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Forward looking statements

“This presentation includes forward-looking statements within the meaning of the U.S.
federal securities laws that are subject to risks and uncertainties. Forward-looking
statements describe further expectations, plans, options, results or strategies. Actual
outcomes and results may differ materially from those projected depending upon a
variety of factors, including but not limited to changes in the general economy or the
markets of Delhaize Group, in consumer spending, in inflation or currency exchange
rates or in legislation or regulation; competitive factors; adverse determination with
respect to claims; inability to timely develop, remodel, integrate or convert stores; and
supply or quality control problems with vendors. Additional risks and uncertainties that
could cause actual results to differ materially from those stated or implied by such
forward-looking statements are described in our most recent annual report or Form 20-F
and other filings with the Securities and Exchange Commission. Delhaize Group
disclaims any obligation to update or revise the information contained in this
presentation.”
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Agenda

« 2011 Second quarter results
Stéfan Descheemaeker
Chief Financial Officer

e Strategy update
Pierre-Olivier Beckers
President and Chief Executive Officer

« Avallable for questions

— Geert Verellen

Vice President Investor Relations and External
Communications
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Q2 2011 Financial highlights

+3.9% +1.6% Flat

Comparable Comparable
store sales store sales

Revenue
growth

at identical growth in the growth in
exchange rates U.S. Belgium

e

4.1% +10.1% 60%

Group') Group share in of cost savings
underlying net profit achieved midway

operating at identical towards 2012
margin exchange rates target
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All segments contribute to Q2 revenue
growth acceleration

Group revenue growth (YoY), at identical exchange rates

3.9%

0
1.7 1.5%

I 0.8% l 0.7%
-0.1%
Q1 2010 Q2 2010 Q32010 Q4 2010 Q12011 Q2 2011

\ J
i

Full year: 1.0%
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Solid volume improvement results in
positive U.S. comparable store sales

Comparable store sales evolution (YoY) Delhaize U.S.*

2011 Retail inflation
increasing

2010 Retail inflation mostly flat

1.6%

Supported by
improving volume
trends in the
Southeast

-3.6%
Q1 2010 Q2 2010 Q3 2010 Q4 2010 Q1 2011 Q2 2011

L J And continued good
I performance at

Full year: -2.0%

Hannaford in in the
Northeast

* Adjusted for calendar effects.
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Delhaize Belgium comparables
reflective of strong base In prior year

Comparable store sales growth (YoY) —

5.0%

4.3%

Delhaize Belgium*

3.8%
Tough comparable
base in Q2 2010
0.0% 0.0% 0.0%
Q12010 Q2 2010 Q32010 Q4 2010 Q12011 Q22011

L

J

I
Full year: +3.2%

* Adjusted for calendar effects.
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Strong revenue growth in SEE & Asia*

Revenue growth YoY, at identical exchange rates

9.2% Greece

5.5% 5.0% 5.5% Y
070 » Continued
revenue growth
and market share
gains in Greece

despite difficult

Q12010 Q22010 Q32010 Q4 2010
1 )

v 4.8% environment
Full year: +6.3% Revenue growth in
- Romania driven by
Romania and Indonesia Slielug] FETSEe o
growth and net
23.6% store additions
18.4% 19.9% 19.7%
I I I Q12011 Q22011
Ql 2010 Q2 2010 Q32010 Q4 2010
J
T * New segment definition as of January 1, 2011 consists of Alfa Beta (Greece),
Full year: +20.5% Mega Image (Romania) and 51% of Super Indo (Indonesia)
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Underlying operating margin impacted by delays
In U.S. procurement and supply chain savings

Underlying operating margin* Delhaize Group

6.0%

4.4%

4.1%

| Q12010 Q2 2010 Q32010 Q42010 Q12011 Q2 2011

I
Full year: 5.0%

* See Appendix for reconciliation of operating profit to underlying operating profit
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U.S. operating margin impacted by
delay In cost of goods sold savings

Operating margin Delhaize U.S.

Gross margin decrease as
a result of:

6.3%

= slower than anticipated
5.3% 5 10 savings in category
management and supply
4.5% 4.6% chain
4.2% = which did not fully offset

price investments

Partly offset by a decrease

in SG&A as % of revenues

thanks to:

= cost savings

= positive sales leverage

Category management and

supply chain savings to

|
Full year: 5.3%

DELHAIZE %= GROUP 0510812011 | 12




Good margin performance at
Delhaize Belgium

Operating margin Delhaize Belgium

5.3%

5.2%

Gross margin increase

thanks to:

» improved buying
conditions

4.9% 4.9% * improved logistics
productivity

4.8% 4.8% = VAT refund

Partly offset by salary
indexation

|Q12010 Q22010 Q32010  Q42010) | Q12011 Q2 2011

|

Full year: 4.9%
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Operational outlook 2011

Expect strong revenue growth in all operating segments the
second half of 2011 as a result of the many sales building initiatives
that are underway

Expect an acceleration of the category management and supply
chain savings that will support the U.S. operating margin

Updated capital expenditures guidance to EUR 820 — 840 million
(excl. Delta Maxi Group)

Confirm net store opening target of 115 to 125 stores (135 to 145
stores gross) to the network and approximately 120 remodels (excl.
Delta Maxi Group)

Consolidate Delta Maxi Group as from August 1, 2011
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Q2 2011 Results

(In millions EUR) Q2 2011 Q2 2010 At Actual At Identical

Rates Rates
Revenues 5107 5329 -4.2% +3.9%
Operating profit 209 227 -7.8% +0.5%
Underlying operating profit* 209 233 -10.5% -2.2%
Operating margin 4.1% 4.3%
Underlying operating margin* 4.1% 4.4%
discontinued operatons 166 172 A2 %
Group share in net profit 117 114 +1.9% +10.1%
Basic earnings per share (Group 116 115 +1.4% +9.6%

share in net profit)

* See Appendix for reconciliation of operating profit to underlying operating profit
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H1 2011 Results

(In millions EUR) H1 2011 H1 2010 At Actual At Identical

Rates Rates
Revenues 10 151 10 300 -1.4% +2.4%
Operating profit 427 468 -8.6% -4.9%
Underlying operating profit* 431 469 -8.2% -4.5%
Operating margin 4.2% 4.5%
Underlying operating margin* 4.2% 4.6%
discontinued operatons 337 362 7.1% 25%
Group share in net profit 243 244 -0.6% +2.9%
Basic earnings per share (Group 541 5 44 1204 +2 304

share in net profit)

* See Appendix for reconciliation of operating profit to underlying operating profit
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011 Strategy update

Pierre-Olivier Beckers
President & Chief Executive Officer
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Job markets determine consumer
confidence

-

500
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-100

U.S. Job market

- 9.8

- 9.6

- 9.4

o UUU Source: Labor Department - numbers are seasonally adjusted {

- 9.2

- 8.6

[ Unemployment rate

in June: 9.2%

- 8.4
- 8.2

10

8.8

"

Belgium — Consumer confidence

Source: Nationale Bank van Belgié

“For the first time in 2 years
households think their personal

situation will take a turn for the worse.”
National Bank of Belgium

N
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Greek economy stumbles and |
unemployment rate continues to climb
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Intense transformation of Delhaize Group
started in 2010 continues through 2011

VISION & VALUES

OBJECTIVES

Returnon | Shareholder | Corporate

Revenues Operating
citizenship

profit investment value

STRATEGIC PRIORITIES
EFFICIENCY SUSTAINABILITY

Accelerate best-in- Products, People,
class execution Planet

GROWTH

Accelerate profitable
revenue growth

> Food safety

> Price > Cash generation
> Health and wellness

competitiveness > Convergence &
> 4-Wall differentiation standardization > Associate
> Accelerated organic > Leveragebest development
practices > Energy conservation
> Responsible
sourcing

portfolio growth
> M&A

ENABLERS

Financing Systems & Organizational
processes structure

New strategy for years to
come

One vision, one set of
common values

Fundamental changes to our
organizational structure

Prepared our
Group for the

=

opportunities of
2011

DELHAIZE % GROUP
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Growth

@;ﬁ Value leadership

Differentiation
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Bottom Dollar Food expands In
high-potential markets

bottomd llar

il == 3"
==
|
] A S
I f} b
Vi 1 y
) ) Ol R
L \ )
-~ 1
L)

- “no-frills” shopping environment
- approximately 6,500 items
- low prices on fresh produce and meat
- national and private brands that matter
most to customers
- 18,000 square feet /
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Food Lion brand repositioning: -
Growth

going back to basics

2011
May 4, 2011 _

PHASE ONE

Evaluation of brand
Launch of 200 stores in 2 strategy work on price,
representative markets, shopping experience and

Raleigh (North Carolina) assortment throughout
and Chattanooga phase one through
(Tennessee) customer surveys as well
as financial KPI's

2012

PHASE TWO

Roll-out in the rest of the
network, to be
substantially completed by
end 2012

Get your
LION'S SHARE

of savings.

-

DELHAIZE % GROUP
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N

Shopping aisles

SIMPLE

Y

Price tags

~

VAN

)

Private bran

-
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Food Lion Phase One:
first results to date

Increase in
transactions

Strong

Further price

investments comparable
store sales

Increase in
basket size
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Combination of Delta Maxi with Alfa Beta

and Mega Image creates engine for growth

4 N

Approximately

450

i DM stores |
end of 2010

5
countries

end of 2010

15 000

DM employees
at the end of
2010

- i

EBITDA synergies
expected from
the end of 2013

Market of

55

mi"ion people

alent to UK

Bosnia and
erzegovina

]

800

presence in

7
countries

28 000

employees
combined

4

(# inhabitants)
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Delta Maxi: one of the biggest transactions done
by Belgian Stock listed companies in last 5 years

Transaction value in millions EUR

_ . 38400 "
E 4 500 4 500 8
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+— e
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703 452 431 «
_ 384 200
Inbev uCB Solvay Dexia DG KBC Carmeuse Nyrstar Econocom Omega
Pharma
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Greece: crisis offers
opportunities for Alfa Beta

Monthly evolution of sales in Greek food retail market in real
terms* and market share evolution Alfa Beta**

130 130
Alfa Beta
125 125 .
continues to
120 120 gain market
: e
Greek food retail sales 115 115 SIS (. ) D&
i struggling
drop 10.2% in May 2011 _
110 110 environment
thanks to the
: 105 - 105 '
The 15" monthly drop in ggzgrtment at
last 2 years .
y 100 100 very
95 - | A competitive
Turnover in Greek food prices at the
Retail declined by 90 - - 90 time
13.5% in last 2 years o5 - consumers are
trading down
80 - - 80 and looking for
338838998gg88:23¢ alternatives
8EE3528883528¢8¢

* Source: HELLENIC STATISTICAL AUTHORITY - 2005 = 100

** Source: Nielsen - 2009 = 100
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Price investments at Delhaize - -
Belgium

Evolution of prices between Q2 2010 and Q2 2011

» @

1.9% 2.0%

-0.2%
-1.1%

Inflatie op hoogste peil in drie jaar

Consumptieprijzen 3.75% hoger dan in juli 2010
-5.6% De Tijd, June 29th 2011

Fruits Meat Bread Milk

m Retall Inflation Delhaize Belgium = National Retail Inflation
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Price investments at Delhaize
America

Difference between cost inflation and retail inflation in Q2 2011

Produce
vegetables)

Cost inflation significantly higher than retail inflation at Delhaize America

DELHAIZE %= GROUP 0510812011 | 30



Delhaize America shoppers: oo
both cautious and optimistic

On the one hand ... ...On the other hand
» Chicken sales growing faster than  After slow growth in 2009, natural
red meat and organic sales grew much faster
« Private brand soda sales increasing in 2010 and YTD 2011
faster than branded * Premium orange juice growing
« Private brand milk sales growing faster than regular orange juice
faster than branded * Premium deli meats growing faster
« Regular ice cream growing faster than value deli meats

than super premium

—~———

Customer behavior requires a wide assortment to meet all
these needs
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Private brand as a powerful
engine in the U.S.

GO%

35%
30%
25% -
20%

\_

Private brand sales as % of revenues

New value line MyEssentials in the U.S. 450
products in store at the end of Q2 2011

DELHAIZE % GROUP
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Initiatives to drive sales and

e ehangine
meeting changing consumer needs

 order online — pickup in store
e 77 stores end of Q2
» Target of 100 stores for 2011 confirmed

: : line shopping, curbside pick-
Hannaford To Go launched in April 2011 — CnnEIAREIEL COtvRCE pre TR

on line ordering, curbside pick-up hannaford toio

Kids Range for Delhaize Belgium. Packaging
and nutritional information adapted to kids’
needs.15 to 30% cheaper than national brand
product

Launch of our new Summer Action
“Smurf’ at Delhaize Belgium

7/ COLECTIONEAZA

il Sharing best practices. Mega Image ran the

- “Wonders of the World” loyalty campaign in
_ _ partnership with National Geographic
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Efficiency

Generate
cost
savings

Invest in
Innovation
and lower

prices

Drive sales
momentum and
create sales
leverage
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New Game Plan savings dynamics

Where from Where to

EUR 300
million or 60%
of gross

annual savings

 target realized More than half of these

savings were re-invested
in price decreases

| |
An important part was
used to offset payroll,

| utiliy and rent inflation |

Another part was used to
fund strategic initiatives and
offset various other cost in

~ creases

Savings are fuel for the
many New Game Plan

_sales building initiatives

»
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Sustainability
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Online CR report available on
www.delhaizegroup.com

/= Corporate Responsibility - Windows Internet Explorer

g’@ = [H bt ffrn. delhaizagroup. comfen/CorporateResponshiity aspx

Sl[)[ J<If coco-

Fle Edt View Favortes Tooks Help 3 @Convert + [BR)Select

5’} Favorites ‘ {3 1l Smart Gracery Shopping & ... % TradingEconomics.com - Ind... ﬁ Free Hotmail

»
Egl '| M5 Corporate Respo... X | & FoodLion | EBetapress |%Greece Unemployme. .. |lg:l greek consumers - G... |l;l evolutions cost savi. .. | EMap_EN(1-11) | EMaP_EN(1-11) | -+ Download | | 3 - - | peh o+ Page - Safety - Tooks - G-
EN
Investor Publications | Corporate Corporate FR
Home Center Center Governance Responsibility |Careers Contacts NL
P SEARCH

»» Our CR Approach

¥ Interview CEO and Chairman

» The Big Picture

¥ Qur Material Issues

» Our Strategy

¥ CR Governance and Management

? Our Stakeholders

¥ Compliance and Ethics

»» Our CR Performance

¥ Healthy Products

emb CR Report

Investor Kit

B Home P Corporate Responsibility

Welcome to Corporate Responsibilty
at Delhaize Group

Together we aspire to enrich the
lives of our customers, associates and
the communities we serve in a sustainable way

¥ Healthy People ' Healthy
) Healthy Planet  Products Egggnay Eﬁmy
) Case Studies
7> News
»» CR Reports @ o '—|
B B= e Message Feed
» CR Contact %) [#5) 5 CRatour from O e ow—
¥ banners the CEO |*"""""l | ourCRblog
g e
N
Carporote Responsibilty Daw'imd
Progyress Report our latest

E-mail Alert Contact Us

Legal notice & Privacy policy - © 2011 Delhaize Group SA. All rights reserved.
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DELHAIZE % GROUP
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Appendix

[ * Underlying operating profit
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Underlying operating profit reconciliation

(in millions of EUR) Q22011 Q22010 2011 /2010
At Actual At. At Actual | At Actual At.
Rates Identical Rates Rates Identical
Rates Rates
Operating Profit (as reported) 209 228 227 -7.8% 0.5%
Operating Margin 4.1% 4.1% 4.3%
Add/(subtract):
Fixed assets impairment charges (reversals) 1 1 1
Restructuring charges (reversals) - - -
Store closing expenses (reversals) - - -
(Gains)/losses on disposal of fixed assets 2 2 -
Other ) ) 5
Underlying Operating Profit 209 228 233 -10.5% -2.2%
Underlying Operating Margin 4.1% 4.1% 4.4%
(in millions of EUR) YTD 2011 YTD 2010 2011 /2010
At Actual At. At Actual | At Actual At.
Rates Identical Rates Rates Identical
Rates Rates
Operating Profit (as reported) 427 444 468 -8.6% -4.9%
Operating Margin 4.2% 4.2% 4.5%
Add/(subtract):
Fixed assets impairment charges (reversals) 3 3 1
Restructuring charges (reversals) - - 4
Store closing expenses (reversals) 1 1 -
(Gains)/losses on disposal of fixed assets 2 2 (1)
Other 2) 2 5
Underlying Operating Profit 431 448 469 -8.2% -4.5%
Underlying Operating Margin 4.2% 4.3% 4.6%

Delhaize Group believes “underlying operating profit” is a measure that, better than “operating profit”, represents the
underlying operating performance of the period for the Group as it adjusts for a number of elements that
management considers as non-representative for underlying operating performance.

DELHAIZE %= GROUP
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determination | integrity | courage | humility | humor

Thank you

DELHAIZE %= GROUP 051082011 | 40



	Slide Number 1
	Slide Number 2
	Forward looking statements
	Agenda
	Slide Number 5
	Q2 2011 Financial highlights
	All segments contribute to Q2 revenue growth acceleration
	Solid volume improvement results in positive U.S. comparable store sales
	Delhaize Belgium comparables reflective of strong base in prior year
	Strong revenue growth in SEE & Asia*
	Underlying operating margin impacted by delays in U.S. procurement and supply chain savings
	U.S. operating margin impacted by delay in cost of goods sold savings
	Slide Number 13
	Operational outlook 2011 
	Q2 2011 Results
	H1 2011 Results
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Intense transformation of Delhaize Group started in 2010 continues through 2011
	Growth
	Slide Number 22
	Slide Number 23
	Food Lion: before and after
	Food Lion Phase One: �first results to date�
	Slide Number 26
	Slide Number 27
	Greece: crisis offers opportunities for Alfa Beta
	Price investments at Delhaize Belgium
	Price investments at Delhaize America
	Delhaize America shoppers: �both cautious and optimistic
	Private brand as a powerful engine in the U.S. 
	Initiatives to drive sales and meeting changing consumer needs
	Efficiency
	New Game Plan savings dynamics
	Sustainability
	Online CR report available on www.delhaizegroup.com
	Appendix
	Underlying operating profit reconciliation
	Slide Number 40

