included preparing meals, games and talks)
involving nutritionists and chefs and aimed at 4th
grade students and their teachers. More than 8,300
students and teachers took part in 402 actions
within this programme, which was carried out in
143 schools in 14 Polish cities during the 2017/2018
academic year.
Within the same sphere of activity, Biedronka is
part – with Danone, Lubella and Instytut Matki
i Dziecka (Institute of Mother and Child) – of the
Partnerstwo dla Zdrowia (Partnership for Health) to
fight malnutrition in children, by facilitating access
to products with the right nutritional profile on
the one hand, and by raising awareness about
healthy eating, on the other. The two projects that it
supports are:
The programme Śniadanie Daje Moc (Breakfast
Gives You Power, at www.sniadaniedajemoc.pl),
which seeks, in the schools that are part of the
programme, to playfully raise the awareness
of children up to the age of three, their parents
and teachers, to the importance of the first meal
of the day in the context of a balanced diet and
of a healthy growth. The 2017/2018 academic
year counted on the adherence of 8,318 Polish
primary schools (an increase of 6.3% compared
to the previous academic year), representing
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over half the schools in this country, and involved
more than 275,000 students, an increase of over
80,000 children. In the 2018/2019 academic year,
and until December, around 344,000 students and
8,711 schools enrolled (an increase of 25% and
5% respectively);
The social projects from the Mleczny Start (Milk
Start, at www.mlecznystart.pl) range, sold
exclusively in Biedronka stores, were created with
the idea of offering food solutions, at reduced prices,
which provide up to 25% of the daily requirements
of vitamins and minerals recommended for
children’s healthy growth. Without any associated
profit, a monthly average of 522,000 units were
sold in 2018, totalling, in over a decade, more than
200 million units.
In Portugal, we collaborated in the Healthy and
Sustainable Food Eco-Schools programme
(www.alimentacaosaudavelesustentavel.abae.pt),
promoted by ABAE – Associação Bandeira Azul
da Europa (Blue Flags of Europe Association),
aiming to raise awareness among students from
the participating schools on topics such as food,
nutrition, and the sustainability of agri-food
production.
In the scope of this project, which directly
encompassed more than 60,000 children
from various academic levels, from nurseries,
kindergartens, primary and secondary schools to
vocational institutions, the students submitted, for
evaluation, 190 work projects, 29% more compared
to the 2016/2017 academic year. The projects
presented addressed challenges such as creating
a story about organic food, monitoring aspects
of nutrition and food safety in cafeterias, creating
communication pieces about the composition of
food and, finally, creating full menus with local and
seasonal ingredients.
The Group supported the purchase of food, made
financial offers to the participating teams and
gave prizes to the winners – cameras, external
drives for schools, artistic kits and picnic tables.
The winners of the “Eco Cooks” challenge were
offered solar ovens.
Aiming to promote good health through food
and the adoption of healthy lifestyles that fight
diseases such as obesity, Pingo Doce joined, once
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again, the World Bike Tour, an event involving
around 4,000 “cycle-tourists” in Lisbon. Besides
the foodstuffs given to the cyclists, Pingo Doce
also offered 50 entries that included the offer of
customised bicycles and accessories as well as 50
entries to participants that brought their own bike.
At the same time, the Kids Bike Tour took place,
for children aged 10 and 11, with which the
Group also partnered, offering its employees 20
entries, which included customised bicycles and
participation kits.
The sum that Pingo Doce invested in these two
initiatives amounted to over 55,000 euros.

Promoting Social and Cultural Inclusion
Promoting and publicising children’s literature
has been one of our priorities within the scope
of bringing greater democracy to the access to
books as a source of knowledge, critical spirit and
creativity among younger generations.

Along with the strategy for selling books at prices
that are accessible, Pingo Doce and Biedronka have
been promoting and publicising children’s literature
competitions that promote the emergence of new
authors and illustrators.
The 5th edition of the Pingo Doce Children’s Literature
Prize and the 4th edition of Piórko, which award the
winners with 50,000 euros to be equally divided
between the text and illustration categories’ authors
and the opportunity to publish and sell their works,
resulted in more than 1,200 and 3,900 entries,
respectively. The cumulative value of the prizes given
already amounts to 450,000 euros and the total
number of prize-winning books sold in each country
totals around 87,000 and 130,000, respectively.
In the case of Poland, along with this prize there
were awareness campaigns on the importance
of reading:
The “Department of Literature Emergence”,
a programme developed in partnership with
Fundacja Czas Dzieci (Children’s Time Foundation,
at www.ostrydyzur.czasdzieci.pl) encouraged the
“prescription” of reading a book appropriate to
the age of the children who visited one of the
48 Biedronka stores involved, in 14 cities. An
audience of around 500 children was registered;

5TH EDITION OF THE PINGO DOCE
CHILDREN’S LITERATURE

1,200
ENTRIES

4TH EDITION OF PIÓRKO

3,900
ENTRIES

 he contest Szkolne Przygody Gangu Słodziaków
T
(The Sweeties Gang’s School Adventures)
was aimed at primary schools throughout the
country, involving an investment of over 10,000
euros. Over 100,000 students from more than
3,400 schools were engaged in the challenge of
organising the celebrations of Reading Day and
in creating an adventure story that would include
the Sweeties Gang. The winning schools received
books for their libraries, while teaching materials
were also offered to the teachers to stimulate
reading, interpretation and critical thinking.
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Eagles) project was maintained. This academy’s
mission is to develop and boost the sporting
abilities of children between the ages of 6 and 11,
from 28 schools spread across the country, who
come from families of limited means. Biedronka’s
support, to the value of 200,000 euros, enabled
more than 2,700 children to attend the training
offered during the 2017/2018 season.

Promoting Knowledge

Within the scope of promoting cultural and social
inclusion, Biedronka also partenered with Gutek
Film, which manages the cinema in Muranow,
for the screening of 18 films at very competitive
prices, in order to encompass children and seniors
with financial difficulties and limited access to
cultural initiatives. 1,280 people participated in
the cinema sessions, involving an investment of
over 23,000 euros.
Biedronka reinforced its partnership with Nadzieja
na Mundial (Hope for Mundial), an association
that wants, by promoting socialisation through
sports, to support the development of children
from families with financial difficulties and who
are institutionalised, becoming, this year, its main
sponsor. This organisation promotes football
tournaments for children and young people from
Poland and the rest of the world. The investment
of 150,000 euros allowed the support of the
competitions’ logistics, of the food served to around
400 children, who participated in the events, and of
the prizes for the winners.
Also, in Poland, the partnership, which started in
2015, with the Polish Football Association for the
Akademia Młodych Orłów (Academy of Young
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It was also possible to support social, cultural,
environmental and educational causes and
projects through corporate sponsorships
amounting to over 340,000 euros, notably:
Sustainable Retail Summit, an initiative of The
Consumer Goods Forum, which took place in
Portugal for the first time. With a significant
participation of Jerónimo Martins’ delegates,
topics such as the importance of the oceans
and the correct management of plastic in the
agri-food sector, the importance of calculating
the food waste footprint and transparency in
communicating it, the need to invest in healthier
food solutions as a means of fighting epidemics
such as obesity, and the relevance of fighting
forced labour through the creation of job
opportunities for migrants in the host countries,
were discussed. 250 people, of 24 nationalities,
participated in this two-day conference;
Lisbon Summit, an initiative of the magazine
“The Economist”, which reflected on some of the
Portuguese and the world’s challenges, such
as technological and digital disruptions and
financing based on the values of sustainability
and entrepreneurship;
For the fourth year running, we supported
the organisation of the conference “O Que de
Verdade Importa” (What Really Matters) in
Lisbon, an initiative of the foundation with the
same name, where there were around 2,700
participants. The objective of these conferences
is to spread the word, among various audiences,
on human, ethical and moral values. To that
end, it counts on speakers who, through their life
experiences, motivate towards social, cultural
and humanitarian change.
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8. BEING
A BENCHMARK
EMPLOYER
There are more than 108 thousand of us who
contribute every day – through our work,
dedication and expertise – towards the sustained
development of Jerónimo Martins’ businesses.

8.1. Our People
We invest in reinforcing a solid and cohesive culture,
which puts employees in first place, working to
maintain their levels of engagement, involvement
and motivation, by investing in training and in
creating development opportunities, as well as by
building internal social responsibility programmes
and initiatives which promote an improvement to
their quality of life.
We value our people’s varied skills and profiles
and seek to help vulnerable people to be included
in the job market.

Our Human Resources strategic plan,
which is devised in line with the business
plan, reflects this positioning and is geared
towards addressing the current and future
people management challenges, inherent to
a labour market undergoing transformation.
During 2018, we created 4,357 jobs, a net
increase of 4.2% compared to the previous
year. We also provided 928 on-the-job
internships in the different Group Companies.
In 2018, our team had the following profile:

2018
Gender

Total

Women

Men

Total number of employees

82,746

25,814

108,560

Portugal

21,602

10,824

32,426

Poland

58,347

12,145

70,492

2,797

2,845

5,642

Colombia
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Total number of Employees / Country
5%

TOTAL EMPLOYEES

30%

108,560
NEW JOB OFFERS

4,357

65%

Poland

We have over 80 thousand women in the Group,
who represent 76% of our population. 66% of
management positions are also held by women.

Portugal

Colombia

Total number of Employees / Gender

24%

Over 61% of our employees are permanent members
of staff.
Regarding the type of working hours, 89% of our
employees work on a full-time basis.
In addition, the Group’s turnover rate in 2018 was 31%.
76%

8.2. Principles and Values
The principles and values that we have defined in the
Code of Conduct serve as a compass for the standard
of behaviour that we expect from our employees,
regardless of their hierarchical level, their jobs, or the
Company to which they belong. It is this Code that
transparently governs the relations with the different
stakeholders – employees, customers, suppliers,
investors, among others – in order to ensure that our
businesses are conducted in an ethical and socially
responsible manner.
In this context, we invest in permanently
communicating the Code through the internal means
of communication available. New employees receive
a copy of the Code of Conduct and have training
in it as part of their induction plan at the Group’s
Companies. In addition, there are other regular
training sessions that include the Code of Conduct
in their programme, namely those on the topic of
labour legislation.
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Female

Male

Total number of Employees / Age
4%

14%

14%

36%

32%

18-24

25-34

35-44

45-54

>55
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Employment Contract

Employment Type

0.2%

11%

38.5%
61.3%

Permanent
contract

Fixed Term
contract

Apprenticeship SENA
(Servicio Nacional
de Aprendizaje)

Employment Contract / Female

89%

Full-time

Part-time

Employment Type / Female
12%

0.2%

36.7%
88%

63.1%

Permanent
contract

Fixed Term
contract

Apprenticeship SENA
(Servicio Nacional
de Aprendizaje)

Employment Contract / Male

Full-time

Part-time

Employment Type / Male
0.3%

8%

44.1%
92%

55.6%

Permanent
contract

Fixed Term
contract

Apprenticeship SENA
(Servicio Nacional
de Aprendizaje)

Full-time

Part-time

57

HOW WE MAKE A DIFFERENCE

within the terms established in the applicable
legislation in each country where we are present
and as set out in the Code of Conduct. In the case
of the collective bargaining agreement negotiated
between the parties, which only exists in Portugal,
this covers more than 90% of the employees.
Equally, we prevent the risks of child labour and
forced labour. The rights of indigenous people are
also in no way put at risk by the activity of our
Companies.
Aiming to allow more simplified access to the
applicable legislation in this context, and regarding
Human Rights, the Labour Fundamental Guidelines
have been created. In line with legislation and the
Code of Conduct, this document highlights the
value placed on diversity, preventing child labour
or forced labour, the right to fair remuneration, the
right to a safe and healthy environment, the right
to privacy and personal/family life and the right to
rest, among others.
The Ethics Committee is the body responsible
for monitoring the disclosure of this Code and
its compliance, impartially and independently.
It therefore provides an e-mail contact for
submitting queries or communicating possible
irregularities, safeguarding the confidentiality of
the contacts received. Further information on the
Code of Conduct and the Ethics Committee may
be found at www.jeronimomartins.com.

8.2.1. Respect for Human
and Workers’ Rights

We comply with the national and international
legislation of the countries where we do business,
namely the guidelines of the United Nations
and the International Labour Organization.
We thereby endeavour to act based on the
principles of respect and decent treatment of
each individual, both during the recruitment and
selection processes, and regarding professional
development and performance appraisals,
forbidding any direct or indirect discriminatory
practice or harassment, and fostering a culture
of fairness and meritocracy.
We also safeguard freedom of association, union
activity and the right to collective bargaining,
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8.3. Talent Attraction,
Development and Retention
Seeking to be recognised as a Benchmark
Employer in the countries where we are present,
we maintained the alignment of the recruitment
practices, investing in talent attraction programmes
and in the diversity of the candidates’ profiles.
Knowing how we are perceived as employers,
internally and externally, and identifying the
differentiating characteristics of Jerónimo Martins
and each Company, are key aspects for defining
our activities throughout the employee’s entire life
cycle within the Group.

8.3.1. Recruitment

We remained focused on implementing new
approaches, tools and processes that promote
synergies and greater effectiveness in identifying
and attracting the right abilities and skills for the
different businesses. In this context, we created
the Global Recruitment Policy, which aligns the
processes implemented at different levels and
stages of recruitment, while also reinforcing
diversity, inclusion and non-discriminatory
practices in all the Companies.
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EXTERNAL RECRUITMENTS

+37,700
We reinforced our communication channels
concerning recruitment, investing in the respective
websites and consolidating our presence on social
media, namely on LinkedIn. At the end of 2018, we
had over 140,000 followers on this social network,
in which we reinforced the investment in the
Jerónimo Martins Young Talent page, focused on
the university student target audience, and which
attained more than 5,400 followers.
During the year, more than 37,700 external
recruitments took place.

university campuses. In the 2017/2018 academic
year, we had 21 of these ambassadors in Portugal
and 7 in Poland.
In Portugal, we also maintained our support for the
Degree and Master’s in Commercial Management
from ESTGA – Escola Superior de Tecnologia e
Gestão Comercial de Águeda (Águeda School of
Technology and Commercial Management), within
the scope of the partnership established with the
University of Aveiro. We actively contributed to
the programme content, involving employees who
are specialists in relevant topics, and bringing
the academic world closer to the business world
by holding visits, internships and projects, which
encompassed 13 second-year students from said
degree course.

With a history dating back more than 30 years, the
Management Trainee Programme was redesigned
in 2018 with the objective of continuing to
reinforce the Group’s expertise, and at the same
time addressing the aspirations and demanding
expectations of the younger generations.

We also attributed 19 Scholarships, amounting
to over 36,000 euros, to students – from within
our universe of employees and employees’
children – interested in attending a Master’s in
Commercial Management from ESTGA. For the
current 2018/2019 academic year, we once again
provided up to 20 scholarships, each scholarship
matching the payment of the cost of annual fees.

This is our main young talent attraction
programme which, through a combination of
learning and practical on-the-job training, enables
us to develop future leaders. In 2018, out of a total
of 9,575 applicants, 68 trainees were selected in
the three countries combined.

From among our partnerships in the university world,
we highlight the 4th edition of JM Academic Thesis
programme, with 18 Master’s and Doctoral theses
written on topics identified by our Companies and
business areas, maintaining the Organisation’s close
cooperation with the academic world.

The Summer Internship Programme provides a way
for students to get in touch with the job market
and is used for identifying potential candidates for
future trainee programmes. In 2018, 50 students
in Portugal and 20 students in Poland worked
with our teams on projects that are important for
the business. In Colombia, through an internship
programme adapted to the local reality, we also
welcomed 16 interns from different academic areas.

Pursuant to the applicable law in Colombia,
SENA – Servicio Nacional de Aprendizaje –
stipulated an internship quota aimed to promote
the development of skills and employment
opportunities for students. In 2018, we welcomed
263 interns within the scope of this programme.

8.3.2. Young Talent Programmes

Since 2015, we have been investing in the Campus
Ambassador programme through a partnership
with university students with different profiles,
who act as the Group’s ambassadors, transmitting
our values and cultures, in addition to promoting
the Young Talent Programmes in the respective

8.3.3. Programmes for Inclusion
in the Job Market

Aware of the need to promote the employability
of people who are especially vulnerable when
accessing the job market, we have been
continuing our strategy for social inclusion based
on three main action pillars: inclusion of people
with disabilities, migrants or refugees and people
exposed to social risk.

59

HOW WE MAKE A DIFFERENCE

In 2018, we recorded 99 inductions for practical
on-the-job training, some of which led to the people
being hired by the Companies in Portugal.
We highlight Project Search, a programme for the
transition to working life for young adults with
special educational needs, developed in partnership
with Cooperativa Focus (Focus Cooperative) which
aims to facilitate skill-learning in an on-the-job
environment. This programme took place in the
Braga Recheio store, which took in 10 interns for
10 months, seven of whom were hired by the Group.

We also continued to take in migrants and refugees,
going ahead with immediate hiring by the Group’s
Companies, whenever possible. In 2018, 71 people
were hired.
We also highlight other programmes supporting
women’s employability: the partnership with FLAD –
Fundação Luso-Americana para o Desenvolvimento
(Luso-American Development Foundation) and the
United States of America Embassy to support and
qualify women entrepreneurs, and the cooperation
with the Girl Move Foundation, whereby the Group
took in young female Mozambican graduates for an
internship in the Quality and Food Safety, Marketing
and Commercial areas.
In Poland, we focused on including employees from
Eastern European countries, namely Ukraine. For
them to be better integrated, Biedronka has invested
in creating living and legalisation conditions for these
employees. The internal communication materials
were also adapted so that these foreign employees
are easily integrated into the Company’s culture and
way of working.
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8.3.4. Internal Mobility

The identification of our internal talent is essential
for the sustained development of our people and
businesses and is key to attracting and retaining
employees. In this regard, we launched a global
approach involving the most relevant stakeholders,
whereby the main professional development needs
were identified, in line with the business strategy.
Internal mobility remained a strategic investment
and is one of the important tools for developing,
sharing and transmitting knowledge, not only
through its scope but also the positive impact on
our people’s careers and their motivation.
Mobility is implemented in three different ways:
career mobility, which takes place through
vertical mobility (promotion) or horizontal mobility
(diversification), aiming to value people and their
respective professional experiences;
internal recruitment, where employees apply
for internal vacancies and which have been a
source of internal talent for the Group’s various
challenges;
international mobility, as a response to the
business needs and strategy, within a context
of expansion and as a tool for developing our
employees’ competencies.
The strong investment in developing our people
and in the possibility of professional growth
is reflected in the following figures regarding
2018: 54,651 employees changed job or work
location or moved to a different Company within
the Group, 11,946 were promoted, an increase
of 38% compared to 2017, while 55 employees
were in a situation of international mobility.

8.3.5. Training

Training is an important tool for our people’s
development and for the growth of the business,
and so the Group provided over 4.5 million hours
of training to its employees, which is the equivalent
of an average of 42 hours per employee.
Following the extraordinary investment made
in training in Poland in 2017, we maintained
the volume of training to suit the needs of our
businesses.
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Group
A more global approach regarding the development
of our employees’ leadership skills is a strategic
priority for our Group. As such, a partnership was
set up with the Center for Creative Leadership,
a benchmark teaching institution, aiming to
implement leadership development programmes
for all the levels of our pipeline of managers,
using cross-cutting technologies, 360º appraisals,
coaching sessions to tailor and accelerate the
learning processes, peer-to-peer training groups
and in-class training sessions.
The 6th edition of the Strategic Management
Programme between Universidade Católica
Portuguesa and Kellogg School of Management
in Chicago had 37 participants who had the
opportunity to find out about innovative business
management concepts as well as global trends,
also contributing towards fostering knowledge-sharing and team spirit and consolidating an
organisational culture.
Portugal
The 5th edition of the General Retail Management
Programme, created in partnership with
Universidade Católica Portuguesa, had the
participation of 31 employees, who consolidated
their management skills and obtained a broader
vision of the business, by developing projects to
address specific challenges.
In Portugal, the 1st edition of Academia de Novos
Districts (Academy of New Districts) and the
Programas Gerais de Gestão de Secção e de
Loja (General Section and Store Management
Programmes) took place, which were developed
for Recheio and Pingo Doce, covering around 250
employees.

In addition, initial and specialisation training
programmes were developed directly through
the Training School and in partnership with
the Portuguese Navy, covering the Bakery,
Delicatessen & Take Away areas of Pingo Doce,
which took place at Escola de Tecnologias
Navais do Alfeite (Alfeite School of Naval
Technologies).
As Perishables are a strategic area, we have a
team of 42 trainers who undertake the training
at Pingo Doce, 6 Supervisors at Recheio and 5
Lidosol Supervisors. In 2018, they accompanied
a total of 15,396 employees in over 680,000 hours
of practical on-the-job training.
In conjunction with the Portuguese Navy – Marines
School – the Functional Leadership Training
Programme was also created, especially for
store managers, and in which 200 employees
participated.
With the objective of developing our managers’
digital skills, we launched the 2nd edition of
the Digital Executive Education Programme, in
partnership with Universidade Nova de Lisboa.
Poland
We also remained focused on training in
Perishables, especially in the Fruit and Vegetables,
Flowers, Bakery, Butcher’s and Fish categories.
As in previous years, Biedronkowa Akademia
Zarządzani (Biedronka Management Academy)
continued with its training programmes for store
managers and deputy managers, seeking to develop
leadership and team management skills and the
ability to be geared towards achieving objectives,
over 2,200 employees having participated.

Training
Training hours
per employee

Training Volume*

Total no. of training sessions

2016

2017

2018

2016

2017

2018

2016

2017

2018

Group

3,954,810

4,630,703

4,537,030

41

44

42

67,063

63,478

66,311

Portugal

1,253,901

1,284,913

1,545,408

41

41

48

44,459

38,589

41,668

Poland

2,201,766

2,742,952

2,463,308

35

40

35

22,079

23,990

23,023

499,143

602,839

528,315

162

135

94

525

899

1,620

Colombia

*Training volume = No. training hours x No. employees in training
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With the objective of furthering the managers’
and senior managers’ knowledge in the areas of
Leadership, Management, Finance, Logistics, and
Marketing, the 4th edition of the General Management
Programme was implemented in partnership
with Kozminski University, in which 25 employees
participated.
Through the Biedronka Virtual School, over 3,586
employees had access to online training solutions.
Hebe launched HebePRO, a new development
programme devised for store managers with
potential for growth within the Organisation. This
includes leadership content and formats for sharing
knowledge with other employees from different
functional areas.
Colombia
We reinforced our Retail School in Colombia
by implementing the 1st edition of the General
Management Programme for managers and senior
managers, in partnership with EDIME, Unidad de
Gerencia Media – INALDE Business School, one of
this country’s benchmark management schools.
Furthermore, the 2nd and 3rd editions of the
Introduction to Retail Programme for non-managers
were implemented in partnership with CESA –
Colégio de Estúdios Superiores de Administración.
These initiatives covered a total of 98 employees
from different areas and regions.

8.4. Remuneration
We are an international Group that is geared
towards obtaining results and with a vocation
for growth built on a relationship of trust and of
commitment to all our employees.
Aware that the retribution strategy is a determining
factor for attracting, motivating and retaining our
talent, we seek to adopt competitive and balanced
policies, which reflect our values and foster a culture
of meritocracy, recognising individual and collective
performance.
We value the dedication of our people, by sharing

40

the overall results achieved, so that everyone feels
part of a common goal.
Variable remuneration is a crucial pillar in the
Group’s retribution policy and is the element that
promotes alignment between individual contribution
and the business objectives. In 2018, we reinforced
the role of variable remuneration in the Companies’
retribution strategy, adjusting the bonus models
to the current challenges and particular market
environment. The total sum of bonuses paid
amounted to 110 million euros.
We foster equal opportunities and fairness in the
way we remunerate our people. In 2018, when
analysing the gender pay gap, in a Group with more
than 100,000 people, 76% of whom are women,
we register a ratio of 91%40. We shall therefore
continue to develop policies that ensure and promote
non-discrimination and gender equality, as well as
equality of race, ethnicity, social standing or any
other criterion.

8.5. Employee Engagement
8.5.1. Internal Social Responsibility

We maintained our contribution towards the
continuous improvement to the quality of life of
our employees, as well as their families. Based
on three strategic pillars – Health, Education and
Family Well-Being – the various programmes that
have been implemented in Portugal and in Poland
represent an investment in excess of 19.5 million
euros. In Poland, 99% of the amount invested in
these programmes is supported by the Social Fund,
pursuant to the local law.
INVESTMENT

19.5 M€
All the initiatives and programmes developed
by the Internal Social Responsibility (ISR) are
communicated to employees through multiple
channels, namely the internal websites.

 his indicator gauges the salary difference between women and men within the universe of Jerónimo Martins employees, based on
T
comparable realities. It is expressed considering women’s average salary as a percentage of men’s average salary, being 100% the pay
ratio that represents full equality among genders.
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Health

Health was one of the areas with the largest
investment – amounting to 1.8 million euros – by
focussing on encouraging healthy lifestyles and on
initiatives geared towards health protection, in line
with the guidelines of the WHO – World Health
Organization.
Portugal
We highlight the launch of the 4th edition of the SOS
Dentist programme, which supports employees
who need dental treatment. 479 employees finished
their treatment, meaning that since it began, this
programme has encompassed 3,345 employees.
Moreover, the SOS Junior Dentist programme,
for employees’ children, enabled 107 children to
conclude their treatment.
Within the scope of the Mais Vida (More Life)
programme, we supported employees and their direct
family members (spouses and children) suffering from
cancer, through different facilities, such as a second
opinion consultation, transport for treatment, help at
home and psychological support. This programme,
which was developed in partnership with Fundação
Champalimaud (Champalimaud Foundation) and the
Portuguese Red Cross, supported 45 families in 2018.
The Lusíadas Saúde protocol enables our employees
and their direct family members (spouses and
children) to have access to discounts on consulting
a specialist and on ancillary diagnostic tests. In 2019,
this protocol will be extended to employees’ parents
and to employees following their retirement.

care products and rehabilitation equipment,
and also for participating in rehabilitation centres.
228 children were supported within the scope of
this programme.
Besides support for sports activities, the employees
have access to over 4,000 gyms and sports
facilities throughout the country, through the Karta
Multisport (Multisports Card). Over 9,800 employees
benefited from this card.

Education

Education is fundamental for promoting our
employees’ long-term quality of life and that of their
families, and so it is a cornerstone of the Group’s
ISR activity strategy, which was reflected in an
investment of more than 1.5 million euros.
Portugal
The Scholarships programme envisages attributing
annual scholarships to employees or their children
who wish to pursue their studies and that have not
obtained State support. In 2018, we attributed 103
scholarships.
The Regresso às Aulas (Back to School) programme
encompasses a set of support measures for our
families, notably a school kit offered to 794 children
who started primary school, as well as discounts
and special payment terms for textbooks and
school materials. Textbooks are given free of charge
to large families with low incomes.

Poland
The Razem Zadbajmy o Zdrowie (Let’s Take Care of
our Health Together) programme makes it possible
to have free check-ups and screening, as well
as sports activities, among others. Linked to the
celebration of the centenary of Poland’s regained
independence, a special edition of Wyzwanie
Sportowe Biedronki (Biedronka Running and
Bicycle Challenge) was carried out. In total, 3,143
employees benefited from these two programmes.

Making quality use of the school holiday period is
a worry for our employees who are parents. In this
regard, for almost a decade, the Group has been
organising Holiday Camps for children between the
ages of 6 and 17, suited to the different age groups,
promoting activities related to sports, education,
art and culture, on a residential and non-residential
basis. We highlight the initiative “Adventure in
England”, which, besides a course taught by native
English-speaking teachers, includes sightseeing
and cultural visits. In 2018, more than 1,600
children participated in these holiday camps.

The Mali Bohaterowie (Little Heroes) programme
has the objective of supporting employees whose
children suffer from serious health problems or
who have a disability by providing financial aid for
purchasing medicines, medical services, personal

Poland
The Do Szkoły z Biedronką/Hebe (Back to School
with Biedronka/Hebe) programme continued,
whereby financial support is provided to
employees with school-aged children and low
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incomes. In 2018, we offered school kits to the
3,034 children who started their schooling and
made more than 134,000 euros available on
prepaid cards, supporting a total of 7,529 children.
The Wakacje z Biedronką/Hebe (Holidays with
Biedronka/Hebe) programme includes various
activities and endeavours to develop creativity and
broaden the interests of children between the ages
of 8 and 13. For our employees’ children between
the ages of 14 and 17, we have developed the
Hello Biedronka/Hebe programme, during which
the participants attend an English course with
native English-speaking teachers. More than 1,260
children enjoyed our Holiday Camps in Poland.

Family Well-Being

As we believe it is fundamental to create
programmes that improve the quality of life and
family well-being of our employees, we invested
over 16.2 million euros in this third strategic pillar.
In Portugal and in Poland, initiatives are developed
to celebrate important moments in the lives of
our employees and their families: Children’s Day
and Christmas. In total, 129,549 presents were
distributed among our employees’ children.
The Baby Kit is also attributed to employees who
become parents, which is a gift seeking to lighten the
expenses of the first few months of their children’s
lives. In 2018, 4,436 families received a kit.
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Portugal
Created in 2011, the Social Emergency Fund
aims to contribute towards an improvement to
the quality of life of employees and their family
members who are socially vulnerable and at risk.
This work is carried out by a team of six social
workers who make a diagnosis of the family,
economic, social, professional and educational
situation of the employees supported, aiming to
draw up integrated, structural intervention plans.
The support is given – individually or jointly –
in five areas: food, health, education, legal advice,
and financial guidance. The respective intervention
is achieved through internal measures from the
Social Emergency Fund or referral and liaison with
entities within the community. In 2018, we gave
support to 726 employees, in an investment of
over 640,000 euros.
Reflecting our concern for promoting healthy
lifestyles, within the scope of the “Children’s
Day” initiative, all the 13,771 toys given to our
employees’ children aimed to encourage them
to do physical exercise.
Poland
Through the Możesz Liczyć na Biedronką (You
Can Count on Biedronka) programme we support
employees who are in financial difficulties or who
have been affected by natural disasters such as
fires and floods. This year, we supported more than
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8.5.3. Employee Assistance Services

9,000 employees by way of financial subsidies and
no-interest loans for housing purposes.

The Employee Assistance Service, which is in
place in the three countries, enables all employees
to clarify any labour issues or requests for social
support, benefiting its users with the guarantee
of confidentiality, independence and impartiality.

With the concern for guarding against financial
problems resulting from the transition to retirement,
we presented our employees with the Biedronka
dla Seniora (Biedronka Seniors) programme, which
consists of attributing monetary support, through
a prepaid card, which benefited 44 pensioners.

2018 marks the start of this service in Colombia
and the creation of the Employee Assistance
Services’ Global Operating Policy, in order to
streamline practices and procedures.

8.5.2. Internal Communication

Clear communication, adapted to the different
target audiences is a valuable instrument for
aligning the organisational culture, principles
and values and is present in each stage of the
employee’s life cycle.

In Poland, we highlight the Anti-Mobbing and
Sexual Harassment Committee, which is for
resolving complaints of this nature.
In Colombia, too, in accordance with the applicable
legislation, the Committee for Labour Coexistence is
for receiving and resolving employees’ complaints,
including cases of possible discrimination.

Continuous focus on a multi-channel strategy,
by creating more inclusive content for all the
Companies, countries and business formats, has
enabled us to reach an increasing number of
employees, regardless of their place of work or job,
ensuring they have access to information and are
involved in the Group’s challenges and strategy.

8.5.4. Organisational Climate Surveys

With the objective of fostering our employees’
engagement, commitment and motivation, we have
formalised an opinion-hearing strategy, aligning
processes throughout the Companies. The Group
has defined its Employee Opinion Policy, based on
a biannual cycle.

In an increasingly global context, adopting new
technologies is essential for simplifying and
boosting agility to processes, as well as bringing
employees closer when they are geographically
distant. As such, within the scope of the
Workplace Going Digital project, conditions
were created so that employees work ever more
collaboratively.

In the first year, we applied the Global Survey,
aimed at all employees from the Companies and
in the second, the Pulse Survey, applied locally by
the Companies to a sample of employees to assess
specific topics.

In Portugal, we highlight the launch of the Por Nós
(For Us) website, available for all employees and
completely dedicated to the actions developed by
the ISR area. The magazine “A Nossa Gente” (Our
People) was elected “Best Internal Communication
Magazine” of 2018 by the publication “Meios &
Publicidade” (Media & Advertising).

An engagement objective was once again included
in the managers’ performance appraisal cycle,
which reflects the importance of this topic in the
Group’s human resources strategy.

Employee Assistance Services
No. of Contacts/Procedures Initiated

% of Procedures Concluded

Portugal

21,490

99%

Poland

4,479*

94%

8,637

94%

Colombia
*Not including contacts related to payroll/administrative issues and requests for Social Fund support.
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8.6. Occupational Health
and Safety
We provide safe infrastructures and equipment,
implementing procedures that reinforce the safety
of our employees. We also actively promote safety
campaigns based on encouraging the prevention
of behaviour linked to the risks of workplace
accidents and occupational diseases.

aiming to increase the level of our employees’ safety
and that of others, to foster healthy day-to-day
habits and help employees who are sick.
In Portugal, the opinion of all employees was
heard regarding the Occupational Health
and Safety conditions, in order to obtain their
participation in promoting a safer working
environment.

Portugal
We segmented the Safety in the Workplace and
Prevention Management areas, giving them more
effective follow-up by the operations. The new
Prevention Management area has the mission
of finding the best safety solutions and, when
liaising with the Technical Department and other
functional areas, participates in the planning
phase of new infrastructures, in the refurbishing
of existing ones and in improving the conditions of
the workstations.

Within the scope of monitoring the Group
employees’ health, 1,131 eye tests and 1,129
hearing tests were performed.

Considering that the majority of workplace accidents
occur due to unsafe behaviour, we develop initiatives
fostering prevention and raising the awareness
of the employees for the need to change their
behaviour, especially the “Safety Meeting”, with the
participation of the Safety Delegates.

Biedronkowa Akademia Zdrowia (Biedronka
Health Academy) was developed, which is a
programme for preventing occupational diseases,
directed at employees from the DC and the
Head Offices. Periodically, 34 physiotherapists
gave training in occupational health and safety,
teaching people how to avoid muscular-skeletal
problems. In the DC, labour gymnastics exercises
are performed prior to carrying out the tasks, and

The Alcohol and Drug Consumption Prevention
programme was implemented in various workplaces,
66

Poland
We reduced the frequency of workplace accidents,
after having implemented programmes dedicated
to preventing the most common causes – Areas of
Particular Hazard – such as movement within the
store, operating transport cars, handling ovens and
cutting objects.
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in the offices, employees can receive massages
in rooms that are fully equipped for that purpose.
Also, in this context, employees from the Head
Offices can take part in coaching sessions.
Since 2016, Biedronka has been the only retail
banner in Poland to be certified according
to the OHSAS 18001 standard regarding its
Occupational Health and Safety Management
System, confirming our operations’ commitment
to safety. In 2018, we once again decided to
award the stores in this country who paid special
attention to the topics related to a culture of safety
and employee involvement.
Colombia
We reduced the workplace accident frequency
indicators due to implementing different programmes
throughout the year, namely Liga Segura Ara (Ara
Safe League), which spread greater awareness of
the importance of adopting safe behaviour in the
operations.
Of particular note was the employee training
in important health and safety topics, namely
mechanical hazards, working at height, safe
operation procedures, chemical hazard and
emergency management, among others.

Aggregate Health and Safety Indicators
Severity Rate

0.48
0.46
0.44

0.43

0.42

0.42

0.42

0.37

2011

2012

2013

2014

2015

2016

2017

2018

Severity Rate = (Total lost days as a result of accidents occurring in the workplace with lost
and accepted days by the insurance company / Total Working Hours) x 103

Frequency Rate

23.81
23.23

22.72
21.60
22.07

An intervention plan, aimed at healthy lifestyles, was
also implemented, which includes activities related
to health care and prevention. The 2nd edition of
the Health Day also took place, which encouraged
people to receive the flu vaccine and to donate blood.
In addition, 29,864 medical exams were carried
out in Portugal, 75,504 in Poland and 6,061 in
Colombia.

21.08

20.98
19.85

2011

2012

2013

2014

2015

2016

2017

2018

Frequency Rate = (Total No. of Accidents occurring in the workplace with lost and accepted
days by the insurance company + No. of Deaths occurring in the workplace) / Total Working
Hours x 106

Training Hours, Emergency Drills and Audits on Occupational Health and Safety
Scope

Training Hours

Emergency Drills

Audits

14,910

244

719

Poland

34,449

1,678

1,050

Colombia

15,688

277

387

Portugal
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9. COMMITMENTS
FOR 2018-2020
Action Pillars

Commitments for 2018-2020

Progress

Promoting Good
Health through Food

Further improve the nutritional profile
of the Private Brand products, through
product innovation and reformulation,
and in the Meal Solutions meals.

Achieved. The equivalent of 575 tonnes of fat, 81 tonnes of saturated
fat, 8 tonnes of salt and 88 tonnes of sugar were removed from Private
Brand products in the three geographies, and Meal Solutions in Portugal.

Continue to develop programmes
promoting the Mediterranean Diet
and healthy nutritional habits based
on recommendations by local experts
and raise consumer awareness about
reading food labels.

Achieved. At Pingo Doce, we have maintained the principles of the
Mediterranean Diet in the development of Meal Solutions and Private
Brand products and as a differentiating element in communicating with
our public. The bimonthly magazine “Sabe Bem” (Tastes Good), with an
average circulation of 150 thousand copies, has remained one of the
preferred means of communication on this diet, through the publication
of recipes that also encourage the reutilisation of food and the fight
against food waste. The Pingo Doce website has remained a support
to this priority, playing an incentive role in the adoption of this diet. In
Poland, commercial and information leaflets were developed, for the
most part with the collaboration of a specialist from the Polish Food and
Nutrition Institute and the Polish Vegetarian Association. 55 articles were
published in various media describing the nutritional profiles and quality
of Biedronka products and their health benefits. There were also 38
articles published through internal channels directed to employees.

Increase the number of references of
the lactose-free and gluten-free range
by 5% per year compared to 2017, in
Private Brand products in Portugal and
Poland.

Partially achieved. In Portugal, the increase in references without
lactose was 18% and gluten-free was 8%. In Poland, there was a
decrease of 57% and an increase of 100%, respectively. Globally,
lactose-free references decreased 4% while those without gluten
increased by 10%.

In Portugal and in Poland, develop
food solutions without any animal
protein, aimed at consumers with
specific dietary needs/preferences.

Achieved. The offer of products for vegans and vegetarians in Poland
has been strengthened, with 29 references being released. In Portugal,
both the oat cookies and the oat with black chocolate of the Go Bio
range are also suitable for vegetarians and vegans, presenting the
V-Label certification.

In Portugal and in Poland, ensure that
products intended for children have
a higher nutritional profile than the
benchmark.

Partially Achieved. Some of the products launched in Poland could
not be compared due to the lack of a benchmark, such as: the Miami
yoghurt which had added calcium and vitamin D, no food colouring, no
glucose/fructose syrups and only natural flavours; the Miami Hopki Duo
cereals, whose composition excludes palm oil; three Go Bio references
of fruit mousses for infants from 6 months of age. Other products had
differences compared to the benchmark, such as the Go Bio range in
Poland – fruit juices had organic fruit as a raw material and no added
concentrates.

In all the countries, continue analysing
Private Brand products as to their raw Achieved. We performed 10,180 internal audits on the Group’s
materials, using external laboratories, infrastructures, complemented by 110,620 analyses on work surfaces
ensuring their authenticity and fighting and manipulators, among others, and 50,300 product analyses.
food fraud.
(Continues)
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Action Pillars

Respecting
the Environment

Commitments for 2018-2020

Progress

In all the countries, ensure the use of
voluntary “Without GMO” labelling
for all references that could contain
genetically modified ingredients.

In progress. 14% of the total Private Brand references in Portugal,
potentially containing these ingredients, presented this symbol voluntarily.

In all countries, facilitate responsible
consumption through voluntary
labelling with regard to nutritional
aspects and alcohol information.

Partially achieved. 100% of the references of alcoholic beverages of
Private Brand in Portugal presented the caloric icon. The adoption of
symbology that discourages pregnant women from consuming alcoholic
beverages covered 47% of Private Brand references in Portugal, an
increase of 150% compared to 2017, and 15% of references in Poland.
In Poland, we highlight the symbol for responsible driving, which covered
46% of the references.

In all the countries, make it easier for
consumers to manage food products’
expiry dates and tackle food waste, by
adopting only one expiry date on the
product labels, whenever possible visà-vis legal requirements.

In progress. We provide information on the packaging about the average
time of consumption after opening, helping consumers in the management
of their products. These are the most perishable products such as
mayonnaise, milks and fruit pastries. The “one-date only” option is under
evaluation.

Reduce the Group’s carbon footprint
by 5% in the 2018-2020 three-year
period (per €1,000 of sales), compared
to 2017.

In progress. In 2018, the Group’s carbon footprint reduced by 17.2%
(per €1,000 of sales), compared to 2017.

Reduce water consumption annually by Not achieved. Water consumption, per €1,000 of sales, reduced 1.2%,
2% (per € 1,000 of sales).
compared to 2017.
Reduce electricity consumption
annually by 2% (per € 1,000 of sales).

Not achieved. Electricity consumption, per €1,000 of sales, reduced 1.3%,
compared to 2017.

Reduce the quantity of waste sent to
landfill by 5 p.p. during the 2018-2020
three-year period, compared to 2017.

In progress. The recovery rate increased by 0.3 p.p., compared to 2017.

Complete at least 20 ecodesign projects
for Private Brand product packaging
every year.

Achieved. In 2018, 30 Private Brand ecodesign projects were carried out.

Reduce the Group’s food waste by
10% during the 2018-2020 three-year
period, compared to 2016.

In progress. In 2018, the Group’s food waste increased by 20.2%
compared to 2016.

Increase the number of locations with
In progress. At the end of 2018, 19 Distribution Centres were
environmental certification (at least 25). environmentally certified according to ISO 14001.
Sourcing Responsibly

Guarantee that 80% of the Jerónimo
Martins Group’s purchases of food
products are sourced from local
suppliers.

In progress. In 2018, about 90% of the food products sold by the Group
were purchased from local suppliers, contributing to the goal of maintaining
this ratio above 80%.
(Continues)
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Action Pillars

Supporting
Surrounding
Communities

Commitments for 2018-2020

Progress

Continue introducing sustainability
certificates (e.g., UTZ, Fairtrade, MSC,
ASC, RSPO, EU Ecolabel, EU Organic
Label, etc.) for at least 10 Private Brand
products and Perishables.

In progress. In 2018, over 290 references with sustainability certificates
were launched:
• 132 references with organic certification in Poland (94) and Portugal (38);
• 50 references with UTZ certified cocoa as an ingredient (Biedronka);
• 46 references with V-label certification in Poland (44) and Portugal (2);
• 31 Private Brand references with Programme for the Endorsement of Forest
Certification (PEFC) – either in product packaging or paper and timber
incorporated in products – in Portugal (25) and in Poland (6);
• 18 Private Brand references with Forest Stewardship Council (FSC)
certification – either in product packaging or paper and timber incorporated
in products – in Portugal (14), Poland (2) and Colombia (2);
• 11 new references with Marine Stewardship Council (MSC) certification in
Biedronka;
• 4 tea references with Rainforest Alliance certification (Biedronka);
• 1 Fairtrade certified reference for the ingredient cocoa (Biedronka).

Contribute towards achieving the Zero
Net Deforestation goal by 2020, as
defined by The Consumer Goods Forum,
namely through active management of
palm oil, soy, beef, and wood and paper.

In progress. The developments in the consumption of these ingredients in
our Private Brand products and Perishables, their origin and sustainable
production certification, as well as other initiatives of the Group to fight
deforestation, are described in subchapter 6. “Sourcing Responsibly”,
section 6.4. “Commitment: Promotion of More Sustainable Production
Practices”.

Carry out at least 50 environmental
audits every year on suppliers of Private
Brand and Perishables.

Achieved. 79 environmental audits were carried out on Perishables and
Private Brand suppliers in Portugal, an increase of 30% compared to
2017. In 2018, the level of environmental performance was as follows:
8% classified as “Excellent”, 10% as “Good”, 52% as “Sufficient” and
30% as “Inadequate”.

Carry out at least 40 environmental
audits every year on service providers.

Achieved. In 2018, 27 environmental audits on service providers in
Portugal and 26 in Poland were carried out, a 20% increase when
compared with 2017. The level of environmental performance was
as follows: 28% classified as “Excellent”, 21% as “Good”, 43% as
“Sufficient” and 8% as “Inadequate”.

Monitoring and disclosure of the
social impacts resulting from the
support offered, according to the
London Benchmarking Group
(LBG) model.

Achieved. The monitoring and disclosure of the impacts resulting from
the support offered by the Group, according to this model, is published
in this document in the Chapter 4. “How We Make a Difference”, section
7. “Supporting Surrounding Communities”, subsection 7.2. “Managing
the Policy”, and in the “Responsibility” channel, page “Supporting Local
Communities”, in the corporate website www.jeronimomartins.com.

In Portugal, start at least one project of
community investment per year, aimed
at children, young people or elderly
people from vulnerable environments.

Not achieved. Although it was not initiated any community investment
project in this country, the “Mercado Social” (Social Market) initiative
was developed to provide an opportunity to contribute to the financial
sustainability of social institutions that run a social business. The Casa de
Sto. António (House of Sto. António) and the Mercearia Semear (Semear
Grocery) were the institutions whose products were sold at Pingo Doce,
without any profit for the banner.

In Poland, strengthen the involvement
in social projects, focused on children,
young people and elderly people from
vulnerable environments.

Achieved. Examples include the Śniadanie Daje Moc (Breakfast Gives
You Strength) and Zielona Kraina (Green Land) programmes, both in the
promotion of healthy eating; and the Pomagamy Na 100 (We Help at
100) programme, a financial assistance initiative designed for the senior
population – in situations of great vulnerability – of small towns or villages
in the stores’ surrounding areas.

In Poland, expand the programme for
direct food donations from the stores to
local non-governmental organisations.
Reach 1,500 stores by 2020.

In progress. The stores that had protocol with local institutions for the
transportation of foodstuffs totalled 1,063.
(Continues)
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Action Pillars

Commitments for 2018-2020

Progress

In partnership with Caritas Polska,
launch a programme supporting
vulnerable senior citizens, hoping
to have an impact on at least 4,000
people every year.

Achieved. The Pomagamy Na 100 (We Help at 100) programme covered
more than 5,300 vulnerable elderly people who had access to prepaid
Biedronka monthly cards, allowing them additional help with their budget.
The investment was 2.5 million euros.

Achieved. Under the new protocol with the Instituto de Bienestar Familiar
(Institute of Family Welfare) to support day care centres, we supported
In Colombia, maintain the involvement in 9,458 children under the age of five from families and neighbourhoods
social projects such as Aldeas Infantiles with very few financial resources, with products such as toothbrushes,
toothpaste, shower gels and hand wipes, with a total of more than 8,800
SOS Colombia (SOS Children’s Villages
euros. We have also donated more than 51 tonnes of food, an equivalent
Colombia), and Abaco – Asociación
to more than 100,000 euros to Abaco. The rounding of purchases by
de Bancos de Alimentos de Colombia
(Colombian Association of Food Banks) clients totalling more than 110,000 euros has reverted to programmes
in the areas of education (offer of teaching materials, sports and
for the donation of foodstuffs.
cultural programmes), health (medical support programmes), food and
accommodation to the SOS Children’s Villages Colombia.
Being a Benchmark
Employer

Continuous improvement to the
quality of life of our employees,
through internal social responsibility
programmes in all the countries
where we are present.

Achieved. The investment in support initiatives to employees under the areas
of Health, Education and Family Well-Being amounted to 19.5 million euros,
an increase of 4%. In Poland, through the “Możesz Liczyć na Biedronkę”
(You Can Count on Biedronka) programme, financial support was given to
more than 9,000 employees in vulnerable situations. In Portugal, the Social
Emergency Fund, which counts on the collaboration of social workers, allowed
the support of 726 employees.

Continuous reinforcement of the
training and information programmes
concerning the Code of Conduct,
aimed at all the Organisation’s
employees, regardless of their place
of work or position, promoting its full
compliance.

Achieved. This year, the Labour Fundamental Guidelines were created
with the objective of allowing a simpler access to the legislation applicable
in this scope and respect for Human Rights, which should be observed
by the Group Companies in relation to their employees. In line with the
legislation and the Code of Conduct, we highlight the value of diversity,
the principle of equality and non-discrimination, the responsibility to keep
the Group free of forced labour or child labour, the right to rest, the right to
a fair remuneration, the right of association and collective bargaining, the
right to a safe and healthy environment, the right to privacy and personal/
family life, and the responsibility of the Companies to implement measures
that materialise these Fundamental Principles – including the means that
promote their implementation and remediation mechanisms. The Group
also undertakes training on its Code of Conduct.

Foster diversity in talent attraction.

Achieved. Several formats of talent attraction were implemented such as
directly through the stores or through universities. We have strengthened
our communication channels for recruiting by investing in the recruitment
websites of the different Companies and consolidating our presence in
social networks, such as LinkedIn. By the end of 2018, this network had
more than 140,000 followers. The Young Talent Jerónimo Martins page
was also reinforced, which was focused on the university target audience,
ending the year with more than 5,400 followers. There was also another
edition of the “Management Trainee Programme”, which registered 9,575
candidates. During the year, more than 37,700 external recruitments
were carried out. In addition, we promote the employability of people in
situations of special vulnerability in access to the labour market, through
the inclusion of people with disabilities, migrants or refugees and people
exposed to social risk.
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10. TABLE
OF INDICATORS
The following table of indicators follows
the methodology of the Global Reporting
Initiative Standards.

United Nations
Global Compact
Principles /
Sustainable
Development Goals

GRI No.

Description

Evidence

102-1

Name of the organisation.

Jerónimo Martins, SGPS, S.A.

---

102-2

Activities, brands, products, and services.

Refer to Chapter 1. “Who We Are”.

---

102-3

Location of headquarters.

Rua Actor António Silva n. º 7, 1649-033 Lisboa

---

102-4

Location of operations.

102-5

Ownership and legal form.

--Refer to Chapter 1. “Who We Are”.

---

102-6

Markets served.

102-7

Scale of the organisation.

---

102-8

Information on employees
and other workers.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 8. “Being a Benchmark Employer”,
section 8.1. “Our People”.

102-9

Supply chain.

Refer to Chapter 4. “How We Make a Difference”,
subchapters 1. “Our Approach” and 6. “Sourcing
Responsibly” and to Chapter III. “Consolidated
Financial Statements” (see full Report on the website
www.jeronimomartins.com).

---

102-10

Significant changes to the organisation
and its supply chain.

Not applicable.

---

102-11

Precautionary Principle or approach.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance, section
C. “Internal Organisation”, subsection III – “Internal
Control and Risk Management” and Chapter 4.
“How We Make a Difference”.

---

102-12

External initiatives.

102-13

Membership of associations.

102-14

Statement from senior decision-maker.

---

See channel “About Us”, page “Organisations to
Which We Belong” and channel “Responsibility”,
page “Our Responsibility Strategy”, subpage
“Stakeholder Engagement” on the website
www.jeronimomartins.com.
Refer to “Message from the Chairman”.

Principle 6
Goal 8

------(Continues)
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GRI No.

United Nations
Global Compact
Principles /
Sustainable
Development Goals

Description

Evidence

102-15

Key impacts, risks, and opportunities.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance, section C.
“Internal Organisation”.

---

102-16

Values, principles, standards,
and norms of behaviour.

See channel “Responsibility”, page “Corporate
Responsibility Publications” to consult the Code of
Conduct and Code of Conduct for Suppliers on the
website www.jeronimomartins.com. See channel
“Investors”, page “Corporate Governance”, subpage
“Specialised Committees” on the website
www.jeronimomartins.com.

Principle 10
Goal 16

102-17

Mechanisms for advice and concerns
about ethics.

102-18

Governance structure.

102-19

Delegating authority.

102-20

Executive-level responsibility for economic,
environmental, and social topics.

Refer to Chapter 3. “How We Are Organised”, PART I
– Information on Shareholder Structure, Organisation
and Corporate Governance, sections A and B.

102-21

Consulting stakeholders on economic,
environmental, and social topics.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 2. “Stakeholder Engagement”.

102-22

Composition of the highest governance
body and its committees.

102-23

Chair of the highest governance body.

102-24

Nominating and selecting the highest
governance body.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance.

------Goal 16
Goals 5 and 16

Refer to Chapter 3. “How We Are Organised”, PART I
– Information on Shareholder Structure, Organisation
and Corporate Governance, sections A and B.

Goal 16
Goals 5 and 16

102-25

Conflicts of interest.

See channel “Responsibility”, page “Corporate
Responsibility Publications” to consult the Code
of Conduct and Code of Conduct for Suppliers
on the website www.jeronimomartins.com. See
channel “Investors”, page “Corporate Governance”,
subpage “Specialised Committees” on the website
www.jeronimomartins.com.

102-26

Role of highest governance body in setting
purpose, values, and strategy.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance, sections
A, B and C.

---

102-27

Collective knowledge
of highest governance body.

The Group carries out activities (e.g., internal and
external training sessions, Group’s Sustainability
Conference, internal newsletters and progress
reports) that enable its management bodies to
become more aware of sustainability topics.
Refer to Chapter 4. “How We Make a Difference”.

Goal 4

102-28

Evaluating the highest governance body’s
performance.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance, section D.

---

Goal 16

(Continues)
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Evidence

United Nations
Global Compact
Principles /
Sustainable
Development Goals

GRI No.

Description

102-29

Identifying and managing economic,
environmental, and social impacts.

102-30

Effectiveness of risk management processes.

102-31

Review of economic, environmental,
and social topics.

102-32

Highest governance body’s role in
sustainability reporting.

The approval of the Corporate Responsibility
Report, included in the Annual Report, is a
responsibility of the Shareholders’ General Meeting.

---

102-33

Communicating critical concerns.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance.

---

102-35

Remuneration policies.

102-36

Process for determining remuneration.

102-37

Stakeholders’ involvement
in remuneration.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance, section C.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance, section D.

Goal 16
-----

----Goal 16

Annual total compensation ratio.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance, section
D. “Remuneration”, subsection IV – “Remuneration
Disclosure”.

---

List of stakeholder groups.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 1. “Our Approach” and subchapter
2. “Stakeholder Engagement”. See channel
“Responsibility”, page “Our Responsibility
Strategy”, subpage “Stakeholder Engagement”
on the website www.jeronimomartins.com.

---

102-41

Collective bargaining agreements.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 8. “Being a Benchmark Employer”,
section 8.2. “Principles and Values”, subsection
8.2.1. “Respect for Human and Workers’ Rights”.

Principle 3
Goals 8 and 10

102-42

Identifying and selecting stakeholders.

102-43

Approach to stakeholder engagement.

102-44

Key topics and concerns raised.

102-38

102-40

102-45

Entities included in the consolidated financial
statements.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 1. “Our Approach” and subchapter
2. “Stakeholder Engagement”. See channel
“Responsibility”, page “Our Responsibility
Strategy”, subpage “Stakeholder Engagement”
on the website www.jeronimomartins.com.
Refer to Chapter 1. “Who We Are”, Chapter III.
“Consolidated Financial Statements” (see full Report
on the website www.jeronimomartins.com) and
Chapter 3. “How We Are Organised”, PART I –
Information on Shareholder Structure, Organisation
and Corporate Governance.

-------

---
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United Nations
Global Compact
Principles /
Sustainable
Development Goals

GRI No.

Description

Evidence

102-46

Defining report content and topic Boundaries.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 2. “Stakeholder Engagement”.

---

102-47

List of material topics.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 1. “Our Approach” and subchapter 2.
“Stakeholder Engagement”.

---

102-50

Reporting period.

This Jerónimo Martins Group’s Annual Report covers
the activities carried out between 1st January and
31st December 2018.

---

102-51

Date of most recent report.

The previous Jerónimo Martins Group’s Annual
Report referred to 2017.

---

102-52

Reporting cycle.

The Corporate Responsibility Report (included in the
Annual Report) has an annual periodicity.

---

102-53

Contact point for questions regarding
the report.

comunicacao@jeronimo-martins.com

---

102-54

Claims of reporting in accordance
with the Standards.

This report has been prepared in accordance
with the Standards: Core option.

---

102-55

Content index.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 10. “Table of Indicators”.

---

External assurance.

The information contained and marked in this
table has been verified by an external third party –
PricewaterhouseCoopers & Associados – Sociedade
de Revisores Oficiais de Contas, Lda.

---

List of the Jerónimo Martins Group material aspects:
1. Food quality and safety; 2. Suppliers selection
based on sustainability criteria; 3. Offer of products
from a sustainable origin; 4. Labour conditions;
5. Preference for local suppliers; 6. Engagement
and support to employees, their families, and
surrounding communities; 7. Offer of healthy
products; 8. Waste management and recycling;
9. Energy efficiency and water consumption
reduction; 10. Suppliers’ relationship management;
11. Client support services; 12. Innovative products
and services; 13. Reduction of packaging materials;
14. Attraction, talent retention, training, and career
development.
Refer to Chapter 4. “How We Make a Difference”,
subchapter 1. “Our Approach” and subchapter 2.
“Stakeholder Engagement”.
See channel “Responsibility”, page “Our
Responsibility Strategy” on the website
www.jeronimomartins.com.

---

102-56

MATERIAL ASPECTS

103-1

Explanation of the material topic
and its Boundary.

(Continues)
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GRI No.

Description

Evidence

103-2

The management approach
and its components.

Refer to Chapter 4. “How We Make a Difference”,
subchapters 4 to 8 and see channel “Responsibility”,
page “Our Responsibility Strategy” on the website
www.jeronimomartins.com.

Evaluation of the management approach.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 9. “Our Commitments 2018-2020”
and see channel “Responsibility”, page “Our
Commitments and Progress” on the website
www.jeronimomartins.com.

103-3

United Nations
Global Compact
Principles /
Sustainable
Development Goals

1

Goals
, 5 , 8 and 16

---

ECONOMIC PERFORMANCE
Direct economic value generated
and distributed.

Refer to Chapter III. “Consolidated Financial
Statements” (see full Report on the website
www.jeronimomartins.com) and indicator 203-1.

Financial implications and other risks and
opportunities due to climate change.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance, section
C. “Internal Organisation”, subsection III – “Internal
Control and Risk Management”, 53. “Details and
Description of the Major Economic, Financial and
Legal Risks to which the Company is Exposed in
Pursuing Its Business Activity”.

201-3

Defined benefit plan obligations
and other retirement plans.

Refer to Chapter 3. “How We Are Organised”,
PART I – Information on Shareholder Structure,
Organisation and Corporate Governance, section D.
“Remuneration”. Refer to Chapter III. “Consolidated
Financial Statements” (see full Report on the website
www.jeronimomartins.com).

---

201-4

Financial assistance received
from government.

The Jerónimo Martins Group didn’t receive any
financial assistance from the Portuguese, Polish or
Colombian governments during 2018.

---

201-1

201-2

2

Goals
, 5 , 7 , 8 and 9

Principle 6
Goal 13

MARKET PRESENCE
202-2

Proportion of senior management
hired from the local community.

82% of employees with senior positions are hired
locally.

Principle 6
Goals 8 and 10

INDIRECT ECONOMIC IMPACTS
203-1

Infrastructure investments and
services supported.

203-2

Significant indirect economic impacts.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 7. “Supporting Surrounding
Communities”, section 7.2. “Managing the Policy”.
See channel “Responsibility”, page “Supporting
Surrounding Communities” on the website
www.jeronimomartins.com.

2

1

Goals
, 5 , 7 , 9 and 11

Goals
, 2 , 3 , 8 , 10 and 17

PROCUREMENT PRACTICES

204-1

Proportion of spending on local
suppliers.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 6. “Sourcing Responsibly”.

---

(Continues)
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GRI No.

Description

Evidence

United Nations
Global Compact
Principles /
Sustainable
Development Goals

ANTI-CORRUPTION

205-1

205-2

Operations assessed for risks related to
corruption.

Refer to Chapter 3. “How We Are Organised”, PART I
– Information on Shareholder Structure, Organisation
and Corporate Governance, section C. “Internal
Organisation”.

Principle 10
Goal 16

Communication and training about
anti-corruption policies and procedures.

The Group conducts training sessions on its Code
of Conduct in its Companies which includes the
prevention of corruption theme. See channel
“Responsibility”, page “Corporate Responsibility
Publications” to consult the Code of Conduct
and the channel “Investors”, page “Corporte
Governance”, subpage “Specialized Commitees”
for information about the Ethics Committee, on the
website www.jeronimomartins.com.

Principle 10
Goal 16

MATERIALS
301-1

Materials used by weight or volume.

301-2

Recycled input materials used.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 5. “Respecting the Environment”, section
5.5. “Main Consumption of Materials and Waste
Management”.

Principles 7 and 8
Goals 8 and 12
Goals 8 and 12

Reclaimed products and their
packaging materials.

This aspect is not material. Nevertheless, the Group
promotes the collection of customer waste in its
stores for recovery. Refer to Chapter 4. “How We
Make a Difference”, subchapter 5. “Respecting the
Environment”, section 5.4. “Materials Consumption
and Waste Management”.

Principle 8
Goals 8 e 12

Energy consumption within
the organisation.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 5. “Respecting the Environment”, section
5.3. “Climate Change”.

Principles 7 and 8
Goals 7 , 8 , 12 and 13

302-2

Energy consumption outside
of the organisation.

This indicator is disclosed as CO2e, concerning
the calculation of the Group’s Carbon Footprint scope 3 emissions. Refer to Chapter 4. “How We
Make a Difference”, subchapter 5. “Respecting
the Environment”, section 5.3. “Climate Change”.
It includes flight travel fuel consumption, energy
consumed by franchised stores and fuel consumed
transporting goods between Distribution Centres
and stores.

Goals 7 , 8 , 12 and 13

302-3

Energy intensity.

302-4

Reduction of energy consumption.

301-3

ENERGY
302-1

Refer to Chapter 4. “How We Make a Difference”,
subchapter 5. “Respecting the Environment”,
section 5.3. “Climate Change”.

Principle 8
Goals 7 , 8 , 12 and 13
Principles 8 and 9
Goals 7 , 8 , 12 and 13
(Continues)
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Reductions in energy requirements of
products and services.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 5. “Respecting the Environment”,
section 5.3. “Climate Change” and section
5.4. “Materials Consumption and Waste
Management”.

Principles 8 and 9
Goals 7 , 8 , 12 and 13

Water withdrawal by source.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 5. “Respecting the Environment”,
section 5.3. “Climate Change”.

Principles 7 and 8
Goal 6

303-2

Water sources significantly affected
by withdrawal of water.

Not applicable. More than 93% of the total
water consumed by the Group comes from the
municipal network. Regarding less demanding
operations in terms of water quality (irrigation
and cooling systems, for example), the Group
holds the necessary licenses.

303-3

Recycled and reused water.

Less than 2%.

Principle 8
Goal 6 , 8 and 12

Operational sites owned, leased, managed
in, or adjacent to, protected areas and areas
of high biodiversity value outside protected
areas.

The Jerónimo Martins Group infrastructures
comply with legal requirements concerning
environmental matters and are mostly
built within the urban network. Particularly
regarding Agribusiness, the Group owns some
properties close to the National Ecological
Network, collaborating with governmental
entities to ensure its conservation.

Principle 8
Goal 6 , 14 and 15

Significant impacts of activities, products,
and services on biodiversity.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 5. “Respecting the Environment”,
section 5.2. “Biodiversity” and subchapter
6. “Sourcing Responsibly”, section 6.4.
“Commitment: Promotion of More Sustainable
Production Practices”.

Principle 8
Goals 6 , 14 and 15

Habitats protected or restored.

Not applicable to the Group’s activities in 2018.
Nevertheless, the Group collaborates with a
number of habitat and ecosystem conservation
initiatives such as Green Heart of Cork (WWF)
and ECOs-Locais (LPN).

Principle 8
Goals 6 , 14 and 15

IUCN Red List species and national
conservation list species with habitats in
areas affected by operations.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 5. “Respecting the Environment”,
section 5.2. “Biodiversity” and subchapter
6. “Sourcing Responsibly”, section 6.4.
“Commitment: Promotion of More Sustainable
Production Practices”.

302-5

WATER
303-1

Goal 6

BIODIVERSITY

304-1

304-2

304-3

304-4

Goals 6 , 14 and 15

(Continues)

78

JERÓNIMO MARTINS | 2018

(Continuation)

GRI No.

Description
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EMISSIONS
305-1

Direct (Scope 1) GHG emissions.

Principles 7 and 8
Goals 3 , 12 , 13 , 14 and 15

305-2

Energy indirect (Scope 2)
GHG emissions.

Principles 7 and 8
Goals 3 , 12 , 13 , 14 and 15

305-3

Other indirect (Scope 3)
GHG emissions.

305-4

GHG emissions intensity.

Principle 8
Goals 13 , 14 and 15

305-5

Reduction of GHG emissions.

Principles 8 and 9
Goals 13 , 14 and 15

305-6

305-7

Refer to Chapter 4. “How We Make a
Difference”, subchapter 5. “Respecting the
Environment”, section 5.3. “Climate Change”.

Principles 7 and 8
Goals 3 , 12 , 13 , 14 and 15

Emissions of ozone-depleting substances
(ODS).

In 2018, an emission of 1.1 kg of CFC-11
eq., associated to the use of gas R141b,
was verified in air conditioning equipment in
Colombia, which is part of the fixed assets of
the acquired stores. These represent about
0.2% of the total of this type of equipment used
in the Group’s Companies.

Principles 7 and 8
Goals 3 , 12 and 13

Nitrogen oxides (NOX), sulphur oxides (SOX),
and other significant air emissions.

This aspect is not material. Small quantities
are emitted from fossil fuels combustion (use of
on-site fuel for equipment operation, emergency
and heating generators and light fleet vehicle
companies).

Principles 7 and 8
Goals 3 , 12 , 13 , 14 and 15

EFFLUENTS AND WASTE

Principle 8
Goals 3 , 6 , 12 and 14

Significant spills.

In 2018, there were no spills with significant
environmental impacts.

Principle 8
Goals 3 , 6 , 12 , 14 and 15

Water bodies affected by water discharges
and/or runoff.

This aspect is not material. It has a residual
expression in the Group’s activities (around 3%).
See Chapter 4. “How We Make a Difference”,
subchapter 5. “Respecting the Environment”,
section 5.3. “Climate Change”.

Water discharge by quality and destination.

306-2

Waste by type
and disposal method.

306-3

306-5

Principle 8
Goals 3 , 6 , 12 and 14

Refer to Chapter 4. “How We Make a
Difference”, subchapter 5. “Respecting the
Environment”, section 5.3. “Climate Change”
and 5.4. “Materials Consumption and Waste
Management”.

306-1

Goals 6 , 14 and 15
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SUPPLIER ENVIRONMENTAL ASSESSMENT

308-1

New suppliers that were screened
using environmental criteria.

In 2018, the Group audited 302 new suppliers and
98% of these were screened using environmental
criteria. Refer to Chapter 4. “How We Make a
Difference”, subchapter 6. “Sourcing Responsibly”,
section 6.5. “Supplier Audits”.

308-2

Negative environmental impacts in
the supply chain and actions taken.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 5. “Respecting the Environment”, section
5.2. “Biodiversity” and subchapter 6. “Sourcing
Responsibly”, section 6.5. “Supplier Audits”.

Principle 8

---

EMPLOYMENT
Refer to Chapter 4. “How We Make a Difference”,
subchapter 8. “Being a Benchmark Employer”,
section 8.1. “Our People”.

401-1*

New employee hires and employee
turnover.

401-2

Benefits provided to full-time employees that
All benefits are applied to employees, regardless of
are not provided to temporary or part-time
their contract.
employees.

401-3

Parental leave.

Principle 6
Goals 4 , 5 and 8
Goals 8 and 10

This information is not yet available. Jerónimo Martins
is improving its information systems in order to report
this indicator in 2019.

Principle 6
Goals 5 and 8

We follow the notice periods established by the law
in what regards changes of an operational nature.

Goals 8 and 10

LABOUR/MANAGEMENT RELATIONS
402-1

Minimum notice periods regarding
operational changes.

OCCUPATIONAL HEALTH AND SAFETY
403-1

Workers representation in formal joint
management–worker health and safety
committees.

Despite the participation of employees in health
and safety issues, there are no formal joint
management–worker health and safety committees.

Goal 8

403-2*

Types of injury and rates of injury,
occupational diseases, lost days,
and absenteeism, and number of
work-related fatalities.

Aggregate occupational health and safety indicators
for frequency and severity are available in Chapter 4.
“How We Make a Difference”, subchapter 8. “Being
a Benchmark Employer”, section 8.6. “Health and
Safety at Work”.

Principle 1
Goals 3 , 8 and 10

403-3

Workers with high incidence or high risk of
diseases related to their occupation.

Not applicable.

Goals 3 e 8

403-4

Health and safety topics covered in formal
agreements with trade unions.

Not applicable.

Goal 8

(Continues)
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TRAINING AND EDUCATION
404-1

Average hours of training per year
per employee.

404-2

Programs for upgrading employee skills and
transition assistance programs.

404-3

Percentage of employees receiving regular
performance and career development
reviews.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 8. “Being a Benchmark Employer”,
section 8.3. “Attraction, Development and Talent
Retention “, subsection 8.3.5. “Training”.

Principle 6
Goals 4 , 5 and 8
Goal 8

All employees are covered by the performance
assessment system according to internally defined
criteria. However, we are improving the information
systems in order to be able to report the respective
overall percentage.

Principle 6
Goals 5 and 8

405-1*

Diversity of governance bodies and
employees.

The Jerónimo Martins’ team is described in Chapter
4. “How We Make a Difference”, subchapter 8.
“Being a Benchmark Employer”, section 8.1. “Our
People”.

Principle 6
Goals 5 , 8 and 10

405-2

Ratio of basic salary and
remuneration of women to men.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 8. “Being a Benchmark Employer”,
section 8.4. “Remuneration”.

Principle 6
Goals 5 , 8 and 10

DIVERSITY AND EQUAL OPPORTUNITY

FREEDOM OF ASSOCIATION AND COLLECTIVE BARGAINING

407-1

Operations and suppliers in which the right
to freedom of association and collective
bargaining may be at risk.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 8. “Being a Benchmark Employer”,
section 8.2. “Principles and Values” and subchapter
6. “Sourcing Responsibly”, section 6.3. “Commitment:
Human and Workers’ Rights”.

Principle 3
Goal 8

CHILD LABOUR

408-1

Refer to Chapter 4. “How We Make a Difference”,
subchapter 8. “Being a Benchmark Employer”,
Operations and suppliers at significant risk for
section 8.2. “Principles and Values” and subchapter
incidents of child labour.
6. “Sourcing Responsibly”, section 6.3. “Commitment:
Human and Workers’ Rights”.

Principle 5
Goals 8 and 16

FORCED OR COMPULSORY LABOUR

409-1

Refer to Chapter 4. “How We Make a Difference”,
subchapter 8. “Being a Benchmark Employer”,
Operations and suppliers at significant risk for
section 8.2. “Principles and Values” and subchapter
incidents of forced or compulsory labour.
6. “Sourcing Responsibly”, section 6.3. “Commitment:
Human and Workers’ Rights”.

Principle 4
Goal 8

SECURITY PRACTICES
410-1

Security personnel trained in human rights
policies or procedures.

We are improving our information systems so that
we can report on this indicator.

Goal 16
(Continues)
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Sustainable
Development Goals

HUMAN RIGHTS ASSESSMENT

412-1

412-2

412-3

Operations that have been subject
to human rights reviews or impact
assessments.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 8. “Being a Benchmark Employer”,
section 8.2. “Principles and Values”, subsection
8.2.1. “Respect for Human and Workers’ Rights”.

Employee training on human rights
policies or procedures.

We have developed training courses on this subject
in the context of the Code of Conduct or labour
legislation, and we have developed the Labour
Fundamental Guidelines. See the “Responsibility”
channel, page “Corporate Responsibility
Publications” to consult the Code of Conduct on the
website www.jeronimomartins.com and Chapter
4. “How We Make a Difference”, subchapter
8. “Being a Reference Employer”, section 8.2.
“Principles and Values”, subsection 8.2.1.
“Respect for Human and Worker Rights”.

Principle 1
Goals 8 and 10

Significant investment agreements and
contracts that include human rights clauses
or that underwent human rights screening.

The contracts signed with new suppliers imply
knowledge and acceptance to the Jerónimo
Martins Group’s Code of Conduct for Suppliers.
Refer to Chapter 4. “How We Make a Difference”,
subchapter 6. “Sourcing Responsibly”, section 6.3.
“Commitment: Human and Workers’ Rights”.

Principle 2

Refer to Chapter 4. “How We Make a Difference”,
subchapter 7. “Supporting Surrounding
Communities”, section 7.2. “Managing the Policy”.

Principle 1

In 2018, the Group audited 302 new Private Label
and Perishable suppliers, 97% of which were also
evaluated concerning labour practices (e.g., existence
and/or use of appropriate clothing, hand-washing
equipment, conduct and personal hygiene rules,
existence and conditions of social areas, locker rooms
and sanitary facilities for employees and the control
of training administration appropriate to the exercise
of the function).

Principle 8
Goals 5 , 8 and 16

Principle 1

LOCAL COMMUNITIES
413-1

Operations with local community
engagement, impact assessments,
and development programs.

SUPPLIER SOCIAL ASSESSMENT

414-1

New suppliers that were screened
using social criteria.

(Continues)
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Sustainable
Development Goals

Description
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Negative social impacts in the
supply chain and actions taken.

In 2018, 1,541 Private and Perishable Brand suppliers
were audited. Of these, 16 (1%) were identified as
having labour practices with negative impacts (e.g.,
lack of and/or misuse of appropriate clothing and
hand-washing equipment, non-compliance with rules
of conduct and personal hygiene, among others),
in which 6 (37.5% of nonconformities) committed
to implement corrective measures. Of the remaining
10 (62.5% of nonconformities), the Group terminated
its business relationship due to non-compliance with
several aspects, which also included those related
to labour.

Goals 5 , 8 and 16

The Companies of the Jerónimo Martins Group
do not support any political parties or their
representatives, nor do they contribute financially
to groups that support party interests. See channel
“Responsibility”, page “Corporate Responsibility
Publications” to consult the Code of Conduct on the
website www.jeronimomartins.com.

Goal 16

Refer to Chapter 4. “How We Make a Difference”,
subchapter 4. “Promoting Good Health through
Food” and subchapter 6. “Sourcing Responsibly”,
section 6.5. “Supplier Audits”.

---

Refer to Chapter 4. “How We Make a Difference”,
subchapter 4. “Promoting Good Health through Food”,
section 4.2. “Quality and Diversity” and subchapter
6. “Sourcing Responsibly”, section 6.4. “Commitment:
Promotion of More Sustainable Production Practices”.

Goals 12 and 16

Refer to Chapter 4. “How We Make a Difference”,
subchapter 4. “Promoting Good Health through
Food”, section 4.2. “Quality and Diversity”.

Goals 2 , 3 , 10 and 12

PUBLIC POLICY

415-1

Political contributions.

CUSTOMER HEALTH AND SAFETY

416-1

Assessment of the health and
safety impacts of product and
service categories.

MARKETING AND LABELING

417-1

Requirements for product and service
information and labelling.

JERÓNIMO MARTINS INDICATORS

---

Further improve the nutritional
profile of both the Private Brand
products, through product
innovation and reformulation, and
in Meal Solutions.

(Continues)
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---

Increase the number of references
of the lactose-free and gluten-free
range by 5% per year compared to
2017, in Private Brand products in
Portugal and Poland.

Refer to Chapter 4. “How We Make a
Difference”, subchapter 9. “Commitments
2018-2020”.

Goals 3 , 10 and 12

---

Calculation of the consumption of
deforestation commodities (palm
oil, soy, beef and paper and wood)
in Private Brand products and
Perishables.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 6. “Sourcing Responsibly”,
section 6.4. “Commitment: Promotion of More
Sustainable Production Practices”.

Principle 7
Goals 12 , 13 and 15

---

Monitoring and disclosure of the
social impacts resulting from the
support offered, according to the
London Benchmarking Group (LBG)
model.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 7. “Supporting Surrounding
Communities”, section 7.2. “Managing the Policy”.
See channel “Responsibility”, page “Supporting
Surrounding Communities” on the website
www.jeronimomartins.com.

---

Food waste generated in Group
operations (kg/tonnes of product
sold).

---

Reduce the Group’s food waste by
10% during the 2018-2020 threeyear period, compared to 2016.

---

Reduce water consumption
annually by 2% (per €1.000 of
sales).

---

Reduce electricity consumption
annually by 2% (per €1.000 of
sales).

---

Complete at least 20 ecodesign
projects for Private Brand product
packaging every year.

Refer to Chapter 4. “How We Make a
Difference”, subchapter 5. “Respecting
the Environment”, section 5.4. “Materials
Consumption and Waste Management”.

---

Number of locations with
environmental certification (at least
25 by 2020).

Refer to Chapter 4. “How We Make a
Difference”, subchapter 5. “Respecting the
Environment”, section 5.1. “Introduction”.

---

Continue introducing sustainability
certificates (e.g., UTZ, Fairtrade,
MSC, ASC, RSPO, EU Ecolabel, EU
Organic Label, etc.) for at least
10 Private Brand products and
Perishables.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 6. “Sourcing Responsibly”,
section 6.4. “Commitment: Promotion of More
Sustainable Production Practices”.

---

Carry out at least 50 environmental
audits every year on suppliers of
Private Brand and Perishables.

---

Carry out at least 40 environmental
audits every year on service
providers.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 5. “Respecting the Environment”,
section 5.4. “Materials Consumption and Waste
Management”.

Refer to Chapter 4. “How We Make a
Difference”, subchapter 5. “Respecting the
Environment”, section 5.3. “Climate Change”.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 6. “Sourcing Responsibly”, section
6.5. “Supplier Audits”.

2

Goals
, 3 , 4 , 10 and 17

Principle 7
Goals 2 , 12 e 13
Principle 7
Goals 2 , 12 and 13
Principle 7
Goals 7 , 12 , 13 and 14
Principle 7
Goals 7 , 12 and 13

Goals 12 and 13

Principle 8
Goals 7 , 12 and 13

Principle 8
Goal 12

Principle 8
Goals 12 , 13 and 15
Principle 8
Goals 12 , 13 and 15
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Evidence

---

Verify compliance to the Group’s
Sustainable Fishing Strategy.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 6. “Sourcing Responsibly”, section 6.4.
“Commitment: Promotion of More Sustainable
Production Practices”.

Goals 12 and 14

---

In Poland, expand the programme
for direct food donations from the
stores to local non-governmental
organisations. Reach 1,500 stores
by 2020.

Refer to Chapter 4. “How We Make a Difference”,
subchapter 7. “Supporting Surrounding
Communities”, section 7.3. “Direct Support”.

Goals 1 , 2 , 10 and 17

Table caption:
Indicator verified by an independent external third party.
* Partially reported indicator. Verified by an independent external third party.

United Nations Sustainable Development Goals

United Nations Global Compact Principles
Human Rights
Principle 1: Businesses should support and respect
the protection of internationally proclaimed Human
Rights;
Principle 2: make sure that they are not complicit in
Human Rights abuses.
Labour
Principle 3: Businesses should uphold the freedom
of association and the effective recognition of the
right to collective bargaining;
Principle 4: the elimination of all forms of forced
and compulsory labour;
Principle 5: the effective abolition of child labour;
Principle 6: the elimination of discrimination
in respect of employment and occupation.

Environment
Principle 7: Businesses should support a
precautionary approach to environmental
challenges;
Principle 8: undertake initiatives to promote
greater environmental responsibility;
Principle 9: encourage the development and
diffusion of environmentally friendly technologies.
Anti-Corruption
Principle 10: Businesses should work against
corruption in all its forms, including extortion and
bribery.
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Independent Limited Assurance Report
(Free translation from the original in Portuguese)

To the Board of Directors of Jerónimo Martins, S.G.P.S., S.A.,
Introduction
1 We were engaged by the Board of Directors of Jerónimo Martins, S.G.P.S., S.A. (“Jerónimo Martins” or “Company”) to perform
a limited assurance engagement on the indicators identified in the paragraph 4 below, which integrate the sustainability
information included in Chapter V. “Corporate Responsibility in Value Creation” of the Annual Report 2018, for the year
ended in December 31st, 2018, prepared by the Company for the purpose of communicating its annual sustainability
performance.
Responsibilities
2 It is the responsibility of the Board of Directors to prepare the indicators identified in the paragraph 4 below, included in
Chapter V. “Corporate Responsibility in Value Creation” of the Annual Report 2018, in accordance with the sustainability
reporting guidelines Global Reporting Initiative, “GRI Standards”, for the option “In accordance – Core” and with the
instructions and criteria disclosed in the Report, as well as for the maintenance of an appropriate internal control system
that enables the adequately preparation of the mentioned information.
3 Our responsibility is to issue a limited assurance report, which is professional and independent, based on the procedures
performed and specified in the paragraph below.
Scope
4 The work performed was conducted in accordance with International Standard on Assurance Engagements (ISAE)
3000 (Revised) “Assurance engagements other than audits or reviews of historical financial information”, issued by the
International Auditing and Assurance Standards Board of the International Federation of Accountants. This standard
requires that we plan and perform the assurance engagement to obtain limited assurance about whether the indicators,
identified in the subchapter 10. “Table of Indicators”, of Chapter V. “Corporate Responsibility in Value Creation” of the Annual
Report 2018, as “

Indicator verified by an external third party” are free from material misstatement.

5 For this purpose, the above mentioned work included:
(i) Inquiries to management and senior officials responsible for areas under analysis, with the purpose of understanding how the
information system is structured and their awareness of issues included in the report;
(ii) Identification of the existence of internal management procedures leading to the implementation of economic,
environmental and social policies;
(iii) Testing, on a sampling basis, the efficiency of processes and systems in place for collection, consolidation, validation and
reporting of the performance information previously mentioned, through calculations and validation of reported data;
(iv) Confirmation that operational units follow the instructions on collection, consolidation, validation and reporting of
performance information;
(v) E
 xecution of substantive procedures, on a sampling basis, in order to collect evidence of the reported information
(vi) Comparison of financial and economic data included in the sustainability information with the audited by the external auditor,
in the scope of the legal review of Jerónimo Martins’s financial statements for the year ended in December 31st, 2018;
(vii) Analysis of the process for defining the materiality of the sustainability issues, based on the materiality principle of GRI
Standards, according to methodology described by the Company in the Report;
(viii) Verification that sustainability information included in the Report complies with the requirements of GRI Standards, for the
option “In Accordance – Core”.
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6 The procedures performed were more limited than those used in an engagement to obtain reasonable assurance and,
therefore, less assurance was obtained than in a reasonable assurance engagement.
7 We believe that the procedures performed provide an acceptable basis for our conclusion.
Quality and independence
8W
 e apply the International Standard on Quality Control 1 (ISQC1) and, accordingly, maintain a comprehensive system of
quality control including documented policies and procedures regarding compliance with ethical requirements, professional
standards and applicable legal and regulatory requirements.
9 We have complied with the independence and other ethical requirements of the Code of Ethics for Professional Accountants
issued by the International Ethics Standards Board for Accountants and of the ethics code of the Institute of Statutory Auditors.
Conclusion
10 Based on the work performed, nothing has come to our attention that causes us to believe that the indicators identified
in the paragraph 4 above, included in Chapter V. “Corporate Responsibility in Value Creation” of the Annual Report 2018,
relating to the year ended in December 31, 2018, were not prepared, in all material respects, in accordance with GRI
Standards requirements and with the instructions and criteria disclosed in the Report and that the Company has not applied,
in the sustainability information included in the Report, the GRI Standards guidelines, for the option “In accordance – Core”.
Restriction on use
11 This report is issued solely for information and use of the Board of Directors of the Company for the purpose of
communicating its annual sustainability performance in the Chapter V. “Corporate Responsibility in Value Creation” of
the Annual Report 2018, and should not be used for any other purpose. We will not assume any responsibility to third
parties other than Jerónimo Martins by our work and the conclusions expressed in this report, which will be attached to the
Company’s Annual Report 2018.
March 7th, 2019
PricewaterhouseCoopers & Associados
- Sociedade de Revisores Oficiais de Contas, Lda.
represented by:

António Brochado Correia, R.O.C.
(This is a translation, not to be signed)

PricewaterhouseCoopers & Associados - Sociedade de Revisores Oficiais de Contas, Lda.
Sede: Palácio Sottomayor, Rua Sousa Martins, 1 - 3º, 1069-316 Lisboa, Portugal
Tel +351 213 599 000, Fax +351 213 599 999, www.pwc. pt
Matriculada na CRC sob o NUPC 506 628 752, Capital Social Euros 314.000
Inscrita na lista das Sociedades de Revisores Oficiais de Contas sob o nº 183 e na CMVM sob o nº 20161485
PricewaterhouseCoopers & Associados - Sociedade de Revisores Oficiais de Contas, Lda. pertence à rede de entidades que são membros da PricewaterhouseCoopers International Limited, cada
uma das quais é uma entidade legal autónoma e independente.
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