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LOCAL
MATTERS

We have lots of stories

We feature key stories about our local impact

o o . th t , ted by other local
Ahold Delhaize is a family of great B S S T S
. Mo Annual Report - you'll find even more online

|0CC]| bI'CIndS SeI‘VIng mI"IOhS Of where you see this:

customers every day.

I,
7& www.aholddelhaize.com

Our brands understand and serve
the unique needs of local customers
and communities while benefiting
from the economies of scale and
efficiencies of a global business.
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On the road to lower-emission supply chains_

"_jl ]E

Albert Heijn’s goal is to achieve net-zero
emissions in 2050, in line with the targets we
shared in our updated 2023 Climate Plan. The
brand has decreased the footprint of its own
business operations (scope 1 and 2
emissions) by 87.5% since 2018, mainly by
switching to 100% Dutch wind energy. Albert
Heijn actively tries to avoid and reduce the
remaining emissions and, in the meantime,
has compensated for them since 2021. To
reduce scope 3 emissions in logistics, the
brand is taking further steps, together with its
transport partners.

As of 2023, Albert Heijn and its partners made
transport in the center of four major-Dutch
cities — The Hague, Rotterdam, Amsterdam
and Utrecht — 100% emissions-free: This

means quieter and cleaner neighborhoods for -

. customers and local resndents

Ahold Delh

GOVERNANCE

Albert Heijn’s goal for
greenhouse gas (GHG)-
emissions reduction by
2030 (scope 3)

ollébaratioh matters

|

PERFORMANCE
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Supply chain innovations are helplng our brands &
_enhance the shopping experience for /
customers. For example, Albert Heijn opened an y
innovative new Home Shop Center (HSC) that
processes up to 45,000 orders weekly, assisted
by 300 robots with 45,000 bins. The sustainable
facility has a gas-free infrastructure, more than
5,400 solar panels and energy-efficient solutions > Z - i
— earning it BREEAM Very Good certification. 3

DELHAIZE SERBIADOO.

MAXI opened the first warehouse for online AZESEROAD
L ‘“uﬂﬂ
AR 0GR

food distribution in Serbia in 2023. This
6,700-square-meter HSC is equipped with
advanced technology to ensure fast and

- reliable deliveries from Maxi Online.

4 million '

Albert Heijn app users .
served by its new HSC

Supportlng a seamless omnicha Iﬁl / -

APPENDIX
[
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Caring matters

Supporting associates through
transformative moments in their lives

Our Life Events Framework (LEF) brings
together all that we do to continuously support

associates during important moments in their s ; - -
: P SN : upporting associates
lives. Whether it |§ childbirth, moving house, during important and '
bereavement, retirement — whatever the impactful moments of
moment — associates look to us for their lives demonstrates
understanding and support. Our new Gender truly that you care about
Transition policy, now live in all our Dutch Kour F:Eop!e:tnld thlctfyou
brands, is one example of our LEF, and ave the right levet o

1 . courage as a company to
contrlbqtes to amore welcoming and drive change. It creates
supportive environment for all. We want to an environment that is
ensure associates feel cared for during this inclusive and supportive
life-changing time and have the opportunity of people’s well-being.

to take paid leave and receive support from
their managers during their transitions.

Frits Kesting
Privacy Counsel
Ahold Delhaize

-
!
.

LOCAL
MATTERS

”~
See our website o
for more information.

d Delhaize Annual Report 2023
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Local incentives

Helping customers make more
sustainable purchases

We aim to help customers understand the
impact of their buying decisions and nudge
them towards healthier and more sustainable
purchases. Albert in the Czech Republic

and Delhaize Belgium leverage loyalty
programs to promote healthy and sustainable
options. The My Albert app gives customers
credits for purchasing Nature’s Promise —
Albert's own-brand line offering 370

products, 200 of them organic — and other
organic and plant-based options.

Delhaize’s SuperPlus program offers a
10% discount on fresh products with Nutri-
Score A or B. And they're taking it up a
notch with promo-boost deeper discounts
and personalized e-deals, making it even
easier to make healthy choices.

~ Ahold Delhaiz

o

LOCAL
MATTERS | e
; !
sepp—
See our website -
. for_r:r?ore information.

—p?

; ey o . o) ——
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&

8 week

Albert ran two one-month
campaigns in 2023 offering
hundreds of organic

products at regular prices.
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- Demonstrating its commitment to ey i S
sustainability, Hannaford Supermarkets and ;
the Hannaford Charitable Foundation ' $3 501000
donated $350,000 to The Ecology School in =
Saco, Maine, to support a 200-acre land Hannaford’s donation
acquisition and an expansion of the school’s to support local efforts
AgroEcology for Resilient Communities towards sustainable
Project. This project reimagines agriculture food systems
and fosters a climate-positive future through
education about sustainable food systems.

The Ecology School is an environmental
learning and living center that provides
immersive education for students, schools
and community groups. With the newly
acquired land, the school will enhance a
variety of hands-on learning opportunities,
focusing on sustainable and eco-friendly
farming practices.

'iAhoId Delhaize Annual Report 2023
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GROUP HIGHLIGHTS

NET SALES'

2022: €87.0bn
(+3.8% at constant rates)

NET CONSUMER ONLINE SALES
N 4,83

2022: €11.3bn
(+5.9% at constant rates)

FREE CASH FLOW?

A 0.2bn

2022: €2.2bn

DIVIDEND PER COMMON SHARE

N €0.05

2022: €1.05
(43% of net profit)

GOVERNANCE

€66.3bn
€74.7bn
€75.6bn
€87.0bn

€88.6bn

€10.4bn
€11.3bn

€11.9bn

1 Ahold Delhaize’s 2019, 2021, 2022 and 2023 fiscal year consisted of 52 weeks, while 2020 consisted of 53 weeks.
2 In 2023, after €2.4 billion cash capital expenditure (2022: after €2.5 billion cash capital expenditure).

3 The reduction is measured against the restated 2016 baseline: 4.99 t/€ million. See ESG statements for more information.
4 The 2022 number was restated; see ESG statements for more information.

PERFORMANCE

NET INCOME
V (26.4)3

2022: €2.5bn

UNDERLYING OPERATING

INCOME
V (3.3)3

2022: €3.7bn

UNDERLYING OPERATING
INCOME MARGIN

Vv (O.2)pp

2022: 4.3%

DILUTED INCOME PER SHARE
FROM CONTINUING OPERATIONS

V (23.7)3

2022: €2.54

DILUTED UNDERLYING
INCOME PER SHARE FROM
CONTINUING OPERATIONS

V (0.4)3

2022: €2.55

5 The reduction is measured against the restated 2018 baseline: 4,095 thousand tonnes CO,-equivalent emissions. See ESG statements for more information.

Ahold Delhaize Annual Report 2023
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OWN-BRAND FOOD SALES
FROM HEALTHY PRODUCTS

54.83 0.4 PP

2022: 54.4%

REDUCTION IN FOOD WASTE
(T/€ MILLION)®

373 2 pp

2022: 34%
2023: 3.17 t/€ million

REDUCTION IN ABSOLUTE
CO,-EQUIVALENT EMISSIONS
(SCOPE | AND 9)*°

o N\
353 5pp
2022: 29%
2023: 2,679 kt

ASSOCIATE ENGAGEMENT

782 Y lpp

2022: 79%
Industry benchmark: 78%

MSCI INDEX

AAA A l rating




MESSAGE FROM OUR CEO

Making a difference locally

GOVERNANCE

FRANS MULLER, PRESIDENT AND CEO OF AHOLD DELHAIZE

Frans Muller shares a message about how being a family
of great local brands enabled us to continue to meet the
needs of customers, communities, associates, partners
and shareholders during another challenging year.

Dear readers,

Our stores and associates are at the center of their
communities, which means they are also directly
impacted by the ups and downs of whatever is
happening in society. | was reminded of this last
fall, while visiting one of The GIANT Company’s
stores in Philadelphia, as Store Manager Jessica
Fischer shared with me the highlights of her work.
These included coaching her team to serve every
customer well, offering good value for money and
making people feel at home. A center store display
with great products from local entrepreneurs
certainly helped! She also shared her challenges —
in particular, about how running a store in this day
and age also means that the team is coping with
the need to increasingly support customers and
communities during difficult times, and dealing with
issues like organized retail theft.

Ahold Delhaize Annual Report 2023

We had to tackle many such challenges during a
year characterized by constant change: including
war, political and social unrest, inflation, natural
disasters and increasing polarization in society.
Let me start by saying I'm very proud as | reflect
on the remarkable achievements by associates
throughout 2023. In the face of adversity, teams
across all the brands showed unwavering
resilience and agility, adapting to the evolving
landscape and consistently going above and
beyond to assist customers and communities in
navigating these complex times.

Helping customers manage

their budgets

Our brands worked hard to provide the relevant,
convenient “shop anytime, anywhere” experience
we pledge to offer — and customers expect.

One key focus area during this period of high
inflation was helping customers manage their
household budgets. Our brands did this by
keeping prices as low as possible, expanding
own-brand assortments of affordable and healthy
products and offering more promotions and
inspiration to make budget-friendly meals.

PERFORMANCE
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Our local brands also leveraged their digital
capabilities to provide customers with highly
personalized discounts tailored to their needs.
Our sourcing teams in Europe continued to gain
efficiencies by sourcing and developing own-
brand products together. We left no stone
unturned and significantly exceeded our Save for
Our Customers goal, generating over €1.25 billion
in cost savings, which is over €250 million more
than we had originally planned. This enabled the
brands to keep prices as low as possible for
customers. We also joined retail alliance
EURELEC, which negotiates with large
international suppliers to help tackle purchase
price differences between European markets.

Transforming the company

for the future

During these volatile times, Ahold Delhaize and
our great local brands not only adapted to change
to serve customers today, but took key steps to
simplify our business for the future. These
included making important — and sometimes
difficult — strategic and operational decisions
aimed at sustainable, long-term value creation.

For example, we continued to invest in our local
brand strategy. This year, we agreed to acquire
Romanian supermarket chain Profi Rom Food
SRL (Profi), subject to regulatory approval. This
will more than double the size of our business in
Romania, expanding our existing footprint there to
better serve both urban and rural areas and allow
Profi and Mega Image to more effectively serve
customers and drive sales growth and profitability.

In Belgium, the Delhaize team continued to make
strong progress in executing their plan to simplify
the organization by bringing all Delhaize stores
under one business model, with affiliated stores
only. Delhaize is well on its way to completing the
transition to independent entrepreneurs. This plan
is helping the brand strengthen its position in the
competitive Belgian market and build deeper
connections to local customers and communities.

Ahold Delhaize Annual Report 2023
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Meeting our financial goals

All of this hard work helped our brands maintain
customers’ trust and loyalty, which was reflected
in increasing market shares. Looking to our
results, we met all of our key financial goals for
the year. For example, our free cash flow was
€2.4 billion, finishing at the higher end of our
guidance range, reflecting growth in net cash
flows from our operating activities.

Our CapEx goal for 2023 was to invest €2.5 billion
in areas such as store remodeling, including
innovations and improvements to support our
ESG agenda. And we continued to modernize our
infrastructure. This also has a trickle-down effect
in the local economies — for example, when we
build a new Home Shop Center (HSC), remodel a
store, or develop new features in our apps, it
creates work for construction companies,
painters, and logistics and IT companies. And as
we pursue our ESG strategy, it generates
business for companies providing electric
transportation, environmentally friendly
refrigerants and Al technology, to name a few.

Key developments in our strategy
Our strategy has four pillars that guide our work
and determine where we invest. | want to share
some highlights from the year that stood out to
me, but, of course, this Annual Report will give
you all the details.

Driving omnichannel growth

We firmly believe our strength lies in the seamless
mix of in-store and online shopping: our
omnichannel strategy. In 2023, we continued to
drive omnichannel growth and invest in our
omnichannel ecosystems, which offer customers
the flexibility of shopping whenever and however
they want. As an example, Food Lion continued to
elevate its fleet of stores to our best-in-class
omnichannel format. In 2023 alone, the brand
remodeled more than 10% of its store fleet. These
investments are creating a better shopping
experience for customers and more sustainable

PERFORMANCE

operations. In the Netherlands, bol showed a
resilient performance. In a tougher online e-
commerce market, it continued to gain market
share and strongly increased its value-added
services, such as advertising and logistics.

As customers’ shopping preferences evolve in the
U.S., we concluded that we need to orient our
online fulfilment capabilities towards more
efficient, less asset-intense same-day delivery
models, such as click-and-collect and pick-from-
store order fulfillment. To achieve this, we
determined it was best to close the U.S. Jersey
City, New Jersey, and Hanover, Maryland,
fulfilment centers, and made the difficult decision
to divest our FreshDirect brand.

Elevating healthy and sustainable
Even in the face of economic pressures and other
challenges, we continued to advance our health
and sustainability agenda. We achieved a triple A
rating from MSCI in August, an important
benchmark for investors, indicating Ahold
Delhaize is an industry leader in managing the
most significant ESG challenges and
opportunities. Another significant milestone was
bol’s B Corp certification. We are proud that an e-
commerce platform of its size has been able to
achieve this, and excited that Albert Heijn is
working toward joining them.

Local teams across our brands focused on
reducing energy consumption, refrigerant leakage
and transport in their own operations; partnering
with suppliers to support and incentivize
sustainable change; and investing in sustainable
agriculture. We also saw improved performance
on our food waste reduction targets.

You can learn more about our performance this
year in our Environmental, social and governance
section, which we’ve expanded with more details,
including a new overview of the UN Sustainable
Development Goals and how we’re striving to
help fulfill them and details about our journey to

APPENDIX
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comply with the Corporate Sustainability
Reporting Directive.

We understand how important it is to work
together within the supply chain to tackle the
challenges that face people and our planet today.
That is why my appointment as Co-Chair of the
Consumer Goods Forum (CGF) has been an
honor. I’'m committed to supporting the
collaboration between suppliers and retailers in
the forum to accelerate change in a number of
areas, including the challenge of net zero.
Furthermore, Ahold Delhaize published an
updated Climate Plan in 2023. It outlines the
actions we are taking and targets we have set to
help us decarbonize both our own brands’
operations and also our supply chain, in line with
the UN’s goal to limit global warming to 1.5°C.

During these volatile times,
Ahold Delhaize and our great
local brands not only adapted
to change to serve customers
today, but took key steps to
simplify our business for the
future.
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Cultivating best talent

We clearly work in a people business, built on the
relationships our colleagues develop with partners
across the supply chain, customers that shop
online and in the stores, and local communities.
This is why it is so important for us to continue to
cultivate the best talent in the industry. We
recognize the great responsibility we have as an
employer with 402 thousand associates around
the world — all our brands and businesses strive
to create workplaces where associates are
engaged and feel that their contributions are
valued and they can truly be who they are.

In 2023, we remained focused on associate well-
being and supporting mental health in an
environment of continuous change and
challenges. Our brands have started business
resource groups (BRGs) focused on well-being
and mental health, and we are training leaders to
help create a culture of psychological safety and
belonging. We are also investing in development,
to offer associates the opportunity to grow in their
careers with our brands and businesses.

All our brands and businesses
strive to create workplaces
where associates are engaged
and feel that their contributions
are valued and they can truly be
who they are.

Ahold Delhaize Annual Report 2023
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Strengthening operational

excellence

Our work on operational excellence has
positioned us well to support customers and
maintain a steady performance even in the midst
of challenging economic circumstances. Teams at
our brands work tirelessly to improve how they
operate stores, distribution centers (DCs) and
HSCs.

For example, in 2023, our brands opened new,
state-of-the-art DCs to help us provide a
seamless omnichannel offering. These included a
new, mechanized Albert Heijn HSC and the first
HSC for online food distribution in Serbia, both in
support of our European model of home delivery,
as well as a new facility in Chester, New York, to
support pick from store and click and collect at
our U.S. businesses.

In the U.S., the completion of the self-distribution
network is putting our brands fully in control of
their own operations, so they can keep costs
down and partner more closely with suppliers to
improve product availability and freshness. And
we have a similar project in Europe, where our
brands are taking learnings from the rollout of our
online proposition and HSC in the Netherlands
and implementing them in Belgium and Central
and Southeastern Europe (CSE).

We continued to invest in PRISM, our own
proprietary e-commerce platform, across the U.S.
brands. It enables us to fully own the customer
digital experience and provides a unique
opportunity for our brands to continue to learn
about customers and make changes to meet their
needs.

PERFORMANCE

Entering a phase of new momentum
As we reflect on the five years since we kicked off
our Leading Together strategy, we are taking
stock of what we have learned so far and
refreshing our priorities to adapt to changes in the
macro and competitive environment. This will
require some shifts in focus, and we are excited
to explain more about our future plans to build the
next phase of growth and value creation for our
company during our Strategy Day in May.

For 2024, while we expect the economic
backdrop to remain challenging, we do see real
opportunities for our brands to kick off a phase of
new momentum. The investments we have made
in group-wide capabilities — in areas like
technology, digital and loyalty — will pay off and be
further enhanced by the opportunities data and Al
offer.

We will elaborate more on this in May, but here
are a few things you can already count on: a
relentless focus on the customer, further
simplification of our organization to sustain
growth, and refinements to how we plan to deploy
capital to capture our biggest opportunities. With
regard to our short-term goals for 2024, we
expect a relatively consistent performance year
over year.

APPENDIX
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Our role in society

The theme of this report is “local matters” — and,
in 2023, we proved that once again. Our brands
remain intensely focused on ensuring customers
and communities have access to affordable,
sustainable and healthy products. And at the
same time, we are wholeheartedly committed to
playing our part as an industry leader to ensure
we can build a more sustainable supply chain that
is healthier for the planet. Please take the time to
dive into this Annual Report, as it contains a
wealth of examples of our work and how we view
our role in society.

On behalf of the Executive Committee, | want to
thank colleagues at all our brands, who work hard
every day to help people in their communities eat
well, save time and live better. We're grateful to
customers for their loyalty, and our partners
across the supply chain for helping us achieve our
shared goals. And we’d like to thank our
shareholders for their continued support.

Frans Muller

President and CEO
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YEAR IN REVIEW CA

SECOND QUARTER

APRIL, MAY, JUNE

FIRST QUARTER

JANUARY, FEBRUARY, MARCH

Convenient shopping

Hannaford reaches a major
e-commerce milestone with
more than 908 of the brand’s
185 stores offering Hannaford
To Go pickup and delivery.

903

o

offering Hannaford To Go
pickup and delivery

Loyalty program kudos

Food Lion, Giant Food and
Stop & Shop are named in
Newsweek's 2023 list of Best
Loyalty Programs.

Transitioning Belgian
supermarkets

Delhaize announces the intention
to align all its stores under one
operating model by transitioning
its 128 integrated Belgian
supermarkets into independent
affiliated Delhaize stores.

Expanding Better for
Nature and Farmer

Albert Heijn welcomes third
parties to its Better for Nature
and Farmer Program. By
making the program and
accompanying product label
widely accessible, and carried
by Milieu Centraal, the brand is
actively contributing to a new

food system in the Netherlands.

Inaugural Green Bond

Ahold Delhaize successfully prices its
inaugural Green Bond at €500 million.
The transaction follows three previous
ESG-labelled financings, which together
reinforce the continued alignment of our
funding strategy to our sustainability
strategy and overall ESG ambitions.

€500 MILLION

inaugural Green Bond

Supply chain changes
to support U.S. growth

The ADUSA Supply Chain
network converts its largest
yet [.2-million square foot
automation-filled distribution
center in York, Pennsylvania,
into the self-managed
network. This is part of its
three-year journey to
establish an integrated, self-
distributed supply chain to
support the U.S. brands’
omnichannel growth and
brings the total number of
network facilities to 22.

1.2 M SQFT

automation-filled distribution
center in York, Pennsylvania

The GIANT Company
turns (0O

The GIANT Company kicks off
its IOOth anniversary with
celebrations rooted in its
purpose of connecting families
for a better future and
thanking team members,
customers and communities.

00 YEARS

Helping lead the industry

Frans Muller is appointed co-
chair of CGF, where he will work
to mobilize even greater
progress among members,
focusing on key topics such as
deforestation, plastics, human
rights in the supply chain and
net zero emissions.

Providing budget-
friendly options

-'-’a e Halfway through 2023,
Vi U, Ahold Delhaize’s European
‘ brands increase their Price

; Favorites assortment to
|
=
i |
\
II
V_B *

goal to raise this by 208 in
2024.

include a total of 6,500
own-brand products at
entry-level prices, with the

B Lwve -

",
mm—

TIMELINE CONTINUES ON NEXT PAGE
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THIRD QUARTER

JULY, AUGUST, SEPTEMBER

Plant-based progress

Albert Heijn launches AH
Terra, an own-brand product
line with around 200 plant-
based products.

+200

plant-based products

Bol achieves B Corp
Certification.

Outperforming 47

expectations +

Food Lion’s remodeled additional store

¥ omnichannel stores out remodels

perform expectations,

and the brand completes

47 more store remodels.

Ahold Delhaize Ahold Delhaize

achieves an AAA announces the

MSCI ESG rating intention to
join EURELEC

The European
retail alliance joint
venture is helping
tackle prices
differences
between European
markets.

FOURTH QUARTER

OCTOBER, NOVEMBER, DECEMBER

Expanding the Romanian
business

Ahold Delhaize announces the
acquisition of Profi Rom Food SRL in
Romania.

Supporting communities

In 2023, our brands continue to go
above and beyond to serve
communities, engaging in volunteer
efforts and donating food, products and
cash to various organizations. For
example, Giant Food sets up free food
markets, packs boxes for those in need,
and supports families during the
holidays. Delhaize Serbia's "Food for All"
program reduces waste by distributing
surplus food. Food Lion's store remodels
include a mobile kitchen supporting low-
income diabetes patients.

Poised for omnichannel
growth

During the year, Albert Heijn
opens a new fully automated
HSC, Mega Image opens its
first HSC, bol opens a new
logistics center to support
distribution of its largest
products, and Delhaize

Belgium announces it will open

a new HSC in 2024.

Climate Plan update
Ahold Delhaize launches its
Climate Plan update.

Divesting FreshDirect
Ahold Delhaize USA enters
into an agreement to sell
FreshDirect.

AD Retail Media

AD Retail Media ranks fifth-
best overall U.S. retail media
network and second in omni-
channel advertising sales.
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OUR GREAT LOCAL BRANDS ©o

Ahold Delhaize is a family

of great local brands serving
millions of customers each
week in the United States,
Europe and Indonesia.

402,000 _ O= w0

associates'

_ JOINTVENTURE @ =
63 million

customers served every week,
both in stores and online

9

great local
consumer-facing JOINT VENTURE &

2,3
brands™

7 7' 6 @ The United States

@ Eurcpe
stores serving local

communities in Europe Joint Ventures
and the United States*

Total net consumer
online sales

€11.9°"

Total net sales

€88.6"

1 Excluding our joint venture brands’ associates.
2 Including our joint venture brands.

3 Including FreshDirect.

4 Excluding our joint venture brands’ stores.

Ahold Delhaize Annual Report 2023 16
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GOVERNANCE

OUR GREAT LOCAL BRANDS

The United States is our
biggest market. Our brands
operate some of the country’s
most established, innovative
and well-known omnichannel

retailers, all along the East Coast.

STORES

2.048

2022: 2,05|

PICK-UP POINTS

1,564 "

2022: 1,549

Ahold Delhaize Annual Report 2023

FOODASLION

®sToPasHOP.

The
GIANT
Company

Y Giant
Sreshdirect

Peapad

DIGITA.L LABS

v

Retail Business
- Services

A Company of Ahold Delhaize USA

N\ ADUSA
&7 SUPPLY CHAIN

PERFORMANCE

EUROPE

Our leading brands in Europe
serve customers through

store formats tailored to their
needs, including innovative online
businesses. While some have
been household names for

more than a century, they

remain ground-breaking

and forward-thinking

retailers today.

STORES

5,668 *¢°

2022: 5,608

PICK-UP POINTS

969 *°

2022: 263

®e
JOINT
VENTURES

Our joint ventures,
Super Indo in
Indonesia and
Pingo Doce in
Portugal, are
among the leading

[on

gws supermarket

> brands in their
respective
countries.

s>
albert

GallzGall

A
= BaoiAdnouios

.. K tow noudiod to yaAa!

DELHAIZE %= SERBIA

European

BUSINESS
SERVICES

"
°
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FOODA=LION

Food Lion is an omnichannel grocery
retailer committed to nourishing its
neighbors with fresh food at affordable
prices. Through its “Count on me” culture,
Food Lion fosters a sense of belonging for
all associates and customers. Its 80,000
associates are passionate about caring for
the towns and cities they serve.

Market area: Delaware, Georgia,
Kentucky, Maryland, North Carolina,
Pennsylvania, South Carolina,
Tennessee, Virginia and West Virginia

STORES
1,108

PICK-UP POINTS

664 "7

S STOP&SHOP.

Stop & Shop offers a wide assortment
focused on fresh, healthy options at a
great value. Customers can shop in-
store or online for delivery and same-
day pickup. The brand prides itself on
fighting hunger in its communities and
other incredible acts of care.

Market area: Connecticut,
Massachusetts, New Jersey, New York
and Rhode Island

PICK-UP POINTS

378"

The
G GIANT
Company

The GIANT Company is an omnichannel
retailer, serving customers through
stores, pharmacies, fuel stations, online
pick-up hubs and grocery delivery
service. The brand is changing the
customer experience, creating healthier
communities and connecting families for
a better future.

Market area: Maryland, Pennsylvania,
Virginia and West Virginia

STORES

PICK-UP POINTS

189 **

Hannaford makes it easy and
convenient to shop for great fresh food
and find healthy options, both online and
in its stores. Hannaford is in the
community, connected to local farmers
and producers and a part of its
customers’ day.

Market area: Maine, Massachusetts,
New Hampshire, New York and Vermont

Ahold Delhaize Annual Report 2023

STORES

187 2

PICK-UP POINTS

(71"

¥ Giant

Giant Food fits all the ways today’s busy
consumers want to shop — whether in-
store, via Giant Pickup or through home
delivery from Giant Delivers, with same-
day speed. At Giant, local is a
commitment, not just a label.

Market area: Delaware, District of
Columbia, Maryland and Virginia

STORES

165

PICK-UP POINTS

162

Sreshdirect

FreshDirect is a leading online grocer
committed to delivering the highest
quality, freshest food. The company
creates food experiences and drives
simple, healthy solutions to make every
day better for customers. By working
directly with growers, producers and
local food innovators, FreshDirect
provides the best in culinary exploration.
As a homegrown New York City brand,
FreshDirect is integral to the fabric of
food culture in the city."

1 As of December 6, 2023, Ahold Delhaize USA
completed the divestment of FreshDirect, and
FreshDirect is no longer part of the Ahold
Delhaize brands.

GROCERY ITEMS
DELIVERED TO
CUSTOMERS
EVERY WEEK

Im
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GOVERNANCE
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APPENDIX

®e

Peapssad

AL LABS

Peapod Digital Labs is the digital and commercial engine of
leading grocery retail group Ahold Delhaize USA. As the
innovation lab for the U.S. brands, which include Food Lion,
Giant Food, The GIANT Company, Hannaford and Stop &
Shop, Peapod Digital Labs promotes digital and e-commerce
innovation, technology and experience to meet the changing
needs of each Ahold Delhaize USA local brand’s customers,
regardless of when, where and how they choose to shop.

SUPPORT ORGANIZATION

Ahold Delhaize Annual Report 2023

Retail Business
Services

A Company of Aol Delnaize UISA

Retail Business Services, LLC (RBS), is the services
company of Ahold Delhaize USA, providing services to the
U.S. brands.lt leverages the scale of the local brands to drive
synergies and provides industry-leading expertise, insights
and analytics to support their strategies through a variety of
services, including Information Technology and Indirect
Sourcing, among others.

SUPPORT ORGANIZATION

g ADUSADISTRIBUTION
hTRANSPORThT ON

= amp = Ahold Delhalze | LUSA

ADUSA Distribution and ADUSA Transportation are the
supply chain operations companies of Ahold Delhaize
USA, providing distribution and transportation services to
one of the largest grocery retail supply chains in the nation.
ADUSA Distribution fosters a culture that inspires and
empowers associates to always deliver exceptional service
and value. The team is supporting the supply chain
network evolution to an integrated self-distribution model of
the future, serving leading omnichannel grocery brands —
Food Lion, Giant Food, The GIANT Company, Hannaford
and Stop & Shop.

SUPPORT ORGANIZATION
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Albert Heijn has evolved from a single
family-owned grocery store more than
135 years ago to a leading food tech
company today. Filling more than six
million plates daily comes with a
responsibility. That's why Albert Heijn
works every day to deliver on its
mission: “Together, we make eating
better the easy choice. For everyone.”

Market area: The Netherlands
and Belgium

STORES 40
+
1,268

PICK-UP POINTS

59

With 37 million unique products
offered, bol customers have a wide
range of choices. That's why 13.5
million Dutch and Belgians shop on its
online retail platform. Bol also works
with approximately 51,000 local
entrepreneurs who sell through its
platform.

Market area: The Netherlands
and Belgium

NUMBER OF PARTNERS
Approximately

5,000

s

Etos, the largest health and wellness
platform in the Netherlands, has been
customers’ trusted drugstore for over a
hundred years. With stores throughout
the Netherlands, there is always an
Etos nearby where qualified druggists
can offer expert advice. Etos helps its
customers to feel good — both in-store
and online.

Market area: The Netherlands

STORES

593"

Gall:Gall

Gall & Gall has been selling liquor
since 1884 and is the largest specialist
in the Netherlands. Founder Maria Gall
had a motto: “No order too large, no
order too small, no order too far.”
Although times have changed, Gall &
Gall’s passion to help and inspire
customers has remained.

Market area: The Netherlands

Ahold Delhaize Annual Report 2023

STORES

698 +25

DELHAIZE

Delhaize’s store formats — Delhaize,
AD Delhaize, Proxy Delhaize and Shop
& Go - offer a wide range, unique
experience and quality service,
including online shopping via pick-up
points and home delivery. Delhaize’s
commercial proposition focuses on
health and quality with respect for the
environment.

Market area: Belgium
and Luxembourg

STORES

818 "2

PICK-UP POINTS

120

all:%rl:

Albert offers a great omnichannel
shopping experience, with a new Fresh
urban format, supermarkets and
hypers, and the recent launch of
grocery delivery in selected cities.
Customers enjoy the My Albert loyalty
program and healthy inspiration
through popular own brands. And
Albert provides community support
through the Albert Foundation.

Market area: Czech Republic

STORES

340 *°
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OUR GREAT LOCAL BRANDS

EUROPE CONTINUED

o BaoiAonounos

...Ka1 tou noudiod to yaAa!

With a network of almost 600 stores, we
give our best to make a difference in
people’s lives. That is the reason we
have rightfully earned a place at the
table of every Greek household. Every
day, our more than 13,000 associates
provide curated and inspiring choices of
great-quality products to all customers
who care about food.

Market area: Greece

STORES

585 ¢

PICK-UP POINTS

90 *°

GOVERNANCE

MEGA IMAGE

Mega Image serves customers under
the Mega Image, Shop & Go and
Gusturi Roménesti brands, offering
fresh food, quality, healthy products and
advice and a unique assortment of own
brands. The team is passionate about a
healthy lifestyle, social causes and the
environment.

Market area: Romania

PERFORMANCE

STORES

977 +21

PICK-UP POINTS

o-

APPENDIX

JOINT VENTURES

SUPER
INDO

Super Indo is Indonesia’s leading
supermarket chain. It goes the extra
mile to maintain the freshness and
quality of its products, making healthy
food accessible and affordable
anywhere and anytime. Super Indo is
the right choice for shopping that is
always fresher, affordable and closer.

Market area: Indonesia

®e

ESTABLISHED

1997

DELHAIZE #= SERBIA

Delhaize Serbia is the largest store
chain in Serbia. With four formats —
Maxi, Mega Maxi, Shop&Go and Maxi
online — it operates supermarkets
known for their wide range, high-quality
fresh products and great prices and
promotions; modern neighborhood
stores for everyday and on-the-go
shopping; and hypermarkets for family
shopping.

Market area: Serbia

Ahold Delhaize Annual Report 2023

STORES

599 +27

PICK-UP POINTS

o-

oY% | BUSiNESS
) " | SERVICES

SUPPORT ORGANIZATION

The services company of Ahold Delhaize Europe, European
Business Services (EBS) provides professional services in
Human Resources (HR), Finance and Not-for-resale Sourcing. It
leverages scale and volume to drive synergies and provides
industry-leading expertise, insights and analytics to help the
European brands achieve their strategic goals.

Pingo Doce brings quality and
innovation, and a unique shopping
experience, because the best families
deserve the best supermarket. Its
products guarantee excellent value for
money, which strengthens the brand’s
commitment to customers.

Market area: Portugal

ESTABLISHED

1992
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OUR LEADING
TOGETHER
STRATEGY

Evolving market trends

Our Leading Together strategy
Our integrated approach

Our growth drivers

Drive omnichannel growth

Elevate healthy and sustainable
Cultivate best talent

Strengthen operational excellence
Our value creation model

Engaging with our stakeholders

We're comumilfea
= o h(lpmg you spend
fedd on groceries.

I| |I|||I|.||1 ll

L

LOCAL
MATTERS

Food Lion
United States
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GOVERNANCE

EVOLVING MARKET TRENDS

Our Leading Together
strategy continues to drive
Ahold Delhaize and our
brands as we navigate ever-
changing market trends. In
this section, we describe
some of the most relevant
trends, and what they mean
for our business. For more
details, see Our growth
drivers.

Drive
omnichannel
growth

Elevate healthy
and sustainable

\ Cultivate
best talent

Strengthen
operational
excellence

Ahold Delhaize Annual Report 2023

GROWING ECONOMIC, SOCIAL AND
POLITICAL UNCERTAINTY

Inflation, social unrest and a changing workforce
continue to pressure the food retail industry and
consumers, contributing to higher costs for
everything from products to store remodels. While
inflation seems to have peaked in 2022, prices
remain higher than pre-pandemic levels, especially
on commodities. A tight labor market and wage
inflation in the U.S. and Europe are affecting food
prices by driving wages up.

Historically low unemployment and a shortage of
in-demand skills are increasing competition
among employers to attract and retain top talent.
For example, in Europe, total compensation
packages, flexible work, and a greater emphasis
on diversity, equity and inclusion have all become
essential to a strong employer value proposition.

Organized retail theft and violence are more
frequently impacting stores and communities. In the
U.S., this has been cited as a key reason for store
closures by some maijor retail brands.

The global geopolitical situation remains
uncertain. Conflicts in Ukraine and Israel/Gaza
are having a devastating affect on human life;
disrupting global food and energy markets; and
impacting prices, product availability and supply
chains.

What it means for us

In uncertain times, our brands continue to support
communities and give aid to people in need.
Driven by the Save for Our Customers program
(see Strengthen operational excellence), we are
relentlessly focused on keeping prices as low as
possible for our customers. We are also looking at
additional measures to boost efficiency and scale,
such as moving to a 100% affiliate model in
Belgium, announcing the planned acquisition of
the Profi chain in Romania, and working on joint
sourcing initiatives, including the harmonization of
200 more products in the Benelux.

PERFORMANCE

ONGOING DIGITAL AND
OMNICHANNEL TRANSFORMATION

Retail operations and the customer experience
continued to undergo a digital transformation in
2023. Digital tools are making food shopping
faster, more personalized and more efficient.
Digital innovation is also driving the
transformation of delivery, automated operations
and digital payments.

Artificial intelligence, specifically generative Al,
has major implications, making it easier for
brands to interact with customers on social media
platforms, chat with customers online, and send
out personalized recommendations and
promotions.

Retailers remain strongly focused on omnichannel
solutions; key themes include the customer
experience, shoppable content, e-commerce
profitability, loyalty, personalization and
operational consistency. As customers continue to
turn to online shopping to satisfy their needs for
convenience and speed, we see sustained e-
commerce penetration and growth in the U.S. and
Europe.

What it means for us

Our brands are driving more engaging
omnichannel experiences for customers. See
Drive omnichannel growth for more information.
Stop & Shop is investing in an improved customer
experience in-store and online and continuing
with its successful store remodeling program.
Albert expanded its online services to two more
cities and now offers same-day delivery.

As a company, we are contributing to the
development of technology that impacts the retail
sector. For example, Ahold Delhaize hosted its
first Machine Learning Operations Conference to
share knowledge across different industries and
find new solutions to common problems.

APPENDIX

®e

We continue to contribute to the Kickstart Al
foundation, dedicated to strengthening the Dutch
data science community while tackling
commercial challenges and even food insecurity.
Albert Heijn launched Gen Al Labs in 2023, its
own Al start-up, to improve both the customer
experience and associates’ work experience.

We are also using technology to automate the
value chain. Albert Heijn’s new mechanized HSC
can rapidly collect ordered groceries and fill
crates for customers.

See Strengthen operational excellence for more
information.
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GOVERNANCE

EVOLVING MARKET TRENDS

SUSTAINED DEMAND FOR VALUE

Value for money remains a crucial driver of
consumer behavior in 2023, with 66% of
consumers in North America seeking out less-
expensive alternatives, a four-point increase from
2022. This trend is even more pronounced for
low-to-middle-income consumers. With price
inflation still at a higher-than-usual level, price-
sensitive consumers are increasingly focused on
how to cut spending without sacrificing quality.
Private-label product lines and discounters are
benefiting most from this shift, gaining significant
market share over the past two years.

What it means for us

Our local brands continue to expand their healthy,
affordable, high-quality own-brand offerings and
own-brand Price Favorites program, which makes
top-quality products available at affordable prices.
Our European brands had 6,959 own-brand Price
Favorite items at the end of the year and plan
significant growth in the near term.

Our brands also continue to develop their loyalty
programs, to provide personalized offers to
customers. The programs at Food Lion, Stop &
Shop, and Giant Food were named among
America’s Best Loyalty Programs 2023 by
Newsweek. Albert Heijn’s Bonus Card program
marked its 25-year anniversary, with a total of 41
million cards issued since it started and more than
1,300 discounts now offered per week. The
GIANT Company celebrated its 100th anniversary
by thanking customers with special sales and
promotions.

Ahold Delhaize Annual Report 2023

CONTINUED FOCUS ON HEALTH

AND SUSTAINABILITY

Consumers are increasingly interested in making
more healthy and sustainable choices. They are
more aware than ever of the links between
sustainable consumption, health and the
environment. While the cost-of-living crisis has led
to slightly lower demand for sustainable products,
nearly half of European consumers surveyed are
still willing to pay more for them."

Governments are supporting this shift as well. For
example, the European Green Deal aims to set
Europe on the path to climate neutrality by 2050,
and the EU’s Farm to Fork Strategy seeks to
make food systems more sustainable. In the U.S.,
the regulatory landscape is poised to bring in
stronger requirements by 2030 for food waste
reduction, single-use plastics and more.

In the U.S. and several European countries,
overweight and obesity rates remain a key public
health concern, according to the Organization for
Economic Co-operation and Development
(OECD), spurring many to promote healthier
eating in a number of ways. Eating healthy food is
strongly linked to better health outcomes, making
access and affordability crucial.

PERFORMANCE

What it means for us

Our brands continued to offer a fresh and healthy
assortment to our customers. Albert Heijn
launched a new line of plant-based products, AH
Terra, to expand more sustainable offerings in the
Dutch market. In the U.S., The GIANT Company
and a local health system are piloting biweekly
vouchers for fresh produce for low-income
households that struggle to get healthy and fresh
food on the table, yet are not eligible for
government support programs. See Social for
more information.

We’re also continuing to drive our ESG
transformation. Ahold Delhaize was named one of
the 10 most sustainable grocers by Progressive
Grocer, partly due to our ambitious emissions-
reduction targets. In 2023, our MSCI ESG rating
was upgraded to AAA and ISS-ESG upgraded our
rating to “Prime.” Ahold Delhaize also announced
that it successfully priced a €500 million Green
Bond, the proceeds of which will be used to
finance and re-finance environmentally friendly
assets.

Our brands show their commitment to ESG in
locally relevant ways. The Ahold Delhaize USA
brands launched a reusable plastic container
program to eliminate single-use packaging from
our U.S. supply chain. With more than 900 stores
ENERGY STAR certified, Food Lion was named
ENERGY STAR Partner of the Year for the 22nd
year. The GIANT Company partnered with Keep
Pennsylvania Beautiful to award grants to
address food waste reduction.

In Europe, bol completed its B Corp certification
and Alfa Beta won three “Green Brand Awards”
for contributions to ecological education and
green strategic planning. Mega Image achieved a
total 83% of energy usage from green energy and
Albert Heijn reached 100% emissions-free home
and store delivery in four major Dutch cities.

See Environmental for more information.

APPENDIX
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GROWTH OF COMPLEMENTARY
REVENUES

With grocery sector margins under pressure, retail
media and other sources of supplementary
revenue gained importance in 2023. The retail
media market in Europe was less than a quarter
of that in the U.S. last year. However, it is
expected to grow to €21 billion in 2025 as
European food retailers continue to invest in and
expand retail media networks to profit from
targeted advertising opportunities. In the U.S.,
grocery stores are expanding into a variety of
services beyond food retail, such as healthcare
and meal delivery partnerships. U.S. retailers are
updating their sourcing strategies, entering new
categories and using e-marketplaces to expand
their store assortments beyond what was
previously possible.

What it means for us

Ahold Delhaize grew complementary revenue by
13% in 2023 through our retail media and
consumer insights practices. This additional
revenue source keeps food prices low in an era of
persistently high inflation. To help us get there, AD
Retail Media launched a new service in the U.S.
with Citrus Ad and Epsilon that provides one
platform for buying media and measurement. We
are also focused on continuing to build out our ad
tech ecosystem.

1 IPSOS Survey December 2022 on behalf of Yara

You can find more on the macroeconomic
trends impacting our business in
Macroeconomic trends under Targets and
results.

™
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GOVERNANCE

OUR LEADING TOGETHER STRATEGY

Our Leading Together strategy
has provided a solid framework
as we continue to evolve our
business model to serve
customers’ omnichannel
shopping journeys and achieve
strong results. The core values
we share across Ahold Delhaize
guide us in our day-to-day work
and help us create healthy,
engaged and inclusive
workplaces reflective of the
communities our brands serve.

Courage

We drive change,
are open minded,
bold and
innovative

Our company’s four long-term
growth drivers have helped us to
fulfill our purpose, achieve our
vision and prepare our brands
and businesses for tomorrow.

Overall, our strategy has served
us well. As our brands look to
continue to remain relevant for
customers and deeply
embedded within communities,
we are refreshing our strategy
and priorities for the future. We
are excited to share more during

our Strategy Day in May 2024. growth

Create seamless digitally enabled
experiences with a compelling value
proposition across all shopping and

meal occasions

Ahold Delhaize Annual Report 2023

Drive omnichannel

PERFORMANCE

OUR PURPOSE

Eat well. Save time. Live better.

OUR VALUES

Care

We care for our
customers, our
colleagues, and our
communities

Teamwork

Together, we
take ownership,
collaborate
and win

Integrity

We do the right
thing and earn
customers’ trust

OUR VISION

OUR GROWTH DRIVERS

© @&

Elevate healthy
and sustainable
Provide inspiring, healthy
and affordable food options

for all and achieve our
sustainability commitments

Cultivate
best talent

Attract, develop and retain
the best talent with an engaging
associate experience that
drives high performance, inclusion
and growth

APPENDIX
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Read more on
page 26.

Humor

We are humble,
down-to-earth,
and don’t take ourselves
too seriously

Read more on
page 26.

Create the leading local food shopping experience.

Read more on
page 28.

Strengthen operational

excellence

Save for our customers,
leverage scale, and

use technology and data

to build the future
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OUR PURPOSE AND OUR VISION ®Oo

OUR PURPOSE OUR VISION

t well.
Save time.
Live better,

Leading Shopping

Not only do we want to make it easy for For some, this means healthy eating. For
people to choose a healthy, balanced diet, others, shopping more inexpensively or more
but also have access to products that are ethically. Whatever it means to our customers,
high quality, responsibly sourced - and of associates and communities, we're committed
course, delicious! to helping make it happen.

Experience
People are busy. And in this hectic world,

anything we can do to make things quicker,
smoother and easier is a good thing.

Ahold Delhaize Annual Report 2023
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We link our strategy, values and
priorities to our material ESG
topics, principal risks, underlying
KPls, targets and our contribution

to the Sustainable Development
Goals (SDGs) to get an integrated
overview of our business and
contribution to food systems

as a whole. Our KPIs and targets
for ESG topics are included in

our material topics.

We align our KPIs and
measurable targets
against our growth
drivers (long term).
@ See page |09 for an
overview of KPIs and
targets.
PRINCIPAL RISKS
A Climate and nature-related risks
B Competitive environment
c Legislative environment
b Macroeconomic and sociopolitical developments
E People
F Product safety
6 Stakeholder expectations on material topics

H Supply chain and business continuity

OUR INTEGRATED APPROACH
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OUR GROWTH DRIVERS ®e

OUR AMBITION

Customers engage with our great local brands at

many moments throughout their busy lives — we

strive to make this journey as seamless as

})\ possible. Through our omnichannel offering, our
brands aim to deliver the leading local shopping

channel N\ . . .
experience across all our online and offline
g rowth channels — one that is personalized for each

customer and provides the right offers at just the
right moment.

Our omnichannel customer value proposition outlines
seven areas that impact the customer journey:

e e /""“‘_:-\
Drive omni- ((2 D

Our brands give customers lots of ways to

() ) navigate the choices they encounter, from FRESH &
963 5.93 planning to shopping to enjoying their meals, and HEALTHY
2023 net sales from 2023 net online fulfill our purpose of helping people eat well, save
markets where our consumer sales time and live better.
brands have a#1  growth (at constant Our omnichannel customer value proposition
or #2 position rates) outlines the seven areas our brands focus on
during this customer journey. Among these are
three where our brands really stand out: fresh and |
l . 833 |8 " l m I n healthy, local and trusted, and personalized RELEVANT
offerings. ASSORTMENT LOCAL &

pick-up points by monthly active
the end of 2023 mobile app users A typical customer journey TRUSTED
While planning for their weekly shopping trip in a
custom brand app, a customer adds items from a
“favorites” list to their in-app shopping basket and
receives a personal offer for fish fillets. The app
suggests a recipe for a rice bowl and the
customer taps to add the needed ingredients to
their basket — planning a healthy dinner in | LEADING
moments. OWN

BRANDS PERSONALIZED

Pressed for time on a busy workday, the customer
places a click-and-collect order, which will be
ready for pickup when they get to the store.

During a day off, the customer stops by the store
again to browse the new assortment of own-brand
plant-based appetizers and fresh, ready-to-eat
meals, checking out quickly and seamlessly with
self-scan.

CONVENIENT

Ahold Delhaize Annual Report 2023 28
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OUR GROWTH DRIVERS

GOVERNANCE

DRIVE OMNICHANNEL GROWTH

STRATEGIC CHOICES

AND CHALLENGES
Personadlizing the customer
experience and growing
complementary revenues while

protecting data security

Today, data is a core part of food retail — it
enhances everything we do for customers. Our
omnichannel strength enables our brands to
collect valuable data across channels on a wide
range of shopping behaviors. Analyzing this data
helps our brands personalize and streamline their
digital and in-store services and generate revenue
through advertising and insights to help us power
our omnichannel ambitions.

In Europe, thanks to our strategic partnership with
Belgian adtech company Adhese, we achieved a
major milestone with the expansion of our self-
service platform to include display campaigns. Now
advertisers can set up banner campaigns directly
on the Albert Heijn website and app, monitor
performance and optimize their campaigns.

Meanwhile, in the U.S., the AD Retail Media network
launched in 2022 by Peapod Digital Labs (PDL) has
already been ranked as the fifth best overall U.S.
retail media network. In only one year, the Ahold
Delhaize USA brands — that together make up the
largest grocery retail group on the East Coast —
simplified how they engage with omnichannel
customers across their local markets. For example,
by offering shoppable content, such as ads and
recipes that let customers add products to a
shopping basket within the brands’ apps and
websites, they create a seamless shopping
experience and shorten the customer journey.

While these revenue opportunities help us grow
our businesses and enhance the shopping
experience, we must always balance these
benefits with customer expectations on how we
use their data, also taking into account ever-
evolving legislation on data privacy. Our brands

Ahold Delhaize Annual Report 2023

are committed to gathering and using customer
data in keeping with our ethical principles, and will
continue to do this while constantly working to
provide a better customer experience.

OUR PROGRESS AND FUTURE PLANS

Driving omnichannel growth is centered around
four areas:

Drive seamless omnichannel

engagement

Customers today have grown accustomed to both
online and offline channels, often combining them in
a single shopping experience. Our biggest strength
is the true omnichannel experience our brands can
provide by leveraging their local expertise along with
the scale benefits of our global footprint.

Regardless of the channel, customers expect a
seamless shopping experience. They continue to
embrace self-service technology for speed and
convenience. For example, the use of apps has
grown enormously in recent years. Our brands
work to make the omnichannel experience as
customer-friendly and efficient as possible by
fulfilling these expectations through easy-to-use
technology and a wide range of pick-up and
delivery options.

For example, PDL rolled out new native apps this
year to four of our U.S. brands: The GIANT
Company, Giant Food, Stop & Shop and Food
Lion. The new apps boost speed and
performance and offer personalized
recommendations, along with other features. They
also scaled PRISM, our proprietary e-commerce
platform, and Spectrum, our proprietary fulfillment
and picking platform, to a fourth U.S. brand and
launched pilot stores. Maxi opened its first HSC —
the first warehouse for online food distribution for
any organization in Serbia — to enable faster and
more efficient delivery of products to customers.
In the Czech Republic, Albert expanded its online
service coverage to two more cities, introduced
same-day delivery and launched a new e-

PERFORMANCE

commerce website that leverages its strong brand
heritage.

Grow e-commerce, personalization
and loyalty

Every month, millions of customers use our
brands’ websites and apps to do their shopping.
We're seeing a significant rise in online sales and
our online penetration has nearly doubled across
our regions since 2019. For this reason, we
continue to invest in e-commerce growth and
profitability, and in improving the digital customer
experience across our brands.

After an extensive review of our U.S. online
operations as part of the Accelerate initiative (See
GSO for more information), we decided to divest
our pure-play e-commerce brand, FreshDirect. By
realigning toward our core strength as an
omnichannel grocery retailer, we will leverage our
high store density, leading market share and
online presence. In this way, we believe we can
better deliver a sustainable return on investment.

We continue to expand our online delivery and
pick-up business. In the U.S., the brands now
operate 1,564 click-and-collect and pick-up
points. In Europe, at bol, gross merchandise
value (GMV) was €5.75 billion, an increase of
4.9% compared to the prior year. Bol's GMV sales
from third-party sellers increased by 5.4%, and
represented 63% of sales.

Our popular loyalty programs help us engage with
customers and provide them with personalized
offers. Delhaize Serbia’s “My Maxi” loyalty app
celebrated its one-year anniversary in 2023 and
reached one million downloads. Giant Food
introduced a pharmacy-based rewards program
that allows customers to earn loyalty points from
qualifying pharmacy purchases. The GIANT
Company increased customer engagement on its
digital platforms through a successful rollout of its
Click & Clip program, which allows customers to
digitally save coupons.
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Top image: Food Lion associate gathering
products for an online order

Bottom image: Alfa Beta associate packing
up a home delivery
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DRIVE OMNICHANNEL GROWTH

Albert Heijn continues to build My Albert Heijn
Premium, a paid subscription program that gives
customers extra benefits for an annual fee.
Approximately 950,000 customers have already
joined. My Albert Heijn Premium subscribers also
receive discounts on premium subscriptions at
two of our other brands in the Netherlands — Gall
& Gall Premium and Select from bol — creating
more synergy for Ahold Delhaize and more
benefits for customers.

Enhance our brick-and-mortar

footprint

Our brands continue to invest in new, vibrant,
modern store formats and experiences that are
powered by technology and more sustainable to
operate.

Our overall store remodeling program is moving
ahead strongly. During 2023, Stop & Shop
completed 19 remodels and, in Q4, celebrated the
grand re-openings of three renovated locations
with events that highlighted the brand’s
connection with shoppers in each local
community.

Food Lion completed omnichannel renovations in
76 stores to create a smoother shopping
experience. The brand is introducing
enhancements, including pickup and home
delivery options across all stores, energy-efficient
overhead LED lighting, refrigerated cases with
doors and self-checkout. This is in addition to
updating 53 stores acquired in Georgia and the
Carolinas. The brand has also focused on training
and developing associates to provide the best
customer experience.

Ahold Delhaize Annual Report 2023

Drive price, value and assortment
Supporting customer choice by providing easy
access to affordable and healthy food options is
at the center of the customer value proposition at
all of our great local brands. Customers are facing
intense pressure on their household budgets; in
the face of increasing price pressures, our brands
are doing their utmost to keep shopping as
affordable as possible.

Our brands have introduced more initiatives that
ensure access to healthy, quality foods. For
example, Albert Heijn expanded its Price
Favorites program to 2,000 items, including more
fruits and vegetables, and launched its AH Terra
own-brand product line with around 200 plant-
based products.

Our European brands offered a total of 6,972
everyday low-price SKUs in 2023, and aim to
increase this to 10,500 in the near term. In
Europe, our joint sourcing efforts harmonized an
additional 200 products in the Benelux and 100
products in the CSE region. Giant Food
customers made over 500,000 own-brand
redemptions through the brand’s Flexible
Rewards value program focused on eggs, milk
and other staples.

PERFORMANCE APPENDIX

Local
upgrades

Investing in the store experience

As part of a transformative omnichannel
effort, Food Lion revitalized 76 North
Carolina stores in 2023 to elevate the
customer experience.

The upgraded stores offer Food Lion

To Go service for seamless pickup and
delivery and integrate the self-checkout
kiosks that customers requested. Energy-
efficient LED lighting and doors on
refrigerated cases enhance freshness
while reducing energy costs. Food Lion is
expanding the product assortment in the
refreshed stores to include more organic,
gluten-free and plant-based items, along
with its Local Goodness program
highlighting regional products.

b See our website
for more information.

LOCAL
MATTERS

$150,000

Food Lion’s donation, made as part of
the remodel program, provides essential
resources for local uninsured, low-
income diabetes patients.

®e
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Elevate
healthy and
sustainable

54.83

of total own-brand
food sales from
healthy products
in 2023

353

o
reduction in
absolute scope 1
and 2 CO2-
equivalent
emissions in 2023
compared to our
2018 baseline®

373

o

food waste
reduction in 2023

compared to our
2016 baseline'

10.33

reduction in
primary virgin
plastic in own-
brand product
packaging
compared to our
2021 baseline®

The reduction is measured against the restated 2016
baseline: 4.99 t/€ million. See ESG statements.

The reduction is measured against the restated
2018 baseline: 4,095 thousand tonnes CO,-
equivalent emissions. See ESG statements.

The change is shown against the restated 2021
baseline of 163 thousand tonnes.
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OUR AMBITION

Our “Grounded in Goodness” approach is
centered around our belief that what is healthy
and sustainable should be accessible and
available to all. Our approach has a dual focus on
healthier people and a healthier planet, based on
the idea that the two are intrinsically linked.

We believe that if we get it right for people, we
also get it right for the planet. Acting responsibly
today is imperative to securing a better tomorrow
for generations to come.

This approach ensures the decisions we make
are grounded in doing the right thing for people —
with a focus on customers, communities and
associates — and planet — with a focus on impacts
from our own operations and working with farmers
and suppliers to reduce our impacts across the
entire value chain.

We collaborate closely with our partners and
brands to inspire customers to join this journey
and to make healthy and sustainable choices
clear and accessible for everyone. Our brands
contribute in many ways — for example, through
their marketing, reward programs and store
design. They innovate to make products healthier
and more sustainably produced. They aim to
source locally, help farmers get a fair deal and
work to continuously improve the food supply
chain. Along the way, we are transparent in
highlighting progress and making better choices
clear and accessible.

STRATEGIC CHOICES AND CHALLENGES

Healthier people and planet

We see interdependencies between health and
climate. It is not always easy to make decisions
that provide mutual benefits across health and
sustainability, but we always strive to accentuate
the benefits and reduce any adverse impacts.

PERFORMANCE

For example, dietary decisions may impact
individual health but may also have implications
for the environment. Diets rich in plant-based
foods can contribute to lower greenhouse gas
(GHG) emissions, reduced land and water usage
and mitigated deforestation. We aim to make food
that is both healthy and sustainable affordable
and accessible for all customers.

For more information on climate
interdependencies with circularity and nature,
please refer to our updated Climate Plan.

Aligning to improve the food system
Our brands operate as part of a complex value
chain comprising thousands of producers that
help them provide products and services to
customers. We have many stakeholders who are
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impacted by the global food system. To transition
to a healthier and more sustainable food system
requires the whole value chain to work together.

We are pioneering in this area through initiatives
like Albert Heijn’s renowned “Better for Nature and
Farmer” program, which is contributing to the
development of a more sustainable food system
in the Netherlands. Albert Heijn recently open-
sourced this trustmark to third parties. To date,
1,200 farmers and growers are participating in the
program, working with Albert Heijn to improve
animal welfare, nature and farmers’ earning
capacity. The program is independently audited
each year by certification institutes and tested for
ambition, reliability and transparency by Milieu
Centraal.

We make healthy and sustainable choices easy for everyone

HEALTHIER
\ PEOPLE

Customers
Products
Communities

Associates

N

Our operations

Our farmers
and suppliers

HEALTHIER
PLANET

)

-

Grounded
in Goodness
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ELEVATE HEALTHY AND SUSTAINABLE

OUR PROGRESS AND FUTURE PLANS

Our elevate healthy and sustainable growth driver
centers around healthier people and a healthier
planet.

Healthier people

We deliver on our commitment to healthier people by
empowering customers and associates, working to
develop healthier and more sustainable product
assortments, and supporting resilient communities,
everywhere our brands operate.

Customers and associates

Our brands continue to find more ways to help
customers and associates make healthy and
sustainable choices through useful information
and valuable incentives and rewards, such as
through loyalty programs. In the stores, our
brands inform customers about healthier options
through shelf tags, product labels and prominently
positioned health sections. Several brands have
in-store nutritionists to help customers gain insight
into their diets. Through their online platforms,
some brands enable customers to apply filters
when shopping, so they only see healthier,
organic or vegetarian products.

Our brands use well-established nutritional
navigation systems to identify “healthier”
products, such as Guiding Stars in the U.S. and
Nutri-Score in some of our European brands.
These systems are continuously updated to
reflect the latest scientific advice and guidance.
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Products

Another way our brands make healthy and
sustainable choices more accessible is through
their product assortments. One example is Stop &
Shop’s “Our Dietitians’ Picks” program, through
which suppliers can apply to have better-for-you
products elected by the brand’s dietitians and
showcased. Products that make the cut, and have
at least one Guiding Star, are highlighted through
enhanced program marketing and become known
by customers as healthy and trusted choices.

In addition, The GIANT Company, Giant Food and
Stop & Shop continued to show ratings by
external party HowGood for products sold online,
helping customers easily identify items that meet
rigorous environmental and social benchmarks
through simple one-, two- or three-leaf ratings.
The HowGood methodology aligns with
international standards on concerns like GHG
emissions and labor risk. Giant Food also added
HowGood ratings on shelf tags at all of its stores.

An example of how our brands’ customer loyalty
programs enhance product affordability and
promote healthier customer choices is our Belgian
brand Delhaize’s SuperPlus program. This
program enables customers to earn points to
spend on discounted products or gift cards, while,
at the same time, its Nutri-Boost feature gives
every customer spending a minimum amount per
month, a 10% discount on fresh products such as
vegetables, fruit, bread and refrigerated products
with Nutri-Scores A or B.

PERFORMANCE

Communities

The role of our brands’ stores in their communities
goes beyond shopping. They provide social
centers and places where neighbors can come
together. Our brands support causes that are
important to local communities, such as fighting
hunger through financial donations and by
diverting surplus food to food banks and charities.

Another example of how our brands contribute to
their communities is through the dietitian program
at Hannaford. Each year, registered dietitians lead
more than 1,000 in-store classes, tours and online
seminars focused on healthy and sustainable
topics such as heart-healthy eating, meal
planning and healthy nutrition for kids, using the
Guiding Stars nutrition navigation system. The
dietitians also provide nutrition education at 300
community events held at schools, libraries and
healthcare facilities. These efforts support more
than 200,000 shoppers annually.
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Healthier planet

We contribute to a healthier planet through
targeted initiatives on climate, biodiversity,
sustainable packaging and food waste, in both
our own operations and our supply chain.

Own operations

The greatest planetary impacts in our brands’ own
operations happen through food and plastic
waste, and GHG emissions. Our 1.5° C-aligned
and Science Based Targets initiative (SBTi)-
validated targets to reduce scope 1 and 2
emissions related to our own operations are over
38% reduction by 2025 and 50% reduction by
2030, respectively, compared to our 2018
baseline, with the aim to be net zero across our
own operations by 2040. GHG emissions in our
own operations mainly stem from energy
consumption, refrigerant leakage and transport
emissions. Our brands work to mitigate these
impacts in many different ways, with carbon
pricing and sustainable refrigerant upgrades
included in internal investment proposals.

Energy consumption

One way our brands reduce energy use is by
building and remodeling stores in the most
energy-efficient way possible, and, in addition, we
aim to decarbonize the electricity we still need to
use through green power purchase agreements
(PPAs) and renewable energy certificates (RECs).
An example of our use of PPA’s is Albert Heijn’s
entrance into a long-term partnership for the
purchase of green energy from a new wind farm
being built in the Netherlands.
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Refrigerants

During store remodels, our brands install
refrigeration systems that have a lower global
warming potential or, where possible, use natural
refrigerants.

Transport

The brands use low-emission transportation methods,
such as electric vehicles or vehicles that use low-
carbon-emissions fuels, wherever they can, along with
technology that improves route optimization and
reduces last-mile fuel and energy consumption.

Food waste

Since food loss and waste negatively impacts food
security worldwide and has an adverse impact on
climate change as well as our financial performance, it is
an important priority for us. In 2023, we continued to
work toward our ambition to reduce food waste by 50%
by 2030 compared to our 2016 baseline.

Our brands try to prevent food waste before it
happens, sometimes engaging customers to help.
For example, The GIANT Company and Stop &
Shop offer the Flashfood app, which gives
customers access to fresh products nearing their
best-by date at discounts of up to 50% off.

We also share the insights we have obtained
through various initiatives to be used for the
common good. For example, the results of a food
waste study by Alfa Beta are being used by the
Ministry of the Environment and Energy as the
baseline measurement for food waste in Greece,
and have also been submitted to the European
Commission for a similar purpose.
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Our brands divert unsold food to help feed people in
their communities. For example, Delhaize Serbia
cooperates with local food banks to distribute food
packages to those in need, every day. Each food
donation package contains a wide range of foods,
including pastries, fruits, vegetables, near-expiry dry
foods, or products with damaged packaging.

When food cannot be repurposed or donated, we
strive to retrieve as much value as possible from it
for the food system, by supplying it for animal feed or
renewable energy generation. For example, Giant
Food partners with impact technology firm Divert to
recycle wasted food and recoup its value by
processing it into renewable energy.

Sustainable packaging

We are aiming to reduce the amount of virgin primary
plastic packaging used for own-brand products by
5% by 2025 compared to our 2021 baseline. When
plastic is used, we want to ensure it is 100%
recyclable, reusable or compostable. We also aim to
achieve a 25% recycled content used in primary own-
brand plastic product packaging by 2025.

Our brands work toward these goals in innovative
ways. For example, Ahold Delhaize’s European
brands joined forces to launch an EU-wide tender
for the trays used in stores to pack delicatessen
products such as olives, salads, cheeses and
pastries. This tender was initially set up to
harmonize the assortment and save costs, but,
along the way, the team also managed to take a
big step towards sustainability. This demonstrates
the potential impact of our great local brands
joining forces, and how economic and
sustainability considerations can go hand in hand.

For more information, see Environmental.

PERFORMANCE

Value chain

Sustainable agriculture and products

Food value chains can impact nature and
biodiversity — for example, through land
conversion, soil degradation, overfishing and
water use. Many of these impacts occur deep
within the value chain, during early production
stages such as cultivation and harvesting.

Unsustainable practices compromise the
production capacity of the land and sea, put
pressure on the affordability of food and
availability of land, and negatively affect both
biodiversity and the many people and
communities who value and rely on it. Our brands’
aim is to mitigate potential impacts on biodiversity
through a focus on sustainable sourcing of critical
commodities and programs supporting
sustainable and regenerative agriculture.

We have identified seven critical commodities in
our supply chains with elevated social and
environmental risks. We utilize certification to
manage these risks, and our brands aim to have
100% of own-brand tea, coffee, cocoa, palm oil,
soy, wood fiber and seafood certified against an
acceptable standard by 2025.

Our brands have several initiatives in place to
improve farming practices. For example, Ahold
Delhaize USA developed a science-based
regenerative agriculture strategy for the U.S.
brands based on feedback and information
provided by The Nature Conservancy during a
year-long collaboration. It includes four focus
areas: regenerative land management,
regenerative landscapes and local networks,
thriving communities and farmer livelihoods, and
credible and transparent reporting. This strategy
will guide the brands’ future work on regenerative
agriculture within the U.S. value chains.

APPENDIX

®e

This year we also started to review and update
our approach to biodiversity, and developed a
broader plan around nature that will guide our
global approach until the end of 2025. This plan
has been approved by our Executive Committee.
For more information on this process and our next
steps, see Environmental.

Decarbonizing our value chain

Approximately 96% of our total direct and indirect
carbon footprint comprises scope 3 GHG
emissions, which are indirect emissions across
our value chain. These include those emissions
generated through the production and
manufacture of the products we sell and when
customers use those products.

Ahold Delhaize and its local brands have been
committed to reducing scope 3 emissions in line
with SBTi guidance since 2020. In 2020, our 2° C-
aligned targets, with 2018 as the baseline year,
were approved by SBTi. As part of our ongoing
efforts to improve our plans, data and actions
based on the latest available insights, we re-
submitted scope 3 targets to SBTi in early 2023
on the basis of our refined emissions calculations
and updated 2020 baseline figures (based on the
availability of new SBTi guidance on net-zero and
agriculture-related emissions), and to align with
the 1.5° C scenario. In May 2023, while we were
awaiting SBTi validation, new SBTi guidance was
released on emissions related to forest, land, and
agriculture (FLAG) and non-FLAG emissions,
referred to as Energy and Industrial sector (E&I)
emissions. As a result, we updated our 1.5° C-
aligned scope 3 SBTi submission in October to
incorporate this latest guidance, and have been in
the process of SBTi validation since then.
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In our updated Climate Plan, published in
December 2023, we based our ambitions on the
1.5° C-aligned commitments, as submitted to
SBTi in October 2023. They include an interim
37% reduction target for 2030 and net-zero by
2050, based on the FLAG and E&I emissions
guidance available then. During the validation
process in early 2024, Ahold Delhaize learned
from SBTi that an explicit split of FLAG and E&lI
targets — rather than a weighted consolidated
target (i.e., our 37%) — is required in all corporate
communication going forward. With the latest
SBTi instructions incorporated, the submitted 1.5°
C-aligned targets pending validation when this
Annual Report was released were, for the near
term:

e Reducing absolute scope 3 FLAG GHG
emissions by 30.3% (or 4.7 MtCO,e) by 2030
from the 2020 baseline (for near-term target,
15.5 MtCO,e").

e Reducing absolute scope 3 E&l GHG emissions
by 42.0% (or 12.4 MtCO.e) by 2030 from the
2020 baseline (for near-term target, 29.5
MtCO,").

And the submitted targets for the long term were:
e Reducing absolute scope 3 FLAG GHG
emissions by at least 72% (or 15.0 MtCO,e) by

2050 from the 2020 baseline (for long-term
target, 20.8 MtCO.e").

® Reducing absolute scope 3 E&l GHG emissions
by 90% (or 34.0 MtCO,e) by 2050 from the
2020 baseline (for long-term target, 37.8
MtCO,e").

e \We commit to reach net-zero GHG emissions
across our own operations and the value chain
by 2050.

See also Environmental and our Climate Plan.

1 Based on the SBTi methodology
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To reduce GHG emissions across our supply chain,
we have identified the following key priorities:

Accelerating supplier implementation of
science-based targets

Our brands support suppliers in setting their own
emissions-reduction targets in line with the latest
science, to accelerate improvements in livestock
farming, raw material sourcing, deforestation
reduction, processing, food waste reduction,
packaging and transport. The brands provide
open-source platforms with instructional videos
and links to external resources, such as SBTi and
the GHG Protocol. By the end of 2023, all the
European food retail brands — including Albert,
Albert Heijn, Alfa Beta, Delhaize Belgium, Etos,
Gall & Gall, Maxi and Mega Image — had
launched climate hubs.

PERFORMANCE

Investing in developing low-carbon products
We partner with suppliers to improve our brands’
existing assortments and develop new
assortments with less embedded emissions.

Proactively engaging with customers

With the help of our brands, customers better
understand the impact of their buying decisions so
they can make choices that fit their needs, their
tastes and their values. Our brands encourage and
reward sustainable choices through loyalty
programs and discounts, increase transparency
through navigation systems and product labeling,
and improve their assortments and products with
more vegan and vegetarian products.

For a more detailed explanation of the
calculations and further background on our
climate commitments and levers to work on
progress, see Environmental and ESG
statements in this report and our Climate Plan.
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Recycling
matters

Taking a leap forward
for a greener world

Mega Image rolled out state-of-the-art
return vending machines for beverage
bottles in 800 stores across Romania.
This is in line with Romania’s decision to
launch a deposit return system for drink
containers. The country is set to become
the world’s largest centralized national
system by volume of containers. The
new system allows Romanians to pay a
small fee when they buy a beverage and
return the empty container for a refund
on the deposit. Now, Mega Image will
not only sell eligible products but also
enable customers to conveniently return
the packaging for recycling, helping
build a greener, better future.

[>~ See our website
for more information.
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Cultivate
best talent

783
o
Associate

engagement score
2023

813

o

Inclusive workplace
score' 2023

753

o
Associate growth
score' 2023

1 New indices for 2023.
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OUR AMBITION

Our brands, together with our 402 thousand
associates, are committed to making a
meaningful contribution and bringing positive
change to the communities they serve. Our aim is
to help associates thrive while doing this.

We create a caring place to work, inspiring growth
and collaboration, where everyone is heard and
valued and finds purpose in serving our brands’
communities. We are united in our shared values
of care, courage, integrity, teamwork and humor,
while empowered to do things locally in the best
interests of our brands’ customers and
communities.

Our motto, “Dare to care,” best describes what
differentiates us. We always have the courage to
care for each other, customers and communities
as we fulfil our company purpose to help people
eat well, save time and live better.

STRATEGIC CHOICES
AND CHALLENGES

Daring to care in difficult times

It was another challenging year, for associates
and people across our brands’ operating areas.
The economic, geopolitical and social challenges
we faced in 2023 put increased pressure on
associate health, safety and well-being, and
undermined mental health. In particular, we saw
an alarming increase in store-based violence and
violent theft across both the U.S. and European
brands, which necessitated an increased focus on
both physical and psychological safety. At Ahold
Delhaize, we believe that supporting well-being is
critical to ensuring associates and our business
can thrive. So, we have introduced and
strengthened programs that improve associate
safety, help associates build resilience in the face
of change, reinforce positive coping mechanisms
and work to eliminate any stigma or
marginalization around mental health issues.

PERFORMANCE

It starts with asking what associates want and
measuring the mental health and workplace
factors that affect them. To this end, we have
added questions on well-being and safety to our
annual associate engagement survey (AES). The
data we receive is helping us see where we stand
today and what areas we still need to address.

We strive for a culture of both physical and
psychological safety, where associate health is
protected and prioritized. The GIANT Company,
for example, is advancing associate safety by
leveraging technology to deter crime at scale,
including passive prevention, technology that
blocks the wheels of shopping carts with unpaid
product and deters pushout theft without
associate interaction and Al technology to detect
weapons and potentially hazardous conditions.
They have also implemented a crisis
management team to respond to incidents when
they do happen. For more information, see Fair.
and safe workplace: Working conditions (own

operations).

To improve psychological safety, one important
step is getting leaders to share their mental health
journeys. In October, our top 300 leaders came
together on a webinar to share their experiences
with mental health and learn how they can
support their teams and help them open up.

Our brands are also building BRGs and networks
focused on mental health and well-being. For
example, associates in our Global Support Office
(GSO) in the Netherlands have started “Well-
being friends,” a group that leads activities — such
as inclusive leadership training, early morning
meditation sessions and lunch and learns — to
raise awareness and build skills to support well-
being. At PDL in the U.S., the Minds over Matter
associate network aims to break the stigma
around mental health challenges in the workplace
by organizing events and learning sessions.
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Giant Food has a Social Justice Committee —
comprising the brand president; top leadership in
HR, Marketing, Communications and DE&I, and
BRG members — that supports associates when
new social events and trends arise that cause
distress.

Another way we are creating cultural change and
raising awareness is through training. Starting
with our most senior leaders, we have now
engaged more than 1,000 leaders in
psychological safety learning sessions and
created a scalable solution for our director and
manager groups that can be leveraged by brands
based on their local needs. Mega Image, Maxi,
Albert and Alfa Beta have already leveraged the
scalable training for directors and are planning to
share it with managers starting in 2024. Food Lion
and The GIANT Company plan on launching the
scalable offering in 2024.

The topic was also addressed in our various
leadership programs, including our Retail
Academy, Gearing up for Growth leadership
program, and a CSE Leadership meeting, and we
have dedicated a learning module in our newly
designed Leading with Purpose program to
psychological safety.

During Mental Health Month and Safety Week in
October, we worked to create awareness, develop
ideas and practice new habits for positive mental
health, well-being and safety at our Zaandam
head office. We offered a full program of events
and challenges, including early morning walks,
information sessions, panel discussions and
mindfulness experiences.

As we work to foster a culture of safety, autonomy
and belonging, we are also maintaining our deep
focus on diversity, equity and inclusion (DE&I). In
particular, we believe inclusion and belonging are
fundamental to associate well-being. We
continuously evolve our DE&I strategy to ensure
we keep making progress. For more information,
see Diversity, equity & inclusion.
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CULTIVATE BEST TALENT

OUR PROGRESS AND FUTURE PLANS

Our cultivate best talent people strategy has been
in place since 2018. While it has served us well,
the expectations and needs of associates,
customers and communities have evolved and
continue to evolve. Within our brands and
businesses, we are seeing an increased social
consciousness, focus on well-being and (mental)
health, and search for stronger balance in work
and life. Our people tell us they would like further
opportunities to develop, grow and contribute.
Hybrid working and flexibility are now
expectations, not a unique selling point, for
associates. In the external environment, our
people strategy is impacted by economic
recession and inflation, the emergence of Al,
increased sustainability focus and reporting
standards, ongoing social unrest and critical skills
shortages in meeting work demands of the future.

To continue growing and become more adaptable
and resilient in the face of these ever-changing
conditions, we have worked together with our
great local brands to evolve our Ahold Delhaize
people strategy. Our new people strategy centers
around four pillars:

Everybody grows

At Ahold Delhaize, we aspire to offer a space
where associates can learn and grow within and
beyond their current roles and to ensure the depth
and diversity of our talent pipelines. We invest in
skills and capabilities needed to exceed
customers’ expectations. We provided learning
opportunities to associates in 2023 through many
programs within our brands and support offices.
For example, Stop & Shop hosted leadership
academies for store managers and assistant store
managers that aimed to build leadership
mindsets, skills and language and accelerate
business results. Our International Traineeship
Program welcomed its third cohort of seven
associates in Europe for both HR and Finance,
bringing us to a total of 31 trainees currently
participating in the program.
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We foster an environment of mentoring and
coaching to unleash future leaders. Cross-
geography or cross-functional assignments are
one of many ways we support development. They
provide associates with the opportunity to increase
their expertise, support their career development,
and gain broader experience within Ahold
Delhaize’s local brands. For example, we
exchanged our senior vice presidents of
Operations & Supply Chain for Albert and Alfa Beta
as part of our evolving CSE growth strategy. We
also launched mentoring programs in Europe and
in our HR and Legal functions. For both mentors
and mentees, the program fosters professional and
personal growth and provides an opportunity to
grow their networks within the company.

We want to enable associates at all our brands to
create and chart their own authentic pathways for
growth. For example, bol introduced a job family
framework to enable people to keep growing in the
fast-changing e-commerce environment, along with
a development lab that gives associates more clarity
on the brand’s job structure, insight into development
routes, and support and tools to help them map out
and pursue their career paths. We also implemented
Degreed at Ahold Delhaize’s Global Support Office
(GSO), Retail Business Services, PDL, Ahold
Delhaize USA, The GIANT Company, Albert Heijn
and European Business Services. Degreed is a
learning experience platform, where associates can
access a wide variety of e-learning content from a
suite of different vendors. This platform focuses on
skills development and allows associates to design
bespoke learning plans for their needs but also their
interests.

Teams collaborate

We passionately nurture belonging and inclusion
and continuously evolve our “Dare to care”
Employer Value Proposition (EVP) to attract,
inspire and retain people who are empowered to
collaborate and committed to living our values. We
launched a new Ahold Delhaize career website that
offers a career launching platform for our local

PERFORMANCE

brands and focuses on people stories to showcase
our EVP along with events, webinars and blogs.
We also launched new career websites for eight of
our European brands, along with a new Ahold
Delhaize Instagram careers page.

We cultivate a growth mindset and culture of
feedback. At Ahold Delhaize, we believe feedback is
critical to creating transparency, developing new
skills and optimizing not only how we work together
but what results we can achieve. We work to foster
two-way, open dialogue. In 2023, we introduced a
series of informal “Ask Me Anything” forums,
enabling associates to have a conversation with the
Executive Committee, sharing their thoughts and
concerns while getting their “burning” questions
answered.

We develop and recognize leaders who put the
interests of Ahold Delhaize and customers first. For
example, in June, we announced the winners of our
2022 Leadership awards, recognizing leaders and
teams across four categories relating to
performance, our values, our purpose and our EVP.

We build strong teams empowered to collaborate
within and across our brands to share knowledge
and shape ideas. An example of how we did this in
2023 was through bol's Spaces Summit, an annual
internal tech conference in which every session was
led by bol associates, covering a diverse range of
topics ranging from personal leadership journeys to
in-depth tech sessions. In the HR function, best
practices are shared using Growth Talks, one-hour
presentations hosted every two months by members
of the brands. In 2023, Hannaford, Albert Heijn, Food
Lion, Mega Image, PDL and Etos and Gall & Gall
each had the opportunity to share successful
initiatives implemented at their brands ranging from
how to enhance associate experience, to volunteer
and employee engagement programs.

APPENDIX

®e

Top image: Albert Heijn associates in a store

Bottom image: Super Indo associate and
customer
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We nurture psychological safety in teams to ensure
we are truly inclusive and great partners to
customers and communities — you can read more
about this in the Daring to Care section. And we
contribute to a truly diverse and inclusive community
fostering creativity, innovation and collaboration.

Culture thrives

We foster a culture where everyone feels safe,
cares for themselves and others and collaborates
to better serve our brands’ communities and build
a sustainable future. Our DE&I ambition and our
BRGs enable us to listen to all voices, foster
belonging and connect to communities. An
example of how we listen is our AES, which gives
associates across the company the chance each
year to share their feelings about working for
Ahold Delhaize and our brands and help shape
our future. In 2023, 81% of associates completed
the survey and we had an associate inclusion
score of 81%, which is higher than the global
retail norm of 77%.

Community outreach is an important part of our
culture. For example, Food Lion associates
embrace volunteering as part of Food Lion Feeds,
which aims to donate 1.5 billion meals by 2025.
Food Lion also supported customers impacted by
six natural disasters. Mega Image has a powerful
internal volunteer program called 12 Acts of
Kindness. Each associate can recommend
initiatives — from hair donation to selling products
in a charity fair — for the program and volunteer
either time or money. Since 2019, they have
supported 72 causes with 27 NGO partners and
more than 1,800 volunteers.
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We commit to healthy living on a healthy planet by
engaging everyone in building a sustainable
future. To ensure our leadership teams can create
a culture of innovation and lead the company into
a sustainable future, we developed a “Grounded
in Goodness” program with the Cambridge
Institute for Sustainability Leadership, exploring
topics focused on climate science, sustainable
developments in the food sector, systems
thinking, bio-dynamic farming, business model
transformation and more. The aim is for all senior
executives to complete the program by February
of 2024; in 2023, three cohorts of leaders
participated.

As part of our caring culture, we provide tools and
resources to support mental health and well-being,
ensure associates know we are open for everyone,
and adopt inclusive practices, such as balanced
slates and transparent talent plans, that promote
equitable opportunities for people. For more
information, see Diversity, equity & inclusion.

Organization evolves

We develop, build and organize key core and
future retail capabilities through functional
academies and other programs to ensure
organizational agility and associate success. We
regularly evaluate our ways of working to ensure
they are the best fit to enable our strategy. For
example, Gall & Gall and Etos launched new
EVPs and associate listening programs to
improve the associate experience based on the
feedback received.

PERFORMANCE

We build capabilities for business change and
agility for transformation. After successfully
implementing the first wave of SAP
SuccessFactors in 2022, we closed the
deployment program successfully in Q2 of 2023
by adding Mega Image, Alfa Beta and the
remainder of our U.S. brands. A total of around
400,000 associates now have an improved HR
experience through this digital, safe, compliant
and mobile HR platform that is accessible 24/7.

We shape the future of work in retail by advancing
flexibility and the speed of re-skilling. At the end of
2022, we launched a new, more flexible remote
working from abroad policy for our Netherlands-
based GSO and European Business Services
associates, enabling them to get inspired and
energized by working from a different country. Our
brands are also testing different models for
flexibility at work, including hybrid office models,
improved schedules and flex options in the stores
and DCs. Maxi currently has over 1,900 people
engaged in its flexible working program and
hopes to increase this to 5-10% of the workforce.

We rely on digital tools and data to strengthen our
efficiency and forward-looking insight. Albert Heijn
hosted a Food & Tech week with over 300
colleagues participating in a program that
included tech talks, workshops and the brand’s
fourth 24-hour AH Technology Hackathon. They
also launched Gen Al Labs, where they rapidly
develop, test and roll out new ideas, such as a
scanner that turns a recipe photo into a shopping
list and a private internal ChatGPT environment.

APPENDIX
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Local
recognition.

Getting noticed for our
approach to DEAl

Food Lion was recognized by Newsweek as
one of America’s greatest workplaces for
diversity. The ranking scored [, 000
companies across the U.S. on how they
value diversity in their workplaces, using
publicly available data, interviews with HR
professionals and a large-scale employee
study to develop the list.

Food Lion has long received recognition
for being a diverse, equitable and inclusive
employer, including earning a perfect I0O
on the Human Rights Campaign
Foundation’s Corporate Equality Index for
the past 13 years, and being named a Top
50 Best-of-the-Best Corporation for
inclusion by the National Business Inclusion
Consortium for the past five years.

See our website
for more information.

|l
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Strengthen
operational
excellence

€1.3bn

Save for Our
Customers savings
in 2023

2,906

Number of stores
offering self-
scanning solutions
in 2023

2.73

a percentage of net
sales in 2023
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OUR AMBITION

Our group-level commitment to operational
excellence is represented by our business wheel.
At Ahold Delhaize, we strive to save for our
brands’ customers, drive same-store sales and
invest to fund growth. Our operational excellence
growth driver is focused on making this wheel turn
faster and better all the time.

The teams running our local brands are skilled
operators, with decades of experience in retail
and the ability to maintain a steady performance
even in the midst of challenging economic
circumstances. They work tirelessly to improve
how they operate stores, DCs and HSCs.

Our strong operating model is key to enabling
their success: our network of leading local brands
supported by service companies that operate at
scale and leverage their best capabilities
regionally and globally. This is an important
component of our competitive advantage, and
crucial to how we deliver our omnichannel
customer value proposition.

This operating model enables us to transform
quickly and leverage our scale to support our
brands as they adapt to the unique demands of
customers across their local markets. In this way,
we have developed a repeatable formula for
continued global growth.

OUR “SAVE FOR OUR CUSTOMERS”
BUSINESS WHEEL

We support our omnichannel growth ambitions by
saving for our brands’ customers, improving our
supply chain, enhancing store operations,
strengthening internal operations across all
functions and leaving no stone unturned as we
leverage our scale in sourcing. As we continue to
execute our proven savings programs, we are
also working to innovate in three key areas that
are critical to achieving our ambitions:

PERFORMANCE

Delivering a relevant digital

and in-store experience

We are creating e-commerce platforms in both
Europe and the U.S. to take advantage of our
scale on the backend, while delivering a truly local
experience for customers.

Optimizing our supply chain,
operations and merchandising
This will help to further lower product costs,
increase product availability and enhance
freshness.

APPENDIX
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Unlocking the power of data

All of the ways we enhance our capabilities are
underpinned by our ability to unlock the power of
data with on-demand, real-time intelligence. This
will enable our brands to continue to take
advantage of opportunities for additional income
streams such as media, insights, digital services
and in-store services.

OUR GREAT

LOCAL BRANDS
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STRATEGIC CHOICES

AND CHALLENGES

Achieving e-commerce profitability as
customer expectations continue to

change

Ahold Delhaize’s online penetration keeps
growing, more than doubling in the past four
years. As a result, the need to service this
channel in an efficient way is an obvious and
important contributor to our overall profitability.

Consumers have become used to the
convenience of — ever-quicker — delivery and
collection. U.S. consumers remain partial to click
and collect or same-day delivery, while Europeans
prefer same or next-day delivery. The pressure to
meet these growing and ever-changing
expectations is only getting stronger, and, at the
same time, our brands feel the pressure of having
to mitigate online grocery’s dramatic impact on
order economics and the adverse effect of home
delivery on margins.
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To keep serving this ever-growing online demand
without significantly cutting into margins or raising
prices, we continue to focus our investments on
the following four levers:

1. Deliver sales density and, ultimately, scale —
which is just as essential in e-commerce as it
is everywhere else in food retail.

2. Ensure our brands test and implement
customer value proposition models to meet
the rapidly changing demands of local
customers to maintain a competitive or leading
position everywhere they operate.

3. Optimize fulfillment and last-mile operations.
In the past few years, we have been
experimenting with various strategies,
technologies, and third-party providers to
reduce picking and delivery costs across our
brands and regions. We are working together
and sharing best practices to find the optimal
model in every region, in line with our great
local brand philosophy.

4. Build complementary revenue streams,
including using the data we capture across our
diverse brands to help fuel investments that
can enhance the customer journey going
forward. See Data privacy under Principal
risks and uncertainties for more information.

PERFORMANCE

OUR PROGRESS AND FUTURE PLANS

Our strengthen operational excellence growth
driver is centered around four areas:

Save for Our Customers

Teams at our brands continue to work hard to
help customers manage their spending and get
more value for their money. Supported by our
€1.3 billion Save for Our Customers cost savings
program, our brands are partnering with suppliers
to alleviate cost increases for customers,
introducing more entry-priced products,
expanding their assortments of high-quality own-
brand products and delivering personalized value
through their omnichannel loyalty programs.

Improve our supply chain

In recent years, we've learned how important an
efficient supply chain is to providing a seamless
omnichannel offering, especially as demand for
online shopping continues to grow. Therefore, we
continue to invest in improving our supply chain.

For example, Albert Heijn opened a new,
mechanized HSC in Barendrecht, the
Netherlands, in November, where robots do the
shopping. Around 300 robots with a total of
45,000 bins collect non-perishable groceries to
fulfill customer orders, working hand in hand with
associates who are completing the orders,
including by adding fresh products. Ahold
Delhaize USA also added two new facilities to its
self-distribution network —a DC in Chester, New
York, and a fully automated freezer in Mountville,
Pennsylvania.

APPENDIX
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Top image: Albert Heijn associates in a DC

Bottom image: Stop & Shop’s loyalty program,
offering high-quality products for low prices, to
help customers save money
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Enhance store and e-commerce

operations

Our brands are working to make their stores more
efficient and sustainable to operate, and to
enhance their e-commerce offerings so more
customers can access this convenient way of
shopping.

During 2023, after a thorough review of our
businesses, we started to refocus our online
fulfillment capabilities in the U.S. to meet
changing customer needs and the growing
preference for speedier delivery and pickup. We
began to shift from centralized distribution to a
localized, more efficient fulfilment model. As part
of this, Giant Food made several changes to the
logistics network behind its Giant Delivers service,
increasing its focus on picking products from
stores and third-party partners. It opened a
second e-commerce DC to enable faster, more
frequent delivery options and expand delivery
access for customers. At the same time, it also
closed one regional fulfillment center in Hanover,
Maryland and an associated cross-dock facility in
Milford, Delaware. Stop & Shop also decided to
close a facility in Jersey City, New Jersey,
effective March 2024, and instead utilize its
existing store network and partners to service
customers.

Ahold Delhaize USA’'s announced divestment of
FreshDirect was another part of this refocus. This
move enables our strategy to focus on
omnichannel businesses with strong density and
online presences.
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Strengthen internal operations

across all functions

One of our greatest strengths is the combination
of our local brands with our global scale. Our
brands develop and execute local strategies and
commercial plans that connect with customers.
And our regional support businesses provide the
brands with the scale, platforms, capabilities and
services that enable them to create a great
omnichannel customer experience and win in
their marketplaces.

Our U.S. support businesses include PDL, Retail
Business Services and ADUSA Supply Chain. In
Europe, European Business Services drives
synergies across brands and provides expertise
in HR, finance, and not-for-resale sourcing.

For example, our European brands work together
to drive sourcing efficiencies on own-brand
products. In 2023, they harmonized an additional
100 products in the CSE region through joint
product development and sourcing.

Delhaize is transforming all 128 of its integrated
supermarkets into independently operated
Delhaize stores to strengthen its position in the
competitive Belgian retail market. With this
change, all Delhaize stores will be brought in line
under one model, which, in turn, will stimulate
investment in a sustainable future for Delhaize.
The adapted model also presents local
entrepreneurs with a unique opportunity to join
Delhaize and develop the brand’s future, together
with our experienced, skilled supermarket
employees. In 2023, 33 stores were transitioned
to affiliated stores.

PERFORMANCE APPENDIX

®e

Convenience
matters

Enhancing the digital shopping
experience with a new mobile app

Peapod Digital Labs developed a .
new mobile app for our U.S. brands

that significantly boosts speed and
performance, simplifying how customers
track and modify orders, allowing easier
reordering and providing personalized
recommendations and digital coupons.
The native app makes a typically
transactional experience more vibrant
and engaging.

And it goes beyond online shopping
with an “in-store” mode that users

can activate for convenient scanning,
payment and deli orders. The new app
is now in use at Giant Food, The GIANT
Company, Stop & Shop and Food Lion.

183

Average increase of monthly active users

b See our website
(year over year) across the five brands.

for more information.

LOCAL
MATTERS
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Ahold Delhaize has a proud
history of serving local
customers, communities and
associates with care. Our
brands are an integral part of
the communities they serve.
And they work side by side
with suppliers and other
partners to serve customers
and communities more
sustainably. Our brands strive
to provide healthy and
affordable food, so that it’s
easier for customers to make
healthy choices.

FINANCIAL CAPITAL

We maintain a sustainable mix of debt
and equity investments and a sound
financial position.

net sales

free cash flow

Our brands’ products and operations rely on
natural resources and raw materials from
both local and global farms. The brands
maintain long-standing strategic
partnerships with farmers and local
producers, carefully selecting the best
partners to supply and process raw
materials for high-quality own-brand
products. They partner to drive down GHG
emissions and protect, restore and sustain
ecosystems, making it easier for customers
to make sustainable choices while we build

a more sustainable business.

reach net-zero emissions across our own
operations

become a net-zero business across our
value chain, products and services

PRODUCTION AND TRANSPORT

Own brand

Our brands develop, brand and market own-
brand lines in-house to offer great value
across different price points and a relevant
local assortment. They partner to have them
produced and packaged for sale. All our
brands are reformulating own-brand recipes
to reduce sugar, salt, colorants and additives
while safeguarding product integrity and
safety. Of our own-brand food production
sites, 98% are Global Food Safety Initiative
(GFSI)-certified or comply with an
acceptable level of assurance standard. We
aim to achieve 52.3% of own-brand sales
from healthy products by 2025. Our brands
are also working to reduce plastic and
increase recyclable materials in own-brand
packaging.

Consumer packaged goods (CPGs)
Various suppliers manufacture branded
products that are delivered to our brands’
DCs. These suppliers benefit from the
unique customer insights our brands
develop through their strong local presence
and long experience in grocery retail. We
also share expertise and scale with other
food retailers through the Coopernic
European Buying Alliance and AMS. In
2023, Ahold Delhaize joined EURELEC to
address price differences between European
markets.
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After products are delivered to our brands’
DCs, they are prepared for transport to
stores, e-commerce fulfillment centers,
HSCs, pick-up points and customers’
homes. We continuously adapt our supply
chain to better serve customers — for
example, through automated warehouses
and fulfillment centers that enable faster
delivery. We develop innovative proprietary
technology solutions and contribute to a
healthier planet — for example, by
converting transportation fleets to zero-
carbon alternatives and reducing energy
use through route optimization technology
and improved fill mechanisms.

hubs / DCs operated by our brands
pick-up points operated by our brands
online grocery penetration

net consumer online sales growth
(at constant rates) "

L)

RETAIL

Our well-known local brands serve 63
million customers weekly in more than
7,716 grocery, small-format and specialty
stores and online, through our own and
third-party apps and websites. Our brands
include the top online retailer in the
Benelux, bol. While the majority of our
revenue comes from selling products to
customers, growing complementary
revenue streams driven by digital and in-
store media allows us to save and reinvest
across the value chain.

Our brands and businesses employ, in
aggregate, 402 thousand associates
worldwide, with 59% under collective labor
agreements. These motivated and talented
associates are key to our brands’ success;
they are committed to not only providing
the best shopping experience, but also
reducing its environmental impact — for
example, by building and remodeling
energy-efficient stores and replacing or
retrofitting refrigerator systems with lower-
GHG alternatives. Several of our brands
already use renewable sources for a
portion of their energy needs, and have
plans to increase their renewable
electricity use even further.

CUSTOMERS

Our value chain begins and ends with the
customer. Ahold Delhaize has grown from two
family-run grocery stores into an international
family of local omnichannel brands. For over
150 years, our brands have been helping
people eat well, and have remained grounded
in service to customers and communities —
which extend far beyond their own
neighborhoods to families all around the world.
As these communities have grown, so has our
responsibility to protect people and the planet.
Our brands are empowering customers to
make better choices and help create a better
world by providing more and more options,
access to information on healthy living and
well-being, making donations and partnering
with others to create a better world. We aim to
achieve a 5% reduction in primary virgin plastic
in own-brand product packaging compared to
our 2021 baseline by 2025 and to reduce food
waste by 50% from 2016 to 2030.

of net sales are generated by loyalty
card members

active loyalty card holders
(4.2% decrease from 2022)
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Raw materials are harvested, and
ingredients assembled, prepared and
packaged before products are transported
to our brands’ warehouses.

While our brands sell a wide range of
products, own-brands, in particular, help
them offer great value across different price
points and a relevant local assortment, while
having greater control over product quality.

Products are delivered to our brands’ DCs and

GOVERNANCE PERFORMANCE APPENDIX
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Material topics linked to our value chain
Tier | Tier 2
A Climate change Sustainable products
own operotions * A Food Waste Sustainable packaging

DA 5 9 0

prepared for transport to stores, e-commerce
fulfilment centers, HSCs, pick-up points and
customers’ homes.
We are adapting our supply chain to better
serve customers and contribute to a
healthier planet.

Our well-known local brands,
supported by 402,000 associates,
serve 63 million customers each
week, providing a leading local
food shopping experience in
stores and online.

We are also increasing our media
and data insights sales activities,
which include digital advertising

opportunities for B2B partners that

A Customers' health
and nutrition

4
5
& Animal welfare

7 Product affordability

8 Human rights in the supply chain
9 Workplace conditions

Diversity, equity and inclusion

Il Business ethics and compliance

create more tailored and relevant
customer experiences.

Products make their way to
customers’ homes through stores,
pick-up points or online delivery.
Our brands’ customers enjoy safe
food produced with respect for
people, animals and the climate.
Our goal is to empower customers
to make better choices and join us
in creating a better world by
helping them understand the
impact of their shopping decisions
on health and environment.

Our brands source products
from producers near and far,
who grow and cultivate raw
materials or raise livestock for
commodity production.

We partner across the industry ‘vrl g

Value chain

Across Ahold Delhaize, each of our great local
brands works hard to create sustainable long-term
value and drive growth across our entire value
chain. Our impact goes beyond what happens in
stores and DCs; from farming to consumption, our
brands work with suppliers and partners to make
the supply chain more sustainable and provide
customers with more of the meals they enjoy each
day, and healthier choices to help them live better.

In this overview, we have mapped our material
impacts to our value chain.

to create a more sustainable
value chain.

v

8

y - 4

|

ﬁt'ﬂ ¥

2 Both tier 1 and 2 topics are materially important to Ahold Delhaize and our stakeholders, but tier 1
topics are also strategically important to Ahold Delhaize and linked to our remuneration incentives.

1 In certain brands, we outsource our distribution and warehouse
activities, which implies they are upstream instead of own operations.
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The following explains how

Ahold Delhaize and our brands

create value. It lists the main S Output Output Output

outputs and outcomes that
describe the economic,
social and en_Vl_r(_)nmentc'I of net sales from markets 2023 associate engagement tonnes of food donated per share dividend for 2023
value our activities create for where our brands have score (2022: 79%) in 2023

our four main stakeholder a#1 or #2 position

groups.

: returned to shareholders
wages in 2023 s GOl sEn via share buyback program
of net consumer online 1fa2n1d22them|53|%nts (reduction in 2023
sales growth in 2023 Y ousand tonnes
(at cor?stant rates) compared to 2022) Outcomes
women in the workforce e Strong balance sheet
Outcomes with attractive returns to
e Customers’ ability to shop tonnes of food waste (2 shareholders through a
mr;?/r\?v\;rtand whenever re duction‘in workplace injury percentaget pcz)gztz decrease erj\?jt?Ir?:tr)g L?rrrc])vc\)/;ngxcizgdsend
« Enhanced omnichannel absenteeism rate (number of compare fo 2022 liquidity to shareholders
resence and imoroved injuries that result in lost days quicity ) :
p X e per 200,000 hours worked) e Funding of growth in key retail
customer experience of production sites of own- and e-commerce channels —
Outcomes brand products in high-risk inorganic and organic
e Diverse, engaged and skilled countries audited against an e Improved internal digital
workforce acceptable standard with a capabilities
e Safe place to work valid audit report or certificate
and no noncompliance on
deal-breakers in 2023

Outcomes
e Food donations

e Acting to reduce
environmental footprint
and waste



ENGAGING WITH OUR STAKEHOLDERS

As leading global retailers,

Ahold Delhaize and the brands CUSTOMERS
take into account the needs of

many different stakeholder

groups in our day-to-day

business. We define stakeholders

as individuals, groups or

organizations that can affect or

be affected by our business. The

four most impactful stakeholder

groups to Ahold Delhaize HOW WE ENGAGE WITH THEM
are customers, associates,

shareholders and communities.

EXPECTATIONS

The value we create for them depends not only
on our own efforts, but also on factors in the
external environment, market developments (see
Evolving market trends) and the relationships we
build with our stakeholders.

They make us better by challenging us, sharing

insights into their concerns, offering feedback on

how we are doing and collaborating with us to

solve problems. This helps us understand which

topics are most material and of greatest

significance to stakeholders, to ensure that our

strategy and reporting are in line with their WHAT THEY TELL US
expectations and our most significant impacts

while focused on adding short-, medium-, and

long-term value.

We proactively manage relationships to foster
open dialogue with, and capture feedback from,
our stakeholders in both formal and informal ways
throughout the year. To enhance transparency on
how we do this and to comply with the Dutch
Corporate Governance Code, we have published
our Policy on Stakeholder Engagement. The
following table details the expectations, the
means of engagement with each stakeholder
group and what we discuss.
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ENGAGING WITH OUR STAKEHOLDERS ©o
CHARITIES AND CIVIC GOVERNMENTS NON-GOVERNMENTAL SUPPLIERS
ORGANIZATIONS ORGANIZATIONS (NGOS)

EXPECTATIONS

e Being an integral part of the communities our
brands serve

e Helping address broader societal challenges

HOW WE ENGAGE WITH THEM

® Respecting regulations

e Adopting a stakeholder approach that takes into
account society and the environment

® As a major global grocery retailer, helping resolve

global challenges related to climate, health,
human rights and other topics

® | ong-term relationships that are mutually beneficial

e Cooperation on important topics, such as health,
human rights, product safety and climate

e Partnerships with local community organizations
and charities. For example, Hannaford donates to
local non-profit organizations such as the
Simmering Pot, which provides 150 meals per
week to those experiencing food insecurity.
Another example, that kicked off in December
2023, is Alfa Beta’s partnership to send products
close to expiration from their HSCs to a local NGO
restaurant in Athens.

The GIANT Company partners with the Rodale
Institute, global leader in regenerative organic
agriculture, to create a more sustainable food
chain through education, research and training.

Brand-owned foundations. For example, bol’s
Bright Sparks (“bollebozen”) initiative, contributes
to creating equal opportunities for children in the
Netherlands and Belgium by encouraging them to
enjoy reading stories and helping them develop
digital skills. Bertik Helps, the largest grant
campaign of the Albert Foundation, supports
80-100 charity projects per year.

Sponsorships. For example, Albert Heijn works
with the Dutch Food Bank, and donated more than
four million products in 2023.

e Engaging with public policymakers through
industry associations, face-to-face meetings,
written contact, information on our website and
participation in public hearings or conferences

® Ahold Delhaize cosigned an open letter from
business to EU policymakers in support of the
proposed EU Nature Restoration Regulation.

® Advocating for Nutri-Score as an EU-wide food
nutrition label and for completion of the EU internal
market for food retail operators

® Discussing efforts toward a more sustainable
agricultural supply chain with the European
Commission

® The U.S. brands made commitments in service of
the White House Challenge to End Hunger and
Build Healthy Communities.

® Albert Heijn held a meeting for industry
associations, NGOs, scientists, government
officials and business partners to launch its
Sustainability Report.

® Responding to requests from and reaching out to
NGOs

® |ndividual and group meetings as well as written
communication and contact with NGOs

® Being a founding partner and member of various
ESG-related networks and institutions — for
example:

Founding partner of the LEAD network, which

aims to attract, retain and advance women in

Europe’s Consumer Goods and Retail sector.

Member of Network for Executive \Women.

Founding partner of the World Resources
Institute’s 10x20x30 initiative.

Member of the Ellen MacArthur Foundation to
mitigate the impact of plastics.

Signatory of the UN Global Compact.

Partner with WWF to support, for example,

reducing our environmental footprint or
improving a local fishery.

e Providing input for and discussing results of
benchmarks on ESG topics

e |ndividual meetings and online communication. For
example, we are working closely with our extensive
supply chain to reduce GHG emissions.

Surveys: In 2023, for example, Albert Heijn conducted
independent impact studies in high-risk chains,
speaking to local workers and stakeholders and
creating action plans with suppliers to improve
conditions.

Supplier events

Partnerships, including the “Better for Nature and
Farmer Program,” Albert Heijn’s cooperation with more
than 1,200 farmers and growers, through which it
makes agreements about sustainability, innovations
and earning capacity within the food chain
ADvantage, ADUSA Supply Chain’s industry-leading
supplier collaboration program. One year after its
launch, the program now includes more than 200 CPG
suppliers partnering with Ahold Delhaize USA brands to
innovate supply chain management practices and
ensure customers can access the products they need,
when they need them, through their channel of choice.

WHAT THEY TELL US

e Community stakeholders provide valuable
feedback — for example, on how our brands can
be stronger partners in creating healthier
communities.
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e We (are invited to) engage with public
policymakers to share our views, strengthen the
reputation of Ahold Delhaize and the brands and,
where deemed appropriate, of our sector, and to
create a favorable policy and regulatory framework
for the company and society, the brands, and our
sector in the long term. Our Ahold Delhaize
strategy is central to our efforts in engaging with
public policymakers.

e Opportunities to improve our performance and
transparency on topics including human rights,
climate change, deforestation and animal welfare

® |n some cases, NGOs expect us to change
policies or work with our brands’ suppliers to
improve their ESG performance.

e |nput on how our brands can create healthier and more
sustainable products for customers

e Finding new ways to reduce food waste and increase
economic, social and environmental value for the
communities our brands’ suppliers source from
throughout the supply chain

e Discussing the impact of climate change on the supply
chain and ways to mitigate the risks
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ENGAGING WITH OUR STAKEHOLDERS ©o
FRANCHISEES INDUSTRY SCHOOLS AND
AND AFFILIATES ASSOCIATIONS RESEARCH INSTITUTES

EXPECTATIONS

® The opportunity to build a profitable business

® Reliable supply of high-quality products at a
competitive price

® The ability to offer customers store options that
rely on proximity and fast shopping

o Community support

HOW WE ENGAGE WITH THEM

e |ndividual meetings. For example, in Belgium,
store visits are made on a weekly basis by a
Delhaize consultant and regularly by a
representative of the Delhaize Affiliate Partnership
department

e Strategic business reviews

e Simplification and acceleration of the store
opening process

e Joint meetings, including training sessions and
product discovery days

e Training courses specifically on sustainability, in
different forums, including stand-up meetings,
bilateral talks and classroom-like training

e Best-practice sharing: We put forward affiliates
that are best-in-class so they can share their
experience with others

WHAT THEY TELL US

® Input on operating stores and engaging with local
communities

e Strategy around healthy products and sustainability

e Competition in the brands’ markets

e Sustainable solutions, such as remodeling stores
to shift to natural refrigerants, EV charging
stations, ability to choose to have stores audited
for energy efficiency, smart in-store metering
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e Commitment by Ahold Delhaize and the brands to jointly L
address industry challenges, establish coalitions of action
and drive implementation

e Cooperation in shaping operational standards

® Engagement with industry peers and external
stakeholders

e Pre-competitive forums: Roundtable on Sustainable Palm o
Oil, Roundtable on Sustainable Soy, Retail Soy Group, .
Retailer Cocoa Collaboration, GLOBALG.A.P., Global
Sustainable Seafood Initiative, Global Tuna Alliance,
North Atlantic Pelagic Advisory Group, Palm Oil
Transparency Coalition, Global Roundtable on
Sustainable Beef, Sustainable Agriculture Initiative,
Sustainable Rice Platform, Retailers Palm Oil Group

e [ndustry association memberships, Chambers of
Commerce and national retail federations: CGF(Global),
Business association, VNO-NCW (Netherlands),
Eurocommerce (European Union (EU)), FMI: The Food
Industry Association (U.S.), National Retail Federation
(U.S.), Dutch Food Retail Association, CBL
(Netherlands), The Federation for Commerce and
Services, Comeos (Belgium), The Association of
Commerce and Tourism, SOCR CR (Czech Republic),
The Association of Large Commercial Networks, AMRCR
(Romania), Confédération Luxembourgeoise du
Commerce — Fédération de I'Alimentation et de la
Distribution, CLC-FLAD (Luxembourg)

e Key industry challenges around climate, waste, health, .
human rights, supply chains and safety

® The belief that change needs to be driven globally and
top-down in order to be successful

e Anticipating and understanding local, national and
regional public policy developments — for example, the
credit card network routing market in the U.S. and the
role of supermarkets in making Dutch fresh food chains
more sustainable

Funding, (customer) insights and sponsorship
for joint research projects

Responses to academic surveys

Joint industry labs with academic institutions,
such as AlRLab, which drives innovation at the
intersection of retail, Al and robotics

Sponsorships and scholarships. For example,
Ahold Delhaize supports the Rotterdam
Philharmonic Orchestra Academy, which offers
young musicians an extensive orchestral
program in a leading symphony orchestra
Educational initiatives. For example, in 2023,
The GIANT Company committed to support
agricultural education programs developing
future food and agriculture leaders. Hannaford
donated to The Ecology School in Saco, an
environmental learning and living center that
provides immersive education for students,
schools and community groups. And lastly, the
Albert Foundation organizes sustainable cooking
courses for children through a new project linked
to the company’s zero-waste strategy

Top image: Robot, “Pepper,” greeting
customers at Alfa Beta

Bottom image: Associate from The GIANT
Company talking to CEO Frans Muller during a
local visit

Academic research on topics such as robotics is
often very specific and theoretical. Collaboration
with Ahold Delhaize helps universities find real-
life use cases for their technologies and co-
create scalable solutions
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Q3A WITH OUR CFO ©e

Driving long-term value creation

JOLANDA POOTS-BIJL, CHIEF FINANCIAL OFFICER; MEMBER MANAGEMENT BOARD AND EXECUTIVE COMMITTEE

We are pleased that Jolanda Poots-Bijl joined Ahold Delhaize
as CFO in 2023. With over 20 years of executive and
supervisory board experience, Jolanda is a leader focused on
making things better and helping colleagues succeed, as well
as driving financial success. We talked to her about her first
impressions, leadership philosophy and ambitions for Ahold
Delhaize.

allarler et e e | was struck by how many customers stopped us
! y to share how positive they are about the role our

some 'nS'_ghtS Into your brands’ stores and associates play in their daily
onboarding at Ahold lives and their communities.

Delhaize. What were your

first impressions and During these first months with the company,

| have been impressed by my colleagues’

i 2
learnings? dedication and passion, their agility in managing
dynamic times and their pride in the strong
| had the pleasure of starting my time at Ahold results our businesses continue to deliver. We
Delhaize with an extensive six-week induction are a true people-for-people business, well
program. This gave me the opportunity to dive positioned in the heart of society. | have found
into the business and visit almost all of our great  that the Ahold Delhaize team is not afraid to
local brands, learning about what makes them tackle challenges head on, take on difficult
unique and their histories and ambitions going projects and make tough choices where they
forward. And, most importantly, meet many see benefits for the customer and the potential
wonderful colleagues across the company. of sustainable long-term value creation — for

example, with the transformation in Belgium and
the divestment of FreshDirect.
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As an experienced
business leader, you bring
a fresh, new perspective
to Ahold Delhaize.

What opportunities and
challenges do you see

for the business in the
next few years?

At Ahold Delhaize, we have many things to be
proud of. We are a robust company with a
strong international presence, an industry-
leading position, a strong balance sheet, many
talented associates and a family of great local
brands that are often number one or two in
their countries or regions. This enables us to
successfully navigate both the challenges and
opportunities ahead.

Having said that, many of the markets we
operate in are faced with geopolitical and
macroeconomic uncertainty. While inflation has
passed its peak, consumers’ household
budgets remain under pressure.

This requires our brands to be agile and
adaptable to meet and exceed customer
needs. Our brands are constantly looking for
opportunities to further improve their Customer
Value Propositions (CVP) and keep their
assortments affordable and healthy.
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GOVERNANCE

While our strategy and financial
strength are important for our
future success, it is our people
who make the real difference.

We want to be a leader in ESG, invest in our
people and be responsible operators, while
also delivering a good performance for our
shareholders. We will further invest in our
technology landscape so we can continue to
be a digital leader. The fast rate of change in
tech provides many opportunities to serve
customers, and, by leveraging our scale
through smart convergence, we will be able to
save as we innovate.

To structurally realize these ambitions and
build a long-term, future-proof organization for
all stakeholders, growth is important. Balancing
all these topics is both our challenge and our
opportunity going forward.

PERFORMANCE

How can the Finance
function support the
company’s sustainability
ambitions?

Sustainability is embedded in Ahold Delhaize’s
DNA; we are one of the front runners in our
industry. | am passionate about maintaining this
position and proud of the commitments we have
made around, for example, the reduction of GHG
emissions and food waste.

| see an important role for the Finance function
to help us realize these commitments by
providing the focus and transparency that is
needed to drive our sustainability journey. In
2023, we further increased the quality and
accuracy of our ESG data — and will continue
to improve it. We also made great strides to
prepare for the implementation of the
Corporate Sustainability Reporting Directive
(CSRD). We also work closely together with
our sustainability, commercial and operational
teams to turn our long-term sustainability
ambitions into detailed roadmaps. We must
also continuously collaborate with our external
partners across the value chain and use our
scale to positively influence the food industry.

And even though we have already incorporated
sustainability considerations into our
investment decisions — for example, through
the implementation of a carbon pricing model —
we continue to enhance how we evaluate the
cost, scope and phasing choices of
sustainability investments. One concrete
example of how we secure the necessary
funds for our sustainability plans has been
through our sustainable financing, such as the
issuance of our Green Bond in March 2023
and our Sustainability-Linked Commercial
Paper Program in September 2023.

APPENDIX
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What will be your key
focus areas for 2024?

Optimizing and nurturing Ahold Delhaize’s
sustainable long-term value creation will be
one of my top priorities, and | look forward to
sharing more about our plans during our
upcoming Strategy Day in May 2024. We are a
well-invested company, and we continue to
look for opportunities as we leverage our scale;
optimize our supply chain; and innovate using
new data capabilities, Al and machine learning.

Our brands are strong operators, well positioned
to manage the volatility of today’s world. The
economic and geopolitical backdrop remains
dynamic; therefore, another focus area will be to
look for opportunities to further strengthen our
brands’ competitive positions and to operate even
more efficiently. Our strong and consistent
financial performance gives us a great platform to
unlock the necessary funds to reinvest in our
CVP, new growth areas and our priorities in
technology and sustainability.

While our strategy and financial strength are
important for our future success, it is our
people who make the real difference, so we will
also continue to invest in our great people.

Optimizing and nurturing Ahold
Delhaize’s sustainable long-
term value creation will be one
of my top priorities.
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KEY FINANCIAL TARGETS' TARGET 2023 RESULTS IN 2023
Group underlying operating margin > 4.08 4.18
Diluted underlying EPS growth® Around 2022 levels (O.4)3
Net capital expenditures Around €2.5 billion €2.3 billion
Free cash flow® Around €2.0 billion €2.4 billion

Dividend payout ratio*

40-508 payout ratio

Absolute increase in dividend per share

€0.05 increase in dividend per share

438 payout ratio

Share buyback® € billion

@ O® & @&

€] billion

1 Targets 2023 based on original guidance as per Annual Report 2022; For definitions on KPIs, see Definitions and abbreviations.

2 Atcurrent rates

3 Target excludes M&A.

4 The dividend payout ratio for results in 2023 is calculated as a percentage of underlying income from continuing operations on a 52-week basis.

5 Management remains committed to the share buyback and dividend program, however the program is subject to material macroeconomic changes or changes in corporate activities, such as material M&A activity.

Note: Targets are based on the previous year’s full year results unless stated otherwise.
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DRIVE OMNICHANNEL GROWTH TARGET 2023 RESULTS IN 2023
Net consumer online sales growth High single-digit growth +5.9%
Loyalty sales growth ' Double-digit growth +2%
Complementary revenue streams growth 220% +13%
ELEVATE HEALTHY AND SUSTAINABLE TARGET 2023 RESULTS IN 2023
Healthy own-brand sales (3)° 54.6% 54.8%
Food waste reduction (3)° 34% 37%
GHG-emissions reduction (2) scope [ & 94 Further reduction 35% (5pp improvement vs. LY)
CULTIVATE BEST TALENT ASPIRATIONS 2023 RESULTS IN 2023
Associate engagement score (3) 279% 78%
® Inclusive workplace score ($) 280% 81%
Associate growth (%)5 New index, no aspiration set for 2023 75%
STRENGTHEN OPERATIONAL EXCELLENCE TARGET 2023 RESULTS IN 2023
Save for Our Customers > €1 billion €1.3 billion
e e aie e e ) Frozen facility in Mountville, Pennsylvania, in test mode;
Supply chain initiatives Two fully automated frozen facilities in the U.S. during 2023 Plainville, Connecticut, facility planned to go live in H1 2024
Opening of the first mechanized HSC in Barendrecht in the Opened the first mechanized HSC in Barendrecht in the

Improvmg online productivity Netherlands Netherlands in Q4 2023

1 Loyalty sales measures the sales generated by active addressable loyalty card holders. See Definitions and abbreviations for more information.

2 The 2023 target is restated due to the Guiding Stars algorithm change, which had -0.4pp impact on group level, changing the target from 55.0% per Annual Report 2022 to 54.6%.

3 The reduction is measured against the restated 2016 baseline: 4.99 t/€ million. See ESG statements for more information.

4 The reduction is measured against the restated 2018 baseline: 4,095 thousand tonnes CO2-equivalent emissions. See ESG statements for more information.

5 The associate growth index is driven by: perception of opportunity for personal development and growth, opportunities for career growth, feeling their job makes good use of their skills and abilities, and support from their manager for skill and career development. See
Definitions and abbreviations for more information.
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TARGETS AND RESULTS

MACROECONOMIC TRENDS

Ahold Delhaize navigating through rising global tensions and
economic pressure in 2023

GDP GROWTH STABILIZING IN U.S. AND SLOWING DOWN IN EUROPE

In 2023, the global economy continued to be challenged by persistent inflation and modest growth
prospects. Gross domestic product (GDP) growth stabilized in the U.S. and slowed down in Europe
versus the prior year, as it was impacted by tighter financial conditions, weaker trade growth and lower
business confidence. GDP growth is projected to be mild in 2024, while various risks remain, such as
potential disruptions to commaodity markets and trade from growing geopolitical tensions, uncertainty
around inflation and lower household savings (source: “Economic Outlook,” OECD). GDP reached
3.0% globally in 2023: the U.S. showed growth of 2.1% and the Euro area growth of 1.0% (source:
“Data mapper,” International Monetary Fund (IMF)).

Real GDP growth' (3) ® uvs @ Euope

10%

5.9% 6.0%

5%
2.4%
2.1% o 2.1% 1 0% 1.5% 1.4%
0%

28)% -

(55)%

(5)%

(10)%

2020 2021 2022 2023 2024

1 GDP (Gross Domestic Product) represents the total value at constant prices of final goods and services produced within a country within a specific
time period.
Source: IMF (GDP reports: Annual percentage change, 2023)

CONSUMER CONFIDENCE SLIGHTLY INCREASING

Consumer confidence only slightly increased in 2023, as concerns about inflation diminished somewhat
compared to 2022, but remained high. Confidence went up by 1 percentage point to 98% in both
segments. Nonetheless, it was pressured, as consumers’ concern about the overall economic outlook
grew. In addition to inflation, consumers were faced with higher interest rates and ongoing geopolitical
instability. In the United States, the resumption of student loan payments largely negatively influenced
consumers’ economic outlook in a largely negative way (source: “Main Economic Indicators,” OECD).
In Europe, the desire to save money increased as the abovementioned concerns were further
pressured by the conflicts in Ukraine and Israel/Gaza.
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. u.s. . Europe

Consumer Confidence Index (Long-term average = 100, yearly average)

105

100
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2021
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Source: OECD: Main Economic Indicators: CCI, Amplitude adjusted, Long-term average = 100, yearly average change, 2022

HIGH LEVELS OF INFLATION MODERATING

Consumer Price Index (CPI) inflation in 2023 was still at elevated levels, reaching 8.6% for the OECD
countries in Q1, but moderated toward the end of the year, mostly driven by lower energy prices, with
OECD CPI rates below 6% in Q4. Food prices grew above historical-average rates in 2023, but at
lower rates than in 2022. In order to control elevated inflation rates, central banks increased interest
rates up until September 2023 to the highest levels in more than 20 years. After September, central
banks maintained constant rates when they saw inflation moderating toward the end of the year
(source: Statista and International Monetary Fund (IMF), various reports in December 2023).

In the U.S., food inflation rates, similar to CPI rates, declined in the second half of 2023. Where food
inflation was substantially higher compared to CPI in the beginning of 2023 (9.9% in Q1), this gap
narrowed in the last quarter to 1.6%. The annual CPI rate amounted to 4.1% in 2023, a steep decrease
versus 2022 (8.0%).

Inflation was especially persistent in Europe, and remained elevated there until Q4. With food inflation
rates of 18.8% at the beginning of the year, European consumers continued to change their shopping
habits. To alleviate the ongoing pressure on household income, European consumers started to focus
on more value for money, including buying cheaper products and delaying purchases (source: “An
update on European Consumer Sentiment,” McKinsey). In Q4, European food inflation was down to
7.4%. In 2023, the annual CPI rate for the European Union went down from 9.2% in 2022 to 6.4% in
2023.
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Consumer Price Index (CPI) and CPI for food and beverages oeco @ us. @ Euope @ fL(J)oSd E}éd
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Source: OECD (Consumer Price Indices — Complete Database, 2023); the data for Europe Is not available yet for Q4 2023

GROCERY SPENDING CONTINUES TO GROW

Grocery spending globally recovered to some extent in 2023, growing 2.0%, which was 1.3 pp higher
than in 2022. Grocery spending increased by 4.4% in the U.S., while in Europe it rose modestly by
1.8%. Grocery share as a percentage of consumer spending in 2023 remained roughly stable at 34.5%
in the U.S. and 42.7% in Europe (source: Flywheel Retail Insights — former Ascential).

CONSUMER SPENDING SPLIT 2023-202! 2023 2022 2021
World

Growth in grocery spending 2.0% 0.7% 9.5%
Grocery as a % of total consumer spending 47.0% 47.1% 47.2%
United States

Growth in grocery spending 4.4% 6.5% 7.3%
Grocery as a % of total consumer spending 34.5% 34.3% 34.4%
Europe

Growth in grocery spending 1.8% 7.7% 5.8%
Grocery as a % of total consumer spending 42.7% 42.8% 42.7%

Source: Flywheel Retail Insights (various reports in 2023; the data for 2021-2023 has been restated by Flywheel; new methodology excludes services and B2B)

Overall consumer spending increased in 2023, although consumer behavior is diverging and somewhat
ambiguous. One segment of consumers is looking to cut costs by saving more money on food and
other categories. Another segment is shifting to higher-end options in categories such as travel and
grocery. A similar trend can be observed in consumer preferences. While some consumers are
increasingly focused on buying sustainable products, at the same time, the inflationary environment is
leading other consumers to worry that these products will become unaffordable for them in the near
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future (source: McKinsey). In addition, Deloitte’s Financial Well-being Index, published annually to track
consumers’ financial health and spending intentions, demonstrates a positive trend for retailers this
year, compared to last year. The index reached 102.8 in December 2023 compared to 100.2 in 2022
(Source: Deloitte).

Global consumer spending development (grocery and non-grocery) @ nNon-grocery @ Grocery
@) 28,494 +9.4%
@ 27,836 +.08 (o) EEEES

(») 27,570 +H3.78 ()

Q)] 14,718 ©

Grocery's share of
total consumer spend

47.2%

Grocery's share of
total consumer spend

47.15

2021

Grocery's share of
total consumer spend

47.0%

2022 2023

Source: Flywheel Retail Insights (Market — Global Consumer Trends in USD at 2023 exchange rate; the values for 2021-2023 have been restated by
Flywheel; new methodology excludes services and B2B)

STABILIZATION OF PRODUCT COSTS; MAIN COMMODITIES DECREASING
Food commodity prices dropped gradually throughout 2023. The Food and Agriculture Organization of
the United Nations (FAO) food price index is a good representation of this trend, showing that the
prices for five main commodities (sugar, meat, dairy, vegetable oils and cereals) decreased by 12% on
average in 2023 versus the prior year, reaching 118.5 in December 2023.

FAO food price index (2014-2016 = IOO)
170
160

@ rro

158 158
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150 141 141

138
140 134 136 135 135

130
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Jan- Feb- Mar- Apr- May- Jun- Jul- Aug- Sep- Oct- Nov- Dec- Jan- Feb- Mar- Apr- May- Jun- Jul- Aug-Sep- Oct- Nov- Dec-
22 22 22 22 22 22 22 22 22 22 22 22 23 23 23 23 23 23 23 23 23 23 23 23

Source: Food and Agriculture Organization of the United Nations (2022-2023); FAO food price index consists of the average of five commodity group
price indices: meat, dairy, cereals, vegetable oils and sugar.
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NOMINAL WAGES CONTINUE TO INCREASE SIGNIFICANTLY
Despite the fact that inflation rates moderated towards the second half of the year, nominal wages
continued to increase in both segments.

The U.S. experienced a significant rise in wages and salaries, which grew by 4.7% in 2023. This was
lower than in 2022 but significantly surpassed levels seen in previous years (source: U.S. Bureau of
Labor Statistics, news release on Employment Cost Index, November 2023). Real wages started to
increase as inflation declined from its peak in 2022, and workers received robust nominal wage gains.
Seasonally adjusted, there was a 0.8% increase in real average hourly earnings from December 2022
to December 2023 (source: U.S. Bureau of Labor Statistics).

Wages and salaries also rose substantially in Europe, reaching a record high of 5.4% growth in 2023
(source: “Euro indicators,” Eurostat). While wage growth has been strong in Europe, it has not been
adequate to offset high inflation. Nominal compensation per employee increased by a significantly
lower rate than inflation, resulting in a decline in real terms (source: “Labour market and wage
developments in Europe 2023,” Eurostat — EU commission).
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Nominal wages and salaries for U.S. civilian workers (I2-month § change) @ ages and salaries
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Source: U.S. Bureau of Labor Statistics (Charts related to the latest “Employment Cost Index” news release)
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Nominal wages and salaries for European workers (I2-month 8 change) @ ages and salaries
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Source: Eurostat (Labor cost index), data for prior years has been restated by the Eurostat

Unemployment rates remained stable in 2023 in both regions. In the U.S., job gains in 2023 maintained
a robust pace, albeit at a slower rate compared to the exceptionally high levels observed in 2021 and
2022 following the recession caused by the pandemic. The unemployment rate slightly increased from
3.6% in Q4 2022 to 3.7% in Q4 2023, resulting in a total of around 6.3 million unemployed people
throughout the year (source: “The Employment Situation — December 2023,” U.S. Bureau of Labor
Statistics). In Europe, the unemployment rate continued to decrease throughout 2023, from, on
average, 6.1% in Q4 2022, to 6.0% in November 2023 (source: “Euroindicators November 2023,”
Eurostat).

Monthly unemployment rates (3) @ us @ curope
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Source: OECD (Labor market statistics 2021-2023); Europe data is still not available for Q4 2023
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ELECTRICITY PRICES DECREASED SIGNIFICANTLY, YET REMAIN ELEVATED
Global electricity markets improved in 2023 compared to the previous year, as a result of gas demand
reductions in Europe and Asia (source: International Energy Agency). In the Netherlands and Belgium,
electricity prices decreased from €270/Mwh in 2022 to €98/Mwh in 2023 (see graph: “Futures prices for
the Netherlands and Belgium (€/Mwh), ICE ENDEX”). The decrease in wholesale prices was registered
in the first half of the year, alleviating the pressure on household electricity retail prices across Europe,
and was accompanied by a fall in electricity consumption in the region. In addition, the share of
electricity generated by renewables increased versus the share generated by fossil fuels (source:
Directorate-General for Energy, European Commission).

In the U.S., electricity prices increased from €159/Mwh in 2022 to €168/Mwh in 2023 (source: U.S.
Bureau of Labor Statistics). Energy generation also increased in the U.S., especially from renewable
resources; in September, we saw 1.8% total net generation growth over last year (source: “Short-term
Energy Outlook,” U.S. Energy Information Administration).

Ahold Delhaize continues to work to secure its electricity supply and prices by purchasing electricity in
advance where possible; this allows the company to manage the risks arising from the continued
volatility in the energy market, locking in longer-term electricity prices to avoid excessive risks. The
company also puts a lot of effort into prioritizing the use of green energy above other sources. In 2023,
52% of electricity used came from green sources, which was 12% higher than last year.

Futures prices for the Netherlands and Belgium (€/Mwh) @ nNetherlands @ Belgium
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Source: ICE ENDEX (2022 data has been restated in 2023 by the ICE ENDEX
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MODEST INCREASE IN INTEREST RATES

Our business is impacted by fluctuating interest rates. The three-year constant maturity market yield on
U.S. Treasury securities modestly increased throughout 2023, favorably impacting the present value of
our insurance liabilities.

Market yield on U.S. Treasury securities at three-year constant maturity @ oGs3
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Source: Board of Governors of the Federal Reserve System (U.S.), Market yield on U.S. Treasury securities at three-year constant maturity, quoted
on an investment basis [DGS3], retrieved from FRED, Federal Reserve Bank of St. Louis

FOREIGN EXCHANGE RATE FLUCTUATIONS

The majority of the Ahold Delhaize brands’ operations are located in the United States and
denominated in U.S. dollars, which is translated into euros for consolidated results. U.S. economic
growth was stronger than predicted for 2023, backed by strong consumer spending, jobs and real
wages growth (source: CEA, thewhitehouse.org). While economic growth initially resulted in U.S. dollar
growth, it slowed down towards the end of 2023, influenced by the growing inflation and market
expectations around interest rates decreases (source: Reuters). By the end of 2023, the U.S. dollar
depreciated by 2.8% against the euro (source: Bloomberg). A weakening dollar impacted our
consolidated financial results unfavorably. For more information, see Note 2 to the consolidated
financial statements.

CHANGE IN THE

AVERAGE ANNUAL
VALUE OF THE
CURRENCY CURRENCY
U.S. dollar USD/EUR 0.9248 0.9515 (2.8)%
Czech crown CZK/EUR 0.0417 0.0407 2.4%
Romanian leu RON/EUR 0.2022 0.2028 (0.3)%
Serbian dinar RSD/EUR 0.0085 0.0085 0.2%

Source: Average exchange rates 2022-2023, Bloomberg
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NET SALES
@) 3.88

1.9% vs. 2022

COMPARABLE SALES GROWTH
(EXCLUDING GASOLINE SALES)

OPERATING INCOME
Q) (22.9)%
(24.5)% vs. 2022

UNDERLYING OPERATING
INCOME

© (1.2)%

(3.3)% vs. 2022

UNDERLYING OPERATING
MARGIN

© (0.2)pp’
(0.2) pp vs. 2022

FREE CASH FLOW
() €0.2bn

‘At constant rates.
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GROUP PERFORMANCE
§ CHANGE AT
CONSTANT
€ MILLION CHANGE 8 CHANGE RATES
Net sales 88,649 86,984 1,665 1.9% 3.8%
Of which: online sales 9,015 8,618 397 4.6% 6.1%
Cost of sales (64,880) (63,689) (1,191) 1.9%
Gross profit 23,769 23,295 474 2.0%
Other income 499 663 (164) (24.8)%
Operating expenses (21,422) (20,190) (1,232) 6.1%
Operating income 2,846 3,768 (922) (24.5)% (22.9)%
Net financial expense (546) (5652) 7 (1.2)%
Income before income taxes 2,300 3,216 (916) (28.5)%
Income taxes (456) (714) 258 (36.1)%
Share in income of joint ventures 30 44 (14) (31.6)%
Income from continuing operations 1,874 2,546 (672) (26.4)%
Income (loss) from discontinued operations —_ — — (87.7)%
Net income 1,874 2,546 (672) (26.4)% (24.9)%
Operating income 2,846 3,768 (922) (24.5)% (22.9)%
Adjusted for:
Impairment losses and reversals — net 375 235 140
(Gains) losses on leases and the sale of assets — net 180 (198) 378
Restructuring and related charges and other items 202 (78) 280
Underlying operating income 3,604 3,728 (124) (3.3)% (1.2)%
Depreciation and amortization’ 3,462 3,432 30
Underlying EBITDA 7,066 7,161 (95) (1.3)% 0.6%
Underlying operating income margin 4.1% 4.3% (0.2) pp
Underlying EBITDA margin 8.0% 8.2% (0.3) pp
1 The difference between the total amount of depreciation and amortization for 2023 of €3,469 million (2022: €3,433 million) in Note 8 and the €3,462 million (2022: €3,432 million)
mentioned in the table relates to items that were excluded from underlying operating income.
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€ UNLESS OTHERWISE INDICATED 2023 2022 § CHANGE
Net income per share attributable to common shareholders

(basic) 1.95 2.56 (23.9) %
Underlying income per share from continuing operations 2.55 2.56 (0.6) %
Dividend payout ratio 43% 40% 3.4 pp
Dividend per common share 1.10 1.05 4.8%
OTHER INFORMATION

€ MILLION 2023 2022 8 CHANGE
Net debt’ 14,267 14,416 (1.0)%
Free cash flow? 2,425 2,188 10.8%
Capital expenditures included in cash flow statement

(excluding acquisitions) 2,434 2,490 (2.3)%
Number of employees (in thousands) 402 414 (2.9)%

BBB+/ BBB /
Credit rating/outlook Standard & Poor’s stable positive —
Baa1/ Baa1l/
Credit rating/outlook Moody’s stable stable —

Certain key performance indicators contain alternative performance measures. The definitions of these measures are described in
the Definitions and abbreviations section of this Annual Report.

1 For reconciliation of net debt, see Financial position in this report.

2 For reconciliation of free cash flow, see Cash flows in this report.

INFLATION POSITIVELY IMPACTS
SALES, BUT IMPACTS PROFITABILITY

NEGATIVELY

Ahold Delhaize delivered robust results in 2023,
with strong sales growth, while maintaining a
strong underlying operating margin. Group net
sales were positively impacted by continued
comparable sales growth (excluding gasoline) in
both regions and, to a lesser extent, Albert Heijn’s
cooperating agreement with Jan Linders, partially
offset by negative growth in gasoline sales and
unfavorable foreign exchange translation effects.

Ahold Delhaize Annual Report 2023

The divestment of FreshDirect in Q4 negatively
affected net sales to a limited extent.

While inflation was moderating throughout 2023,
food inflation remained high, particularly in Europe.
The region continued to be affected by disruptions
from the war in Ukraine, and high energy costs
continued to affect the entire agri-food chain.

In 2023, foreign exchange translations had a
negative impact on the financial results, as the
majority of our brands’ sales originate in the United
States and are denominated in U.S. dollars.

PERFORMANCE

Overall net sales increased by 1.9% to €88,649
million driven by higher prices in both the U.S.
and Europe. Both regions experienced a decline
in volumes due to reduced demand stemming
from the strain on consumer spending.

Net online sales grew at similar single-digit rates
in both regions. In the U.S., Food Lion increased
its online sales at high double-digit rates, while
FreshDirect experienced single-digit decline. In
Europe, both our non-food and food retail sales
increased at single-digit rates, at both our food
retail brands and bol.

During 2023, our brands’ cost of sales continued
to increase slightly, as well as other expenses,
causing a continued pressure on the underlying
operating margin. Nonetheless, our brands also
continued to help customers navigate the
inflationary environment through their
personalized loyalty programs and our Save for
Our Customers cost savings program and by
leveraging the scale provided by our global
portfolio.

Despite strong cost-saving programs, underlying
operating margins ended up at 4.1%, a decrease
of 0.2 percentage points compared to last year.
Our margin based on (IFRS) reported operating
income amounts to 3.2% of net sales, a decrease
of 1.1 pp compared to last year. Operating
margins were under pressure due to higher
operating costs driven by inflationary pressures,
predominantly in the U.S., and strikes at Delhaize
Belgium after management announced its
intention to transform all of its integrated
supermarkets in Belgium to independently
operated stores. Margin pressure was partly
offset by continued efforts by our brands to deliver
customers great value through our Save for Our
Customers cost-savings program, as tight cost
management continues to remain a core objective
of our business model. Various one-offs during
the year, as well as the cycling of prior year one-
offs, balanced out in a slightly positive result.

APPENDIX

®e

Free cash flow increased year over year by
€283 million at constant rates to €2,425 million.
The increase was mostly driven by a positive
development in working capital, due to
improvements in Europe, and the recovery of an
outstanding receivable related to an agreement
with the Belgian tax authorities, partially offset by
a lower operating cash flow and increased net
investment.

Net sales over time (€ billion)

90

60

30

2019 2020 2021 2022 2023

Net sales contribution by segment

@® The United States 61.58
@ Europe 38.53
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MODERATE INCREASE IN NET SALES

Net sales for the financial year ending on

December 31, 2023, were €88,649 million, an
increase of €1,665 million, or 1.9%, compared to
net sales of €86,984 million for the financial year

ending on January 1, 2023. At constant exchange

rates, net sales were up by €3,232 million or

3.8%.

Gasoline sales decreased by 19.9% in 2023 to
€1,068 million. At constant exchange rates,

gasoline sales decreased by 17.5%, as a result of
moderating gasoline prices in 2023 compared to a
spike in gasoline prices in 2022 driven by the war

in Ukraine.

Net sales split by category

GOVERNANCE

Net sales excluding gasoline increased in 2023 by
€1,931 million, or 2.3%, compared to 2022. At
constant exchanges rates, net sales excluding
gasoline increased in 2023 by €3,459 million, or
4.1%, compared to 2022. The main driver of sales
growth was inflation, due to its effect on shelf
prices in our brands’ stores, partially offset by
unfavorable foreign currency translation effects,
and a slight headwind resulting from the
transformation of Belgian stores and strikes in
Belgium. Moreover, in the U.S., the reduction of
Supplemental Nutrition Assistance Program
(SNAP) benefits compared to 2022 resulted in a
headwind for sales growth.

In addition, comparable sales growth excluding
gasoline sales increased by 3.9% in 2023
compared to 2022.

CHANGE
VERSUS
PRIOR YEAR
AT § CHANGE AT
CHANGE CONSTANT  CONSTANT
VERSUS EXCHANGE EXCHANGE
€ MILLION 2022  PRIOR YEAR 8 CHANGE RATES RATES
Net sales 88,649 86,984 1,665 1.9% 3,232 3.8%
Of which gasoline
sales 1,068 1,334 (266) (19.9)% (227) (17.5)%
Net sales excluding
gasoline 87,580 85,650 1,931 2.3% 3,459 41%
Of which online
sales 9,015 8,618 397 4.6% 514 6.1%
Net consumer
online sales 11,865 11,323 542 4.8% 660 5.9%
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Healthy sales

CHANGE
A
PRIOR
YEAR

2023

2022

% of healthy own-
brand food sales as a
proportion of total
own-brand food sales 54.8%

54.4% 0.4 pp

APPENDIX

®e

By 2023, 54.8% of own-brand food sales across
our brands consisted of sales from healthy
products — higher than our 54.6% ambition and an
increase from 54.4% in 2022. Our ambition of
54.6% has been adapted to the Guiding Stars
algorithm change in the U.S., following stricter
dietary guidelines for Americans. This had a -0.4
percentage-point impact on a Group level,
changing the target from 55.0%, as per our
Annual Report 2022, to 54.6%.

The increase in our healthy sales percentage was
achieved through many initiatives at our local
brands. In the U.S., Giant Food offered a five-
week “Healthier Together” series of free classes
focussed on nutrition and healthy living and Stop
& Shop held webinars with tips for grocery
shopping and how to cook heart-healthy meals in
support of American Heart Month. In Europe, we
observed a shift in customer behavior towards
more own-brand products; however, this was
mostly observed in categories with relatively
fewer healthy products, such as sweets and soft
drinks. Despite this shift, our healthy sales
percentage also increased in Europe, because of
initiatives such as Mega Image’s relaunch of its
Nature’s Promise own brand to help customers
eat healthily in an affordable way.

See ESG statements for more information on how
we measure the percentage of healthy own-brand
sales.

8 Healthy own-brand food sales

75%

53.4% 54.4% 54.8%
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59



STRATEGIC REPORT GOVERNANCE PERFORMANCE

TARGETS AND RESULTS

GROUP PERFORMANCE

ONLINE SALES GROWTH CONTINUES

In 2023, we continued to deliver strong net
consumer online sales, which amounted to
€11,865 million, an increase of 5.9% at constant
exchange rates. This was mostly driven by bol,
which increased net consumer online sales by
6.2% over last year. This solid performance was
helped by bol’s well-performing logistics and
advertising services. Online sales contributed
€9,015 million to net sales (2022: €8,618 million).

Net consumer online sales (Group)l (€ billion)

10.4

The U.S. segment continued to see momentum in

; ) . o :
2019 2020 2021 2022 2023 online sales. Net online sales increased py 5.1%in
constant currency, also supported by an increased

1 See Alternative financial performance measures. number of click-and-collect points (1,558 vs. 1,547 in

2022). We saw a double-digit increase in sales in this
channel compared to last year, while home delivery
sales decreased. Platform sales with third parties
such as Instacart increased by single digits. Online
penetration grew from 7.5% to 7.8%, led by Food
Lion. Macroeconomic factors, including a reduction
in SNAP benefits and constrained household
budgets, led to a slowing in online growth during the
latter part of the year. Against this backdrop, the U.S.
brands focused on balancing growth, improving
margin and investing for long-term success.

U.S. online sales (€ billion) @ Online sales @ Oniine grocery penetration %

4.2 4.2

The U.S. brands invested in technology and data
2019 2020 2021 2022 2023 to offer richer and more seamless experiences for
customers, create efficiencies at scale, and
deliver greater ROI for our retail media and data
partners. Notably, Food Lion began its migration
onto PRISM (our proprietary e-commerce

48 platform), with Hannaford to follow in 2024. The
brands launched native mobile apps, which
increased overall user engagement and
performance, as well as an in-house
recommendation engine to deliver a more
personalized experience. And the brands’
expanded retail media capabilities amplified the
momentum with advertisers.

Online sales Online grocery penetration %
Europe online sales (€ billion) o [ )

In addition, the U.S. brands are orienting
2019 2020 2021 2022 2023 fulfillment toward a store network that offers
higher immediacy for customers and improves
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operational flexibility. The brands are well
positioned to meet growing consumer preferences
for pickup and faster delivery speeds (same-day
delivery is now 74% of sales versus 40% in
2022). The U.S. brands continue to strengthen
their execution and productivity metrics to
improve the customer experience and unit
economics.

In Europe, net consumer online sales increased
by 6.3%. In addition to bol, all our European
brands grew versus last year in the grocery e-
commerce channel, with ah.nl as the main driver.
Online grocery penetration remained constant at
6.0%, driven by a slight decrease at Albert Heijn
that was offset by all of the other brands. Albert
Heijn opened its innovative, sustainable and
mainly mechanized e-commerce fulfilment center
in Barendrecht. Across the Netherlands, the brand
now processes 300,000 online orders per week.

The Europe segment also took big steps forward
in strengthening its e-commerce foundations and
increased execution and productivity by
successfully scaling the e-commerce fulfillment
model developed by Albert Heijn to Mega Image
in Romania — a significant first phase in the
European roll-out plan towards improved e-
commerce profitability at the brands.

This was further supported by substantial
progress in the digital advertising business across
Europe, including enhanced self-service options
and the scaling of our advertising technology with
Adhese from the Netherlands to Alfa Beta in
Greece this year — all of these developments
driven by our passion to deliver the best customer
experience every day. Albert Heijn grew to 3.3
million weekly app users and now has
approximately 950,000 “AH Premium” members
in its loyalty program. And bol launched a new
payout model for sales partners, enabling further
growth and improved partner Net Promoter Score
(NPS) (see Definitions and abbreviations). Across
Europe, the brands shared best practices and
design foundations to offer the most impactful
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web and app experience, including new features,
such as insights into savings, personal healthy
meal ideas and relevant alternative product
suggestions. Maxi in Serbia and Delhaize in
Belgium launched a dedicated new web-based
feature for their growing base of business-to-
business customers, ensuring more ease and
relevancy in online ordering. It will soon be rolled
out to more of our brands in Europe.

GROSS PROFIT

Gross profit was up by €474 million, or 2.0%,
compared to 2022. At constant exchange rates,
gross profit increased by €908 million, or 4.0%.
Gross profit margin (gross profit as a percentage
of net sales) for 2023 was 26.8%, remaining
equal compared to 2022. Continued margin
pressure, driven by ongoing food inflation, has
been fully offset, thanks to continued savings
initiatives across the business, driven by our
successful Save for Our Customers program, in
particular, additional “Buy Better” initiatives and
sourcing alliances.

Gross profit (€ billion) @ Grossproft @ 595 Profitas

% of sales
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Food waste
Tonnes of food waste per food sales (t/€ million) 3.17 3.29
% reduction in food waste per food sales (t/€ million)' 37% 34% 2 pp

1 The reduction is measured against the restated 2016 baseline of 4.99 t/€ million. See ESG statements for more information.

Not only is reducing food waste an important ESG
KPI, it is also a crucial tool to enhance our profit
margins. In 2023, tonnes of food waste per food
sales totaled 3.17, a notable 37% reduction
compared to the 2016 baseline and a 2
percentage-point improvement compared to the
preceding year.

This progress can be attributed to increased food
sales as well as a reduction in overall food waste.
Food sales increased by 1.5% compared to last
year.

The absolute figure for food waste in 2023
amounted to 225 thousand tonnes, a decrease of
2.3% compared to last year. One way our brands
contribute to food waste reduction is through food
donations. We directed 25% of unsold food
towards feeding those in need, demonstrating an
improvement from the reported 22% in 2022.

In addition to more donations, our brands
continued to find innovative ways to reduce food
waste, such as by providing discounts during late
store hours and educating employees on waste-
reduction practices. For example, in the U.S.,
Giant Food works together with Divert to reduce
the amount of organic waste going to landfill by
marking down, repurposing or donating unsold
but still edible food. Stop & Shop conducted
training sessions for district leadership, during
which they shared best practices on waste
diversion and encouraged food donations.

In Europe, Delhaize Serbia strengthened
cooperation with food banks on fruit and
vegetable donations, and Albert donated multiple
vans filled with fresh food to food banks across
the Czech Republic. Another noteworthy initiative
was undertaken by Alfa Beta, which is sending
perishable products close to their expiration dates
to a local restaurant that uses them to prepare
delicious meals that day.

See ESG statements for more information on how
we measure our perfo