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strong history

We have strong history
embedding health and
sustainability in our
organization and we will
continue to do that

02

what doesthe market look like

Current market dynamics require us to be
mindful on how to move forward with our
health and sustainabilit)commitments to
make sure we keep all our stakeholders on
board

03

solutions

Collaboration and making
sure we have local
implementation plans to
achieve our global goals
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what doesthe market look like

Current market dynamics require us to be
mindful on how to move forward with our
health & sustainability commitments to
make sure we keep all our stakeholders on
board
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globalsetsdirection, strategyand
targets and supportgegionsand
brandson implementation

Partnerships like W23 arttle
ConsumeiGoodsForum show
collaborationin our industry

to improve heatlhandsustainability
in our industry

our regionsand geat localbrands
are responsibldor their own
operations andocalizestrategyand
approachwhere neededto ensureit
fits their market andconsumers

03

solutions

Solutions | see are in
collaboration and make
sure we have local
implementation plans to
achieve our global goals



our growing
together strategy

our purpose

Inspiringeveryoneto eat andlive

better, for a healthier future for
peopleandplanet

our vision

together, we areyour trusted local
food retailer

our values teamwork |ntegr|ty
care courage
humor




our strategic priorities

trusted

product

driving
customer
Innovation

vibrant

customer
experiences

portfolio & operational

excellence

healthy
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we have 6 strategic priorities

across different dimensions of our business, to support our vision for the company by 2030

trusted We serve ouD dza G 2 Y S NQthrodghh TS v § S R Bealthy
our core, and aexpanding ecosysterof i

prOdUCt integrated products, services, channels and Communltlesgc
data

We translate our passion for food intealthy, planet

fresh and affordable products that are accessible ] .

for our customers vibrant We Ie_ad the transition to aealthy and _

sustainable food systemand create a brighter

CUStomer future for our communities
experiences

We drive further growth by building profitable We usetechnology &data, we save for our

complementary businesses, managing our customersevery day and we leveragealeto .

portfolio andinnovatingto support our become the most operationally efficient in thriving

customers*of tomorrow -

our industry people
driving portfolio & We create a caring place to work inspiring
cu StO mer operational growth and collaboration, where everyone is

heard, valued and finds purpose in serving our

Innovation excellence communities



inspiring everyone to eat and live better

healthier communities and planet plan

customers &
communities

inspire our customers and
communities to engage in
positive habits

assortment healthy climate

offer the right assortment plan et accelerate value chain decarbonization

associlates nature

support our associates to be protect nature and biodiversity
ambassadors for our mission

andto eat and live better . .
healthy circularity
communities

scale circular models for packaging and unsold
food




Ahold Delhaize

Is a family of great local brands

globalsets
direction

strategyand targets and
supportsregionsand
brandson implementation

FOOD#=LION ®sTOP&SHOP
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our regions
and great
local brands

areresponsiblefor their own
operations andocalize
strategyand approactwhere
neededto ensureit fits their
market andconsumers
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HealthierChoices
52.3% of total own brand food

sales from healthy products by 2025.

Aim to have customefocused
nutritional navigation systems at all
brands by 2025.

health

Own Operations

Reduce absolute emissions from
stores, distribution centers,
operations and offices by 50% by
2030 (as compared to the 2018
baseline).

Supply Chain

30.3% reduction in forest, land and
agriculture (FLAG) emissions by 2030
(ascompared to our 2020 baseline)

42.0% reduction in energy and
industrial (E&I) emissions by
2030 (ascompared to our
2020baseline)

climate

Critical Commodities

No deforestation and

land conversion through
sustainable sourcing of soy, palm
oil, cocoa, coffee, tea and wood
fiber for our owrbrand products
by 2025.

100% of owrbrand seafood
products certified

100% of Own Brand neiood
paper and wood products
certified sustainable against an
accepted standard

nature

FoodWaste

Operations to reduce food waste by
50% by 2030 (as compared to the
2016 baseline).

PlasticWaste

Reduce virgin plastic in owbrand
packaging by 5% by 2025 (as
compared to the 2021 baseline).

25% of total owrbrand plastic
packaging made from posbnsumer
recycled content.

100% of primary owatorand plastic
packaging is reusable, recyclable or
compostable in practice and at scale
by 2025.

circularity

climate: own operations targets are validated by SBTi. Supply chain targets are subm&t@dhat pending validation

nature: We utilize certification to mitigate risks connected to thesenmodities, andire aiming tg have 100% of the listed commodities certified against Ahold Delgizeved standards by 2025.
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~data &
innovation

mindsets,
knowledge
& skills

customer
behavior

enabling the transition to a

healthier future
for people and

partnerships

organization
structure




creating a culture

where healthy communities & planet are fully
Integrated into how we do business

groundedin goodnessexecutiveprogramme supervisoryboard leadershipeducation3

4 days(in person) modules fybrid)

key programmethemes key programmethemes
@ Systems change, pressures & trends <1 Context, Business StrategyRurpose
2 I:l The business casmiitigatingrisksand seizing é; SupervisonBoardDuties
oUU opportunities

@ Leadershig® Governance
@ Dilemmas GoalsValuesand Messaging

@E UNIVERSITY OF
“§¥ CAMBRIDGE

INSTITUTE FOR
SUSTAINABILITY LEADERSHIP




ESG Benchmarks SustainabilityBonds

MSCI

SustainabilityBondg 2019

: SLB, 20212024
q}‘CIDIP Green Bond2023, 2024
SustainabilityLinkedRevolving
Credit Facility2020
SustainabilityLinkedCommercial
I S S E S G » Paper Progranteptember 2023

SUSTAINALYTICS O 4

how we measure

2023 Performance Achievementof our
SUCCESS localbrands

35%reductionin absolute

GHGemissionsScope 1 & 2
comparedto 2018 baseline
37%reductionin food waste
comparedto 2016 baseline

54.8% ohealthyown-brand sales
10%reductionvirginown brand
primaryplasticpackaging
comparedto 2021 baseline
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ADUSA Health &
Sustainabllity

May 22, 2024

ahold \'
USA

delhaize




Getting to know Ahold Delhaize USA
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brands customer trips per month
US sales in 2023

US sustainable grocer

stores

where brands operate

25%0 of ADUSA shoppers have the
strongest attitudes, most knowledge
and most frequently act, ovardexing
against the total US population.

88% of US consumers are familiar
with the term sustainability, yet

only26% can identify a
sustainable product.

wwd
L

/9% of ADUSA shoppers say acting

sustainably is important and” %o
say they buy sustainable products,
cost and availability contribute to the

value-action gap.

HartmarSustainability study 202
IPSOS community study April 2028DUSA shoppel
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US landscape

= . ¢ Fragmented Regulations
ADUSA CSO K((L:;:l;gsiﬂcs @ &t&?ﬁ?ﬂhﬁ@ Lack of federal regulation leads
_ e ' to patchwork of state and local
NOW n p|ace and on the 7. Environmental ﬁ%ﬁf‘#l?!kli-\ FEED;}:NG recyc”ng laws
US Leadershlp Team ,‘; m%nsa AMERICA AMERICA
Federal Climate Rules
US SEC paused implementation
of Sc 1,2 disclosure; Sc 3
- - Strategic partnerships remains unmangated
|—|—| ______ |—|—| advance ambitions while _ _
‘ & ‘ ‘ & ‘ providing credibility & Emerging Health Regulations

Federal Food & Drug Administration
(FDA) definitions for "healthy" and
front-of-pack "high in" label

_ accountability
Cross functional workstreams and

dedicated brand resources
23



= 54% Own Brand Healthy Sales by 2025

< Public disclosure of total-store healthy
sales

< Guiding Stars proprietary nutrition
guidance program

= Dietitian services in-store and online

< 39 party funding to aid healthy food
purchases
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Supporting Healthy Communities through our brands and services

PARTNERSHIP F@R A

HEALTHIER,
AMERICA

D

WHITE HOUSE
COMFEREMNCE ON

HUNGER,
NUTRITION,
& HEALTH

National programs &
platforms involvement



Supporting a Healthy Planet through food donations and waste
reduction

food waste supports
reduction by 2030 since 2020 sale of nearing bestbuy food enables precompetitive collaboration
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Supporting a Healthy Planet through activities in our own operations

<2 Net-zero GHG emisSIon®cross our own
operations by 2040

< Net-zero GHG emissiongcross the entire value
chain by 2050

< Investmentsin energy efficiency, refrigeration
systems, and modernizing fleets, transition from
fossil fuels and invest in renewable energy
initiatives

< Energy Star certiflecstores conserve energy and
resources

| : \ WSS has generated nearly
< GreenChillawards winnersfor refrigeration St || Ry \ \ N 32 million kWh of

electricity since 2016

systems emissions reductions and stringent store and

criteria




Supporting a Healthy Planet through pilot programs and
supplier collaboration

< Pilot programsfor regenerative
agriculture and manure management

< Low-carbon productassortment

< Supplier collaborationto learn and
grow with us



Supporting a Healthy Planet through circularity & plastic
reduction

< 3,250 MTof
virgin plastic
reduced in 2023

< US Plastics Pact elected < 1stUS retailerto
Advisory Council Membein demonstrate closedoop
addition to serving on the policy recycling on foodrade
working group flexible film

\\ PLASTICS
\-- PACT"

28
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