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THIS OFFERING CIRCULAR IS AVAILABLE ONLY TO INVESTORS WHO ARE
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IMPORTANT: You must read the following before continuing. The following applies to the attached
Offering Circular relating to PANDORA A/S (the “Company”). You are advised to read this carefully before
reading, accessing or making any other use of the Offering Circular. Recipients of this electronic transmission
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be made on the basis of the information contained in this Offering Circular and the pricing statement to be
published. In accessing the Offering Circular, you agree to be bound by the following terms and conditions,
including any modifications to them any time you receive any information from us as a result of such access. You
acknowledge that this electronic transmission and the delivery of the attached Offering Circular is intended for
you only and you agree you will not forward this electronic transmission or the attached Offering Circular to any
other person.

THE OFFER SHARES HAVE NOT BEEN AND WILL NOT BE REGISTERED UNDER THE U.S.
SECURITIES ACT OF 1933, AS AMENDED (THE “SECURITIES ACT”) OR ANY STATE SECURITIES
LAWS IN THE UNITED STATES, OR UNDER THE APPLICABLE SECURITIES LAWS OF AUSTRALIA,
CANADA OR JAPAN. SUBJECT TO CERTAIN EXCEPTIONS, THE OFFER SHARES MAY NOT BE
OFFERED OR SOLD WITHIN AUSTRALIA, CANADA, JAPAN OR THE UNITED STATES. GOLDMAN
SACHS INTERNATIONAL, J.P. MORGAN SECURITIES LTD., MORGAN STANLEY & CO.
INTERNATIONAL PLC AND NORDEA MARKETS (DIVISION OF NORDEA BANK DANMARK A/S)
(TOGETHER, THE “JOINT GLOBAL COORDINATORS”), CARNEGIE BANK A/S AND SEB ENSKILDA,
SKANDINAVISKA ENSKILDA BANKEN AB (PUBL), COPENHAGEN BRANCH (TOGETHER, THE
“CO-LEAD MANAGERS” AND, TOGETHER WITH THE JOINT GLOBAL COORDINATORS, THE
“MANAGERS”), OR THEIR RESPECTIVE AFFILIATES, MAY ARRANGE FOR THE OFFER AND SALE
OF OFFER SHARES IN THE UNITED STATES TO PERSONS REASONABLY BELIEVED BY THEM TO
BE “QUALIFIED INSTITUTIONAL BUYERS” (“QIBS”) AS DEFINED IN RULE 144A UNDER THE
SECURITIES ACT IN RELIANCE ON THE EXEMPTION FROM THE REGISTRATION REQUIREMENTS
OF THE SECURITIES ACT PROVIDED BY RULE 144A, OR ANOTHER EXEMPTION FROM THE
REGISTRATION REQUIREMENTS OF THE SECURITIES ACT. OFFER SHARES BEING OFFERED AND
SOLD OUTSIDE THE UNITED STATES ARE BEING OFFERED PURSUANT TO, AND IN ACCORDANCE
WITH, REGULATION S UNDER THE SECURITIES ACT AND APPLICABLE SECURITIES
REGULATIONS IN EACH JURISDICTION IN WHICH THE OFFER SHARES ARE OFFERED.
PROSPECTIVE INVESTORS IN THE OFFER SHARES ARE HEREBY NOTIFIED THAT SELLERS OF THE
OFFER SHARES MAY BE RELYING ON THE EXEMPTION FROM THE PROVISIONS OF SECTION 5 OF
THE SECURITIES ACT PROVIDED BY RULE 144A, OR ANOTHER EXEMPTION FROM THE
REGISTRATION REQUIREMENTS OF THE SECURITIES ACT. THE OFFER SHARES ARE NOT
TRANSFERABLE EXCEPT IN COMPLIANCE WITH THE RESTRICTIONS DESCRIBED IN THE
OFFERING CIRCULAR.

THE ATTACHED OFFERING CIRCULAR MAY NOT BE FORWARDED OR DISTRIBUTED TO ANY
OTHER PERSON AND MAY NOT BE REPRODUCED IN ANY MANNER WHATSOEVER. ANY
FORWARDING, DISTRIBUTION OR REPRODUCTION OF THIS DOCUMENT IN WHOLE OR IN PART
IS UNAUTHORIZED. FAILURE TO COMPLY WITH THIS DIRECTIVE MAY RESULT IN A VIOLATION
OF THE SECURITIES ACT OR THE APPLICABLE LAWS OF OTHER JURISDICTIONS. IF YOU HAVE
GAINED ACCESS TO THIS TRANSMISSION CONTRARY TO ANY OF THE FOREGOING
RESTRICTIONS, YOU ARE NOT AUTHORIZED AND WILL NOT BE ABLE TO PURCHASE ANY OF
THE OFFER SHARES DESCRIBED THEREIN.

Confirmation of your Representation: In order to be eligible to view the Offering Circular or make an
investment decision with respect to the Offer Shares, investors must be outside the United States. By accepting
the e-mail and accessing the Offering Circular, you shall be deemed to have represented to us that (1) you and any
customers you represent are outside the United States and the electronic mail address that you gave us and to
which this e-mail has been delivered is not located in the United States and (2) you consent to delivery of such
Offering Circular by electronic transmission.

The Offering Circular may only be communicated or caused to be communicated to persons in the United
Kingdom in circumstances where section 21(1) of the Financial Services and Markets Act 2000 (the “FSMA”)
does not apply and may be distributed in the United Kingdom only to persons who (i) have professional
experience in matters relating to investments falling within Article 19(5) of the Financial Services and Markets



Act 2000 (Financial Promotion) Order 2005 (as amended) (the “Order”), or (ii) are persons falling within Article
49(2)(a) to (d) (“high net worth companies, unincorporated associations etc.”) of the Order (all such persons
together being referred to as “Relevant Persons”). In the United Kingdom, the Offering Circular is directed only
at Relevant Persons and must not be acted on or relied on by persons who are not Relevant Persons. Any
investment or investment activity to which the Offering Circular relates is available only to Relevant Persons and
will be engaged in only with Relevant Persons.

In addition, this electronic transmission and the attached Offering Circular are directed only at persons in member
states of the European Economic Area who are “Qualified Investors” within the meaning of Article 2(1)(e) of the
Prospectus Directive (Directive 2003/71/EC).

You are reminded that the Offering Circular has been delivered to you on the basis that you are a person into
whose possession the Offering Circular may be lawfully delivered in accordance with the laws of the jurisdiction
in which you are located and you may not, nor are you authorized to, deliver or disclose the contents of the
Offering Circular to any other person. Nothing in this electronic transmission constitutes an offer of securities for
sale in any jurisdiction where it is unlawful to do so. If a jurisdiction requires that the offering be made by a
licensed broker or dealer and the Managers or any affiliate of the Managers is a licensed broker or dealer in that
jurisdiction, the offering shall be deemed to be made by the Managers or such affiliate on behalf of the Company
in such jurisdiction.

The Offering Circular has been sent to you in an electronic form. You are reminded that documents transmitted
via this medium may be altered or changed during the process of electronic transmission and, consequently, none
of the Company, the Managers nor any of their respective affiliates accepts any liability or responsibility
whatsoever in respect of any difference between the Offering Circular distributed to you in electronic format and
the hard copy version available to you on request.

You are responsible for protecting against viruses and other destructive items. Your use of this e-mail is at your
own risk and it is your responsibility to take precautions to ensure that it is free from viruses and other items of a
destructive nature.



CONFIDENTIAL

PANDORA

Offering of up to 47,981,480 Ordinary Shares
(a public limited company incorporated in Denmark registered under CVR no. 28505116)

This offering circular (the “Offering Circular”) relates to the offering of up to 47,981,480 ordinary shares of DKK 1 nominal value each (the
“Offering”) of PANDORA A/S (the “Company”). The Company is offering up to 3,428,571 new ordinary shares (the “New Shares”), such
number of Shares to be based on the Company raising gross proceeds of approximately DKK 600 million, and Prometheus Invest ApS (the
“Selling Shareholder™) is offering 44,552,909 ordinary shares (the “Existing Offer Shares” and, together with the New Shares, the “Offer
Shares”). Certain members of our Board of Directors, Executive Management and Key Employees are shareholders, directly or indirectly, in
the Selling Shareholder and will be receiving proceeds through the sale of the Existing Offer Shares. See “Ownership Structure and Related
Party Transactions.” In addition, it is expected that the holders of Warrants (including members of the Board of Directors, the Executive
Management and certain Key Employees) will sell to the Selling Shareholder at the Offer Price 35% of the Shares received by them upon their
exercise of the Warrants in connection with the Offering. See “Management and Employees — Incentive Programs — Warrant Program.”

The Offering consists of: (i) an initial public offering in Denmark, (ii) a private placement in the United States to persons who are “qualified
institutional buyers” or “QIBs” (as defined in Rule 144A (“Rule 144A”) under the U.S. Securities Act of 1933, as amended (the “U.S.
Securities Act”)), in reliance on Rule 144A or another available exemption from the registration requirements under the U.S. Securities Act
and (iii) private placements to institutional investors in the rest of the world. The Offering outside the United States will be made in compliance
with Regulation S (“Regulation S”’) under the U.S. Securities Act.

In connection with the Company’s purchase of the minority interests in the distribution subsidiaries Ad Astra Holding Pty Ltd. and PANDORA
Jewelry Central Western Europe A/S (“PANDORA Jewelry CWE?”), the sellers have agreed to invest a portion of the proceeds received from
such sale (approximately DKK 137 million) in New Shares, and the Company will allocate such New Shares to the sellers in the Offering. See
“Use of Proceeds.”

The Selling Shareholder has granted the Joint Global Coordinators, on behalf of the Managers, an option to purchase up to 6,682,936
additional Shares at the Offer Price (the “Overallotment Option™), exercisable, in whole or in part, from the first day of trading in, and official
listing of, the Shares until 30 calendar days thereafter, solely to cover overallotments or short positions, if any, incurred in connection with the
Offering. As used herein, the term “Offer Shares” shall include any Shares purchased pursuant to the Overallotment Option (unless the context
indicates otherwise), and “Shares” shall refer to all outstanding ordinary shares of the Company, DKK 1 nominal value each.

Prior to the Offering, there has been no public market for the Shares. Application has been made for the Shares to be admitted to trading and
official listing on NASDAQ OMX Copenhagen A/S (“NASDAQ OMX Copenhagen”) under the symbol “PNDORA” (ISIN: DK0060252690).

You are advised to examine all risks and legal requirements that might be relevant in connection with an investment in the Offer
Shares. Investing in the Offer Shares involves a high degree of risk. See “Risk Factors” beginning on page 12 for a discussion of certain
risks that prospective investors should consider before investing in the Offer Shares.

OFFER PRICE RANGE: DKK 175 - DKK 225 PER OFFER SHARE

The offer price (the “Offer Price”) is expected to be within the offer price range set forth above and will be determined through book-building.
The Offer Price and the exact number of Offer Shares to be sold will be determined by the Selling Shareholder and our Board of Directors in
consultation with the Joint Global Coordinators and is expected to be announced through NASDAQ OMX Copenhagen no later than 8:00 a.m.
(Central European Time) on 5 October 2010. The first day of trading in, and official listing of, the Shares on NASDAQ OMX Copenhagen is
expected to be on 5 October 2010.

The offer period (the “Offer Period”) will commence on 23 September 2010 and will close no later than 4 October 2010 at 5:00 p.m. (Central
European Time). The Offer Period may be closed prior to 4 October 2010; however, the Offer Period will not be closed wholly or in part before
28 September 2010 at 12:01 a.m. (Central European Time). The Offer Period in respect of applications for purchases of amounts up to, and
including, DKK 3 million may be closed before the remainder of the Offering is closed. If the Offering is closed in whole or in part before
4 October 2010, the first day of trading and official listing and the date of payment and settlement will be moved forward accordingly. Any such
early closing, in whole or in part, will be announced through NASDAQ OMX Copenhagen.

The Managers expect to deliver the Offer Shares against payment in immediately available funds in book-entry form to investors’ accounts with
VP Securities A/S (“VP Securities”) and through the facilities of Euroclear Bank S.A./N.A., as operator of the Euroclear System (“Euroclear”)
and Clearstream Banking, S.A. (“Clearstream”), starting no later than 8 October 2010. All dealings in the Offer Shares prior to settlement will be
for the account of, and at the sole risk of, the parties involved.

This Offering Circular does not constitute an offer to sell or the solicitation of an offer to subscribe for or buy any of the Offer Shares in
any jurisdiction to any person to whom it would be unlawful to make such an offer in such a jurisdiction.

The Offer Shares have not been and will not be registered under the U.S. Securities Act and are being offered and sold (a) in the United
States only to persons who are QIBs in reliance on Rule 144A or another available exemption from the registration requirements under
the U.S. Securities Act, and (b) outside the United States in compliance with Regulation S. Prospective investors are hereby notified that
sellers of the Offer Shares may be relying on the exemption from the registration requirements of Section 5 of the U.S. Securities Act
provided by Rule 144A. For certain restrictions on transfer of the Offer Shares, see “Transfer Restrictions.” The distribution of the
Offering Circular and the offer of the Offer Shares in certain jurisdictions is restricted by law. Persons into whose possession the Offering
Circular comes are required by the Company, the Selling Shareholder and the Managers to inform themselves about and to observe such
restrictions. See “Plan of Distribution — Selling Restrictions.”

Joint Global Coordinators and Joint Bookrunners

Goldman Sachs International J.P. Morgan Morgan Stanley Nordea
Co-Lead Managers
Carnegie SEB Enskilda
Financial Advisors to the Company and the Selling Shareholder
Rothschild FIH Partners

20 September 2010



Introduction

Certain Information with respect to the Offering

In this Offering Circular, “we,” “our,” “us,” the “Company,” “PANDORA” and the “Group” refer to PANDORA
A/S or PANDORA A/S and its subsidiaries and, prior to the Acquisitions (as defined herein), to the predecessor
entities and the underlying businesses subject to the Acquisitions, in each case as the context may require.

No representation or warranty, express or implied, is made by Goldman Sachs International, J.P. Morgan
Securities Ltd., Morgan Stanley & Co. International plc, or Nordea Markets (Division of Nordea Bank Danmark
A/S) (together, the “Joint Global Coordinators™), Carnegie Bank A/S or SEB Enskilda, Skandinaviska Enskilda
Banken AB (publ), Copenhagen Branch (“SEB Enskilda”) (together, the “Co-Lead Managers” and, together with
the Joint Global Coordinators, the “Managers”) or N M Rothschild and Sons Limited (“Rothschild”) or FIH
Partners A/S (“FIH Partners” and, together with Rothschild, the “Financial Advisors™) as to the accuracy or
completeness of any information contained in this Offering Circular.

The information in this Offering Circular is as at the date printed on the front of the cover, unless expressly stated
otherwise. The delivery of this Offering Circular at any time does not imply that there has been no change in our
business or affairs since the date hereof or that the information contained herein is correct as at any time
subsequent to the date hereof. In the event of any material changes to the information in this Offering Circular
during the period from the date of announcement to the first day of trading, such changes will be announced
pursuant to the rules in the Danish Executive Order No. 223 of 10 March 2010, inter alia, which governs the
publication of prospectus supplements.

In connection with the Offering, we have prepared two versions of this offering document: the Danish Prospectus
for purposes of the Offering in Denmark and this Offering Circular in English for purposes of the Offering outside
of Denmark. The Danish Prospectus has been prepared in compliance with the standards and requirements of
Danish law, including the rules issued by NASDAQ OMX Copenhagen. The Danish Prospectus contains certain
statements which are required under European Commission Regulation No. 809/2004, as amended, and/or the
rules for the issuers of shares issued by NASDAQ OMX Copenhagen, including responsibility statements made
by the auditors and the Joint Global Coordinators, which are not included in this Offering Circular.

In making an investment decision, investors must rely on their own examination of us and the terms of this
Offering, including the merits and risks involved. Any purchase of the Offer Shares should be based on the
examinations that the investor in question may deem necessary, including the legal basis and consequences of the
Offering, and including possible tax consequences that may apply, before deciding whether or not to invest in the
Offer Shares. In addition to their own examination of PANDORA and the terms of the Offering, investors should
rely only on the information contained in this Offering Circular, including the risk factors described herein, and
any notices which are published by the Company under current legislation, including the rules of NASDAQ OMX
Copenhagen applying to issuers of shares.

The Offering will be completed under Danish law, and neither the Selling Shareholder, the Managers, the
Financial Advisors nor we have taken any action or will take any action in any jurisdiction with the exception of
Denmark that may result in a public offering of the Offer Shares.

No person has been authorized to give any information or make any representation not contained in this Offering
Circular and, if given or made, such information or representation must not be relied upon as having been
authorized by the Selling Shareholder, the Managers, the Financial Advisors or us. Neither we, the Selling
Shareholder, the Managers or the Financial Advisors accept any liability for any such information or
representation.

The distribution of this Offering Circular and the offer or sale of the Offer Shares in certain jurisdictions are
restricted by law. No action has been or will be taken by the Selling Shareholder, the Managers, the Financial
Advisors or us to permit a public offering in any jurisdiction other than Denmark. Persons into whose possession
this Offering Circular may come are required by the Selling Shareholder, the Managers, the Financial Advisors
and us to inform themselves about and to observe such restrictions. This Offering Circular may not be used for,
or in connection with, any offer to, or solicitation by, anyone in any jurisdiction or under any circumstances in
which such offer or solicitation is not authorized or is unlawful. For further information with regard to restrictions
on offers and sales of the Offer Shares and the distribution of this Offering Circular, see “Plan of Distribution —
Selling Restrictions.” This Offering Circular does not constitute an offer to sell or a solicitation of an offer to buy
any of the Offer Shares in any jurisdiction to any person to whom it would be unlawful to make such an offer. This
Offering Circular may not be forwarded, reproduced or in any other way redistributed by anyone but the Managers



and the Company. Investors may not reproduce or distribute this Offering Circular, in whole or in part, and
investors may not disclose the content of this Offering Circular or use any information herein for any purpose
other than considering the purchase of Offer Shares. Investors agree to the foregoing by accepting delivery of this
Offering Circular.

The Managers and the Financial Advisors are acting for the Selling Shareholder and us and no one else in relation
to the Offering. The Managers and the Financial Advisors will not be responsible to anyone other than the Selling
Shareholder and us for providing the protections afforded to clients of the Financial Advisors or the Managers nor
for providing advice in relation to the Offering.

Stabilization

IN CONNECTION WITH THE OFFERING, MORGAN STANLEY & CO. INTERNATIONAL PLC AS THE
STABILIZING MANAGER, OR ITS AGENTS, ON BEHALF OF THE MANAGERS, MAY ENGAGE IN
TRANSACTIONS THAT STABILIZE, MAINTAIN OR OTHERWISE AFFECT THE PRICE OF THE SHARES
FOR UP TO 30 DAYS FROM THE COMMENCEMENT OF TRADING AND OFFICIAL LISTING OF THE
SHARES ON NASDAQ OMX COPENHAGEN. SPECIFICALLY, THE MANAGERS MAY OVER-ALLOT
OFFER SHARES OR EFFECT TRANSACTIONS WITH A VIEW TO SUPPORTING THE MARKET PRICE
OF THE SHARES AT A LEVEL HIGHER THAN THAT WHICH MIGHT OTHERWISE PREVAIL. THE
STABILIZING MANAGER AND ITS AGENTS ARE NOT REQUIRED TO ENGAGE IN ANY OF THESE
ACTIVITIES AND, AS SUCH, THERE IS NO ASSURANCE THAT THESE ACTIVITIES WILL BE
UNDERTAKEN; IF UNDERTAKEN, THE STABILIZING MANAGER OR ITS AGENTS MAY END ANY OF
THESE ACTIVITIES AT ANY TIME AND THEY MUST BE BROUGHT TO AN END AT THE END OF THE
30-DAY PERIOD MENTIONED ABOVE. SAVE AS REQUIRED BY LAW OR REGULATION, THE
STABILIZING MANAGER DOES NOT INTEND TO DISCLOSE THE EXTENT OF ANY STABILIZATION
TRANSACTIONS UNDER THE OFFERING. SEE “PLAN OF DISTRIBUTION.”
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Notice to Investors in the United States

The Offer Shares have not been recommended by any U.S. federal or state securities commission or regulatory
authority. Furthermore, the foregoing authorities have not confirmed the accuracy or determined the adequacy of
this Offering Circular. Any representation to the contrary is a criminal offense in the United States.

The Offer Shares have not been and will not be registered under the U.S. Securities Act and are being offered and
sold (a) in the United States only to persons who are QIBs in reliance on Rule 144A or another available
exemption from the registration requirements under the U.S. Securities Act, and (b) outside the United States in
compliance with Regulation S. Prospective investors are hereby notified that sellers of the Offer Shares may be
relying on the exemption from the registration requirements of Section 5 of the U.S. Securities Act provided by
Rule 144A. For certain restrictions on transfer of the Offer Shares, see “Transfer Restrictions.”

In the United States, this Offering Circular is being furnished on a confidential basis solely for the purpose of
enabling a prospective investor to consider purchasing the particular securities described herein. The information
contained in this Offering Circular has been provided by us and other sources identified herein. Distribution of
this Offering Circular to any person other than the offeree specified by the Managers or their representatives, and
those persons, if any, retained to advise such offeree with respect thereto, is unauthorized, and any disclosure of
its contents, without our prior written consent, is prohibited. Any reproduction or distribution of this Offering
Circular in the United States, in whole or in part, and any disclosure of its contents to any other person is
prohibited. This Offering Circular is personal to each offeree and does not constitute an offer to any other person
or to the public generally to subscribe for, or otherwise acquire, the Offer Shares.

NEITHER THE FACT THAT A REGISTRATION STATEMENT OR AN APPLICATION FOR A
LICENSE HAS BEEN FILED UNDER CHAPTER 421-B OF THE NEW HAMPSHIRE REVISED
STATUTES (“RSA”) WITH THE STATE OF NEW HAMPSHIRE NOR THE FACT THAT A SECURITY
IS EFFECTIVELY REGISTERED OR A PERSON IS LICENSED IN THE STATE OF NEW
HAMPSHIRE CONSTITUTES A FINDING BY THE SECRETARY OF STATE OF NEW HAMPSHIRE
THAT ANY DOCUMENT FILED UNDER RSA 421-B IS TRUE, COMPLETE AND NOT MISLEADING.
NEITHER ANY SUCH FACT NOR THE FACT THAT AN EXEMPTION OR EXCEPTION IS
AVAILABLE FOR A SECURITY OR A TRANSACTION MEANS THAT THE SECRETARY OF STATE
HAS PASSED IN ANY WAY UPON THE MERITS OR QUALIFICATIONS OF, OR RECOMMENDED
OR GIVEN APPROVAL TO, ANY PERSON, SECURITY OR TRANSACTION. IT IS UNLAWFUL TO
MAKE, OR CAUSE TO BE MADE, TO ANY PROSPECTIVE PURCHASER, CUSTOMER OR CLIENT
ANY REPRESENTATION INCONSISTENT WITH THE PROVISIONS OF THIS PARAGRAPH.

European Economic Area (“EEA’’) Restrictions

In any EEA member state other than Denmark that has implemented Directive 2003/71/EC (together with any
applicable implementing measures in any member state, the “Prospectus Directive”), this Offering Circular is only
addressed to, and is only directed at, investors in that member state who fulfill the criteria for exemption from the
obligation to publish a prospectus, including qualified investors, within the meaning of the Prospectus Directive
as implemented in each such member state.

This Offering Circular has been prepared on the basis that all offers of Offer Shares, other than the offer
contemplated in Denmark once the Danish Prospectus has been approved by the Danish FSA and published in
accordance with the Prospectus Directive as implemented in Denmark, will be made pursuant to an exemption
under the Prospectus Directive, as implemented in member states of the EEA, from the requirement to produce a
prospectus for offers of Offer Shares. Accordingly, any person making or intending to make any offer within the
EEA of Offer Shares which is the subject of the placement contemplated in this Offering Circular should only do
so in circumstances in which no obligation arises for us, the Selling Shareholder or any of the Managers to
produce a prospectus for such offer. Neither we, the Selling Shareholder nor the Managers have authorized, nor
do we, the Selling Shareholder or the Managers authorize, the making of any offer of Offer Shares through any
financial intermediary, other than offers made by Managers which constitute the final placement of Offer Shares
contemplated in this Offering Circular.

The Offer Shares have not been, and will not be, offered to the public in any Member State of the European
Economic Area that has implemented the Prospectus Directive, excluding Denmark (a “Relevant Member State”).
Notwithstanding the foregoing, an offering of the Offer Shares may be made in a Relevant Member State:
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e exclusively to legal entities which are authorized or regulated to operate in the financial markets or, if not so
authorized or regulated, whose corporate purpose is solely to invest in securities;

e exclusively to any legal entity which has two or more of (i) an average of at least 250 employees during the
last financial year, (ii) a total balance sheet of more than EUR 43 million, and (iii) an annual net turnover of
more than EUR 50 million, as shown in its last annual or consolidated accounts;

e to fewer than 100 natural or legal persons (other than a person that is a qualified investor within the meaning
of Article 2(1)(c) of the Prospectus Directive) subject to obtaining the prior consent of the Joint Global
Coordinators for any such offer; or

* in any other circumstances falling within Article 3(2) of the Prospectus Directive;

provided that no such offer of Offer Shares shall result in a requirement for the publication by the Company or
any Manager of a prospectus pursuant to Article 3 of the Prospectus Directive.

For the purposes of this provision, the expression an “offer to the public” in relation to any Offer Shares in any
Relevant Member State means the communication in any form and by any means of sufficient information on the
terms of the Offering and the Offer Shares so as to enable an investor to decide to purchase Offer Shares, as that
definition may be varied in that Relevant Member State by any measure implementing the Prospectus Directive
in that Relevant Member State and includes any relevant implementing measure in each Relevant Member State.

United Kingdom Restrictions

Offers of the Offer Shares pursuant to the Offering are only being made to persons in the United Kingdom who
are “qualified investors” or otherwise in circumstances which do not require publication by the Company of a
prospectus pursuant to section 85(1) of the U.K. Financial Services and Markets Act 2000.

Any investment or investment activity to which the Offering Circular relates is available only to, and will be
engaged in only with, investment professionals falling within Article 19(5), or high net worth entities falling
within Article 49(2), of the U.K. Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 or
other persons to whom such investment or investment activity may lawfully be made available (together, “relevant
persons”). Persons who are not relevant persons should not take any action on the basis of the Offering Circular
and should not act or rely on it.
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RESPONSIBILITY AND STATEMENT

The Company’s responsibility
PANDORA A/S is responsible for this Offering Circular in accordance with Danish law.

The Company’s statement

We hereby declare that we, as the persons responsible for this Offering Circular, have taken all reasonable care to
ensure that, to the best of our knowledge and belief, the information contained in this Offering Circular is in
accordance with the facts and does not omit anything likely to affect the import of its contents.

Glostrup, 20 September 2010
PANDORA A/S

Board of Directors

Allan Leighton Torben Ballegaard Sgrensen
Chairman Deputy chairman

Andrea Alvey Marcello V. Bottoli

Sten Daugaard Christian Frigast

Erik D. Jensen Nikolaj Vejlsgaard

Executive Management

Mikkel Vendelin Olesen Henrik Holmark
Chief Executive Officer Chief Financial Officer
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Summary

The following summary should be read as an introduction to this Offering Circular, and in conjunction with, and
as qualified in its entirety by, the more detailed information that appears elsewhere in this Offering Circular
including our Audited Annual Financial Statements for the years ended and as at 31 December 2009, 2008 and
2007 and our Unaudited Interim Financial Statements for the six months ended and as at 30 June 2010 and 2009,
included elsewhere herein, which have been reviewed by Ernst & Young, independent auditors. Any decision to
invest in the Offer Shares should be based on this Offering Circular as a whole. See “Risk Factors” for a
discussion of certain factors that should be considered in connection with an investment in the Offer Shares.
Certain terms used in this summary are defined elsewhere in this Offering Circular. See “Glossary.”

Overview of Our Business

We are a designer, manufacturer, marketer and distributor of hand-finished and modern jewelry made from
genuine materials — primarily sterling silver, gold, precious and semi-precious stones and Murano glass. As at
30 June 2010, our jewelry was sold in 47 countries on six continents through approximately 10,000 points of sale.
The United States is our largest market, accounting for 40.8% of our revenue in H1 2010. The United Kingdom,
Australia and Germany are our next largest markets, accounting for 13.2%, 12.5% and 11.8% of our revenue,
respectively, in HI 2010.

We believe that the PANDORA brand represents one of our most important assets. Our brand DNA is the sum of
our core brand values — affordable luxury, contemporary design and personal storytelling — which permeate all of
our collections. Our jewelry collections incorporate our “Create & Combine” concept which allows for the
personalization of the jewelry by adding, combining and composing products in a way that is unique to each end-
consumer. Because much of our jewelry can be combined with each other, our end-consumers are encouraged to
purchase individual products or combinations of products to commemorate special moments and events in their
lives. The collective nature of our jewelry enables end-consumers to purchase as many products as their budget
allows at any point in time and to complete their individual jewelry collection over time, enabling it to evolve with
their changing tastes and budgets.

Our target end-consumers are women between the ages of 25 and 50. Our portfolio of jewelry includes five
collections: Moments, Stories, Compose, LovePods and Liquid Silver, each of which offers end-consumers the
opportunity to combine products and create unique and personalized compositions. Our charm bracelets made
from sterling silver or gold and charms made from different genuine materials, which are featured in our Moments
collection, constitute our core product offering. They represented in aggregate 89.2% and 86.2% of our revenue
in FY 2009 and H1 2010, respectively. In addition to charm bracelets and charms, our collections include other
pieces of jewelry, such as rings, bracelets, necklaces, pendants and earrings. Through our use of genuine materials
and hand-finished craftsmanship, we seek to create high-quality jewelry.

We expect, in the coming years, to expand our portfolio of jewelry and develop a limited selection of non-jewelry
products, including PANDOR A-branded watches and sunglasses. Through this development we seek to strengthen
and build our brand while providing the potential for additional revenue streams and facilitating increased
utilization of the selling space at our points of sale.

We operate a vertically integrated business model from design through in-house production to distribution of our
jewelry. In-house designers located in Denmark create our designs and continuously enhance our jewelry product
range. We produce almost all our jewelry at our production facilities located in Gemopolis, a jewelry business
zone on the outskirts of Bangkok, Thailand, from where the products are distributed to points of sale primarily
through our distribution subsidiaries (direct distribution), but also through third party distributors.

As at 30 June 2010, our approximately 10,000 points of sale to end-consumers, included 2,452 PANDORA-
branded points of sale, consisting of 262 Concept Stores (of which 47 were directly operated by us), 725 Shop-
in-shops (of which 23 were directly operated by us) and 1,465 Gold Level points of sale. As of such date, our
products were also offered in 2,217 Silver Level points of sale and 5,253 White Level points of sale as well as
through travel retail outlets, including onboard sales on a variety of international airlines and cruise ships.




Strengths & Strategy
Key strengths

We believe that our competitive strengths and advantages include:

Attractive company positioning and industry dynamics. We are the world’s third largest jewelry brand, in
terms of estimated revenues at retail value in 2009. We have gained an international presence and built
increasing brand awareness in our key markets. While the USD 145 billion global fine jewelry market (in
terms of estimated revenues at retail value in 2009) remains largely unbranded, this market has experienced
increased branding in recent years, particularly in the affordable segment of which we are a part, and we
believe we are well-positioned to continue to take advantage of this trend due to the strength of our brand
and our product offering.

Successful product concept. We offer a universe of hand-finished and modern jewelry made from genuine
materials with a number of attractive features. For example, our jewelry features timeless design, high quality
at affordable prices and, for our charm bracelets, patented functionality. All our jewelry is built upon our
brand DNA including our “Create & Combine” concept which allows end-consumers over time to build a
personal charm bracelet or a selection of our jewelry. At the same time, this provides our points of sale with
the potential for increased store traffic, making us attractive to retailers as well as end-consumers.

Increasingly diversified geographic presence and proven ability to enter new geographical markets. As at
30 June 2010, our products were sold in 47 countries on six continents across different sales channels through
approximately 10,000 points of sale as compared with only being sold in Denmark prior to 2000. We have a
proven ability to enter new geographical markets, having successfully entered a number of new markets in
the last decade and, in particular, having developed a strong presence in our key geographical markets,
namely, the United States, Australia, Germany and the United Kingdom since the launch of our products in
these markets in 2003, 2004 and 2005, respectively. In FY 2009, 45.0%, 34.9% and 20.1% of our revenue
was derived from the Americas, Europe and Asia Pacific, respectively (46.0%, 40.2% and 13.8% in H1 2010,
respectively).

Vertically integrated business model. In recent years, we have developed our vertically integrated business
model from design through in-house production to distribution while, at the same time, realizing strong
organic growth in our business and maintaining the high quality of our products and production processes.
Designers located in Denmark create our designs and seek to continuously enhance our jewelry product
range. We have more than 20 years experience in the production of jewelry in Thailand, where we benefit
from the long jewelry crafting tradition, the availability of skilled and experienced labor and cost efficiencies
of local production. We also benefit from our standardized production processes at our three modern
production facilities, which have helped us to achieve efficient, order-driven production with six to eight
weeks, lead time. We have increased significantly our level of direct distribution to points of sale, which
accounted for 92.6% of our total revenues in H1 2010. Today, we distribute our products directly to each of
our key markets, while using third party distributors in strategically selected growth markets. The
development of this business model, and our limited portfolio of directly operated stores, has allowed us to
capture a higher proportion of the total revenue from the ultimate retail sale of our products when compared
to selling through third party distributors. This underpins the strong profit margins we have been able to
achieve.

Strong financial performance. We have experienced significant growth in recent years, increasing our
production volumes from approximately 3.0 million SKUs in FY 2004 to over 42 million SKUs in FY 2009.
During the periods under review in this Offering Circular, we have achieved strong financial performance,
both in terms of our revenue and margin growth, driven by a combination of strong organic growth and
significant structural changes. From 2008 (adjusted to reflect operations for the 12-month period ended
31 December 2008) to FY 2009, our consolidated revenue increased from DKK 1,904 million to DKK
3,461 million (growth of 81.7%), EBITDA increased from DKK 778 million to DKK 1,572 million (growth
of 102.0%) and operating profit increased from DKK 738 million to DKK 1,424 million (growth of 92.9%).
From H1 2009 to H1 2010, our consolidated revenue increased from DKK 1,262 million to DKK
2,581 million (growth of 104.5%), EBITDA increased from DKK 654 million to DKK 1,020 million (growth
of 56.0%) and operating profit increased from DKK 632 million to DKK 892 million (growth of 41.1%). Our
EBITDA margin was 39.5% in H1 2010, 45.4% in FY 2009 and 40.9% in 2008 (adjusted to reflect operations
for the 12 month period ended 31 December 2008) and 40.2% in FY 2008, respectively. Our cash conversion
ratio was 65.7% in H1 2010, 113.8% in FY 2009 and 160.6% in FY 2008, respectively. However, due to the
significant structural changes since the Acquisitions in March 2008, any comparison between successive or




comparable periods is not necessarily meaningful and may not be indicative of future results. See “Operating
and Financial Review-Events Affecting Comparability of Our Results of Operations.”

Efficient management structure geared for growth. Our management team includes members with
considerable PANDORA experience and members with substantial relevant outside experience. Following
the Acquisitions in March 2008, this team has been instrumental to the significant growth in our business and
operations, including having played a central role in the shift in our business model from a primarily
production and export-oriented business model to a vertically integrated business model. Our management
structure features our Executive Management and other leadership and support in Denmark as well as local
management and centers of competencies in our markets. We believe this structure allows us to facilitate the
centralized control needed to pursue our global strategies, while benefitting from local entrepreneurship,
flexibility and know-how in our markets.

Business strategy

Our long-term vision is to become the world’s most recognized global jewelry brand. To work towards this vision,
we have identified the following strategic objectives for the short- to medium-term:

Focus on PANDORA-branded sales channels. We intend to increase the number of PANDORA-branded
points of sale in select markets to derive a significantly higher proportion of our revenues from PANDORA-
branded sales channels in the future. PANDORA-branded sales channels allow us to strengthen the
perception of our brand in the retail environment and typically permit an expanded product offering
compared with our other points of sale. We plan to increase our PANDORA-branded points of sale, in part,
by establishing new Concept Stores and Shop-in-shops through franchise or other arrangements as well as
launching a limited number of directly operated stores. We also plan to continue to encourage upgrades of
existing points of sale to increase the number of Gold Level points of sale and Shop-in-shops.

Capitalize on our product offering. In recent years, we have significantly broadened our jewelry portfolio,
including through the introduction of our Compose, LovePods and Liquid Silver collections in 2007, 2008
and 2009, respectively. We expect in the coming years to capitalize on the potential of these collections as
well on as the potential in the Moments and Stories collections, both in existing and new markets. We seek
to achieve this through a strong focus on marketing and sales execution. At the same time we plan to renew
our jewelry portfolio and expand our current product offering with a limited selection of non-jewelry
products in close alignment with our brand DNA. Through these expansions, we seek to strengthen and build
our brand, increase revenue streams and facilitate increased utilization of the selling space of our points of
sale.

Tailor approach to new geographical markets. We intend to continue entering into new geographical markets
and expanding our presence in existing markets where we currently have little or no market presence. In
particular, we see potential for our products in certain well-established European markets for luxury goods
such as France and Italy, where the fine jewelry markets were estimated to be worth USD 4.5 billion and USD
6.9 billion, respectively, in 2009 and in emerging countries such as the BRIC countries (Brazil, Russia, India
and China), where the fine jewelry markets were estimated to be worth USD 2.3 billion, USD 3.0 billion,
USD 13.0 billion and USD 13.8 billion, respectively, in 2009. We entered France and Brazil in 2008 and
20009, respectively, through third party distributors and the Italian market in the summer of 2010 through our
distribution subsidiary. We seek to enter the Russian and Chinese markets in the fall or winter of 2010 and
the Indian market in 2011 or later. Based on our significant experience from having entered into 47 countries,
we adopt a specific market entry strategy for each new market, taking into account local market
characteristics with the aim of promoting widespread sales and penetration as quickly as possible given the
market, while ensuring consistent brand positioning. We expect to enter into and develop our market presence
primarily through existing retail outlets in well-established markets. We expect to focus more on the launch
of PANDORA-branded points of sale (franchise and directly operated) in emerging markets.

Implement global marketing. We pursue a global brand strategy focusing on creating consistency of brand
perception across all communication channels and markets. To further strengthen our brand, we expect to
spend in the high single digits of our revenues in a particular period for marketing (our marketing costs in
H1 2010 were equal to 9.5% of our total revenue). This is supplemented by further marketing performed by
our third party distributors and points of sale (our distribution and franchise agreements require a certain
proportion of revenue to be used for marketing). Furthermore, we intend to continue to use the Internet to
promote our brand awareness as well as to attract and retain customers by fostering customer loyalty,
including through our PANDORA club. In the medium-term, we expect to build an online sales platform to




enhance further brand awareness and maximize customer reach as well as to foster the potential for additional
revenue opportunities.

Risk Factors

An investment in equity securities such as the Offer Shares involves a high degree of financial risk. There are risks
associated with an investment in the Offer Shares including risks relating to our business and industry, and with
the Offering, which you should consider carefully before you decide to buy the Offer Shares. Some of the most
significant risks facing our business and industry include:

The strength of our brand is crucial to our success. If we do not succeed in continuing to maintain and
develop our brand, this could have a material adverse effect on our business, results of operations or
financial condition.

We are dependent upon revenues generated from sales of our charm bracelets and charms.

Any inability to respond to changes in consumer demands and market trends in a timely manner could have
a material adverse effect on our business, results of operations or financial condition.

Changes or a continued downturn in economic conditions, in particular in our principal markets, may affect
consumer purchases of discretionary items, such as our products, and could have a material adverse effect
on our business, results of operations or financial condition.

Fluctuations in prices, or any unavailability, of the raw materials that we use in our products may materially
adversely affect our business, results of operations or financial condition.

Any inability to manage our significant growth and recent structural changes may have a material adverse
effect on our business, results of operations or financial condition.

Any inability to implement successfully our growth strategies may have a material adverse effect on our
business, results of operations or financial condition.

Competition in the markets in which we operate is intense and may have a material adverse effect on our
business, results of operations or financial condition.

Our business and results of operations are dependent upon the degree to which we are able to continue to
import raw materials to, manufacture products in, and export from, Thailand.

Given the significant international aspects of our business, our results of operations could be materially
adversely affected by various governmental authorities questioning our intra-group transfer pricing policies
and asserting alternative claims over the taxation of our profits or changing local tax rules and interpretation
of tax rules.

We benefit from certain concessions granted by Thailand’s Board of Investment as well as from a temporary
suspension of U.S. import duties for Thai goods. The expiration or repeal of any or all of these may result in
significantly increased tax costs which could have a material adverse effect on our business, results of
operations or financial condition.

The concentration of a substantial portion of our industry’s sales in relatively brief selling periods during
the year means that our performance is susceptible to significant periodic fluctuations, which may have a
material adverse effect on our business, results of operations or financial condition.

The failure to continue to adapt successfully our systems, including internal controls and procedures over
financial reporting, as a result of increasing business complexity may have a material adverse effect on our
business, results of operations or financial condition.

We rely upon certain key personnel. If they leave or become unable or unwilling to fulfill their roles, this may
have a material adverse effect on our business, results of operations or financial condition.

Fluctuations in foreign currency exchange rates and interest rates could have a material adverse effect on
our results of operations and financial condition.

Failure to protect adequately our intellectual property could have a material adverse effect on our business,
results of operations or financial condition.




e The projected financial information included in this Offering Circular may differ materially from our actual
results.

e We may be involved in litigation and arbitration proceedings which, if determined against us, could have a
material adverse effect on our business, results of operations or financial condition, and we remain exposed
to such liability in the future.

e Breach or failure to implement our CSR policy could have a material adverse effect on our business, results
of operations or financial condition.

*  The Selling Shareholder will continue to be a significant shareholder in us and may control or otherwise
influence important actions we take.

In addition, there are certain risks relating to the Offering which could adversely impact the value of the Offer
Shares:

e The Offer Shares have not previously been publicly traded, and their price may be volatile and fluctuate
significantly in response to various factors.

e Public sales of Shares after the Offering may cause a decline in the market price of the Shares.

e Your percentage ownership in us may be diluted by future issuances of Shares, which could reduce your
influence over matters on which stockholders vote.

e Differences in exchange rates may materially adversely affect the value of shareholdings or dividends paid.

For more information about these risks, see “Risk Factors.”

Corporate Information

Our principal executive office is located at Hovedvejen 2, 2600 Glostrup, Denmark, and our telephone number is
+45 36 72 00 44.




SUMMARY CONSOLIDATED FINANCIAL AND OPERATING INFORMATION

The summary consolidated financial information set forth below has been derived from (i) the Audited Annual
Financial Statements for the years ended and as at 31 December 2009 and 2008 and (ii) the Unaudited Interim
Financial Statements for the six months ended and as at 30 June 2010 and 2009. The Audited Annual Financial
Statements have been prepared in accordance with IFRS. The Unaudited Interim Financial Statements have been
prepared in accordance with International Accounting Standard 34 (“IAS 347 ). The Audited Financial Statements
have been audited and the Unaudited Interim Financial Statements have been reviewed by Ernst & Young,
independent auditors. The summary operating information set forth below has been derived from our regularly
maintained records and operating systems. Investors should read the following information together with the
Audited Annual Financial Statements and the Unaudited Interim Financial Statements, including the notes to
those financial statements, included in this Offering Circular and “Operating and Financial Review.”

DKK million H1 2010 H1 2009 FY 2009 FY 2008®

Income Statement Data:

Revenue . .........oouiiiii i, 2,581 1,262 3,461 1,658

Costofsales. ...t (775) 412) (1,073) (647)
Gain and losses on raw material derivatives™ .. ... ... — 62 83 (19)
Grossprofit. . ........ ... ... ... . ... 1,806 912 2,471 992

Distribution costs. . .. ... .. (644) (216) (743) (290)
Administrative eXpenses . .. .. .....veereninnann.. 270) (64) (304) (69)
Operating profit. . .. ........................... 892 632 1,424 633

Financial income ... .......... ... ... ... ......... 37 30 79 23

Financial expenses. . ... .......... ... ..., (111) (131) (314) (240)
Profitbeforetax............................... 818 531 1,189 416

Income taX eXpense . . .. .......ouvenininnininan.. (147) (84) (184) (110)
Net profit for theyear.......................... 671 447 1,005 306

Attributable to

Equity holders of PANDORA A/S ................. 649 447 970 306

Non-controlling interests. . ....................... 22 — 35 —

(1) Includes, for all periods prior to H1 2010, realized and unrealized gains and losses on raw material derivatives. In H1 2009, FY 2009 and
FY 2008, we had DKK 18 million, DKK 64 million and DKK 0 million, respectively, of realized gains and losses, and DKK 44 million,
DKK 19 million, and DKK (19) million, respectively, of unrealized gains and losses. From 1 January 2010, we have recorded unrealized
gains and losses, and certain realized gains and losses related to hedging, in other comprehensive income. In addition, from 1 January
2010, we recorded realized gains and losses, and the release of unrealized and realized gains and losses from other comprehensive income
when the hedged inventory is sold, in our Income Statement under cost of sales. See “Operating and Financial Review — Principal Factors
Affecting our Results of Operations-Fluctuations in raw material costs.” For a description of the applicable accounting policies, see our
Unaudited Interim Financial Statements included under “Financial Information” elsewhere in this Offering Circular.

(2) FY 2008 reflects approximately 10 months of operations beginning on the date of the completion of Acquisitions, 7 March 2008.

As at As at As at As at
30 June 30 June 31 December 31 December

DKK million 2010 2009 2009 2008

Balance Sheet Data:

Total non-current assets. . ... .......c.ovviiuunnnnn. 4,957 3,416 3,838 3,435
Total current assets . ..........oiiiiiiinnnnnnn. 2,044 1,275 1,978 847
Cash and short-term deposits®V .. ................ 178 680 824 305
Total assets . . ... 7,001 4,691 5,816 4,282
Non-controlling interests. .. ...................... 622 — 197 —
Total shareholders’ equity .. ...................... 2,996 899 1,648 427
Non-current liabilities . . ............ ... .. ... ..... 2,413 3,201 3,267 3,281
Current liabilities. .. ........ ... ... ... .. 1,592 591 900 573
Total equity and liabilities ...................... 7,001 4,691 5,816 4,282

(1) Included in total current assets.




DKK million H1 2010 H1 2009 FY 2009 FY 2008V

Cash Flow Data:

Net cash flow from operating activities ............. 316 556 1,066 393

Net cash flow from investing activities. ............. (151) (26) 207) 2,972)
Net cash flow from financing activities ............. (863) (157) (343) 2,883

Net increase in cash and cash equivalents. . .. ... ... (698) 373 516 304

(1) FY 2008 reflects approximately 10 months of operations beginning on the date of the completion of Acquisitions, 7 March 2008.

H1 2010 H1 2009 FY 2009 FY 20081
Other Financial and Operational Information:
Financial Information:
Gross margin (%) . . ..o vovnen 70.0 72.3 71.4 59.8
EBITDA® (DKK millions) . .................... 1,020 654 1,572 666
EBITDA margin® (%). ..o .. 39.5 51.8 454 40.2
Operating profit margin (%) .................... 34.6 50.1 41.1 38.2
Earnings per Share® . ............... ... ...... 543 894 1,939 612
Cash conversion ratio® (%). .................... 65.7 140.5 113.8 160.6
Equity ratio® (%). ... 42.8 19.2 28.3 10.0
Return on invested capital® (%) ................. 31.1 — 37.5 20.3
Net debt to EBITDA ratio® .................... 1.0 — 14 4.0
Operational Information:
Products produced (thousands SKUs™). ........... 28,886 16,525 42,045 24.535
Products sold® (thousands SKUs™) . ............. 23,444 16,449 41,412 23,903
FTES® .. 3,892 1,710 2,337 1,288

(1) EBITDA is a measure that is not defined by IFRS. We define EBITDA as net profit before interest, tax, depreciation, amortization,
impairment losses and costs relating to the Offering. We present EBITDA as a supplemental performance measure because we believe
that it facilitates operating performance comparisons from period to period by backing out potential differences caused by variations in
capital structure, tax positions (such as the impact on periods or subsidiaries of changes in effective tax rates or net operating losses)
and the age of, and depreciation expenses associated with, fixed assets. EBITDA should not be considered in isolation or as a substitute
for operating or net profit or other statement of operations or cash flow data prepared in accordance with IFRS as a measure of our
profitability or liquidity. EBITDA does not take into account our debt service requirements and other commitments, including capital
expenditures, and, accordingly, is not necessarily indicative of amounts that may be available for discretionary uses. In addition,
EBITDA, as presented in this Offering Circular, may not be comparable to similarly titled measures reported by other companies due
to differences in the manner in which these measures are calculated. See “Selected Financial Information” for a reconciliation of
EBITDA to our operating profit.

(2) Calculated by dividing the net profit for the period attributable to shareholders of the parent company by the weighted average number
of ordinary shares outstanding during the period.

(3) Defined as free cash flow over net profit, free cash flow being defined as net cash flows from operating activities adjusted for interest
received and paid less net cash used in investing activities adjusted for acquisitions of subsidiaries.

(4) Defined as total shareholders’ equity divided by total assets.

(5) Calculated as operating profit divided by invested capital at the end of the reporting period. We define invested capital as total assets less
cash and short-term deposits and non-interest bearing debt (provisions, deferred tax liability, deposits, payables to parent company, trade
payables, income tax payables and other payables).

(6) Defined as net borrowings (defined as bank loans, the subordinated loan from parent company (prior to its repayment in February 2010),
mortgage debts and other current interest-bearing loans and borrowings less cash and short-term deposits) divided by EBITDA.

(7) SKU (Stock Keeping Unit) designates a piece of jewelry that can be separately purchased. For example, a pair of earrings or a single
charm would count as one SKU.

(8) This includes products provided to customers as replacement for defective products.
(9) Average number of full-time equivalents (“FTEs”) during the particular period.

(10) FY 2008 reflects approximately 10 months of operations beginning on the date of the completion of Acquisitions, 7 March 2008.




OVERVIEW OF THE OFFERING

Issuer ............ ... ... ... ..... PANDORA A/S, a public limited company organized under the laws of
Denmark with its registered office at Hovedvejen 2, 2600 Glostrup,
Denmark.

The Offering . .................... An aggregate of up to 47,981,480 Offer Shares are being offered in

connection with the Offering, excluding shares subject to the
Overallotment Option. The Company is offering up to 3,428,571 New
Shares and the Selling Shareholder is offering 44,552,909 Existing
Offer Shares. The exact number of Offer Shares to be sold is expected
to be announced through NASDAQ OMX Copenhagen no later than
8:00 a.m. (Central European Time) on 5 October 2010.

The Offering consists of: (i) a public offering in Denmark, (ii) a private
placement in the United States to persons who are “qualified
institutional buyers” or “QIBs” (as defined in Rule 144A under the
U.S. Securities Act) in reliance on Rule 144A or another available
exemption from the registration requirements under the U.S. Securities
Act and (iii) private placements to institutional investors in the rest of
the world. The Offering outside the United States will be made in
compliance with Regulation S under the U.S. Securities Act.

In connection with the Company’s purchase of the minority interests in
the distribution subsidiaries Ad Astra Holding Pty Ltd. and PANDORA
Jewelry CWE, the sellers have agreed to invest a portion of the
proceeds received from such sale (approximately DKK 137 million) in
New Shares, and the Company will allocate such New Shares to the
Sellers in the Offering. See “Use of Proceeds.”

Selling Shareholder. . .............. Prometheus Invest ApS, a limited liability company organized under
the laws of Denmark with its registered office at Sankt Annz Plads 10,
1250 Copenhagen K. Upon completion of the Offering, the Selling
Shareholder will hold 62.6% of our Shares, assuming the
Overallotment Option is not exercised and assuming further (i) an Offer
Price at the mid-point of the Offer Price Range and (ii) exercise of all
outstanding Warrants in connection with the Offering and sale by the
holders of Warrants of 35% of the Shares received upon exercise of the
Warrants to the Selling Shareholder in connection with the Offering, as
contemplated under ‘“Management and Employees — Incentive
Programs — Warrant Program.” Assuming the exercise of the
Overallotment Option and the other assumptions listed above, the
Selling Shareholder will hold 57.5% of our Shares upon completion of
the Offering.

Certain members of our Board of Directors, Executive Management
and Key Employees are shareholders, directly or indirectly, in the
Selling Shareholder and will be receiving proceeds through the sale of
the Existing Offer Shares. See “Ownership Structure and Related Party
Transactions.” In addition, it is expected that the holders of Warrants
(including members of the Board of Directors, the Executive
Management and certain Key Employees) will sell to the Selling
Shareholder at the Offer Price 35% of the Shares received by them
upon their exercise of the Warrants in connection with the Offering.
Shares received by the holders of the Warrants upon their exercise in
connection with the Offering are to be sold primarily to cover tax
liabilities arising from the exercise of the Warrants. See “Management
and Employees — Incentive Programs — Warrant Program.”




Offer Price. . .....................

Share Lending Agreements to deliver
Offer Shares to investors in
connection with settlement and

payment

Overallotment Option .............

Shares Outstanding after the Offering

Offer Period. . ....................

The Offer Price is currently expected to be between DKK 175 and
DKK 225 per Offer Share (the “Offer Price Range”). The Offer Price is
expected to be announced through NASDAQ OMX Copenhagen no
later than 8:00 a.m. (Central European Time) on 5 October 2010.

The Selling Shareholder has agreed with the Joint Global Coordinators
and the Joint Bookrunners that the Selling Shareholder will make
available up to 10,111,507 Shares for the purpose of delivering the
Offer Shares to investors in connection with the settlement of, and
payment for, the Offer Shares, and the Overallotment Option.

The Selling Shareholder has granted the Joint Global Coordinators, on
behalf of the Managers, an option to purchase up to 6,682,936 Shares
at the Offer Price, exercisable, in whole or in part, from the first day of
trading in and official listing of the Shares until 30 calendar days
thereafter, solely to cover over-allotments or short positions, if any,
incurred in connection with the Offering. See “Plan of Distribution.”

130,286,116 Shares, assuming the exercise of all the Warrants in
connection with the Offering and an Offer Price at the mid-point of the
Offer Price Range.

The Offer Period will commence on 23 September 2010 and will close
no later than 4 October 2010 at 5:00 p.m. (Central European Time). The
Offer Period may be closed prior to 4 October 2010; however, the Offer
Period will not be closed wholly or in part before 28 September 2010
at 12:01 a.m. (Central European Time). If the Offering is closed in
whole or in part before 4 October 2010, the first day of trading and
official listing and the date of payment and settlement will be moved
forward accordingly. The Offer Period in respect of applications for
purchases of amounts up to, and including, DKK 3 million may be
closed before the remainder of the Offering is closed. Any such early
closing, in whole or in part, will be announced through NASDAQ
OMX Copenhagen.

The Company has agreed with the Joint Global Coordinators that for a
period of 180 days from the first day of trading and official listing of
the Shares, it will not, except as set forth below, without the prior
written consent of the Joint Global Coordinators (i) issue, offer, pledge,
sell, contract to issue or sell, sell any option or contract to purchase,
purchase any option or contract to sell, grant any option, right or
warrant to purchase, lend, or otherwise transfer or dispose of (or
publicly announce such action), directly or indirectly, any Shares or
any securities convertible into or exercisable or exchangeable for
Shares, (ii) enter into any swap or other arrangement that transfers to
another, in whole or in part, any of the economic consequences of
ownership of Shares, whether any such transaction described in clause
(1) or (ii) above is to be settled by delivery of Shares or such other
securities, in cash or otherwise, or (iii) submit to its shareholders a
proposal to effect any of the foregoing.

The foregoing shall not apply to (i) the sale of the New Shares in the
Offering or (ii) the issue of Shares as a result of an exercise of the
Warrants outstanding as of the date hereof. See “Management and
Employees — Incentive Programs — Warrant Program.”

The Selling Shareholder has agreed with the Joint Global Coordinators
that, for a period of 360 days from the first day of trading and official
listing of the Shares, it will not, except as set forth below, without the
prior written consent of the Joint Global Coordinators, (i) offer, pledge,




Listing and Trading . ..............

Dividends

sell, contract to sell, sell any option or contract to purchase, purchase
any option or contract to sell, grant any option, right or warrant to
purchase, lend or otherwise transfer or dispose of (or publicly
announce such action), directly or indirectly, any Shares or any
securities convertible into or exercisable or exchangeable for Shares, or
(i) enter into any swap or other arrangement that transfers to another,
in whole or in part, any of the economic consequences of ownership of
the Shares, whether any such transactions described in (i) or (ii) above
are to be settled by delivery of the Shares or such other securities, in
cash or otherwise, or (iii) submit to the Company’s shareholders a
proposal to effect any of the foregoing. The foregoing shall not apply
to (i) the sale of the Existing Offer Shares in the Offering; (ii) the
lending of Shares under the Share Lending Agreements (see “The
Offering — Share Lending Agreements”); or (iii) the transfer of Shares
to the direct or indirect existing shareholders of the Selling Shareholder
in connection with or arising out of any dividend or other distribution,
or any liquidation, dissolution, reorganization or other similar event
affecting the Selling Shareholder or any of its affiliates; provided,
however, that if any such distribution or other event takes place during
the 360 day lock-up period of the Selling Shareholder, the restrictions
set forth above shall apply to the shareholders of the Selling
Shareholder receiving the Shares as part of any such distribution or
other event.

In addition, the members of our Board of Directors, Executive
Management and holders of Warrants listed under “Ownership
Structure and Related Party Transactions” have agreed with the Joint
Global Coordinators that, for a period of 720 days from the first day of
trading in, and official listing of, the Offer Shares, they will be subject
to the same restrictions as the Selling Shareholder set forth above in
respect of (i) any Warrants directly or indirectly held by them, (ii) any
Shares issued to them (directly or indirectly) upon exercise of the
Warrants, and (iii) any Shares received by them (directly or indirectly)
upon any dividend or other distribution of Shares by the Selling
Shareholder or as a result of any liquidation, dissolution, reorganization
or other similar event affecting the Selling Shareholder. The foregoing
shall not apply to the sale by holders of the Warrants to the Selling
Shareholder in connection with the Offering of 35% of the Shares
received by them from the exercise of the Warrants. See “Management
and Employees — Incentive Programs — Warrant Program” and
“Ownership Structure and Related Party Transactions.” In addition, a
transfer by one of these individuals shall be exempt from the
restrictions set forth in respect of the Selling Shareholder above, to the
extent that it is (i) as a result of the death of the holder, (ii) due to the
holder becoming incapacitated or unable to carry on employment due
to disability or illness for a specified period or (iii) required as a result
of a divorce proceeding or in furtherance of a settlement thereof.

See “Plan of Distribution.”

Prior to the Offering, there has been no public market for the Shares.
An application has been made for the Shares to be admitted to, and
listed for trading and official listing on, NASDAQ OMX Copenhagen.
Trading of the Shares is expected to commence on 5 October 2010.

The Offer Shares will rank pari passu with all outstanding Shares and
will, upon completion of the Offering, be entitled to dividends, to the
extent any dividends are declared and payable. There can be no
assurance that in any given year a dividend will be proposed or
declared. See “Description of the Shares and Share Capital” and
“Dividends and Dividend Policy.”
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Voting Rights. . ...

Taxation.........

Expenses Relating to the Offering . . .

Transfer Restrictions ..............

Payment and Settlement ...........

Identification Numbers ............

Trading Symbol. . .

Joint Global Coordinators and

Joint Bookrunners

Co-Lead Managers

Each Share entitles its holder to one vote at our shareholders” meetings.
See “Description of the Shares and Share Capital.”

See “Taxation” for a discussion of Danish withholding taxes payable in
respect of dividends declared on our Shares and certain other Danish
and U.S. federal income tax considerations relevant to the purchase or
holding of Shares.

The total expenses in relation to the Offering, excluding commissions
paid to the Managers, are estimated to be approximately DKK 84
million, of which DKK 62 million is expected to be paid by the Selling
Shareholder and DKK 22 million is expected to be paid by the
Company.

Assuming (i) an Offer Price at the mid-point of the Offer Price Range,
(ii) the Selling Shareholder selling the number of Existing Shares
indicated on the cover of this Offering Circular, and (iii) the
Overallotment Option being exercised in full, the total expenses in
relation to the Offering, including commissions (fixed and
discretionary) paid to the Managers, are estimated to be approximately
DKK 409 million.

Further, each of us and the Selling Shareholder have each agreed to pay
a selling commission to account-holding banks (unless such account-
holding bank is a Manager) equivalent to 0.25% of the price of the
Offer Shares that are allocated in respect of purchase orders of up to
and including DKK 3 million submitted through the account-holding
banks.

The Offer Shares will be subject to certain transfer restrictions. See
“Transfer Restrictions.”

It is expected that the Offer Shares will be ready for delivery in book-
entry form through the facilities of VP Securities, Euroclear and
Clearstream, starting no later than 8 October 2010, against payment
therefor in immediately available funds. All dealings in the Offer
Shares prior to settlement will be for the account of, and at the sole risk
of, the parties involved.

ISIN: DK0060252690
“PNDORA”

Goldman Sachs International, J.P. Morgan Securities Ltd., Morgan
Stanley & Co. International plc, and Nordea Markets (Division of
Nordea Bank Danmark A/S).

Carnegie Bank A/S and SEB Enskilda.
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RISK FACTORS

An investment in the Offer Shares involves a high degree of financial risk. You should carefully consider all
information in this Offering Circular, including the risks described below, before you decide to buy the Offer
Shares. This section addresses both general risks associated with the industry in which we operate and the specific
risks associated with our business. If any such risks were to materialize, our business, results of operations, cash
flows or financial condition could be materially and adversely affected, resulting in a decline in the value of the
Offer Shares. Further, this section describes certain risks relating to the Offering which could also adversely
impact the value of the Offer Shares.

The risks and uncertainties discussed below are those that our management currently views as material, but these
risks and uncertainties are not the only ones that we face. Additional risks and uncertainties, including risks which
are not known to us at present or which our management currently deems immaterial, may also arise or become
material in the future, which could lead to a decline in the value of the Offer Shares and a loss of part or all of
your investment. The following risk factors are not listed in any particular order of priority.

Risks Relating to Our Business and Our Industry

The strength of our brand is crucial to our success. If we do not succeed in continuing to maintain and develop
our brand, this could have a material adverse effect on our business, results of operations or financial
condition.

We consider our PANDORA brand to be one of our most important assets. Our business and results of operations
are influenced by the strength of the PANDORA brand, including the level of consumer recognition and
perception of our brand. The strength of our brand depends on factors such as our growth, our ability to control
the perception of our brand, our product design, the materials used to make the products, the quality of our
products, the distinct character and presentation of our products as well as the image of the stores in which our
products are sold and the PANDORA brand is displayed. Public communication activities such as advertising,
public relations and marketing as well as the general perception of our business also impact our brand. Failure to
manage any of the above factors or failure of our promotion and other activities to differentiate and further
strengthen our brand could adversely affect the value and perception of our brand and our ability to maintain
existing and attract new distributors, points of sale and end-consumers, and, as a result, have a material adverse
effect on our business, results of operations or financial condition.

Due to the competitive nature of the market in which we operate, if we do not continue to develop our brand and
products, we may fail to attract the critical mass of end-consumers required to continue growing our business.
Developing, promoting and positioning our brand will depend largely on the success of our marketing and
merchandising efforts, the relationships we have with our points of sale and third party distributors and our ability
to provide a consistent, high quality experience for our end-consumers. In particular, we may face brand dilution
to the extent we fail to develop, promote and position our brand effectively and consistently with respect to new
products or any new product categories, such as watches and sunglasses. To promote our brand and products, we
have incurred, and expect to continue to incur, substantial expenses related to advertising and other marketing
efforts, including magazine and television advertising, sponsorships, public relations events, outdoor marketing
and producing brochures, but there can be no assurance that these efforts are or will be successful and result in
increased sales.

A critical component of our brand promotion strategy is maintaining the quality of our products and of the
experience end-consumers associate with the brand. Our ability to provide a high quality experience for our end-
consumers is dependent on internal and external factors, such as the reliability and performance of our suppliers,
points of sale and third party distributors. We rely on our relationships with our points of sale and third party
distributors to ensure that our products are sold in an environment that is consistent with the perception of our
brand. The failure by any point of sale or third party distributor to present PANDORA products consistent with
our brand positioning, or to adopt and maintain uniform brand standards, could be damaging to the perception of
our brand and have a negative impact on the experience of our end-consumers. Our failure, or the failure of our
points of sale or third party distributors, to provide our end-consumers with high quality customer experiences for
any reason could substantially harm our reputation and adversely impact the PANDORA brand.

In addition, several competitors and non-competitors use the name “PANDORA” to market their own products or
business, which could lead to brand confusion among potential end-consumers. In particular, certain competing
charm bracelet and charm sellers sell their products under their own name but claim their charms are compatible
with PANDORA charm bracelets, thereby potentially limiting the sales of our own charms and diluting our brand.
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If, as a result, we are unable to differentiate our products through brand recognition and perception, our ability to
sell our charms and other products may be materially adversely affected, and this may have a material adverse
effect on our business, results of operations or financial condition.

We are dependent upon revenues generated from sales of our charm bracelets and charms.

Sales of charm bracelets made from sterling silver or gold and charms made from different genuine materials
represented in aggregate 89.2% and 86.2% of our revenue in FY 2009 and H1 2010, respectively. While we have
experienced significant demand in recent years for our charm bracelets and charms, there can be no assurance that
this demand will continue, or that new charm bracelets or charms will continue to appeal to end-consumers.
Moreover, the initial reaction of end-consumers to our charms or charm bracelets in new markets that we have
recently entered may not be indicative of how our charm bracelets or charms will appeal to local tastes and
perform in those and other new markets going forward. In light of their significance to our total revenue, if we
were to experience a decline in sales of charm bracelets and charms, we would likely not be able to offset such a
decline in demand with sales of our other jewelry and non-jewelry products, regardless of whether or not we
predict any such decline. Consequently, such a decline could have a material adverse effect on our business, results
of operations or financial condition.

Any inability to respond to changes in consumer demands and market trends in a timely manner could have a
material adverse effect on our business, results of operations or financial condition.

Our success depends on our ability to identify, originate and define product and market trends as well as to
anticipate, gauge and react to rapidly changing consumer demands in a timely manner. Our products must also
appeal to a broad range of end-consumers whose preferences may vary significantly across regions and cannot be
predicted with certainty. We cannot assure you that the popularity of our products with end-consumers will
continue or that we will be able to continue to develop appealing styles or meet rapidly changing consumer
demands in the future. If we misjudge the market for our jewelry or non-jewelry products or fail to anticipate a
shift in consumer preferences, we may be faced with significant excess inventories for some products and missed
opportunities for other products. Furthermore, our brand may suffer if our end-consumers perceive our products
not to be in line with market trends for jewelry.

In addition, we expect to expand our product portfolio to include non-jewelry products, starting with a collection
of PANDORA-branded watches in the fall of 2010. We have no previous experience outside of the jewelry market,
and our attempts to enter the non-jewelry market may not be successful if we are unable to translate our
knowledge and experience of end-consumers and fashion trends for jewelry to non-jewelry products.

Changes or a continued downturn in economic conditions, in particular in our principal markets, may affect
consumer purchases of discretionary items, such as our products, and could have a material adverse effect on
our business, results of operations or financial condition.

Our revenues and results of operations are impacted by global economic conditions as well as the specific
economic conditions in our principal markets such as the United States, the United Kingdom, Australia and
Germany. The United States is our largest market, accounting for 40.8% of our revenue in H1 2010. The United
Kingdom, Australia and Germany are our next largest markets, accounting for 13.2%, 12.5% and 11.8% of our
revenue, respectively, in H1 2010. Such conditions include levels of employment, inflation or deflation, real
disposable income, interest rates, taxation, currency exchange rates, stock market performance, the availability of
consumer credit, levels of consumer debt, consumer confidence, consumer perception of economic conditions and
consumer willingness to spend, all of which are beyond our control. An economic downturn or an otherwise
uncertain economic outlook in one or more of our principal markets, in any other markets in which we operate or
will operate, or on a global scale could adversely affect our end-consumer spending habits and traffic, which could
have a material adverse effect on our business, results of operations and financial condition.

Consumer purchases of discretionary items, such as our products, tend to decline during recessionary periods
when the disposable income is lower. If the recent economic downturn continues or intensifies in our markets, our
business, results of operations or financial condition may be materially adversely affected, particularly if our end-
consumers reduce or eliminate discretionary spending. Conversely, as we primarily offer products in the
affordable segment of the fine jewelry market, we could suffer if consumers choose to switch their discretionary
spending to competitors offering products in other fine jewelry segments. Any of the foregoing could have a
material adverse effect on our business, results of operations or financial condition.
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Fluctuations in prices, or any unavailability, of the raw materials that we use in our products may materially
adversely affect our business, results of operations or financial condition.

Our principal raw materials are silver and gold. Our purchase of silver and gold together represents the largest
component of our cost of sales, and fluctuations in the prices of these raw materials can have a significant effect
on our business, results of operations or financial condition. We also use diamonds, other precious and semi-
precious stones, pearls and other raw materials, such as Murano glass, wood, leather and various alloys to create
our jewelry.

The supply of silver and gold in the global market consists of a combination of new mine production and existing
stocks of bullion and fabricated silver and gold held by governments, public and private financial institutions,
industrial organizations and private individuals. During the period 1 January 2007 to 30 June 2010, the price
of recovered silver peaked at USD 20.8 per ounce on 5 March 2008 and experienced a low of USD 9.0 per
ounce on 20 November 2008 while the price of gold peaked at USD 1,257.4 per ounce on 18 June 2010 and
experienced a low of USD 607.4 per ounce on 5 January 2007. The average daily market price for recovered
silver and gold, per ounce, was USD 14.7 and USD 974.1, respectively, in FY 2009 compared with USD
15.0 and USD 872.2, respectively, in FY 2008 and USD 13.4 and USD 697.2 per ounce in FY 2007. Gold
and silver prices continued to increase and, in Q1 2010 and Q2 2010, the average daily market price for
recovered silver per ounce was USD 16.9 and USD 18.3, respectively, and for recovered gold per ounce USD
1,110.2 and USD 1,196.5, respectively, which both represent historically high price levels.

Silver prices may be affected by numerous factors, including technical developments, substitution trends and
regulation, as well as specific factors including industrial and jewelry demand, expectations with respect to the
rate of inflation, the relative strength of the U.S. dollar (the currency in which the price of silver is generally
quoted) and other currencies, interest rates, central bank sales and purchases, forward sales by producers, global
or regional economic, political, regulatory, judicial or other events, as well as levels of production, production
costs and disruptions in major silver producing countries such as Mexico and Peru. In addition, the price of silver
has on occasion been subject to rapid short-term changes in supply and demand due to speculative activities.

Gold prices may be affected by a number of factors such as industrial and jewelry demand, lending, sales and
purchases of gold by government agencies, including central banks, multilateral institutions that hold gold and
other proprietary trading, and the sales of recycled gold, levels of gold production, production costs and
disruptions in major gold-producing nations such as South Africa, the United States and Australia. Gold prices
may also be affected by factors resulting from how the gold markets are structured, such as non-concurrent trading
hours of gold markets and, at times, rapid short-term changes in supply and demand because of speculative trading
activities. Other economic factors affecting the price of gold include the structure of, and confidence in, the global
monetary system, expectations of the rate of inflation, the relative strength of, and confidence in, the U.S. dollar
(the currency in which the price of gold is generally quoted), interest rates, gold borrowing and lending rates, and
global or regional economic, political, regulatory, judicial or other events as well as wars and political and other
upheavals.

While a significant percentage of our raw materials are commodities, attainable through a variety of sources, if
the availability of, our access to, or the cost of purchasing certain quality raw materials that we require for our
products is adversely affected (for example, due to a decrease in the number of suppliers of such materials, or a
reduction in the overall availability of such materials, whether due to a lack of supply, the loss of a supply contract,
increased demand from our competitors or fluctuations in world market prices), we may have to pay more for, or
be unable to acquire, these raw materials. For instance, we use diamonds in certain of our jewelry and a majority
of the world’s supply of rough diamonds is controlled by a small number of diamond mining firms. As a result,
any decisions made to restrict the supply of rough diamonds by these firms to our suppliers could substantially
impair our ability to acquire diamonds at commercially reasonable prices, if at all. Any such adverse changes, or
similar changes in the supply of other raw materials, may require us to increase prices or stop producing certain
products and could materially adversely impact our business, results of operations or financial condition.

We seek to use forward contracts in order to mitigate the majority of our exposure to short-term price fluctuations
of silver and gold, but there can be no assurance that our hedging strategy will adequately protect our results of
operations from the effects of fluctuations in the prices of silver and gold either in the short- or long-term. In
addition, no established hedging instruments are available for many of the other raw materials that we use in our
products. Unavailability of the raw materials we require or an increase in the prices of such raw materials together
with an inability to transfer such increased costs to our end-consumers may have a material adverse effect on our
business, results of operations or financial condition.
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Any inability to manage our significant growth and recent structural changes may have a material adverse
effect on our business, results of operations or financial condition.

In recent years, our business has experienced significant organic growth and we have undergone significant
structural changes. See “Business — History” and “Operating and Financial Review — Events Affecting
Comparability of Our Results of Operations.”

Structural changes in recent years have contributed to a shift in our business model from a primarily production
and export-oriented business model to a vertically integrated business model. These changes, together with our
significant organic growth and development, have meant that our business and organization have become, and are
expected to continue to become, considerably more complex. This requires us to adapt continuously to meet the
needs of our growing business and could expose us to a number of factors which may negatively impact our
business, financial condition and results of operations. In particular, our success will depend on our ability to:

e adapt successfully our systems, including internal controls and procedures over financial reporting. See “—
The failure to continue to successfully adapt our systems, including internal controls and procedures over
financial reporting, as a result of increasing business complexity, may have a material adverse effect on our
business, results of operations or financial condition”;

e maintain and develop a consistent and strong brand identity and further develop our brand strength across a
growing international organization and increasing number of markets and points of sale, especially in light
of the decentralized nature of our business and across expanding and new product categories. See “— The
strength of our brand is crucial to our success. If we do not succeed in continuing to maintain and develop
our brand, this could have a material adverse effect on our business, results of operations or financial
condition;”

e increase production, either through new production facilities or through outsourcing arrangements,
sufficiently to match demand for our jewelry and planned non-jewelry products;

e source, at appropriate prices, the amount of raw materials required for increased production;

e procure adequate warehousing, logistics and information technology operations and deliver products in a
timely and efficient manner; and

e attract and retain experienced, high quality management and other key employees.

Failure to achieve these objectives or to address successfully other unexpected risks, could have a material effect
on our business, results of operations or financial condition.

Any inability to implement successfully our growth strategies may have a material adverse effect on our
business, results of operations or financial condition.

We intend to continue to grow our business both in our existing markets, including through the upgrade of stores,
and in new markets. Our ability to do this will depend on the degree to which we are able to establish a presence
in new markets as well as to increase our market share in existing markets, which we could fail to do as a result
of adverse economic conditions, changes in consumer demand or preferences, market saturation for our product
offering or otherwise. Furthermore, our expansion will require us to secure suitable and reliable points of sale,
including franchise partners, as well as to expand our own distribution network or identify new third party
distributors. In particular, we may not be able to identify prospective franchise partners with enough experience
and resources (financial or other) to be effective operators of the franchised stores. Even if we are able to identify
suitable franchise partners and new third party distributors in the relevant markets, we may not be able to reach
commercially acceptable agreements with them in a timely manner or at all. Also, our franchise and other sales
channel partners may be unable to identify and secure suitable store locations. Furthermore, franchise operations
are also subject to regulation and oversight by local agencies in many of the jurisdictions in which we currently,
and will potentially in the future, operate. We may incur additional costs associated with complying with such
laws and regulations, which are subject to change beyond our control. Any failure to comply with such laws and
regulations could have a material adverse affect on our ability to operate franchises in those jurisdictions. In
addition, if our points of sale and distributors fail to operate their businesses effectively, and under the guidelines
set out by us, on ethical and commercially reasonable terms and in compliance with applicable laws and
regulations, this may materially adversely affect the value of the PANDORA brand or our reputation.

Further, we may not succeed in entering new markets because of intense local competition, for example due to a
high number of local competitors or otherwise. Moreover, our ability to achieve growth in new markets may be
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more limited than our ability to achieve growth in our existing markets due to a number of factors, including that
we have considerably less knowledge and experience with respect to the distinct tastes and preferences of
customers in new markets than those in which we have a developed presence, that our brand will be accepted in
new markets or that laws and regulations may frustrate our ability to enter new markets or otherwise adversely
affect our ability to succeed in such markets.

We expect, in the coming years, to build further upon our brand by expanding our portfolio of jewelry and by
developing a selection of non-jewelry products. We plan to launch a PANDORA-branded watch collection in the
fall of 2010 and PANDORA-branded sunglasses collection in 2011. Although we believe that these products
complement and leverage the perception of our brand and existing product portfolio, the development of these
products represents an expansion beyond our core competencies of designing, producing and distributing jewelry.
As the production and after-sale service for these non-jewelry products are expected to be outsourced, we will
have less control in designing the new products and ensuring quality, timely production. Furthermore, many of our
point of sale staff have no or limited experience in selling non-jewelry products. In addition, if the outsourcing
partners of our non-jewelry products fail to provide us with goods in a timely manner or if they provide us with
goods of varying or poor quality, we may miss sales opportunities, fail to earn a return on our investment or the
perception of our providing quality products or brand may become tarnished. In the spring of 2010, we sought to
introduce PANDORA-branded sunglasses. However, due to quality concerns, we decided, after an initial
distribution of sunglasses, to delay the launch of these products. We have since terminated our contract with the
original outsourcing partner and are in the process of selecting a new outsourcing partner to launch PANDORA-
branded sunglasses in 2011. Although we are taking steps to address the quality concerns with products that we
outsource, such as those that we experienced in the spring of 2010, there can be no assurance that these efforts
will be successful.

In addition, as we plan to be a new entrant into the market for watches starting in the fall of 2010 and for
sunglasses in 2011, we expect to compete against longer-established competitors in those markets, or any other
non-jewelry markets we may enter into in the future, who enjoy better brand recognition and customer loyalty
among our target end-consumer bases for those product ranges.

We also intend to establish in the medium-term an online sales platform to maximize end-consumer reach and
foster the potential for additional revenue opportunities. In establishing our online sales platform, we face the risk
that the website may not be stable or may not properly perform the functions which we intend it to perform, which
could result in the loss of revenues and potential damage to the PANDORA brand.

Our inability to successfully implement these growth strategies may have a material adverse effect on our
business, results of operations or financial condition.

Competition in the markets in which we operate is intense and may have a material adverse effect on our
business, results of operations or financial condition.

The markets in which we operate are highly competitive. Our competitors include specialized charms providers
and a few large fine jewelry players competing in the affordable segment. See “Industry — PANDORA Target
Market.” In addition, we increasingly compete with luxury brands that have, in recent years, targeted our
affordable luxury segment in order to diversify their product mix and price point and to take better advantage of
developing fashion and consumer trends. We also compete with a number of local and specialized players who
seek to respond to local tastes and trends, including in the affordable luxury segment. Some of our competitors,
primarily in the luxury brand segment, have achieved significant recognition for their brand names or have
substantially greater financial, distribution, marketing, bargaining power with suppliers and other resources than
we have. Industry consolidation, either by virtue of mergers and acquisitions or by a shift in market power among
competitors, may accentuate these trends.

We believe that our principal competitive factors include brand name, product style, product range, quality, the
patented functionality of our charm bracelets, display, price, personalized service to our end-consumers through
our points of sale, scalability of production, store location, design, advertising and promotion. We cannot give
assurance that we will be able to compete successfully on all of these factors against existing or future
competitors. Moreover, although significant production volumes are typically necessary to compete effectively,
the number of our competitors in the fine jewelry market may increase due to the availability of contract
manufacturing.

To compete effectively and to attract end-consumers in diverse markets, we must market and competitively price
our products, and we may experience downward pricing pressures, increased marketing expenditures and loss of
market share. Within this competitive pricing environment, we may, nevertheless, be forced to raise prices due to
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rising costs of goods sold, such as gold, silver and other raw material costs, labor costs or other factors beyond
our control. If we implement significant price increases across a wide range of our products, the impact on our
earnings and profit margin will depend on, among other factors, the pricing by competitors of similar products and
the response by end-consumers to higher prices. Such price increases may reduce the quantity of products we sell
and materially adversely affect our business, results of operations or financial condition.

Other consumer goods and forms of leisure, such as travel, compete with jewelry for consumers’ discretionary
expenditure. Therefore, the price of jewelry relative to other consumer products and services influences the
proportion of end-consumers’ discretionary expenditure that is spent on jewelry. If our end-consumers perceive
our jewelry to be expensive compared to competing leisure and entertainment products and services, this could
have a material adverse effect on our business, results of operations or financial condition.

Our business and results of operations are dependent upon the degree to which we are able to continue to
import raw materials to, manufacture products in, and export from, Thailand.

Almost all of our jewelry is currently manufactured in our production facilities located in Gemopolis, a jewelry
business zone on the outskirts of Bangkok, Thailand, with our U.S. subsidiary sourcing a small number of glass
charms from an external producer in Chiang Mai, Thailand. The concentration of all our production facilities in a
single geographical location in Thailand means that our business and results of operations are dependent upon the
degree to which we are able to continue to import raw materials into, manufacture products in, and export products
from, Thailand. Our ability to do so could be adversely impacted due to changes in Thai governmental rules and
regulations, political unrest, the adoption of more restrictive import and export policies in Thailand or elsewhere,
foreign investment policies or tax policies (in particular, certain concessions granted by Thailand’s Board of
Investment described below). Further, our ability to do so could also be adversely impacted due to changes in local
economic conditions, trade issues, a general strike or other labor unrest in, or affecting, our production facilities,
widespread public health problems in Thailand (such as, a renewed outbreak of SARS, avian flu, swine flu or
similar pandemics), delays in shipments to or from Thailand, or other disruptions due to natural disasters,
terrorism or other factors. For example, in late 2008, political unrest resulted in the shutdown of the airports in
Bangkok, which adversely affected our ability to ship our products out of the country for a few days, thereby
temporarily disrupting our supply chain. Since then, Thailand has experienced further political unrest, including
earlier in 2010, with mass protests against the government carried out, in particular, in public venues and in the
proximity of government buildings in the Bangkok area. While the unrest in Thailand earlier in 2010 had limited
impact on us, mainly resulting in production curtailment as a result of official curfews having been imposed, there
can be no assurance that further unrest will not arise in Thailand, which could adversely affect our production.
Any of the above factors could render our production in Thailand impracticable or undesirable and may have a
material adverse effect on our business, results of operations or financial condition.

We do not have disaster recovery plans in place in case of the destruction, standstill or other disruption of any or
all of our production facilities. Further, although we have business interruption insurance for a period of up to
twelve months in the event of certain business interruptions, which do not include political unrest, this coverage
is capped at approximately DKK 1,500 million. As a result, if our losses result from business interruptions not
covered by our insurance or exceed any amounts otherwise covered by our insurance, they may have a material
adverse effect on our business, results of operations or financial condition.

Given the significant international aspects of our business, our results of operations could be materially
adversely affected by various governmental authorities questioning our intra-group transfer pricing policies
and asserting alternative claims over the taxation of our profits or changing local tax rules and interpretation
of tax rules.

We operate our business through legal entities in a number of jurisdictions throughout the world. Although we
follow generally accepted transfer pricing practices, which are in accordance with the Organization for Economic
Co-operation and Development (“OECD”) transfer pricing guidelines, and consult with external professionals to
assist us with our methodology, we cannot guarantee that tax authorities around the world will not have different
interpretations when looking at our operations as to how pricing remuneration should work within our group.
From time to time, our local tax filings have been, and will continue to be, investigated by local tax authorities. It
is possible that governmental authorities will question our intra-group transfer pricing policies and seek to tax an
increased amount of our profits under local laws, thus, there is a risk that our overall effective tax rate could
increase or our results of operations could be otherwise materially adversely affected.

If our intra-group transfer pricing practices were to be challenged, in particular in relation to the method upon
which we set our intra-group transfer prices, whether as a result of current inquiries by tax authorities or any future
tax audits, this could have a material adverse effect on our results of operations.
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Further, local tax rules and interpretation of tax rules in different jurisdictions regularly change, from time to time,
and any changes may be implemented with retroactive effect. We regularly evaluate our tax position and tax
exposures, particularly where tax rules or interpretation of tax rules have changed. If a change in a prior tax filing
or a change in tax provisions becomes more likely than not, we adjust the provisions made in order to reflect the
expected outcome. Irrespective of these adjustments, a change in tax rules or interpretation of tax rules in one or
more jurisdiction may also increase our overall effective tax rate or our results of operations could be otherwise
materially adversely effected.

We benefit from certain concessions granted by Thailand’s Board of Investment as well as from a temporary
suspension of U.S. import duties for Thai goods. The expiration or repeal of any or all of these may result in
significantly increased tax costs, which could have a material adverse effect on our business, results of
operations or financial condition.

We benefit from certain tax-based incentives, tax exemptions and tariff exemptions granted, subject to certain
conditions, by Thailand’s Board of Investment under the Thai Investment Promotion Act B.E. 2520 to our Thai
production subsidiary, PANDORA Production Co., Ltd. These concessions include exemptions from Thai income
tax assessed on PANDORA Production Co., Ltd. and on dividends paid by PANDORA Production Co., Ltd. to its
shareholders until August 2012, as well as exemptions from import duties paid on certain machinery and raw
materials imported into Thailand. The expiration or repeal of any or all of these concessions, including due to the
failure to comply with any of the conditions under which these concessions have been granted, may result in
significantly increased tax costs which could have a material adverse effect on our results of operations or
financial condition. In August 2010, Thailand’s Board of Investment approved our application for tax-based
incentives, tax exemptions and tariff exemptions for a five-year period, capped at the value of our investment
during such period. We are continuing the application process for similar tax-based incentives, tax exemptions and
tariff exemptions to those currently in effect beyond 2012, but there can be no assurance that such further tax-
based incentives, tax exemptions and tariff exemptions will be granted on equally favorable terms, or at all. If we
did not have the benefits of the tax-based incentives, tax exemptions and tariff exemptions in H1 2010, we
calculate that our average effective tax rate in H1 2010 would have been approximately 30.0% (our average
effective tax rate in H1 2010 was 18.0%).

Likewise, our imports into the United States from Thailand benefit from the current suspension from certain U.S.
import duties on goods manufactured in Thailand under the U.S. Generalized System of Preferences program.
This suspension is scheduled to expire on 31 December 2010, unless extended by an act of the U.S. Congress. The
expiration of the suspension or the reinstatement of the duties would reduce our gross margins in the United States
to a limited degree.

The concentration of a substantial portion of our industry’s sales in relatively brief selling periods during the
year means that our performance is susceptible to significant periodic fluctuations, which may have a material
adverse effect on our business, results of operations or financial condition.

While the organic growth and significant structural changes in our business during the periods under review do
not permit us to distinguish distinct seasonal patterns for comparability during these periods, we believe that there
is a seasonal concentration of sales of our products in the period leading up to, and around, the Christmas holiday
season. As a result of this seasonality, our financial performance for the full financial year is in part dependent on
the success of our sales for the Christmas holiday season, and our results for the first half of a year are not
indicative of our results for the full year. Moreover, if our products experience a weak Christmas selling season,
our results of operations for a particular year, and the following periods, could be materially adversely affected.
For instance, adverse weather (such as blizzards or typhoons), a significant interruption in the receipt of products
(whether because of supplier, supply chain and logistics or other product delivery problems), or a sharp decline in
traffic in department stores, shopping malls or other shopping centers where our products are sold, occurring
during peak sales periods, such as the Christmas holiday season, could materially affect sales of our products
during the relevant financial year. Moreover, we incur additional expenses in the preparation for the increased
demand we typically expect leading up to, and around, the Christmas holiday season. If we over-estimate the
demand for our products during the end of a given year, we may experience significant excesses in inventory for
which we will have incurred expenses. These factors could each materially adversely affect our business, results
of operations or financial condition not only for the relevant financial period, but also in future periods as our
points of sale may purchase less of our products due to excess stock levels.
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The failure to continue to adapt successfully our systems, including internal controls and procedures over
financial reporting, as a result of increasing business complexity may have a material adverse effect on our
business, results of operations or financial condition.

The increasing business complexity of our operations may place additional requirements on our systems, controls,
procedures and management and, as a result, may strain our ability to manage our future growth. As part of this,
we have designed, implemented and continue to improve a variety of new governance and management policies.
While we have historically utilized a decentralized financial reporting system based on reporting structures in our
local markets, we are currently in the process of implementing a more comprehensive group-wide system of
internal controls over financial reporting. As a result, some of our group-wide internal controls are relatively new
and have not been employed for a full reporting cycle and may possibly require further adjustments or
modifications.

In addition, the design of any control system is based in part upon certain assumptions about the likelihood of
future events. Because of these and other inherent limitations of control systems, there can be no assurance that
any design will succeed in achieving its stated goals under all potential future conditions, regardless of how
remote. In addition, as a result of our growth strategy and the operating complexity of our business, internal
controls over financial reporting need to be kept under regular review which may place strain on our managerial
and operational resources.

While we continue to improve our systems, we believe that the systems in place today enable us to be compliant
with the disclosure obligations applying to issuers of shares quoted on NASDAQ OMX Copenhagen. See
“Management and Employees — Description of Internal Control and Procedures over Financial Reporting
Systems.”

We rely upon certain key personnel. If they leave or become unable or unwilling to fulfill their roles, this may
have a material adverse effect on our business, results of operations or financial condition.

Our success depends significantly on the efforts and abilities of certain key individuals who have valuable
experience and knowledge of our products and industry and who have made substantial contributions to the
development of our operations. If we were to lose one or more members of our global management team, one of
our design teams or other key employees, or if these individuals were to not devote the same amount of time and
effort to our business as they have done in the past, there can be no assurance that we would be able to replace
such individual or individuals with new personnel capable of making the same contribution in the near-term or at
all. As such, the loss of the services of one or more of these key individuals and any negative market or industry
perception arising from such loss could have a material adverse effect on our business, results of operations or
financial condition. See “Ownership Structure and Related Party Transactions” for a discussion of management’s
ownership in the Selling Shareholder and “Management and Employees — Incentive Programs” for a discussion
of management incentive programs.

Fluctuations in foreign currency exchange rates and interest rates could have a material adverse effect on our
results of operations and financial condition.

Our reporting currency is Danish kroner, but most of our revenues and costs are derived in other currencies,
including U.S. dollars, euros, Australian dollars, U.K. pounds sterling and Thai baht, which may expose us to
adverse movements in foreign currency exchange rates. Exchange rate fluctuations affect the translated value of
our results of operations associated with non-Danish operations, as well as the translation of asset or liability
positions that are denominated in foreign currencies.

We purchase a substantial portion of our raw materials from suppliers who price their products in currencies other
than Danish kroner, in particular in U.S. dollars and Thai baht. Currency exchange rate fluctuations could make
raw materials and labor more expensive for us, resulting in higher costs and decreased margins for our products,
which may have a material adverse effect on our business, results of operations or financial condition. In addition,
we sell a substantial portion of our products in currencies other than Danish kroner, in particular in U.S. dollars,
euros, Australian dollars and U.K. pounds sterling. Therefore, we bear the foreign currency exposure associated
with revenues earned in these currencies.

While we seek to mitigate the majority of our aggregate exposure to fluctuations in currencies, in which our
revenues and costs are derived through hedging arrangements, there can be no assurance that our hedging strategy
will adequately protect our results of operations from the effects of future exchange rate fluctuations. See
“Operating and Financial Review — Principal Factors Affecting our Results of Operations — Foreign Exchange”
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and Note 21 to our Audited Annual Financial Statements included under “Financial Information” for a discussion
of our exposures to fluctuations in currency exchange rates and associated risk management.

Failure to protect adequately our intellectual property could have a material adverse effect on our business,
results of operations or financial condition.

The success of our business is dependent on developing and enforcing intellectual property rights. Our ability to
implement a comprehensive intellectual property rights strategy will have a significant impact on the growth and
protection of our intellectual property rights. We aim to expand and safeguard our intangible assets by securing
key trademarks and patenting key innovations in key markets, vigorously defending our patents and trademarks,
and selectively registering and defending our designs. See “Business — Intellectual Property” for more
information about our intellectual property rights and related strategy.

Prior to the Acquisitions in March 2008, we did not uniformly register our trademarks and, consequently, have
had limited or no protection for these trademarks in certain countries. In furtherance of our revised strategy, we
are currently in the process of uniformly registering certain word marks, such as “PANDORA” and “LovePods,”
our figure mark “PANDORA with a crowned O and our “single crowned O” logo in our current and planned key
markets. However, there is no assurance that we will be able to acquire such registrations, due to existing senior
rights of other parties or otherwise. For example, our application for the mark “PANDORA with a crowned O” is
currently being challenged in Spain for the leather goods and clothing classes, putting the registration for the
remainder of the European Union on hold while it is determined whether we can acquire the rights to the mark in
Spain. Likewise, the initial registration application for our “PANDORA” mark has been rejected in China because
of its similarity with an existing senior mark. The failure to acquire such registrations or the failure to implement
any of the other elements of our intellectual property rights strategy may require us to change our branding
materials or require us to enter into royalty or licensing agreements. Royalty or licensing agreements, if required,
may be unavailable on terms acceptable to us, or at all, and this may have a material adverse effect on our business,
results of operations and financial condition.

Similarly, we cannot ensure that the patent that covers certain features of our bracelets and helps to distinguish us
from our competitors will provide the protection we desire. Third parties have unsuccessfully claimed in the past,
and may claim in the future, that the patent is invalid or cannot be enforced, and, while we have successfully
prevailed in or settled such claims in the past, other third parties may make claims in the future with respect to
any of our current or future patents. Any such claims, whether or not successful, could be extremely costly to
defend, divert management’s time, attention and resources, damage our reputation and brand, and substantially
harm our business, results of operations or financial condition.

In order to protect or enforce our intellectual property rights, we have initiated in the past, and may initiate in the
future, litigation or other proceedings against third parties. Litigation or other proceedings may be necessary to
assert claims of infringement, enforce our intellectual property rights, or determine the enforceability of the
proprietary rights of others. The enforcement of our intellectual property rights, including the initiation of
lawsuits, could be expensive, require significant time and resources and could potentially divert management’s
attention from other business concerns. Even in cases in which we prevail, the damages or other remedies awarded
may not be commercially valuable. Litigation also puts our intellectual property at risk of being invalidated,
interpreted narrowly or our patent or trademark applications not being issued. Additionally, such measures may
provoke third parties to assert claims against us.

Despite our efforts to protect our intellectual property rights, other parties have attempted, and may continue to
attempt, to counterfeit our products, sell PANDORA “look-a-likes” or make unauthorized use of our trademarks
and proprietary information, including the content on our website. Intellectual property laws and our policies and
procedures provide only limited protection, and the strength of intellectual property protection varies from country
to country. We may not be successful, particularly in developing countries or in new markets which we choose to
enter, in securing protection for our intellectual property rights, combating the production and sale of counterfeit
PANDORA products and preventing or halting other infringements on our intellectual property rights. Moreover,
our intellectual property is more likely to be challenged in new markets in which competitors or others may have
more senior intellectual property rights than we do. Any failure by us to protect and enforce our intellectual
property rights could have a material adverse impact on our business, results of operations or financial condition.

Finally, we note that the basic concept of a charm bracelet, our design methodology and processes, as well as our
fundamental production technology, do not benefit from any intellectual property protection. The word
“PANDORA” embodies various concepts and images which many businesses use to identify themselves or their
products. Some of our competitors, and others who are not our competitors, have adopted and may adopt in the
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future, trademarks or names similar to ours, which could impede our ability to build brand identity, weaken our
ability to enforce our trademarks and possibly lead to confusion among end-consumers. Any customer confusion
related to our trademarks or designs could damage our reputation and brand, and have a material adverse effect
on our business, results of operations or financial conditions.

Our website can be accessed through www.pandora.net, www.pandoragroup.com and www.pandora-jewelry.com,
but we do not own or control some of the other PANDORA top-level website domain names, including
www.pandora.com, and www.pandora.org. In addition, while many of our points of sale have registered domain
names that contain the name “PANDORA,” our ability to control such domain names may be limited. Domain
names are generally regulated by internet regulatory bodies, and the regulation of domain names in a particular
country is subject to change. If we are restricted from using, or lose the ability to use, a PANDORA domain name
in a particular country, we may be forced to incur significant additional expenses, either in order to acquire the
right to use such domain name or to market our products within that country through alternative means, and this
may have a material adverse effect on our business, results of operations or financial condition.

The projected financial information included in this Offering Circular may differ materially from our actual
resulls.

The financial projections set forth in this Offering Circular, including under “Operating and Financial Review,”
“Consolidated Prospective Financial Information for FY 2010 and elsewhere, are our projections of the results
of operations for FY 2010. The “Consolidated Prospective Financial Information for FY 2010 includes financial
projections that qualify as profit forecasts. For profit forecasts, the Prospectus Directive requires us, among other
things, to disclose the principal assumptions on which we base the forecast and to include a report prepared by
our independent auditors on such forecasts and assumptions. We have prepared our financial projections in
accordance with the Prospectus Directive.

These financial projections are based upon a number of assumptions (including the success of our business
strategies), some of which may not materialize, or may change. In addition, unanticipated events may adversely
affect the actual results that we achieve in future periods whether or not our assumptions relating to FY 2010 or
future periods otherwise prove to be correct. Our ability to forecast financial performance is also adversely
impacted by the short order cycle that certain of our third party operated points of sale apply when ordering
products from us, often at less than one week’s notice. As a result, our actual results may vary materially from
these projections. See also “Special Notice Regarding Forward-Looking Statements.”

We may become involved in litigation and arbitration proceedings which, if determined against us, could have
a material adverse effect on our business, results of operations or financial condition, and we remain exposed
to such liability in the future.

We may become involved in litigation and arbitration proceedings which could materially adversely affect our
business, results of operations or financial condition, if determined against us. Even if we would be successful in
defending the cases, we still suffer from the distraction of management resources to such litigation, incur certain
expenses and possibly face harm to our reputation from case-related publicity. This could have a material adverse
effect on our business, results of operations or financial condition.

Breach or failure to implement our CSR policy could have a material adverse effect on our business, results of
operations or financial condition.

We have adopted a group corporate social responsibility (“CSR”) policy, which includes a code of conduct for our
suppliers based on the U.N. Global Compact in the areas of human rights, labor, environment and anti-corruption.
Proper conduct in these areas is a focus of public concern, particularly in the retail industry. If we fail to implement
or enforce this policy or if we or any one of our suppliers fail to operate in compliance with applicable laws and
regulations or are perceived by the public as failing to meet certain labor and ethical standards, including
employing unfair labor practices, our reputation and business could be materially adversely affected. Current
global workplace concerns of the public include focus on wages, working conditions and environment. These
issues may affect the available supply of certain manufacturers’ products, which may result in increased costs to
us. Furthermore, a negative end-consumer perception of any of our key suppliers may hurt our brand and result in
lower demand for our products, which could have a material adverse effect on our business, results of operations
or financial condition.
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The Selling Shareholder will continue to be a significant shareholder in us and may control or otherwise
influence important actions we take.

Upon completion of the Offering, the Selling Shareholder will hold 62.6% of our Shares, assuming the
Overallotment Option is not exercised and assuming further (i) an Offer Price at the mid-point of the Offer Price
Range, and (ii) exercise of all outstanding Warrants in connection with the Offering and sale by the holders of
Warrants of 35% of the Shares received upon exercise of the Warrants to the Selling Shareholder in connection
with the Offering, as contemplated under “Management and Employees — Incentive Program — Warrant
Program.” Assuming the exercise of the Overallotment Option and the other assumptions listed above, the Selling
Shareholder will hold 57.5% of our Shares upon completion of the Offering. Axcel, Per Enevoldsen and his
family, other longstanding contributors to our business (the founders of our U.S. sales and distribution business,
designers, and a former sales director) and certain members of our Board of Directors, Executive Management
and other participants in our Warrant Program will hold, directly or indirectly, 59.3%, 21.0%, 18.5% and 1.2%,
respectively, of the shares of the Selling Shareholder immediately prior to, and upon completion of, the Offering
and prior to any such dilution. For a discussion on the ownership structure of the shares of the Selling Shareholder
immediately prior to and after the Offering, see “Ownership Structure and Related Party Transactions.”

Accordingly, Axcel and the other shareholders of the Selling Shareholder will have significant influence in matters
submitted to a vote of shareholders, such as the adoption of the financial information, decisions on dividend
distributions, amendments of the Articles of Association, increases of share capital and election or dismissal of
members of the Board of Directors. The interests of any or all of these shareholders may not be aligned with the
interests of other shareholders with respect to such voting decisions.

Axcel currently have a controlling interest in Georg Jensen A/S, which offers products that may compete with
ours. In addition, Axcel or their affiliates may make future investments in companies or operate businesses which
compete directly or indirectly with us. Should this happen, Axcel are not required to inform us or involve us in
such acquisitions or other complementary business opportunities.

Risks Related to the Offering

The Offer Shares have not previously been publicly traded, and their price may be volatile and fluctuate
significantly in response to various factors.

There is currently no public market for the Offer Shares, and an active and liquid trading market may not develop
or be sustained after the Offering. The market price of the Shares may subsequently vary from the Offer Price and
may be higher or lower than the price you pay. The trading price of the Shares may fluctuate in response to many
factors, including extraneous factors beyond our control, which may include, but are not limited to

e our or our competitors’ growth rates;

e variations in our or our competitors’ actual or anticipated operating results;
e fluctuations in exchange rates;

e recruitment or departure of key personnel;

e investor perceptions of our future performance or changes in estimates of our operating performance or
changes in recommendations by any securities analysts that follow our Shares;

e speculation in the press or the investment community;

e changes in factors affecting general market valuations of companies in our industry, including fluctuating
prices of the raw materials we use; announcement by us or others of significant developments, contracts,
acquisitions, strategic partnerships, joint ventures or capital commitments;

. substantial sales of our Shares;

e future changes in accounting principles;

e general market economic or political conditions; and
e changes in laws and regulations.

In addition, NASDAQ OMX Copenhagen or the global securities markets may experience significant price and
volume fluctuations, as they have done in recent years, which may have a material adverse effect on the market
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price of the Offer Shares and create a risk that investors may not be able to sell their shares at the Offer Price or
a higher price.

Public sales of Shares after the Offering may cause a decline in the market price of the Shares.

The market price of the Offer Shares could decline as a result of sales by the Selling Shareholder, members of our
Board of Directors, Executive Management or other Key Employees of Shares in the market after the Offering or
the perception that these sales could occur. These sales also may make it difficult for us to sell equity securities in
the future at a time and a price that we deem appropriate. Following the Offering, the Company, the Selling
Shareholder, members of our Board of Directors, Executive Management and other participants in the Warrant
Program will be subject to certain contractual lock-up provisions, in each case for a limited period only. See “Plan
of Distribution.”

Your percentage ownership in us may be diluted by future issuances of Shares which could reduce your
influence over matters on which stockholders vote.

Subject to the contractual lock-up provisions described in “Plan of Distribution,” the Board of Directors is,
pursuant to the Articles of Association, authorized to increase the Company’s share capital. In accordance with
article 4.4 of our Articles of Association, the Board of Directors is, until 31 December 2010, authorized to increase
the share capital up to a total of DKK 600 million in one or more issues through subscription of new shares of
DKK 1 each. The Board of Directors is authorized to increase the capital by way of non-cash contribution (e.g.,
by acquiring existing enterprises), conversion of debt and/or cash contribution, and, if the shares are issued at
market price, the Board of Directors may, at its own discretion, decide whether the Company’s shareholders shall
have pre-emptive rights to subscribe for the shares issued for the capital increase. See “Description of the Shares
and Share Capital — Authorization to Increase the Share Capital.” Future issues of Shares would reduce your
influence in shareholders’ meetings, dilute your ownership interest and could otherwise lower the value of your
1mvestment.

Differences in exchange rates may materially adversely affect the value of shareholdings or dividends paid.

The Offer Shares will be quoted in Danish kroner only, and any dividends will be paid in Danish kroner. As a
result, shareholders outside Denmark may experience material adverse effects on the value of their shareholding
and their dividends, when converted into other currencies if the Danish kroner depreciates against the relevant
currency.
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Special Notice Regarding Forward-Looking Statements

Certain statements in this Offering Circular constitute forward-looking statements. Forward-looking statements
are statements (other than statements of historical fact) relating to future events and our anticipated or planned
financial and operational performance. The words “targets,” “believes,” “expects,” “aims,” “intends,” “plans,’
“seeks,” “will,” “may,” “might,” “anticipates,” “would,” “could,” “should,” “continues,” “estimate” or similar
expressions or the negatives thereof, identify certain of these forward-looking statements. Other forward-looking
statements can be identified in the context in which the statements are made. Forward-looking statements appear
in a number of places in this Offering Circular, including, without limitation, under the headings “Summary,”
“Risk Factors,” “Dividends and Dividend Policy,” “Business,” “Operating and Financial Review” and
“Consolidated Prospective Financial Information for FY 2010” and include, among other things, statements
addressing matters such as:

EEIT3 ELINT3

ELIT3

e our future results of operations, in particular, the Outlook Statement for FY 2010;
J our financial condition;

e our working capital, cash flows and capital expenditures;

. our future dividends;

e our business strategy, plans and objectives for future operations and events, including those relating to
expansion into new markets, future product launches, points of sale and production facilities; and

e the use of proceeds from the Offering.

Although we believe that the expectations reflected in these forward-looking statements are reasonable, such
forward-looking statements involve known and unknown risks, uncertainties and other important factors that
could cause our actual results, performance, achievements or industry results, to differ materially from any future
results, performance or achievements expressed or implied by such forward-looking statements. Such risks,
uncertainties and other important factors include, among others:

e global and local economic conditions;
*  changes in market trends and end-consumer preferences;
e fluctuations in the prices of raw materials, currency exchange rates and interest rates;

e our plans or objectives for future operations or products, including our ability to introduce new jewelry and
non-jewelry products;

e our ability to expand in existing and new markets;
e risks associated with doing business globally, in particular in emerging markets;

. competition from local, national and international companies in the United States, Australia, Germany, the
United Kingdom and other markets in which we operate;

e the protection and strengthening of our intellectual property, including patents and trademarks;
e the future adequacy of our current warehousing, logistics and information technology operations;

e changes in Danish, E.U., Thai or other laws and regulation or any interpretation thereof, applicable to our
business;

e increases to our effective tax rate or other harm to our business as a result of governmental review of our
transfer pricing policies, conflicting taxation claims or changes in tax laws; and

e other factors referenced in this Offering Circular.

Should one or more of these risks or uncertainties materialize, or should any underlying assumptions prove to be
incorrect, our actual financial condition, cash flows or results of operations could differ materially from what is
described herein as anticipated, believed, estimated or expected. We urge investors to read the sections of this
Offering Circular entitled “Risk Factors,” “Business” and “Operating and Financial Review” for a more complete
discussion of the factors that could affect our future performance and the industry in which we operate.

24



We do not intend, and do not assume any obligation, to update any forward-looking statements contained herein,
except as may be required by law or the rules of NASDAQ OMX Copenhagen. All subsequent written and oral
forward-looking statements attributable to us or to persons acting on our behalf are expressly qualified in their
entirety by the cautionary statements referred to above and contained elsewhere in this Offering Circular.
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Enforcement of Civil Liabilities and Service of Process

The Company and the Selling Shareholder are each organized under the laws of Denmark. Most of our directors
and officers, and those of the Selling Shareholder, reside in countries other than the United States, and a majority
of our assets and all of the assets of the Selling Shareholder are located outside of the United States. As a result,
it may not be possible for investors to effect service of process upon us, the Selling Shareholder or such directors
and officers or to enforce against any of the aforementioned parties a judgment obtained in a United States court.

Original actions, or actions for the enforcement of judgments of U.S. courts relating to the civil liability provisions
of the federal or state securities laws of the United States are not directly enforceable in Denmark.

The United States and Denmark do not have a treaty providing for reciprocal recognition and enforcement of
judgments, other than arbitration awards, in civil and commercial matters. Accordingly, a final judgment for the
payment of money rendered by a United States court based on civil liability will not be directly enforceable in
Denmark. However, if the party in whose favor such final judgment is rendered brings a new lawsuit in a
competent court in Denmark, that party may submit to the Danish court the final judgment that has been rendered
in the United States. A judgment by a federal or state court in the United States against us will neither be
recognized nor enforced by a Danish court, but such judgment may serve as evidence in a similar action in a
Danish court.
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Presentation of Financial and Certain Other Information

On 7 March 2008, PANDORA A/S completed the acquisitions (the “Acquisitions”) of 100% of the share capital
of each of Pilisar ApS, Populair A/S, PANDORA Production Co. Ltd. and PANDORA Jewelry America ApS. The
operations of the acquired entities were not under common control prior to the Acquisitions. Prior to the
completion of the Acquisitions, PANDORA A/S was a dormant company. Since the date of the Acquisitions,
7 March 2008, the financial results of the acquired entities have been consolidated in the financial statements of
PANDORA A/S.

PANDORA A/S has applied IFRS effective 1 January 2009 with retroactive application for the years ended
31 December 2008 and 2007, and, accordingly, the financial statements of PANDORA A/S and any financial data
extracted therefrom included in this Offering Circular have been prepared in accordance with IFRS. Unless
otherwise indicated, the financial information included in this Offering Circular consists of, or has been extracted
from, the following:

e our audited consolidated financial statements for the years ended and as at 31 December 2009, 2008 and
2007, each prepared in accordance with IFRS (together, the “Audited Annual Financial Statements”);

. our unaudited condensed consolidated interim financial statements for the six months ended and as at 30 June
2010 and 2009 prepared in accordance with IAS 34, which have been reviewed by Ernst & Young,
independent auditors, (the “Unaudited Interim Financial Statements”); and

e the audited consolidated financial statements for the year ended and as at 31 December 2007 of Pilisar ApS,
Populair A/S, PANDORA Production Co. Ltd. and PANDORA Jewelry America ApS, together being the
entities holding our underlying business prior to the Acquisitions, each prepared in accordance with
applicable accounting principles, which are incorporated by reference herein.

Since PANDORA A/S was a dormant company up and until the completion of the Acquisitions, our results of
operations for FY 2007 are negligible and our results of operations between FY 2007 and FY 2008 are not
comparable. Our consolidated results of operations for FY 2008 reflect approximately 10 months of these
acquired operations from 7 March 2008, which adversely affects the comparability of our results of operations
between FY 2008 and FY 2009 (which reflect operations for the 12 month period ended 31 December 2009). See
“Operating and Financial Review — Events Affecting Comparability of Our Results of Operations — The
Acquisitions.”

To provide further financial information on FY 2007 in light of our complex financial history and to satisfy the
requirements of the Prospectus Directive as implemented in Denmark, the audited consolidated financial
statements for the year ended and as at 31 December 2007 of Pilisar ApS, Populair A/S, PANDORA Production
Co. Ltd. and PANDORA Jewelry America ApS, together being the entities holding the underlying business prior
to the Acquisitions, have been incorporated by reference into this Offering Circular and can be obtained from the
registered office of the Company or on our website at www.pandoragroup.com. Information included on our
website otherwise does not form part of this Offering Circular.

Notwithstanding the foregoing, the incorporated audited consolidated financial statements of these entities are of
limited relevance and usefulness in evaluating our historical results of operations or financial condition or in
judging our future performance, and therefore should be read with particular care. In particular, the following
factors should be noted: (i) the four entities were not consolidated under a single predecessor entity for FY 2007;
(i1) the four entities were not under common control for FY 2007; and (iii) the financial statements were not
prepared under IFRS or otherwise under a common set of accounting principles (for Pilisar ApS, Populair A/S and
PANDORA Jewelry America ApS, they were prepared in accordance with the Danish Financial Statements Act
and, for PANDORA Production Co. Ltd., in accordance with generally accepted accounting principles in
Thailand).

This Offering Circular also contains limited financial information for 2008 (adjusted to reflect operations for the
12 month period ended 31 December 2008). Such financial information is based on a hypothetical situation and
has been prepared solely for illustrative purposes to reflect the effect on the consolidated assets, liabilities,
financial position and results of operations of the Acquisitions, as though they had been completed on 1 January
2008. Accordingly, it does not reflect our actual results of operations for the 12 month period ended 31 December
2008, nor does it purport to present the results of operations that we might have achieved had the Acquisitions
taken place on 1 January 2008, and should not be used as the basis for projections of our results of operations for
any future period. See Note 3 to our Audited Annual Financial Statements included under “Financial Information.”
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The limited financial information for 2008 (adjusted to reflect operations for the 12 month period ended
31 December 2008) is included in the business combinations note in our consolidated financial statements and has
been prepared in accordance with the requirements in IFRS 3 (R) (business combinations). The financial
information for 2008 (adjusted to reflect operations for the 12 month period ended 31 December 2008) is based
on the consolidated income statements of PANDORA A/S for 2008 plus the income statements extracted from the
internal accounting records for the period 1 January to 6 March 2008 of PANDORA Production Co. Ltd., Populair
A/S, Pilisar ApS and PANDORA Jewelry America ApS. Furthermore, the purchase price allocation adjustments
made to individual assets and liabilities have been reflected as if the acquisitions had been made as at 1 January
2008, including that amortization of the intangible assets amortized has been included for 1 January to 6 March
2008. Finally, related party transactions with the companies have been subsequently eliminated.

Financial information that we have previously published for any financial years or interim periods can differ from
subsequently published financial information due to the retrospective implementation of subsequent changes in
accounting policies and other retrospective adjustments made in accordance with IFRS.

Certain percentages presented in the tables in this Offering Circular reflect calculations based upon the underlying
information prior to rounding and, accordingly, may not conform exactly to the percentages that would be derived
if the relevant calculations were based upon the rounded numbers.

As used herein, references to (i) “Danish kroner” or “DKK” are to the Danish kroner, the lawful currency of
Denmark, (ii) “euro,” “EUR” or “€” are to the euro, the lawful currency of the participating member states in the
Third Stage of the European and Monetary Union of the Treaty Establishing the European Community,
(iii) “U.S. dollar,” or “USD” are to the United States dollar, the lawful currency of the United States of America,
(iv) Thai baht are to the lawful currency of Thailand and (v) “AUS” are to the Australian dollar, the lawful currency
of Australia. For information regarding recent rates of exchange between the Danish kroner and the euro and
between the Danish kroner and the U.S. Dollar, see “Exchange Rates.”

Non-GAAP Financial Measures

Certain parts of this Offering Circular contain non-GAAP financial measures and ratios, including EBITDA,
invested capital, return on invested capital, cash conversion and net borrowings data, which are not recognized
measures of financial performance or liquidity under IFRS or U.S. GAAP. These measures are presented as we
believe that they and similar measures are widely used in the industry in which we operate as a means of
evaluating a company’s operating performance and liquidity. However, they may not be comparable to other
similarly titled measures of other companies and are not measurements under IFRS or other generally accepted
accounting principles, nor should they be considered as substitutes for the information contained in our
consolidated financial statements.

Although certain of this data has been extracted or derived from our audited consolidated financial statements
contained in this Offering Circular, this data has not been audited by our independent accountants. We have
calculated: (i) EBITDA as net profit before interest, tax, depreciation, amortization, impairment losses and costs
relating to the Offering, (ii) net borrowings as bank loans, the subordinated loan from parent company (prior to
its repayment in February 2010), mortgage debts and other current interest-bearing loans and borrowings less cash
and short-term deposits, (iii) invested capital as total assets less cash and short-term deposits and non-interest
bearing debt (provisions, deferred tax liability, deposits, payables to parent company, trade payables, income tax
payables and other payables), (iv) return on invested capital as EBIT divided by invested capital and (v) cash
conversion as free cash flow divided by net profit, with free cash flow being defined as net cash flows from
operating activities adjusted for interest received and interest paid less net cash used in investing activities adjusted
for acquisitions of subsidiaries.

The non-GAAP financial measures presented herein may not be indicative of our historical operating results, nor
are such measures meant to be predictive of our future results. EBITDA and net borrowings are measures used by
management to monitor the underlying performance of our business and operations. We have presented these non-
GAAP measures in this Offering Circular because we consider them an important supplemental measure of our
performance and believe that they are widely used by investors in comparing performance between companies. In
particular, we believe that, EBITDA is an additional measure of a company’s operating performance and debt
servicing ability which allows for comparison of performance on a consistent basis between companies without
regard to amortization and depreciation accounting methods, which can vary significantly from company to
company depending on accounting methods applied.
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However, not all companies may calculate EBITDA and net borrowings in the same manner or on a consistent
basis, and, as a result, our presentation of EBITDA and net borrowings may not be comparable to measures used
by other companies under the same or similar names. Accordingly, undue reliance should not be placed on the
EBITDA and net borrowings data contained in this Offering Circular. Investors should in particular not consider
EBITDA as an alternative to (a) net income as a measure of our Group’s operating performance, (b) net cash flows
from operating, investing and financing activities as a measure of our Group’s ability to meet its cash needs or
(c) any other measure of performance under IFRS.

Adjustments

In preparing our Unaudited Interim Financial Statements and our Audited Annual Financial Statements, we
present certain numerical figures in thousands of Danish kroner. For the convenience of the reader of this Offering
Circular, we have rounded most numerical figures in this Offering Circular to the nearest one million. As a result
of this rounding, certain numerical figures presented herein may vary slightly from the corresponding numerical
figures presented in our Audited Annual Financial Statements and the Unaudited Interim Consolidated Financial
Statements. In addition, we have further rounded certain numerical figures so that figures shown as totals in certain
tables are the arithmetic sum of the numerical figures that precede them. Due to roundings, certain figures shown
for the same category presented in different tables may vary slightly.

The percentages (as a percentage of revenues or costs and period-on-period percentage changes) presented in the
tabular and textual financial disclosure in this Offering Circular are derived directly from the results of operations
and financial condition information contained in our Unaudited Interim Financial Statements and our Audited
Annual Financial Statements. The computation of such percentages presented in certain tables with figures
rounded to one-tenths of a million may be computed on the numerical figures expressed in thousands of Danish
kroner in our Unaudited Interim Financial Statements and our Audited Annual Financial Statements. Therefore,
such percentages are not calculated on the basis of the financial information that has been subjected to rounding
adjustments in this Offering Circular.
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Foreign Currency Presentation

We publish our financial information in Danish kroner. Unless we note otherwise, all amounts in this Offering
Circular are expressed in Danish kroner. Solely for the convenience of the reader, this Offering Circular contains
translations of certain U.S. dollar, euro and Australian dollar amounts into Danish kroner amounts at specified
rates. These translations should not be construed as representations that those U.S. dollar, euro or Australian dollar
amounts could have been, or can be, converted into Danish kroner amounts at any particular rate, at the rates stated
below, or at all.

Unless otherwise indicated, in this Offering Circular we have used a conversion rate of DKK 7.445 for one euro,
a conversion rate of DKK 5.871 for one U.S. dollar and a conversion rate of DKK 5.205 for one Australian dollar
(Source: Danmarks Nationalbank (the “Danish Central Bank™)) on 31 August 2010. The euro buying rate as at
31 August 2010 was DKK 7.445 for one euro, the U.S. dollar buying rate as at 31 August 2010 was DKK 5.871
for one U.S. dollar and the Australian dollar buying rate as at 31 August 2010 was DKK 5.205 for one Australian
dollar (Source: the Danish Central Bank).

For historical information regarding rates of exchange between the Danish kroner and the euro and between the
Danish kroner and U.S. dollar, see “Exchange Rates.”
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Exchange Rates

The following table sets forth, for the periods and dates indicated, the average, high, low and period-end euro
buying rates expressed in Danish kroner per one euro. The Danish Central Bank fixes exchange rates vis-a-vis
selected currencies daily on the basis of market rates prevailing at 2:30 p.m. (Central European Time). The average
rates for each calendar year represent the average of the euro buying rates on the last business day of each month
for such calendar year except for September 2010, for which the date used is 16 September 2010, and the average
rates for each month represent the daily average of the euro buying rates for such month. The exchange rate of
Danish kroner per euro is regulated by the Exchange Rate Mechanism (ERM II), a system originally established
in 1979 for controlling exchange rates within the European Monetary System of the E.U. Under this system,
Denmark sets its central exchange rate to 7.46 kroner per euro and allows fluctuations of the exchange rate within
a 2.25% band. This means that the exchange rate can fluctuate from a high of DKK 7.63 per €1.00 to a low of
DKK 7.29 per €1.00. If the market determined floating exchange rate rises above, or falls below the band, the
Danish Central Bank, must intervene.

Reference Rates of Danish kroner per €1.00

Average High Low Period End
Calendar Year
2000 . . . 7.459 7.467 7.453 7.456
2007 . o 7.451 7.462 7.440 7.457
2008 . 7.456 7.463 7.443 7.451
2000 . . 7.446 7.456 7.441 7.442
2010 (through 16 September 2010). ... ............. 7.445 7.456 7.438 7.446
Month
January 2010 . ... ... 7.442 7.446 7.440 7.443
February 2010 .. ... ... . i 7.444 7.445 7.443 7.443
March 2010 . ... o 7.442 7.445 7.440 7.445
April 2010 . .. .o 7.443 7.444 7.442 7.442
May 2010. . ..o 7.442 7.444 7.440 7.440
June 2010. . ... 7.441 7.449 7.438 7.449
July 2010 . . oo 7.452 7.456 7.449 7.451
August 2010. ... ..o 7.450 7.452 7.445 7.445
September 2010 (through 16 September 2010) ....... 7.446 7.447 7.445 7.446

As at 16 September 2010, the latest practicable date for which exchange rate information was available prior to
the printing of this Offering Circular, the euro buying rate based on the Danish Central Bank’s foreign exchange
reference rate was DKK 7.446 per €1.00.

The following table sets forth, for the periods and dates indicated, the average, high, low and period-end U.S.
dollar buying rates based on the Danish Central Bank’s foreign exchange reference rate expressed in Danish
kroner per one U.S. dollar. The Danish Central Bank fixes exchange rates vis-a-vis selected currencies daily on
the basis of market rates prevailing at 2:30 p.m. (Central European Time). The average rates for each calendar year
represent the average of the U.S. dollar buying rates on the last business day of each month for such calendar year
except for September 2010, for which the date used is 16 September 2010, and the average rates for each month
represent the daily average of the U.S. dollar buying rates for such month.

Reference Rates of Danish kroner per $1.00

Average High Low Period End
Calendar Year
2000 . 5.947 6.318 5.592 5.661
2007 . o 5.445 5.792 5.013 5.075
2008 . o 5.099 5.099 4.665 5.285
2000 . . 5.355 5.934 4.922 5.190
2010 (through 16 September 2010). . ............... 5.681 6.229 5.109 5.694
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Reference Rates of Danish kroner per $1.00

Average High Low Period End
Month
January 2010 .. ... .. 5.216 5.371 5.109 5.330
February 2010 . ...... ... . . i 5.440 5.518 5.324 5.485
March 2010 . ... .. 5.485 5.578 5.406 5.523
April 2010 .. ... o 5.552 5.619 5.467 5.614
May 2010. . ..o 5.919 6.087 5.622 6.045
June 2010. .. ... o 6.095 6.229 6.005 6.070
July 2010 . ..o 5.837 6.042 5.701 5.719
August 2010. .. ... 5.779 5.907 5.622 5.871
September 2010 (through 16 September 2010) ....... 5.805 5.864 5.733 5.694

As at 16 September 2010, the latest practicable date for which exchange rate information was available prior to
the printing of this Offering Circular, the U.S. dollar buying rate based on the Danish Central Bank’s foreign
exchange reference rate was DKK 5.694 per one $1.00.
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Available Information

Copies of the following documents may be inspected and obtained during usual business hours on any day
(excluding Saturdays, Sundays and Danish public holidays) at the Company’s registered office, at Hovedvejen 2,
2600 Glostrup, Denmark during the period in which this Offering Circular is in effect:

(i) our memorandum of association and our Articles of Association;

(i) our annual reports, including the consolidated financial statements, for the years ended and as at
31 December 2009, 2008 and 2007;

(ii1) our interim report, including the condensed consolidated financial statements, for the six months ended and
as at 30 June 2010;

(iv) the annual reports of our principal subsidiaries for the years ended and as at 31 December 2009, 2008 and
2007; and

(v) this Offering Circular.

The Danish Companies Act requires us to make our audited annual reports, including the financial statements and
the Independent Auditors’ Opinion contained therein, available to our shareholders at our registered office three
weeks before our annual general meeting. At the same time, we are required to send these documents to registered
shareholders who have so requested.

We have agreed that, for so long as any Offer Shares are “restricted securities” within the meaning of
Rule 144(a)(3) under the U.S. Securities Act, we will, during any period in which we are neither subject to
Section 13 or 15(d) of the U.S. Securities Exchange Act of 1934, as amended (the “U.S. Exchange Act”) nor
exempt from reporting pursuant to Rule 12g3-2(b) thereunder, provide to any holder or beneficial owner of such
restricted securities or to any prospective purchaser of such restricted securities designated by such holder or
beneficial owner, upon the request of such holder, beneficial owner or prospective purchaser, the information
required to be provided by Rule 144A(d)(4) under the U.S. Securities Act. We are not currently subject to the
periodic reporting and other information requirements of the U.S. Exchange Act.
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Market and Industry Information

This Offering Circular contains statistics, data and other information relating to markets, market sizes, market
shares, market positions and other industry data pertaining to our business and markets. Unless otherwise
indicated, such information is based on our analysis of multiple sources, including a market study we
commissioned from Bain & Company (the “Company Market Study”) and information otherwise obtained from
Verdict, A&M Mindpower Solutions and IBIS World. Such information has been accurately reproduced, and, as
far as we are aware from such information, no facts have been omitted which would render the information
provided inaccurate or misleading.

We understand from Bain & Company that the Company Market Study is based on primary interviews and field
visits it conducted with industry experts and participants, its secondary market research and internal financial and
operational information supplied by, or on behalf of, us. Bain & Company has informed us that the Company
Market Study includes or is otherwise based on information obtained from (i) data providers, including
Euromonitor, Datamonitor, Gobi, Afrifocus, Mintel, FACTIVA, Thomson Research, OneSource, Verdict,
Freedonia, IBIS World and Planet Retail; (ii) Bain & Company’s proprietary Altagamma luxury study;
(iii) industry associations and country organizations, including chambers of commerce, jewelry producers and
retailers associations, industry research reports and national statistics providers and (iv) publicly available
information from other sources, such as information publicly released by our competitors.

Industry publications or reports generally state that the information they contain has been obtained from sources
believed to be reliable, but the accuracy and completeness of such information is not guaranteed. We have not
independently verified and cannot give any assurance as to the accuracy of market data contained in this Offering
Circular that were extracted or derived from these industry publications or reports. Market data and statistics are
inherently predictive and subject to uncertainty and not necessarily reflective of actual market conditions. Such
statistics are based on market research, which itself is based on sampling and subjective judgments by both the
researchers and the respondents, including judgments about what types of products and transactions should be
included in the relevant market.
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Expected Timetable of Offering and Financial Calender

Expected Timetable of Principal Events

Offer Period StartS . . ... e 23 September 2010
Offer Period EXpires .. ... ..o 4 October 2010 at 5:00 p.m. (CET)
Publication of the Pricing Statement containing the Offer Price and number

of Offer Shares. . ... ... 5 October 2010 at 8:00 a.m. (CET)
First Day of Trading and Official Listing of Shares on NASDAQ OMX

Copenhagen . .. ..ottt 5 October 2010 at 9:00 a.m. (CET)
Completion of the Offering, including Settlement of Offer Shares (excluding

the Overallotment Option, unless exercised by that date)............... 8 October 2010

Financial Calendar
We expect to publish our interim report for the three months ended 30 September 2010 on 11 November 2010.

We will publish our financial calendar for 2011 in accordance with the rules of NASDAQ OMX Copenhagen
before the end of 2010.
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Use of Proceeds

At the time of the Offering, the Company will issue such number of New Shares as would result in gross proceeds
of approximately DKK 600 million. Based on the mid-point of the Offer Price Range, the Company would issue
3,000,000 New Shares.

The net proceeds to the Company from the sale of New Shares are expected to be approximately
DKK 560 million, after deduction of commissions and estimated Offering costs payable by the Company, with
the assumptions set forth in “The Offering — Costs of the Offering.”

We intend to use the net proceeds primarily in connection with certain payments we are required to make as a
result of our exercise of the options to acquire the remaining interests in Ad Astra Holdings Pty Ltd., our
distribution subsidiary in Australia, and PANDORA Jewelry CWE, our distribution subsidiary in Germany,
subject to admission of the Shares for listing on NASDAQ OMX Copenhagen. To acquire the remaining 40%
interest in Ad Astra Holdings Pty Ltd., we expect to make a cash payment of AUS 40 million (corresponding to
approximately DKK 213 million as at 16 September 2010, being the latest practicable date before publication of
this Offering Circular). We expect to use a further DKK 308 million as part of our payment to acquire the
remaining 49% interest in PANDORA Jewelry CWE. Please see “Additional Information — Material Contracts”
for a discussion of all our payment obligations for the acquisition of the 49% interest in PANDORA Jewelry CWE.
In addition, we expect to use DKK 40 million of the proceeds to acquire Shares from the Selling Shareholder at
the Offer Price to meet our obligations in respect of the Long-Term Incentive Program (“LTIP”) (see
“Management and Employees — Long Term Incentive Plan” and “Description of the Shares and the Share
Capital”) and for other general corporate purposes.

The minority shareholders of Ad Astra Holdings Pty Ltd. and PANDORA Jewelry CWE have agreed to use
AUS 20 million (corresponding to approximately DKK 107 million as at 16 September 2010, being the latest
practicable date before publication of this Offering Circular) and DKK 30 million, respectively, of the proceeds
from the sale of the minority interests to acquire New Shares in the Offering at the Offer Price. The Company will
allocate New Shares to these persons in the Offering in connection with these acquisitions. See “Ownership
Structure and Related Party Transactions” and “Plan of Distribution.”

We will not receive any part of the proceeds from the sale of Offer Shares held by the Selling Shareholder. For
more information about the ownership in the Selling Shareholder, please see “Ownership Structure and Related
Party Transactions — Ownership Structure.”
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Dividends and Dividend Policy

General

All Offer Shares will rank pari passu with the outstanding Shares and will be eligible for all dividends, if any,
declared and payable following the completion of the Offering.

If a dividend is to be declared by a Danish company, it must be proposed or approved by the Board of Directors
and approved by the general meeting of shareholders. In deciding whether to propose a dividend and in
determining the dividend amount, our Board of Directors is subject to the legal restrictions set out in the Danish
Companies Act.

Our ability to pay dividends will be dependent upon, amongst other things, the availability of sufficient
distributable reserves, our financial condition, results of operations, capital requirements and such other factors as
the Board of Directors may deem relevant. Pursuant to the Senior Facility Agreement, we are subject to certain
restrictions on our ability to declare and pay out dividends to our shareholders. See “Additional Information
Material Contracts — Senior Facility Agreement.”

The Board of Directors intends to target an average dividend payout ratio of approximately 35% of our
consolidated net profit for the year in accordance with IFRS. The Board of Directors may revisit our dividend
policy from time to time. There can be no assurance that in any given year a dividend will be proposed or declared.

Recent Dividends

In February 2010, we declared a dividend of DKK 1,000 million, of which DKK 113 million was paid out to
Prometheus Invest ApS at that time. The remaining amount of DKK 887 million was recorded as a liability to
Prometheus Invest ApS. In Q2 2010, DKK 800 million of this amount was converted into ordinary shares of
PANDORA A/S with no cash flow effects. Of the remaining DKK 87 million, DKK 53 million was paid out to
Prometheus Invest ApS later in H1 2010 and DKK 34 million (which represents the total unpaid dividend as at
30 June 2010 to the Selling Shareholder) is expected to be paid in H2 2010 prior to completion of the Offering.
We did not pay any dividends in FY 2008 and FY 2007.

Dividends that we paid historically are not representative of dividends to be paid in the future and should not be
considered indicative of our future dividends, if any.

Legal and Regulatory Requirements and Interim Dividends

In accordance with the Danish Companies Act, dividends, if any, are declared with respect to a financial year at
the annual general meeting of shareholders in the following year, at the same time as the audited annual accounts
for that financial year are approved. Further, the general meeting may resolve to distribute interim dividends or
authorize the Board of Directors to decide on the distribution of interim dividends. Dividends and interim
dividends may not exceed the amount recommended by the Board of Directors for approval by shareholders.
Moreover, dividends and interim dividends may only be made out of distributable reserves and must not exceed
what is considered sound and adequate with regard to the financial condition of the company.

Other Requirements

Dividends, if any, will be paid out in accordance with the rules of VP Securities, as in force from time to time, and
will be paid to shareholders’ accounts with their account-holding banks. See “Taxation” for a description of
Danish withholding taxes relating to dividends.

37



Capitalization and Indebtedness

The following table sets forth our capitalization and indebtedness as at 30 June 2010:
. on an actual basis;

e on an as adjusted basis to reflect (i) the issuance of New Shares and the use of net proceeds from the sale of
the New Shares, as discussed in “Use of Proceeds,” (ii) our exercise of the options to acquire the remaining
interests in Ad Astra Holdings Pty Ltd and PANDORA Jewelry CWE and (iii) the acquisition of Shares from
the Selling Shareholder at the Offer Price to meet our obligations in respect of the LTIP.

See “Description of the Shares and Share Capital” for information relating to our issued share capital and
outstanding Shares. You should read this table in conjunction with our consolidated financial information and the
notes thereto included elsewhere in this Offering Circular and “Operating and Financial Review.”

Capitalization and Indebtedness

As at 30 June 2010
DKK million Actual As Adjusted
Total current debt: . .. ... ... . . . . 825 825
Guaranteed . .. ... e 0 0
Secured . . . 693 693
Unguaranteed/Unsecured . . ...ttt 132 132
Total non-current debt (excluding current portion of long-term debt) ........ 1,772 1,807
Guaranteed . ... ... 0 0
Secured® . . o 1,337 1,337
Unguaranteed/Unsecured . .. ..ottt 435 470®
Shareholders equity:. . . ... ... ... .. 2,374 2,874
Share capital . .. ... e 126 129@
Share premium . .. ..ot e 0 579®
Other RESEIVES . . . v vt e e e e e e 2,248 2,198©
Non-controlling interests:. . ................ .. .. .. .. i, 622 (1™
Total capitalization . . ........ ... ... .. . . . . e 5,593 5,537

(1) Includes DKK 661 million of current debt that is both secured and guaranteed.
(2) Includes DKK 1,321 million of non-current debt that is both secured and guaranteed.

(3) Reflects the present value of the earn-out payment, which is due in 2015, as a result of our acquisition of the remaining interest in
PANDORA Jewelry CWE. See “Additional Information — Material Contracts — Shareholders’ Agreement Relating to PANDORA
Jewelry CWE.”

(4) Reflects the increase in the nominal value share capital as a result of the Offering. If all Warrants are exercised by members of our Board
of Directors, Executive Management Key Employees and other participants in the Warrant Program, as described in “Ownership
Structure and Related Party Transactions — Ownership Structure,” our nominal value share capital would increase to DKK 131 million.

(5) Reflects the gross proceeds from the Offering minus the change in the nominal share capital and total commissions (fixed and
discretionary) paid by the Company to the Managers, assuming an Offer Price at the mid-point of the Offer Price Range.

(6) The net decrease in other reserves is attributable to the exercise of the options to acquire the remaining interests in Ad Astra Holdings
Pty Ltd. and PANDORA Jewelry CWE and the acquisition of Shares from the Selling Shareholder at the Offer Price to meet our
obligations in respect of the LTIP, which are partially offset by an increase in retained earnings as a result of our acquisition of the
remaining interest in Ad Astra Holdings Pty Ltd. (see “Additional Information — Material Contracts — Shareholders’ Agreement
relating to Ad Astra Holdings Pty Ltd.”).

(7)  Reflects a decrease in non-controlling interests attributable to the acquisition of the remaining interests in PANDORA Jewelry CWE and
Ad Astra Holdings Pty Ltd.
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Net Indebtedness

As at 30 June 2010

DKK million Actual As Adjusted

Cash. .o 178 199®

Cashequivalent. . ... ... . 0 0

Trading SECUTTHES . . . . oottt ettt e e e e e e et e e 0 0

Liquidity . ..o 0 0

Current financial receivable .. ......... .. ... ... .. .. ... ... ... ... 178 199

Current bank debtD®®) 32 32

Current portion of non-currentdebt . . ...... .. .. .. L i 661 661

Other current financial debt .. ... ... . .. .. . 132 132

Current financial debt . .. ... .. ... . 825 825

Net current financial indebtedness . .. ......... ... ... .. .. .. ... ... ... 647 626

Non-current bank 10ans. . . . ... 1,321 1,321

Bonds Issued. . . ... 0 0

Other non-current l0ANS . .. .. ... .ottt 451 486

Non-current financial indebtedness . .................................... 1,772 1,807

Net financial indebtedness . .. ......... ... ... ... .. .. ... .. .. . ... 2,419 2,433

(1) As at 30 June 2010, we had a DKK 35 million revolving credit facility with Nordea Bank Danmark, which was increased to
DKK 55 million on 2 July 2010. As at 31 August 2010, we had drawn DKK 24 million under this facility (DKK 7.5 million as at 30 June
2010).

(2)  On 6 September 2010, Nordea Bank Danmark made a EUR 15 million revolving credit facility available to PANDORA Jewelry CWE.
As at 17 September 2010, PANDORA Jewelry CWE had fully drawn the facility.

(3) As at 30 June 2010, subsidiaries of Ad Astra Holdings Pty Ltd. had credit facilities in the aggregate amount of AUS 18 million with
Westpac Banking Corporation. As at 31 August 2010, these subsidiaries had drawn, in aggregate, AUS 18 million (AUS 6.2 million as
at 30 June 2010) under these facilities.

(4) Reflects the use of proceeds and cash otherwise required to fund the remaining part of the transactions for which proceeds from the
Offering are being used. See “Use of Proceeds”.

(5) Includes the present value of the earn-out payment, which is due in 2015, as a result of our acquisition of the remaining interest in

PANDORA Jewelry CWE. See “Additional Information — Material Contracts — Shareholders’ Agreement Relating to PANDORA
Jewelry CWE.”

Declaration of Capitalization

Except as set forth above, we have no reason to believe that there has been any material change to our actual
capitalization since 30 June 2010, other than changes resulting from the ordinary course of business.
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Industry

Market and Industry Information

This Offering Circular contains statistics, data and other information relating to markets, market sizes, market
shares, market positions and other industry data pertaining to our business and markets. Unless otherwise
indicated, such information is based on our analysis of multiple sources, including a market study we
commissioned from Bain & Company (the “Company Market Study”’) and information otherwise obtained from
Verdict, A&M Mindpower Solutions and IBIS World. Such information has been accurately reproduced, and, as
far as we are aware from such information, no facts have been omitted which would render the information
provided inaccurate or misleading.

We understand from Bain & Company that the Company Market Study is based on primary interviews and field
visits it conducted with industry experts and participants, its secondary market research and internal financial and
operational information supplied by, or on behalf of, us. Bain & Company has informed us that the Company
Market Study includes or is otherwise based on information obtained from (i) data providers, including
Euromonitor, Datamonitor, Gobi, Afrifocus, Mintel, FACTIVA, Thomson Research, OneSource, Verdict,
Freedonia, IBIS World and Planet Retail; (ii) Bain & Company’s proprietary Altagamma luxury study;
(ii1) industry associations and country organizations, including chambers of commerce, jewelry producers and
retailers associations, industry research reports and national statistics providers and (iv) publicly available
information from other sources, such as information publicly released by our competitors.

Industry publications or reports generally state that the information they contain has been obtained from sources
believed to be reliable, but the accuracy and completeness of such information is not guaranteed. We have not
independently verified and cannot give any assurance as to the accuracy of market data contained in this Offering
Circular that were taken or derived from these industry publications or reports. Market data and statistics are
inherently predictive and subject to uncertainty and not necessarily reflective of actual market conditions. Such
statistics are based on market research, which itself is based on sampling and subjective judgments by both the
researchers and the respondents, including judgments about what types of products and transactions should be
included in the relevant market.

Global Fine Jewelry Market

In 20009, the global fine jewelry segment, defined as the market for jewelry made of precious metals (silver, gold
and platinum) often combined with precious and semi-precious stones, was estimated to be valued at
approximately USD 145 billion (measured by estimated revenues at retail value), of which approximately
USD 27 billion was related to the market for bracelets. Our market share of this fine jewelry market (measured by
estimated revenues at retail value) was 1.2% in 2009. The chart below shows the retail value (measured by
estimated revenues at retail value) of the global fine jewelry market for the periods indicated:

USsbn 151 152

145

1999 2001 2003 2005 2007 2008 2009

From 1999 to 2009, the compound annual growth rate (“CAGR”) in the global fine jewelry market was
approximately 2.9%. This CAGR includes a decline in the estimated value of the market in 2009 resulting from
the recent global economic downturn in 2008 and 2009 (CAGR between 1999 and 2007 was 4.2%).
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In the last decade, there have been several long-term trends impacting the global fine jewelry market:

e branding: brands entering the market and taking market share from local jewelry workshops and artisans;
e fashionability: jewelry increasingly perceived as an accessory which is changing spending habits;

e customization: increasing demand for personalized jewelry;

* new customer segmentation: for example, more female self-purchasers driven by increasing number of
working women; and

e growth in consumer base from large emerging markets with higher disposable income and more sophisticated
consumption patterns.

The fine jewelry market can be split into price segments, the affordable segment (defined as jewelry with a price
per SKU less than USD 1,500), in which we operate, and the luxury and high-end jewelry segments (defined as
having prices per SKU of USD 1,500 to USD 10,000 and greater than USD 10,000, respectively). The affordable
segment accounted for 57.2%, or USD 83 billion, of the fine jewelry market in 2009.

While the fine jewelry market has been undergoing a long-term trend toward branding across all price segments
and regions, the market is still predominantly unbranded. In 2009, branded fine jewelry accounted for
approximately 19.3%, or USD 28 billion, of the fine jewelry market (compared with 60%, 50% and 38% for the
respective worldwide markets for watches, leather goods and eyewear). Jewelry is considered “branded” if it
exhibits three of the following six criteria: produced in connection with a clear brand approach, a distinguishable
level of awareness of the related brand among consumers, its style and design content, a recognizable product
associated with a brand, distribution through branded points of sale and brand-focused communication campaigns.
The chart below shows the retail value (measured by estimated revenues at retail value) of the fine jewelry market
in 2009 split by price segment and level of branding:

B Branded © Unbranded US$83bn US$41bn US$22bn

76% 85% 91%

Affordable jewelry Luxury jewelry High-end jewelry
US$0-1,500 US$1,500-10,000 >US$10,000

In 2009, the top 15 global brands by retail revenue accounted for approximately 40%, or approximately
USD 11 billion, of the branded fine jewelry market. The remaining 60% of this market was fragmented across
approximately 1,000 brands. We are the world’s third largest jewelry brand (measured by estimated revenues at
retail value in 2009).
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The chart below shows the worldwide branded fine jewelry market split by market participant (measured by
estimated revenues at retail value in 2009):
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Note: Revenues at retail value, jewelry categories only (i.e., excluding revenues from watches, accessories, and other non-jewelry categories).

PANDORA Target Market

We operate in the affordable segment of the fine jewelry market. Of the USD 145 billion fine jewelry market, our
global target market was valued at approximately USD 54 billion in 2009. Our target market is defined by
excluding the non-relevant portions of the overall fine jewelry market, namely, the luxury and high-end jewelry
segments as well as unorganized distribution in emerging markets and the bridal diamond industry.

The chart below shows our target market definition (measured by estimated revenues at retail value in 2009):

Us$bn
145
54
Global fine jewelry Fine jewelry Bridal diamond Luxury and high PANDORA target
market unorganised distribution  affordable jewelry organised jewelry market
% of total fine jewelry 16% 8% 38% \/38%\/

Our global target market has outperformed the overall fine jewelry market in recent years, driven by the trends
discussed in the previous section which were particularly relevant in the affordable segment, including branding,
fashionability, customization and new customer segmentation.
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The chart below shows our target market CAGR from 2005 through 2007 and from 2007 through 2009,
respectively, compared with the overall fine jewelry market CAGR for the periods presented:

Target market M Fine jewelry market

4.0%

3.0%

1.0%

(2.0)%

CAGR 05-07 CAGR 07-09

Despite the global economic downturn, the CAGR of estimated revenues at retail value in our target market was
1% per year between 2007 and 2009, which reflected, in part, the trends described in the previous section. Our
target market also benefited from consumers trading down from the luxury and high-end jewelry segments as a
consequence of the economic downturn. The luxury and high-end jewelry segments of the global jewelry market,
on the other hand, were particularly affected by the economic downturn in 2009, as consumers delayed or
refrained from purchases of high priced items and retailers applied heavy mark-downs to clear their inventory.

In our target market, our primary competitors include: (i) charms providers, such as Carlo Biagi Jewellery, Bacio
Italy, Chamilia and Trollbeads; (ii) a few large fine jewelry players competing in the affordable segment, such as
Thomas Sabo, Links of London, Tous, Swarovski and Tiffany (for its affordable silver jewelry business);
(iii) luxury and fashion brands, such as Gucci and Louis Vuitton, which offer jewelry as part of their collections
and (iv) a large number of small, local players in our various geographical markets. In the last decade, our target
market has seen a proliferation of new entrants/brands entering the market.

Charm Bracelet and Charms Market

In 2009, we were the largest participant in the charm bracelet and charms fine jewelry market' in terms of
estimated revenues at retail value with a market share of approximately 15% of the total market worldwide
(including all price segments and unbranded products) in 2009. The overall size of the charm bracelet and charms
fine jewelry market was estimated to be worth approximately USD 9.6 billion in 2009 (measured by estimated
revenues at retail value). Between 2000 and 2009, the charm bracelet and charms fine jewelry market experienced
a CAGR of approximately 5.8%.

1 For purposes of defining this market, a charm bracelet is a fully composed bracelet including at least one charm that can be part of the
bracelet or added. A charm bracelet may include different types of charms: charms hanging off the bracelets and charms rolled on the
bracelet. The market for charm bracelets and charms includes both charm bracelets as defined above and individual charms (including
beads).
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Business

General Overview

We are a designer, manufacturer, marketer and distributor of hand-finished and modern jewelry made from
genuine materials — primarily sterling silver, gold, precious and semi-precious stones and Murano glass. As at
30 June 2010, our jewelry was sold in 47 countries on six continents through approximately 10,000 points of sale.
The United States is our largest market, accounting for 40.8% of our revenue in H1 2010. The United Kingdom,
Australia and Germany are our next largest markets, accounting for 13.2%, 12.5% and 11.8% of our revenue,
respectively, in H1 2010.

We believe the PANDORA brand represents one of our most important assets. Our brand DNA is the sum of our
core brand values — affordable luxury, contemporary design and personal storytelling — which permeate all of our
collections. Our jewelry collections incorporate our “Create & Combine” concept which allows for the
personalization of the jewelry by adding, combining and composing products in a way that is unique to each end-
consumer. Because much of our jewelry can be combined with each other, our end-consumers are encouraged to
purchase individual products or combinations of products to commemorate special moments and events in their
lives. The collective nature of our jewelry enables end-consumers to purchase as many products as their budget
allows at any point in time and to complete their individual jewelry collection over time, enabling it to evolve with
their changing tastes and budgets.

Our target end-consumers are women between the ages of 25 to 50. Our portfolio of jewelry includes five
collections: Moments, Stories, Compose, LovePods and Liquid Silver, each of which offers end-consumers the
opportunity to combine products and create unique and personalized compositions. Our charm bracelets made
from sterling silver or gold and charms made from different genuine materials, which are featured in our Moments
collection, constitute our core product offering. They represented in aggregate 89.2% and 86.2% of our revenue
in FY 2009 and H1 2010, respectively. In addition to charm bracelets and charms, our collections include other
pieces of jewelry, such as rings, bracelets, necklaces, pendants and earrings. Through our use of genuine materials
and hand-finished craftsmanship, we seek to create high-quality jewelry.

We expect, in the coming years, to expand our portfolio of jewelry and develop a limited selection of non-jewelry
products, including PANDORA-branded watches and sunglasses. Through this development we seek to strengthen
and build our brand while providing the potential for additional revenue streams and facilitating increased
utilization of the selling space at our points of sale.

We operate a vertically integrated business model from design through in-house production to distribution of our
jewelry. In-house designers located in Denmark create our designs and continuously enhance our jewelry product
range. We produce almost all our jewelry at our production facilities located in Gemopolis, a jewelry business
zone on the outskirts of Bangkok, Thailand, from where the products are distributed to points of sale primarily
through our distribution subsidiaries (direct distribution), but also through third party distributors.

As at 30 June 2010, our approximately 10,000 points of sale to end-consumers, included 2,452 PANDORA-
branded points of sale, consisting of 262 Concept Stores (of which 47 were directly operated by us), 725 Shop-
in-shops (of which 23 were directly operated by us) and 1,465 Gold Level points of sale. As of such date, our
products were also offered in 2,217 Silver Level points of sale and 5,253 White Level points of sale as well as
through travel retail outlets, including onboard sales on a variety of international airlines and cruise ships. See
“Business — Sales Channels” for a description of our various sales channels to which these points of sale relate.

Strengths & Strategy
Key strengths

We believe that our competitive strengths and advantages include:

e Attractive company positioning and industry dynamics. We are the world’s third largest jewelry brand, in
terms of estimated revenues at retail value in 2009. We have gained an international presence and built
increasing brand awareness in our key markets. While the USD 145 billion global fine jewelry market (in
terms of estimated revenues at retail value in 2009) remains largely unbranded, this market has experienced
increased branding in recent years, particularly in the affordable segment of which we are a part, and we
believe we are well-positioned to continue to take advantage of this trend due to the strength of our brand
and our product offering.
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Successful product concept. We offer a universe of hand-finished and modern jewelry made from genuine
materials with a number of attractive features. For example, our jewelry features timeless design, high quality
at affordable prices and, for our charm bracelets, patented functionality. All our jewelry is built upon our
brand DNA including our “Create & Combine” concept which allows end-consumers over time to build a
personal charm bracelet or a selection of our jewelry. At the same time, this provides our points of sale with
the potential for increased store traffic, making us attractive to retailers as well as end-consumers.

Increasingly diversified geographic presence and proven ability to enter new geographical markets. As at
30 June 2010, our products were sold in 47 countries on six continents across different sales channels through
approximately 10,000 points of sale as compared with only being sold in Denmark prior to 2000. We have a
proven ability to enter new geographical markets, having successfully entered a number of new markets in
the last decade and, in particular, having developed a strong presence in our key geographical markets,
namely, the United States, Australia, Germany and the United Kingdom since the launch of our products in
these markets in 2003, 2004 and 2005, respectively. In FY 2009, 45.0%, 34.9% and 20.1% of our revenue
was derived from the Americas, Europe and Asia Pacific, respectively (46.0%, 40.2% and 13.8% in H1 2010,
respectively).

Vertically integrated business model. In recent years, we have developed our vertically integrated business
model from design through in-house production to distribution while, at the same time, realizing strong
organic growth in our business and maintaining the high quality of our products and production processes.
Designers located in Denmark create our designs and seek to continuously enhance our jewelry product
range. We have more than 20 years experience in the production of jewelry in Thailand, where we benefit
from the long jewelry crafting tradition, the availability of skilled and experienced labor and cost efficiencies
of local production. We also benefit from our standardized production processes at our three modern
production facilities, which have helped us to achieve efficient, order-driven production with six to eight
weeks’ lead time. We have increased significantly our level of direct distribution to points of sale, which
accounted for 92.6% of our total revenues in H1 2010. Today, we distribute our products directly to each of
our key markets, while using third party distributors in strategically selected growth markets. The
development of this business model, and our limited portfolio of directly operated stores, has allowed us to
capture a higher proportion of the total revenue from the ultimate retail sale of our products when compared
to selling through third party distributors. This underpins the strong profit margins we have been able to
achieve.

Strong financial performance. We have experienced significant growth in recent years, increasing our
production volumes from approximately 3.0 million SKUs in FY 2004 to over 42 million SKUs in FY 2009.
During the periods under review in this Offering Circular, we have achieved strong financial performance,
both in terms of our revenue and margin growth, driven by a combination of strong organic growth and
significant structural changes. From 2008 (adjusted to reflect operations for the 12-month period ended
31 December 2008) to FY 2009, our consolidated revenue increased from DKK 1,904 million to
DKK 3,461 million (growth of 81.7%), EBITDA increased from DKK 778 million to DKK 1,572 million
(growth of 102.0%) and operating profit increased from DKK 738 million to DKK 1,424 million (growth of
92.9%). From H1 2009 to H1 2010, our consolidated revenue increased from DKK 1,262 million to
DKK 2,581 million (growth of 104.5%), EBITDA increased from DKK 654 million to DKK 1,020 million
(growth of 56.0%) and operating profit increased from DKK 632 million to DKK 892 million (growth of
41.1%). Our EBITDA margin was 39.5% in H1 2010, 45.4% in FY 2009 and 40.9% in 2008 (adjusted to
reflect operations for the 12 month period ended 31 December 2008) and 40.2% in FY 2008, respectively.
Our cash conversion ratio was 65.7% in H1 2010, 113.8% in FY 2009 and 160.6% in FY 2008, respectively.
However, due to the significant structural changes since the Acquisitions in March 2008, any comparison
between successive or comparable periods is not necessarily meaningful and may not be indicative of future
results. See “Operating and Financial Review — Events Affecting Comparability of Our Results of
Operations.”

Efficient management structure geared for growth. Our management team includes members with
considerable PANDORA experience and members with substantial relevant outside experience. Following
the Acquisitions in March 2008, this team has been instrumental to the significant growth in our business and
operations, including having played a central role in the shift in our business model from a primarily
production and export-oriented business model to a vertically integrated business model. Our management
structure features our Executive Management and other leadership and support in Denmark as well as local
management and centers of competencies in our markets. We believe this structure allows us to facilitate the
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centralized control needed to pursue our global strategies, while benefitting from local entrepreneurship,
flexibility and know-how in our markets.

Business strategy

Our long-term vision is to become the world’s most recognized global jewelry brand. To work towards this vision,
we have identified the following strategic objectives for the short- to medium-term:

Focus on PANDORA-branded sales channels. We intend to increase the number of PANDORA-branded
points of sale in select markets to derive a significantly higher proportion of our revenues from PANDORA-
branded sales channels in the future. PANDORA-branded sales channels allow us to strengthen the
perception of our brand in the retail environment and typically permit an expanded product offering
compared with our other points of sale. We plan to increase our PANDORA-branded points of sale, in part,
by establishing new Concept Stores and Shop-in-shops through franchise or other arrangements as well as
launching a limited number of directly operated stores. We also plan to continue to encourage upgrades of
existing points of sale to increase the number of Gold Level points of sale and Shop-in-shops.

Capitalize on our product offering. In recent years, we have significantly broadened our jewelry portfolio,
including through the introduction of our Compose, LovePods and Liquid Silver collections in 2007, 2008
and 2009, respectively. We expect in the coming years to capitalize on the potential of these collections as
well as on the potential in the Moments and Stories collections, both in existing and new markets. We seek
to achieve this through a strong focus on marketing and sales execution. At the same time we plan to renew
our jewelry portfolio and expand our current product offering with a limited selection of non-jewelry
products that is consistent with our brand DNA. Through these expansions, we seek to strengthen and build
our brand, increase revenue streams and facilitate increased utilization of the selling space of our points of
sale.

Tailor approach to new geographical markets. We intend to continue entering into new geographical markets
and expanding our presence in existing markets where we currently have little or no market presence. In
particular, we see potential for our products in certain well-established European markets for luxury goods
such as France and Italy, where the fine jewelry markets were estimated to be worth USD 4.5 billion and
USD 6.9 billion, respectively, in 2009 and in emerging countries such as the BRIC countries (Brazil, Russia,
India and China), where the fine jewelry markets were estimated to be worth USD 2.3 billion,
USD 3.0 billion, USD 13.0 billion and USD 13.8 billion, respectively, in 2009. We entered France and Brazil
in 2008 and 2009, respectively, through third party distributors and the Italian market in the summer of 2010
through our distribution subsidiary. We seek to enter the Russian and Chinese markets in the fall or the winter
of 2010 and the Indian market in 2011 or later. Based on our significant experience from having entered into
47 countries, we adopt a specific market entry strategy for each new market, taking into account local market
characteristics with the aim of promoting widespread sales and establishment as quickly as possible given the
market, while ensuring consistent brand positioning. We expect to enter into and develop our market
presence, primarily through existing retail outlets in well-established markets. We expect to focus more on
the launch of PANDORA-branded points of sale (franchise and directly operated) in emerging markets.

Implement global marketing. We pursue a global brand strategy focusing on creating consistency of brand
perception across all communication channels and markets. To further strengthen our brand, we expect to
spend in the high single digits of our revenues in a particular period for marketing (our marketing costs in
H1 2010 were equal to 9.5% of our total revenue). We intend to supplement this by further marketing
performed by our third party distributors and points of sale (our distribution and franchise agreements require
a certain proportion of revenue to be used for marketing). Furthermore, we intend to continue to use the
Internet to promote our brand awareness as well as to attract and retain customers by fostering customer
loyalty, including through our PANDORA club. In the medium-term, we expect to build an online sales
platform to enhance further brand awareness and maximize customer reach as well as to foster the potential
for additional revenue opportunities.

History

The founders of our business and our current minority shareholders, Per and Winnie Enevoldsen, established our
first jewelry shop in the Ngrrebro area in Copenhagen in 1982. During the years that followed, we began to import

jewelry from Thailand and, as demand for our products increased, we changed our focus from retail sales to

wholesale distribution of jewelry.
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In 1987, we employed our first designer and began focusing on creating our own unique jewelry. In 1989 we
started manufacturing our jewelry in Thailand. The launch of our charm bracelets concept in the Danish market
in 2000 marked a major milestone in our history. Following the encouraging demand and developing prospects
for our charm bracelets, we began selling our products in other markets. The following timeline outlines the
evolution of our entry into countries where our products were sold as at 30 June 2010:

o 2000 or earlier: Denmark, Norway and Sweden

e 2002: Finland and the Netherlands

e 2003: Canada and the United States

. 2004: Australia, Belgium, Germany, Greece, Iceland and Mexico

e 2005: Spain and the United Kingdom

. 2006: Austria, Luxembourg, New Zealand, Portugal, Saint Kitts and Nevis and Switzerland
. 2007: Fiji Islands, Ireland and Jamaica

o 2008: Dominican Republic, France, Guatemala, Israel, Panama and Saint Lucia

. 2009: Brazil, Chile, Costa Rica, Cyprus, Czech Republic, Estonia, Honduras, Hong Kong, Hungary, Poland,
Singapore, Slovakia and South Africa

o 2010: Croatia, Serbia, Slovenia and Ukraine

Since 2000, we have developed our organizational structure, distribution network and production facilities to keep
pace with the rapid increase in demand for our products and the consequential expansion of our business. In 2003,
we, together with two business partners, formed a subsidiary to conduct our commercial operations in North
America. In the same year, our production moved to larger production facilities in Gemopolis. To further increase
our production capacity, we opened a six-story production facility in Gemopolis in 2005, which still forms a
central part of our current production and infrastructure.

On 7 March 2008, PANDORA A/S completed the acquisitions (the “Acquisitions”) of 100% interests in each of
Pilisar ApS and Populair A/S (companies responsible for Danish PANDORA operations and sales), PANDORA
Production Co. Ltd. (the company responsible for production operations in Thailand), and PANDORA Jewelry
America ApS (the holding company responsible for the PANDORA sales and distribution business in North
America).

Prior to the Acquisitions, Axcel Prometheus Invest 2 ApS, a company controlled by funds managed by Axcel
Management A/S (“Axcel”) held 100% of the shares in the Selling Shareholder, Prometheus Invest ApS
(previously named Pandora Invest ApS), which held 100% of the shares in PANDORA A/S. In connection with
the Acquisitions, the share capital of the Selling Shareholder was increased and the new shares were subscribed
to by Axcel Prometheus Invest 2 ApS and entities owned by Per Enevoldsen and his family as well as other
longstanding contributors to our business (the founders of our U.S. sales and distribution business, designers, and
a former sales director).

At the completion of the Acquisitions, 100% of the shares in PANDORA A/S were held by the Selling
Shareholder, and Axcel Prometheus Invest 2 ApS held 60% of the shares of the Selling Shareholder (which has
since been diluted to 59.3% by allowing management to acquire interests in the Selling Shareholder), while
entities owned by Per Enevoldsen and his family and the other longstanding contributors to our business held the
remaining interests in the Selling Shareholder. For a discussion on the ownership structure of the Selling
Shareholder immediately prior to and after the Offering, see “Ownership Structure and Related Party
Transactions.”

In connection with the Acquisitions in 2008, Axcel and Per Enevoldsen and his family organized us into a group
structure to help realize our potential and to develop PANDORA further, including realization of the strategic
initiatives described below. A new board of directors was elected, and they recruited a new management team
with overall responsibility for our operations. Together, they have adopted and taken various steps intended to
support the our growth strategy and to secure the foundation and control of a vertically integrated business model.
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Our principal achievements since the Acquisitions, when Axcel obtained indirect control of us, have been:
e extension of the product range of existing and new jewelry categories;

*  increase in the production capacity;

o increase in our control of our distribution channels;

*  increase in our market presence;

e implementation of a global branding and marketing strategy; and

e implementation of internal business procedures, management systems, reporting and control routines.

To seek to secure our ability to realize continued profitable growth and to secure efficient performance, we have
expanded and strengthened our business organization through the employment of individuals with the relevant
qualifications. In addition, Per Enevoldsen and other individuals instrumental to our historical growth and
development prior to the Acquisitions are still actively involved in the operations.

Since 2008, our focus on the primary growth areas has, among other things, made it possible for us to increase
significantly the level of awareness of the PANDORA brand, to set up business in 22 new countries, to gain
significantly more control of our distribution (direct distribution accounted for 92.6% of our revenues in H1 2010),
to more than double the volumes produced per quarter and to more than triple the number of employees. Since
2008, we opened a second and third production facility, in August 2008 and March 2010, respectively. See
“Business — Procurement of Raw Materials & Production — Production.” At the same time, we have achieved
strong financial performance, both in terms of revenue and profitability. We have achieved this in part through
significant structural changes designed to support our growth strategy and to implement our vertically integrated
business model, particularly through increasing our direct distribution capability. For more information on these
structural changes, see “Operating and Financial Review — Events Affecting Comparability of Our Results of
Operations.” The Board of Directors and Executive Management believe that our work in the primary growth areas
has been successful and has placed us in a favorable position from which to seek future growth.

Brand Positioning & Marketing
The PANDORA brand DNA

We believe that the PANDORA brand represents one of our most important assets. Our brand DNA is the sum of
our core brand values — affordable luxury, contemporary design and personal storytelling — which permeate all of
our collections:

*  Affordable luxury — Our brand is positioned in the affordable luxury goods market. While our products are
made from genuine materials, primarily sterling silver and gold, and hand-finished to high quality standards,
the pricing of our products is designed to position us in the affordable luxury segment.

e Contemporary design — Our target end-consumers are women between the ages of 25 and 50. Our design
universe reflects feminine and light designs with warm colors and romantic elements, creating items of
jewelry that are meant to be contemporary yet timeless.

e Personal storytelling — All of our jewelry collections incorporate our “Create & Combine” concept which
allows for the personalization of the jewelry by adding and combining products in a way that is unique to the
individual.

Thus, our customers can use our jewelry for personal storytelling to commemorate unforgettable moments and
events in their lives. The collective nature of our jewelry due to our “Create & Combine” concept enables end-
consumers to purchase as many products as their budget allows at any point in time and to complete their
individual jewelry collection over time, enabling it to evolve with their changing tastes and budgets.

Each of our collections seeks to embody our core brand values in different ways, either by targeting specific
products of jewelry, such as charm bracelets for our Moments collection and earrings for our Compose collection,
or by reflecting a specific sense of style, such as the set compilations of our Stories collection or the collections
LovePods and Liquid Silver inspired by nature’s expressions. Despite the differing characteristics of the specific
collections, the underlying theme of each of the collections remains consistent with our brand DNA. See
“— Product Range.”
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Marketing and communication

Our marketing strategy is designed to develop and strengthen the PANDORA brand and to achieve a high degree
of visibility, with brand messaging coordinated at the international, national and local levels. Our advertising and
communications initiatives seek to increase sales by developing our brand identity as inspiring individuality,
cultivating the attachment of emotional significance to our jewelry, increasing brand awareness that stimulates
interest in our product range and establishing our position as a leading affordable luxury brand. We employ
approximately 88 FTEs in our marketing organization, approximately 25 of whom are located at our headquarters
in Denmark.

All marketing concepts, materials and communication initiatives are managed from our headquarters in Denmark.
Based on our global brand book and brand manual, we supply all marketing materials to our distribution
subsidiaries, franchisees, third party distributors and other points of sale from Denmark. Franchisees and Concept
Stores may only use marketing materials we provide to market our products unless we grant prior consent. We
distribute new marketing materials and visual merchandising for each of our collections as part of our seasonal
campaigns, which typically run five times per year in addition to our bi-annual new product launches. The
seasonal campaigns include marketing toward specific annual events such as Valentine’s Day, Easter, Mother’s
Day, spring, fall, our breast cancer campaign and Christmas. Both during and outside of these campaigns we set
guidelines regarding the advertising channels used to market our products and the manner in which they may be
used. By organizing ourselves in this manner, we seek to ensure coherent messaging and brand building across
our markets, while allowing limited local customization.

We have marketing teams in the United States, Australia, the United Kingdom, Germany, Denmark, Hong Kong
and Poland responsible for managing and executing the guidelines set forth in our global brand book and brand
manual. The local marketing groups also provide feedback regarding campaign success to our headquarters in
Denmark and coordinate specific local campaigns such as store openings. We also engage in ad-hoc campaigns to
support special events and the introduction of new collections.

The key marketing channels that we use on an ongoing basis include consumer advertisements, specifically
coverage in national and international lifestyle magazines, online activities, outdoor signage, television, trade
publications and product placements. We also seek to achieve publicity through editorial content and product
reviews.

In recent years, we have increasingly focused our online marketing activities with the goal of creating interest in
our products and leading end-consumers to our various points of sale. Our website provides us with an important
point of contact with end-consumers who can use it to acquire a more detailed perception of our products. Central
to our online activities is our PANDORA Club, a networking feature which allows members to create their own
online profile, make a wish list of our products that they can send to friends and family and receive tailored
newsletters with information about new products and collections. As at 30 June 2010, the PANDORA Club had
approximately 878,000 members (compared to approximately 667,000 members as at 31 December 2009 and
approximately 191,000 members as at 31 December 2008), each of whom signed up individually to become
members. In keeping with our aim of inspiring individuality, our website includes an interactive charm bracelet
designer function that allows users to design their own charm bracelets online by selecting a core bracelet and then
dragging and placing charms onto it.

Through our marketing and communication efforts, we have gained an international presence and increased brand
awareness in our markets. Among women between the ages of 18 to 49 in the United States, 36% in 2010
(compared with 24% in 2009 and 11% in 2007), when directly questioned whether they had heard of the jewelry
brand PANDORA (aided brand awareness), confirmed that they know the PANDORA brand. In Australia,
Germany and the United Kingdom, the response rate among women between the ages of 18 and 49 was 75%, 45%
and 23%, respectively, in 2010 (compared with 54%, 26% and 11%, respectively, in 2009, and 13%, 12% and 6%,
respectively, in 2007) and in Denmark, our home market, the response rate was 86% in 2010 (compared with 84%
and 74%, respectively, in 2009 and 2007) (Source: GfK (2007 and 2009) and IUM (2010)).

Product Range
Overview

All our jewelry collections incorporate the “Create & Combine” concept which allows for the personalization of
the jewelry by adding and combining products in a way that is unique to the individual. This ability to customize
encourages multiple purchase occasions that allow for a higher total spend over time while offering affordable
entry points. As at 30 June 2010, we had a product price range from approximately EUR 13 recommended retail
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price for a charm in our Moments collection to approximately EUR 3,427 recommended retail price for a gold
necklace in our Moments collection.

The following table presents our consolidated revenue by product category for the periods indicated:

DKK million H1 2010 H1 2009 Q22010 Q22009 FY 2009 FY 2008®
Revenue by Product

Category:
Charms ................ 1,807 958 925 526 2,537 1,165
Sterling silver and gold

charm bracelets . ....... 417 191 211 87 551 266

Total sterling silver and gold
charm bracelets

and charms ........... 2,224 1,149 1,136 613 3,088 1,431
Other jewelry ........... 343 107 205 59 359 220
Other™ ................ 14 6 2 3 14 7
Total .................. 2,581 1,262 1,343 675 3,461 1,658

(1) Other revenue includes revenue from repair and cleaning of jewelry as well as freight charges.

(2) FY 2008 reflects approximately 10 months of operations beginning on the date of the completion of the Acquisitions, 7 March 2008.

Jewelry collections

We have five jewelry collections: Moments, Stories, Compose, Liquid Silver and LovePods. We began offering
jewelry in 1982, and our Stories collection has developed from our original product offering. In 2000, we launched
our Moments collection, which forms part of our core product offering of sterling silver and gold charm bracelets
and charms, and have since added the three other jewelry collections. As we have developed our product offering,
we have expanded the range of materials we use to produce our jewelry, and thus have extended the price range
of our products to include higher priced products. For example, in 2008 we launched our LovePods collection, our
first collection in 18 kt. gold, which included rings with single brilliant-cut diamonds or diamond clusters. We
added 18 kt. white gold items to this collection in 2009.

We have approximately 1,800 jewelry designs (which is the term we use to designate an individually sold piece
of jewelry based on distinguishing characteristics such as model, color and materials, but excluding sizes) in our
portfolio. To maintain an attractive and innovative assortment, we have introduced approximately 250 new jewelry
designs per year while removing approximately 150 jewelry designs out of production per year. We expect to
continue growing our product portfolio until it reaches approximately 2,000 to 2,200 jewelry designs. After
reaching this target, we expect to introduce fewer jewelry designs and to remove about the same number of jewelry
designs that we produce. We believe that this level offers sufficient variety even for our largest Concept Stores and
accommodates the geographical diversity of our points of sale.

Moments

In 2000, we launched our Moments collection, which features our charm bracelets, necklaces and charms. End-
consumers can capture unforgettable moments of their lives by adding charms to a charm bracelet to
commemorate an occasion. Our bracelet has a patented three part product system which features a removable
“keeper” and a fixed “stopper” which are attached to a piece of strand jewelry, such as a bracelet or necklace. The
removable keeper restricts the movement of charms that are strung on to the necklace or bracelet, including
preventing them from bunching on one side of the strand. The consistent design and large assortment of charms
provide end-consumers with a highly customizable selection of jewelry and allow them to design their bracelets
individually, giving them the freedom to express their personal styles. The Moments collection includes charm
bracelets made in sterling silver, gold, textile and leather as well as charms made from various materials, including
sterling silver, gold, precious and semi-precious stones, Murano glass, enamel and wood. In 2009, we introduced
our leather and textile bracelets to add additional, innovative access points to our collection. A full sterling silver
or gold charm bracelet holds approximately 25 of our average-size charms and, based on our recommended retail
prices, the cost for a full sterling silver or gold charm bracelet would be approximately EUR 1,300 and
EUR 5,000, respectively. A full leather charm bracelet holds approximately 20 of our average-size charms.
Typically, our customers put an average of approximately four charms on a leather bracelet, and, based on our
recommended retail prices, the cost for a leather charm bracelet with four charms would be approximately
EUR 130.
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In the European countries served by our direct distribution subsidiaries (other than Switzerland), the
recommended retail price of our sterling silver and gold charm bracelets ranges from approximately EUR 39 to
approximately EUR 1,591 and of our charms in our current collection from approximately EUR 13 to
approximately EUR 918.

Stories

The Stories collection reflects our original product offering. The collection includes matching rings, necklaces,
earrings, brooches and other jewelry, that are designed to allow end-consumers to combine various items to reflect
their particular mood on any occasion. The jewelry in this collection is sold individually or as a set to give a fully
coordinated look.

Products in this collection are made from sterling silver or gold as well as various precious and semi-precious
stones, pearls and enamel. In the European countries served by our direct distribution subsidiaries (other than
Switzerland), the recommended retail price of our Stories collection ranges from approximately EUR 13 to
approximately EUR 1,799.

Compose

Compose, which we began offering in 2007, is a collection of earrings that allows end-consumers to create their
own personal composition. End-consumers can change and combine items from the collection to create a personal
style. Our Compose collection consists of a central stem to which hanging charms of various precious and semi-
precious stones, can be added. The collection matches items from our other collections.

Products in the Compose collection are made with sterling silver and gold as well as precious and semi-precious
stones, including amethyst, moonstone, opal, pearl, diamond, quartz, topaz and sapphire. In the European
countries served by our distribution subsidiaries (other than Switzerland), the retail price of our Compose
collection ranges from approximately EUR 15 to approximately EUR 789.

Liquid Silver

Liquid Silver, which we began offering in the fall of 2009, is a timeless collection in sterling silver inspired by the
shapes and contours of the fluid movements of water. The range consists of six different lines of earrings,
necklaces with pendants, rings and bracelets in various shapes and sizes.

In the European countries served by our direct distribution subsidiaries (other than Switzerland), the
recommended retail price of our Liquid Silver pieces ranges from approximately EUR 26 to approximately
EUR 444.

LovePods

LovePods is an exclusive collection of jewelry in 18kt. gold and white gold inspired by nature’s own delicate plant
structures and seed pods. The collection consists of rings, earrings, necklaces, pendants and bracelets embellished
with hand-set gemstones. Rings in the collection have rounded edges which makes it possible to combine them
into one integrated concept. We began offering our LovePods collection using 18 kt. gold in the fall of 2008.
LovePods in 18 kt. gold are handset with precious and semi-precious stones such as amethyst, black spinel, citrine,
diamond, peridot, smoked quartz and topaz. Since 2009, LovePods are also available in 18 kt. white gold. Items
in the LovePods collection are generally priced at the higher end of our price range.

In the European countries served by our direct distribution subsidiaries (other than Switzerland), the
recommended retail price of our LovePods pieces, ranges from approximately EUR 157 to approximately
EUR 2,196.

Other collections

While we expect jewelry and, in particular, charm bracelets and charms, to remain our principal product category
for the foreseeable future, we intend to launch collections for women of PANDORA-branded watches in the fall
of 2010 and of PANDORA-branded sunglasses in 2011.

We intend to launch the watches in select Concept Stores, Shop-in-shops and Gold Level points of sale in most of
our markets. The watches are to be produced to a standard that allows them to be labeled as “Swiss made.” All of
our watches will use sapphire glass and some will be decorated with precious metals and stones. Our watch
collection is being designed to fit our brand DNA. Our “Create & Combine” concepts are maintained through
interchangeable bezels and bands in certain models and offering approximately eight different styles, three of
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which will come with interchangeable options. We expect the prices of our watches to be accessible to a broad
range of end-consumers while at the same time reflecting a product of high quality.

We expect to launch the collection of PANDORA-branded sunglasses for women in fashionable and contemporary
designs in our Concept Stores and select Shop-in-shops in most of our markets. We expect to offer two collections
of sunglasses per year, one in the spring and one in the fall. Each collection will offer several models which will
be available in different colors.

We plan to outsource the procurement, assembly and after-sale service of our non-jewelry products to third parties
with longstanding experience and reputation in their fields, while working closely with them in the design,
development phases and quality testing. See “— Procurement of Raw Materials & Production — Production.” The
outsourcing of our non-jewelry products allows us to focus on our competence in jewelry and avoid the allocation
of our resources to the technical aspects of watches and sunglasses.

Distribution

Our products are distributed to points of sale primarily through our distribution subsidiaries, but also through third
party distributors. In H1 2010 and FY 2009, our direct distribution to points of sale through our distribution
subsidiaries (including to our directly operated stores) accounted for 92.6% and 75.4%, respectively, of our
revenue while third party distributors made up 7.4% and 24.6%, respectively.

The following table presents our consolidated revenues by distribution channel for the periods indicated:

DKK million H1 2010 H1 2009 Q22010 Q2 2009 FY 2009 FY 2008®
Revenue by Distribution

Channel:
Direct distribution® ... ... 2,390 797 1,243 424 2,608 755
Third party distribution . .. 191 465 100 251 853 903
Total .................. 2,581 1,262 1,343 675 3,461 1,658

(1) This includes distribution directly to sales channels through our distribution subsidiaries and distribution to end-consumers through our
directly operated stores.

(2) FY 2008 reflects approximately 10 months of operations beginning on the date of the completion of Acquisitions, 7 March 2008.

The following table presents our points of sale by distribution channel as at the dates indicated:

As at As at As at
30 June 31 December 31 December
2010 2009 2008
Points of Sale by Distribution Channel:
Direct distribution . .......... .. .. ... 7,539 7,529M 2,913
Third party distribution . .......... .. ... .. i 2,383 2,297 5,452
Total ... 9,922 9,826 8,365

(1) Includes points of sale served by PANDORA Jewelry CWE, which we formed in January 2010.

Our distribution strategy is designed to allow us to maintain control over the perception of our brand and our
marketing strategy, while we strategically utilize third party distributors. In some instances, we have entered
markets using a third party distributor and then took over the distribution in that market. For example, in the
United Kingdom, we established a wholly owned sales subsidiary in 2008 and took over distribution at the
beginning of 2009 after we ended our relationship with our former distributor in that market. In July 2009, we
acquired a 60% interest in Ad Astra Holdings Pty Ltd., our former third party distributor in Australia. In January
2010, we formed PANDORA Jewelry CWE with our former third party German distributor to cover our markets
in Central Western Europe. We contributed our exclusive distribution rights in the Netherlands and Italy and
extended the exclusive distribution rights relating to our other markets in Central Western Europe to 2019 in
exchange for a 51% interest in PANDORA Jewelry CWE, and our former third party distributor contributed its
exclusive distribution rights for PANDORA products in Germany, Austria and Switzerland in exchange for a 49%
interest in PANDORA Jewelry CWE.
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The following table sets forth our distribution subsidiaries, our percentage ownership of the subsidiaries, their date
of consolidation into our financial statements and the countries as at 30 June 2010 served directly or indirectly by
the subsidiaries:

Percentage Date of Countries Served by
Distribution Subsidiary Ownership Consolidation Distribution Subsidiary®
PANDORA Jewelry Inc. ........ 100% 7 March 2008 United States, Mexico, Saint

Kitts and Nevis, Jamaica,
Dominican Republic, Guatemala,
Panama, Saint Lucia, Honduras,
Chile, Costa Rica

PANDORA Jewelry Ltd. . ....... 100% 7 March 2008 Canada

PANDORA Asia-Pacific Limited . 92%" 1 November 2009 Hong Kong

PANDORA Jewellery

UKco. Ltd. ... ooiit. 100% 1 December 2008 United Kingdom (excluding
Northern Ireland)

Ad Astra Holdings Pty Ltd. ..... 60%? 1 July 2009 Australia, New Zealand, the Fiji
Islands

PANDORA Jewelry

CEE Sp.z.0.0 .........c...... 86% 1 March 2009 Czech Republic, Poland,
Slovakia, Hungary

PANDORA Jewelry CWE . ..... 51%? 5 January 2010 Germany, Austria, the

Netherlands, Switzerland, Italy

(1) We have an option to purchase, and the minority shareholders have an option to require us to purchase, the non-controlling interests in
our Hong Kong subsidiary upon the occurrence of certain events, including a change of control in us or an initial public offering, such
as the Offering. We may not exercise this option until the six month period following the publication of PANDORA Asia-Pacific
Limited’s annual accounts for 2012 or during the same period after the publication of its annual accounts for any subsequent year.

(2) We expect to acquire the remaining interests in these distribution subsidiaries in connection with the Offering. See “Use of Proceeds.”

(3) We have an option to purchase, and the minority shareholders have an option to require us to purchase, the non-controlling interests in
PANDORA Eastern Europe A/S, the parent company of PANDORA Jewelry CEE Sp. z.0.0, upon the occurrence of certain events,
including a change of control in us or an initial public offering, such as the Offering. We may not exercise this option until after 1 January
2013. Hungary, Slovakia and the Czech Republic are served through sales subsidiaries of PANDORA Jewelry CEE Sp. z.0.0.

(4) Denmark, Norway, Sweden, Finland and Iceland are served directly by PANDORA A/S.

As at 30 June 2010, our products were also sold in Spain, Portugal, Belgium, Greece, Luxembourg, Ireland,
France, Israel, Brazil, Cyprus, Estonia, Singapore, South Africa, Ukraine, Croatia, Serbia and Slovenia through
third party distributors. The arrangements with our third party distributors are governed by distribution agreements
and master franchise agreements. Distribution agreements grant our third party distributors exclusive rights to
promote and sell our products to Shop-in-shops, Gold Level points of sale and other multi-brand retail outlets in
specified geographies (Concept Stores are governed under our master franchise agreements described below). Our
distribution agreements and master franchise agreements normally have an initial term of three years and a
renewal option if agreed with the third party distributor. They include an option for us to terminate the agreement
for any reason upon six months’ notice against payment of a termination fee to the third party distributor. The
termination fee generally amounts to the distributor’s gross profit on sales of our products in the 12 months before
notice is given.

Our third party distributors are required to purchase a minimum amount of our products each year. The prices for
these products are based on our wholesale price list which is adjusted at least once a year. Our third party
distributors are required to spend a minimum amount on marketing and promotion based on a percentage,
typically 8%, of their annual net sales. They are also responsible for ensuring that authorized Shop-in-shops, Gold
Level points of sale and multi-brand retail outlets conduct their business in a manner that is consistent with our
brand, and adhere to our product, location and shop fitting requirements. Our third party distributors are required
to supply Shop-in-shops, Gold Level points of sale and other multi-brand retail outlets with marketing and sales
materials and to participate in the marketing and promotion of the PANDORA brand and products. Our third party
distributors must make a certain number of sales representative and merchandiser visits to the Shop-in-shops,
Gold Level points of sale and multi-brand retail outlets in their territory.

For a discussion on master franchise agreements with our distributors, see “— Franchise Relationships.”
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Although return policies vary between markets, our points of sales are generally entitled to have defective jewelry
products repaired or replaced, with the period for raising a claim ranging up to one year from the date of purchase,
depending on where the jewelry product was purchased. In addition, our distribution subsidiaries have varying
policies for the return, solely at our discretion, of non-defective products. In the United States and Canada, our
policy allows us to offer, but does not oblige us, to take back products from our points of sale. In recent years, we
have actively used this policy to help our points of sale manage their inventory and to make space for new products
through taking back and re-allocating products among other points of sale and retiring unsold products, which are
then sold to raw material suppliers and melted down and sold as recyclable raw materials.

Sales Channels

As at 30 June 2010, our products were sold in 47 countries on six continents through PANDORA-branded and
multi-brand sales channels. PANDORA-branded sales channels sell PANDORA products either exclusively or
almost exclusively and with such prominence that a typical customer perceives them to be PANDORA-branded.
The following chart provides details of our sales channels.

End-consumer ( )
PERIE PN Gl Sales Channel categorization Sales Channel categorization
shopping
environment L Y,
Ve

* Concept Store
e 40-100m?2
* Carries full product assortment

« Prometheus facade, fixtures, displays
———————— Mono-Brand and staff

Branded
e Shop-in-shop

e 8-15m2 clearly defined area in store
_______________ e Carries at least 4-5 collections
* Prometheus fittings and displays

* Gold Level

e C. 4,5m2 dedicated space in store

e Carries at least 4 jewelry collections
Multi-Brand « Prometheus fittings and displays

o Silver Level

e >4m2 space

* Carries at least 3 jewelry collections
White « Some fittings and displays

¢ White Level
e Some window space
e Carries at least 1-3 jewelry collections
* Basic Prometheus displays

Our PANDORA-branded sales channels include:
e Concept Stores, our largest points of sale (by square meters), which sell exclusively PANDORA products;

*  Shop-in-shops, which are clearly defined areas within department stores and other multi-brand retail outlets
(such as specialty jewelry retailers) that allocate exclusive selling areas for our products; and

*  Gold Level points of sale, which are primarily multi-brand retail outlets that we consider to be PANDORA-
branded because of the number of PANDORA collections they carry, the space provided for our products and
the usage of PANDORA fixtures and fittings and merchandising materials.

As at 30 June 2010, PANDORA-branded points of sale included 262 Concept Stores, (of which 47 were operated
by us directly), 725 Shop-in-shops, (of which 23 were operated by us directly), and 1,465 Gold Level points of
sale.

We also have multi-brand points of sale and limited travel retail outlets. Our network of multi-brand points of sale,
which included 7,470 points of sale as at 30 June 2010, are categorized as either our Silver Level points of sale or
White Level points of sale, depending primarily on the number of collections they carry. Our products are also
available through travel retail outlets, including sales at airports as well as through onboard sales on a variety of
international airlines and cruise ships.
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The following table presents our revenue from direct distribution by sales channel and from third party distribution
for the periods indicated:

DKK million H1 2010 Q22010

Revenue from Direct Distribution by Sales Channel:

CONCEPE STOTES & . o v ettt e e e e e e e e e e e e e 541 299
Shop-In-ShopPS . . . ot 509 266
Gold Level. . ..o 581 304
PANDORA-branded total . . . ...t e 1,631 869
SIlver Level. . ..o 444 224
White LevelD . ... 315 150
Multi-brand total. . . .. ... 759 374
Revenue from Third Party Distribution: ... .............................. 191 100
Total .o 2,581 1,343

(1) Includes travel retail.

As at 30 June 2010, we distributed directly through our distribution subsidiaries to 243 Concept Stores, 624 Shop-
in-shops, 1,384 Gold Level points of sale, 1,988 Silver Level points of sale and 3,300 White Level points of sale.

The following table presents the approximate initial investments required for retailers in Europe to open the sales
channels indicated:

EUR thousand White Level Silver Level Gold Level Shop-in-Shop Concept Store

Initial retailer investment per
sales channel® ... ................ 10 15 30 65 325

(1) These figures reflect the approximate average initial investment per retailer per individual sales channel in our European markets only in
H1 2010. They include, for each sales channel, among other items, a full starter kit, inventory at wholesale prices, furniture, lighting,
flooring and trays. For Concept Stores, they also include the preparation of the store interior such that it can be fitted with the appropriate
furnishings (“white box™ preparation).

Although we primarily sell our products on a wholesale basis through our distribution subsidiaries or through third
party distributors, as at 30 June 2010 we directly operated 47 Concept Stores with 1 located in Denmark, 9 in
Germany, 25 in Australia, 11 in Poland and 1 in Hungary. We operate these PANDORA Concept Stores directly
in Germany and Australia primarily as a result of the acquisitions of our former third party distribution operations
in these countries, and in 2009 and 2010, we added directly operated stores elsewhere as part of a strategic plan
to develop relevant markets.

We continue to evaluate the merits of selectively increasing our network of directly operated Concept Stores, in
both existing markets and new markets. We may open a limited number of directly operated stores in the future
where such stores offer an attractive means of entering new markets, securing optimal shopping locations proving
the local viability of the concept to potential franchise partners or gathering useful information when evaluating
potential future growth through franchises and similar arrangements.

We support our points of sale through our international sales organization. While we have employed a larger
number of solely commission-based sales agents in the past, we have recently reorganized our sales force to be
comprised almost exclusively of sales representatives, whom we employ and provide a salary. We typically
incentivize our sales representatives through commissions based on total sales, number of store upgrades and
percentage of non-charm bracelets and charms sales. In certain markets, our sales representatives are supported
by sales area managers who oversee all points of sale in a certain market. Payment terms to points of sale vary
across geographies and time and can generally be anywhere from cash on delivery to 90 days on special occasions.

PANDORA-branded sales channels

Our PANDORA-branded sales channels (Concept Stores, Shop-in-shops and Gold Level) are typically located in
key shopping areas with high pedestrian traffic and good exposure to potential end-consumers. We carefully
consider the design and location of our PANDORA-branded sales channels with a view to support our brand DNA
and the shopping experience for our end-consumers in each of our markets.
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Concept Stores

As at 30 June 2010, our products were sold through 262 PANDORA Concept Stores, of which 47 were directly
operated by us. As at 31 December 2009, there were 65 and 27 PANDORA Concept Stores in the United States
and United Kingdom, respectively, (14 and 2 PANDORA Concept Stores as at 31 December 2008, in the United
States and United Kingdom respectively).

PANDORA Concept Stores typically have between approximately 40 to 100 square meters of trading space per
store. Our Concept Stores carry the entire PANDORA assortment and have dedicated PANDORA trained staff.
Concept Stores generally have a consistent store design based on our retail and visual merchandising guidelines,
including store front and window displays, counter arrangements, exhibition towers, trays and other fittings,
posters, gift bags and other promotional material and have the ability to feature brand movies, commercials and
production films. Outside the United States, Concept Store operators are required to spend a minimum amount on
marketing and promotion based on a percentage, typically 8%, of annual net sales (in the United States, the
required minimum spend is typically 4% of annual gross sales).

We manage the majority of our PANDORA Concept Stores through franchise relationships or through sub-
franchise agreements indirectly with the relevant third party distributor as the master franchisee. See
“— Franchise Relationships.” We believe our franchise stores provide us with the ability to offer our products to
end-consumers in accordance with our high service and sales standards, while minimizing our fixed costs and
offering an attractive opportunity to accelerate growth and market presence. Concept Stores typically receive 12
or more sales representative visits and 12 or more visual merchandiser visits per year to ensure that our products
are displayed in accordance with our retail guidelines and that the product assortment levels reflect end-consumer
demand.

Shop-in-shops

As at 30 June 2010, our products were sold through 725 PANDORA Shop-in-shops. Shop-in-shops are specific
selling areas in department stores and other multi-brand points of sale (such as specialty jewelry retailers)
designated for the display and sale of our products. PANDORA Shop-in-shops are clearly defined PANDORA
areas of 8 to 15 square meters. Shop-in-shops carry a minimum of four to five PANDORA jewelry collections
approved by us and contain PANDORA-provided fittings and displays. Each Shop-in-shop has a consistent store
design based on our retail and visual merchandising guidelines. Shop-in-shops typically receive twelve sales
representative visits and twelve visual merchandiser visits per year to ensure that our products are displayed in
accordance with our retail guidelines and that the product assortment levels reflect end-consumer demand.

Gold Level

As at 30 June 2010, our products were sold through 1,465 Gold Level points of sale worldwide. Gold Level points
of sale are traditionally multi-brand jewelry retail stores, but as a result of the amount of space typically provided
for PANDORA products and the level of usage of PANDORA fixtures and fittings and merchandising materials
in Gold Level points of sale, we also categorize our Gold Level points of sale as PANDORA-branded. Gold Level
points of sale typically are required to dedicate at least 4.5 square meters of in-store space, including uniform
counters, trays and other fittings, exhibition towers and the like, as well as proportional window space to our
PANDORA shop fittings. Gold Level points of sale typically carry a minimum of four PANDORA jewelry
collections approved by us. They typically receive 12 sales representative visits and 12 visual merchandiser visits
per year to ensure that our products are displayed in accordance with our retail guidelines and that the product
assortment levels reflect end-consumer demand.

Multi-brand sales channels

Our products are also sold through multi-brand sales channels, which we believe can be a way to achieve market
presence and brand awareness. As at 30 June 2010, our products were sold through 7,470 multi-brand points of
sale, generally specialty jewelry retailers. We differentiate between Silver Level points of sale and White Level
points of sale based on the prominence of the PANDORA brand in each store, the range of PANDORA products
offered and the level of support we provide to each store.

Silver Level

As at 30 June 2010, our products were sold through 2,217 Silver Level points of sale across our markets. While
Silver Level points of sale are not required to maintain a particular store location, they are required to prominently
display PANDORA products and, typically, to dedicate at least four square meters of in-store space as well as
proportional window space to our PANDORA shop fittings. Silver Level points of sale typically carry a minimum
of three PANDORA jewelry collections approved by us. They typically receive six sales representative visits and
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six visual merchandiser visits per year to ensure that our products are displayed in accordance with our retail
guidelines.

White Level

As at 30 June 2010, our products were sold through 5,253 White Level points of sale in our markets. White Level
points of sale need not maintain a particular store location or prominently display PANDORA in their shops.
White Level points of sale are typically required to allocate some window space to our products and typically
carry a minimum of one to three PANDORA jewelry collections approved by us. They typically receive four sales
representative visits per year and four visual merchandiser visits per year to ensure that the product assortment
reflects end-consumer demand.

Travel retail

Our travel retail sales channel includes onboard sales with a variety of international airlines and cruise lines as
well as sales in shops at airports. While this sales channel does not represent a significant portion of our revenue,
we consider it to be important for its role in expanding global awareness of our brand and enhancing the
perception of our brand. For reporting purposes, we include the revenues from travel retail in our revenues from
White Level points of sale.

Franchise Relationships
We use franchise relationships primarily in connection with third party operated PANDORA Concept Stores.

Master franchise relationships

Our master franchise agreements allow our master franchisees the right to use the PANDORA trademark, establish
PANDORA Concept Stores, sell our products within a certain territory including through sub-franchisees. We
typically require master franchisees to open or sub-franchise a minimum number of Concept Stores within a
certain time period (typically 2 to 3 years). If a master franchise agreement terminates, we are generally entitled
to continue directly or designate a third party to continue the franchise relationship directly with the sub-
franchisee. Our master franchise agreements normally have an initial term of three years and a renewal option if
agreed with the master franchisee. They include an option for us to terminate the agreement for any reason upon
six months’ notice against payment of a termination fee to the master franchisee.

Sub-franchise relationships

Sub-franchise relationships with Concept Store operators are generally governed by sub-franchise agreements
between the store operator and our distribution subsidiaries or between the store operator and our third party
distributors. The terms of the sub-franchise agreements are largely identical.

The sub-franchisees make purchases from their master franchisee. Depending on their marketing spend, they may
also be required to pay a monthly franchise fee. In addition, sub-franchisees are required to purchase a minimum
amount of our products each year and are not entitled to return purchased products. Outside the United States, they
are required to spend a minimum amount on marketing and promotion based on a percentage, typically 8%, of
annual net sales. In the United States, the required minimum spend is typically 4% of annual gross sales. The sub-
franchise agreements require our sub-franchisees to operate the stores according to our standards and consistent
with the perception of our brand, adhere to marketing guidelines, purchase from us the fittings required to give
stores their uniform PANDORA characteristics and participate in promotional and marketing activities in their
defined sales area.

Our sub-franchise agreements allow our sub-franchisees to use the PANDORA trademark, establish PANDORA-
branded Concept Stores and sell our products within a certain territory, including online, on a non-exclusive basis.
Our sub-franchise agreements normally have an initial term of five years. While the master franchisee does not
have an option to acquire the sub-franchise during or upon termination of the franchise agreement, it maintains
the right to approve a sale of the franchisee or the sub-franchisee’s business under certain conditions.

The sub-franchise agreements require our master franchisees to assist our sub-franchisees with store design,
storefront presentation, purchasing and sales activities and promotional materials, as well as staff training,
guidance, advice and general ongoing support. The sub-franchisee will typically be responsible for finding a
suitable store location as well as paying the rent. In a few markets, we lease the store location ourselves and
sublease to the sub-franchisee.

57



In the United States, we have traditionally used license and sublicense arrangements to grant the right to use the
PANDORA trademark, establish PANDORA Concept Stores and sell our products within certain territories in a
manner similar to franchise arrangements as in other markets. Since January 2010, we have been in the process
of converting these license and sub-license arrangements into franchise operations.

Our Markets

As at 30 June 2010, our jewelry was sold in 47 countries on six continents across different sales channels through
approximately 10,000 points of sale. The United States is our largest market, accounting for 40.8% of our revenue
in H1 2010. The United Kingdom, Australia and Germany are our next largest markets, accounting for 13.2%,
12.5% and 11.8% of our revenue, respectively, in H1 2010.

The following table presents our sales channel by geographical segment as at the dates indicated:

Americas Europe Asia Pacific Total
As at As at As at As at As at As at As at As at As at As at As at As at
30 June 31 March 31 December 30 June 31 March 31 December 30 June 31 March 31 December 30 June 31 March 31 December
Number of points of sale 2010 2010 2009 2010 2010 2009 2010 2010 2009 2010 2010 2009
Points of Sale by
Sales Channel:
Concept Stores™) . . .. 90 81 70 135 126 93 37 33 33 262 240 196
Shop-in-shops® .. .. 198 155 133 409 362 280 118 106 99 725 623 512
Gold Level ........ 625 635 605 681 609 588 159 164 152 1,465 1,408 1,345
PANDORA-
branded total . ...... 913 871 808 1,225 1,097 961 314 303 284 2452 2271 2,053
Silver Level ....... 995 948 929 1,124 1,058 1,040 98 98 92 2217 2,104 2,061
White Level® ... ... 621 648 800 4276 4,542 4,515 356 367 397 5,253 5,557 5,712
Multi-brand total ..... 1,616 1,596 1,729 5400 5,600 5,555 454 465 489 7,470 7,661 7,773
Total ............... 2,529 2,467 2,537 6,625 6,697 6,516 768 768 773 9,922 9,932 9,826

(1) Of these, we directly operated 47, 44 and 43 Concept Stores as at 30 June 2010, 31 March 2010 and 31 December 2009, respectively.
(2) Of these, we directly operated 23, 19 and 20 Shop-in-shops as at 30 June 2010, 31 March 2010 and 31 December 2009, respectively.

(3) Includes travel retail.

The following table presents our consolidated revenue by reporting segment and major market for the periods
indicated:

DKK million H1 2010 H1 2009 Q22010 Q22009 FY 2009 FY 2008

Revenue by Reporting
Segment and Major Market:

Americas . .............. 1,187 619 623 325 1,558 694
United States ......... 1,054 583 549 304 1,459 646
Other................ 133 36 74 21 99 48

Europe®™ ............... 1,038 442 548 242 1,207 665
United Kingdom . ... ... 342 153 191 88 472 92
Germany® ........... 304 138 149 78 348 207
Other................ 392 151 208 76 387 366

Asia Pacific® ........... 356 201 172 108 696 299
Australia® ........... 323 201 157 108 649 299
Other................ 33 — 15 — 47 —

Total Revenue ........... 2,581 1,262 1,343 675 3,461 1,658

(1) We estimate that DKK 186 million of our DKK 596 million revenue growth in Europe in H1 2010 compared with H1 2009 is the result
of structural changes due to the formation of PANDORA Jewelry CWE which resulted in a shift to direct distribution in HI 2010. The
DKK 186 million has been calculated by multiplying factor (x) representing the difference between the average price per SKU achieved
by PANDORA Jewelry CWE in H1 2010 (which reflected direct distribution) and in H1 2009 (which reflected sales to our former third
party distributor) by factor (y) representing the volume of SKUs sold in H1 2009. We do not have available the average price per SKU
in CWE in H1 2009 achieved by our former third party distributor. As a result, the accuracy of our estimate may be adversely affected
by changes between the periods in terms of the price range of our products and the product mix offered.

(2) Reflects revenue from sales to PANDORA Jewelry CWE, our former German third party distributor in H1 2009, Q2 2009, FY 2009 and
FY 2008. Includes revenue relating to products purchased by our former third party German distributor for sale in Austria and
Switzerland prior to the formation of PANDORA Jewelry CWE in January 2010. Upon our shift to direct distribution through the
formation of PANDORA Jewelry CWE, sales in these countries are accounted for as “Europe — Other.”
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(3) We estimate that DKK 104 million of our DKK 155 million revenue growth in Asia Pacific in H1 2010 compared with H1 2009 is the
result of structural changes due to acquisition of a 60% interest in Ad Astra Holdings Pty Ltd., our former third party distributor, in July
2009. The DKK 104 million reflects the difference between our sales in H1 2009 to Ad Astra Holdings Pty Ltd., when it was a third
party distributor, and Ad Astra Holdings Pty Ltd.’s sales to its customers in H1 2009. See Note 3 to our Audited Annual Financial
Statements included under “Financial Information” for a presentation of our revenue for FY 2009 as adjusted to reflect the hypothetical
scenario where our acquisition of the interest had occurred on 1 January 2009.

(4) Reflects revenue from our sales to Ad Astra Holdings Pty Ltd., our former third party Australia distributor, in H1 2009, Q2 2009, FY
2008 and, prior to our acquisition of a 60% interest in Ad Astra Holdings Pty Ltd. in July 2009, in FY 2009. This includes revenue
relating to products purchased by our former third party Australia distributor, for sale in New Zealand and the Fiji Islands prior to our
acquisition of a 60% interest in Ad Astra Holdings Pty Ltd. in July 2009. Upon our shift to direct distribution through the acquisition of
a 60% interest in Ad Astra Holdings Pty Ltd., sales in these countries are accounted for as “Asia — Other.”

(5) FY 2008 reflects approximately 10 months of operations beginning on the date of the completion of Acquisitions, 7 March 2008.

The following table presents our consolidated EBITDA by reporting segment for the periods indicated:

DKK million H1 2010% H1 2009 Q22010 Q22009 FY 2009® FY 2008®

EBITDA by Reporting

Segment:
Americas . .............. 624 348 334 177 792 321
Europe ................ 416 256 230 123 642 352
Asia Pacific ............ 160 129 71 64 404 164
Unallocated . . ........... (180) (79) (89) (44) (266) (171)
Total .................. 1,020 654 546 320 1,572 666

(1) In our internal management reporting, the one-off negative impact on costs of sales of DKK 66 million in FY 2009 as a result of the
taking over of inventory from our former independent Australian distributor is allocated across all geographical segments, based on the
volume of sales per segments. In accordance with IFRS 8, the segmental information above is based on our internal management
reporting and hence no adjustment is made. In H1 2010, as a result of a change in our internal management reporting guidelines, we
allocated the one-off negative impact on costs of sales of DKK 50 million as a result of the taking over of inventory from our former
independent German distributor only to the geographical segment Europe. As a result, any comparison of our EBITDA by geographical
segment between these periods is not necessarily meaningful and may not be indicative of future development.

(2) FY 2008 reflects approximately 10 months of operations beginning on the date of the completion of Acquisitions, 7 March 2008.

In recent years, the United States has been our largest market in terms of revenue. The following table presents
the total consolidated revenue of PANDORA Jewelry, Inc., our U.S. subsidiary, for the periods indicated (prepared
for the periods up to, and including, FY 2007 on the basis of U.S. GAAP (as IFRS is unavailable) and for the
periods FY 2008 and FY 2009 on the basis of IFRS). For a description of significant differences in the recognition
of revenue between U.S. GAAP and IFRS, see “Annex B — Significant Differences in the Revenue Recognition
between U.S. GAAP and IFRS.”

USD million FY 2009 FY 2008® FY 2007® FY 2006® FY 2005®

Revenue ............ ... ... ... ...... 2821 149% 94©) 489 23®

(1) Prepared in accordance with IFRS.

(2) Prepared in accordance with U.S. GAAP.

(3) Excludes revenue from intra-group sales, includes discounts and rebates.
(4) Excludes revenue from intra-group sales, excludes discounts and rebates.

(5) Includes revenue from intra-group sales, excludes discounts and rebates.
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The following table presents the number of points of sale and the number of Concept Stores located in the United

States for the periods indicated:
Number of Number of
Points of Sale Concept Stores”

2010
As at 30 JUne. . ..o 2,292 84
Asat 3] March . ... 2,243 75
2009
Asat 3] December. ... ... 2,315 65
2008
Asat 31 DeCembEr . . . . oot 2,089 14
2007
As at 31 December . . . ... 1,727 2
2006
As at 31 December . . ... 1,721 —
2005
As at 31 December . . ... 1,355 —

(1) The first concept store in the United States was opened in November 2007.

The following table presents the revenue of PANDORA Jewelry, Inc., our U.S. subsidiary, by sales channel for
the periods indicated:

USD million H1 2010? FY 2009®

Revenue by Sales Channel:

CONCEPE STOTES . . o v ettt e e ettt e e e e e e e e e 38 32
Shop-in-ShOPS . .« .ot 34 43
Gold Level. . ... 63 109
PANDORA-branded total . . . ... ... . i e 135 184
Silver Level. . . ... 49 73
White Levelll ... 11 25
Multi-brand total. . .. ... .. ... 60 98
TOtal .. 195 2820

(1) Includes travel retail.
(2) Prepared in accordance with IFRS.

(3) Excludes revenue from intra-group sales, includes discounts and rebates.

The table below presents, for the periods indicated, the percentage change in revenues from like-for-like (“LFL”)
stores in the United States (prepared for FY 2006 and FY 2007 on the basis of U.S. GAAP (as IFRS is unavailable)
and for FY 2008 and FY 2009 on the basis of IFRS). For a description of significant differences in the recognition
of revenue between U.S. GAAP and IFRS, see “Annex B — Significant Differences in the Revenue Recognition
between U.S. GAAP and IFRS.”

FY 2009 FY 2008 FY 2007 FY 2006

LFL store sales growth® (%) ..................... 324 24.0 48.0 26.1

(1) We define our LFL stores as points of sale which have purchased jewelry in a particular financial period and have done so for more than
one year. Except as set forth below, a LFL store is included in the calculation of LFL revenue growth from the date at any point during
the relevant financial period when it has purchased jewelry for more than one year. The calculation includes certain points of sale which
no longer purchase jewelry, but had done so in the