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Together, we build Great Local Brands,
bringing Fresh Inspiration Every Day



& Dafnaize  Highlights

Better Together

A Better Together strategy

I Captures benefits of international scale to build
great local brands

I Confirms merger rationale

I Setsdirection to realize full potential

I Fullcommitment to Sustainable Retailing
A Combined company

i Infull-execution mode following merger
completion on July 23, 2016

I Integration is on track with clear visibility to
generating Y500 million in net synergiesin 2019

A

A

Operating model

i Committed to grow leading supermarket brands
while remaining rigorously focused on cost
discipline

i New target to double net consumer online sales
by 2020 from expected 2016 level of y2.3billion

i Continued focus on strong free cash flow with
y'1.6 billion expected for 2017

Shareholder return

i Dividend pay -outratio of 40 -50% of pro-forma
underlying income from continuing operations

i Launch y'1 billion share buyback program in 2017
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#% Ahold ~ We integrated key trends and key strengths to build our Better
2 Delhaize  Together strategy

Key Trends Key Strengths

Better Together
St t ABest-in—cIass in Supermarkets
e s ey rategy ASuparior omrichianel &

Our commitment to succeed

Proven track record in
execution and integration




@égf’h'gizeLetls focus on the key trend

Key Trends

Better Together
Stratedsy




wlk<W Shoppers continuously seeking value

Key Trends mers ar in n - :
y CLERTREEE Lyl products e Tech driving (price)
The hybrid The hybrid The hybrid
consumer consumer s consumer
seekslow lessattracted seeksgreater
g | costs for to mid- personal
= | basic market offers value for
> | groceries goods with
high
emotional
value

Relative price of purchase

building retailer brand equity

Onze koffie
als beste getest

More value

©“@0

(&)




k9l Customers looking for convenience across channels

Key Trends

Growth of




k9l [ncreased focus on health & product origin

Key Trends
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More value ] s ; 7 1 jaan
f 7 Hh v P o kombkofumens
More convenience 3 1 2
More fresh & healthy
More personal




W<l Sceking personal relevance and connection

Key Trends

solutions enable of offers

Stronger connection and better

More personal
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Delhaize We have key strengths to address these trends

Better Together
Strategy

Key Strengths

Solid foundation

Great local brands
ABest-in-class in Supermarkets
ASuperior omnichannel &

digital offering

Leadership




W NSl Ahold Delhaize is well positioned to continue winning

Key Strengths A Greatlocal brands with presence on both sides of the Atlantic
A Best-in-class Supermarket player
( i ) A Superior Omnichannel and Digital offering
(-\ A Operating cash flow among the leaders in the industry
A Deep experience Freshand Own Brands, focus on affordability
\ A Frontrunnerin Sustainable Retailing; and connected to Communities
N A Great pools of talent and capabilities
A Leaders with proven track record in  execution and integration
Key figures®
Underlying Employees
Underlying operating Free Cash Stores worldwide
Net sales operating income margin Flow Market cap worldwide
y'60.9b y2.2b 3.5% y1.7b y'23.7b 6,590 375,000

(1) Pro Forma as of 2015; (2Market cap as of December 5 t, 2016




wlk<Wl Great local brands on both sides of the Atlantic

= L e &,

us
#1 or #2 in 24 DMAs* representing c. 80% of our US Sales

=y, B i

fresh |

Key Strengths

Food Lion

Giant Carlisle Giant Landover Martinls Fo

A #1intheNetherlands ==

A #2in Belgium e el
A #1inGreece # 1 in supermarkets

A #2 in Czech Republic

A #1in Serbia

A

A

#1 in Greater Bucharest
| I*"‘"{-‘,‘;l

# 1 inPortugal = N 4

| I

Great local brands

MegaImage Pingo Doce

*DMA = Designated Market Area




rK? Ahold
<0 Delhaize

Key Strengths

Leadership

13

Strong and experienced leadership team
Dick Boer

President and Chief Executive Officer

Frans Muller Jeff Carr
Deputy Chief Executive Officer and ] Chief Financial Officer
Chief Integration Officer ‘
.e

Acting COO, a.i., Delhaize America

Kevin Holt Pierre Bouchut
Chief Operating Officer, Chief Operating Officer,
Ahold USA Europe and Indonesia

Abbe Luersman

Chief Human Resources
Officer

Hanneke Faber

Chief eCommerce and
Innovation Officer

Marc Croonen

Chief Sustainability, Transformation and
Communications Officer

Jan Ernst de Groot
Chief Legal Officer
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Delhaiz

e Building our Better Together Strategy

14

Our purpose

Together, we build Great Local Brands, bringing Fresh Inspiration Every Day

Save for our customers:

Fund growth
in key channels:

Our sustainable business model

Buy better
Cperalz smartar
Wasta less

Supermarkets
e-Commerce
Smaller formats

Invest in our
customer
proposition:

Affordabla for all
Bast own brands
Fresher & healthier
Most local &
personal service

QOur promi

Humor

hu



&) Ahold — Better Together - Ahold Delhaize Strategic Framework

Our purpose
Together , we build Great Local Brands, bringing Fresh Inspiration Every Day

Our sustainable business model Our promises

Save for our customers: Invest in our customer N
A Buy better proposition: place to
A Operate smarter . Affordable for all shop

A Waste less i Best own brands
Fresher & healthier

Most local &

Fund growth personal service A better DEY)

in key channels : place to A better
A Supermarkets
A eCommerce

A Smaller formats

neighbor

work

Our values

Courage Integrity Teamwork Care Humor

We drive change, We do the right Together, we take We care for our customers, We are humble, down -to-

are open -minded, thing and earn ownership, collaborate, our colleagues, and our earth, and we doc

bold, and innovative. customer sl tandwsnt . communities. ourselves too seriously.



Together Great local brands

83 Shi%ld.
0 Delhaize

FoonssLion N stopesnop GIANT  NAMTINS
Our purpose

\‘! Giant' Peapod bfresh @ Albert Heijn

(ad i
;&3 bol.com® albert WIIED &9 Tempo

-M,, s

Fresh inspiration Every Day



&) Ahold — Better Together - Ahold Delhaize Strategic Framework

Our purpose
Together , we build Great Local Brands, bringing Fresh Inspiration Every Day

Our sustainable business model Our promises
Save for our customers: Invest in our customer A better
A Buy better proposition: place to
A Operate smarter . A Affordable for all shop
A Waste less ' A Best own brands
A Fresher & healthier
A Most local & Da
Fund growth personal service A better y
in key channels: place to S

neighbor

A Supermarkets work
A eCommerce
A Smaller formats

Our values

Courage Integrity Teamwork Care Humor

We drive change, We do the right Together, we take We care for our customers, We are humble, down -to-
are open -minded, thing and earn ownership, collaborate, our colleagues, and our earth, and we

bold, and innovative. customer sl tandwsnt . communities. ourselves too seriously.



&@Hmd  Our sustainable business model powers our strategy

Our
Sustainable
Business
Model

Save for our customers

Invest in our customer proposition

s T -

Save for our
customers

Buy better

Operate smarter

seON |

WWESCRESS




& Aheld  Saving for our customers begins with buying better

Examples
Our FOODA=LION
Sustainable a m S
Business Buy better
Model *
po
albert
[ MAXI]
&9 Tempo
{&) Baatenoudos
Save for our %EEE
customers




A& Ahold
=0 Delhaize

Our
Sustainable
Business
Model

Save for our
customers

Operate smarter

Our brands are operating smarter everyday

Operate smatrter

FOODA=LION

Etos
Gall:Gall

&
albert

EImMAx1

&9 Tempo
{&) Baatenoudos

20
Examples
Delhaize Belgium
Transformation
DELHAIZE Plan




Qo Ahold Delhaize Belgium realized it needed to improve its cost position ~

=0 Delhaize
Our 2014 Cost per productive hour
Sustainable (2014, Delhaize* = 100)
Business A Costhandicap in wage
Model and labour conditions Delhaize *
A Competition leveraging
scale and cost benefits Colruyt
A High operational costs in
supply chain / logistics c .
arrefour
A Decreasing market share )
and profitability *
Lidl

o Aldi

Delhaize Belgium

Save for our
customers Transformation Plan

Albert Heijn

=
(*) Company-operated supermarkets DELHAIZE




52 Ahold It developed and executed its Transformation Plan; 22

. . o . :
=0 Delhaize it ison track for y80M in savings
our _
Sustainable
Business Cost handicap in wage A Leaner workforce / Completed (2083 vs 1,600 initay)
Model and labour conditions A Adapted wage ‘/ Completed
Competition leveraging measures and benefits
scale and cost benefits A New store organization / Completed (r2astores)

High operational costs in
supply chain / logistics

T

Store network / Completed
organizaﬁon (close 1 store & 9 affiliate stores)
L4

Decreasing market share A

4
ici ' +! Ongoin
and profitability Efficiency projects v going

—~—————

s Delhaize Belgium On track for
ave for our

customers Transformation Plan y'80M savings in 2018

Operate smarter ﬁ

(*) Company-operated supermarkets DELHAIZE
(**) Final NSO wave started in November 2016 (37 stores)




52 Ahold Executing the new commercial strategy Is the 25

2

@.{) Delhaize next step

Our - Commercial Strategy

Sustainable

Business Cost handicap in wage Leaner workforce

Model and labour conditions Adapted wage Revamped
Competition leveraging measures and benefits commercial plan

scale and cost benefits New store organization

High operational costs in

. o Store network Improved value
supply chain / logistics

organization proposition
DecreaS|_ng _n_1arket share Efficiency projects
and profitability

New supplier
collaboration model

. . o K f Revisited
Save for our Delhaize Belglum n track for assortment

customers Transformation Plan y'80M savings in 2018

(*) Company-operated supermarkets DELHAIZE




s Ahold
<0 Delhaize

Our
Sustainable
Business
Model

Save for our
customers

Operate smarter

Buy better

Operate smarter

Waste less

Wasting lessis key to save for our customers

FOODA=LION
g StopaShop
o
GUATTIRTS

W Giant
Peaped
bfresh

Etos
Gall:Gall
bol.com®

(.4
albert
[ MAX)
&Y Tempo
Bagionoudlos
[+ EIN]A)

=

24

Examples

dimns

Delhaize Belgium
Transformation

DELHAIZE Plan

&

GREEN
ENERGY

FACILITY

TURNING INEDIBLE FOOD
INTO CLEAN ENERGY




& ol Our sustainable business model powers our strategy

Our
Sustainable
Business
Model

Save for our customers

Invest in our customer proposition

e — -,

Invest in our
customer
proposition

Affordable for all

Best own brands
Fresher & healthier
Most local & personal

seON |




Ahold Our brands are focused on four areas to differentiate our 26

Delhaize customer proposition
Our Examples
Sustainable
Business Y
Model Affordable for all
ffordable
Best own brands
N Fresher & healthier == ' E%Mm
customer ! moafamam
proposition E= POV T

Affordable for all

gy e 5250
Most local & personal 7 LOCAL Ius

service = lor ot GIANT™ ' GOODNESS @Bga <
e iu«?j

Fresher & healthier
Most local & personal




A& Ahold
=0 Delhaize

Our
Sustainable
Business
Model

Invest in our
customer
proposition

Affordable for all

27

Affordable for all FZooming in on Food Lion

A%Y
&

You can cou

A Easy to shop stores, part
of the neighborhood

A Conveniently located
stores

A Great everyday prices
and good weekly deals

A Low prices driven by
strong promotions

A Consistently fresh
products

A Inconsistent fresh
execution and perception

A Customer-driven
assortment

A Vendor -driven center
store assortment

A Fast and easy
checkout experience

A Caring, responsive and ﬁ
available associates 8
FOOD LION

A Task-oriented leadership
and associates

A Effective execution of
the basics

vV vV vV vV VY



A& Ahold
=0 Delhaize

Our
Sustainable
Business
Model

Invest in our
customer
proposition

Affordable for all

Af fordabl e for al/l Il s a key

Y Protecting and strengthening a strong price heritage is the most critical
component of delivering Food Lion's strategy of Easy, Fresh &Affordable.
You can count on Food Lion Every day!

You can count on FOOD LION... Every day!

A Affordability is one of the main pillars of the Easy, Fresh &Affordable strategy
A Continue investments to strengthen Food Lion's actual price position :

A Everyday pricing

A Timely promotions (MVP savings)

A Further strengthen and accelerate price perception vs price leader

o

FOOD LION



r\@ égfﬁ,'gize Food Lion has been testing, refining and implementing since 2013 ”

Our Easy, Fresh & Concept store Greenville DMA Charlotte DMA
Sustainable Affordable strategy launches in second test market launches
. developed Concord NC launches (47 stores) (142 stores)
Business
Model | | | '
2013 2014 2015 2016 2017
| | | |
Three lab stores test Wilmington DMA Raleigh DMA 2017:~160
limited elements first test market launches stores planning
launches (162 stores) underway
(29 stores)

More attractive layout in produce

Invest in our Additional seafood focus
customer

proposition

launches it :
Additional organics

More local / ethnic offering

Charlotte DMA Refined value added meat offering

Updated scheduling and productivity tools




R bheld  Easy, Fresh and Affordable is winning with customers
Our
SusFamable Average Weekly Sales/Store
Business
Model

Launch: Q3 2014 Launch: Q4 2014 Launch: Q4 2015

(10—,
l —®

. EEw %! g2l
S I b N

2014 2015 2016* 2014 2015 2016* 2014 2015 2016*

Affordable for all

*2016isYTD



A& Ahold
=0 Delhaize

Our
Sustainable
Business
Model

Invest in our
customer
proposition

Affordable for all

31

And continues to support the overall positive momentum

A Encouraging results %A Y

&

You can count on FOOD LION... Every day!

A Wilmington and Raleigh - Strong sales growth
A Greenville - Successfully defend against significant competitive openings
A Charlotte - early confident results consistent with previous markets
A Deployment to the rest of the network
A Successfulelements rolled out banner -wide
A Improving customer perception scores across the banner
A 380 stores completed (37% of total Food Lion sales)
A Nearly 540 stores (55% of total Food Lion sales) by the end of 2017
A Strong quarterly sales performance
A 16consecutive quarters of volume growth at  Food Lion

A +2.9% real growth for Delhaize America in Q3 2016
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o Best own brands is the second focus area

=0 Delhaize

Our Examples

Sustainable E A gy ,

Business
Model -

Best own brands

Invest in our

customer

proposition

L i MUP

GOODNESS
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@ ngﬁ,'gize Our local lown brandsl| a&mown for their quality and value ’

Our Award winning own brands Great potential to leverage
Sustainable promoting innovation and healthy eating best practices across our brands (e.g. AH)
Business : :

. Continuous improvement of own brands
Model Europe.

A ~50% own brand penetration

A Strong brand equities for own brands

US:

A ~40% own brand penetration

A Natural/Organic brands progressing

Investin our towards $1B
customer .
proposition International own brands:
also g:s::ogfgtist
A 365 Delhaize own brand present K %’
across Europe @

Own Brand defined as every product that is not an internationa |, national or regional brand



& Aheld  Fresher & healthier is the third focus area

Our Examples

Sustainable

Business EA@Y :
Model al =

Fresher & healthier

Invest in our
customer
proposition

Fresher & healthier




sy Ahold : : : 3
&2 Delhaize Alfa Beta is known across Greece for its fresh offering
Our _— —
Sustainable A 26.4% fresh market share inGreece - §? LTI

0 Vi o r{?ﬂmw/
Business A ~9 out of 10 customer satisfaction rating for fresh =5
Model

t Every day, A thébestBresh Rrodacts,f

from every cornerof Gr eec e K

Invest in our ' 0 _— o o2
customer f =
proposition

Fresher & healthier



Q9 Ahold Fresher & healthier - Zooming in on Healthier

=0 Delhaize

Our
Sustainable Equilibrium (% Healthier DELHAIZE #% Super Lunch
Corner assortment SERBIA for kids

Business Stop&Shop'
Model
Health & Wellness concept with Reducing the level of salt and A range of nutritionally
good coverage of food & non sugar in assortment balanced, tasty packaged
food categories mealsf or ki dsl schoc
. . D e
Investin our
customer
proposition

Fresher & healthier




=2 Ahold
<0 Delhaize

Our
Sustainable
Business
Model

Invest in our
customer
proposition

Affordable for all

Best own brands
Fresher & healthier
Most local & personal

Providing the most local and personal service is our fourth a7
area of focus

Examples

A%Y

Affordable for all

You can count on FOOD LION... Every day!

Best own brands

Fresher & healthier
d Clyvikd
mpﬁfadmm

1/'(00'/'01/7&

e —tul | 30~ -
Most local & personal A . S & 2plus ¥
service L A GIANTRR. E QB



@oeld  Most local & personal service ;

Our . Most Local...
Sustainable

Business .
Model R
“ ﬁ TTERSON FARM : LEWIS FARMS
Mt. Ulla, NC 6 Rocky Point, NC
...and Personal service to drive new growth
Invest in our {(
customer b o oN Saving mone
proposition A X%ﬁgjl “‘o“ﬁup g g y
2plus Hhome iy ti
2PpiusS) Saving time

Eating healthier

QARG
NG



&@omd  Our sustainable business model powers our strategy

Our
Sustainable
Business
Model

Save for our customers

Invest in our customer proposition

- a— - -

Fund growth in key
channels

Supermarkets

eCommerce

seON |

Smaller formats




@ ngg,'gize Ahold Delhaize is focused on expanding in three channels

40
Our
Sustainable
Business
Model

Supermarkets

Fund growth in key
channels

Supermarkets




A& Ahold
<0 Delhaize

Our
Sustainable
Business
Model

Fund growth in key
channels

Supermarkets

15%

B Supermarkets

Discount *
0

25%
m Drug
60%

Supermarket is the key channel in our main markets

US- Delhaize America markets US- Ahold USA markets ﬁ
| iant

19%

B Supermarkets

. *
Discount

57% 24% | Drug

41

Source: Nielsen AC View, DA Salesf 2015 DA; DMAs

Netherlands

20% W Supermarkets
3% . Discount
0 B Convenience &
77% Other

Source: Nielsen AC View, AUSA Sales [ 2015 AUSA; DMAs
representing 80% of AUSAsales

13%
B Supermarkets
15% Hypermarkets
Discount
13%

59% m Convenience

Source: Planet Retail and Nielsen food grocery market based on
consumer sales - 2015

* Supercenters and Dollar stores

Source: Nielsen, Planet retail 2014



A& Ahold
<0 Delhaize

Our
Sustainable
Business
Model

Fund growth in key
channels

Supermarkets

42

Ahold USA is heading Northeast

Ahold USA ambition Heading Northeast strategy

Ambition A Differentiating Customer Value

Proposition to deliver
AUSA

A Better Value
A Improved Service

A Improved Quali
Q32016 P Q ty
Ahold
082014 ‘ A Brands are progressing and continue

Anold the journey

Service and Quality perception

v

Price perception



A& Ahold
@ Delhaize
Our
Sustainable

Business
Model

Fund growth in key
channels

Supermarkets

Service and Quality perception

Ahold USA has strong momentum

Heading East
F Affordable for All

We are making progress!

Wave 3:
Produce

Wave 1:
Value
Investment

Wave 2:
Value
Investment

Wave 9:
Nature's Promise Assortment

Wave 7:
Bakery

Wave 6:
Wave 5: Value
Deli Grab & Go Investment

(in deployment)

Wave 4:
Value Investment

A better
place to
shop

Wave 8:
Value
Investment

Price perception

v

A Successivewaves of price

investments F five launched

A Significant marketing and
communications support

Heading North
F Fresher & Healthier

A Major focus on Fresh

A Service and Quality improvement

Heading Northeast
F Building Great Local Brands

A tMyK Giant |/

Stop

A Investing Digital Personalization



A2 Ahold Ahold USA has improved both price positioning and price a4
20 Delhaize perception

Our
Sustainable Improved EDL price positioning across Initial signs of improved customer price
Business all our brands perception across all our brands
Model
Q3 2016 Price index and change vs. Q1 2014 Price Perception Q1 2014F Q3 2016*
EDLP
©
GC
©
AUSA
+6 pts +4 pts —T
improvement improvement / NYM
New York — NE
Fund growth in key @ 2014 Q1 | 2016 Q3
channels England
= ——AUSA =—GC ~ GL ==NE ~—NYM

*Price comparisons against competitors in the market,  weighted by
volume and by competitive interaction with our stores; representing
Source: Company tracking data 60 -70% of total sales



@ égﬂgize While also investing in being fresher and healthier

Our _ New Produce Departments New Bakery Departments

Sustainable o

B Delivering ~4% ID sales growth and Delivering ~5% ID sales growth
|mproved quallty perceptlon

Model :

Natur el Pr o mi Deli Grab & Go

Growing double digits vs LY Starting deployment

Fund growth in key {ﬁf"”@'«“

channels %{“"T’M

i



& Aheld — Ahold USA is seeing encouraging signs of progress

Our While we have seen signs of improved sales trend - the focus is to continue to enhance our
Sustainable execution and accelerate top line growth
Business AUSA Food Market Volume Share Change

Model

points

.58 1.4

= D AIV
= |D Vol Q3 Q3
(0.1)% =D Sales 2014 2016

AUSA AOC Market Volume Share Change
points

(1.6)8
FY 2014 FY 2015 YTD 2016*

Fund growth in key
channels

Supermarkets

Q3 Q3
Source: Nielsen Scan Track . 2014 2016



A& Ahold
=0 Delhaize

Our
Sustainable
Business
Model

Fund growth in key
channels

Supermarkets

a7

Ahold USA will continue its progress and accelerate sales growth

Good progress in our market share, price
positioning and brand perception

Real commitment to accelerate our sales
growth

In 2017, we will continue to focus our efforts
to better enable our local brands to connect
with our customers:

A Continue to invest in price and
effective promotions

A Launch additional waves focused on:
A Fresh(Meat, Deli)
A Center Store Experience
A Own Brands
These waved customer value investments
will continue to be fully funded through our

cost savings initiatives , which are
incremental to our synergies



& Ahod — Stop & Shop Supermarkets in Greater New York

Our A Rebranded to Sto i
. . . p & Shop in
. Acquired 25 high-quali .
Sustainable sto?es from A&?D ir?whittg accelerated 1 weekconversions \‘
Business space locations A Strong store execution from day 1 StoP&ShoP‘
Model | |
July 2015 November 2015 2016

A #2within New York DMA,
closely following ShopRite

A +3.5pts Food, +2pts AOC
share improvement

Fund growth in key
channels

Supermarkets

A Sales post-conversion
comparable to other NYM
stores right away

A Customer tracking scores
matching other NYM stores




oeld  Supermarkets F Zooming in on Hannaford

Our _ Quality perception Hannaford Key
Sustainable A 188 stores scores (Q2 16) competitors (5)
Business A Very high Net Promoter Score (65)
Model Produce 56 22-50
ode A Loyal customer base
A Fresh, service oriented Meat 52 1550
A Priced right Seafood 53 1252
A Local image, close to communities )
: N Deli 58 29-58
A High profitability
A Positive volume growth over last 3 years Bakery 57 32-56

Fund growth in key
channels

Supermarkets

e

Number of stores and NPS as of 2015



A& Ahold
=0 Delhaize

Our
Sustainable
Business
Model

Fund growth in key
channels

Supermarkets

Supermarkets F Zooming in on CSE*

50

aIb‘:art #2 in Czech Republic

% #1 in Greater Bucharest

Ecombi

Accelerated growth through
di fferentiated

Supermarkets remodels
YTD +3%ales

ned wedintBrvesatibns o maximize

Winning culture
3
Sy
¥

Customer-
focused store ops

operational performance and drive engagement

Great in Fresh

‘B

Appealing
Look & Feel

* Central and Southeastern Europe

296

410

Shop & Go

470

Shop & Go

539

Shop & Go 293

128 Shop & Go
Y ega ImagejliMega ImagejiliMega Image pEErlieiey 246

2013

2014

2015

nnovative

forill

store rel

i =

2016

store

i)
at ed

Strong growth in supermarkets
remo
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& Ahed — Fund growth in key channels

Our Examples
Sustainable e OANIES
Business - e =
Model

eCommerce

Fund growth in key
channels

eCommerce




2 Ahold

. . 52
&2 Delhaize Smaller formats present a great opportunity in all our markets
Our Examples
Sustainable — ,,.{f G
Business ~ e

Model

Fund growth in key
channels

Smaller formats

Smaller formats



A& Ahold
=0 Delhaize

Our
Sustainable
Business
Model

Fund growth in key
channels

Smaller formats

Most of our brands have strong expertise in smaller formats

53

#1 or #2 in smaller formats across Europe

Shop & GoF 100 M?

e

Hannaford -20,000 sqft

bFresh - 10,000 sqft




Our promises

A better
place to
shop

A better
place to
work

A better
neighbor




i<Wl Every day, a better place to shop

Our promises
A better

place to

shop

Better place to shop

Examples

MEGA IMAGE

Equilibrium
(health & wellness corner)

Our Albert Heijn

Own Brand line of
fresh meal kits

55




i<Wl Better place to shop F Albert Heijn

Our promises Every AH store is right for its specific location Innovation &improvement in our assortment

and in connection with its neighbourhood across all categories

> > B S - i
(f .} - '.-f.ﬁ @- F .

R

- - : P o
A : -
:

" -y ey .

> : -

T | DEALBERT HILN \
DE ALBERT MELN ™ e i
VAN CHIEL < i 5 3 VAN JEROTN
- - -4 | y J AR
3

Better place to shop al Q2 Q3 Q4 al Q2 Q3

2015 2015 2015 2015 2016 2016 2016

*Includes Etos, Gall & Gall; Q4 2015exlcudes week 53, no pro forma
sales numbers for 2015
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i<W Every day, a better place to work

e

Our promises
A better

place to

A better
place to

A better ﬁ Peapad

neighbor

work
Equilibrium . Own Brand line of
(health & wellness corner) ISl fresh meal kits
Examples
— il | /
AN " Ju
Q FIHAIZE #5 SER ‘ i
DELHAIZE %= SERBIA Giant
Associate summer Sustainable Super Lunch for Food donation

SO camps Beststorein town seafood kids Meat the Needs




SNl Associates key to delivering great local brands

ARR 375,000  scccees

Over 83%articipation top 10

rates in Global International
Engagement Surveys food retailer

Our promises

Balanced gender

Inclusive and : . representation
healthy workplace male / female

Courage

I !Ptegrity )
eamwor
Values =

Humor
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wlw<Wl Every day, a better neighbor

Our promises

A better
place to
shop
Every
Dg
A better
neighbor
Equilibrium . Own Brand line of
(health & wellness corner) ISl fresh meal kits
Examples
il o - SUPERUCAK
‘ : z‘:a | , -‘_iﬁ : SVAKOG DANA SUPER HRANA
& S0

FOOD#=LION

DELHAIZE #% SERBIA \" Giant

Sustainable Super Lunch for Food donation

Better neighbor seafood kids Meat the Needs




2 Ahold

&2 Delhaize Sustainable Retailing is embedded in our Strategy

Our promises

A better
place to
shop

Promote
healthier
eating

A better
neighbor

Reduce
food waste

A better
place to
work

Create
healthy and inclusive
workplace

Product safety
& sustainability

Better place to shop

Better place to work

Better neighbor

impact

Climate | Associate

development

DROLES DE LEGUMES
PUTA

Local
Community
connection

Safety at
work

Ahold Delhaize ranks
among leaders in Dow
Jones Sustainability World

Index

Ahold Delhaize
received a total score
of 79

Food and Staples
Retailing industry

average score of 44




@ égf)hlgize Building our Better Together strategy

Better Together
Strategy

Our commitment to succeed

Proven track record in
execution and integration
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Clear measures to track strategy execution

62

Tracking the strategy execution using specific KPIs (e.g., market share, Net Promoter Score)

and management incentives using a well-defined plan

Short-term Incentive Plans Long-term Incentive Plans

Financial Non-financial

Financial Non-financial

Underlying
Operating Margin

- Internal measures

Sales
Growth

Operating
Cash Flow

- External measures

Individual
KPlIs

Returnon
Capital

Relative
TSR

Sustainable
Retailing

Healthy

DJsI Sales
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& Bl Ahold Delhaize € Better Together

€ a soli d f oundp@t..anda strong Better Together Strategy

A Great local brands oo L R e e A Built from powerful combined strengths
A Both sides of the Atlantic A From companies with (R
A Best-in-class Supermarkets A~ Complementary cultures ‘
A" Superior Omni-channel / Digital A Similar values \
. . A Shared focus on the customer <>

A Operating cash flow among industry leaders
A Proven skillsin: A Leveraging key industry and consumer trends

A FEresh ' A Clear growth drivers and business model

A OWn brands :f;::{:r',)z build Great Local Brands, bringing Fresh Inspiration Every Day

A Focus on affordability
Sustainable retailing and community engagement
A Greattalent and leadership track record

Together , we build Great Local Brands , bringing Fresh Inspiration Every Day .




