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global sets direction, strategy and 
targets and supports regions and 
brands on implementation

03
solutions
Solutions I see are in 

collaboration and make 

sure we have local 

implementation plans to 

achieve our global goals

our regions and great local brands 
are responsible for their own 
operations and localize strategy and 
approach where needed to ensure it 
fits their market and consumers

Partnerships like W23 and the 
Consumer Goods Forum show 
collaboration in our industry 
to improve heatlh and sustainability 
in our industry
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our purpose

inspiring everyone to eat and live 
better, for a healthier future for 
people and planet

our vision

together, we are your trusted local 
food retailer

our values teamwork
care
humor

integrity
courage
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experiences
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healthy 
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planet

we have 6 strategic priorities 
across different dimensions of our business, to support our vision for the company by 2030 

We translate our passion for food into healthy, 
fresh and affordable products that are accessible 
for our customers

We create a caring place to work inspiring 
growth and collaboration, where everyone is 
heard, valued and finds purpose in serving our 
communities

We lead the transition to a healthy and 
sustainable food systemand create a brighter 
future for our communities

We serve our ŎǳǎǘƻƳŜǊΩǎ ƭƛŦŜ ƴŜŜŘǎ through 
our core, and an expanding ecosystem of 
integrated products, services, channels and 
data

We use technology & data,we save for our 
customers every day and we leverage scaleto 
become the most operationally efficient in 
our industry

We drive further growth by building profitable 
complementary businesses, managing our 
portfolio and innovating to support our 
customers*of tomorrow



inspiring everyone to eat and live better

healthier communities and planet plan

healthy 
communities

customers & 
communities
inspire our customers and 
communities to engage in 
positive habits

assortment
offer the right assortment

associates
support our associates to be 
ambassadors for our mission 
andto eat and live better

climate
accelerate value chain decarbonization 

nature
protect nature and biodiversity

circularity
scale circular models for packaging and unsold 

food 

healthy 
planet



Ahold Delhaize

is a family of great local brands

global sets 
direction 

are responsible for their own 
operations and localize 
strategy and approach where 
needed to ensure it fits their 
market and consumers

our regions 
and great 
local brands 

strategy and targets and 
supports regions and 
brands on implementation



circularitynatureclimatehealth

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

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)

HealthierChoices
52.3% of total own brand food
sales from healthy products by 2025.

Aim to have customer-focused 
nutritional navigation systems at all 
brands by 2025.

PlasticWaste
Reduce virgin plastic in own-brand 
packaging by 5% by 2025 (as 
compared to the 2021 baseline).

25% of total own-brand plastic 
packaging made from post-consumer 
recycled content.

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

Critical Commodities
No deforestation and 
landconversion through 
sustainable sourcing of soy, palm 
oil, cocoa, coffee, tea and wood 
fiber for our own-brand products 
by 2025.

100% of own-brand seafood 
products certified

100% of Own Brand non-food 
paper and wood products 
certified sustainable against an 
accepted standard

climate: own operations targets are validated by SBTi. Supply chain targets are submitted toSBTibut pending validation
nature:We utilize certification to mitigate risks connected to these commodities, andare aiming to have 100% of the listed commodities certified against Ahold Delhaize-approved standards by 2025.
nature:Lƴ нлноΣ ǿŜ ǎǘŀǊǘŜŘ ǘƻ ǇǊŜǇŀǊŜ ŦƻǊ ǘƘŜ 9¦Ωǎ ƴŜǿ 5ŜŦƻǊŜǎǘŀǘƛƻƴ wŜƎǳƭŀǘƛƻƴ ό9¦5wύΣ ƛƴŎƭǳŘƛƴƎ ōȅ ƳŀǇǇƛƴƎ ǎǳǇǇƭȅ ŎƘŀƛƴǎ ŀƴŘ ŜƴƎŀƎingwith key suppliers. This work will continue into 2024



enabling the transition to a

data & 
innovation

customer
behavior

organization
structure

funding

mindsets, 
knowledge 

& skills

healthier future 
for people and 

planet
partnerships



creating a culture 

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

grounded in goodness executive programme 
4 days (in person)

supervisory board leadership education 3 
modules (hybrid)

Context, Business Strategy & Purpose

Supervisory Board Duties

Leadership & Governance

Systems change, pressures & trends

The business case, mitigating risks and seizing 
opportunities

Dilemmas, Goals, Values and Messaging

key programme themes key programme themes



04
how we measure 

success

ESG Benchmarks Sustainability Bonds

2023 Performance Achievements of our 
local brands

Å 35%reductionin absolute 
GHGemissionsScope 1 & 2 
compared to 2018 baseline

Å 37%reductionin food waste 
compared to 2016 baseline

Å 54.8% ofhealthyown-brand sales
Å 10%reductionvirginown brand 

primary plasticpackaging 
compared to 2021 baseline

Å SustainabilityBond ς2019
Å SLB, 2021,2024
Å Green Bond 2023, 2024
Å Sustainability-Linked Revolving 

Credit Facility2020
Å Sustainability-LinkedCommercial 

Paper Program,September 2023
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Getting to know Ahold Delhaize USA

25%of ADUSA shoppers have the 
strongest attitudes, most knowledge

and most frequently act, over-indexing 
against the total US population.

79%of ADUSA shoppers say acting 

sustainably is important and32%
say they buy sustainable products, 

cost and availability contribute to the 
value-action gap. 

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

only 26%can identify a 
sustainable product. 

HartmanSustainability study 2023
IPSOS community study April 2023 тADUSA shoppers

83 million customer trips per month

$58 billion+ US sales in 2023

Top 10US sustainable grocer

5 brands

2,040+ stores

19 states where brands operate 
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вċŰĬШőŸƽШƽĲШċƓƓƖŸċĦőШőĲċũƣőШѼШƚƨƚƣċŔŰċĤŔũŔƣǃШŔŰШƣőĲШĲƻŸũƻŔŰŊШ
US landscape 

Governance

Cross functional workstreams and
dedicated brand resources

NGOs Regulatory Environment

ADUSA CSO
Now in place and on the 

US Leadership Team

Strategic partnerships 
advance ambitions while 

providing credibility & 
accountability

Fragmented Regulations
Lack of federal regulation leads 
to patchwork of state and local 

recycling laws

Emerging Health Regulations
Federal Food & Drug Administration 
(FDA) definitions for "healthy" and 

front-of-pack "high in" label

Federal Climate Rules
US SEC paused implementation 

of Sc 1,2 disclosure; Sc 3 
remains unmandated
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National programs & 
platforms involvement

Supporting Healthy Communities through our brands and services

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

3rd party funding to aid healthy food 
purchases
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Supporting a Healthy Planet through food donations and waste 
reduction

50% food waste 
reduction by 2030

10x20x30 + US Food Waste Pact
enables precompetitive collaboration

Flashfood App supports 
sale of nearing best-buy food

1bn meals donated
since 2020



26

Supporting a Healthy Planet through activities in our own operations

Net-zero GHG emissionsacross our own 
operations by 2040

Net-zero GHG emissionsacross the entire value 
chain by 2050 

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

Energy Star certifiedstores conserve energy and 
resources

GreenChillawards winners for refrigeration 
systems emissions reductions and stringent store 
criteria

ÉƣŸƓШѼШÉőŸƓќƚШ
anaerobic digester
has generated nearly 
32 million kWh of 
electricity since 2016 
and 4+ million kWh 
generated in 2023. 
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Supporting a Healthy Planet through pilot programs and 
supplier collaboration 

Pilot programs for regenerative 
agriculture and manure management

Low-carbon product assortment

Supplier collaboration to learn and 
grow with us
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Supporting a Healthy Planet through circularity & plastic 
reduction

US Plastics Pact elected 
Advisory Council Member in 
addition to serving on the policy 
working group

3,250 MT of 
virgin plastic 
reduced in 2023

1st US retailer to 
demonstrate closed-loop 
recycling on food-grade 
flexible film 



Inspiring everyone to eat and 
live better, for a healthier 

future for people and planet



Health & Sustainability Albert Heijn
22nd of May 2024 
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