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This communication includes forward-looking statements. All statements other than statements of historical facts may be forward-looking statements.Words such as will, reach, goal, 2020, 

continue(s)/(d), full year, increasing, target, expected, second half of 2020, 2030, 2H20, impact(ed), tentative, improves, reduces, Q3, expectation, outlook, uncertainty, 53rd week, 53-week basis, 

contingent upon or remains, or other similar words or expressions are typically used to identify forward-looking statements.

Forward-looking statements are subject to risks, uncertainties and other factors that are difficult to predict and that may cause actual results of Koninklijke!ƘƻƭŘ 5ŜƭƘŀƛȊŜ bΦ±Φ όǘƘŜ ά/ƻƳǇŀƴȅέύ ǘƻ 

differ materially from future results expressed or implied by such forward-looking statements. Such factors include, but are notƭƛƳƛǘŜŘ ǘƻΣ Ǌƛǎƪǎ ǊŜƭŀǘƛƴƎ ǘƻ ǘƘŜ /ƻƳǇŀƴȅΩǎ ƛƴŀōƛƭƛǘȅ ǘƻ ǎǳŎŎŜǎǎŦǳƭƭȅ 

implement its strategy, manage the growth of its business or realize the anticipated benefits of acquisitions; risks relatingto competition and pressure on profit margins in the food retail industry; the 

impact of economic conditions on consumer spending; turbulence in the global capital markets; natural disasters, pandemics and geopolitical events; climate change, raw material scarcity and human 

ǊƛƎƘǘǎ ŘŜǾŜƭƻǇƳŜƴǘǎ ƛƴ ǘƘŜ ǎǳǇǇƭȅ ŎƘŀƛƴΤ ŘƛǎǊǳǇǘƛƻƴ ƻŦ ƻǇŜǊŀǘƛƻƴǎ ŀƴŘ ƻǘƘŜǊ ŦŀŎǘƻǊǎ ƴŜƎŀǘƛǾŜƭȅ ŀŦŦŜŎǘƛƴƎ ǘƘŜ /ƻƳǇŀƴȅΩǎ ǎǳǇǇƭƛersΤ ǘƘŜ ǳƴǎǳŎŎŜǎǎŦǳƭ ƻǇŜǊŀǘƛƻƴ ƻŦ ǘƘŜ /ƻƳǇŀƴȅΩǎ ŦǊŀƴŎƘƛǎŜŘ ŀƴŘ 

affiliated stores; changes in supplier terms and inability to pass on costs to prices; risks related to corporate responsibility and sustainable retailing; food safety issues resulting in product liability 

claims and adverse publicity; environmental liabilities associated with the properties that the Company owns or leases; competit ive labor markets, changes in labor conditions and labor disruptions; 

ƛƴŎǊŜŀǎŜǎ ƛƴ Ŏƻǎǘǎ ŀǎǎƻŎƛŀǘŜŘ ǿƛǘƘ ǘƘŜ /ƻƳǇŀƴȅΩǎ ŘŜŦƛƴŜŘ ōŜƴŜŦƛǘ ǇŜƴǎƛƻƴ ǇƭŀƴǎΤ ǘƘŜ ŦŀƛƭǳǊŜ ƻǊ ōǊŜŀŎƘ ƻŦ ǎŜŎǳǊƛǘȅ ƻŦ L¢ ǎȅǎǘŜms;ǘƘŜ /ƻƳǇŀƴȅΩǎ ƛƴŀōƛƭƛǘȅ ǘƻ ǎǳŎŎŜǎǎŦǳƭƭȅ ŎƻƳǇƭŜǘŜ ŘƛǾŜǎǘƛǘǳǊŜǎ ŀƴŘ ǘƘŜ 

effect of contingent liabilities arising from completed divestitures; antitrust and similar legislation; unexpected outcomes in ǘƘŜ /ƻƳǇŀƴȅΩǎ ƭŜƎŀƭ ǇǊƻŎŜŜŘƛƴƎǎΤ ŀŘŘƛǘƛƻƴŀƭ ŜȄǇŜƴǎŜǎ ƻǊ ŎŀǇƛǘŀƭ 

expenditures associated with compliance with federal, regional, state and local laws and regulations; unexpected outcomes with rŜǎǇŜŎǘ ǘƻ ǘŀȄ ŀǳŘƛǘǎΤ ǘƘŜ ƛƳǇŀŎǘ ƻŦ ǘƘŜ /ƻƳǇŀƴȅΩǎ ƻǳǘǎǘŀƴŘƛƴƎ 

ŦƛƴŀƴŎƛŀƭ ŘŜōǘΤ ǘƘŜ /ƻƳǇŀƴȅΩǎ ŀōƛƭƛǘȅ ǘƻ ƎŜƴŜǊŀǘŜ ǇƻǎƛǘƛǾŜ ŎŀǎƘ ŦƭƻǿǎΤ ŦƭǳŎǘǳŀǘƛƻƴ ƛƴ ƛƴǘŜǊŜǎǘ ǊŀǘŜǎΤ ǘƘŜ ŎƘŀƴƎŜ ƛƴ ǊŜŦŜǊŜƴŎŜinǘŜǊŜǎǘ ǊŀǘŜΤ ǘƘŜ ƛƳǇŀŎǘ ƻŦ ŘƻǿƴƎǊŀŘŜǎ ƻŦ ǘƘŜ /ƻƳǇŀƴȅΩǎ ŎǊŜŘƛǘ ǊŀǘƛƴƎǎ ŀƴŘ 

ǘƘŜ ŀǎǎƻŎƛŀǘŜŘ ƛƴŎǊŜŀǎŜ ƛƴ ǘƘŜ /ƻƳǇŀƴȅΩǎ Ŏƻǎǘ ƻŦ ōƻǊǊƻǿƛƴƎΤ ŜȄŎƘŀƴƎŜ ǊŀǘŜ ŦƭǳŎǘǳŀǘƛƻƴǎΤ ƛƴƘŜǊŜƴǘ ƭƛƳƛǘŀǘƛƻƴǎ ƛƴ ǘƘŜ /ƻƳǇŀƴȅΩǎcontrol systems; changes in accounting standards; adverse results 

ŀǊƛǎƛƴƎ ŦǊƻƳ ǘƘŜ /ƻƳǇŀƴȅΩǎ ŎƭŀƛƳǎ ŀƎŀƛƴǎǘ ƛǘǎ ǎŜƭŦ-ƛƴǎǳǊŀƴŎŜ ǇǊƻƎǊŀƳΤ ǘƘŜ /ƻƳǇŀƴȅΩǎ ƛƴŀōƛƭƛǘȅ ǘƻ ƭƻŎŀǘŜ ŀǇǇǊƻǇǊƛŀǘŜ ǊŜŀƭ ŜǎǘŀǘŜ or enter into real estate leases on commercially acceptable terms and 

ƻǘƘŜǊ ŦŀŎǘƻǊǎ ŘƛǎŎǳǎǎŜŘ ƛƴ ǘƘŜ /ƻƳǇŀƴȅΩǎ ǇǳōƭƛŎ ŦƛƭƛƴƎǎ ŀƴŘ ƻǘƘŜǊ ŘƛǎŎƭƻǎǳǊŜǎΦ 

Forward-ƭƻƻƪƛƴƎ ǎǘŀǘŜƳŜƴǘǎ ǊŜŦƭŜŎǘ ǘƘŜ ŎǳǊǊŜƴǘ ǾƛŜǿǎ ƻŦ ǘƘŜ /ƻƳǇŀƴȅΩǎ ƳŀƴŀƎŜƳŜƴǘ ŀƴŘ ŀǎǎǳƳǇǘƛƻƴǎ ōŀǎŜŘ ƻƴ ƛƴŦƻǊƳŀǘƛƻƴ ŎǳǊǊŜƴǘƭȅ ŀǾŀƛƭŀōƭŜ ǘƻ ǘƘŜ /ƻƳǇŀƴȅΩǎ ƳŀƴŀƎŜƳŜƴǘΦ CƻǊǿŀǊŘ-looking 

statements speak only as of the date they are made, and the Company does not assume any obligation to update such statements,except as required by law.

Cautionary notice
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Highlights
Frans Muller
President & CEO
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Strong results continued in Q2 largely driven by COVID-19

Å bŜǘ ǎŀƭŜǎ ǿŜǊŜ ϵ19.1 billion, up 17.1%; up 15.9% at constant exchange rates

Å U.S. and Europe comp sales growth excluding gas in Q2 were up 20.6% and 10.2%, respectively 

Å Net consumer online sales grew 77.6% in Q2 at constant exchange rates; Ahold Delhaize will 
reach ϵт ōƛƭƭƛƻƴ ƴŜǘ ŎƻƴǎǳƳŜǊ ƻƴƭƛƴŜ ǎŀƭŜǎ Ǝƻŀƭ ƛƴ нлнлΣ ƛǎ ŀ ȅŜŀǊ ŀƘŜŀŘ ƻŦ Ǉƭŀƴ 

Å Underlying operating margin was 5.3% in Q2, up 1.7
1

percentage points from the prior year

Å Diluted EPS ƻŦ ϵ лΦср ƛƴ vнΤ ŘƛƭǳǘŜŘ ǳƴŘŜǊƭȅƛƴƎ 9t{ ƻŦ ϵ лΦсрΣ ǳǇ утΦф҈ 

Å нлнл LƴǘŜǊƛƳ ŘƛǾƛŘŜƴŘ ƻŦ ϵлΦрлΣ ǳǇ ст҈ ŀƴŘ ōŀǎŜŘ ƻƴ пл҈ ƻŦ мIнл ǳƴŘŜǊƭȅƛƴƎ ƛƴŎƻƳŜ ǇŜǊ ǎƘŀǊŜ
2

1
At constant exchange rates

2
From continuing operations
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Large investments made in health and safety measures, improving omnichannel & digital capabilities and in-stock levels

Continued progress through the COVID-19 crisis 

Significant COVID-19 
Investments 

Enhancing Omnichannel 
& Digital Capabilities  Improving in-stock levels 

ÅCOVID-19 costs of ~ú330 million in 
1H20, with Ϥϵнсл Ƴƛƭƭƛƻƴ vн 

ÅIncludes additional safety 
measures, enhanced associate pay 
and benefits, and significant 
charitable donations to support 
local communities

ÅHired over 45,000 associates 
globally in Q2; nearly 69,000 hired 
in 1H20

ÅOver 70% increase in U.S. online grocery 
capacity expected in 2020 

Å40% capacity increase for online grocery 
orders at Albert Heijn

ÅOpening four new Stop & Shop 
warerooms in 2020 

ÅAccelerating U.S. Click & Collect rollout

ÅSame day delivery offered to 600+ more 
stores at Food Lion and Stop & Shop 

ÅBol.com to open a fulfillment center 
before year-end 

ÅContinuing to work proactively with  
suppliers to improve in-stock levels 

ÅBack to normal in-stock levels in 
Europe and improved in-stock levels 
in the U.S.  

ÅU.S. continues to face industry 
constraints in certain categories
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Highlights: United States

Å127% online sales growth in Q2; raising full year target to over 75% US 
online sales growth (from 30%+ initially) in 2020  

Å765 Click & Collect points at the end of Q2 (up from 707 in Q1), increasing 
target to over 1,100 points in 2020 

ÅFood Lion was our fastest growing brand and achieved its 31st consecutive 
quarter of positive comparable sales

ÅAgreed to acquire 62 stores from Southeastern Grocers, which will be 
converted to Food Lion

ÅRe-imagine Stop & Shop stores continued to outperform in Q2. Over 20 Stop 
& Shop remodels expected in the second half of 2020

2

3
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Highlights:  Europe

ÅGained market share in Q2 in both The Netherlands and Belgium; 
maintained share in CSE

Å63.9% net consumer online sales growth in Q2

ÅBol.com net consumer online sales growth of 65% in Q2 and added over 
4,400 Bol.com merchant partners to the platform, bringing the total to 
nearly 34,000 merchants; third party sales grew by +107% in Q2 

ÅIncreasing online delivery capacity at Albert Heijn, by opening a new home 
delivery fulfillment center at Oosterhout; additional capacity coming in Q3

ÅAlbert Heijnlaunched home delivery service in Belgium 

ÅGreece and Romania to open their first home delivery fulfillment centers in 
the second half of 2020

1
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Highlights:  Health & Sustainability 

ÅPublication of inaugural Human Rights Report

ÅIssued first Sustainability Bond Report; full proceeds used to invest in 
sustainable products, reduce climate impact and promote healthier eating

ÅAnnounced science-based targets for 2030 to halve carbon emissions from 
operations and reduce value chain emissions in coming decade

ÅSupporter of the FSB Task Force on Climate-related Financial Disclosures 
(TFCD)

ÅFood Lion received its 19th consecutive Energy Star Partner of the Year award 
and the Sustained Excellence award for 17th consecutive years; received this 
honor more than any other company

ÅADUSA brands adopted new sustainability policies bolstering GMO product 
labeling and animal welfare 

1
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Financial Results
Natalie Knight
CFO
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