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AND MORE...

TRUST AS THE KEY 
FOR GROWTH

LET’S GROW

28.31
A leadership crisis in the corporate world 

is causing a crisis of trust. How can 
trust be restored by making people and 

institutions more accountable? To Robert 
Philips, a new different growth paradigm 

is definitely the answer.

MUSHROOMING 
IN POLAND

130.133
LEIRIA PINE FOREST

116.119

GROWING UP 
IN A DIFFERENT SCHOOL

124.129

BISON OF THE 
WHITE TOWER

70.75

As the year in which we celebrate the 225th anniversary of the Jerónimo Martins Group comes to 
an end, we wanted to share with you a story of growth. Our growth. That’s why, in the following 
pages, we are telling the stories of those who grew alongside us: from suppliers to investors, from 

employees to the very communities we are part of in Poland, Colombia and Portugal.
INDEX.

WALMART:
A FORCE 

OF NATURE

20.27In September 2015, all 193 Member 
States of the UN adopted a set of goals 

as part of a new sustainable development 
agenda for 2030. For them to be met, 
everyone needs to do their part, from 

governments to individuals.

MANAGING 
THE BEST 
PEOPLE

104.111
Over the last 30 years, 

more than 600 management trainees 
embarked on a professional journey 

with Jerónimo Martins.

A GROWING
AMBITION

14.19
The unlikely story of a river guide, 
the CEO of Walmart and how they 
triggered the biggest green business 

revolution in the business world.

TRADITIONAL
BREAD

42.47
In Lisbon, there is a small bakery

called Gleba that bakes bread 
the traditional way.

4.5

32.41

A BRAND TO GROW
The Jerónimo Martins Group’s new corporate identity was unveiled last September. 
This is the story of a brand new brand who has put growth at the centrepiece of its 
dialogue with both customers and partners.

BEING PART 
OF THE 

COMMUNITY

88.95

At first, you engage. Then, you commit. 
In the end, you belong. That’s why, at 

Jerónimo Martins, we play an active role 
in the communities in Colombia, Poland 

and Portugal. 

BOOMING ECONOMIES
Portugal, Poland and Colombia are living a period of economic growth. The future is 
optimistic but economists forecast a long way to g(r)o(w) for the three countries.

52.59

PASSION
FOR FOOD

76.85

It is boom time for craft beer. A surge in 
its popularity has increased to the highest 
level since 2007. We went to meet one of 
the first breweries to open in the south-

eastern Poland.



CONTRIBUTORS.

ADAM 
CZERNIAK

ECONOMIST 
AND RESEARCHER, WARSAM 

SCHOOL OF ECONOMICS

Adam Czerniak is the author of several 
scientific publications in the field 

of economic sociology, institutional 
economics, and the functioning of the 
real estate market. He works both on 

macroeconomic and microeconomic issues. 
Adam is Doctor of Economic Sciences and 
researcher at Warsaw School of Economics 
(Szkoła Główna Handlowa, SGH). He was 

economist of the Treasury Department 
at Kredyt Bank until 2012, and previously 

cooperated with the World Bank and FOR 
Foundation (Fundacja FOR).

PEDRO 
CONCEIÇAO

DIRECTOR OF STRATEGIC 
POLICY, UNPD

Pedro Conceição has been Director 
of Strategic Policy at United Nations 
Development Programme’s (UNPD) 

Bureau for Policy and Programme Support 
since October 2014. Before that, he 

was Chief-Economist and Head of the 
Strategic Advisory Unit at UNDP’s 
Regional Bureau for Africa. He also 

worked as an Assistant Professor at the 
Technical University of Lisbon, Portugal, 

teaching and researching on science, 
technology and innovation policy.

JUAN 
VALENCIA

DIRECTOR OF MADRES 
COMUNITARIAS 

Y PRIMERA INFANCIA

Juan Valencia has a professional training 
focused on labour law, social security and 

negotiation with the different union groups 
of Community Mothers in Colombia. He 

is in charge of managing programmes 
that positively impact society; the most 

important are policies for the well-being of 
children and young people.

MUNIR
JALIL 

DIRECTOR AND HEAD 
OF THE RESEARCH DEPARTMENT 

OF COLOMBIA AT CITIBANK

Munir Jalil holds a BA in Economics from 
the Universidad del Valle and a Ph.D. 
in Economics from the University of 

California, San Diego. He joined Citibank 
in 2009 as Vice-president of the Economic 

Research Department of Citibank 
Colombia being, currently, Director and 
Chief Economist for the countries of the 

Andean region. Munir Jalil is also Associate 
Professor of economics at the Universidad 
Nacional de Colombia, having held visiting 

positions at the University of California.

ROBERT 
PHILLIPS

EXPERT IN COMMUNICATIONS, 
PUBLIC LEADERSHIP 

AND TRUST

As the co-founder of Jericho Chambers, a 
progressive strategy consultancy and think 

tank, Robert advocates new models of 
accountability and engagement, based on 
principles of activism and co-production, 

vulnerability and dissent. He was formerly 
President and CEO, EMEA, of Edelman, 
the world’s largest Public Relations firm, 

and he is recognised as an authority on the 
future of communications. Robert Phillips 

is also a Visiting Professor at Cass Business 
School, London.

ANTÓNIO 
ARAÚJO 

LAW PROFESSOR 
AND HISTORIAN

António Araújo is a University Professor, 
and a Managing Director and Director 
of Publications at Fundação Francisco 
Manuel dos Santos. He is a member of 

the Scientific Committee of the Changers 
meetings and consultant on Political 

Affairs for the Civil House of the President 
of the Republic of Portugal. António 

Araújo is also the author of several books 
and articles on Contemporary History, 

Constitutional Law and Political Science.

IZA 
KULINSKA 
FOOD BLOGGER

Author of the food blog “Smaczna Pyza”, 
a home cookbook and notebook of culinary 

adventures and workshops. Iza learned 
to cook in her teenage years and often 
competes in culinary competitions and 
takes part in cook training programmes 

to expand her knowledge and improve her 
skills. In addition to being a cooking lover, 
Iza is a connoisseur of mushrooms, being 
able to identify over 100 edible species in 

her basket.

EDWARD 
HUMES

PULITZER-PRIZE 
WINNING JOURNALIST

Edward Humes is a Pulitzer-prize winning 
journalist for his newspaper coverage 
of the military. He is also author of 14 
critically acclaimed non-fiction books. 
His first literary productions were true 
crime narratives, but lately he has been 

focusing on stories about the environment, 
sustainability, and the critical issue of 

waste embedded in our daily lives. Having 
a flair for stories that allow him to dig 

behind the scenes and beneath the surface, 
his goal is to take readers inside worlds 

most don’t get to see closely on their own.

ECONOMIST 
AND FULL PROFESSOR 
AT CATÓLICA-LISBON

César das Neves is full professor at 
Católica-Lisbon and President of the Ethics 

Committee of that university. He holds a 
PhD and BA in Economics (UCP), a MA in 
Economics (Universidade Nova of Lisbon) 

and a MA in Operations Research and 
System Engineering (Universidade Técnica 
of Lisbon). In 1990, he was advisor to the 
Portuguese Minister of Finance and, from 

1991 to 1995, economic advisor of the 
Portuguese Prime Minister. In 1990/1991 

and 1995/1997, he was an economics expert 
at the Bank of Portugal. Author of several 
books, he is a regular media commentator.

JOAO CÉSAR 
DAS NEVES

SYLVESTER 
TRZEŚNIEWSKI

CO-FOUNDER 
OF HOPE FOR MUNDIAL

Sylwester Trześniewski is an entrepreneur 
and co-founder of Hope for Mundial, an 

association that leverages the world’s most 
popular sport – football – to engaging, 

developing and supporting children living 
in orphanages. Hope for Mundial started 

as a Poland Cup for Children from the 
Foster Care, and quickly evolved into the 
World Cup, which takes place each year 

since 2013. That is the biggest event of its 
kind in the whole world, with 40 national 
teams having attended it so far. In his free 
time, Sylwester Trześniewski is a football 

coach in Warsaw. 
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Part of 
growing up is 
acknowledging 
that the only 
way to keep 
on delivering 
sustainable 
growth is 
by working 
together with 
our partners.

PEDRO
SOARES

DOS
SANTOS

Editorial.

simple yet powerful word – GROWTH.
Fourteen years after our latest branding 
exercise, we needed to mirror in our visual 
identity the huge transformation that has 
occurred in Jerónimo Martins since the 
beginning of this new millennium. 
We are now an independent, solid and self-
confident Group, fully prepared to deliver on 
our vision: to democratise the access to quality 
food wherever we develop our operations. 
And we know that the only one way to really 
become more relevant is by growing.
With our roots going as far as the year 1792, 
we know that growing old is a simple result 
of the passage of time. That’s why we chose, 
many years ago, to grow up while growing old. 
We do it by learning from the mistakes of the 
past, staying humble and with our eyes set on 

As we approach the end of 2017, the year 
in which we celebrate the 225th anniversary of 
Jerónimo Martins, this issue of Feed is inspired 
by the will to share with you our story of 
GROWTH. 
Late September we unveiled the renewed 
Jerónimo Martins brand, on the exact same day 
in which we inaugurated the Group’s largest 
investment in Portugal so far: a 75 million-
euro, state-of-the-art Distribution Centre (DC) 
which serves more than 200 Pingo Doce and 
Recheio stores in the North of Portugal. 
On that September 27, a mildly sunny 
Wednesday, we were actually celebrating three 
milestones: our 225th birthday, the inauguration 
of the DC and the new visual identity of 
Jerónimo Martins. Many reasons to rejoice 
about that could all be summed up in one very 

the day after tomorrow even though the world 
is ever more uncertain. 
As a fundamental part of growing up and 
into the future, we are aware that to keep on 
delivering sustainable GROWTH we must 
work together with our partners. To put it in 
the words of Henry Ford, “coming together 
is a beginning; keeping together is progress; 
working together is success”.
In the following pages, we are telling the stories 
of those who have grown alongside us: from 
suppliers to investors, from employees to the 
very communities we are part of in Portugal, 
Poland and Colombia.
You will also learn that the power of collective 
action is at the heart of everything we do to 
pursue the Sustainable Development Goals 
set by the United Nations for Humanity to be 
achieved by 2030. 
Eradicating poverty in the world and saving 
the planet may sound more like ideals rather 
than targets. But when it comes to addressing 
mankind’s biggest problems, only a determined 
approach may result in a real, positive change. 
We are all summoned: companies, governments, 
individuals. And we must embrace the challenge 
of leaving no-one behind.   
In Jerónimo Martins we are aware of the 
importance of profit GROWTH if we are to 
keep stimulating shared value creation. Profit 
cannot be an end in itself. It is a means to stay 
strong and contribute to make the world a 
better place. For all.
For the past 225 years, we have known that 
growing takes time. That the bigger the 
ambition, the greater the responsibility. And 
that real success is built by the will to improve 
every single day. Even acknowledging that 
perfection doesn’t exist, we will keep on 
striving to do what is right. Always. 
Let’s grow. 
 

Pedro Soares dos Santos, 
Chairman of the Jerónimo Martins Group

PLACING GROWTH 
WHERE IT BELONGS

8.9



PORTUGAL AND COLOMBIA: 
GOLDEN RETIREMENT

1.
The list of the best retirement 
havens from around the world 
regards cost of living, retiree 
benefits, climate, healthcare, 
and much more.

The Polish government has announced that the 
country will host the 24th forum on global climate 
policy. The Conference of the Parties of the UN 
Framework Convention on Climate Change (COP24) 
will be held along with the 14th session of the meeting 
of the Parties to the Kyoto Protocol (CMP14).
The proposal to organise COP24 in Poland was 
submitted by Polish Minister Jan Szyszko, who 
emphasized the “priority” that climate policy has in 
the country: “Our involvement in this area may be 
exemplified by the implementation of our obligations 
under the Kyoto Protocol. Poland has reduced its CO2 
emissions by 32 % compared to the required 6 % and, 
simultaneously, progressed its economic growth.
The Polish Government also said that organising the 
event “is a great honour for Poland” and said that, 
during the COP24 conference, it will demonstrate 
how to neutralise the emission of greenhouse gases 
using innovative methodologies. 
The Conference of the Parties (COP) is the supreme 
body of the United Nations Framework Convention 
on Climate Change - UNFCCC. The Convention, 
signed during the Rio Earth Summit in 1992, aims 
at climate protection and reducing greenhouse gas 
emissions worldwide.
The COP oversees the implementation of the 
Convention by the individual States (Parties to the 
Convention) and establishes new provisions in the 
form of decisions. The Kyoto Protocol - an agreement 
establishing the climate protection obligations of 
developed countries, including specific obligations to 
reduce the emission of greenhouse gases, was signed 
at the Conference of the Parties in 1997.

2.

POLAND TO 
HOST CLIMATE 
SUMMIT IN 2018

3.

FIGHTING 
AMAZON 

DEFORESTATION 
WITH...CHEESE

When widely acclaimed chef Mark 
Rausch launched his “anti-deforestation 
pizza”, he couldn’t envision such impact and 
success beyond borders. 
The pizza of the hour is made from 
Caquetá cheese, one of the few Colombian 
artisanal types of cheese with protected 
denomination origin (PDO) and is available 
in Hermanos Rausch group’s restaurants. 
Promoting best practices in the dairy 
industry has become an urgency, as 
extensive farming is among the main causes 
of deforestation in the Colombian Amazon. 
In that sense, whilst promoting an iconic 
product, Rausch’s pizza definitely appears 
as an environmentally-friendly menu option. 
When Mark Rausch created the anti-
deforestation pizza, the Bogotanian chef was 
already using Caquetenian products in his 
meals, such as creamed peasant butter and 
other varieties of cheese. 
The idea is linked to a programme called 
“Conservación y Gobernanza”, funded 
by the U.S. Agency for International 
Development (USAID). 

Caquetá cheese is one 
of the few Colombian 
artisanal types of 
cheese with protected 
denomination origin. 

 

 

The 24th session of the 
Conference of the Parties 
(COP 24) to the UNFCCC 
will take place from 3-14 
December 2018, in Poland. The two countries are listed in the Top 10 

best countries to enjoy retirement, according to 
International Living’s “2017 Best Places to Retire”, 
which selects the best destinations around the world 
for American retirees to spend their golden years. 
Colombia is ranked fifth and, according to American 
website Investopedia, the country’s low cost of living 
is its strongest selling point. Portugal comes in at 
number nine for the same reason: it is the European 
country with the lowest cost of living, compared to 
other countries that were analysed.
However, it’s not just the financial aspect that tips the 

scales when choosing an address to retire to. In addition 
to the cost of living, the selection also took into account 
factors such as safety and security, services and 
healthcare. 
Here’s a look at the full list: taking first place is 
Mexico, which, in 2016, ranked third. Approximately 
one million American expats already live in Mexico, 
given its proximity and, of course, its sunny weather, 
so this climb in rank comes as no surprise. Second is 
Panama, followed by Ecuador and Costa Rica. Then 
Colombia, Malaysia - the only Asian country to make 
the cut, Nicaragua, Spain, Portugal and Malta. 
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NEWS FROM OUR WORLD
Freshin



 

Freshin
NEWS FROM OUR WORLD

COLOMBIAN 
COFFEE-GROWING 

KIDS PREMIERE 
AT THE MOVIES

5.
Cine Colombia and the National Federation of Coffee Growers decided 
to take more than a thousand kids from all over the country to a movie session, as 
children born from coffee-farming families commonly have less access to culture. 
 The activity marks both organisations’ 90th anniversary and is part of the campaign 
“90 years being the first in your heart” (“90 años siendo los primeros en tu 
corazón”), which has already been set in the departments of Risaralda, Antioquia 
and Quindío. Thanks to this initiative, 1,400 Colombian kids could enjoy the magic 
of the 7th Art for the very first time in their lives. 
The two organisations’ purpose is to replicate the activity with other young people 
from these rural regions in different ways. For instance, in the municipality of 
Manaure, La Guajira, the cinematographic experience will go aboard a truck – Ruta 
90, property of Cine Colombia.
Since 1927, both Cine Colombia and the National Federation of Coffee Growers 
have been contributing to improve the well-being and quality of life of these people, 
by growing dreams in their lives and showing them a wide screen onto a fantasy 
world. The project is expected to reach more than 300,000 children in Colombia. 
The list of the films which have already been screened includes Disney classic The 
“Beauty and The Beast”, “Boss Baby” and “El Paseo 4”, one of the most watched/
successful Colombian films of all times.

Colombian coffee-growing 
children have little access 
to cinema. Thanks to this 
initiative, 1,400 children were 
taken to the movies for the very 
first time.
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Portugal is trending, and this is perhaps the 
reason it has been chosen to host the next conference 
organised by the Condé Nast group - owners of 
magazines such as “GQ”, “Vogue” and “Vanity Fair” 
- and which brings together the international luxury 
industry’s most senior and influential attendees. The 
CNI Luxury Conference will be held at Pátio da Galé, 
in Lisbon, on 18 and 19 April 2018, with the theme 
“The Language of Luxury”.
The host country was announced in April 2017 by 
International Vogue Editor and curator of the Condé 
Nast International Luxury Conference, Suzy Menkes, 
who, in October, unveiled the names of some of the 
speakers. Giambattista Valli and Maria Grazia Chiuri 
(from Dior), Christian Louboutin, Felipe Oliveira 
Baptista (from Lacoste), Philipp Plein, Gabriela 

4.

LUXURY IN PORTUGAL: 
LISBON TO HOST CONDÉ 
NAST CONFERENCE IN 2018

The 2018 edition of the 
Condé Nast International 
Luxury Conference will 
take place at Pátio da 
Galé, in the heart of 
Lisbon, on 18-19 April.

Hearst, jewellery designer Sabine Getty and Johnny 
Coca (from Mulberry), are just some of the figures 
who will be in the Portuguese capital to discuss, for 
example, how the luxury industry operates in Latin 
America and in Africa.
The conference will take place over two days, but 
the welcome reception takes place on 17 April 2018, 
at the Palácio de Xabregas, and the party will be 
hosted the next day at the Four Seasons Hotel Ritz, 
also in Lisbon. The organisation has included a tip 
for attendees in the programme: wear comfortable 
shoes to effortlessly roam the Portuguese cobblestone 
pavements and hilly streets. 
The CNI Luxury Conference was launched by 
the Condé Nast group in 2015 and welcomes 500 
participants from more than 30 countries every year. 

©
 A

nd
re

as
 R

en
tz

/G
et

ty
 Im

ag
es



14.15

SUSTAINABLE 
DEVELOPMENT 

GOALS
GROWING AMBITION
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The global population is increasing 
dramatically, and the planet’s resources are 
becoming more and more constrained. That 

is why the United Nations was not lenient: the 
sustainable development goals for Humanity 

to be achieved by 2030 may be ambitious, 
but when it comes to addressing mankind’s 

biggest problems, only an aggressive approach 
may result in real change.      



LEAVING NO ONE 
BEHIND

ERADICATING poverty 
in the world and saving the planet might seem like naive 
desires, but in reality these are two of the most serious items 
on the United Nations’ 2030 Agenda.  They are part of the 17 
Sustainable Development Goals that were defined during the 
Summit of September 2015 and were the result of the lessons 
learned from 2000, when the Millennium Declaration was 
signed. At that time, the UN took advantage of the symbolic 
aspect of the turn of the century to put forward a list of 8 goals 
for the following 15 years, and which represented a partnership 
between the developed and the developing countries.
After reviewing the outcome of the previous agenda, and when 
defining the new targets in 2015, these Sustainable Development 
Goals fringed on utopia. “They grew in various aspects. The 
United Nations wants them to be applied not only in the 
developing countries but in all countries across the world, so they 
are universal and much more ambitious goals. For example, we 
don’t want to reduce poverty by half, as in 2000, but eradicate 
it”, explained Pedro Conceição, the Portuguese Director of 
Strategic Policy at UNPD and one of the speakers at “The 
Power of Collective Action”, the conference on sustainability 
promoted by Jerónimo Martins, in November 2017, in Estoril, 16 
kilometres from Lisbon.
“Not leaving anyone behind” is one of the guiding principles 
of this new agenda, which doesn’t aim “to split the world in 
half”, by getting the developed countries to help the developing 
countries, one of the assumptions of the Millennium Declaration. 

“These goals don’t belong to the United Nations, but to every 
country, without exception. We realised that it is essential to 
change mentalities. Everyone can help these goals to be achieved. 
It is important for each person and each country to feel involved. 
The United Nations can help and give some ideas about how 
to achieve these goals”, Pedro Conceição stressed. Reading 
between the lines: the commitment was signed by the countries, 
but the goals are universal and transversal. The idea isn’t to 
change the world but to save it. 
The principle isn’t that the ambitions for 2015 were small (see 
box) but to make each of the goals more encompassing. While 
the Millennium Declaration focused essentially on social issues, 
this new list for 2030 says that everything is a social issue, but 
also an economical as well as environmental one. Starting right 
from first one: “End poverty in all its forms everywhere”.

The number of people 
living in extreme 

poverty has more than 
halved, which means 
that one of the items 
on the Millennium 

Declaration has been 
achieved. But over 800 
million people still live 
in extreme poverty and 

in 2030 that number 
must reach zero.

The global population should reach 9.6 billion by 2050 and 
we would need three planets to provide the natural resources 
to sustain current lifestyles

PEDRO CONCEIÇAO HAS BEEN 
DIRECTOR OF STRATEGIC POLICY 
AT THE UNITED NATIONS 
DEVELOPMENT PROGRAMME 
(UNPD) BUREAU FOR POLICY AND 
PROGRAMME SUPPORT SINCE 
OCTOBER 2014. BEFORE THAT, HE 
WAS CHIEF ECONOMIST AND HEAD 
OF THE STRATEGIC ADVISORY 
UNIT AT UNDP’S REGIONAL 
BUREAU FOR AFRICA

PEDRO
CONCEIÇÃO
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And to what extent can fighting poverty influence economic 
growth? “When Jerónimo Martins invests in other countries, it 
is making access to food more democratic for all sections of the 
population” was an example given by Pedro Conceição during the 
conference. “This agenda is also about economic growth, but in a 
more inclusive way. We want everyone to feel part of this growth 
and that as individuals they are aware of the impact we have on the 
Environment. That is why we have included other goals, which is 
the way we interact with the planet and how we protect - or not 
- our natural resources”. The second goal, “End hunger, achieve 
food security and improved nutrition and promote sustainable 
agriculture”, defends that concept and presents facts: “agriculture 
is the single largest employer in the world, providing livelihoods for 
40 % of today’s global population, says the document which lists the 
various SDGs for 2030 (see box). 
In fact, the Earth’s sustainability is one of the topics that is common 
to the majority of the goals. In the seventh one, “Ensure access to 
affordable, reliable, sustainable and modern energy for all”, the stress 
is on the fact that energy is the dominant contributor to climate 
change, being responsible for around 60 % of total global greenhouse 
gas emissions. And it defends sources of renewable energy. Concerns 
that are not new, but which have become even more pressing taking 
into account two factors: the forecast population growth and the lack 
of sufficient resources. The global population should reach 9.6 billion 
by 2050 and we would need three planets to provide the natural 
resources to sustain current lifestyles, the United Nations advises.
 “The world is changing and we’re not adopting the right measures. 
But transformations are taking place, we need to start acting in 
a different way” warned Pedro Conceição, thereby justifying the 
“apparatus” of the new goals: “There’ll be far more people on 
Earth, which is why we need to double the actions that were already 
planned”, he emphasised. 

Technological advances and population growth will require the 
creation of more jobs. Goal number 8 is focused on that premise: 
“Promote sustained, inclusive and sustainable economic growth, full 
and productive employment and decent work for all”. Not only will 
more employment be necessary - it is estimated that 470 million 
jobs need to be created for new people to enter the market between 
2016 and 2030 - but technological advances will also “steal” a large 
chunk of the current ones. At the 2017 Web Summit, which took 
place in Lisbon at the beginning of November, one of the highlights 
of the technological fair was the presentation of two robots. One of 
them, called Sophia, answered one of the speakers’ questions with 
a realistic vision of the future: “We’re not going to destroy you, but 
we’re going to keep your jobs”. The future has already begun.
The UN’s 2030 Agenda has not been devised on an unrealistic basis 
and doesn’t fail to foresee uncontrollable factors. “There are always 
challenges, such as in Portugal, where the country was devastated by 
fires. There are job losses due to technological advances and also the 
real need to fight waste”, stated Pedro Conceição. It’s very important 
to put into practice behaviour for sustainable development, but above 
all, to change the way it is thought that should be. Calling upon a 
nutritionist to discuss climate change is one example because “the 
way we eat affects the environment” and involving companies is not 
a strategy, but a necessity. No one is going to be left behind, but the 
action of each one will also not to be underestimated. 

An Indian girl studies outside her house in the slums, in 
Allahabad, on World Literacy Day. The latest UNESCO 
report estimates that India is 50 years behind in achieving 
its overall education commitments. According to the 
report, ‘the country needs fundamental changes in the 
education system if it wants to meet the 2030 sustainable 
development goals’. 

1. Eradicate extreme poverty & hunger
2. Achieve universal primary education

3. Promote gender equality and empower women
4. Reduce child mortality

5. Improve maternal health
6. Combat HIV/AIDS, malaria and other diseases

7. Ensure environmental sustainability
8. Develop a global partnership for development

WHAT WERE THE EIGHT 
GOALS OF THE MILLENNIUM 

DECLARATION? SUSTAINABLE 
DEVELOPMENT GOALS 

FOR 2030

First robotic restaurant ‘RoboChef’ in Tehran: women 
select their food served by a robot waiter, which moves 
on a rail system placed between tables. The technological 
evolution is going to lead to the loss of more jobs.

In Afghanistan, a little 
boy was coming out 
of school with a little 
seedling in his hand. The 
photographer asked him 
what he was going to 
do with it. He answered 
proudly: “I’m going to 
make a tree”.
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The startling story of a giant retail company 
- once labelled by “Fortune” magazine as 

“evil” - whose CEO joint efforts with a river 
guide triggered the biggest green revolution 

in the business world. 

20.21

GROWING 
RESPONSIBLY 

HOW WALMART BECAME A “FORCE OF NATURE”

THIS story could perfectly begin with “Once upon 
a time”, as it resembles a fairy tale in some ways, like involving a 
force of nature. Short version: a CEO of one of the largest and least 
environment-friendly corporations on Earth and a renowned river 
guide, two very different people living in two very different worlds, 
come together and find common ground through sustainability, 
co-creating the greatest green business makeover of our time. 
Spoiler alert: the company is the unlikely hero. 
Not that long ago, in 2004, Walmart had a huge reputation 
problem and somehow that was how its sustainability journey 
started as a PR exercise. Walmart was a target for lawsuits 
and under media criticism for dubious labour practices, for 
underpaying its employees, for gender discrimination. Still, the 
company’s perception at that time was they did good to people 
because they sold them good things at the lowest possible price. It 
had 60 billion costumers every week and revenues of 345 billion 
dollars a year. But that bad press it had developed was affecting 

its business in an alarming way. The city of Los Angeles had 
just refused the company permission to build a new superstore 
there, followed by Chicago and New York. An internal study 
concluded that up to 8 % of its customers had stopped shopping 
there due to Walmart’s notoriety. Millions of sales were lost 
every week. Therefore, its CEO, H. Lee Scott, decided to call 
a meeting at the headquarters, bringing academics, suppliers, 
designers, environmental politicians, so that they told him what 
could be done in order to improve that reputation and get the 
environmentalists off its backs.
That was when our story’s river guide came on stage. Jib Ellison 
was at that gathering. Ellison, admired for having arranged rafting 
trips with Americans and Russians to help ease Cold War tensions, 
getting them to talk and hang out, later became a leadership 
consultant. Having spent half  his life living in the wilderness, 
sleeping in tents, living in a totally renewable powered house 
in Northern California, working outside instead of in a board 
room, helped make him effective while playing that role. And he 
showed up at these meetings dressed like he was going on a hike, 
casual, and relaxed. On the other side, there was Lee Scott, who 
had risen through the ranks, from being a truck driver, wearing 
a tie. In one same room, two very different men, with a brand 
new and challenging goal - to define a sustainability strategy for 
the company. Lee Scott’s main concern was how Walmart could 
improve its image and eliminate the risks, and how much it would 
cost. Jib Ellison warned him he was asking the wrong question 

In 2005, WalMart initiated 
a partnership with suppliers, 

including P&G (the manufacturer 
of Tide), to offer their own 

concentrated laundry detergents.

No Trailer Left 
Half-Full
The company has been ensuring that trailers are loaded 
as effectively as possible to move the most cases of 
goods at a time.

©
 P

er
ns

an
itf

ot
o 

/ S
hu

tt
er

st
oc

k

©
 Ju

st
in

 S
ul

liv
an

 / 
G

et
ty

 Im
ag

es

©
 B

lo
om

be
rg

 / 
G

et
ty

 Im
ag

es



OTHER BOOKS ON SUSTAINABILITY BY EDWARD HUMES

22.23

and suggested another one: “Is making Walmart’s business more 
sustainable really a risk and a cost, or is it an opportunity, the 
biggest money-making opportunity of the 21st century?” His logic 
was simple: if the business was more efficient, less wasteful, less 
energy-intensive, less polluting than others, it would surely win. 
On cost and on image. 
Today, these ideas are becoming more mainstream, but back in 
2004, and especially in the office of the CEO of the leading retail 
company in the world, that was crazy talk. Edward Humes, who 
unveils the intricacies behind the greening of Walmart in “Force of 
Nature: The Unlikely Story of Walmart’s Green Revolution”, tells 
that, when he first met Jib Ellison, he had no clue he had found a 
new book to write. He felt deeply sceptical: “I said ‘You’re joking, 
right?’ And he smiled and answered ‘I showed him, so I’m going 
to show you.’” It would be tough to convince a big mainstream 
company to go green. However, Lee Scott thought that was 
something he could embrace, if that was true. So, unlike other 
CEOs, he didn’t see an obstacle there. Then, he hired Ellison on 
one condition: he had to prove his arguments.

BAKING SUSTAINABILITY INTO 
WALMART’S DNA
In the toy aisle of Walmart Stores, there was a good-seller toy-
truck for three-year-old kids. Jib Ellison considered it and its 
package so big that he proposed to redesign it. With the new 
packaging design, 4 thousand trees didn’t have to be cut down, 
less 497 containers were required and 1 million gallons of fuel 
(3,8 million litres) and 2.4 million dollars could be saved, while 
guaranteeing the same quality of product from China to Walmart. 
Soon, this success snowballed once applied to the frozen chicken 
boxes. For many years, those boxes had arrived in un-recyclable 

Ongoing 
Eco-Friendly 

Features
Walmart uses LED lights 
for both exterior building 

signage and exterior building 
security lighting.

waxed cardboard boxes. When they started to come in regular 
boxes, the garbage that Walmart had paid to have that hauled 
away became a commodity that could be sold to a recycler. 2.5 
million boxes didn’t have to go to the landfill.
With these examples, Walmart stopped seeing sustainability as 
a PR exercise. Walmart executives were then looking at some 
choices that could make them less harmful for the planet. They 
finally realised being sustainable wasn’t about regulation and cost, 
charity or sacrificing profits. It was a real opportunity. So, this is a 
never-ending story. With an ongoing plot.

Eco Barons (2009)
An eye-opening look at the remarkable 
philanthropists and visionaries who are 
devoting their lives to save the earth from 
overdevelopment and destruction.

Garbology: Our Dirty Love 
Affair with Trash  
(2012) 
A surprising tour of America’s biggest 
export, most prodigious product, and 
greatest legacy: its trash.

Door to Door: The 
Magnificent, Maddening, 
Mysterious World of 
Transportation (2016) 
A ride to the hidden and costly wonders 
of our buy-it-now, get-it-today world of 
transportation. Every trip we take, every 
click we make, he’ll be watching you.

AFTER THE EXPERIENCE OF THE GREEN REVOLUTION AT WALMART, DO YOU BELIEVE, 
THAT IF THE COMPANY HAD NOT ADOPTED A GREENER APPROACH, IT WOULD HAVE 
GROWN AS MUCH IN THE SAME PERIOD OF TIME? HOW SO?
Well, sustainability and growth aren’t opposed to one another. They go together. Because 
if you are using less energy, if you are driving fewer miles to accomplish the same product 
deliveries, all these things enable you to grow, because they enable you to keep the cost down, 
being less impactful on the environment, so... Growth and sustainability can go together.

IN A PLANET THAT STRUGGLES TO BALANCE DEMOGRAPHIC GROWTH WITH LIMITED 
RESOURCES, HOW CAN CORPORATIONS FOSTER THEIR OWN GROWTH WITHOUT 
JEOPARDIZING THE ENVIRONMENT?
Well, I’d give a good example of that. You can grow a product line and reduce your packaging 
or make your packaging less damaging to the environment, using less paper, less carbon, less 
plastic and still grow your sales on the product. And thereby reduce the pressure on our forests, 
reduce the amount of plastic that is entering our oceans, landfills, environment and still 
experience growth. If you’re responsible on how you create and package your products, you 
can actually expand and grow and yet lower your impact on the environment.

WHAT DO YOU BELIEVE TO BE THE MAIN ADVANTAGES OF WALMART’S 
TRANSFORMATION?  
Walmart has made some real improvements as far as its impact on the environment go and 
making its products more sustainable and being less wasteful, lowering its carbon emissions. 
It has done all those things, but the real value is that the people hear that and they say “Really? 
Walmart?” A company that has not got the best reputation for being a good citizen in the 
world. Well, the fact that a company like that is engaging in real efforts to be more sustainable 
and having conversations about it and listening to its critics, that influences other companies 
and influences suppliers. The big companies that manufacture the products that Walmart sells 
have to listen to Walmart’s demands to get their products in the store and one of their demands 
is that they make their products more sustainable. And that’s their huge influence, beyond the 
story itself.

INTERVIEWING 
THE AUTHOR OF “FORCE OF NATURE”

Edward Humes is a Pulitzer-prize 
winning journalist for his newspaper 

coverage of the military and the author 
of 14 critically acclaimed non-fiction 
books. His first literary productions 
were true crime narratives, but lately 
he has been focusing on stories about 
the environment and sustainability. 
Having a flair for stories that allow 

him to dig behind the scenes and 
beneath the surface, his goal is to take 
readers inside worlds most don’t get to 

see close on their own.

EDWARD
HUMES

feed.jeronimomartins.com
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In 2005, Walmart piloted LED lights in one of its Texas 
stores; now they are standard in new stores nationwide. 
Led lighting are currently used in refrigerators, checker 

number parking lots and for both exterior building 
signage and exterior building security lighting. By the 

end of 2007, the giant retail corporation surpassed 
a goal of selling 100 million compact fluorescent 

light (CFL) bulbs. Considering the lifetime of CFLs, 
Walmart estimated that these energy-saving bulbs 
would have taken 700,000 cars off the road, and 
conserved the energy needed to power 450,000 

single-family homes. During daytime hours, Walmart 
replaced the artificial light in its larger stores with 

natural daylight. Hundreds of skylights use electronic 
continuous dimming technology so that most of the 

overhead lights dim and then turn off for many hours of 
most days. This reduces the amount of energy used to 

light the sales floor by 25 %.

3. SHINING A LIGHT ON

ENERGY 
SAVING

In September 26, 2007, partnering closely with its 
suppliers, Walmart made the decision to offer only 
concentrated laundry detergent in its U.S. Walmart 

Stores and Sam’s Clubs. Walmart switched then 
to ultraconcentrated laundry detergent sold in 
containers the size of large ketchup bottles. In 

addition to the shipping costs, the commitment 
aimed at saving more than 400 million gallons 

of water (1,5 billion litres), more than 95 million 
pounds of plastic resin (43 million kg) and more 

than 125 million pounds of cardboard (56,7 million 
kg) - the equivalent of 100 million showers. Since 
nearly 25 % of the liquid laundry detergent sold in 
the United States is sold in Walmart Stores, the 

potential savings in natural resources through the 
entire retail industry could be four times as much. 
Later, in 2014, Walmart announced its intent to 

reduce the amount of water in the detergents it sells 
by 25 % over the following four years.

DETERGENT 
BOXES

2. SMALLER

In 2005, setting the goal of delivering more 
while driving fewer miles, Walmart worked to 
lightweight and modernise both packaging and 

shipping containers, enhanced multi-stop delivery 
capabilities, and coordinated shipments to minimize 

total truck trips. The company also worked with 
its associates to find the most effective strategies 
for moving them between stores and distribution 

centres. This included finding the ideal distribution 
centre between suppliers and stores, mapping routes 
to increase fuel efficiency, for example, by avoiding 

areas with excessive hills or congestion. Lastly, 
Walmart integrated more efficient technologies and 
practices into how it moved freight. It adopted more 
fuel-efficient trucks, ensured they were calibrated 
and maintained to keep them performing well and 
incorporated improvements to make them lighter-

weight and more aerodynamic. 
From 2007 to 2015, they delivered 830 million 

more cases while driving 300 million fewer miles 
(482,8 million km).

1. ON THE ROAD TO

DOUBLING 
FLEET 

EFFICIENCY 

THREE GIANT 
STEPS INTO 
GREENNESS

“The question was: ‘how 
could we be that Walmart 
all the time?’”
HAROLD LEE SCOTT 
(FORMER WALMART’S CEO)

2LT

1LT

2LT

1LT
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Jerónimo Martins provides recycling points in the 
Group’s stores for its customers for waste collection. 
There they’ll find recycling points for batteries, light 

bulbs, used cooking oil and coffee pods, among others. 
In 2016, over 700 tonnes of waste were collected in 

nearly 10,000 recycling points. Separately, the Group 
has been working to improve the eco-efficiency profile 

of its Private Brand packaging, aiming to reduce its 
environmental impact and optimising the costs of 

production, transport and management of packaging 
waste. Since the project began in 2009, over 2.5 

thousand tonnes of materials per year have been spared 
and the emission of 475 tonnes of CO2 associated with 

transport has been avoided.
 In 2016, in Poland, Hebe stopped giving plastic bags 

free of charge at the check-out in order to encourage its 
customers to use less. In Portugal, campaigns in Pingo 

Doce and Recheio were created to raise awareness 
about used cooking oil and at Pingo Doce about the re-

use of plastic bags at check-out.
In Poland, all the boxes for packaging fruit and 

vegetables are made of recycled cardboard with Forest 
Stewardship Council (FSC) certification.

1.
REDUCING 

WASTE

Global demand for farming commodities like 
soya, palm oil, wood products and derivatives 

and beef is one of the main causes of pressure on 
forests. Committed to reaching the ambitious 
target of “Zero Net Deforestation” by 2020, 
Jerónimo Martins is getting more and more of 

those commodities from sustainable sources in its 
Private Brand and perishable products. In 2015, 
the Group reduced the presence of palm oil in its 

Private Brand products by more than 18 % and the 
use of soya from countries at risk of deforestation 

associated to it by over 35 %. 

PREVENTING 
DEFORESTATION

2.

Jerónimo Martins Group strives to fight food waste 
by engaging with all the links of the supply chain - 

farmers, manufacturers, stores and the community 
itself. In Portugal, where one in 14 families have limited 

access to food, the Group is using “ugly vegetables” 
(non-standardized) as raw materials, both for the 

production of soups and ready-to-eat salads and meals. 
They are available at Pingo Doce’s restaurant and 

take-away areas and sold in Recheio Cash & Carry at a 
discount price. 

In addition, at the end of each day, store employees 
select products that, despite being perfectly good for 
consumption, cannot be sold to customers. Those 

products are picked by charities that, later on, 
distribute the food among those who need it the most. 

In 2016, these donations to charities amounted to 
nearly 10,000 tonnes. 

3.
FIGHTING 

FOOD WASTE

GOING GREEN 
WITH JERÓNIMO 
MARTINS

26.27
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There is a leadership crisis at the top of the corporate 
world that often gets disguised as a crisis of trust. 

That’s why it has never been so important to change the 
mindset and approach in the way the Public Relations 

industry helps build trustworthiness.

TRUST
AS THE KEY FOR GROWTH

28.29
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FIVE years ago, Robert Phillips stunned the 
communications industry by walking away from his prestigious 
position as EMEA CEO of Edelman - the world’s largest Public 
Relations (PR) firm. He realised that the so-called crisis of trust 
was really a crisis of leadership and PR had become part of the 
problem; not part of the solution. So, he quit. 
Many of the developed world’s famous apparel brands use 
factories in Bangladesh as production hubs to minimise costs and 
maximise profits. Robert Phillips received a call from the CEO 
of one of those large global brands. The call came less than 24 
hours after a fire in a factory in Dhaka, Bangladesh, which had 
killed a 100 female factory workers. The company’s chairman 
wanted to go on a Corporate Social Responsibility offensive, 
playing up how it had been investing in local initiatives, instead 
of talking about the victims. Despite having spent 25 years at the 
top of the PR world, Robert Phillips was shocked and told that 
CEO: “Do whatever you can to help the families and the victims 
first. Do nothing except doing the right thing. Because everything 
starts with actions, not words.” That tragic episode made him 
more aware of the industry in which he had risen to the top: a 
sector where profit was frequently more important than purpose; 
where shareholder value was more important than human value; 
and where PR firms were often being paid “to paint lipstick on a 
pig”. This awareness compelled Robert Phillips to write “Trust 
Me, PR is Dead”. 
Described by the liberal American news and opinion website 
Huffington Post as a “game-changer for the future of 
communications” and a “thrilling revelation”, the book is much 
more than a crushing critique; it is a rallying cry for an alternative 
model. Using nearly 200 anecdotes, interviews and case studies 
from companies like Unilever, John Lewis Partnership and 
Patagonia, the author advocates the rise of co-produced leadership 
across business and politics. In this model of leadership, CEOs 
become more like social activists and companies more like social 
movements in order create public value, rooted in a principle: the 
common good. In a simpler way, companies are not islands and 
what we need now is collective action, based on collective trust. 
Trust becomes the glue that binds everything together. Since 
trustworthiness is the result of what one does, not what one says, 
Robert Phillips argues that better PR is definitely not the answer 
to better trust. 
So, which pillars are trustworthiness based on? According to 
philosopher Onora O’Neill, an inspiration to him: honesty, 
competence and reliability. Any leader or any organisation that is 
not honest, competent or reliable is simply not trustworthy. 
Robert Phillips is co-founder of Jericho Chambers, which helps 
businesses and institutions to become the kind of organisations 
he believes they need to be, based on these principles. He leads 
Jericho’s current work on the Responsible Tax project for auditing 
giant KPMG and the Future of Work is Human for the London-
based Chartered Institute of Personnel and Development (CIPD).

THE TRUTH 
ABOUT TRUST

Robert Phillips is an expert in 
communications, public leadership 
and trust. He is the co-founder of 
Jericho Chambers, a progressive 

strategy consultancy and think tank. 
Robert Phillips was formerly President 

and CEO, EMEA, of Edelman, the 
world’s largest Public Relations firm 
and he is recognised as an authority 

on the future of communications. He 
is also a Visiting Professor at Cass 

Business School, London.

ROBERT 
PHILLIPS 

Where Is Trust, After All?
In this book, Robert Phillips argues that old rules coming 
from old institutions are increasingly irrelevant – from 
political parties to the media. Levels of trust in establishment 
organisations among Generation Z (those born between 1995 
and 2000) fall to as low as 6% – compared to figures as high 
as 60%, among Millennials. Therefore, we need to move 
from imposing simplicity, control, authority and hierarchy, to 
negotiating complexity, activism, vulnerability and dissent.

1. EMBRACE CHAOS

2. NEVER BULLSHIT

3. BUILD COALITIONS

4. BE SOCIAL BEYOND NETWORKS

5. BE THE MEDIA

6. LOVE CROWDS

7.  ACTIONS, NOT WORDS

BY ROBERT PHILLIPS

THE SEVEN 
STRATEGIES 

OF WE

DOES THE FACT THAT WE ARE LIVING IN A “POST TRUTH”, “POST TRUST ”, OR EVEN “POST PR AGE” 
MEAN THAT COMMUNICATION EVOLVED TO A NEW BASELINE?
I think we do need to communicate differently, that’s for sure. And I think that there are 
seven strategies to help us do this. I call them “the seven strategies of we”, which start with 
embracing chaos, and talk about never bullshitting, radicalizing honesty and transparency, 
loving crowds, but ultimately focusing on actions, not words. I think there are new 
communications behaviours that we need to adopt. I think that there’s lots of media noise 
about the “post truth” or “post trust” age but the data doesn’t support the noise. In fact, the 
data on trust and truth hasn’t really changed over 20, 30 or 50 years across a whole number 
of countries, continents and corporations. That’s why I argue that what we have is not a 
crisis of trust, but a crisis of leadership, and we therefore need to communicate differently 
around a different form of leadership. If we can combine different communications, 
different leadership, different business models, then an entirely new paradigm of 
communications will emerge.”

HOW CAN EMBRACING RISK BE A FORM OF GROWTH FOR THE CORPORATE WORLD… 
OR EVOLUTION?
How can embracing risk be a form of growth? I would flip the question. If you don’t embrace 
risk, are you actually going to hinder growth? I think that part of the problem is that we’ve 
spent generations trying to impose control, trying to impose trust and trying to mitigate 
risk. Trust no longer flows vertically, downwards, imposed from the top of the organization 
into an organization or its customers. It flows horizontally, among networks, among peers. 
So, different patterns are emerging – including patterns of risk. The people, if you like, who 
were previously at the bottom of the pyramid, can now rise up with activism and anger and 
destroy the very organization that’s trying to optimize its growth or optimize its profit in 
the “old”, controlling way. This is therefore entirely counter-productive; we have to go with 
the circumstances and conditions of the world as it is today and tomorrow, not the way the 
world as it once was. Different growth paradigms, different relationship paradigms, different 
trust paradigms, different flows, if you like - ultimately the future can only be negotiated, not 
imposed. That means negotiating risk differently as well.

INTERVIEW 
EMBRACING RISK AS A WAY TO GROW

feed.jeronimomartins.com
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A BRAND
TO GROW

THE STORY OF AN EVER-CHANGING 
PASSION FOR FOOD

From a three-coloured logo aimed at 
conquering back the financial markets trust 

in 2003 to a new wide palette of colours 
inspired by the lightness and warmth of 

dawn to the richness of dusk, this is the story 
of a brand new brand who has put growth 
at the centrepiece of its dialogue with both 

customers and partners.

HIGHLIGHT
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“The previous 
identity was 
designed in 2003, 
when the Group’s 
reality was very 
different from what 
it is today.” 
Sara Miranda, Jerónimo Martins’ Chief  
Corporate Comunications 
and Responsibility Officer 

This is the story told in a different way - in other 
words, a new version of the story - of an ongoing 

passion for the food industry. 

Cohesion, order, dynamism
A symbol to convey

A “financial” brand
Developed with the financial 
markets in mind

Heritage 
meets 

modernity
A strong and distinctive 

typography that 
balances both the 

Group’s legacy and its 
vision for the future.

An identity that conveys the 
Group’s focus on the future 
and on growth, through the 
graphic design of the leaf in 
the letter “O”.

Focus 
on growth

A world 
of colour

Inspired by the 
passage of time: 
from the lightness 
and warmth of 
dawn through the 
brightness of noon to 
the richness of dusk, 
mirroring the day-
to-day of Jerónimo 
Martins’ customers 
and growers.

UNVEILING 
THE NEW IDENTITY

THE PREVIOUS LOGO

34.35
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A BRAND NEW 
GROWTH-DRIVEN BRAND

WHEN the new visual identity of Jerónimo 
Martins was launched, it was quite hard not to notice that the 
Group’s logo had changed, as it was almost everywhere. In 
Portugal, it was there when you turned on the radio, when you 
went online, when you opened a newspaper or even when you 
went to a cashpoint to withdraw some money. It was everywhere 
because it plays a huge part in the daily lives of millions of 
consumers. The new corporate identity was unveiled on September 
27, during the official inauguration of the Group’s largest single 
investment in Portugal – the 75 million-euro Logistics Center in 
Valongo, North of Portugal .
Sara Miranda, Chief Corporate Comunications and Responsibility 
Officer, shared the two main reasons for this change: “The 
previous identity was designed in 2003, when the Group’s reality 
was very different from what it is today. Fourteen years on, we 
are a multinational Group, focused on the food business and 
determined to continue to grow. Our visual identity no longer 
reflected our brand’s reality. Celebrating 225 years was the perfect 
time for a change”.
By the time the previous identity was created, Jerónimo Martins 
Group had just overcome the biggest debt crisis in its 225-year-long 

history. Back then, Jerónimo Martins was a Portuguese brand at 
an early stage of its internationalisation experience. Poland only 
corresponded to 15 % of the Group’s EBITDA and it took another 
10 years for the first stores in Colombia to open. Therefore, the new 
image was intended to mark that achievement in a symbolic way. 
Having existed for more than two decades in the Portuguese and 
Polish markets, in 2013, Jerónimo Martins established operations in 
Colombia under the brand Ara. The Colombian national expansion 
plan is paving the road for the Group to continue consolidating itself 
as a global benchmark player in the food retail sector and prepare its 
future growth engine.
Every day, millions of consumers in Portugal, Colombia and Poland 
bring fresh, locally grown produce into their kitchens from the more 
than 3,500 food distribution stores of the Jerónimo Martins Group.
This new reality asked for a new language, one that could highlight 
both Jerónimo Martins’ heritage and the idea of growth which lies at 
the very core of the Group. A language whose colours were inspired 
by time – from the lightness and warmth of dawn through the 
brightness of noon to the richness of dusk, mirroring the day-to-day 
of Jerónimo Martins’ customers and growers. A logotype that would 
give a vibrant picture of the world of food, people and places that 
have been at the heart of its business for 225 years. 

A consistent brand
The use of colour, typography, photography, illustrative 
patterns and infographics creates a cohesive visual identity 
that is easily perceived on any item the logo finds itself 
being applied to.

“There’s a balance 
between heritage and 
modernity in the new 
logotype,  which can 
work across everything. 
It’s like a window on the 
world, and every time 
you look through the 
window, it’s a different 
view through there.”
Nick Eagleton, Creative Director 
of The Partners

Portugal’s Prime 
Minister António 
Costa (right) and 
Alexandre Soares 
dos Santos (left), 
former leader of the 
Jerónimo Martins 
Group for more 
than four decades 
(between 1968 and 
2013) cut the ribbon 
at the inauguration 
of the new state-of-
the-art Distribution 
Centre in Alfena, 
north of Portugal, 
under the watchful 
eye of current 
Chairman and CEO, 
Pedro Soares de 
Santos (middle).  

36.37
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FOUR agencies were invited to submit 
proposals for the rebranding project - two in Portugal and two in 
England - under the requirement of never having worked with a 
Jerónimo Martins banners. The choice fell on English agency The 
Partners, as its proposal was the one which best found a balance 
between tradition and modernity, past and future.“We didn’t know 
Jerónimo Martins before we started this”, says Nick Eagleton, 
Creative Director at The Partners, in an interview with Feed.

“We were told the story of a company whose roots lied 225 years 
ago, with an entrepreneur who opens a store, a company that has 
its roots in the community, that believes in people, that believes in 
bringing food to people and that spirit is growing around the world. 
And when we know how ready a company is to change, that’s a 
gift to us and that’s a gift for the team.” 
Thus, that “story of constantly moving forward and bravery”, along 
with the aim of democratising food, turned out to be the real brief: 
“our creative brief, if you like, was right there in front of us. So, the 
objectives were clear from the very beginning”, he adds. The British 
Creative Director admits that, unusually, all that came easily together: 
“Sometimes, it’s really hard when you got to go into hundreds of 
versions, there’s lots of difficulties along the way, but this... the 
old/new balance, the idea of creating something with heritage but 
expressed in a new way... with the logo happened naturally.”
Right from the beginning, both The Partners and the brand team 
knew that they wanted lots of colours. A vibrant palette which 
mirrored the day-to-day of Jerónimo Martins’ customers and 
growers, the food world, the variety of the brands that Jerónimo 
Martins have and operates, and even life outside.
Probably you’ve already seen the logo in different colours when 
getting in contact with its many corporate applications. Nick 
explains how some of those colours find themselves more suited 
to one thing than another, taking the building of the newly 
inaugurated Logistics Centre in Valongo as an example:
 “The building is perfectly fitting and the logo is green. It’s a 
symbol of growth in this wonderful centre. The dark blue might be 
used. On social media or on films, we might find other colours. It 
gives you the flexibility to do all of those things. 

Nick Eagleton is UK Creative 
Director at �e Partners. In his 17 
years in the London studio, Nick has 
worked on every possible facet of brand 
communication, across a huge range 
of clients and industries from global 
brands to start-ups. Over this time, 
he has created award-winning work 
for clients as diverse as Ford, BBC and 
Deloitte. Alongside his ongoing work 
with this multinational consulting 
company, Nick is currently leading the 
agency’s creative work for Shakespeare’s 
Globe, Newton Investment 
Management and Jerónimo Martins.

NICK
EAGLETON

feed.jeronimomartins.com

Nick Eagleton has a degree in Sculpture, 
which in the end has served him well.

“The variety of 
images and the 
variety of colours 
express that every 
day is a new day and 
every day feels fresh. 
Just like this identity 
can be.”
Nick Eagleton, Creative Director of The Partners

THE REBRANDING
PROCESS

Founded in 1983 and part of the WPP network, The Partners 
creates, cultivates and inspires brands for those who aspire to 
lead. Turning strategies and ambitions into creative actions, 
the agency builds brands that continuously evolve and grow 
stronger over time. They’re 80 people in London, New York 
and Singapore, proud to have been one of the world’s most 
consistently awarded brand consultancies over the last 30 
years, and the most awarded brand consultancy at Cannes. 

For them, a successful brand is the result of continuous 
collaboration in which intelligent advice and inspiring ideas 

must be delivered every day. 

THE PARTNERS
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Eventually, the feeling we get when we look at it is the 
inspiration itself, based on the freshness sensed in the Group 
stores’ produce: “The variety of images and the variety of 
colours express that every day is a new day, and every day feels 
fresh. Just like this identity can be different tomorrow - in the 
story it tells - from what it was today”, he observes. 
“It’s like a window on the world, and every time you look 
through the window, it’s a different view through there.” 
Moreover, the rich family of typefaces “embraces the cultural 
diversity of the multinational business, giving it room to grow, 
literally, when the brand expands across the world”.
The purpose of expressing growth is also hidden in the smallest 
details, as Nick explains: “I did a little twist, looking for, 
rather than create a separate symbol... let’s weave the idea of 
growth, which is at the heart of everything, into the logo, and 
the accent (on the O in Jerónimo) was the perfect place. And 
so, in the logo, the leaf of growth, perhaps one of the smallest 
details in the whole word, it’s the biggest picture.”
The award-winning brand designer confesses that this was one 
of the most rewarding and beautiful projects he has worked 
on in a long time, since there was something about the people, 
the culture, the project. “Something about this gap between 
amazing brand/not amazing identity” that was perfect for 
The Partners as a creative challenge: “It’s been a project with 
real heart to it.” That’s why he and his team couldn’t be more 
proud of their job: “When I saw that on the building, that was 
the first time I saw it in the real world. It felt like it’s always 
been there. It somehow feels that it was meant to be like that. 
That doesn’t always happen.”

CAN BRANDS CHANGE THE WORLD?
From Nick’s point of view, unlike many companies, Jerónimo 
Martins can claim to have a desire to constantly push forward, a 
desire to put people at the heart of that, having never lost sight 
of what they believe in. So, when asked if brands like this can 
change the world for the better, once again the London-based 
agency’s Creative Director spared no compliments to the Group. 
“The story and the beliefs and the values are powerful and 
they’re a force for good in the world and I say that in all 
genuineness. And telling that story through a brand identity 
matters to people because people want to know that there are 
those companies, big, successful, international companies, 
who are doing that because they believe in things that are 
fundamental for people. And I’d say, in their own way, those 
brands do change the world. If you don’t have those values, you 
can change the world for the worse.”
Brand design is all about storytelling: “Everyone knows who 
you are, but they don’t know your story”, Nick recalls. We 
know stories are meant to be told and we know that every visual 
identity is meant to tell a story. Well, there are millions of ways 
to do it. So, this is the story, told in a different way – in other 
words, a new version of the story – of an ongoing passion for the 
food industry. A story rooted in the Jerónimo Martins Group’s 
untouched essence: a spirit of purposeful and growth-driven 
enterprise which has remained unaltered for generations but, 
at the same time, it’s also a story pointed to the challenges and 
achievements still to come. The result is an inspiring brand with 
humanity, personality and adaptability that will carry its story, its 
business and its consumers into the future. 
Let’s g(r)o(w)!

For the past 225 years, 
we have not stopped growing.  

Nor looking beyond the horizon, 
navigating with the winds of change. 

. 
Never satisfied with old routes, 

always searching for new paths. 
For alternative ways of doing it. 

For different means of getting there. 

Because, after all, today we are halfway 
towards starting a better tomorrow. 

Let’s grow. 

The palette of vibrant colours used 
for the logo is inspired on the different 
intensities of light and shades of colours 
that we can see in nature throughout the day.
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made the old-fashioned way

In just one year, the 
young man, a miller and 
baker, saw his business 

grow faster than the bread 
coming out of his oven. 
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CORN bread, the likes of which not even 
villagers have eaten in a long time, has come to Lisbon. The 
queues outside the bakery are a testament to the success of an idea 
that breathes new life into Portuguese tradition and agriculture.
It saw mouth-watering growth. “I’m from the North (of Portugal) 
and my family always went all out at mealtimes. Only the best 

BREAD MADE THE 
OLD-FASHIONED WAY

DELIGHTFUL
GO FOR SHOPPING

went to the table”, says Diogo Amorim who, at 21, dared to do the 
unthinkable: he opened a bakery that only sells home-made bread. 
Which means that, at Gleba Moagem & Padaria, cereal grains are 
ground just before the flour is kneaded, and the bread dough is left 
to rise naturally, a process that can take up to 28 hours. 
The truth is, Diogo never thought of becoming a baker, but after 
studying Culinary Arts in Switzerland, where he moved when he 
was just 18 years old, and training at the world’s best restaurant, 

“With three simple 
ingredients - flour, 
water and salt -, one 
obtains a distinct 
product, which 
cuts across various 
cultures and has an 
enormous symbolic 
and cultural value”

The Fat Duck, in London, and having spent time in the Michelin-
star kitchens of Vila Joya, in Portugal, he decided to hone his skills 
and get a Master’s in Culinary Sciences. And he finally found the 
time to do what he loved. At home, Diogo Amorim made bread. 
“I really enjoy gastronomy in general, but I love bread, because of 
its simplicity and complexity: with three simple ingredients - flour, 
water and salt -, one obtains a distinct product, which cuts across 
different cultures and has an enormous symbolic and cultural 
value”, he explains.

“MY BREAD IS SO PORTUGUESE THAT 
I EVEN USE PORTUGUESE GRAINS”
He took a closer look at the domestic market and realised that 
“bread made with milled flour and natural fermentation is very 
hard to come by”. There are still those who make bread the 
traditional way, “but they are few and some have given in to using 
industrial flours and yeast sold in supermarkets”, he says. The 
niche was there, just waiting to be sown. And it was just as well, 
as Diogo also wanted to invest in seed. “We have a very dignified 
tradition (of making bread) and it deserves to be honoured and 
kept, which it was not. I saw the opportunity and grabbed it. I 
believe I owe my success to this, my bread is so Portuguese that I 
even use Portuguese grains”, he stresses.

The cereals are ground 
in this stone mill.

Portuguese wheat, corn and rye. Gleba only 
uses grains from national farmers. 

Diogo Amorim
Diogo Amorim is 22 and was born in 

Santa Maria de Feira, in the North of 

Portugal. He studied Culinary Arts 

in Switzerland and he has a Master 

Degree in Gastronomic Science. He 

cooked at The Fat Duck, in London, 

and Vila Joya, in Portugal. He 

opened Gleba Moagem & Padaria in 

December 2016.
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The grains that are used in the five varieties of bread made at 
Gleba are grown by small farmers who Diogo sought out across 
the country. It took him two years to build the network which 
today ensures that he is able to use only Portuguese grains. 
“Finding them was field work. I would reach a village and ask if 
anyone knew who grew regional wheat or rye”, he recalls. Most 
were in Trás-os-Montes, in the north of Portugal, a region which 
still cultivates cultivated these grains even though they were used 
to feed animals - at least until Diogo came on the scene.  “Instead 
of having their lands barren, they would plant cereal grains to 
make feed for cattle”, explains the founder of Gleba.
The bakery receives a large variety of cereal grains from Trás-
os-Montes and also from the Alentejo region, in the south of the 
country; grains which were disappearing from farmlands because 
there was no market for them. The varieties that Diogo Amorim 
uses most are Barbela Wheat, Purple Wheat and Cattail Wheat. 
In all, 16 farmers sell their grains to Diogo Amorim. And he has to 
alternate, because Gleba alone depletes production: “The bakery 
consumes eight tonnes of grain per month”.
The bakery, located in Alcântara, in one of Lisbon’s characteristic 
parishes – Estrela – has a stone mill, which Diogo Amorim found 
in a village and restored. A “very rudimentary, semi-industrial 
system” was installed given that it was the only way to use the 
flour with which the baker likes to work. It’s where all grains are 
ground. The bakery opens at 10am, with the smell of fresh bread 
in the air, and particles of white flour blending with the golden rays 
that shine through the large window. For the two bakers – Diogo 
Amorim is one of them –, the day begins five hours earlier. 
There are days when bread production is higher: Fridays and 
Saturdays. Gleba opens Wednesday to Sunday. On Tuesday, they 
make the bread that will be sold the next day, but before the first 
customers arrive aprons and counters are cleaned and the dough 
rests in wicker baskets covered in cloth, to add flavour and texture 
to the fermentation process. Diogo Amorim’s bread isn’t frozen 
and doesn’t need preservatives because the fermentation itself 
naturally preserves the bread, in a process akin to a biological one.

Every day, 600 kilos of bread come out of Gleba ovens.
Recipes are original, created by the Culinary Sciences Master, 
but are inspired by traditional Portuguese recipes. Before he 
inaugurated the bakery, in December 2016, Diogo spent a 
month experimenting with combinations and mixtures, and still 
does today. In just a year, Gleba, which started out with a small 
production – “at the beginning we offered bread for people to try 
it” – has reached its production capacity: 600 kilos of bread are 
made per day. 
And, for now, they only sell to private customers, which is far from 
the original idea. “I always thought that our biggest customers 
would be hotels and restaurants, but we started running out of 
bread just with direct selling”, he says. The next step will be to 
include a delivery service and to sell to large customers. A bigger 
production area is also on the cards, as well as expanding the team, 
which is currently composed of two bakers, an assistant and a 
cleaning lady. They want to grow with the neighbourhood, which 
is also changing and attracting more people. Diogo Amorim is 
happy, but ensures that he will never give in to the temptation of 
easy money: at his bakery, bread will always be made the old-
fashioned way. 

BARBELA WHEAT BREAD

Gleba offers five classic varieties of bread. The most sold 
are Barbela wheat bread and the traditional Alentejano bread. 
Each of the varieties has its own growth rate which is directly 
linked to its fermentation time.

EACH LOAF RISES AT ITS 
OWN PACE

It is a common wheat, a very fine flour with a tender and soft 
texture, which melts in the mouth;
Fermentation time: 28 hours.

100% rye. In Portugal, the most sold rye bread is not made 
entirely of rye and that is why it is a softer bread. Gleba’s rye 
bread is hard and dense, with an intense flavour, a hard crust 
and should be cut into thin slices.
Fermentation time: 9 hours.

A mixture of white and yellow corn. Diogo Amorim wanted 
to make white corn bread because it is harder to find: bakers 
normally use larger quantities of yellow corn.  
Fermentation time: 6 hours.

These varieties are made using Barbela wheat as the main 
ingredient, to which seasonal ingredients are added, such as 
hazelnuts, walnuts, dried figs, herbs, dried tomato, roasted 
peppers, cheeses, stuffed sausage and olive oil.
Fermentation time: 28 hours.

A blend of 30% purple wheat, which is harder, and 70% celtic 
wheat (from the Alentejo region).
Fermentation time: 9 hours.

TRADITIONAL ALENTEJANO BREAD  

RYE BREAD 

WHITE CORN BREAD 

SPECIALITY BREADS: 2 VARIETIES PER DAY (THEY 
VARY EVERY DAY)

“The dough rests in 
wicker baskets covered 
in cloth, to add flavour 
and texture to the 
fermentation process”

Where does the name 
come from?
It is a Portuguese word which means “land for 
cultivation”, an old expression that has fallen into disuse 
and which Diogo Amorim came across when reading “Six 
Thousand Years of Bread”, a book written by Heinrich 
Eduard Jacob. “I thought the name was well suited given 
that I also wanted to use Portuguese grains”.

HEALTHY AND 
LONG-LASTING

Gleba bread is tastier and lasts 
longer because of its natural 

fermentation, which means that it 
has a multitude of microorganisms.  
The lactic acid bacteria that acidify 
the bread, making it rise, also help 

to preserve it and make it healthier. 

Gleba hasn’t given in to using industrial 
flours. Its bread is made with milled flour.

DELIGHTFUL
GO FOR SHOPPING
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GLEBA SWEET 
POTATO BREAD

Since “gleba” means “land”, it is perfectly natural that 
any variety of Gleba bread brings us there in the tiniest tasting 

details. Besides its daily offer, which is to say, the bread 
classics Barbela wheat, Green Rye and Portuguese Corn 

bread, this traditional bakery delights our fifth sense with its 
weekly special editions. Here is one of the most successful: 
the sweet potato bread. It has all the nutrients of Barbela 

wheat bread plus the sweetness added by the tuber, harvest 
of Portuguese land (grown in Aljezur and Odemira, in the 
Southwest of the country). The potatoes are oven-roasted, 

peeled and added to the dough. A perfect cold-weather 
comfort food and a must eat! 

 www.gleba-nossa.pt

EMERALD 
JEWELRY

SAID to be among the purest 
emeralds in the world, Colombian 
emeralds account for a large percentage 
of the world’s emerald market. That is 
why many people come to the country 
with their eye on taking home a 
beautiful emerald. 
Caribe Jewelry developed from being 
a small business founded by three 
brothers to becoming one of the most 
reputable and well-regarded designers 
and producers of this stone. You will be 
fascinated with the delicacy and beauty 
of the magical green fire in their rings, 
earrings, bracelets and pendants. 
The company has also a museum in 
Cartagena, the Emerald Museum & 
Factory, where attendees can visit the 
jewelry making workshop and watch 
the craftsmen working the process of 
manufacturing sterling silver or 18K 
gold emerald jewelry. 
www.caribejewelry.com

CUSTOM 
WOODEN SKIS

A combination of traditional 
craftsmanship and high-tech machines, Monck 
Custom wooden skis are the hottest trend on 
mountain slopes around the world. Stylish and 
unique, they are manufactured near Warsaw, 
in a workshop at the creator’s parents’ house. 
Szymon Girtler takes 50 hours on average to 
give life to each pair of skis. All made from 
poplar and ash wood, these skis are tailored 
in Sandwich technology (used in World Cup 

Racing) to fit individual needs and expectations, 
in terms of height, weight and skill of skier. 

Girtler has named his business Monck Custom 
after Mnich, a mountain peak found in the 

Polish Tatras (actually, “monk” in English but 
“Monck” sounded more original). Like a monk 
devoted to his work and calling, so is his pursuit 

of creating the perfect skis. 
www.monckcustom.com

DELIGHTFUL
GO FOR SHOPPING 
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NATURE-INSPIRED 
WOODEN TOYS

Miami-based Colombian 
fashion designer Silvia Tcherassi is 
known for her casual but luxurious 
fabrics and materials which instantly 
transport us to an effortlessly chic 
lifestyle. Through all her designs, she 
shows fashion has no age or nationality. 
Taking a closer look at Tcherassi’s 
newest collection, it is easy to notice 
the acclaimed fashion designer’s origins. 
This beautiful birdcage-inspired artisan 
bag was handcrafted using ancestral 
techniques of the Mocaná tribe. Helping 
keep the weaving tradition alive, Silvia 
Tcherassi embellishes the Colombian 
mochila bags with everything, like laces, 
and often in a palette of deep, rich 
colours, making each one of a kind. 
www.silviatcherassi.com

Crafted in the Beskidy Mountains, Wooden Story stacking 
blocks and toys improve our senses and take us to a walk in the 
forest. They are made of carefully selected wood that comes 
from FSC certified suppliers and use natural eco-certified 
paints, making sure children play with toys free of any harmful 
substances. Their soft polished finish is given by beeswax and 
botanical oils. Full committed with the environment, Wooden 
Story sells them in eco-friendly canvas bags and boxes that can be 
reused or easily recycled.
Besides those characteristics, there is one thing more that makes 
these toys so special: they can be passed from generation to 
generation. So, the same way the three-generation old company 
owners discovered this passion in their grandfather’s hands, they 
hope one day their customers’ grandchildren discover their own 
Wooden Story in their children’s toys.
www.woodenstory.pl

TEA FROM 
THE AZORES 
A delicate and totally organic premium 
green tea with a taste of Portugal. This tea 

grows in the oldest and only tea plantation in 
Europe, in the mineral rich Gorreana hills, 

located on the island of São Miguel, Azores. 
Beyond its rare flavour, this green tea from 
Azores sold by Lisbon Tea Company is a 

natural source of antioxidants, rich in folic 
acid and vitamins C, K, B1 and B2. Inspired 
by truly Portuguese flavours, the brand has 

been releasing unique and exclusive teas 
that pay homage to Portugal’s most genuine 

products. Lisbon Tea’s “Portugal Collection” 
also comprises Azores Black Tea, Algarve 

Orange Black Tea, or Fundão Cherry Black 
Tea, among others. There is a collection 

dedicated to wine too. There you can find 
other Portuguese flavours, such as Port wine, 

Moscatel, and Ginjinha.
www.lisbonteacompany.com

ART
SCARVES
“What if a work of art 
could be applied to a piece 
of clothing?” That was the 
thinking behind the birth 

of Antiflop.
The brand reproduces 

works by Portuguese artists 
in scarfs, tunics and t-shirts 

made from high-quality 
raw textiles, ranging from 
silk, cotton and kashmir to 

micro modal. You will surely 
fall for the silk scarves 
inspired by Amadeo de 

Souza-Cardoso’s paintings.
Amadeo de Souza-Cardoso 
(1887-1918) was one of the 
precursors of Modernism in 
Portugal. His multifaceted 
work lies at the crossroads 

of all the artistic movements 
of the 20th century.

www.antiflop.pt

BAGS
CRAFTED
BY COLOMBIAN 
ARTISANS

DELIGHTFUL
GO FOR SHOPPING
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Portugal, Poland and Colombia are 
living a period of economic growth. 

The future is optimistic but, in the long 
run, managing these positive results 

will depend on the behaviour of several 
variables that three economists were 

asked to disentangle.

BOOMING

ECONOMIES
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PORTUGAL suffered its 
greatest economic crisis of the past 60 years between 2009 and 
2012, the largest since it began its development process. This 
dramatic period, in which GDP fell 9.6 % cumulatively, total 
domestic demand 16.4 %, and investment nearly 50% (47.9 % in 
gross capital formation), ended in early 2013, when the economy 
once again found its footing. The main question on everyone’s mind 
is how exactly are we managing this growth?
These past four or so years of recovery saw GDP improve 7.4 % by 
mid-2017, more than three-quarters of what it had lost. Domestic 
demand recovered nearly two-thirds of the previous loss, and 
investment bounced back to almost half. This shows that, despite 
recent gains, Portugal is still below the level it was in 2008, and 
having a long way to go to regain initial values. The reason is this 
one is weakest than any of the previous recoveries. The current 
unemployment rate, which fell from 17.9 % in January 2013 to 8.6 % 
in September in 2017, is also still at one of the highest levels recorded 
prior to the 2008 crisis.
Although still underway, this recovery, which can already be 
considered significant, has obvious features. Resource development 
is pivotal to understanding how an economy grows. Thus, before 
considering demand, consumption, investment and exports, which is 
discussed further below, we first need to look at how the trajectory of 
productive factors has behaved.

One could say that the only significant factor in this period of growth 
has been employment, which has already seen more than 400 
thousand jobs created since 2013, over 9 %. This happens because 
the capital stock of companies continues falling, with negative net 
investment since Q4 2011, and labour productivity declined since 
early 2013, with output per worker dropping by a cumulative total 
of 2.6 % in the period. This means only labour has been contributing 
positively to an economy, which is increasingly more decapitalised 
and unproductive.
Employment has gone up. What employment? The largest share 
of those hired, 65 %, are over 45 years old, although those between 
15 and 24 years of age recorded the highest relative growth, 30 % 
against 15 % posted by their elders. Moreover, 30 % of new jobs are 
fixed-term contracts. An analysis per level of education shows a 
drop of 253 thousand people in the employment with a basic level 
of education or less, while there was a rise of 329 thousand on those 
with secondary education and 316 thousand new job placements of 
those with tertiary education. This shows the recovery has continued 
the traditional trend of improving qualifications in the labor force.
As regards the sectorial distribution, the biggest hike in employment, 
in absolute terms, was recorded in �“Manufacturing” (123 thousand 
people), followed by �“Human health and social work activities” (86 
thousand), “Wholesale and retail trade; Repair of motor vehicles 
and motorcycles”�(85), and “Accommodation and food service 
activities”� (76). These four sectors account for 82 % of total growth, 
given that “Agriculture, farming of animals, hunting, fishing and 
forestry” lost 134 thousand jobs, down 31 %. But these aren’t the 
activities that have highest percentage growth since the beginning of 
2013. Those would be “Real estate activities” (49.8 %), “Information 
and communication activities”�(40.8 %) and “Arts, entertainment, 
sports and recreation activities” (34.2 %). 
When analysing demand, the largest cumulative percentage growth 
at constant prices was recorded in imports, which have risen 37.3 % 
since the beginning of 2013. Given exports increased 32.3 % in the 
same period, net foreign demand made a total negative contribution 
to the aforementioned 7.4 % GDP growth. In spite of this, exports 
were still the most dynamic factor in total demand, just as they were 
during the crisis. Then, when domestic demand fell to the already 
stated 16.4 % between 2009 and 2013, exports grew 3.7 % which, 
in the eight years between 2009 and 2017, implied an impressive 
cumulative total increase of 75 %, almost doubling Portuguese sales 
abroad since the international crisis started. Without this surge in 
foreign demand for our products, including services such as tourism, 
life in Portugal would have been a lot more difficult.
As regards domestic demand, the element recording the most growth 
since early 2013 was investment, which increased 21.5 % in gross 
capital formation. However, as previously stated, the starting point 
was so low that, despite this increase, investments made still aren’t 
enough to offset depreciation, which means capital continues to fall. 
Household consumption rose 9.5 %, significantly more than GDP, 
thus increasing the weight of consumption on Portuguese product. 
On the other hand, public consumption recorded a cumulative drop 
of -0.5 %, proving austerity persisted during the period.

ECONOMIST, FULL PROFESSOR AT 
CATÓLICA-LISBON, AND PRESIDENT 
OF THE ETHICS COMMITTEE OF 
THAT UNIVERSITY.

JOÃO CÉSAR
DAS NEVES

RECENT GROWTH 
PATTERNS IN 
PORTUGAL

Secondary
Education

329 thousand 
new jobsfor graduate people

316 thousand 
new jobs

in Real Estate
49.8%
hike

*

*

*

*Between January 2013 and September 2017
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ECONOMIST, ACADEMIC 
AND THE AUTHOR OF SEVERAL 
SCIENTIFIC PUBLICATIONS IN THE 
FIELD OF ECONOMIC SOCIOLOGY.

ADAM 
CZERNIAK 

POLAND’S economy is growing 
at its fastest pace in six years, at a rate of close to 5 % per annum. 
Unemployment is at its lowest since the economic transition, and 
consumer moods are at an all-time high. Despite positive economic 
results and a continuous upward review of economic forecasts, 
incoming macroeconomic data show an increasing threat to the 
sustainability of GDP growth.
Currently, consumption is what most drives economic growth. It 
accounts for more than three quarters of GDP expansion. It is the 
result of the introduction of the 500+ childcare benefit plan in mid-
2016. At present, every family receives 500 zloty (120 euros) per 
month from the State for every second and subsequent child, and the 
poorest Poles receive this benefit even if they only have one child. 
This has raised household income by a few percent, on average, and 
by more than 10 % for families with many children.

Due to the low savings rate, most of the 500+ programme funds 
are spent on current consumption – from increased food purchases, 
greater willingness to buy television, radio, and domestic electrical 
appliances, to increased spending on educational or tourist services. 
The additional income has also increased the creditworthiness of 
low-income earners. As a result, many consumers have decided to 
take out a loan to finance further purchases, which prolongs the 
positive impact the 500+ programme has on the economy.
The positive trend in the labour market is the second factor 
that boosts consumption. There is a systematic decrease in 
unemployment which makes it increasingly more difficult for 
companies to find workers, and employers are forced to raise wages 
to encourage Poles to take up employment. So far, the increase in 
wages, although close to 5 %, is limited by the influx of cheap labour 
from the eastern border. Employment immigration is declining and, 
in a few months, the labour market situation will cause wages to 
increase at double-digit rates. This increase in income will boost 
consumption in the coming quarters.
The future also looks optimistic, due to the influx of EU funds. 
In the middle of the year, the State started implementing large 
infrastructure projects co-financed by Brussels. Public investment 
spending is already growing at a rate of over 20 %, which is very 
positive for the construction industry – turnover in this sector has 
seen a year-on-year increase of 0.25 percentage points. There are 
also many industrial companies that provide building materials such 
as steel bars, sand, cement, and asphalt.
In the coming quarters, when the use of funds will continue to 
accelerate, the economic situation in the construction industry and in 
the related industries will also improve. The situation in the housing 
market is also expected to be favourable. The number of developer 
projects is at its highest, at least since the 2006-2008 boom, and the 
demand for housing will continue to be fuelled by low interest rates, 
which prompts Poles to withdraw funds from their savings and invest 
in real estate, among other things. 
But not all sectors are doing well, however. Contrary to expectations 
and despite a positive economic situation, companies are still 
slowing down, especially those engaged in the processing industry. 
The increasingly acute labour shortage is the main reason for 
the companies’ restraint when spending their savings. Many 
entrepreneurs won’t invest, fearing that they will not find people to 
work in their new factories, stores or service points.
A low investment rate means that an increasing number of 
companies are producing at maximum capacity and are unable to 
meet rising demand. As a result, over the coming years there will be 
a sharp slowdown in growth due to restricted supply, a significant 
increase in wages and prices, or both. Demography also does not 
improve long-term prospects – the number of people willing to work 
will decrease at least throughout the next decade.

On the other hand, the inevitable increase in wages and the price 
of goods produced in Poland will make it difficult for entrepreneurs 
to sell their products abroad. While exports are currently growing 
at a faster pace than the whole Polish economy, fuelled by a euro 
area boom, in a few years companies will most likely find it difficult 
to compete with their western competitors. Therefore, without 
a strong increase in productivity and no investment on high-end 
goods – competitive not because of their price, but because of 
their quality – then international trade will cease to be a source of 
economic growth.
All this makes for an outlook of a slowing economy. Unfortunately, 
the long-term GDP growth rate is much lower than current levels, 
and varies between 2 and 3 %. Thus, we should expect economic 
deterioration in the coming years, whether due to supply constraint, 
price increase, or slowdown in foreign demand. This slowdown 
could be mild if only the government and consumers begin to 
save their increasing income for later. Such savings could be used 
to stimulate the economy during the lack of transitional sources 
of growth, such as the influx of EU funds or the payment of 
educational benefits.

In the coming quarters, when the use of funds 
will continue to accelerate, the economic 
situation in the construction industry 
and in the related industries will also improve.

HOW LONG WILL 
THE NEW SILVER AGE 
IN POLAND LAST?

500zł
childcare 
benefit plan

per month
given to families for every second 
and subsequent child
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THE Colombian economy has exhibited one of the 
highest GDP growth rates in the region over the past decade. Even 
after the financial crisis of 2008, the economy only posted two 
quarters of negative GDP growth in 2009 but with a number for 
the whole year standing at 1.9 %, avoiding what for most of Latin 
American economies was a recession. Even more interesting is the 
fact that since 1903, Colombia has only experienced recessions in 
two years (1928 and 1999) which raises the question as to what 
creates such an incredible resilience.
The first important point is that Colombia is a nation of regions, 
helping it to withstand economic activity shocks. One factor that 
differentiates Colombia from several of its peers in Latin America lies 
in the fact that production is heavily dispersed across its regions. For 
example Bogotá represents 25 % of GDP, while in other countries 
the capital city can reach between 50-60 % of GDP. In the case of 
Colombia, other regions such as Antioquia (14 % of GDP), Valle (11 % 
of GDP) and Atlántico (9 %) are also important helping to mitigate 

the overall impact of shocks given the fact that each region has 
different specializations.
One example of the ability of the economy to weather these shocks 
is the most recent episode which occurred in 2014 and which is 
still affecting economic activity. At the beginning of this century 
Colombia was changing its exports basket which was mostly 
represented by coffee and by 2014 oil and its derivatives’ exports 
represented a little bit over 50 % of the sales to the rest of the world 
while coffee was only 5 %. Hence, when oil prices fell in September 
2014, the country’s national income was severely affected. To put 
it bluntly, since then the country’s exports have fallen from US$60 
billion in 2013 to US$33 billion last year. This 45 % reduction 
in revenues from the rest of the world have imposed important 
adjustments in the economy as a whole.
With less revenues, it was necessary to adjust expenditures, and 
this led to an overall reduction in domestic demand. When there 
is a sharp reduction in revenues a country needs to adapt to its 

Going forward, growth 
for next year should improve 
on the back of higher 
investment levels and some 
mild increase in consumption.

DIRECTOR AND HEAD 
OF THE RESEARCH DEPARTMENT 
OF COLOMBIA AT CITIBANK

MUNIR 
JALIL 

DISENTANGLING 
COLOMBIA’S ECONOMIC 
GROWTH

drop on 
oil exports

EXPORTATION
45%
between 2013 and 2016

new reality and hence, has to spend less and look for alternatives 
to replace the missing revenues. In the case of Colombia, this 
adjustment took place but on a staggered way. The first adjustment 
that took place came from the exchange rate. After years of seeing 
an exchange rate that was favorable for imports, the country 
went through a 47 % depreciation against the US dollar, making 
buying goods from the rest of the world very expensive. Then, 
the adjustment continued through a sharp decline in investment, 
with the largest reduction stemming from those investments 
oriented towards the oil and mining sector. Finally, after two 
years of reductions in investment in the economy (2015 and 
2016), the biggest negative surprise observed this year came from 
consumption. In principle, it was expected for consumption to 
weaken given a tax reform which increased VAT from 16 % to 19 % 
at the end of last year. However, the response of the consumer was 
far larger than any initial estimate and was coupled with the worst 
sentiment observed in Colombia at least since the 2009 financial 
crisis. This is the reason why this year’s GDP growth went through 
several downward revisions with the central bank now expecting 
this year’s growth to be 1.7 %.
The large foreign exchange rate depreciation should have provided 
an incentive to export non-traditional goods as the country turned 
more competitive but this has taken longer than expected. The most 
important reason for this, is the fact that the typical markets for 
the country’s non-traditional exports were Venezuela and Ecuador, 
countries which suffered either the same or even larger reductions 
to its external revenues as they were also heavily focused on oil 
exports. Hence the recovery in non-traditional exports is taking 
longer than originally expected as new markets for those goods need 
to be found. 

With the overall reduction in expenditures, the government had to 
adopt some important fiscal measures as well. Through a couple of 
tax reforms (in 2014 and 2016) it successfully replaced the missing 
revenues from lower oil prices but nevertheless it had to reduce 
spending. Needless it is to say that this reduction affected the ability 
of the government to perform counter-cyclical fiscal policy as it 
has to show a commitment to reduce its fiscal deficit as well as its 
outstanding debt level if it wants for rating agencies to maintain the 
country’s BBB rating.
Going forward, growth for next year should improve on the back 
of higher investment levels and some mild increase in consumption. 
The central bank is expecting for GDP growth in 2018 to be 2.7 %. 
Already this year investment is showing that after two years of 
falling it has stabilized and next year it is expected for it to recover. 
Important infrastructure spending is expected to take place through 
Public Private Partnerships and cities such as Bogotá have massive 
infrastructure development plans which account, only for the 
capital, for expenditures which represent more than 1 % of GDP. 
In addition, stability in oil prices this year has translated into a 
resurgence of investments into this sector, a situation which should 
continue next year. Hence, after the increase in investment takes 
place, consumption should be next but for this what is needed is an 
important catalyst which helps to change the current negative mood 
among locals. This time around, presidential elections, expected 
to take place between May (1st round) and June (runoff) of next 
year could end up playing that role, as the most likely scenario is 
one where the next president is someone who provides a new hope 
and shows a plan to revamp economic activity through a market 
friendlier environment. For this, a set of structural reforms will have 
to be implemented. 
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WALKING

SIDE
BY

SIDE
Colombia’s President Juan Manuel 

Santos and Portugal�s President 
Marcelo Rebelo de Sousa strengthen ties 
to promote economic relations between 

the two countries.
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The enthusiasm of the Colombian leader is focused on tourism, 
agriculture and agro-industry sectors and is based on the fact that 
Colombia is the third most competitive country in Latin America, 
surpassed only by Chile and Mexico and comes second in the 
2017 competitiveness ranking which highlights advancements 
made in productivity and macroeconomic behaviour.   
In 2016, economic growth was 2 % and, in the third quarter 
of this year, the rate held steady at 2 %, within the Finance 
Minister’s forecast for 2017, thanks to agriculture which has 
been the main driver for growth. Next year, expectations have 
the economy expanding 3 %. 
“With peace, there will be more investment by domestic and foreign 
companies, and that means more jobs and more opportunities 
across Colombia. We have also designed a tax incentive scheme for 
companies who invest in former conflict areas”, admits Juan Manuel 
Santos in an interview given to Portuguese daily newspaper “Diário 
de Notícias” during his visit to Portugal.
Legal certainty, a business environment that is conducive to 
foreign investment and the non-existence of barriers that hinder 
reported profits from being transferred out of the country make 
Colombia a safe destination for foreign investment. Added to 
this are political stability, a strategic geographical location, 
middle class growth, available qualified labour and 48 million 
inhabitants, 55 % of which are under the age of 30.
Portuguese exports to Colombia have increased 40 % in the past 
five years, to approximately 47 million euros by the end of 2016. 
And this is far from the 282 million euros that Portugal imports 
(93 % of which are fuel), according to Banco de Portugal and the 
Portuguese National Institute of Statistics. Portugal is already the 
seventh foreign investor in Colombia, focusing in retail, tourism, 
construction, oil services and pharmaceuticals, amongst others.   
In the several interviews given to Portuguese media outlets, 
Juan Manuel Santos invited the Portuguese people to visit 
Colombia and to explore “a vibrant country, that is growing and 
thriving”. Its natural beauty, home to the world’s second largest 
biodiversity, a natural and cultural richness that is matched by 
the friendliness of its people, has the President of Colombia 
saying: “We’re waiting to welcome you with open arms”.

THE economic-peace dividend gained with the implementation of the historic 
peace deal with FARC is expected to materialize gradually, through higher tourism and 
both domestic and foreign investment. During his visit to Portugal in November, where 
he was awarded the “Grande-Colar da Ordem da Liberdade”(Grand Collar of the Order 
of Liberty), Juan Manuel Santos confirmed the growth expectations. The President of 
Colombia named some important achievements of the post-conflict era and highlighted 
the role of Jerónimo Martins in the rise of Colombia’s economy.
Colombia’s peace process is thriving, “irreversible” and should increase economic 
growth by an additional 1 %, at least. An assertion made by the Colombian President, 
who, in November, visited Portugal for the second time as head of State, and expressed 
his country’s interest in receiving increasingly more Portuguese investment. Citing 
the Jerónimo Martins Group as a success story, which entered the Colombian market 
in 2013, Juan Manuel Santos emphasizes: “The Group had never been there before 
and, today, has more than 300 stores in Colombia. I wish the same (success) for all 
Portuguese companies”.

With peace, there will 
be more investment in 
domestic and foreign 
companies, and that 
means more jobs and 
more opportunities 
across Colombia.

Colombian President 
Juan Manuel Santos 
and his Portuguese 
counterpart Marcelo 
Rebelo de Sousa during 
a welcoming ceremony 
in Belém (Lisbon) on 
November 13, 2017.

PORTUGAL GRACES 
JUAN MANUEL 
SANTOS WITH 
ITS HIGHEST 
RANK HONOUR
The President of the Portuguese Republic, Marcelo Rebelo de 
Sousa, this past November awarded the President of Colombia, 
Juan Manuel Santos, the Grand Collar of the Order of Liberty 
“for the fight for peace, liberty and democracy”, and presented 
his wife, Maria Clemencia Rodríguez with the Grand Cross 
of the Order of Infante D. Henrique. An honour bestowed 
following Juan Manuel Santos having received the Nobel Peace 
Prize in 2016 for having put an end to armed conflict with the 
Revolutionary Armed Forces of Colombia (FARC). The peace 
agreement saw an end to a 50-year conflict that killed over 200 
thousand people and displaced approximately seven million 
people. “I will never forget, until the day I die, that the last FARC 
weapon handed to me was given to me by a Portuguese woman. 
This is an image I will take with me to my grave, eternally 
grateful”, the Colombian President recalls during the ceremony.
The Order of Liberty is intended to distinguish relevant 
services rendered in defense of the values   of Civilization, for the 
dignification of the Human Person and for the cause of Freedom. 
The Grand Collar of the Order of Liberty is the highest 
rank of the Order and is granted by the President of the 
Republic to foreign Heads of State. The Grand Collar may 
also be granted by the President of the Republic to former 
Heads of State and to persons whose accomplishments, of 
extraordinary nature and of special relevance to Portugal, 
make them worthy of this distinction.
 

Detail of the Grand Collar 
of the Order of LibertyTURNING PEACE 

IN COLOMBIA INTO 
EVERYBODY’S BUSINESS
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SALICORNIA,
TREASURE 
OF THE 
MODERN 
KITCHEN

9.5mg
of iron 

1.55mg
of calcium

Bitter yet yummy
Sea beans’s fleshy stems are bitter yet yummy. They can 
be eaten either raw or cooked in several ways, excelling in 
fresh summer recipes, raw in salads, steamed or lightly pan-
fried in shellfish dishes. Salicornia is also used as seasoning 
and in both alcoholic and non-alcoholic drinks.

 

 

 

 

 

3.03mg
of potassium

1.4mg
of magnesium

1gr
of fat

16.7gr
of protein

One single plant, 
many different names
Sea beans, pickleweed, marsh samphire, glasswort. You 
may even find it labelled as chicken claws or crow’s foot 
greens, due to its many fleshy branches. But probably 
‘’asparagus of the sea’’ is the one which gives you the best 
hint as to what it looks like. The truth is that it doesn’t 
really matter what you call it because you will definitely be 
able to detect this delicacy in our taste buds. 

0.24gr
of vitamin B2

7%
of sodium
(as opposed to 35 % contained in 
table salt)

 

 

THE name has originated from 
the Latin word meaning “salt” and it is a 
halophyte, belonging to Amaranthaceae 
family. The genus Salicornia is widely 
dispersed in Eurasia, North America and 
South Africa. From a European context, 
salicornia can be found on much of its 
coastline and sporadically where inland saline 
waters occur across the continent. Salicornia 
europaea is the most widely distributed species 
in the salicornia genus across the UK and 
Ireland. The “green salt” has only gained 
popularity in culinary circles over the past five 
years. However, historically, salicornia has 
served as a functional food in colder coastal 
regions of Northern Europe, by providing a 
high level of vitamins in spring, after a winter 
of few nutrient-rich vegetables being available. 
Marsh samphire’s usage has also extended to 
industry throughout the centuries. In medieval 
and early post-medieval centuries, salicornia 
was gathered and burned in heaps and the 
ash fused with sand to make glass. In the 16th 
century, the word “glasswort” was created to 
describe plants (wild or cultivated) growing in 
England that could be used for making soda-
based glass, which explains just one more of 
the plant’s countless designations.For every 100 grams  

Source: the-growers.com
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When you add salicornia 
to fresh oysters you get 
a completely different dish 
in both texture and flavour. 

At school, we were taught there were 
four basic taste receptors: sweet, sour, 
bitter and salty. However, some years 
ago in Japan, a fifth one was identified in 
the central part of the tongue. It is called 
umami and means “delicious”. Curiously, 
one of the characteristics of sea asparagus 
is that savoury taste that acts as a natural 
flavour booster. Its texture, structure 
and morphology conjoin to that very 
special finishing touch in so many dishes 
salicornia is now famous for adding an 
extra twist in flavour.

Yet, salicornia’s food potential transcends 
its unique taste. The plant’s nutritional 
value and medicinal benefits are impossible 
to ignore. It is mostly comprised of 
complex carbohydrates and low in fat and 
calories. Salicornia is an excellent source 
of vitamins, in addition to being rich in 
minerals, calcium, iodine and iron. From a 
medical and pharmacological standpoint, 
several species of the genus salicornia have 
different biological activities such as, for 
example, antioxidant, antibacterial, anti-
inflammatory, anti-tumour properties.
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It is fresh, crunchy, succulent 
and salty and often referred 

to as “the asparagus of the sea”.

FROM PEDESTRIAN 
FARE TO GOURMET 
TREND
Once described as the poor man’s asparagus or 
fishermen’s food, this delicacy is fast becoming a trendy garnish 
in many of the gourmet restaurants all over Europe. In Portugal, 
where salicornia has been considered as a weed and a plague 
of salt pans, its nutritional properties have recently increased 
interest in its production. This marine vegetable can be found 
along coastal areas, mostly in channel margins and salinas in 
Ria de Aveiro, 250 km north of Lisbon, and Ria Formosa, in 
the Algarve, and is planted in December and collected between 
March and September. Start-up companies such as Canal do 
Peixe and Ria Fresh pioneered the production of salicornia but 
Horta da Ria, born last June, is the first one exclusively dedicated 
to growing the green salt. It will sell 100 % biological fresh, 
frozen, dehydrated and picked salicornia - a great side order to a 
deli plate, like cheese and sausages.

Salicornia growing in salt pans in Ilha dos Puxadoiros 
(Aveiro). Here is where local company Horta da Ria 
collects the plant to sell it raw, canned or powdered. 
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Manaure open sky salt mine 
at La Guajira, Colombia
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A SUBSTITUTE 
FOR TABLE SALT
High sodium consumption (>2 grams/day, equivalent 
to 5g salt/day), paired with insufficient potassium intake (less 
than 3.5 grams/day), contributes to high blood pressure and 
increases the risk of heart disease and stroke. As a result, the 
World Health Organisation (WHO) recommends that adults 
consume less than 5 g (just under a teaspoon) of salt per day. 
With this in mind, WHO member states have agreed to reduce 
the global population’s intake of salt by a relative 30 % by 2025.
In order to improve the health of populations throughout the 
world by achieving a gradual reduction in salt intake in processed 
foods as well as salt added during cooking, and at the table, the 
World Action On Salt and Health (WASH) was established in 
2005. WASH is encouraging multi-national food companies 
to reduce salt in their products and working with governments 
stressing the need for a population-wide salt reduction strategy.
Among WASH’s initiatives, there is the World Salt Awareness 
Week, whose theme for 2017 was “Salt: The Forgotten Killer”. 
According to its website, despite the fact that many countries 
around the world are now engaged in salt reduction activities, 
progress has been slow, making the WHO’s deadline hard to 
meet. 
As food insecurity looms large, Salicornia’s nutrition sources 
should not be neglected. Medical research suggests the plant’s 
benefits make it a healthy alternative for salt. As a matter of fact, 
it only contains 7 % of sodium for every 100 grams, as opposed 

to 35 % contained in table salt. Nevertheless, it looks like it will 
take some time for countries to go for glasswort’s cultivation and 
catch up with Holland, France and the UK’s (its top producers) 
numbers in this regard. 
Despite this scenario, some measures are already being taken or 
at least will be in the months to come. In 2018, the Portuguese 
government will set a reduction plan regarding salt, sugar and 
trans-fatty acids present in packaged foods, ready meals and 
cooked meals served in canteens. In Colombia, the Ministry 
of Health is about to limit the amount of sodium in almost 70 
products. Cheeses, tortillas, butter, sausages, tuna and sardines 
are just a few examples. In Poland, where ischemic heart diseases 
were the first cause of death in 2016 too, the food industry is 
taking the lead. Justyna Szymani, Responsible for Development 
and Control of Food & Non-Food Biedronka Own Brand 
Products, says that the main goal is “to get a healthy product at a 
competitive price without losing taste”. Last year, 109 Jerónimo 
Martins’ Private Brand products, in Portugal and in Poland, 
underwent nutritional reformulation, preventing 31 tonnes of salt 
from entering the market. This achievement became possible 
thanks to the efforts of the Group’s suppliers, such as the Graal 
Group, which cut 9 tonnes of salt from its fish production. 
Boguslaw Kowalski, founder and CEO of the leader of the fish 
processing industry in Poland, highlights a growing demand for 
quality by the consumers.

WHO member states have 
agreed to reduce the global 
population’s intake of salt 
by a relative 30% by 2025.

Sodium in the radar
World Action On Salt and Health (WASH) was established 
in 2005. WASH is encouraging multi-national food companies 
to reduce salt in their products
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They say that Winter is the best time to see it 
in its natural habitat. But who is crazy enough 

to venture into the dense Białowieza forest 
in the harsh Winter? 
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THE BISON
OF WHITE TOWER 

CLASSIFIED by UNESCO as 
a world heritage site, the 150 thousand hectares of the Białowieza, the 
White Tower, stretch across Poland and Belarus, in what is considered 
one of Europe’s largest primeval woodlands. It is probably the largest, 
and certainly the last, true remnants of the vast expanse of green that 
has, for centuries, covered the European Plain, a sprawling territory 
that stretches from the Ural Mountains to the Atlantic, encompassing, 
on the western side, Holland, Denmark, the north of Germany and 
of France. The dark shadows of the Białowieza forest, with its leafy 
vegetation and ash trees over 50 metres tall, are home to 20 thousand 
different species of wild animals. 
Among them, the European Bison, known by its scientific name 
Bison bonasus. Today, there are only 800 specimens left in the 
entire Białowieza forest. Avoiding the plains, these bison prefer 
to take refuge under the majestic, ancient trees, which has always 
fed the stories and myths told about that which is the largest and 
most powerful land animal in all of Europe. Weighing a tonne, the 
chocolate-coloured bison have miraculously survived the extinction 
of the megafauna as a result of the Pleistocene climate change, which 
led to the disappearance of the giant tarpan horses, which we saw in 
Avatar, directed by James Cameron, and the mythical aurochs, cattle 
represented in cave paintings from the Neolithic period. From among 
the wild pseudoscientific Nazi projects, was a project to resurrect 

the lost line of aurochs, the colossal ruminants that biologists of the 
Third Reich believed they were capable of recreating exactly using 
a strain from the European Bison. The film The Zookeeper’s Wife, 
directed in 2017 by New Zealander Niki Caro, which tells the story 
of the Żabiński family, who during World War II hid hundreds 
of Jews in their zoo in Warsaw, depicts a disastrous attempt at 
mating a bison captured from the Białowieza forest, where the 
Nazi scientists forget that the pre-historic aurochs were much more 
akin to modern-day cows or oxen than to the Bison bonasus from 
northeastern Poland and other areas.  
Bison were found across all of Europe, inhabiting areas as far as the 
Pyrenees, to the west, and the Mediterranean coast, to the south. 
Then they started to disappear, and today there are only a few 
hundred, most of which find shelter under the ancient trees of the 
Białowieza forest. Those who wish to see them may travel to, or 
even stay at the railway station’s water tower built by Tsar Nicolau 
II. You’ll have a hard time finding them in the Wild, especially in 
the warmer months of the year, when they take refuge in the cool 
confines of the forest, in areas that are inaccessible to human beings. 
But there are a few dozen bison in captivity, in fenced-in areas, 
where they are bred and raised and can be admired by travellers.   
Uncontrolled hunting and the destruction of its natural habitat 
has led to the near extinction of the European bison. From among 
the Bison bonasus subspecies, the last specimen was killed in 
Białowieza in 1921, and the last Bison caucasus was killed in 
northwestern Caucaisa in 1927. In the mid-nineteenth century, 
large-scale hunting led to the permanent disappearance of the 
Bison hungarorum. Gradually, the few specimens that remained in 
captivity were reintroduced into the Wild, which has enabled the 
conservation of the species to this day. However, there was no way 
to ensure the survival of the species which, in 1996, were declared 
to be endangered by the International Union for the Conservation 
of Nature. More recently, in August 2017, the European Court 
of Justice ordered the Polish Government to cease deforestation 
activities in the Białowieza, which were reported by several 
environmental organisations.   

European bison (Bison 
bonasus) standing in 
snow covered forest 
habitat in Bialowieza 
National Park, Poland.

Prehistoric 
Cave 
Paintings
Image of a bison in the cave 
of Altamira, Spain.

LAW PROFESSOR AND HISTORIAN.
MANAGING DIRECTOR AND 
DIRECTOR OF PUBLICATIONS 
AT FUNDAÇAO FRANCISCO 
MANUEL DOS SANTOS

ANTÓNIO 
ARAÚJO 
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With their permanent disappearance, which we hope will not 
happen, an imposing animal, which played a crucial role in 
establishing Poland’s national identity, will be lost to us forever. 
During the Renaissance, a young humanist born around 1480, a 
former student of the Jagiellonian University in Krakow, joined 
Erasmus Ciolek’s Delegation, the bishop of Płock (the easternmost 
diocese of the Catholic Church), in the Bishop’s journey to Rome to 
visit Pope Leo X. Given the Supreme Pontiff’s love of hunting and 
large animals, it was no wonder that, at the time, King D. Manuel I 
sent from Lisbon a lavish assemblage with a ferocious jaguar and a 
magnificent elephant, which paraded the streets of the Eternal City 
on 12 March 1514. The assemblage included a famous rhinoceros, 
immortalised in a woodcut by Albrecht Dürer in 1515, which died 
during the journey when the ship that was carrying it sank just off 
the coast of Italy. The Pope was so taken by his elephant Hanno 
that, when the animal died, he had the various parts of its body 
embalmed, including its penis. Meanwhile, the young Polish poet 
and priest, son of a High-Huntsman, called Mikolaj Hussowski (or 
Nicolaus Hussovianus), dedicated a long ode to the Pope entitled 
Carmen de statura, feritate ac venatione bisontis [Poem about the 
stature, ferocity and hunting of the bison] which was printed in 
1523 and is composed of 1,070 lines and exhaustively describes, in 
grandiloquent Latin, the anatomy, physiology, history and habits of 
the European bison. 
In a time when the Portuguese monarch was offering exotic animals 
from the East and the New World to the Pope, the ode to the bison 
from Poland and Lithuania had a very specific diplomatic purpose: 
in the geopolitics of the time, it was a statement of the might of 
continental mainland Europe, embodied in Central Europe, given 
that the reach of the periphery of the Iberian Peninsula extended 
across the world’s oceans. The Polish bison, praised in Hussowski’s 
verses, found its counterpoint in the Indian elephant offered by the 
Portuguese monarch, King D. Manuel “the Fortunate”, an animal 
that was portrayed by the delicate strokes of master painter Raphael 
Sanzio in a drawing commissioned circa 1514-1516. By receiving the 
gifts from mainland and maritime Europe, Leo X became arbiter 
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British historian Simon Schama has dedicated several 
pages of his extraordinary book “Landscape and Memory”, 
from 1995, to the Polish bison, which has been translated into 
Brazilian Portuguese (“Paisagem e Memória”, São Paulo, 
Companhia das Letras, 1996). For more about the Bison 
bonasus, in English, you can read the book “Bison”, a photo 
album by Andrzej Stachurski, with an extensive introduction 
by Jan Raczyński (Warsaw, AFW “Mazury”, 2003). The 
Nazi project to resurrect the aurochs was studied in-depth 
by Piotr Daszkiewicz and Jean Aikhenbaum, authors of 
“Aurochs. Le retour� d’une supercherie nazie”, Paris, Histoire, 
Sciences, Totalitarisme, Éthique et Société (H.S.T.E.S.), 
1999. There are countless books about the assemblage King 
D. Manuel I sent to Pope Leo X, of note the fascinating 
tale written by Silvio A. Bedini, “The Pope’s Elephant”. 
Manchester, Carcanet Press, 1997. Diane Ackerman’s “The 
Zookeeper’s Wife, A War Story”, 2007, has been translated 
into Portuguese, “O Jardim da Esperança”, Lisbon, Editorial 
Presença, 2008, and Castilian, “La Casa de la Buena 
Estrella”, Barcelona, S.A. Ediciones, 2008. The second part 
of Bob Thomas’s book “Disney’s Art of Animation” speaks of 
the making of Beauty and the Beast. “From Mickey Mouse to 
Beauty and the Beast”, New York, Hyperion, 1991.

SUGGESTED READINGS

A scene from 
“Beauty and the 
Beast” (2017), a 
remake starring 
Dan Stevens and 
Emma Watson. 
The Beast, a bison-
faced creature, 
was actually 
inspired by the 
mammal’s shape.

Bison found in two 
postage stamps 
printed in Poland, in 
the sixties.

Bison  
Grass Vodka
Zubrówka, one of the most 
popular Polish vodkas, is flavoured 
with Bison Grass, a distinctively 
aromatic plant.
The tincture of bison grass also 
gives it the spirit its yellowish 
colour. This vodka is distilled from 
rye and bottled at 40% alcohol by 
volume. Its flavour is described as 
having woodruff, vanilla, coconut, 
cinnamon and almond notes.
The beverage has been produced 
since the 16th century in the Polish-
Lithuanian Commonwealth, in 
the region of the contemporary 
Polish-Belarusian border. By the 
18th century, it was one of the 
favourite raw drinks of nobility and 
peasantry alike.

Today, the iconic attraction of the European bison has not been 
lost, far from it. The Bison bonasus is seen on the stamps and 
philatelic products of several countries, from France to Belarus, 
including Romania, and is a national symbol of Poland. In addition 
to the bank notes of Belarus, they feature on the label of popular 
vodka Żubrówka, produced in Białystok and known as the “bison 
grass vodka”. According to legend, its origin dates back to the 16th 

century – at the time they were part of the assemblages of King 
D. Manuel I and Hussowski’s poem –, when peasants thought of 
adding bison grass to the vodka for flavour, which today is still used 
in bottles of Żubrówka, from Poland, and Stumbras, from Lithuania. 
The creators at Disney also used the bison as a source of inspiration 
for their leading male character of animated movie Beauty and the 
Beast, in 1991, which had a sequel in the recent movie-musical with 
the same name, released in 2017. For the animated movie produced 
in the 1990’s, which revived an old Disney project from the 1930’s 
and 1950’s, illustrator Glen Keane, in charge of creating the Beast’s 
character, combined elements from several animals, amongst 
which, the horns of a buffalo and the mane of an African lion, 
offset by “Paul Newman blue” eyes. It’s hard to miss the obvious 
resemblance to the Bison bonasus in the final result: it’s there in the 
curved horns, which were once used as cups in loud toasts at the 
dinners of kings and princes; and it’s there in the thick fur around 
its neck and belly which, erroneously, naturalists Buffon and Lineu 
believed was not an authentic characteristic of the European bison, 
dismissed as a mere detail associated with a specific climate and 
habitat. Disagreeing on almost everything related to the natural 
world, Frenchman George-Louis Leclerc, Count of Buffon, and 
Swede Carlos Nilsson Linæus agreed on one thing, the notion 
that the European bison was not an original species, but merely 
a wild variant of domestic cattle. They were wrong. Centuries 
later, the fact that two of History’s greatest scientists were refuted 
by a character from an animated movie for children is the most 
conclusive piece of evidence of the Wilderness’s triumph over the 
intelligence of the human species. 

Avoiding 
the plains, these 

bison prefer to take 
refuge under 
the majestic, 
ancient trees.
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and supreme spiritual and temporal commander of Christianity. But 
this wasn’t the only time bison were used as an adornment of power, 
of course, as you may recall, years later, King Stanisław II Augustus 
Poniatowski, the last king of Poland, regularly sent boxes of smoked 
Bison bonasus meat to Catherine the Great, his liege and lover. 
Prior to this, as referred to in Norman Davies’ “God’s playground”, 
a renowned book about the history of Poland, the hunting of 
Białowieza bison was staged and shown as being akin to bullfighting 
in the Iberian Peninsula or, more precisely, Spain. At least, that 
is how it was portrayed in a description of a hunt in Podolia in 
the authoritative book “Polonia, sive e situ, moribus, magistratus 
et republica regni Polonici”(Polonia or About the Geography, 
Population, Customs, Offices, and Public Matters of the Polish 
Kingdom) which Martin Cromer published in 1577. Once again, 
the animals were pawns in an elaborate game of chess, where, in 
a delicate political and diplomatic, or symbolic and cultural web, 
several interests were being disputed, which went way beyond the 
powerful Iberian bulls or Polish and Lithuanian bison. 
Nazi leader Hermann Göring used White Tower as one of his 
hunting grounds. Just a few kilometres from where millions of 
Jewish families were being massacred (the Jews made up 12 % of 
the Białowieza population), the Reichsmarschall and his guests 
entertained themselves by shooting bison and elk, foxes and 
other wild animals. And before that, at the end of the First World 
War, starving German armies gunned down hundreds of bison 
in Białowieza, decimating what were, almost, the last specimens 
of the largest land mammal in Europe. But it was thanks to 
Göring’s passion for hunting that the sacred White Tower forest 
was granted protection against those who wanted to destroy it to 
stop hundreds of Jews and resistant Poles from hiding among its 
trees. It would, however, be Göring’s Luftwaffe plane that would 
bomb Białowieza’s small church, much to the local population’s 
dismay, which also bitterly bore witness to the destruction of the 
Tsars’ hunting lodges, burned by German troops as they escaped. 
During the communist regime, they were replaced by horrendous 
reinforced concrete constructions.  



PASSIONforFOOD

BEER
AT A FRIEND’S PLACE

They couldn’t find a place to drink good beer, 
so they decided to create their own brewery. 

When they opened their Browar Rzemieślniczy 
ZZ in Wojkówka five years ago, they were the first 

brewers in the Podkarpacie Region. Since then, 
interest in craft beer has grown so much 

that competition is becoming fierce. However,
 they can still be proud of their excellent, 
unfiltered beer brewed with spring water.
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Crafting a passion 
In the world of brewers, no one is particularly surprised with Piotr 
Zajdl and Krzysztof Ziobro’s history. After all, most people making 
craft beer in Poland nowadays are passionate about what they do, 
those who started out in the comfort of their own home, to later 
make their debut on a wider scale. It was no different in this case, 
although Piotr and Krzysztof preferred drinking beer to brewing it at 
home. Their favourite place was the CK Browar brewery in Cracow, 
where they would go from their home town – Krosno – several times 
a month. When they became tired of travelling, they decided to take 
a chance and open a similar place in their region, where you could 
only dream of having local beer.

NOBLE AMBIENCE
By creating the Browar Rzemieslniczy ZZ brewery, Piotr and Krzysztof 

wanted to uphold the noble tradition of brewing beer. That’s why 
they bought an old manor house style school, which had the perfect 
environment for their brewery concept. The red bricks, tile stoves, 

and wood trim make this place stand out.
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Every year in Wojkówka, 20 types of beer are produced, 
but you can taste only six of them per day. In the Autumn, 
you’ll always find dark beer on the menu and, in the Summer, 
as the temperature outside increases, you can cool down 
while having lighter, upper-fermented beer.

20 BEER VARIETIES

MANY CHOICES 
FOR EACH SEASON 

A TASTE OF NATURE
The second thing that makes the brewery so unique is its location. 

Only 13 km from Krosno, in the immediate vicinity of the Wisłok valley 
and on the Czarnorzeki-Strzyżów Landscape Park border. The green 

surroundings have a direct impact on production, which, for ecological 
reasons, is limited to the necessary minimum. 
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Less 
is better 
Machine operation 
is also restricted to a 
minimum in the brewery. 
As is customary for craft 
production, in Wojkówka 
almost everything is done 
manually. Initially, when 
800 litres of beer were 
brewed, the owners did 
everything alone. Now, 
as production has increased 
fivefold, they have three 
employees to help them out.
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THE BEST WAY
TO END A WORKDAY

Piotr and Krzysztof have no doubt that their beer tastes best
 in the brewery, served in special thick-bottomed pint glasses imported 

from the Czech Republic. The owners dream about their brewery 
becoming similar to a Czech one, where everyone stops off on their way 

home from work. Well, given that the interest in local beer has grown in 
recent years, chances are big. Having competition also works in their favour.

100 % NATURAL
Microbreweries typically decide what beer they will brew at any given time, 

thanks to beer being prepared in small brewing batches – warka. Sometimes 
Piotr and Krzysztof spontaneously decide to try new recipes. 

However, regardless of the style, all beers from Wojkówka are unpasteurised. 
That is why they can’t be bought outside of the region, as there is a high risk 
that they would not survive the trip. Those who are willing to take beer home 

can ask the bartender to bottle their favourite one.
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FLOURISHING 
TOGETHER

86.87

FLOURISHINGTOGETHER

The key to sustainable growth and consistent prosperity 
is a badly kept secret that lies at plain sight for those who 
really want to see, like Helen Keller, who phrased it like 
no-one else before: “alone we can do so little; together we 
can do so much.” That’s why, in the Jerónimo Martins 
Group, we choose to see. We choose forward. We choose 

inclusion. We choose growing together.
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FLOURISHINGTOGETHER

88.89

BEING

PART
 OF THE COMMUNITY

At first, you engage. Then, you commit. 
In the end, you belong. That’s why, at Jerónimo 

Martins, we play an active role in the communities 
in Colombia, Poland and Portugal. Together 

with local institutions, we help projects that focus 
on protecting and educating children 

and on fighting malnutrition, among many others.
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FLOURISHINGTOGETHER

FUNDAÇÃO 
OBRA DO ARDINA
FOSTERING, PROTECTING AND EDUCATING  

THE century-old foster home has already been on the 
verge of closing its doors. But since 2011, with the arrival of a new 
Director, everything has grown: school performance has improved 
and the age limit of the children who can stay at the home has 
been raised. And love has grown even more. 
When, six years ago, Carlos Diogo entered the foster home run 
by Fundação Obra do Ardina, in Lisbon, he liked the “kids”, as 
the affectionately calls them, but he didn’t like the numbers: only 
a 20 % school success rate and an age limit of 21 for children to 
live in the only safe place they have ever known. The head of the 
foster home changed the dynamic and started with that which 
he considers to be the most important pillar: eating habits, with 
support from the Jerónimo Martins Group.“Without proper food, 
none of these kids can go to school and feel well”, he states. 

One of the Foundation’s pillars is Education. 
The children at the foster home have a 100% 
school success rate.

This association was created in 1942 to protect 
the ardinas: children that distributed newspapers 

in the city of Lisbon (Portugal). Today, it is a foundation 
and a foster home for boys and young men between 
the ages of 10 and 25 who are at risk. It is currently 

home to 28 Portuguese children.

THE MISSION
AND GOALS

The 28 boys who are currently living at the foster home are 
involved in the entire process: they do the shopping, plan menus, 
and even cook meals at the weekends. Some attend cooking 
courses and teach the younger children. “We have 13-year-old 
boys trying to decide whether to take a course in Mechatronics or 
Cooking”, says Carlos Diogo. The current Director affirms that 
none of these positive results would have been possible without 
help. “We are on a journey of growth: we are the engine, and the 
Jerónimo Martins Group is the fuel”. 
On 1 January 2018, a new Portuguese Law comes into effect 
allowing young adults up to the age of 25 to stay at these types of 
foster homes, which take in children whose families are unable to 
support them. “It’s a very important law. We are the foster home 
in the district of Lisbon with the highest average age: 18”.

TAKING CARE AS IF THEY 
WERE OUR OWN
The Fundação Obra do Ardina has gained, above all, more time 
with the boys to fulfil what it believes to be its main mission: 
“We aim at integrating these kids into society and we also want 
them to do their part, to contribute”. In six years, the foster 
home has achieved goals which once seemed impossible: for the 
second consecutive year, it has a 100 % school success rate, one 
of the boys was accepted to a Pharmacy course, and many others 
have found employment where they did their traineeship. “We 
want to treat them as we would our own children. That is how 
we educate”.

“JERÓNIMO 
MARTINS IS A 

GOOD EXAMPLE 
OF HOW TO 
EXPAND: BY 

EMBRACING US”

HOW WOULD YOU DESCRIBE THE GROWTH OF THIS FOSTER HOME?
I am the first to grow. And it’s something that happens every day. The challenge of working 
with these children is a unique experience. We know that we are contributing towards their 
development, that we are giving them a voice. We want them to take their place as people. 

WHY IS IT IMPORTANT TO TAKE IN YOUNG ADULTS?
This year we have already taken in two young adults, one aged 17, and the other 18. If the 
Jerónimo Martins Group thinks sustainability, it makes us think the same way. Our job is to 
foster, protect and promote the education of these boys, and their entry into the job market.

DO YOU MONITOR THEIR DEVELOPMENT, EVEN AFTER THEY LEAVE?
Yes, of course. One returned to Guinea and we talk every day through WhatsApp: he asks us 
for medication for him and his mother and we usually send him packages; aid which is also 
provided by Jerónimo Martins.  Some even visit and introduce their children to us. We are 
part of their lives, which for us is a sign that they recognise how much they grew with our help. 
Because here they not only grow up, they expand as well. And Jerónimo Martins is a good 
example of how to expand: by embracing us.

CARLOS DIOGO
INTERVIEWING

DIRECTOR OF THE FOSTER HOME RUN BY FUNDAÇÃO OBRA DO ARDINA

Fundação Obra do 
Ardina started out 
as an association 
in 1942 and fosters 
at-risk children.

“We are on a journey 
of growth: we are 

the engine, and the 
Jerónimo Martins 

Group is the fuel”. 
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FLOURISHINGTOGETHER

GROWING up in an orphanage 
can limit the future. In Poland, a project was launched which aims at 
helping these children make dreams, that seemed impossible, come 
true. Biedronka has been backing the programme since 2011.
“For some of these children, taking part in the football championship 
allows them, for example, to travel by plane for the �rst time”, 
explains Sylwester Trześniewski, one of the Hope for Mundial 
association’s mentors, which organises football tournaments for 
children who live in orphanages. �e idea isn’t to turn them into the 
next Cristiano Ronaldo or Messi, but to give them hope, something 
they are sorely lacking. “It is not easy to reach them given that they 
don’t trust anyone, but we found a way to win them over”, adds 
the Pole, who has seen Hope for Mundial go from an idea to an 
international movement. “When we started out, our aim was to 
create an international championship, which was only possible with 
the support of our partners, like Jerónimo Martins, who joined us in 
our second year of operation”.

HOPE FOR MUNDIAL  
WINNING THE INCLUSION GAME 
THROUGH FOOTBALL 

An association to organise football tournaments 
for children living in orphanages all over the world 

was founded in Poland in 2010. In addition 
to the World Cup, in which children from several 

countries participate, there are also national 
championships in Poland, Germany, Holland, 

Thailand, Belarus and the Czech Republic. In 2018, 
the association aims at launching a coaching course
 for children who turn 18 and leave the institutions. 

5,000 children are part of the programme.

THE MISSION
AND GOALS

THE WORLD CUP IS HELD EVERY 
YEAR WITH 30 TEAMS 
In Poland, 40 teams are part of the national championship, and 
tournaments include an additional 60 teams. �e World Cup is held 
every year with 30 teams. Besides the national championship in 
Poland, the association organises a global tournament – the World 
Cup. Germany, Holland, �ailand, Belarus and the Czech Republic 
also have national championships. Overall, the programme includes 
5,000 children and, in 2017, approximately 9,000 people came to see 
these children play at a football stadium. 
In addition to �nancial aid, Biedronka donates food products 
during the World Cup. “It doesn’t seem like much, but to these kids 
it’s a day of celebration, says Sylwester Trześniewski.
�e purpose of the association isn’t to train football players 
– although some of the youngsters have gone on to become 
professional players. “If they can work here, as a team, I believe they 
can do the same in their personal and professional lives”, says the 
project’s mentor. 
For 2018, Hope for Mundial aims at launching a new programme 
for those who have completed their high school studies and have to 
leave the orphanages. “We want them to come back. We want them 
to become coaches and to help the younger children”, says Sylwester.

This programme 
isn’t about 

football, 
it’s about how 

we can help the 
children grow.

“THE IDEA IS 
TO GIVE THIS 

CHILDREN 
HOPE”

HOW HAS HOPE FOR MUNDIAL EVOLVED SINCE IT FIRST BEGAN UP TO NOW?
When we started out, the association was very small, but our ambition was to create an 
international championship, which was only possible with the support of our partners, like 
Jerónimo Martins, who joined us in our second year of operation. The programme has grown a 
lot since then: in addition to the national championship (in Poland), we created the World Cup, 
and some countries also have a national championship (like the one we have here in Poland).

HOW DOES THIS PROGRAMME ENCOURAGE HUMAN DEVELOPMENT?
It is a difficult group because most of these children don’t have parents and, therefore, don’t 
trust anyone. It is very hard to do anything with them, but we found a solution: they like 
football and with it we found a way in. However, this programme is not about football, it’s 
about helping the children to grow up. If they can work here, as a team, I believe they can do 
the same in their personal and professional lives. These children live on the margins of society, 
and football – this is my hope – could give them a chance to start a new life.

HAVE PROFESSIONAL PLAYERS EMERGED FROM THESE CHAMPIONSHIPS? 
Some players are in the second and third leagues, and there are some countries in which these 
children have reached the premier league. But they are few. The purpose of this programme 
isn’t to train professional players, considering that these children also started playing later in 
life, but they could become coaches and help other children living in orphanages, because no 
one understands them better than they do. Today, in Poland, some of the children who took 
part in the championships or in the World Cup are coaches. 

SYLWESTER TRZEŚNIEWSKI
INTERVIEWING

CO-FOUNDER OF HOPE FOR MUNDIAL
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FLOURISHINGTOGETHER

IN just one year, Jerónimo Martins has donated food for 
children through the Colombian programme, corresponding to an 
increase of 130 tonnes of food, when compared to the previous 
year. Madres Comunitarias take care of children whose mothers are 
struggling to survive every day in the country’s lowest-income areas.
“We are able to provide 70 % of the nutritional needs of these 
children. For many of them, these are the only meals they have 
during the day”. These are the words of Juan Valencia, head of 
the Madres Comunitarias (Community Mothers) programme 
of the Instituto Colombiano de Bienestar Familiar (ICBF), the 
Colombian Institute of Family Well-being that supports the feeding 
and development of children from birth to the age of five. In 2016, 
aid increased: more than 268 children were helped, an investment 
of 82,000 euros which translates into over 130 tonnes of food, 
provided by Jerónimo Martins. An increase of 55 %, compared to the 
previous year. 

MADRES COMUNITARIAS  
MORE CHILDREN WITH FOOD AID 

THE MISSION
AND GOALS

“WE ARE ABLE 
TO PROVIDE 
70% OF THE 

NUTRITIONAL 
NEEDS OF 

THESE
CHILDREN.”

HOW HAS THE MADRES COMUNITARIAS PROGRAMME EVOLVED?
It has seen exponential growth: when it was created, in 1986, we had between 1,000 - 2,000  
community mothers. Now, in 2017, there are more than 53,000, with an employment 
contract. Besides ensuring their nutrition needs, to which the IBCF and other partners 
also play a big role, these “mothers” take care of children from neighborhoods in their own 
homes thus ensuring they receive dedicated attention needed for their social development.

WHAT IS THE MAIN DIFFERENCE BETWEEN THE DEVELOPMENT OF THE CHILDREN IN THE 
PROGRAMME COMPARED TO THOSE WHO ARE NOT PART OF IT?
The difference is huge, both in terms of nutrition and education. For many of these children, 
the only food they eat during the day are the meals given to them by the community mothers: 
three meals a day. The children who are not part of the programme suffer from malnutrition 
and have developmental delays, they are not able to integrate into society and are not in school. 
Receiving this aid is vital for them to survive and have a future.  

DOES THE INSTITUTE HAVE A PROGRAMME FOR OLDER CHILDREN?
There are two groups that need aid: the first is the early childhood group, from birth to the age 
of five; the second group encompasses the other ages. For these age groups, we don’t have an 
established aid programme. What we do is prepare these adolescents to face life. The Institute 
is mainly dedicated to the feeding and development of younger children. There are other 
Colombian institutions that have programmes for older children.

JUAN VALENCIA
INTERVIEWING

DIRECTOR OF MADRES COMUNITARIAS Y PRIMERA INFANCIA

MALNUTRITION MAY LEAD 
TO GROWTH PROBLEMS 
In 2017, there are now 53,000 women who dedicate themselves to 
a task which today is considered a paid job, with the right to an 
employment contract, something the ICBF has been �ghting for for 
many years. 
�e government initiative has managed to support increasingly more 
minors with help from the Institute, which emphasizes the important 
support from Jerónimo Martins in increased food aid. It makes 
all the di�erence to the future of boys and girls who are part of 
Colombia’s poorest classes. “Children who are not in the programme 
su�er from malnutrition and have developmental delay, they are 
unable to integrate into society and are not in school”, stresses Juan 
Valencia, who also stresses the work of community mothers not only 
in relation to feeding, but also child development. “�ey not only 
help feed the children, they also focus on their physical and mental 
development”, says the director.
Jerónimo Martins provides support in Colombia through the 
Ara supermarkets and an ICBF representative monitors the aid 
given to community mothers. �e group has held workshops 
for new babysitters who have joined the programme. �e group 
also organises other events where these women learn methods 
for handling foodstu�s, as well as the need for children to have a 
balanced and controlled diet.

Today, there are already 53,000 women who take 
care of children, from birth to the age of five, in 
their own homes. 

Launched in 1986 and regulated in 1989, 
this government programme run by the Instituto 

Colombiano de Bienestar Familiar (Colombian Institute 
of Family Well-being), supports over one million 
seventy thousand children, from birth to the age 
of five, from Colombia’s lowest-income areas. 
The programme consists of support provided 

by Madres Comunitarias (Community Mothers), 
more than 53 thousand women who look after children 
in their own homes, feed them and help them develop 

physically and mentally.
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Suppliers are at the heart of almost every company’s 
activity. Therefore, establishing long-term 

relationships with strategic suppliers is a critical step 
in generating win-win situations and enabling the 

business to develop. The fresh goods that hit Jerónimo 
Martins Group’s store shelves carry the loyalty and 

strength of those partnerships in their taste. 

FLOURISHINGTOGETHER

RAW
MATERIAL OF GROWTH
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HOW DID YOUR PARTNERSHIP WITH JERÓNIMO MARTINS BEGIN?
Our partnership with Jerónimo Martins began in 1982. At the time, our products were being 
sold at Mercado da Ribeira, a traditional food market in Lisbon, where we were contacted 
by Mr Armando Almeida. It was from this supply market that fresh produce was sent to the 
company’s first stores. After working with Jerónimo Martins for 2 years, my father decided 
to radically change our production and operation. We created a small logistics centre and our 
products were collected and delivered directly to the stores without going through the market 
in Lisbon. I remember his trusting words, candidness, and great sense of responsibility when 
he spoke of Mr. Alexandre Soares dos Santos and his family. This trust and sharing of values 
was very important and continues to be at the core of our relationship with Jerónimo Martins. 

HOW HAS ESTÊVÃO LUIS SALVADOR BENEFITED FROM THIS PARTNERSHIP? 
Jerónimo Martins has always been a very demanding partner and that has contributed 
greatly to the development of our company. ELS today is an IFS-FOOD certified company, 
and we use technology at a production, processing and logistics level that is on par with 
the best in the foreign market. In our case particularly, it opened the doors to the Polish 
market and we now have a logistics centre in Pruszków, as the result of our relationship with 
Biedronka. This year, we have also started exporting to Colombia, “piggybacking” on Ara. 
I had the opportunity to visit Ara stores, which not only carry our products, but those of 
other Portuguese brands as well, and it’s a shame that few people in our country are aware of 
this. We cannot speak of development and growth without adopting what we learned from 
working with Jerónimo Martins as a motto.

WHAT IS THE SECRET TO THE SUCCESS OF THE COMPANY’S GROWTH?
I believe that the sound environment we have created with our partners is what has allowed 
us to grow at a considerable pace and to have resources to support a strong investment 
policy. We owe our growth to that, but also, and perhaps more importantly, to having 
recruited and integrated very talented people with our company. 

WHAT ARE THE MAIN CHALLENGES THAT ELS FACES IN THE SHORT AND LONG-TERM? 
The best way to measure the success of a company is by the impact it has on the people 
around it, be they employees, customers, suppliers or neighbours. One of ELS’s greatest 
concerns is ensuring that we pass on that which is fundamental to the next generations, 
such as the lands on which we grow our crops, or the water we use in optimal conditions 
and managed as efficiently as possible. Twenty years from now, these resources will be 
even more important given the accelerated growth of the global population, which makes 
conserving these resources essential. 

WHAT MAKES YOU DIFFERENT FROM THE COMPETITION?
No other company in Portugal has the same number of references in fruit, vegetables and 
legumes. This production capacity and our ability to integrate multiple processes with our 
business has allowed us to grow, and also to contribute to creating economies of scale and 
efficiency, which are very important when it comes to managing our business. One of the 
qualities that people who work with us every day recognise is our work capacity, dedication 
and desire to innovate. This desire to innovate has often also been stimulated by the inputs and 
challenges Jerónimo Martins has presented us, which have led to major accomplishments. For 
example, using so-called “non-confirming” products that cannot be sold as is, either because 
they aren’t the right calibre or are deformed, which are all currently used to supply the JM 
Kitchens as pre-cut and washed products.

HOW DO YOU ENSURE THE FLAVOUR AND QUALITY OF YOUR PRODUCTS?
Firstly, being very close to and controlling the raw materials we produce has allowed us 
to ensure that production and quality accompany the growth of our company. We have a 
quality control department with qualified technical personnel who manage and control 
production. The fact that we work with a very wide range of products allows us to manage 
land more efficiently, and ensures that the land is always in good condition. And having a 
very strong and efficient logistics network allows us to choose the production location best 
suited to each product.

INTERVIEWING

DIVERSITY 
AND MODERNITY 
AT THE HEART 
OF TASTE

FLOURISHINGTOGETHER

ELS sells fruit, vegetables and legumes fresh, 
packaged, and washed, packaged, ready-to-eat and 
ready-to-cook.

FRANCISCO
SALVADOR                    

POSITION 
CEO AT ESTÊVÃO LUÍS 
SALVADOR

HOW THE COMPANY 
HAS GROWN 
300 DIRECT JOBS
400 INDIRECT JOBS
TURNOVER: 65 MILLION EUROS
3 LOGISTIC CENTRES
PRODUCTION: 100 MILLION KILOS
OF FRUITS AND VEGETABLES
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ELS (Estêvão Luís Salvador) is a six-generation family business that sells 
a vast array of fruit and vegetables to Jerónimo Martins Group’s stores in Portugal, 
Poland and Colombia. Its Director, Francisco Salvador, explores the concept of success 
mirrored by the company and how working with Jerónimo Martins has been playing a 
major role in that.
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FOUNDED in 2002, Agroserw 
has developed from a small family-run business to a big and reliable 
company. That very year, the fresh fruit and vegetable company 
became a strategic partner for Biedronka. Pawel Jendrzejczak, co-
owner and founder of Agroserw, goes over its growth path, and the 
biggest achievements and challenging moments of the 15  years of their 
solid cooperation. 
The fruit and vegetables market is very demanding, since it deals 
with fresh products. That is why any company has to be very 
cautious regarding every step of its production, storage and sale. As 
Pawel explains: “We never act hastily. Every decision regarding a 

new product, increasing volume or changing technology is settled 
with our customers.” And so was the decision of starting the 
cooperation with Biedronka.
At that time, the company’s warehouse and storage capacity was 
limited to 400 m2 and they worked with old and used machines. 
Three products were distributed to Biedronka: apples, bananas and 
tomatoes. The company grew overnight, in size, employees, suppliers, 
profits, and purpose: “The turnover systematically increased 
between the 10  % to 15 % per year. The mutual trust and partnership 
have enabled us to invest in new technologies and develop our two 
companies”, says the co-owner and founder of Agroserw.

TAKING A LEAP 
OF DIMENSION

PAWEL 
JENDRZEJCZAK                       

POSITION 
CO-OWNER AND FOUNDER 
OF AGROSERW AND THE 
CHAIRMAN OF THE BOARD 
IN GOLD SAD

Prior to that, and thanks to its stable participation in Biedronka, 
in 2005, Agroserw built a new 1200 m2 warehouse and they 
replaced their machines. In 2010, a 3500 m2 warehouse was 
opened with modern storage chambers and the newest sorting 
technologies. With the introduction of new fruits and varieties 
in the following years, their storage capacity once again was not 
enough anymore. “We introduced a very old apple variety called 
“Antonówka”. This variety is very rare and it is mainly used for 
baking and salads”, tells Pawel. The warehouse is now 8000 
m2. The investment only became possible with the support of 
European funding.
The company is able to supply all kinds of fruit which are grown 
in Poland. It also delivers fruit to Pingo Doce in Portugal. To 
Pawel, “the cooperation with Biedronka is not only about selling 
products”. “We participate in trainings, meetings, research, 
domestic and international fairs. All the activities have one 
goal: preparing implement innovative solutions in order to offer 
the best product on the market and to be one step ahead of our 
competitors. Competition is very big on our domestic market.” 
He sees the partnership as “a good marriage”, which, like any 
other, has its ups and downs, its milestones and difficulties. Hard 
times can pull couples apart or bring them closer together. That 
applies to business partners too. Besides, every growing business 
goes through growing pains. Agroserw’s growing pains were 
eased and pains became different as the business grew: “One 
of the main obstacles was the change in packaging technology. 
The first change took place in 2005 and for us it would mean a 

redevelopment of the whole technological chain. Due to that we 
were initially against it. It is obvious that consumers have their 
demands, but the supplier has to pay for the changes, so we were 
not always willing to agree, but over a time we understood the 
importance of displaying goods. After all, there is more turnover 
that covers the costs incurred.” 
The introduction of soft fruits (peers, cherries, strawberries and 
plums) in 2014 was another very important challenge: “No one 
was able to determine the demand. There was either lack of goods 
for the order, or left goods in stock, and, the next day, all of that 
which was not used, was only suitable for juices. Nobody likes 
to lose money, so there was a struggle to adjust the orders to the 
needs and possibilities to tackle that.”
There were some periodical difficulties in adapting to changing 
expectations of Biedronkas’ clients. Both in terms of matching 
of the machine stock, structures and methods of obtaining raw 
materials as well as the efficiency in ensuring an adequate level of 
price competitiveness. 
There were also some times where buyers did not completely 
understand the particularities of the production process: “This 
is not a kind of product which is awaiting on shelf for shipping, 
it is a living organism that needs special treatment. After a long 
explanation, buyers finally understood it.” 
Fifteen years after taking the leap of growth with Biedronka, the 
co-owner and founder of Agroserw makes a positive assessment 
of this journey and believes that the largest chain of supermarkets 
in Poland has also learned from and grown with his company.
                     

The Ligol apple variety is bred 
in Poland, and it is becoming 
more and more appreciated 
throughout Europe.

HOW THE COMPANY 
HAS GROWN
- 2002
400M2 HALL
USED MACHINES
3 PRODUCTS

- 2016
8000M2 WAREHOUSE
ADVANCED TECHNOLOGY
A WIDE RANGE OF FRUITS
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FLOURISHINGTOGETHER

CEREALES Selecta started out in October 2014 as a 
venture of a group of friends interested in producing oats, granolas and other nutritious 
food. Right after the company’s creation, its granola began arriving in Ara stores. In 
this interview, the director of Cereales Selecta, León David Echandía Bustamante, 
reviews the three-year involvement with Jerónimo Martins and shares the secret of this 
successful partnership.

A SOLID 
BEGINNING

HOW DID THIS FORAY INTO ARA BEGIN AND WHAT ADVANTAGE HAS IT BROUGHT TO 
THE COMPANY?
We started with Ara in December 2014, supplying two references of 200-gram packs of 
granola. The product was quickly well received by the consumers, which enabled us to 
offer new references, that were gradually coded through liaison between the commercial 
and quality departments. There have been many advantages, as it has enabled us to grow 
as a company not only from a quantitative point of view but also in a qualitative way, as the 
standards of quality are quite strict and that means that we have to be increasingly well 
prepared and very competitive.

TO WHAT EXTENT DO THE VALUES AND VISION OF YOUR COMPANY FIT THOSE OF THE 
JERÓNIMO MARTINS GROUP?
We are convinced that value-creation and sustainable development form the structure that 
enables us to continue over time as a company and those are aspects common to the Jerónimo 
Martins organisation.
With regard to strategies, we also have things in common, such as permanent innovation, 
which leads to obtaining competitive advantages, and the incorporation of state-of-the-art 
technology, which brings efficiencies.  Plus, the development of economies of scale, which 
help the business to achieve balanced growth.

WHAT FACTORS ENABLE YOU TO STAND OUT IN THE MARKET AND DIFFERENTIATE 
FROM THE COMPETITION?
We are a company that is highly competitive regarding service as well as regarding the 
development of functional, healthy and natural products, which are part of a fair price policy, 
and are readily available to the general public, and we are committed to promoting and 
spreading healthy eating habits.

WHAT CONDITIONS ENSURE THE FLAVOUR, QUALITY AND SUCCESS OF YOUR 
PRODUCTS?
The quality of the manufacturing inputs and best practices make our products reliable and 
delicious foods, along with the constant search for formulas with a balance between flavour 
and nutrition.

WHAT IS THE SECRET OF YOUR GROWTH RECORD?
A great work team who are committed, diligent and geared towards service; the belief that 
we’re in the right business, follow the global food trend and have fair prices. All that has led 
Selecta to enjoy solid growth during its short life and we are convinced that this is only the 
beginning, as we have great expectations for growth and consolidation. 

 
INTERVIEWING

HOW THE COMPANY 
HAS GROWN 
Selecta has grown considerably 
since 2014, when it partnered with 
Jerónimo Martins. After only three 
years, the company has grown 
exponentially. 

EMPLOYEES
2014 – 9
2017 – 82
VARIATION: 9 X

SALES 
2014 – 228 MILLION 
COLOMBIAN PESOS
2017 – 16.8 BILLION 
COLOMBIAN PESOS
VARIATION: 74 X

FACILITIES
2014 – 790M2

2017 –  3,100M2

1. Consolidating our relationship with Jerónimo Martins, 
improving our service level, auditing and the number 

of coded products.
2. Continuing with the process for automating 

our production plant.
3. Developing new functional, healthy products.

4. Obtaining HCCP certification in June 2018 and starting 
the ISO 22000 certification process
5. Starting to sell in foreign markets

5 SEEDS TO GROW

Cereales Selecta 
is dedicated to the 
processing and selling 
of oat cereal products. 

LEÓN 
DAVID                         

POSITION 
CO-FOUNDER 
AND DIRECTOR 
OF CEREALES SELECTA
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Over the last 30 years, more than 600 management 
trainees in Portugal, Poland and Colombia embarked 

on a professional journey with Jerónimo Martins. 
Some are now heading the leading businesses 

of the Group. Others are blossoming their leadership 
skills for the future.

PEOPLE
MANAGING

THE BEST 

FLOURISHINGTOGETHER
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LUÍS Araújo joined Jerónimo Martins in 1995 as a Management Trainee 
and, like many others before and after him, started out in Operations, which include 
stores and logistics. The following year, he served as Assistant Manager at Recheio, in 
Braga, North of Portugal. In this journey, Luís became a Marketing expert and an IT 
connoisseur, while taking MBA classes on Fridays. In 2012, he accepted the challenge 
of leading Pingo Doce’s growth against a backdrop of the worst economic recession 
Portugal had ever seen in recent years. And succeeded. Since early 2016, Luís has been 
the man at  the wheel of Biedronka, the undisputed food retail leader in Poland, which 
accounts for more than two-thirds of the Group’s consolidated sales and EBITDA. In a 
conversation with FEED, Luís shares some key moments of his path that illustrate the 
culture and values of what being Jerónimo Martins is all about.  

SUCCESS LIES IN FOCUS, 
DEDICATION 
AND RESILIENCE 

IN ALMOST 22 YEARS AT JERÓNIMO MARTINS, IN WHICH DEPARTMENT, SITUATION, 
PROJECT OR CHALLENGE DO YOU FEEL YOU GREW MOST PROFESSIONALLY? 
The biggest challenge that I had to take on was managing Biedronka, the Group’s largest 
business. In the beginning, I thought “maybe I’m not good enough or I don’t have the skills 
needed to manage such a large company”. Then I realised that everything that I had learnt 
during my career and also some of my own personal traits could help the company and 
affect change.
The challenge of arriving and winning over the team and creating a vision that they understood 
and which they engaged in was probably the biggest challenge that I have faced in my career. 

WHEN DID YOU REALISE THAT YOU HAD THE LEADER PROFILE THAT THE GROUP WAS 
LOOKING FOR?
When the SAP project was being implemented, when we integrated the companies. SAP 
was known in the industry, but the Retail solution was a novelty in the late 1990s. Jerónimo 
Martins was a pioneer in adopting the program, worldwide. I spent 1998, 1999 and 2000 in 
IT. That helped me get an in-depth understanding of how the pieces of a company’s puzzle 
fit together to form a particular business. And I also realised that I had natural leadership 
characteristics, which my Director often told me. He himself would ask me for help in 
more stressful moments in the project to pass on certain messages because what I said was 
“contagious” to others. 

OF THE SKILLS THAT YOU’VE ACQUIRED OVER YOUR SUCCESSFUL CAREER, WHICH HAVE 
CONTRIBUTED THE MOST TO THE GROUP’S GROWTH?
The first was everything I’d learned about structuring vision and strategy, and aligning 
that with performance, especially in how I interact with my teams. I also learned that, for a 
business to run well, a healthy dose of focus, dedication and resilience are needed. 

REGARDING CULTURE AND VALUES, IS JERÓNIMO MARTINS TODAY VERY DIFFERENT 
FROM THE ONE YOU WERE INTRODUCED TO IN 1995?
I see a Group that is changing, whilst maintaining its spirit. To me, the Jerónimo Martins 
Group is essentially the image of its current CEO. So, to me, he is basically the cultural matrix, 
Pedro Soares dos Santos. The Group at its core, today, as we know it, is the result of the 
implementation of Recheio, which was built under his leadership, and the result of a strategic 
transformation of Pingo Doce into the strong development of its Private Brand, Every Day 
Low Price, acquisition of the Plus supermarket chain, and the integration of Feira Nova with 
the Pingo Doce brand - which he achieved. And it’s the result of the exponential growth and 
extraordinary expansion strategy in Poland under his leadership and, more recently, entry into 
Colombia as well as the implementation of of an upstream vertical integration in the agro-
business sector.
As such, I see a positive evolution today insofar as the company is more united, that is, I believe 
that today there is greater alignment between the Managing Directors of the Companies, 
despite the Group being much bigger than when it  was perceived as just Pingo Doce, Recheio  
or Feira Nova. At the time, the Group was the sum of its companies. Today, the Jerónimo 
Martins brand is increasingly synonym with a way of doing business. 

WHAT ARE TODAY’S GREATEST CHALLENGES AND RISKS?
The greatest risk we face today is taking success for granted. And believing that what we 
have built is so solid, so good, that we start thinking that we are, in fact, invincible. And that 
we can continue to do the same compared to what we did yesterday and still be successful. 
However, I am also convinced that the same thing that has brought us this far will take us 
even further. And that has always been determination, passion for the business, drive to 
succeed, respect for the competition, foresight, and acting quickly to do better and faster 
than the others. 

WHAT MESSAGE WOULD YOU LIKE TO SHARE WITH THE YOUNGER GENERATIONS OF 
THE GROUP?
Culture has always shown us that, in the end, senior managers and shareholders will reward 
hard work and work the other way around, but we should not expect the company to make 
the first move in order for us to give back to the company. We should never forget to tell the 
younger generation that the following motivator has always been in the company’s DNA: 
“What can I do to change the company?”

LUÍS ARAÚJO
INTERVIEWING

CEO AT BIEDRONKA

“THE 
GREATEST 

RISK WE 
FACE TODAY 

IS TAKING 
SUCCESS FOR 
GRANTED”
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“THE FACT 
THAT I HAVE 

GROWN 
IN THIS 

COMPANY 
MAKES ME 

MORE AWARE 
OF THE 

PROBLEMS 
THAT EXIST 

IN OUR 
SOCIETY.”

IN WHICH DEPARTMENT, SITUATION, PROJECT OR CHALLENGE DO YOU FEEL YOU GREW 
MOST PROFESSIONALLY?  
I’ve always felt that, with every change in title or position, the growth in that moment was 
always greater than ever before.
I believe that I have grown most where I am now, as CEO of Pingo Doce.  Because, in 
addition to being responsible for the business, I am also responsible for the 29 thousand 
people who work with me. And that’s why it is very important to value each person, being 
more rigorous and fair in the decision-making process that affects the lives of these people 
and their families.

HOW HAS THE GROUP CHANGED SINCE YOU BEGAN YOUR CAREER HERE? WHAT ARE 
THE MAIN DIFFERENCES? 
The Group’s size – today it is an international group. But that’s not all: today we need to be 
more demanding and act faster, because consumers are well informed and know exactly what 
they want and, therefore, the company must be focused and work harder to provide customers 
with the best solution on the market.

HOW HAS YOUR PROFESSIONAL GROWTH AFFECTED YOUR PERSONAL GROWTH? 
WHAT COMPETENCES DO YOU FEEL YOU’VE ACQUIRED DURING YOUR CAREER THAT 
MAKE YOU A DIFFERENT PERSON? 
On a personal level, today I am more tolerant and more deliberate when I analyse any 
given situation. 
The fact that I have grown in this Company, and today have a more global vision, makes me 
more aware of the problems that exist in our society. Because the universe of Pingo Doce 
employees is, also, a very representative sample of our country’s population. 
Professionally, my journey has taught me to be more pragmatic and to better manage my time.

WHAT IS/ARE THE BIGGEST SECRET(S) BEHIND THE GROUP’S GROWTH? 
I don’t think it can be narrowed down to just one secret. I’d say that our magic formula for 
growth is based on several factors: 

First, our Chairman and CEO, who is very aware of consumer needs and has in-depth 
knowledge of every aspect of the business. And because he is also very approachable, which is 
extremely important; 

Our ambition to grow year after year;

Our determination to lead any market in which we operate;

Ensuring that our Brands’ products are innovative; 

Our passion for and experience in the food business, especially in Perishables and Take-
Away;

Always thinking local, both in regard to partnerships with suppliers, and in encouraging 
and creating employment in our stores’ areas of influence, and also in how we seek to 
understand the eating habits of our consumers – from region to region, and country to 
country. In other words, by being an active citizen in the surrounding communities;

Endeavouring to ensure consumer needs are met, placing them at the heart in our day-to-
day business concerns;

Seeking to build long-term win-win relationships with our partners.

ISABEL PINTO
INTERVIEWING

CEO AT PINGO DOCE

IN 2016, Isabel Pinto was the first woman to become 
CEO of Pingo Doce, the leading supermarket chain in Portugal. 
Isabel came on board 17 years ago as a trainee at the Marketing 
Department of Recheio. On her way to becoming an expert in the 
art of selling Private Brand products at Daymon, Isabel learned the 
science of negotiation, at the Buying Department of Pingo Doce, 
which she joined in 2005. In this interview, Isabel Pinto takes us to 
backstage and tells us the secret about how delivering demanding 
goals can help you to grow as a person.

THE IMPORTANCE 
OF VALUING EACH PERSON

Pingo Doce has more than 400 stores in Portugal 
and is visited by more than 700 thousand 
customers every day.

FLOURISHINGTOGETHER
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KLAUDIA 
PIOTROWICZ

POSITION 
CATEGORY MANAGER 
AT PINGO DOCE 
(SINCE FEBRUARY 2016)
STUDIES
BACHELOR OF ARTS IN 
BUSINESS ADMINISTRATION 
AND MANAGEMENT
SGH WARSAW SCHOOL 
OF ECONOMICS
MASTER OF ARTS, 
PSYCHOLOGY UNIVERSITY 
OF WARSAW

SEBASTIÁN 
TELLEZ 
ZULUAGA

POSITION 
CATEGORY MANAGER 
AT PINGO DOCE 
(SINCE OCTOBER 2015)
STUDIES
BACHELOR OF SCIENCE, 
INDUSTRIAL ENGINEERING
UNIVERSIDAD 
DE LOS ANDES

Manager at Ara, when its Human Resources manager encouraged 
him to apply to the first edition of the International Trainee 
Programme in Colombia. He had designed and executed the whole 
communication strategy for the creation and positioning of the Ara 
brand, before the company opened its first stores. Therefore, the 
idea made total sense. The programme allowed him to gain “a vast 
perspective of the retail business, which later translates into making 
much more accurate decisions on a daily basis and to understand the 
full scope of one’s actions.” When he finished it, Sebastián entered 
the Operations Department in Portugal as a Deputy Store Manager 
at Pingo Doce Campo Pequeno store, with “the responsibility of 
coordinating and developing a team of 45 employees.” Now, he is in 
Pingo Doce’s Commercial Department.
The experience also contributed to the two former trainees’ inner 
growth in many ways. “The Programme empowered me not to be 
afraid of new challenges, to always try yourself in new situations, 
and to ask questions and give opinions, even when the rules seem to 
be obvious. I have more flexibility, more resistance, more specific 
knowledge about the business and, because of it, more self-confidence 
in work environment”, tells Klaudia. To Sebastián, interacting with 
so many different people from such diverse backgrounds enhances 
people skills capabilities and absolutely shapes you into becoming a 
‘citizen of the world’.
They did not find significant differences between their countrymen 
and the Portuguese people, concerning the work environment. 
Sebastián believes they have “very similar working attitudes, as 
Colombians and Portuguese people do not plan ahead too often. 
However, Portuguese people will always find a way to get things 
done.” Klaudia says that the Polish are more “procedure-driven”: 
“One of my first Portuguese bosses used to say ‘Klaudia, don’t 
overthink it, do it the Portuguese way’, she jokes. Sebastián claims 
that the biggest difference is in cultural habits, especially when it 
comes to food: “A dinner for a Portuguese person is much more than 
eating, it is everything from a social event to a familiar tradition. At 
the beginning, I could not understand why dinners lasted for hours 
and why they were mandatory. Now, I can happily say I’ve already 
had more dinners with my Colombian friends in the last couple of 
years than in my entire life in Colombia.” 
For Klaudia, in turn, it is a character thing: “We are both really 
influenced by the cultural background and history of our countries, 
which makes us more reserved at the beginning. We are ambitious 
achievers, with a little bit of melancholy that keeps us realistic and 
conservative in our actions. That is why, if we want something we 
need to work hard in order to achieve it. We might disagree, but when 
it comes to crisis, we unite and work on solution together.”
Klaudia is currently managing the category of Fresh Cut Fruits at 
Pingo Doce. “It is one of those categories with very high potential 
but very little historic data. The objective is to democratise our offer 
and reach as many clients as possible, giving them a fresh, healthy 
and fast alternative for a snack during a day.” She finds working 
in retail to be very demanding but also very rewarding, as “one 
can see the results of your work with almost immediate effects.” 
The rest comes as a bonus to her: “With its 320 days of sunlight, 
proximity to the ocean, excellent cuisine, wine collection and cheap 
expresso available at every corner- there is no doubt that Portugal 
is an excellent place to live and work.” Sebastián agrees 100 %. An 
despite his decision of coming to work in Portugal was due strictly 
professional, it also helped that he liked both the culture and liked 
the language. “In Ara I had the opportunity to create and develop 
an entire new retail brand for the Colombian market.” As the years 
have passed, he feels even more fulfilled in Jerónimo Martins: “It is a 
company that is not afraid of empowering its employees by providing 
them with great challenges and responsibilities.”

JERÓNIMO Martins’ trainee 
programmes are a unique chance for young talents to join the Group’s 
world. Klaudia and Sebastián, who joined the Management Trainee 
Programme in 2014, currently serve as category managers at Pingo 
Doce. With different academic backgrounds the present shows that 
they have, at least, one thing in common, apart from talent: endless 
opportunities to grow.  
In 2014, Klaudia Piotrowicz was about to complete her Master 
Degree in Psychology. At that time, Jerónimo Martins was actively 
promoting its trainee programmes at the Warsaw School of 
Economics. The Group was participating in job fairs and organizing 
workshops and retail conferences. “They even had huge billboards 
promoting their trainees at the Metro Station”, Klaudia recalls. “At 
one of the job fairs I remember approaching the Jerónimo Martins 
stand to talk about open job offers. I had a quick interview with one 
of colleagues and she recommended me to apply to the Operations 
Management Trainee (OMT) Programme.” She did so, and after a 
demanding recruitment process, she got accepted. After a general 

EMPOWERING 
THE NEW 
GENERATION 

training period in stores, surprisingly to her, she was offered a position 
in Commercial Department in Biedronka. First, as a trainee and 
then as a promotion specialist, “I worked very close with buying 
directors and managers on constructing promotional plans and 
pricing strategies in order to achieve sales objectives, by preparing the 
most adequate weekly offer. I had a chance to get a general overview 
of all teams within Perishables Department, to get familiar with 
their assortment, ways of working and specific processes.”, Klaudia 
says. Though her primary purpose was to work in Organizational 
Psychology and Human Resources, Klaudia quickly discovered a new 
passion: “I fell for the atmosphere of working within the Commercial 
Department, its power of creating products, anticipating trends 
in the market, learning consumer habits.” Later, she applied for 
the International Management Trainee Programme and move to 
Portugal. Following a language course and short period getting 
to know the stores, Klaudia started working in the Sourcing 
Department as a Category Manager of Fruits & Vegetables. 
That very year, Sebastián Zuluaga was serving as a Marketing 

Being a Management 
Trainee at Jerónimo 
Martins means acquiring 
knowledge and skills 
through a combination of 
on-the-job experience, job 
rotations and a dedicated 
training programme.
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The investors who place their trust 
in Jerónimo Martins invest 
in a clear market leadership 
position in Poland, in a more 

mature and profitable presence 
in Portugal, and in Colombia, 
where the Group is launching 

the foundations for future growth. 

FLOURISHINGTOGETHER

TRUST
INVESTING IN 

JERÓNIMO Martins’ path 
was forged by an ambition of permanent growth, from very early 
on. Just ten years after the Group ventured into modern food 
distribution with Pingo Doce, the same ambition led the Group’s 
majority shareholder to list Jerónimo Martins on the Lisbon Stock 
Exchange, in 1989. 
The first decade following its internationalisation in 1994, 
when it entered the Polish market, was pivotal to the Group’s 
operating profile. It was during this time that Jerónimo Martins 
progressively asserted itself as operator of proximity food stores, 
with competitive prices which required it to operate with optimal 
efficiency, differentiated in the quality of its fresh products and 
private brands assortment and store environment. The size of each 
local operation is key in creating the economies of scale necessary 
to generate relevant profitability and cash flow for permanent 
investment in the competitiveness of its value propositions.
The investors who today place their trust in Jerónimo Martins 
invest in a clear market leadership position in Poland which, 
more than twenty years after the Group entered the country, is 
still an emerging market in the European landscape. Biedronka 
continues to identify opportunities for growth in Poland and 
recently demonstrated its ability to create opportunities for sales, 
profitability and, thus, increased cash flow.
They also invest in a mature and profitable presence in Portugal. 
Pingo Doce and Recheio, the cornerstones of the business which 
made our growth and implementation in Poland possible, continue 
to be internal sources of know-how and experience in the world 
of food retail. The sharing of this knowledge with Poland and the 

CLÁUDIA
FALCÃO                       

POSITION 
HEAD OF INVESTOR 
RELATIONS AT JERÓNIMO 
MARTINS

dialectic that has thus been created between the various businesses 
of the Group raised the level of ambition for each format, both as 
regards to sales and performance efficiency.
It is this solid and important base of operations, which today 
combines the soundness of the positions in Portugal with strong 
growth in the ability to generate cash flow in Poland, that allowed 
Jerónimo Martins to continue following a growth strategy, entering 
a new market – Colombia, whilst maintaining its commitment to 
dividend distribution.
Colombia, where we confirmed, four years after entering the 
market, its relevant size and the almost non-existent offer of 
proximity food stores with competitive prices, is a market in which 
we believe, with the Ara banner, we can build a new foundation for 
long-term growth, and we have chosen this moment to accelerate 
investment considering the strength of the underpinning business.
The already long history of challenges that have been overcome 
in establishing strong market positions is Jerónimo Martins’ 
vital heritage, which is fundamental in its ability to face, with 
the same clarity, the opportunities and challenges that lie ahead. 
This journey has been accompanied by the development of a 
management culture marked by a permanent state of restlessness, 
even when successful, constantly challenging the limits of 
the formats in its pursuit of operational excellence and sales 
maximisation. This attitude has allowed its value propositions 
to evolve and, when necessary, enables it to face and reverse less 
favourable performance trends. This management culture is, for 
those who make long-term investments in Jerónimo Martins as 
well, a capital of trust in a market that is constantly changing, with 
increasingly demanding consumers.
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STOCK PRICE 
IN EUROS

16

14
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8

6

4

2

0

 STORES

101x
From 35 stores in 1989, 
the Group surpassed the 
3,500 stores last year.

NET PROFIT

65x
Net profit grew from 

5.5 million euros* in 1989 
to 361 million euros* in 2016.

 

Operational results increased 
55 times, from around 16 

million euros in 1989 to 862 
million euros in 2016.

EBITDA

862
EARNINGS 
PER SHARE

41x

In this period, the EPS 
increased 41 times, 

to 0.57 euros.

CREATING VALUE
THE JERÓNIMO MARTINS’ HISTORY 

IN THE FINANCIAL MARKETS SINCE GOING 
PUBLIC IN 1989 SHOWS THE GROUP’S ABILITY 

TO GENERATE VALUE YEAR AFTER YEAR

SALES

59x

In 1989, sales amounted 
to 249 million euros. From 
then until 2016, sales grew 

almost 59 times.

EMPLOYEES

100,000

In 1989, the number 
of employees totalled 4,182. 

Today they are over 100,000.

FLOURISHINGTOGETHER
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0,28 euros

14,74 euros

Sources: Euronext Lisbon and Jerónimo Martins Annual Reports
*excluding one-off items



116.116

CHALLENGE 
FOR GROWTH

THE Portuguese will remember 2017 for decades to come: the same 
amount of time it will take for the country to see green return to its lands. In just 
24 hours, the Leiria Pine Forest (Pinhal de Leiria) or King’s Pine Forest (Pinhal do 
Rei), considered Portugal’s largest woodland, was burned almost completely. Little 
more than 1,500 hectares remain, out of a total of 11 thousand. While the pine trees 
were burning, 700 years of history went up in �ames, and so did the future: between 
January and October, the country lost 418 thousand hectares of woodlands. �ose 
who were in close vicinity of the �res in that bleak year are adamant that it was 
arson, aided by the force of Nature. According to experts, trees will grow again with 
the help of the same tools with which they were felled. �e seed of reforestation 
may very well be in the barren land.

Portugal’s largest expanse of green disappeared in a 
single day, in the fiercest forest fire of the past 100 years. 

Fires also consumed part of its History: wood from 
the pine trees was used to build the carracks and caravels 
that “gave new worlds to the world”. Beneath the ashes 

are the seeds of reforestation.

LEIRIA PINE FOREST
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In a single day and all 
at once, 3,000 bordaleira 
sheep died; the only breed 

that produces the milk used 
to make PDO Serra 
da Estrela cheese.

What burned were mostly thousands of maritime pine 
trees, the seed of the �rst trees planted during the reign of 
King D. Afonso III (13th century). �e name “Pinhal do 
Rei”, however, is attributed to his son, D. Dinis, to whom 
the planting of the forest is still attributed. But it was his 
father who decided to sow one of the largest expanses 
along the coast. �e purpose was to halt the degradation 
of the dunes and protect farmlands from sands carried 
by the wind. �e woodland would also protect the city of 
Leiria and its castle. Whenever trees were cut down, new 
ones were planted in their stead. 
�e story of Pinhal de Leiria is also the story of the 
Portuguese Discoveries: the wood from the pine trees 
was used to build the carracks and caravels that “gave 
new worlds to the world”. For centuries, the pine forest 
contributed to the region’s economic development and 
demographic growth: shipbuilding, the glass industry, 
metallurgy, and products derived from the resin grew 
with the forest, and the wood was used as raw material 
and an energy source for industries and households. �e 
forest survived the times, until the �re destroyed it. Will 
it grow again?
�e answer is unclear. Although maritime pine is 
considered a fast-growing tree (it takes between �ve 
to ten years to go from seed to seedling), it will take 
many more years for the forest to regenerate. Gabriel 
Roldão, self-taught researcher of the forest for over four 
decades, published the book “Elucidário do Pinhal do 
Rei” (Insight into the King’s Pine Forest) in March 2017 
and, at the time, already argued that “the Portuguese 
Government should clean, maintain and cultivate the 
area” to prevent “a cataclysmic event”. A premonition 
of what eventually happened a few months later. It is 

he who explains that a pine tree needs “70 to 75” years 
to be ready to be felled, but double that - 150 years - 
is required for a forest to operate in rotation and be 
economically viable. �e pine forest will have to be 
planned and tended. Before the �res, it was divided into 
huge plantations - more than 340 - which are planted at 
the same time. 
Only a few maritime pine trees remain in what is le� of 
the woodlands – what was le� unscathed belongs to the 
acacia and eucalyptus families. �e risk was always there, 
a�er all: pine trees are fuel for �res, because of the layer 
of dried needles (leaves) which gather on the ground and 
the large amount of resin these trees produce, which, 
under certain conditions, can even be explosive. In 
addition to  pine trees, white heather, fern-shrub, narrow-

For centuries, the pine forest 
contributed to the region’s 
economic development 
and demographic growth: 
shipbuilding, the glass 
industry, metallurgy, and 
products derived from the 
resin grew with the forest.

leaved vetch, pink heather and rosemary also burned, 
as well as many other trees of public interest, such as 
eucalyptus globulus and serpentine pine trees.
�e reforestation of the pine forest is being studied 
and, despite the population’s desire to see trees grow 
again in the now burnt areas, it may include natural 
regeneration. Pinhal de Leiria is an adult pine forest and 
it is this ability to self-regenerate that technicians are 
counting on, given that planting in sand doesn’t work 
and sowing would be the process used. Time will tell: 
no one knows how the system will react a�er the �re. 
�e seeds of parent trees will most likely repopulate the 
burnt area. It is in the strength of what remains that the 
future of the pine forest lies.

THE RESILIENCE OF NATURE
In addition to the human lives lost, the �re also claimed 
the lives and injured thousands of animals, from rabbits 
and hares, to otters, hedgehogs, foxes and badgers. Ravens 
are no longer seen, nor are crows or blackbirds heard; 
just some of the birds that inhabited the forest. On 15 
October, thousands of heads of cattle died all at once. �ree 
thousand bordaleira sheep alone were killed, the only 
breed that produces the milk used to make Serra da Estrela 
cheese, which determines the purity of the regional cheese 
with a Protected Designation of Origin (PDO). According 
to producers of the region, only 25% of the �ocks survived 
the calamity and they estimate that the production of Serra 
da Estrela cheese will fall by 90%. 
In 2016, Estrelacoop - Cooperative of Serra da Estrela 
Cheese Producers, recorded approximately 200 thousand 
tonnes of cheese and curd, and it a�rms that it will be 
di�cult to produce 20 thousand in the next campaign. 
�e extreme drought is said to be the main culprit: 
there are fewer pastures for the animals, and the intense 
unrelenting heat, ignited and fed the �res. For the 
bordaleira sheep, the destruction of the green landscape 
means the loss of their food source: unlike other sheep, 
these don’t eat hay or feed, but rather heather, rosemary 
and other shrubs which were burnt.  
  

Between January and 
October, the country lost 
418 thousand hectares of 
woodlands.

CYCLING AND HELPING 
THE PRODUCERS OF SERRA 
DA ESTRELA CHEESE
@Jerónimo Martins
The bordaleira sheep that survived the fires are 
not enough to ensure the production of the milk 
needed to make PDO Serra de Estrela cheese, 
the only one in the world, over the coming years. 
A few days after the fires, two Jerómino Martins 
Managers visited the villages ravaged by the fires 
and met with the producers who lost most of 
their sheep. 
The biggest need identified is to replace the heads 
of cattle lost: one bordaleira ewe is only ready to 
be milked from three years of age, but it is urgent 
to support the breeding of the species. 
In the Group’s 6th Sustainability Conference held 
in November 2017, participants were encouraged 
to ride stationary bikes, during the breaks, and 
the minutes of individual exercise were converted 
into a total amount raised to help approximately 
200 producers breed bordaleira sheep. During 
the Conference 20 thousand euros were raised. 
This was the first step in a movement that aims at 
joining forces to ensure the survival of the Serra 
da Estrela regional cheese. 

The destruction of the green landscape 
means a decrease in the production 
of Serra da Estrela cheese 
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“NATURE DOES 
NOT HURRY, YET 
EVERYTHING IS 
ACCOMPLISHED”
THIS ancient Chinese saying embodies something 
that Man finds hard to work on, particularly when it comes to 
work life: to respect the pace of time. People experience a cycle 
of life, and so do industries. Life cycle models are not just a 
phenomenon of life sciences. However, nature never ceases to find 
a way to amaze us all with the unexpected. An insect whose name 
is given after its lifespan. An ocean quahog whose shell sees a ring 
growing on it for each year of life. A palm tree which takes at least 
30 years to flower. It is such a great spectacle of beauty and rarity.

24 Hours to grow
Garden Cress sprouts in as little as 24 hours, and you can start snipping it with 
scissors in 10 days, when it’s an inch and a half tall. The vegetable can be grown 
easily both in pots and in the open ground. It’s cold-resistant, grows in practically 
any kind of soil, doesn’t require any particular treatment, and gives a touch 
of flavour to a wide variety of dishes. 

Two hundred years old
Unanimously established as Portugal’s National Tree in 2011, the cork oak tree can 

reach up to 10 to 15 meters in height when adult and live for more than 200 years. 
In this country, one particular tree - known as the ‘Whistler Tree’, because of the 

many singing birds attracted to it - is said to be 212 years old. This is the only species 
capable of producing cork in a sustainable manner and with the highest quality. 

Portugal produces more than 50% of all the cork in the world.
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The world’s fastest-growing tree 
The foxglove tree (Paulownia tomentosa) can grow as much as 30 cm 

in three weeks. Depending on the type, the tree can reach a height of up to 
15 m. Native to Central and West China, this large species also produces 
3-4 times more oxygen during photosynthesis than any other. Also called 

“Kiri” in Japan, it is a symbol of happiness and fertility. When a child 
is born, a Kiri tree is planted and a cradle is made from its wood a cradle 

is for when the child has grown and becomes a parent herself.

Beauty takes time
The Corypha umbraculifera or “talipot palm” is a species 

of palm native to eastern and southern India and Sri Lanka. 
It grows up to 80 feet high and is monocarpic, flowering only 

once, when it is 30 to 80 years old. The bloom turns out to 
be bittersweet, since it means the palm’s life is coming to an 

end. The tree slowly dies after it flowers, because its immense 
florescence, followed by stupendous fruiting, drains it in its 

starch supply and life.
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ONCE THE ADULT 
FORM OF THIS 
JELLYFISH HAS 
REPRODUCED, 

THE TENTACLES 
RETRACT, THE BODY 

SHRINKS, AND IT 
REVERTS FROM ITS 

ADULT-PHASE 
TO A POLYP

Live fast, die young
The shortest adult reproductive life belongs to the female of 
the mayfly Dolania Americana. After spending a year or more 
stream in its aquatic nymph form, it emerges as a flying adult, 
and lives for less than five minutes. That is why scientists 
have named this group of insects the Ephemeroptera (Latin for 
“short-lived flyer.”) The mayfly finds a mate, copulate, and 
lay its eggs back into the water. Despite being short-lived as 
adults, they play a crucial role in the health of streams and 
lakes, serving as food for fish.

The elixir of life
Only one animal is known to have the remarkable 
ability of defying death: Turritopsis dohrnii, a species 
of jellyfish, first discovered in the 1880’s in the 
Mediterranean Sea. Whenever it is injured or otherwise 
threatened, the so-called “immortal jellyfish” hit the 
reset button and revert to an earlier developmental stage. 
The process is referred to as “transdifferentiation”. 
The only known way they can die is if they get eaten by 
another fish or if a disease strikes the jelly. 

Globe Trotting through 
oceans and rivers

Salmon have a lifespan of three to eight years. This “super fish” can live in both fresh 
water and salt water. They might travel thousands of miles over a lifetime, making 

an incredible upstream journey to spawn in the same places in which they were 
hatched. Only Kokanee salmon do not make this journey, as they live their whole 

lives in a freshwater stream or lake. After spawning, males and females die, and their 
decomposing carcasses providing nutrients that will nourish the ecosystem for the 

next generation.
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Marathon pregnancy
Elephants have the longest gestation period of all mammals. Their average 
gestation period is about 640 to 660 days and they usually carry one baby 

at a time. One reason for the length of gestation is the proper development 
of the elephant’s brain. Elephants are highly intelligent animals, and this 

intelligence allows them to feed themselves using their long trunks and 
to survive from the moment they are born. Female elephants live for 60 
to 70 years but only have about four offspring throughout their lifetime. 

As old as the Americas
Arctica Islandica is a marine bivalve mollusc in the family 

Arcticidae native to the North Atlantic Ocean. This species 
live in water between 25 and 1,300 feet deep and are known 

to live exceptionally long lives. For each year of the ocean 
quahog’s life, a new growth ring emerges on its shell. In 2006, 

a group of researchers went on an expedition to Iceland and 
discovered a 507-year-old clam. After its death, the mollusc 
was given the name Ming, after the Chinese Ming dynasty, 

which was in power when the animal was born.

Most of its existence inside an egg
Labord’s chameleons (Furcifer labordi) are the shortest-lived land vertebrate in the 
world. These reptiles from the arid southwest of Madagascar spend the majority of 
their life (8–9 months) as a developing embryo and have a reported lifespan of 4–5 
months during the annual rainy season in November. They reach sexual maturity at 
less than two months of age, and after mating, senescent decline becomes apparent. 
By the end of the rainy season in March, a population wide die-off of both sexes occurs. 
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GROWING 

UP
IN A DIFFERENT SCHOOL
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 Imagine a school where there were no tests 
and where evaluation was carried continuously 

instead. Where students weren’t divided 
by classes or age but in dynamic groups. Where 

there were no classes at all and where each 
student could decide what to study, according 

to a plan. Yes, because there is a plan. 
In fact, you don’t have to imagine such 

a school: welcome to the Escola da Ponte.



IN  1976, in the aftermath of the Portuguese Carnation Revolution - which put 
an end to a dictatorship that lasted for more than four decades - José almost gave up on 
teaching. For this professor and pedagogue, the teaching model was out-dated, it did not 
consider each student’s individuality, it did not foster inclusion. Worse still: it did not 
assess; it classified. Thus, the model was, in and of itself, a denial of the right to Education. 
That’s when José Pacheco considered abandoning his teaching career and going back 
to Engineering – a degree he obtained from the Institute Superior de Engenharia do 
Porto –, but his devotion to teaching led him to stay on and showed him the “Bridge”. 
We’re referring to Escola da Ponte, a public school in the district of Porto which became 
a metaphorical bridge (‘ponte’ in Portuguese) for change. In the same year, José Pacheco, 
together with two colleagues, designed and built the school where he would have liked to 
have studied. Thus, in Vila das Aves, a project that would revolutionise basic education in 
Portugal and later became a benchmark for other educational establishments in Europe and 
Brazil took root.

PEDAGOGY 
FOR AUTONOMY 

At the time, José Pacheco was called a fool: “Building Escola da 
Ponte was a long and hard process, plagued with incidents which, 
out of decency, I will not get into here. When I first intervened 
publicly, people not only said that the project was the euphoria 
of a young professor, they also said that when I were to be older I 
would be wiser.” He went into teaching partly driven by the desire 
to avenge his own school experience marked by bullying, which 
he was subjected to for being poor and cross-eyed. His generation 
acted out of love for teaching and intuition. Later, he met Freinet, 
Piaget, Morin, and Deleuze, who inspired him in the design of the 
project, a daring school for a country in which democracy was 
still in its infancy. A school with no walls or hierarchies. A school 
without tests, classes, lessons per subject, bells, failing, which he 
believes go against inclusive learning. This, to the more sceptical, 
immediately posed a question: “What conditions need to be met 
for effective learning?” The professor explains: “Learning happens 
when it is significant, inclusive, diverse, active and social. It happens 
whenever bonds are created, not just of a cognitive nature, but of 
affection, emotion, aesthetics, ethics... There is no effective learning 
in the classroom. If anything is learned, it is the result of factors 
beyond the teacher’s control: teachers don’t teach what they say; 
they convey what they are. We don’t learn what others say; we 
learn from their actions. What kind of teacher is this? How do 
they communicate? To make learning possible, teachers should be 
“critical of and reflect on their practices” and practise a horizontal, 
“dialogic communication”. 
Here the teacher’s vision, as someone who cooperates, transcends 
communication and extends to the idea of their own image. 
In contrast to the conventional model, in which lectures are 
predominant, the teacher is seen as an “educational coach”, a tutor, 
chosen by the student at the beginning of the academic year. The 

teachers’ role is essentially to assist students in the preparation 
and fulfilment of their periodic study plans, and assessing their 
progress. To teach students how to be autonomous, responsible, 
free to decide every day whether they want to study Portuguese 
or Mathematics, to set their learning pace, and establish their 
study method. The school programme and the textbooks are 
those established by the Ministry of Education. “The assessment 
conducted in schools where I help and learn is that which the 
law defines, that is, formative, continuous and systematic. And 
the assessment records and evidence of learning contained in 
the assessment portfolios tell us what children have learnt, both 
regarding attitudes and cognitive achievements.” 
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VS

Project nucleus

Autonomous work/Work in group

Daily Plan

Shared knowledge/Cooperation

Evaluation method: 
Observation 

“PONTE” 
MODEL

STARTING POINT: 
THE CHILD AND THE COMMUNITY

CONVENTIONAL 
MODEL

Division by grades

Division by classes

Subjects

Expository lessons

Evaluation’s prevailing 
element: tests

STARTING POINT: 
SCHOOL PROGRAMME 

 “Teachers don’t 
teach what they say; 

they convey what 
they are.”

José Pacheco

In Escola da Ponte, children commit themselves to 
accomplishing the tasks in their biweekly study plans and 
define what they want to study in a daily basis. They either 
work in dynamic groups or also individually and in pairs, 
with the help of their educational supervisors.
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One of the more sensitive issues when it comes to the Open Plan 
Schools model, similar to that created by José Pacheco, is in fact 
assessment, specifically the use of tests. The professor advocates 
that “there is no rigour in applying an instrument as fallible as a 
test” and insists that “in schools bound to an educational model 
inherited from the Industrial Revolution, there is virtually no 
assessment. And there is much confusion between assessment and 
classification.” According to the professor, the characteristics of 
each student and their overall potential are not taken into account 
when using a standardised grading instrument, such as a test, which, 
consequently, “condemns many students to illiteracy, ignorance 
and unhappiness. And, given the deterioration of public schools, 
education is no longer deemed a right, but rather a commodity.” 
As schools are people and not buildings, and people are unique 
beings, José Pacheco believes that “in addition to education in 
citizenship (and not for citizenship...), every human being has the 
right to cultivate their talents, vocations, and gifts. This happens by 
designing a subjective syllabus, which is impossible in the context of 
a classroom and lesson.” 
The “Bridging the Gap at Escola da Ponte” project has been the 
subject of academic research, and several educational institutions 
have visited the establishment, including those from countries at the 
world forefront of education, such as Finland.  
At the school, located in S. Tomé de Negrelos, Santo Tirso (north 
of Portugal), the concept of a class has given way to that of project 
group. Youngsters (from pre-school to year 9) are divided into three 
learning groups, according to their level of autonomy: Beginner, 
Consolidation and Development. The transition profile in the first 
two groups, and the exit profile of the third, includes 15 attributes 
that are common to all three, such as creativity, analytic and 
synoptic ability, a positive and collaborative relationship with the 
school community, critical thinking and self-planning. 
A child that transitions to the intermediate group is expected, for 
example, to be able to prepare and update their Daily Schedule, 
which is dependent on the proposals in their Bi-weekly Schedule 
arranged with the tutor, without the latter’s intervention. 

Assessment and self-assessment of what has been learned are 
conducted using countless pedagogical tools, such as debates, when 
the students feel that they are ready, when they feel the need to 
express or apply acquired knowledge. When a student is unable to 
achieve his goals, he can ask the group for help or register on “I 
Need Help”, thus requesting a direct lesson. This lesson is always 
given when there are requests for help from groups of students. 
However, it is open to all students who express an interest in 
benefitting from such help or those who would like to help.
With the aim of educating democratically engaged citizens, the 
project’s School Assembly is a fundamental pillar. The body is 
managed by a Board elected by the students at the beginning of each 
academic year. Meetings are held weekly where all types of issues 
related to the operation of the school are discussed.

José Pacheco claims that 
effective learning promotes 
dialogue, integration 
and socialization.

TECHNOLOGY: A(NOTHER) BRICK 
IN THE WALL?
In 1995, José Pacheco left Portugal to “learn Brazil”. Of all the 
educational projects he has been a part of, “Projeto Âncora” (Anchor 
Project) is the most renowned. Launched to improve the reality of 
the disadvantaged children and teenagers of Cotia (in the state of 
São Paulo), this ‘Anchor’ is famous for also having a strong artistic 
component. The school has a circus tent with workshops on skating, 
karting, tile art, and music for children between the ages of 12 and 14 
from the favelas, the local name given to shanty towns in Brazil.
The educational programmes include the use of new technologies, 
a must in today’s world. But just how much technology is there 
and how is it used in the school context? José regrets that schools 
have become “adorned” by technology, fostering individualism 
and isolation, instead of encouraging sharing and collaboration: 
“given the way in which new technologies are being used, I fear that 
they will become panaceas, serving only to increase the solitude of 
youngsters who have become accustomed to immediacy, consuming 
uncritically, with no trace of cooperation with their neighbour, 
reliant upon fragile affective bonds, establishing virtual identities.” 
By increasing solitude and isolation in the classroom, technology may 
be - to borrow an iconic metaphor from one of Pink Floyd’s most 
popular songs - another brick in the wall. While the wall is as the self-
isolating barrier we build over the course of our lives, the bricks are 
the people and events that turn us inward and away from others.
This story evokes another song, by Supertramp: “School”, a 
rebellious cry against authority and imposed standards, and the 
dependence on knowledge from books, which also points out the 
chance to find our own individual path in spite of the system: “It’s 
always up to you if you want to be that/Want to see that/Want to 
see that way”.
Forty-one years after his bold move, the system hasn’t changed in 
the direction José Pacheco wanted, but he hasn’t changed his mind 
either. In addition to his work in the field, he continues to travel the 
world giving lectures and attending conferences. Every now and again 
he visits Portugal, where Escola da Ponte still stands tall, but the 
project didn’t catch on. In his view, the obstacle is purely political: 
“There is no political courage to take steps to reorganise schools. The 
steps taken by the current administration are significant, but meek.” 
However, he looks to the future of our schools with hope: “Let’s 
not lose hope. There is an emergence of projects that create spaces 
for reflective coexistence, which schools need. I see teachers being 
treated with respect, such that they may enjoy human dignity and 
view other educators and students as people.”

“Learning exists 
whenever ties are 

bound, not only 
cognitive ties, 

but also affective, 
emotional, 
aesthetical 

and ethical.” 
José Pacheco

To teach is not to 
transfer knowledge but to 

create the possibilities 
for the production 

or construction 
of knowledge. 
Paulo Freire, Pedagogy of Freedom

Pink Floyd’s single “Another Brick in the Wall - Part 
2” was released in 1979 and sold more than 4 million 
copies worldwide. The resistance anthem is based on 
the idea that authority figures build this wall between 
themselves and young people 
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In the forests of the world’s largest 
mushroom producer, Poles have 

a tradition of hunting for 
mushrooms and eating them 

in many forms. People of all ages 
go to forests. Many of them learned 

to pick mushrooms under the 
watchful eye of their grandmothers, 

and, today, they pass on this 
knowledge to their children. 

ss
130.131130.131

©
 G

re
go

ry
 A

da
m

s /
 G

et
ty

 Im
ag

es



132.133

AT THE

Who can resist the mouth-watering smell of mushroom 
soup or mushroom-filled dumplings? Those are the 
most famous and traditional mushroom dishes in 
Poland, but you can make almost anything with 
them. Many Polish dishes include mushrooms. 

Housewives and chefs alike love to use them. Ordinary 
scrambled eggs turn into a veritable rarity when golden 
chanterelles are added. Polish Christmas Eve – Wigilia 

– has to include cabbage with mushrooms, coulibiac 
and its filling, or different variants of mushroom soup, 

and, during family celebrations, there are always 
marinated mushrooms on the table. Mushrooms can 

be cooked in many different ways. They can be stirred, 
simmered, cooked, marinated, dried and you can even 
make liqueur out of them. Puffball mushrooms stirred 

with sugar are a surprisingly delicious dessert. 

TABLE
PICKING 
MUSHROOMS 
IN POLAND
How can you tell the difference between Boletus edulis and inedible 
Tylopilus felleus? How do you recognise the parasol mushroom? 
Where are the best places to find red pine mushrooms? In Poland, 
these questions can be answered by many grandmothers, or you can 
find the answer in a variety of available books and guides. Mushroom 
picking is Poles national sport and, during the summer, mushrooms 
are hunted in large quantities. In the old Polish People’s Republic - 
which spanned from 1952 to 1990 - mushroom tours were organised 
by employers. Today, mushroom picking is simply very popular. It 
gives you the chance to interact with nature, benefiting from its 
treasures, and continuing this beautiful Polish tradition. Thanks to 
the omnipresence of smartphones, you can also show the world what 
you managed to pick.            
However, people didn’t always pick mushrooms just for pleasure. In the 
past, the poor were engaged in gathering mushrooms. This way they 
could diversify their modest menus and make money selling what they 
picked. Since mushrooms were highly appreciated in Old Polish cuisine, 
villagers provided mansions with the noble species and, particularly, 
beautiful specimens of ceps or rough-stemmed boletes. Part of the 
harvest from the noble forests used to be classified as the so-called 
pańszczyzna (socage, the duty payment due to the lord of the land in 
feudal times), and the rest would go to the pickers. They could only keep 
less valued species, such as milk-caps or russula mushroom, or lower 
quality specimens of other species. Some were eaten right away and the 
rest dried to be used throughout the year. People also used to preserve 
them by pickling, salting and marinating. In many homes, it was easier 
to survive winters thanks to mushrooms. Formerly, during the so-
called hungry gap in spring (przednówek), when poor farmers faced 
hunger, the first spring mushrooms – common morels – were hunted so 
eagerly that it almost led to their extinction. Common morels had to be 
officially protected in order not to disappear.

FOR THEM
Today, Poland is a paradise for mushroom hunting 

enthusiasts, because most of the forests in the country 
belong to the State. They can be used by anyone, 
as long as they use them sensibly and without any 

thoughtless harm. You can enter the forests for free, 
and there are no quantitative restrictions on how 

many mushrooms you can pick. However, if you hunt 
protected mushrooms, or destroy the inedible ones, 

you may get a hefty fine.  Most of people go mushroom 
picking for fun. Of course, many people still pick and 

sell them in dedicated shops, but even professional 
pickers say that it is a very pleasant and healthy job. 

Taking a walk in the woods, breathing in fresh air and 
picking mushrooms not only brings great joy, but it is 
also good exercise. If you want to fill the basket, you 

have to squat, bend and stand a lot, and you often walk 
many kilometres. The mushroom hunting enthusiast is 
normally in quite good shape. However, the effort that 

you put into finding forest treasures is rewarded not 
only by the great satisfaction you get from filling the 
basket, but above all by the delicious taste and aroma 

of the mushrooms. 

HUNTING

HIGH ON

Mushrooms are valued primarily for their captivating 
aroma and taste. They consist mainly of water 

and they are low in calories. The dietary fibre in 
mushrooms works in our digestive tract like a brush 

that sweeps and cleanses it from clogging waste 
deposits. Some believe that they are worthless food, 
but this isn’t true. Mushrooms contain protein and 
are so easily absorbed by the human body that they 
are sometimes called forest meat. They also contain 
numerous vitamins and micronutrients. Of course, 

different species have different amounts. Mushrooms 
with orange pigmentation, such as chanterelles, 
which are very popular in Poland, contain beta-

carotene – vitamin A, just like carrots. Mushrooms 
are also widely used in the pharmaceutical industry. 

PROTEIN
IZA
KULINSKA
AUTHOR OF THE FOOD 
BLOG SMACZNA PYZA. 
IZA IS A COOKING LOVER 
AND A CONNOISSEUR 
OF MUSHROOMS, BEING 
ABLE TO IDENTIFY OVER 
100 EDIBLE SPECIES IN 
HER BASKET.

Mushrooms are valued primarily for their captivating 
aroma and taste. They consist mainly of water 

and they are low in calories. The dietary fibre in 
mushrooms works in our digestive tract like a brush 

that sweeps and cleanses it from clogging waste 
deposits. Some believe that they are worthless food, 
but this isn’t true. Mushrooms contain protein and 
are so easily absorbed by the human body that they 
are sometimes called forest meat. They also contain 
numerous vitamins and micronutrients. Of course, 

different species have different amounts. Mushrooms 
with orange pigmentation, such as chanterelles, 
which are very popular in Poland, contain beta-

carotene – vitamin A, just like carrots. Mushrooms 
are also widely used in the pharmaceutical industry. 

PROTEIN

Mushrooms and 
lime slice on 
chopping board

Traditional 
Polish Christmas 
Eve dish: Clear 
borscht with uszka 
(dumplings filled 
with mushrooms)
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BOOKS FROM AROUND THE WORLD

FORCE OF NATURE

The Unlikely Story 
of Walmart’s Green Revolution 

How the CEO of the biggest 
retail corporation in the world 
and a renowned river guide 
forged the greatest business 
sustainability story of our times.

IN THIS book, Pulitzer Prize-winner 
Edward Humes tells how Jib Ellison, a former 
river-ra�ing guide, persuaded one of the least 
Earth-friendly corporations in the world to 
embrace sustainability as part of its core culture. 
At the time, the company was the target of 
a multitude of environmentalists, entire city 
governments and a never-ending slew of lawsuits.
In 2004, Jib Ellison walked into H. Lee Scott’s 
o�ce determined to show that sustainability 
wasn’t just tree-hugger talk or an act of charity. 
Moreover, he demonstrated that sustainability 
could be pro�table, which got Walmart’s chief 
executive’s attention.

One of Jib Ellison’s �rst projects for the 
retail giant revealed how easily that could be 
accomplished. He suggested reducing the size 
of the colourful cardboard packaging for the 
company’s Chinese-made toy trucks, which saved 
millions of dollars, not to mention hundreds of 
thousands of tonnes of cardboard.
A small project initially intended to protect 
Walmart from environmental criticism turned 
out to be a massive sustainability revolution that 
has been a force of nature and an inspiration 
to whole industries, along with the 100,000 
manufacturers whose products had to become 
more sustainable to remain on Walmart’s shelves.

The inside story 
of an unlikely partnership 
and its struggle to 
redefine what it means 
to be green in the world 
of big business.
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WTF?: 
What’s the Future 

and Why It’s Up to Us

LANDSCAPE 
AND MEMORY

In tomorrow’s economy, 
technology may eliminate labour and make 
things cheaper, but at its best, companies 
can use it to do unimaginable things in order 
to build a better future, and not just a more 
efficient one. 
Over the past four decades, Tim O’Reilly’s 
genius has been to identify and explain the 
impact of emerging technologies with world-
shaking potential – from the World Wide 
Web to Big Data. In “WTF?”, he shares his 
approach to a number of challenging issues 
we all will have to face as citizens, employees, 
business leaders, and nations. O’Reilly provides 
us tools for understanding how all the parts 
of modern digital businesses work together to 
create customer value. Robots are said to be 
going to take our jobs. O’Reilly replies: “Only 
if that’s what we ask them to do!” Therefore, 
“It’s up to us” to decide if WTF? will be an 
expression of amazement or one of dismay in 
the near future.

Award-winning English historian Simon Schama 
dedicates several pages of “Landscape and Memory” to the 
bison hidden in the deepest part of the Polish-Lithuanian 
forest. Published in 1995, it was one of Time Magazine Best 
Books of the Year. �e author ranges over continents and 
centuries to apply his highly re�ned technique of cultural 
scrutiny to the world of nature and the various ways in 
which it is a cultural creation, a human invention that serves 
the purposes of myth, identity, consolation and belief. 
His evocation of the bison as an inspiration for Polish 
nationalism represents the kind of writing that has made 
Simon Schama acclaimed as a literary historian. �e bison 
was for the Poles a “talismanic beast.” It was seen as fugitive 
and unpredictable: “peaceful until provoked, elusive until 
attacked, deadly when enraged.” Just like the outlaws and 
partisans who “were to feature very heavily in the romantic 
history of Polish resistance.”
�e result is a majestic work of history, naturalism, 
mythology, and art.

The book’s new edition again aims to 
explore the powerful role of wit in graphic 
design as the magical element that builds 
the world’s biggest brands and engages 
people with messages that matter. 
“A Smile in the Mind” turns out to be an 
essential compendium of contemporary 
designs and a celebration of classic pieces 
of work, resulting in a rich sourcebook, a 
trigger for ideas, and an entertaining guide 
to the techniques behind witty thinking.
The different routes designers can take 
are illustrated with inspirational examples, 
exploring wit by technique, application 
(posters, packaging or data visualization, 
for example) and business area (from 
digital to politics). 
“A Smile in the Mind” also features 
interviews with legendary designers, 
offering a glimpse into their private 
working methods and thought processes, 
and answering the biggest question of all: 
how did they get the idea? 

A SMILE 
IN THE MIND 

Revised and 
Expanded Edition: 
Witty Thinking in 
Graphic Design

5.

4.

2.

3.First published in 1996, 
“A Smile in the Mind” 
became one of the most 
influential design books. 
Now extensively revised and 
updated, the book showcases 
more than 40 years of witty 
thinking in over 1,000 
projects and 500 designers 
and creative thinkers.

What will happen when an 
increasing number of jobs 
are performed by intelligent 
machines instead of people? 
In this book, Forbes Silicon 
Valley’s leading intellectual 
and entrepreneur Tim O’Reilly 
explores the potential upsides 
and downsides of what he calls 
“the�next economy”. 

This book
 is addressed and 

recommended not 
only for educators, 
but also for all that 

learn and live.

According to The New York Times, 
“Landscape and Memory” is “a work 
of great ambition and enormous 
intellectual scope... consistently 
provocative and revealing.”

PEDAGOGY 
OF FREEDOM

Ethics, Democracy, 
and Civic Courage

This book is a stirring culmination 
of Paulo Freire’s life inspiring work. 
Perhaps the most influential thinker about 
education in the late 20th century, Paulo 
Freire (1921-1997) developed an approach 
to education in which he argued for a 
system that emphasized learning as an 
act of culture and freedom. He created 
the concept of “Banking Education”, a 
traditional form of education where the 
job of the teacher is to deposit knowledge 
in the minds of the students. In “Pedagogy 
of Freedom”, the late Brazilian pedagogue 
travels even more deeply into the territory 
where learning and activism are the essence 
of human life, central to the creation of 
the individual, culture, and history. The 
author advocates that, in the emerging 
global society, there is a new education 
context that must regard and interrogate 
the reproduction of dominant ideologies. 
Freire addresses himself directly to teachers. 
As whoever teaches learns in the act of 
teaching, and whoever learns teaches in 
the act of learning, he reflects on how to 
create the best conditions for potentiating 
the production of knowledge, providing on 
almost every page concrete examples of the 
principles and values espoused.  
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