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We are Ahold Delhaize, — fgwthg
a big family of great ey
local brands.

And yet, we put all our efforts into being small.
Because by being small, we can be part of
local communities. We can see the needs

of neighborhood customers and the people

we work with, while understanding the
responsibility of our scale. That’s how we

can make a difference.

Having evolved from beautiful family
businesses to a family of great local brands,
we know what customers expect from our
brands — and we know how important healthy
and affordable food options are to them.

In 2024, we took the next step by introducing
our refreshed Growing Together strategy.

It will ensure we’re here for at least another
155 years - just like customers expect us to be.

@ read more about our watch our brand video here:
Growing Together strategy www.aholddelhaize.com/
on page (7 strategy
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Group highlights

Net income

€89.4bn © o7 €9.5bn (2> €O.ibn ] €1.8bn Q) B

(+0.9% at f J
constant i % p [ 2023: €1.9bn

rates)
Underlying operating
income

€3.6bn ©os

2023: €3.6bn

Underlying operating
income margin

4.08  Ooon

2023:4.1%

Diluted income per share
from continuing operations

€9.2bn ©** SUUANECHO <(.89 O

(+3.5% at - (46% of
2023: €1.94

constant net profit)
n Diluted underlying income
1.1

rates)
per share from continuing
operations

€2.54 ©O°

2023: €2.54

1. In 2024, after €2.3 billion cash capital expenditure
(2023: after €2.4 billion cash capital expenditure)

/
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Reduction in absolute
CO,-equivalent emissions
(scope ( and 2)*

363 @ 2ee

2024: 2,584 kt

Own-brand food sales
from healthy products

52.43 ) 24pp

2024 on the same basis as 2023
(excluding Nutri-Score 2.0 impact):

55.73

(+0.9pp)

2023 34%

“

2023 54.8%

2024 52.4%

Reduction in food waste MSCIl index

(T/€ million)' AA @ ( rating
352 @ —pp 2023: AAA

2023: 35% ASSOCiate engagement 1. The reduction is measured against the restated 2016

baseline: 4.89 t/€ million. See Sustainability statements
7 2 —pp for more information. See Food waste performance review
(- for more information on our 2024 performance.
2. The reduction is measured against the restated 2018
2023 78% baseline: 4,010 ktCO.e emissions. See Sustainability

Industry benchmark: 78% statements for more information.
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Message from our CEO

“ Our new Growing Together
strategy will accelerate
our work in all the areas
that help us make a
difference for customers
and communities.”

Frans Muller
President and CEO of Ahold Delhaize

Read more about our Growing Together
strategy on page (7.

-
v

b}
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Dear readers,

Over the past year, | have experienced many
proud moments, seeing firsthand how the
teams at our brands bring to life everything
that makes our company unique.

They have deep local expertise and
understanding and pair that with scale

and best practices shared across the Ahold
Delhaize family. This is what “being big, starts
small” means, and it really is the foundation
of our company. It has made it possible for
our teams to deliver value to our customers
and communities consistently over the years.

In 2024, this included managing the difficult
inflationary environment for our brands’
customers, pursuing transformational
projects to simplify our go-to-market model,
and launching our new company strategy,
which will help us grow faster than the
market in coming years.

During the past year, as people continued
to feel the pinch of higher costs and deal
with devastating natural disasters and other
challenges, the teams at all our brands were
relentlessly focused on adjusting their price
positioning and assortments and expanding
their own-brand ranges to meet customer
needs. In the U.S., brands like Giant Food
and Stop & Shop lowered prices on
hundreds of own-brand products.

Our European brands expanded their
affordable own-brand product ranges —
they now offer customers 7,700 of these
own-brand products at entry-level prices.

P R ——
-
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One of the most exciting milestones we
achieved in 2024 was our strategy update.
Our new Growing Together strategy will
accelerate our work in all the areas that
help us make a difference for customers
and communities — I'll return to this topic.

Omnichannel remains key

It has become increasingly clear that our
omnichannel ecosystems are a major
competitive advantage and are helping us
build market share.

To accommodate how U.S. customers want
to shop, we are orienting our online fulfillment
capabilities to be more agile and asset light

— such as by expanding click and collect and
launching a new partnership with DoorDash.
We are transitioning from fulfillment centers
built for next-day delivery to a “store-first”
network strategy that can facilitate the

rising demand for same-day delivery.

In Europe, our online growth is benefiting
from increasing demand, which we are
servicing through expanded capacity and
external partnerships. Albert Heijn opened its
second fully automated Home Shop Center
(HSC) in Zwolle, the Netherlands, to help
meet this demand. Alfa Beta partnered with
efood, the largest food delivery service in
Greece, enabling customers to receive
orders within 60 minutes.

We also acquired Romanian omnichannel
brand Profi, which joined our family of
brands on January 3, 2025. Together with
Mega Image, they serve both rural and
urban areas of this steadily growing market.
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Message from our CEO continued

Healthy communities
4 planet

As a large retailer, we understand the
opportunities, but also the responsibilities,

of our scale. Our brands’ stores and distribution
centers (DCs) operate at the heart of
communities, and customers rely on our brands
for their everyday essentials. Every small
change we implement makes a difference

on a larger scale. This understanding helps
drive our approach to supporting a healthy
planet and healthy communities, which is

key for our long-term business resilience

and competitive advantage and aligns very
closely with our values. Our clear ambitions
are presented in this Annual Report.

We made tangible steps last year to drive
healthy sales, advancing our ambition to make
healthier and sustainable products affordable
and accessible to all. Our brands inspired
customers and communities to embrace
healthy habits and supported colleagues

in being ambassadors in this pursuit.

In addition, we worked toward our climate
goals, with our brands accelerating
decarbonization in their own operations
while also working with suppliers to identify
and implement initiatives that are helping us
decarbonize scope 3 together. Our European
brands, for example, launched eight climate
hubs to support suppliers in reducing their
carbon emissions.

As we operate at the heart of communities,
supporting them is part of our brands’ daily
work. This also means stepping

up when disasters hit. Food Lion donated nearly
$4 million and over 1.1 million pounds of food
and water to help those affected by Hurricanes
Debby and Helene in the U.S., and Albert

sent several truckloads of humanitarian aid

to support communities impacted by flooding

Ahold Delhaize Annual Report 2024

in the Czech Republic. Our hearts are with
those communities as they rebuild and recover.

Lowering costs to innovate

To make it possible for us to invest in the
customer experience and drive innovation,

we continued to simplify our organization

in 2024. We've begun to see results from
transformational projects, such as the Belgium
Future Plan, and are executing on a plan to
ensure a stable and thriving future for Stop &
Shop. We’re moving forward confidently at Stop
& Shop by delighting customers with a stronger
customer value proposition, improving the cost
structure and optimizing the store portfolio. In
addition, our U.S. brands are streamlining their
support brands into one Ahold Delhaize USA
support organization. We also stayed laser-
focused on leveraging and lowering our cost
base, driving operational efficiency and cost
discipline in order to compensate for ongoing
cost inflation — resulting in over €1.35 billion of
savings as part of our Save for Our Customers
cost-reduction program.

At the same time, we invested in innovation.
We partnered with four other retailers to
establish a pioneering innovation fund, W23
Global, through which we will invest in start-
ups and scale-ups that deploy technology

to improve customer experiences, transform
the grocery value chain and help address

the sector’s sustainability challenges. We also
launched a new tech studio in Bucharest, called
AD/01, that will strengthen our digital, data and
tech capabilities and help our brands enhance
the customer experience.

Meeting our financial goals

We're thankful that, due to all of the initiatives
I've mentioned so far, we could count on

the loyalty of our brands’ customers, and we
met all of our key financial goals for the year.
We delivered on our promises with a 4.0%

sustainability statements financial statements

underlying operating margin and a stable
underlying EPS and overperformed on free
cash flow at €2.5 billion.

Our new Growing Together
strategy

Since the 2016 merger of two strong
companies with family-owned roots into Ahold
Delhaize, we have built a solid foundation
through our Better Together and subsequent
Leading Together strategies. They have
positioned us well and enabled our brands to
deliver an industry-leading performance. But
consumer expectations and behaviors, in our
brands’ communities and in society as a whole,
are continuously evolving — with ever stronger
trends toward affordable, healthy meals

that are convenient to shop for and prepare.
The technology we use is changing at lightning
speed, and with it, customer expectations

for a seamless in-store and digital experience.
All of this prompted us to refresh our strategy.

In 2024, across Ahold Delhaize, we committed
to a sharpened purpose, vision and strategic
priorities. You can read more about these in
the strategy section of our report, but I'll touch
briefly on our priorities, which outline the areas
we will focus on. There are six of these: trusted
product, driving customer innovation, vibrant
customer experience, portfolio & operational
excellence, healthy communities & planet and
thriving people. I'm pleased with the progress
we made in all these areas in 2024. For
example, our brands ramped up the use of
artificial intelligence (Al) and generative Al,
both to enhance the customer experience and
to streamline automation. They also extended
their loyalty programs, providing more — and
more personalized — offerings and promotions
for customers. The U.S. brands alone delivered
over 12 billion personalized offers during the
year — an increase of one billion over 2023.

otherinformation
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These six strategic priorities fuel our growth
model, which outlines the mechanism we
apply to drive growth: invest in our winning
customer value proposition, densify and grow
markets, innovate for growth and efficiency,
and leverage and lower our cost base. If the
strategic priorities describe the “how,” the
growth model describes the “what” — we
need both to achieve our ambitions. We are
excited to move forward with our strategy
and believe it will enable us to be even more
competitive and successful in the future.

Looking toward 2025

2025 is going to be an important year for
Ahold Delhaize, as it marks the first year

of our new Growing Together strategy.

We have identified business targets for

the six priorities within our strategy, to

fuel the growth model. Focusing on our
financial expectations, Ahold Delhaize aims
to deliver both organic and inorganic sales
growth. We also expect to deliver a margin of
around 4%, Save for Our Customers cost
savings of at least €1.25 billion and gross
capital expenditures of around €2.7 billion.
This will lead to sustained free cash flow
generation of at least €2.2 billion. And, most
importantly, Ahold Delhaize will continue to
advance toward our purpose of inspiring
everyone to eat and live better, for a healthier
future for people and planet.

| would like to close by offering a heartfelt
thank you to our colleagues, customers,
partners and shareholders, who made

all our achievements in 2024 possible.

Frans Muller
President and CEO
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Year in review

Streamlined support (D

Ahold Delhaize USA created one support
organization, streamlining activities while
supporting all our five great local brands.

Quarter century of success (@

Our Dutch e-commerce retailer, bol,
celebrated its silver jubilee! The brand sold
its first product digitally in 1999 — today it
has over 13.6 million customers, 47,000
sales partners and a 42 million-item range.

25

years

Speedy delivery ®

The U.S. brands partnered with DoorDash
to provide another fast delivery option.

It helped attract new customers during the
year — we saw triple the number of orders
in Q3 compared to Q1.

Ahold Delhaize Annual Report 2024

Shedding light on menopause

Ahold Delhaize added menopause support
to its Life Events Framework for our Dutch
brands and Netherlands-based Ahold
Delhaize associates, providing materials
to help them navigate this life phase.

Climate hubs

Our European brands launched a total
of eight climate hubs to support suppliers
in reducing their carbon emissions.

8

climate hubs

Green funding

Ahold Delhaize successfully priced a
multi-tranche EUR transaction, including
Sustainability-Linked and Green tranches,
reinforcing the alignment of our funding
strategy with our sustainability ambitions.

Second quarter

Growing Together launch ®

Ahold Delhaize set out our refreshed
strategy and new financial ambitions
for the period 2025 to 2028.

Partnering for progress

Ahold Delhaize announced two new
partnerships. We joined four other leading
grocery retailers in W23 Global, a venture
fund investing in innovative start-ups and
scale-ups that could transform grocery
retail and sustainability. As part of The
Global FoodBanking Network, we support
community-led food banks in the nine
countries where our brands operate.

TheGlobal
) FoodBanking
Network

Affordable own brands (5

Our European brands expanded their
assortment of Price Favorite everyday
low-priced products to 7,700.

7,700

Price Favorite products

Premium loyalty

Over one million Albert Heijn loyalty card
subscribers signed up for its Premium
loyalty program, which offers a 10%
discount on organic and plant-based
own-brand AH Terra products.




Third quarter

Positioning for growth (®

Stop & Shop revealed the next steps

in its revitalization plan to position the
brand for growth. In addition to investing
in price and the customer experience,
Stop & Shop announced it would close
32 underperforming stores by year end.

Committed to respecting
human rights @

Ahold Delhaize published its 2024
Human Rights Report, which includes
an update on progress made on our
due diligence roadmap.

@ See our website for more
stories and news.

Ahold Delhaize Annual Report 2024
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Fourth quarter
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Working together for better
customer apps

Delhaize Belgium launched a new customer
app as part of an ambitious six-country plan
to roll out unified, modular apps to enhance
the shopping experience in Europe. The first
market to go live was Albert in the Czech
Republic in February 2024. It was followed
by Maxi in Serbia and Delhaize in Belgium
in July, Delhaize Luxembourg in September,
Mega Image in Romania in November and
Alfa Beta in Greece completing the rollout
in December.

6

unified apps launched

A

Neighborly support ®
Food Lion and its customers united to
contribute nearly $4 million, along with
food and supplies, to support communities
impacted by the devastation and destruction
of Hurricanes Helene and Debby.

$4 million

disaster relief

Green power

Ahold Delhaize signed a virtual power
purchase agreement to support the
financing and construction of five solar
power plants. This corresponds to
approximately 30% of the total electricity
usage in our European brands.

We've
lowered

Aﬂ"ﬂ“ﬂ
s e el e e

L--mr‘vnflﬂ

ER T T s

THOUSANDS
‘,..-——-h
of prices!

o STOP&SHOP.

Wallet-friendly prices (i

Stop & Shop lowered prices on 3,500
products in its Rhode Island market,
to help make shopping more affordable.

Fit for the future

Delhaize opened its 128th and final
remodeled affiliate store as part of its
Belgium Future Plan. The converted

stores are performing better than expected.

From ato B Corp

Albert Heijn the Netherlands received the
prestigious B Corp certification, joining a
global network of companies that prioritize
positive impact.


https://newsroom.aholddelhaize.com
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388,000

associates'

63 million

customers served every week,
both in stores and online

The United States £=
16 y

joint venture @

great local consumer-
facing brands®

7,765

stores serving local communities
in Europe and the United States’

1. Excluding our joint venture brands’ associates
2. Excluding joint venture brand with minority stake
and Profi (acquisition closed January 2025)

3. Excluding our joint venture brands’ stores . s
joint venture M

net sales online sales

€89.4bn €9.2bn

FOODA=LION ®sTOPaSHOP GIANT ¥ Giant @ Albert Heijn | fﬂ

Company DELHAIZE

albert bol. £ MAX] v {3 Baaiaenoudos = 1L ENAFo2® GalleGall

SUPER.
INDO SINDS 1884
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The United States

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.

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
creates a great place to
work and shop. Its 82,000
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

(,I09*

stores

760 +96

pick-up points

Ahold Delhaize Annual Report 2024

$sTopasHOP

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

362 %

stores

354 4

pick-up points

corporate governance

stores
2023: 2,048

pick-up points
2023: 1,564

The
G GIANT
Company

The GIANT Company is

a modern grocer, 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

193

stores

187 2

pick-up points

Hannaford makes it easy
and convenient to shop

for great fresh and healthy
food, both online and in its
stores. Deeply rooted in its
communities, Hannaford is
connected to local farmers
and producers, and a part of

its customers’ everyday lives.

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

189 **

stores

(79*'

pick-up points

financial statements

\ 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

164"

stores

162

pick-up points

S

otherinformation

read more on
page 4
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Europe

sustainability statements

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.

Albert Heijn

Albert Heijn has evolved
from a single family-owned
grocery store more than
135 years ago to a leading
food tech business 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

1,976 *°

stores

59

pick-up points
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Our Dutch and Belgian e-
commerce platform, bol,
celebrated its 25th anniversary.
Since selling its first item online
in 1999, the brand has grown
significantly, now boasting over
13.7 million customers and
47,000 sales partners, with

a diverse range of 41 million
items available.

Market area:
The Netherlands and Belgium

47,000

approximate
number of partners

corporate governance

stores
2023: 5,668

pick-up points
2023: 269

Etos

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

510"

stores

Gall=Gall

SINDS 1884

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

629

stores

financial statements

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

818

stores

120

pick-up points

otherinformation

read more on
page 4

S

,’
albert

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

347"

stores
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Europe continued

F!B BaciAonoudos

...Kal tou noudioU to yaAa!

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

Market area: Greece

6(3 +492

stores

97+

pick-up points
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1 ENAFOQD

ENA Food Cash & Carry
has been operating since
1991, serving customers

in the wholesale market.
ENA is owned by Alfa Beta
Vassilopoulos S.A., using

its purchasing power and
quality assurance. With more
than 300 associates, ENA
serves wholesale customers
looking for quick, easy

and affordable purchases.

Market area: Greece
stores

pick-up points

corporate governance

Mega Image serves
customers under the Mega
Image, Shop & Go and
Gusturi Roméanesti 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

985 *°

stores

pick-up points

EIMAXL

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

556 +27

stores

pick-up points

financial statements

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

1997

established

513

ownership

otherinformation

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

1992

established

493

ownership
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Service brands

ahold \,
USA

delhaize

Ahold Delhaize USA

Ahold Delhaize USA is
part of the U.S. family

of brands, which also
includes five leading
omnichannel grocery
brands — Food Lion,
Giant Food, The GIANT
Company, Hannaford
and Stop & Shop. Ahold
Delhaize USA associates
support the brands with

a wide range of services,
including finance, legal,
sustainability, commercial,
digital and e-commerce,
retail media and digital
merchandising and
technology.

Considered together,

the Ahold Delhaize USA
businesses comprise the
largest grocery retail group
on the East Coast and

the fourth largest in the
nation, serving millions

of customers each week.

Ahold Delhaize Annual Report 2024
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& Ahold
@ Delhaize
EUASI

Ahold Delhaize EUAI

Ahold Delhaize Europe
and Indonesia (EU&I) is
one of Ahold Delhaize’s
two regional organizations.
Ahold Delhaize EU&I
supports our European
and Indonesian brands
(Albert, Albert Heijn, Alfa
Beta, bol, Delhaize, ENA,
Etos, Gall & Gall, Maxi,
Mega Image and Super
Indo) with services that
help them achieve their
strategic goals. These
include financial, digital,
human resources and
sourcing services.

In addition, Ahold
Delhaize EU&I drives

and coordinates programs
that ensure our great
local brands are always
working toward achieving
our Ahold Delhaize
strategic priorities

and financial goals.

corporate governance

financial statements

Supporting brand and retail media networks

part of
qdl 01 Ahold Delhaize

AD/Ol

Launched in early 2024,
AD/01 is Ahold Delhaize’s
newest operational brand,
developed to drive innovation
and enhance the customer
experience across Europe.
With a focus on cutting-
edge technologies, this

tech studio plays a pivotal
role in strengthening our
capabilities as part of Ahold
Delhaize’s digital, data and
tech ecosystem. During
2024, AD/01 hired around
100 FTEs, in line with its
ambition to attract around
250 top tech talents in

the coming few years.

AD/01 operates from a

new, state-of-the-art office

in Bucharest, Romania,
designed to empower its
teams and create a dynamic
environment for driving value
for customers, communities
and stakeholders. As part of
our portfolio, AD/01 is poised
to play a key role in shaping
the future of retail.

Ad

RETAIL MEDIA

Ad Retail Media (EU)

Ad Retail Media (AdRM)
supports the in-house retail
media networks of Ahold
Delhaize in Europe. While
our local brands, such as
Albert Heijn and bol, are
already servicing their
partners with a broad range
of retail media, AARM will
help unlock retail media
opportunities for products
that are not sold at our local
brands and help build offsite
retail media, extending the
reach of our brands.

ASD

retail media

AD Retail Media (U.S.)

AD Retail Media, a division
of Ahold Delhaize USA,

is the end-to-end, in-house
retail media business
supporting the local brands
of Ahold Delhaize USA:
Food Lion, Giant Food,

The GIANT Company,
Hannaford and Stop & Shop.
AD Retail Media supports
the Ahold Delhaize USA
brands by leveraging their
market presence and close
customer connections to
help consumer packaged
goods (CPG) partners
meaningfully engage a
significant East Coast
omnichannel customer base.

otherinformation

Acquired
in 2025

& profi

Profi

Founded in 2000, Profi
Rom Food SRL (Profi)
has grown to be a key
player in Romania’s
retail sector. Profi
supports almost 28,700
associates, working

in around 1,700 stores
across the country,
including more than
1,500 partner-operated
locations. Profi’'s mission
is rooted in accessibility
and convenience,

with a focus on serving
both urban and rural
communities through

a diverse portfolio of
store formats, including
Super, City, Go and
Loco, which cater to
the varied shopping
needs of customers.
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Introducing our Growing Together strategy

In 2024, we refreshed our
purpose, vision and strategy to
ensure that they can continue
to lead us successfully into

the future. Our plan for growth
and investment underpins
Ahold Delhaize’s vision to be

a family of great local brands
that place vibrant customer
experiences and trusted products
at the heart of their customer
value propositions.

In this section, we describe the
most relevant trends and the
rationale behind our Growing
Together strategy.

Ahold Delhaize Annual Report 2024

External structural shifts
are expected to impact
our core business

Against a backdrop of economic and
geopolitical uncertainty, we see several
external macro shifts impacting our core
business. For example, the highest inflation
in recent years in the U.S. and Europe has
caused increased household costs and
price sensitivity over the past year.

Changing talent markets, due to population
and workforce aging combined with higher
demand for specialized skills, have created
significant labor shortages. The mounting
climate crisis is also increasing its impact on
the global food system and making the need
for rapid change across the value chain

more urgent. Climate change has impacted
crop yields and driven prices higher for several
key commodities, including olives and coffee.
Cocoa prices reached an all-time high in 2024.

We expect these and other macro factors
to continue affecting the food retail industry
and its consumers over the coming decade.

Omnichannel is essential

At the same time, customer expectations
are rising. Shoppers want new omnichannel
experiences that are easy, personal,
on-demand and engaging.

We know that omnichannel customers spend
one-and-a-half to three times more with our
brands than single-channel customers.

sustainability statements financial statements

To stay relevant for customers, we need

to invest in our brands’ online capabilities
along with their physical stores, which remain
a key part of the value proposition in the
eyes of customers. For this reason, our
omnichannel transformation includes
technology modernization and new tech
investments across both consumer-facing
and back-office solutions.

Evolving consumer preferences

Long-term consumer preferences,
demographics and trends continue to
evolve. We are seeing a need for deeper
personalization, both in-store and online,
and an increased consciousness around
health, sustainability and the community.
Thanks to increased life expectancy, the
global population aged 60+ is growing, and
demanding more health-conscious product
offerings and convenience-based services.

Despite these changing trends, the
fundamentals of the retail customer value
proposition — such as price, location,
freshness and quality — will continue to
heavily influence consumer expectations.

Technological shifts

In addition to consumer trends, the rate of
technological change is not slowing down:
from the spread of automation, particularly
in the areas of retail operations, Internet of
Things (loT) advances, the application of
generative Al and the use of data to make
better-informed decisions, to the many ways
companies are using augmented reality (AR)
to unlock immersive customer experiences
and workforce training.

otherinformation
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This means that we must constantly
reassess our tech readiness to best
meet the needs of our brands and their
customers and associates.

Meanwhile, the ability to capture new

data and customer insights creates
opportunities for complementary income
streams we can pursue while continuing to
focus on our core.

Sustainability transformation

While the environment in which we operate
continues to evolve, our commitment to
healthy communities & planet remains
unchanged. It is central to building long-
term business resilience — and a strategic
necessity to ensure future growth, customer
trust and sustained value creation across
our operations and supply chain.

Our refreshed strategy strengthens our
commitment to leading the transition towards
a healthy and sustainable food system as a
driver of competitive advantage. We do this by
building resilience in our value chain, providing
customers with healthy and affordable food,
and partnering with others to drive sustainable
business practices, such as reducing food
waste and lowering our energy consumption.

Accelerating decarbonization, protecting
nature and scaling circular solutions so
packaging and food waste become a resource
can only be achieved through innovation,
sustained investments and a new way of
working — one built on collaboration and
collective transformation. Long-term

resilience depends on it.



our growing

together strategy

strategic priorities
thriving
people

We create a caring place
to work inspiring growth
and collaboration, where
everyone is heard, valued
and finds purpose in
serving our communities.
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inspiring everyone to eat
and live better, for a healthier

future for people and planet

healthy
communities

4 planet

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

vibrant
customer
experiences

We serve our customers
life needs through our
core, and an expanding
ecosystem of integrated
products, services,
channels and data.

strategic report

Introducing our Growing Together strategy continued

our values

teamwork

Together, we take ownership,
collaborate and win.

care

We care for our customers,
our colleagues, and

our communities.

humor

trusted
product

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

( We are humble, down-
\ | to-earth, and don't take
ourselves too seriously.

driving
customer
iInnovation

We drive further growth by

building profitable

complementary businesses
and through innovation to

support our customers of
tomorrow.

otherinformation
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x0 Delhaize

integrity
We do the right thing
and earn customers’ trust.

courage

We drive change, are open
minded, bold and innovative.

.l_

e

portfolio &
operational
excellence

We use technology and
data, we save for our
customers every day and
we leverage scaleto
become the most
operationally efficient in
our industry.
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Introducing our Growing Together strategy continued

We have identified Our six strategic
four areas of focus that priorities will collectively
will deliver long-term feed into and drive

our growth model.

our

strategic

priorities

trusted healthy
product communities
4 planet
vibrant
customer
experiences

driving
customer portfolio & operational thriving
innovation excellence people

Ahold Delhaize Annual Report 2024
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Introducing our Growing Together strategy continued

Our Growing Together
strategy is more holistic,
people centric and future-
focused than ever before

All the trends we’re experiencing present

our brands with significant opportunities to
drive operational efficiency and boost growth,
which is essential for future investments

in customer experience, sustainability and
innovation. That's where our refreshed strategy
comes in. Our Growing Together plan is
anchored in the core attributes of what it
takes to be great local retailers. It has at

its heart our new growth model, focused

on delivering a compelling customer value
proposition, now and in the future.

Our new purpose, “inspiring everyone to
eat and live better, for a healthier future for
people and planet,” reflects our important
role in communities and society.

Our new vision, “together, we are your
trusted local food retailer,” highlights our
unique strength: staying close to customers
and communities through our great local
brands while being able to leverage our
scale as a group.
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Our growth model explains how we achieve
above-market growth through the following
four levers:

e |Investing in our winning customer value
proposition, which is all about delivering
trusted products at affordable prices and
creating vibrant omnichannel customer
experiences to strengthen loyalty
and engagement

Densifying and growing markets. This means
prioritizing, optimizing and sharpening our
portfolio to grow customer reach and extend
our brands’ leading positions across their
markets while also expanding our horizon
into new growth territories.

Innovating for growth and efficiency, whether
this is about accelerating our innovation
capabilities, consolidating existing business
models or developing new ways to serve
business-to-consumer (B2C) and business-
to-business (B2B) customers

Leveraging and lowering our cost base,
which is all about capitalizing on our size
and scale to deliver consistent operational
and financial performance.

Our growth model works in tandem with our
six strategic priorities: while the growth model
describes the “what,” the strategic priorities
describe the “how.”

Our strategic priorities outline the areas and
priorities we chose to realize our vision and
stay true to our purpose.

Together, vibrant customer experiences and
trusted product address crucial elements of
our customer value proposition. Our aspiration
for healthy communities & planet is central to
building long-term business resilience — it's

a strategic necessity to ensure future growth,
customer trust and sustained value creation
across our operations and supply chain. And
we have a much stronger focus on driving
customer innovation and maximizing future
complementary income streams. Our portfolio
& operational excellence priority stresses our
relentless focus on operational efficiency to
continue saving for our customers. Last, but
not least, our success as an organization is
only possible when our people thrive, and

we honor this by cultivating a culture of
collaboration, growth and belonging.

Our Growing Together strategy will help
us respond to external developments and
positions us well to win in all our markets.
We have a great starting point: a strong
business of great local brands, with lots
of opportunities for future growth.

otherinformation
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thriving
people

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

aspirations

#lor2  {567100/100

of choice gender balanced, reflective of
our communities and inclusive

growing

together

Food Lion
The United States
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Our strategic priorities continued

Thriving people continued

Why is this a strategic priority?
We operate at the heart of society, and each
of our great local brands represents the unique
character and needs of the communities it
serves. We want to be the most local, future-
proof and inclusive grocery retailer, but we can
only do this if we provide associates with the
resources, conditions and support they need
to serve customers well every day.

What are we doing about it?

Local

For us, fostering great local brands begins
with building strong talent pipelines —
attracting, developing and retaining the best
people, who also reflect their communities.
Each of our brands has the aspiration to be
the leading employer of choice in its market.
See Own workforce for details on our people
promise and how we bring it to life.

We also support our brands’ communities
through outreach initiatives. Mega Image

has an internal volunteer program called 12
Acts of Kindness through which associates
can recommend initiatives and volunteer time
or money. At Stop & Shop, associates work
directly with local schools to establish and
support in-school pantries, ensuring kids have
access to food at night and over the weekends.
They operate in five states and 256 schools
and serve over 40,000 students in need

and their families.

Future-proof

We believe that to enable the best customer
experience, we need to enable the best
associate experience. The jobs we have in
our brands’ stores and DCs, and even our
offices, are constantly changing, because
of changing customer expectations and
quickly evolving technology.
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Our brands invest in upskilling and reskilling
associates to ensure they continuously learn,
challenge themselves and keep growing.

In our annual Associate Engagement Survey
(AES), growth was scored at 75%.

This way, we ensure we are prepared for the
future of work. We are continuously investing
in and leveraging technology to help us do
this, for example, with our SuccessFactors
platform, which enables seamless, paperless
HR processes for almost all 388,000
associates and managers. We will continue
using technology to help our people be

more productive and efficient and make

their jobs easier.

Inclusive

At Ahold Delhaize, our simple commitment
is to be open for everyone — associates,
customers, partners, suppliers and every
member of the community.

Our brands do this through a commitment
to diversity, equity and inclusion, brought
to life through our 100/100/100 aspiration.

We strive for a workforce that is 100% gender

balanced at all levels and 100% reflective
of the communities we serve and a culture
that is 100% inclusive. In 2024, we had 52%
women in the workforce. We work toward
this aspiration through a collection of brand-
specific initiatives. See Equal treatment and
opportunities for all for more information

on these local initiatives.

Our brands’ great local people, with deep
experience and passion for customers,

are our key differentiator. They power our
aspiration to be the most local, future-proof
and inclusive company so our brands can
be the leading employers in their markets,
improve productivity, serve customers better
and foster more innovation for the future.

Giving associates a voice
in the boardroom

Our brands and businesses employ
388,000 associates from different
countries, backgrounds and generations.
To ensure broad representation in the
boardroom, Ahold Delhaize has created
an advisory board to the Executive
Committee, called the “NextCo.” It
comprises associates from different
brands and businesses, working in
functions that span from Marketing to
Store Operations to Distribution. They
come together to provide strategic
insights and practical feedback to the

decision-making progress by better
reflecting the needs and aspirations of all
associates. All eight NextCo associates,
the last two assigned in 2024, are linked
to an Executive Committee member in
a two-way mentorship. During an 18 to
24-month tenure, the NextCo focuses
on topics they select together with the
Executive Committee, such as people
development, well-being, the future

of work, and health and sustainability.
They aim for balanced representation

of all offices and great local brands.

NextCo
members
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healthy
communities -

d planet

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

ambitions 2025-2028
net zero grow
across our value healthy sales

chain by 2050

1. For us, this means providing affordable, healthy food while partnering to drive decarbonization, protect nature and reduce waste.

together

v — . / f " - Hannaford
The United States

- . p -

Ahold Delhaize Annual Report 2024 23



strategic report

Our strategic priorities continued
Healthy communities & planet continued

How local partnerships
contribute to system change

At Ahold Delhaize, we aim to use our
scale to benefit associates, communities
and customers. We understand our
responsibility as a multinational, especially
because our brands’ stores operate at
the heart of society. Our size also brings
benefits: with every small change, we
can make a difference on a larger scale.
Each local or regional initiative can
contribute to our group-level health

and sustainability goals.

We partner across the value chain to
take steps toward a more sustainable
food system. For example, Albert Heijn
partnered with WWEF to develop a plan
with objectives and tools to help Dutch
supermarkets halve their ecological
impact by 2030 — and was the first to
commit to the plan. Ahold Delhaize USA
and General Mills have collaborated to
support farmers in adopting regenerative
agriculture in key sourcing regions to
foster soil health and reduce greenhouse
gas (GHG) emissions.
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Why is this a strategic priority?
We believe there is a clear connection between
the well-being of people in our brands and their
communities and the well-being of the planet.
The health crisis and the climate crisis are
interconnected challenges. What we put on

our plates has a direct impact on the world
beyond our kitchen tables. In line with our
purpose and vision, we focus on building
healthy communities and a healthy planet.

What are we doing about it?

Healthy communities

We strive to guide customers and communities
toward positive habits that help them live
healthier and more sustainable lives. Our brands
offer the right assortments to make healthier
and sustainable products affordable and
accessible forall. They continue to increase their
healthy own-brand food sales as a percentage
of total own-brand food sales, by following
scientific guidance systems, reformulating
products and increasing the number of
healthier products in their assortments.

Our brands support their communities through
food bank donations and by organizing local
events to bring people together. They also
contribute through financial donations.

For our brands, interacting with customers
includes inspiring them to engage in positive
habits to build healthier and more sustainable
lifestyles. That is why they strive to offer
information, inspiration and incentives, such
as through healthy and nutritious recipes,
loyalty programs that support healthy eating,
coaching services and transparent labeling.

other information

©6

Healthy planet

We have defined three key areas
where we can have a high impact:

e Climate: Accelerate value chain
decarbonization by shifting to non-fossil-
derived fuels, lowering energy consumption,
increasing renewable energy and driving
more efficient transport in our brands’
operations, while working with suppliers
to identify and implement initiatives
relative to their businesses.

Nature: Protect nature and biodiversity

by promoting sustainable and regenerative
agriculture and water stewardship and
working to stop ecosystem conversion

and pollution, while respecting people,
animals and habitats.

Circularity: Scale circular models for
packaging and unsold food waste by
reducing the use of fossil fuel-derived
plastics, designing for recyclability and
driving higher valorization of unsold food.

We have made important strides in our
work toward a healthy planet. For more
details, see Environmental information.

We have also strengthened our focus by
creating a dedicated Chief Sustainability
Officer role on our Executive Committee.
We include health and sustainability
components in the short- and long-term
incentives that are part of our remuneration
policy, and issued debt products, such

as sustainability-linked and green bonds.
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vibrant
customer
experlences <

We serve our customers’ life needs
through our core business, and an
expanding ecosystem of integrated
products, services, channels and data.

ambitions 2025-2028
~30m 803
monthly active omnichannel
app users loyalty sales

growing }
together E:

]
Albert Heijn
The Metherlands

41 D13
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Our strategic priorities continued
Vibrant customer experiences continued

Why is this a strategic priority?
Customers are increasingly looking for
personalized offerings adapted to their needs
and expectations. And this is true no matter
how or when they choose to engage with us.
They use a variety of channels to interact

with our brands: from click and collect to
mobile apps to shopping at our brands’ stores.
This provides our brands with the opportunity
to create deeper connections with customers
and ensure they are met with products,
services and offerings tailored to them.

We want customers to have vibrant experiences
every time they interact with our brands,
whether through community connections,
in-store experiences or integrated and digital
interactions. Today’s customer journey is about
deeper personalization and integrated solutions.

What are we doing about it?

Driving omnichannel engagement

When we talk about our brands, we are
referring to a combination of in-store and online
businesses. Being a true omnichannel retailer
is part of our winning combination of local
insights and international scale. Through the
capabilities we have built, each brand now has
a seamless, integrated shopping experience
through which they build trust and loyalty
across all shopping channels.

Our omnichannel growth has also been fueled
by the bold moves we’re making to evolve our
business. For example, in the U.S., we have

built our proprietary e-commerce platform called
PRISM, which now enables pickup or delivery for
most of our brands’ customers across 19 states.

Our omnichannel offering is at the heart of our
customer journey and an important priority for
our brands. Omnichannel customers spend
one-and-a-half to three times more with our
brands than single-channel customers in

our most mature markets.
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By continuously improving the customer
experience, in locally vibrant stores, through

a leading digital user experience and strong
customer service, we aim to drive omnichannel
loyalty sales penetration up to 80% by 2028.

And our brands’ stores are more than

places to shop. They are at the center of their
communities — some for more than 150 years.
During both good times and bad, our brands’
stores are “go-to” places for people to connect,
celebrate and support each other.

Growing personalization
and loyalty

Personalized value is a critical driver for
loyalty and repeat customers. Our brands are
already active in this area, providing billions
of personalized offers each year, and will

now create unique shoppable content across
channels and leverage innovative technologies
for a truly connected shopping experience.
Customers will receive inspirational, hyper-
personalized content that makes shopping
fun. This complements the significant value
propositions our brands have created, both

in the U.S. and Europe, as demonstrated by
awards received, such as the 2024 America’s
Best Loyalty Program award at Food Lion,
Giant Food and Stop & Shop, and milestones,
like Albert Heijn’s Premium program reaching
one million subscribers this year.

By building best-in-class data insights
capabilities that improve personalization and
offer tailored product recommendations,
infusing more life and content into our
loyalty programs, and enhancing the digital
experience, we expect to increase active
app users, targeting around 30 million

per month by 2028.

By keeping the customer at the center
of all we do, our brands will continue
to build trust and drive loyalty.

sustainability statements financial statements
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Enh‘ancing the customer
shopping experience

Food Lion continues to remodel its
store fleet, to provide an easy, fresh
and affordable omnichannel shopping
experience and meet customer
expectations. In 2024, the brand
invested $365 million to remodel

167 stores in the fast-growing Raleigh-

Durham, North Carolina, market.

The remodeled stores offer a wide
product assortment with lots of
affordable and easy meal solutions
and grab-and-go items. Most give
shoppers a self-checkout option.

And all the remodeled stores feature
a convenient e-commerce solution —
Food Lion To Go pickup and/or
home delivery. Food Lion’s care for
the environment is literally built in,
with energy-efficient features such
as LED lighting and refrigerated
cases with doors that keep

products fresher using less energy.

Customers are enthusiastic about
the changes, as demonstrated by
the positive sales uplift we're seeing
in remodeled stores.

©6
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trusted
product

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

ambitions 2025-2028
enhance ~45%
prlce own-brand

posrtlon food share

grawmg
together

The GIANT Company
The United States

Zi 2
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Our strategic priorities continued

Trusted product continued

to improve value locally

Own brands are one way our brands
differentiate themselves and offer
customers great value for money. That's
why Albert in the Czech Republic, Mega
Image in Romania, Alfa Beta in Greece,
and Maxi in Serbia are teaming up to offer
a unified, high-quality, own-brand range
across our CSE region. The brands are
continuously expanding their assortments
with new products — including more plant-
based and organic choices — redesigned
packaging and food innovations through
this extensive collaboration project.
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Working together across the region is
helping reduce costs and streamline
production and distribution. But the project
has local customers at its heart: the team
is in constant communication to ensure
products meet the specific tastes and
preferences of each country and any
cultural differences are taken into account.

So far, the team has placed 800
harmonized products on the shelves,
and customers are fully on board:
comparable sales are up by over 20%!
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Why is this a strategic priority?
Consumers increasingly expect products that
are healthy, local, fresh and sustainable. At the
same time, “best value for money” remains one
of the most important purchasing criteria, both
in the U.S. and Europe. Customers look for

a relevant, healthy and locally sourced
assortment at the right value.

For our brands, this means being laser-focused
when it comes to the basics: delivering trusted
products at excellent prices.

What are we doing about it?

Driving 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 our great local brands. Customers are
facing intense pressure on their household
budgets; in the face of this, our brands are
doing their utmost to keep shopping affordable.

We have a strong set of levers in place to drive
market share and volume growth, including
taking the right actions on assortment and
promotions to enhance our brands’ price
position, for example by making €1 billion in price
investments in the U.S. over the next four years
and expanding the Price Favorites — low-priced,
top-quality own-brand products — across our
European brands. They have a local name and
flavor in each market, such as "Price Favorites”
at Albert Heijn and “Little Lions” at Delhaize.

Our brands already strive to offer customers
fresh, local, healthy and sustainable assortments.
They aim to maintain a high level of product
safety for our own-brand products, while

also seeking to address human rights and
environmental protections in the supply chain.
We know this builds trust and deepens our
brands’ connection with customers.

other information
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Own brands

Own brands play a critical role in driving
customer loyalty and business performance
for our brands. Tailored to each market, own
brands are a vehicle for localization, quality
and innovation, all key to our customer value
proposition. Most baskets at our brands
contain an own-brand product.

These ranges include value options and
choices that are better for our brands’
customers and the planet. For example,
in the Netherlands, Albert Heijn offers
almost 2,000 own-brand organic products.

In the U.S., our brands have lowered prices
on many own-brand items. For example,
Giant Food lowered the prices of hundreds
of own-brand items and expanded its Flexible
Rewards loyalty program to include double
points on Giant brand items purchased.

Our brands are continuously working to deliver
high-quality own brands. Their efforts were
recognized by many external awards this year,
such as Albert Heijn and Etos having numerous
own-brand products named as “Chosen Private
Label Product of the Year” and Alfa Beta securing
several World Quality Awards for its Close to
the Greek land range. We are raising the bar
significantly on our ambitions and intend to
reach own-brand penetration of around 45%
across the company by 2028. We will do

this by moving faster with cross-brand best
practice sharing and consolidating activities

— for instance, leveraging the Nature’s Promise
brand across the U.S. and Europe and bringing
our strong European own-brand wine business
to our U.S. brands.
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driving
customer
Innovation

We drive further growth by building
profitable complementary businesses
and innovating to support the
customers of tomorrow.

ambitions 2025-2028

€3 b n gccelerate X
complementary in novatlon

income streams

together

bol
The Metherlands
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Our strategic priorities continued
Driving customer innovation continued

Why is this a strategic priority?
Just as we continuously invest in our brands’
stores, we maintain and invest in innovation
and technology, to enable our brands to serve
customers better every day. These investments
boost our omnichannel offerings and drive

our sustainability transformation, making

a structural and long-term impact that also
helps us to remain competitive.

Innovation can also unlock new opportunities
to drive revenue and improve efficiency.
Complementary businesses provide a much-
welcomed opportunity to develop additional
revenue streams at higher margins than

the traditional grocery business.

What are we doing about it?

We are using innovation to better leverage our
large customer base and existing infrastructure.
For example, Albert Heijn and Delhaize have
begun to offer vehicle charging stations in

their store parking lots.

We continue to invest in our tech foundations and
data and Al capabilities and work to enable rapid
integration of new technologies alongside data
that is reliable, available and secure. In the
Netherlands, we partner with the Kickstart Al
foundation to boost adoption of Al. This year,
Kickstart Al completed a pilot to automate

and fine-tune bol subsidiary Ampere's parcel
volume predictions, improving efficiency and
making logistics more sustainable by reducing
unnecessary trips and optimizing vehicle use.

In addition, we are joining the industry in exploring
the food retail applications of generative Al,

a technology that could impact every domain

of our business — from our brands’ people

and operations to customers and the planet.

For example, the U.S. e-commerce business
has launched a semantic search solution that
understands the context of a customer’s online
search request and returns improved results.
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In all areas of innovation, we will continue
to reinforce our unique model that allows
us to experiment locally and scale winning
solutions across our brands’ markets.

Ahold Delhaize also has a unique opportunity
to capitalize on the momentum of a growing
retail media market. At the same time, we will
relentlessly explore new business models
and drive innovation.

We will accelerate complementary income
streams across:

¢ Retail media, data and insights
e Digital services

e B2B commercialization, such as bol’s
third-party sellers

e Pursuit of new opportunities, such as
investing in innovative start-ups and
scale-ups through W23 Global, a retail
venture capital fund

In the U.S., we have taken bold moves to
accelerate the growth of our retail media
business, including bringing our retail media
platform in-house last year. As a result, we
have increased U.S. retail media income

by approximately 34% versus last year.

Our retail media model leverages our
omnichannel approach to capture traffic from
both our brands’ online and physical stores.
This results in more personalized offers

for customers, higher conversion rates

for advertisers and potential new revenue
streams. To put this into action, we are
partnering, building and acquiring technology
and capabilities. Our investment in advertising
technology company Adhese and our existing
network of 10,000 in-store digital screens
across Europe demonstrate our commitment
to this strategy.

sustainability statements financial statements

Less food waste

with more Al

Albert Heijn is committed to reducing

food waste by 50% by 2030 against a
2016 baseline, partly by using Al solutions
to make small changes that add up
massively over millions of transactions
and customers served.

The brand uses Al to improve customer
demand forecasting, ensuring shelves
are stocked while food isn’t wasted.
With machine learning, they generate

a demand forecast for every product in
every store for the next 50 days — more
than one billion predictions every day!

\J
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The team at Albert Heijn also expanded
its innovative dynamic markdown
program in 2024 from perishables to
include groceries with a longer expiration
date, such as peanut butter and soft
drinks. It offers discounts of 25% to 70%
on products approaching their expiration
dates, helping customers balance their
food budgets while reducing food waste.
The discounts are dynamically delivered
through electronic shelf labels, using Al
technology. In 2024, these two programs
saved over 1.5 million kilograms of

food waste.

©6
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Our strategic priorities continued
Portfolio & operational excellence continued

A ) (c-h

S

Strengthening local connections
to grow market share

Delhaize completed its Belgium Future
Plan in 2024, transitioning all stores

to its affiliate model — and is seeing
positive initial results!

Prior to the transition, the brand had
operated a mix of company-owned and
affiliated stores in the competitive
Belgian market. Affiliated stores were
growing more steadily and profitably,
thanks to their strong local presence
and ability to quickly adapt to the market
and changing consumer needs. So, 18
months ago, Delhaize decided to move
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the rest of its company-owned stores
to a 100% affiliated model.

Now that all 128 stores are transitioned,
initial results are validating this strategy.
Stores converted early in the process are
showing double-digit growth, and many
converted stores are reaching a higher-
than-forecasted performance. Delhaize’s
market share is also rising — it surpassed
22% in 2024. And net promoter score for
the converted stores is up by 11 points,
showing customers’ enthusiasm for

the changes.

sustainability statements financial statements

Why is this a strategic priority?
With our size and scale, we are known for

our ability to deliver consistent operational
and financial performance. Our brands’
relentless focus on driving operational
efficiency unlocks the funds to reinvest

in our customer value proposition, tech
solutions and sustainability ambitions.

Our success is about continuously
looking for simplification and cost-saving
opportunities to fuel our plans for growth.

What are we doing about it?

Portfolio excellence

We are developing our portfolio with the
right mix of organic and inorganic growth
and businesses that deliver strong returns.
Densifying and expanding our strongest
brands is our top priority.

In the U.S., we are returning to a strong
focus on organic store growth, accelerating
growth at, for example, Food Lion and
Hannaford. In Europe, we are leveraging our
Benelux stronghold through Albert Heijn and
capturing new growth opportunities in Central
and Southeastern Europe (CSE), with store
openings and with acquisitions like Profi
bringing scale and synergies.

When necessary, our brands take action

to strengthen future performance, as they
successfully did through the recent Belgium
Future Plan and are working on through
Stop & Shop'’s revitalization.

Operational excellence

We continuously work to deliver savings and
unlock operational efficiencies. Our brands
lower the cost of goods sold by building
meaningful purchasing alliances in Europe
with international peers, by growing scale

other information

©6

in own brands and by leveraging the power
of data and analytics to build assortments
and enhance procurement negotiations.

Al and automation helps us to unlock
efficiencies across logistics, distribution, store
operations and back offices. We seek to simplify
and refine our operating model, to make
associates’ jobs easier and more efficient, and
to lower general and administrative costs over
time. For example, in 2024, we streamlined

the support services for our U.S. brands into

a single organization and simplified our
European and Group structures.

We invest in the tech that powers our supply
chain — such as developing the infrastructure
the U.S. DCs operate on. We deliver better
customer experiences through tech-powered
investments in our brands’ stores, such as
electronic shelf labels in Europe and handheld
technology that frees associates to better
serve customers.

And we leverage our scale to deploy winning
solutions across our brands. Our forecasting
tool, which we implemented across Albert
Heijn, Delhaize and the U.S. brands, is a
great example. We have also rapidly deployed
an online product recommendation engine
across Belgium, Romania, Serbia and Greece
and launched a joint e-commerce platform

in the U.S.

Save for Our Customers

Over the past four years, we have made
great strides with our Save for Our Customers
program. We raised our target again to

€5 billion in total between 2025 and 2028.
The savings from this program will be
reinvested in our winning customer value
proposition, technology and our sustainability
agenda, to continue to drive growth.
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Our value chain

m upstream and own operations own operations downstream

production warehouse i customer

materials and transport and distribution experience
Our brands source Suppliers harvest, Vendors deliver products Our well-known local Our brands serve
products from producers assemble, prepare and to our brands’ DCs. brands serve the customers’ life needs
£ near and far, who grow package the ingredients needs of 63 million through our core food
g ) . Our brands prepare products . .
£ and cultivate raw materials before products are customers each week, retail business, and an
= .. for transport to stores, . . A
5 or raise livestock for transported to our : providing a leading expanding ecosystem
S . . ) e-commerce fulfillment . -
> commodity production. brands’ warehouses. . . local food shopping of integrated products,
centers, HSCs, pick-up points . . .
| experience in stores services, channels
and customers’ homes. .
and online. and data.

our communities

stakeholders*

our shareholders

* The stakeholders on this page refer to the value creation stakeholders, and are not the same stakeholders we discuss in Interests and views of stakeholders in the Sustainability statements.
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Our value creation model

Outcomes

Inputs

Outputs

-

Our strong brands with
their vibrant customer
experiences deliver

a relevant, healthy
and locally sourced
assortment at the
right value.

(In)tangible
capital

Our brands’ motivated
and talented associates
are the key to their
success.

The operation of our
businesses relies on
natural resources. How
ingredients are grown
and packaged impacts
the health of our
communities and planet.

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

Financial
capital

.

16

great local brands

Our brands

thozuas»%nd

associates
worldwide

Fresh food
453

of total sales

€500
million

green bond issued

Our brands
operate

7,765

stores

813
o
inclusion
(2023: 81%)

963
o
certified palm oil

in own-brand
products

Free cash flow

€2.5bn

/‘

1. Per one million hours worked; for more information on how we engage with our stakeholders, see
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Sustainability notes — Social indicators.

Our customers

healthy own-brand
sales (3 of total
own-brand food
sales)

Our associates

associate
engagement
(2023: 78%)

Our communities

COq-equivalent
scope | and 2
emissions

Our shareholders

per share
dividends for 2024
(2023: €1.10)

online sales
growth in 2024
(at constant rates)
(2023: 5.1%)

workplace
injury rate'
(2023: 19.0)

of food donated

(2023: 76.3 thousand
tonnes)

returned to .
shareholders via

share buyback

program in 2024

Enabled customers to make
healthier choices

Funded growth across all channels
by reinvesting in the business

Fostered an engaged and
skilled workforce

Maintained a safe place to work

Contributed by reducing
food waste

Reduced environmental footprint
and waste (COqe reduction of 2.58)

Ensured sustainable returns
to shareholders

Maintained a strong
financial position
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Targets and results

Key financial targets’

Group underlying
operating margin

Target 2024

> 4.03%

Results in 2024

4.08

Diluted underlying Around 2023 levels O.18 growth vs. 2023
EPS growth®

Net capital Around €2.2 billion €2.0 billion
expenditures

Free cash flow Around €2.3 billion €92.5 billion

Dividend
payout ratio*

Absolute increase in dividend per share

40-508 payout ratio

€0.07 increase in dividend per share

468 payout ratio

Share buybm:k5

€] billion

€| billion

Ahold Delhaize Annual Report 2024

rON

Targets 2024 based on original guidance as per Annual Report
2023; for definitions on key performance indicators (KPls),

see Definitions and abbreviations.

At current rates

Target excludes M&A.

The dividend payout ratio for results in 2024 is calculated as

a percentage of underlying income from continuing operations
on a 52-week basis.

Management remains committed to the company's share
buyback and dividend programs while continuously assessing
macroeconomic, geopolitical and legislative factors as part of
its decision-making process. Additionally, the programs may be
adjusted in response to corporate activities, including significant
mergers and acquisitions.

Note: Targets are based on the previous year’s full year results
unless stated otherwise.
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Financial group review
Macroeconomic trends

Increasing global tension, declining top-line inflation and stable
GDP growth defined the economic conditions for Ahold Delhaize

GDP growth remained stable in both U.S. and Europe

In 2024, the growth of the global economy remained resilient. Real Gross Domestic Product
(GDP) reached 3.2% globally in 2024. The U.S. continued to outperform the growth of other
advanced economies, in particular, the largest European countries: the U.S. showed growth
of 2.8% and Europe showed growth of 1.6%'. In 2025, GDP growth is expected to slow down
in the U.S. and remain flat in Europe. However, uncertainty around GDP growth comes from
potential trade conflicts following the implementation of more protectionist policies?.

Real GDP growth® (3)

6.1% 64%

25%  2.4% 2.9% 28% - 22%
] H: B m
2021 2022 2023 2024 2025
@ Uus. Europe

1. Source: “Data mapper,” International Monetary Fund (IMF)

2. Source: “Economic Outlook,” Organization for Economic Co-operation Development (OECD)

3. Real GDP represents the total value at constant prices of final goods and services produced in a country within a specific time period.
2025 reflects forecasted GDP. Source: IMF (GDP reports: Annual percentage change, 2024).

Consumer confidence improved marginally

Consumer confidence improved marginally in 2024, but it remains muted compared to long-term
averages in most major advanced economies; the U.S. consumer confidence index is in line
with 2023 at 98%, while Europe improved slightly from 98% in 2023 to 99% in 2024. Despite the
recovery in real income, the recent gaps between wage growth and price growth of items that
are important to households resulted in lower perceived purchasing power and might hamper
further improvements in consumer confidence. Households seemed hesitant to spend their
additional income. With high inflation still a recent memory, purchasing power below its mid-
2022 peak and the potential for higher financial returns from elevated interest rates, households
continued to save a larger portion of their income.

Source: “Main Economic Indicators,” OECD and 2024 Economic Forecast EU commission
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Consumer Confidence Index
(Long-term average = (00, yearly average)

98 98 98 %
97 97

2022 2023 2024

@ us.

Source: OECD: Main Economic Indicators; Calculation method: CCI, Amplitude adjusted, Long-term average = 100, yearly average change

Declining inflation continued in 2024

In both the U.S. and Europe, declining inflation started at the end of 2022 and continued in 2024.
The OECD Consumer Price Index (CPl) moderated gradually during 2024 from 5.7% in the
beginning of the year toward 4.8% in Q3 2024. Much of the decrease in inflation was driven by
the resolution of initial disruptions (the pandemic, followed by commodity price increases caused
by the war in Ukraine) and a better labor supply. Monetary policy also played a key role without
significantly slowing down economic activity. In most major economies, inflation is projected

to be on target by the end of 2025. The CPI for food and beverages only followed similar trends
as the total CPI.

Source: International Monetary Fund (IMF), various reports in 2024 and OECD Economic Outlook May

Consumer Price Index (CPI) and CPI for food and beverages

Europe

20
18
16
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10

=

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q@ Q1 Q2 Q3 Q@ Q1 Q2 Q@3 Q4
2021 2021 2021 2021 2022 2022 2022 2022 2023 2023 2023 2023 2024 2024 2024 2024
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@ OECD @ Us. U.S.food @ EU food
Source: OECD (Consumer Price Indices — Complete Database, 2024); the data for OECD Is not available yet for Q4 2024.

Europe
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Financial group review continued
Macroeconomic trends continued

Grocery spending divergence per region

Growth in global grocery spending in 2024 was in line with 2023, at around 2.0%. However, trends in
the U.S. and Europe diverged considerably; U.S. grocery spending growth was 0.6% lower than 2023,
while, in Europe, it rose by 1.4%. Grocery share as a percentage of consumer spending grew by 0.3%
in the U.S., and by 0.1% in Europe in 2024.

Source: Flywheel Retail Insights

Consumer spending split 2022-2024 2024 2023 2022
World

Growth in grocery spending 2.0% 2.0% (0.7)%
Grocery as a % of total consumer spending 49.0% 49.1% 49.3%

United States

Growth in grocery spending 4.6% 5.2% 6.4%

Grocery as a % of total consumer spending 41.0% 40.7% 40.6%

Europe

Growth in grocery spending 2.9% 1.5% 10.6%

Grocery as a % of total consumer spending 43.2% 43.1% 43.4%

Source: Flywheel Retail Insights (various reports in 2024; the data for 2022-2023 has been restated by Flywheel, including the expansion of retail
sales coverage and an update on product category mapping for grocery).

2024 was another year of macroeconomic uncertainty, although some recovery of consumer
behavior can be identified. The main trends included a weakening of brand loyalty, more frequent
purchasing of private-label products, prioritization of price, and focus on wellness and fitness,
including an increased interest in vitamins and supplements’. In the grocery sector, consumers
focused on the basic necessities and essential goods versus nice-to-haves. In addition,
consumers shifted to value-seeking behavior, which manifested itself in promotion-driven
decisions and bu¥ing higher quantities at a lower price. Online sales in the food category

also grew rapidly”.

In the U.S., consumers continued switching to lower-priced products, with purchase delays gaining
popularity. Consumers reported higher optimism and the intention to spend more on food and dining
in the future. In Europe, consumer spending remained stable, with fewer consumers trading down
compared to last year. Consumer optimism grew slightly in 2024; consumers indicated a desire

to spend more on home, groceries and electronics®.

In addition, Deloitte’s Financial Well-being Index, published monthly to track consumers’ financial
well-being and how they feel about their future financial security, demonstrated an even more
positive trend for retailers, compared to last year. The index increased to 103.5 in October 2024,
compared to 99.1 in 2023*.
Source: McKinsey
. Source: NielsenlQ

1.
2
3. Source: McKinsey
4. Source: Deloitte
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Global consumer spending development
(grocery and non-grocery)

™ 32,205
™) 15,778

+2.28
+2.08

+2.5%
+2.0%

™ 31,502

@ 30,728
(™ 15,462

© 15,154

+2.0%
-0.7%

Grocery's share of
total consumer spend

49.0%8

Grocery's share of
total consumer spend

49.1%

2024

Grocery's share of
total consumer spend

49.3%

2022 2023

@ Non-grocery Grocery

Source: Flywheel Retail Insights (Market — Global Consumer Trends in USD at 2024 exchange rate; the values for 2022-2023 have been
restated by Flywheel; new methodology excludes services and B2B).

Food commodity prices increased

Food commodity prices grew throughout 2024, pushing the Global Food and Agriculture Organization
of the United Nations (FAO) Food Price Index to 127.0% by December 2024. The FAO Food Price
Index measures the average price change for five main commodity groups (sugar, meat, dairy,
vegetable oils and cereals). FAO growth of 6.7% versus December last year was caused by the
increase of price quotations for meat, dairy and vegetable oil.

Source: FAO

FAO food price index
(2014-2016 = (OO)

170
160
150

140 130 130 157 128 127 128 127
130 124 123 124 122 121 120 120 119 115 447 119 119 121 121 121 122 125
jan- feb- mar-apr-may-jun- jul- aug-sep- oct-nov-dec- jan- feb- mar-apr-may-jun- jul- aug-sep- oct-nov-dec-
23 23 23 23 23 23 23 23 23 23 23 23 24 24 24 24 24 24 24 24 24 24 24 24

® FAO

Source: FAO (2023-2024); FAO food price index consists of the average of five commaodity group price indices: meat, dairy, cereals, vegetable
oils and sugar.
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Financial group review continued
Macroeconomic trends continued

Nominal wages continued to increase in 2024

After years of significant wage and salary growth in the U.S., rates started to stabilize slowly.
Wages and salaries increased by 3.9% in 2024, 0.8 percentage points lower than in 2023".
Adjusted for seasonality, there was a 1.4% increase in real average hourly earnings from
December 2023 to December 20242,

Wage and salary growth remained robust and increased slightly in Europe, reaching 5.5%
growth in 2024°. As a result of lower inflation, real wage growth increased®.

Source: U.S. Bureau of Labor Statistics, news release on Employment Cost Index, October 2024
Source: U.S. Bureau of Labor Statistics

Source: “Euro indicators,” Eurostat

Source: “Labour market and wage developments in Europe 2024,” Eurostat — EU commission

HPON=

Nominal wages and salaries for U.S. civilian workers
(I2-month 2 change)

5.1 4.7

3.9

2022 2023 2024

@ Wages and salaries

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
(I12-month 2 change)

5.5

48 51

2022 2023 2024

@ Wages and salaries

Source: Eurostat (Labor cost index); data for prior years has been restated by the Eurostat; 2024 is average Q1-Q3.

The labor market behaved consistently, with no major changes in labor market conditions from
quarter to quarter. In the U.S., unemployment slightly increased from 3.7% in Q4 2023 to 4.2%
in Q4 2024, resulting in a total of around 7.2 million unemployed people throughout the year'.
In Europe, the unemployment rate moderated very slowly throughout 2024, from, on average,
6.1% in Q4 2024 to 5.9% in December 20242,

1. Source: “The Employment Situation — December 2024,” U.S. Bureau of Labor Statistics
2. Source: “Euroindicators November 2024,” Eurostat

Monthly unemployment rates

()

10

8 6.2 6.1 6.1 6.1 6.1 6.0 6.1 6.1 6.1 6 59

2 3.8 36 36 36 35 3.6 37 3.7 3.8

0 T T T
Q1-2022 Q1-2023 Q1-2024

® uUs. @ Europe
Source: OECD (Labor market statistics 2022-2024); Europe data is still not available for Q4 2024.

39



strategic report

sustainability statements

corporate governance

financial statements otherinformation

Financial group review continued
Macroeconomic trends continued

Interest rates

In 2024, the Federal Reserve decided to lower interest rates as inflation rates declined and
economic growth prolonged. Our business was impacted by these interest rate fluctuations.

The three-year constant maturity market yield on U.S. Treasury securities slightly increased
from 4.19% in December 2023 to 4.22% in December 2024, which had a mildly favorable
impact on the present value of our insurance liabilities.

Source: Federal Reserve Bank of St. Louis

Market yield on U.S. Treasury securities at three-year constant maturity

5.0
4.0
3.0
2.0
1.0

(1.0)

Mar- Jun- Sep- Dec- Mar- Jun- Sep- Dec- Mar- Jun- Sep- Dec-
22 22 22 22 23 23 23 23 24 24 24 24

@ DGS3

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 the Federal Reserve Bank of St. Louis (FRED)
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Foreign exchange rate volatility

The maijority 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. The U.S.
dollar was in decline throughout the first three quarters of 2024. In the third quarter, the dollar
index fell by 5% against a basket of currencies, marking its weakest quarterly performance for
the past two years. It was also destabilized by the Federal Reserve cutting interest rates by
0.50% in September1 and 0.25% in November 20242, However, the result of the U.S. elections
in the fourth quarter had a strengthening effect on the currency, in anticipation of a second
Trump administration®. Over the course of 2024, the U.S. dollar had depreciated by (0.07%)
year-on-year against the euro*. A weakening dollar impacted our consolidated financial results
unfavorably. For more information, see Note 2 to the consolidated financial statements.

. Source: Reuters

. Source: CBS

1
2
3. Source: Morgan Stanley
4. Source: Bloomberg

Change in the
average annual value

Currency 2024 2023 of the currency
U.S. dollar USD/EUR 0.9242 0.9248 (0.07%)
Czech crown CZK/EUR 0.0398 0.0417 (4.5)%
Romanian leu RON/EUR 0.2010 0.2022 (0.6)%
Serbian dinar RSD/EUR 0.0085 0.0085 0.1 %

Source: Average exchange rates 2023-2024, Bloomberg

40



strategic report sustainability statements corporate governance financial statements other information

Financial group review continued
Group key financial indicators

Group performance

€89.4b n @ 0.9%* € million 2024 restaztgl?” Change % change coor/:s?:r??gaet:st
0.7% vs. 2023 Net sales 89,356 88,734 622 0.7% 0.9%
Of which: online sales 9,235 8,931 304 3.4% 3.5%

Cost of sales (65,551) (64,880) (671) 1.0%

Gross profit 23,805 23,854 (49) (0.2)%

l 22 Other income 431 414 17 4.2%

o&m0 Operating expenses (21,453) (21,422) (31) 0.1%
Operating income 2,784 2,846 (62) (2.2)% (1.9)%

Net financial expense (562) (546) (16) 2.9%

€208bn Income before income taxes 2,222 2,300 (79) (3.4)%

(2.2)% vs. 2023 Income taxes (481) (456) (25) 5.5%

Share in income of joint ventures and associates 23 30 (7) (23.5)%

Income from continuing operations 1,764 1,874 (111) (5.9)%

Income (loss) from discontinued operations —_ — — (26.5)%

€3.6bn Net income 1,764 1,874 (111) (5.9)% (5.5)%

0.1% vs. 2023

Operating income 2,784 2,846 (62) (2.2)% (1.9)%
Adjusted for:
Impairment losses and reversals — net 229 375 (147)
4.0% (Gains) losses on leases and the sale of assets — net 181 180 1
0.0 pp vs. 2023 Restructuring and related charges and other items 414 202 212
Underlying operating income 3,608 3,604 4 0.1% 0.2%
Depreciation and amortization? 3,476 3,462 14

€9.5bn Underlying EBITDA 7,083 7,066 17 0.2% 0.4%

Underlying operating income margin 4.0% 4.1% 0.0pp
Underlying EBITDA margin 7.9% 8.0% 0.0pp
1. Comparative amounts have been restated (see Note 3 to the consolidated financial statements).

‘At constant rates. 2. The difference between the total amount of depreciation and amortization for 2024 of €3,477 million (2023: €3,469 million) in Note 8 and the €3,476 million (2023: €3,462 million)

mentioned in the table relates to items that were excluded from underlying operating income.
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Group performance

Shareholders
€ unless otherwise indicated 2024 2023 % change
Net income per share attributable to common shareholders (basic) 1.90 1.95 (2.6) %
Underlying income per share from continuing operations 2.55 2.55 0.1%
Dividend payout ratio 46% 43% 2.7pp
Dividend per common share 1.17 1.10 6.4%
Other information
€ million 2024 2023 % change
Net debt’ 14,129 14,267 (1.0)%
Free cash flow? 2,545 2,425 4.9%
Capital expenditures included in cash flow statement
(excluding acquisitions) 2,299 2,434 (5.5)%
Number of employees (in thousands) 388 402 (3.6)%
Credit rating/outlook Standard & Poor’s BBB+/ BBB+ /

stable stable —
Credit rating/outlook Moody’s Baa1l/ Baa1l/

stable stable —

Certain KPIs 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.
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Financial group review continued

Positive growth driven by
robust comparable sales
and portfolio updates; solid
underlying profitability as a
result of strong cost control

In 2024, Ahold Delhaize achieved strong
underlying results, showing positive net

sales growth (0.9% at constant rates) while
sustaining a solid underlying operating margin.
Our brands remained focused on helping
customers cope with challenging economic
circumstances, through increased price
investments, new own-brand assortments

and strong operational execution.

Overall net sales increased to

€89,356 million, driven by store openings

and comparable sales growth partially offset
by the closure of Stop & Shop stores, the
divestment of FreshDirect and lower gasoline
sales. In the U.S., comparable sales benefited
from continued growth in pharmacy and
double-digit growth in online grocery excluding
FreshDirect. Food Lion and Hannaford
continue to lead the U.S. brands' performance,
with 49 and 14 consecutive quarters of positive
sales growth, respectively. The elevated
European comparable sales were negatively
impacted by the cessation of tobacco sales

at supermarkets in the Netherlands.

On a Group level, net online sales grew by
double digits, excluding FreshDirect. The
divestment of FreshDirect had a negative
impact of 6.9 percentage points. All the U.S.
brands showed positive growth rates, with the
strongest growth at Food Lion and Hannaford.
In Europe, online food retail sales increased
at double-digit rates for all the brands, while
non-food retail grew at single-digit rates.

otherinformation
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Although cost of sales increased slightly,

other expenses remained in line with 2023,
driven by tight cost management and our

Save for Our Customers cost-savings
program. This, in addition to the strong sales
performance and performance recovery in
Belgium as a result of the Belgium Future Plan,
resulted in an underlying operating margin

of 4.0%, which remained steady compared

to last year.

2024 full year IFRS operating income was
€2,784 million and our margin based on (IFRS)
reporting operating income amounts to 3.1% of
net sales, a decrease of 0.1 percentage points
compared to last year. Operating margins were
affected by one-time costs, primarily related to
expenses from the closure of underperforming
Stop & Shop stores, the transition of stores to
affiliates under the Delhaize Belgium Future
Plan and an amendment to, and additional
funding for, the Dutch pension plan, in line with
regulations and derisking of the balance sheet.

Year over year, free cash flow remained elevated
at €2,545 million, which was €124 million higher
than last year at constant rates despite the lower
working capital due to an incidental receivable
related to a tax refund in Belgium last year.

Free cash flow increased mainly because of

the improvement in operating cash flow and
lower capital investments.
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Net sales over time

(€ billion)
87.0 88.7 89.4
74.7 75.6
2020 2021 2022 2023 2024
Net sales contribution by segment
@ The United States 60.7%
Europe 39.3%
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Increase in net sales in the
face of portfolio updates

Net sales for the financial year ending on
December 29, 2024, were €89,356 million, an
increase of €622 million, or 0.7%, compared

to net sales of €88,734 million for the financial
year ending on December 31, 2023. At constant
exchange rates, net sales were up by

€789 million or 0.9%.

Gasoline sales decreased by 10.2% in 2024

to €960 million. At constant exchange rates,
gasoline sales decreased by 10.0%, as a result
of further moderating gasoline prices in 2024
compared to 2023.

Net sales excluding gasoline increased in 2024
by €730 million, or 0.8%, compared to 2023. At
constant exchanges rates, net sales excluding
gasoline increased in 2024 by €896 million, or
1.0%, compared to 2023. Our net sales were
driven by store openings and comparable sales
growth excluding gasoline sales of 1.2% in 2024
compared to 2023. Volume trends in both the
U.S. and Europe improved compared to last
year. Sales growth in the U.S. was substantially
affected by the divestment of FreshDirect in Q4
2023, a recall of Boar’s Head deli products in
Q3 2024, and the closure of 32 Stop & Shop
stores in Q4 2024. In Europe, net store openings,
including the conversion of Jan Linders stores
at the end of 2023, boosted sales in 2024. The
ban on tobacco sales in supermarkets in the
Netherlands and the impact from the conversion
of stores in Belgium to affiliates as part of the
Belgium Future Plan had a negative impact on
sales growth. Nevertheless, once converted,
sales in these stores were, in general, higher
than they were before the conversion.

sustainability statements financial statements

The European brands’ net sales consist of sales
to consumers and to franchise stores. Franchise
stores operate under the same format as Ahold
Delhaize-operated stores. Franchisees purchase
merchandise primarily from Ahold Delhaize, pay
a franchise fee and receive support services.

Net sales split by category

otherinformation

©6

Change
versus prior
year at % change at
Change constant constant
2023 versus exchange exchange
€ milion 2024 restated’ prior year % change rates rates
Net sales 89,356 88,734 622 0.7% 789 0.9%
Of which gasoline
sales 960 1,068 (109) (10.2)% (107) (10.0)%
Net sales
excluding gasoline 88,396 87,666 730 0.8% 896 1.0%
Of which online
sales 9,235 8,931 304 3.4% 309 3.5%
1. Comparative amounts have been restated (see Note 3 to the consolidated financial statements).
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Online sales (Group)

(€ billion)
8.6 8.9 9.2
7.7
5.5
6.8% 71% 7.2% 7.3%
0
e —o °
2020 2021 2022 2023 2024
U.S. online sales Online sales @ Online grocery penetration %
(€ billion)
4.2 4.2 4.1
3.2
2.0
7.2% 7.7% 7.9% 7.7%
4://.7 o —o—
2020 2021 2022 2023 2024
Europe online sales Online sales @ Online grocery penetration %
(€ billion)
5.1
45 45 4.7
3.6
4.6% 6.1% 6.0% 6.0% 6.6%
L @ —
2020 2021 2022 2023 2024
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Strong online sales growth

In 2024, we continued to deliver strong
online sales, which amounted to €9,235 million,
an increase of 3.5% at constant exchange
rates. The divestment of FreshDirect had

a negative impact of 6.9 percentage points.
In the U.S., Food Lion and Hannaford made
the largest contribution to this growth, driven
by their strong value position, pick-from-store
and delivery network expansion, and new
marketplace partnerships. In Europe, Albert
Heijn, Delhaize and all of the CSE brands
showed double-digit growth. In absolute
terms, Albert Heijn and bol grew the most
over last year.

U.S. net online sales decreased by 3.6%
in constant currency. The divestment of
FreshDirect had a negative impact of
14.7 percentage points. The total number
of click-and-collect points grew to 1,630,
compared with 1,558 in 2023. Following
our store-first fulfillment strategy, we grew
pick-from-store sales by double digits.
We saw even higher growth in third-party
platform sales, driven by our new DoorDash
partnership. Without FreshDirect, online
penetration in the U.S. grew from 7.0%

to 7.7%, with Food Lion and Hannaford
increasing by nearly 1 percentage point.
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The U.S. brands invested in innovations
that delivered growth and efficiency. The
brands’ propriety e-commerce platform,
PRISM, delivered on our “customer first”
vision, attracting more loyalty program users
as well as achieving a top rating as an iOS
mobile app. This resulted in an increased
number of loyalty card holders (15.5 million),
with 79.5% loyalty sales penetration. Food
Lion continues its migration onto our PRISM
platform, which it aims to complete in 2025.
The brands expanded their retail media
capabilities, adding new opportunities for
advertising partners to connect with our
customer base.

To support our store network fulfilment,

we enhanced item location capabilities

and substitution algorithms, and deployed
next-generation technology, all of which
improve speed and accuracy. These
investments help our brands enrich the
shopping experience for customers, improve
operations — while decreasing costs — and
grow complementary revenue streams.

©6
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Our European online business was on a
steady upward trajectory this year. The brands
grew online sales by 9.9% at constant rates

to €5,145 million, and increased the number
of loyalty card holders to 13.3 million, with
59.2% loyalty sales penetration. This was
driven by the continued focus on innovation

in their commercial offerings, implementing
smart efficiencies, and scaling and sharing
digital solutions and technology.

In the Netherlands, Albert Heijn launched

the “AH Lifestyle Check” on its app, providing
access to products, recipes, advice and
inspiration that help customers follow a
healthy lifestyle. In addition, bol expanded

its range with refurbished smartphones,
tablets, laptops and smartwatches, making

it easier for consumers to choose more
sustainable alternatives.

Delhaize, Albert, Mega Image, Maxi and
Alfa Beta in CSE finalized the rollout of

a unified modular app to streamline and
enhance the shopping experience for
customers, integrating online shopping,
(personalized) promotions, loyalty programs,
monetization and in-store shopping into

a seamless experience.

We also launched new e-commerce value
propositions in CSE, such as B2B sales
and fast delivery, including expanding our
pick-from-store capabilities and third-party
platform partnerships.

In addition to boosting our tech talent
and gaining further efficiencies at scale,
we were also proud to launch our new
Tech Studio, “AD/01,” in Romania to
service all our European brands.
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To continue making progress on our
successful digital advertising business,

in 2024, Albert Heijn, bol and Delhaize again
launched new features, with Albert Heijn
proclaimed the “most innovative media
player of the year” in the Netherlands.

In parallel, we have scaled our advertising
technology to Delhaize and Alfa Beta and

also started scaling our advertising operations

support, increasingly tapping into crucial
new income streams and supporting our
online profitability.

Stable gross profit

Gross profit was down by €49 million,

or 0.2%, compared to 2023. At constant
exchange rates, gross profit decreased by
0.0%. Gross profit margin (gross profit as a
percentage of net sales) for 2024 was 26.6%,
decreasing slightly compared to 2023. 2024
margin was unfavorably influenced by food
inflation growth, which was largely offset by
our cost savings across all the brands as
part of our Save for Our Customers program.
This program, through which we saved a
record amount of €1,354 million in 2024,
included initiatives such as favorable
commercial and fresh sourcing in the U.S;;
the Operate Smarter program to reduce,
among other things, shrink; the Buy Better
program at Albert Heijn; and commercial
initiatives at bol and the CSE brands.

Gross profit Operating expenses include impairments,

(€ billion) gains (losses) on leases and the sale of
assets, restructuring and related charges and
other items that management believes can

—o o o o distort an understanding of the trend related
27.5% 27.4% 26.8% 26.9% 26.6% E)nthe.; develcl)pment ofdour undelrlying business.
2.9 P pairment losses and reversals, gains
23.3 (losses) on leases and the sale of assets —
net, and restructuring and related charges
are summarized on the next page.
20.6 20.7
Operating expenses
(€ billion)
(21.4)  (21.5)
(20.2)
(18.9) (17.9)
2020 2021 2022 2023 2024

Gross profit @ Gross profit as % of sales

25.2%

Operating expenses

In 2024, operating expenses increased

by €31 million, or 0.1%, to €21,453 million,
compared to €21,422 million in 2023. At
constant exchange rates, operating expenses
increased by 0.3%. As a percentage of net
sales, operating expenses decreased by

0.1 percentage points to 24.0%, compared to
24 1% in 2023. Excluding gasoline sales and at
constant exchange rates, operating expenses
as a percentage of net sales decreased by
0.2 percentage points. The decrease in
operating expenses as a percentage of sales
in 2024, compared to 2023, was driven by
sales leverage, strict cost control in all the
brands and the conversion from integrated to
affiliated stores as part of the Belgium Future
Plan, partly offset by increasing labor inflation.

2020 2021 2022 2023 2024

@ Operating expenses
as % of sales

Operating
expenses
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Impairment losses
and reversals - net

Ahold Delhaize recorded the following
impairments and reversals of impairments
of assets — net in 2024 and 2023:

(Gains) losses on leases and
the sale of assets — net

Ahold Delhaize recorded the following (gains)
losses on leases and the sale of assets — net
in 2024 and 2023:

€ million 2024 2023 € million 2024 2023
The United States 154 228 The United States (38) 220
Europe 75 147 Europe 219 (40)
Total 229 375 Ahold Delhaize Group — —
Total 181 180

Impairment charges in 2024 were €229 million,
down by €147 million compared to 2023.
These impairments mainly related to Stop &
Shop stores in the U.S. and intangible assets
and impairments related to bol and software
in progress in Delhaize in Europe. In 2023,
impairment losses were mostly driven by
FreshDirect impairment charges and the
transformation of integrated stores into
independent affiliated stores as part

of the Belgium Future Plan.
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The losses on leases and the sale of assets

in 2024 were €181 million, a €1 million
unfavorable change compared to the €180
million loss in 2023. The 2024 loss was mainly
attributable to losses recognized on the sale
of stores to franchisees in Belgium and partly
offset by gains related to Stop & Shop stores.
In 2023, the loss of €180 million was largely
driven by the divestment of FreshDirect.

Restructuring and related

charges and other items

Restructuring and related charges and other
items in 2024 and 2023 were as follows:

€ million 2024 2023
The United States 67 61
Europe 137 143
Ahold Delhaize Group 210 (2)
Total 414 202

sustainability statements financial statements

Restructuring and related charges and other
items in 2024 resulted in a €414 million net
loss. This net loss is €212 million higher
compared to 2023. In the U.S., these charges
mostly relate to Stop & Shop store closures
and losses related to Hurricane Helene.

In Europe, the net loss was mainly driven

by losses related to the sale of stores to
franchisees as part of the Belgium Future

Plan and an amendment to and funding for the
Dutch pension plan that also accounted for the
net loss in the Ahold Delhaize Group segment;
see Note 24. In 2023, the U.S.-related charges
were mostly driven by our Accelerate global
restructuring program. In Europe, the net loss
was also mainly driven by the transformation
of integrated stores in Belgium in 2023.

Operating income

Operating income in 2024 went down

by €62 million, or 2.2%, to €2,784 million
compared to €2,846 million in 2023.

This decrease resulted from unusual items,
related to impairment, losses and restructuring
charges, as described earlier in this section.
At constant exchange rates, operating

income was 1.9% lower than last year.

Net financial expenses

Net financial expenses in 2024 were up

by €16 million, or 2.9%, to €562 million,
compared to €546 million in 2023. The
increase was primarily due to higher interest
expense on the additional debt related to the
acquisition of Profi and on leases, partially
offset by higher interest income from higher
cash levels.
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Income taxes

In 2024, income tax expense was €481 million,
€25 million higher compared to €456 million

in 2023. The effective tax rate, calculated as

a percentage of income before income tax,
was 21.7% in 2024 (2023: 19.8%).

Higher income tax expense and higher
effective tax rate for 2024 resulted from a
changed mix of earnings between jurisdictions
and one-time events. For the details behind
the effective tax rate changes, see Note 10.

Share in income of joint
ventures and associates

Ahold Delhaize’s share in income of joint
ventures and associates was €23 million
in 2024, or €7 million lower than last year.

Our share of JMR’s results in 2024 was

€10 million lower when compared to 2023.
Our share of Super Indo’s results in 2024

was €2 million higher than in 2023. For further
information about joint ventures, see Note 15
to the consolidated financial statements.
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H H H Our Save for Our Customers program Underlying operating income
Underlylng qperatlng I.ncome achieved a record high level in 2024, delivering (€ billion)
and underly"‘g operatlng €1,354 million and positively impacting
income mqrgin our gross profit and operating expenses. 47
. o This result is due to the cost-savings initiatives 36 : 36 3.6
Underlyln.g.opgratlng income was o in Europe and the U.S. that were initiated 33
€3,608 million in 2024, up €4 million, or 0.1%, over the past 12 months
versus €3,604 million in 2023. At constant P ’
exchange rates, underlying operating income The Save for Our Customers program
increased by 0.2%, compared to 2023. enables our great local brands to absorb .0\$ —0— —e
The contribution by segment was 64%.by cost increases, invest in better customer e 4.4% 4.3% 41% 4.0%
the U.S., and 36% by Europe. Underlying propositions and keep shelf prices as low
operating income margin in 2024 was 4.0%, as possible, to best serve customers and
compared to 4.1% in 2023. local communities, and ensure access to 2020 2021 2022 2023 2024
Our 2024 underlying operating margins gffflc)l'tQable and healthy ftOOd options in this _ o _ ' _
were in line with prior year, driven mainly Intiationary environment. Underlying operating income @ Underlying operating margin
by continued efforts to deliver on our Save for
Our Customers cost-savings program to offset
price investments and higher operational and Save for Our Customers
administrative expenses that resulted from (€ million)
inflationary pressures. Moreover, margin
pressure was also offset by the divestment 1,259 1,354
of FreshDirect and performance recovery
in Belgium due to the Belgium Future Plan. ™ 967 979
® ® ® @
1.1% 1.3% 1.1% 1.4%
2020 2021 2022 2023 2024
Save for Our Customers @ Save for Our Customers as a percentage of sales
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Financial position

Financial position

December 29, % December 31, %
€ million 2024 of total 2023 of total
Property, plant and equipment 11,953 23.1% 11,647 24.4%
Right-of-use assets 9,649 18.6% 9,483 19.8%
Intangible assets 13,420 25.9% 12,998 27.2%
Pension assets 69 0.1% 51 0.1%
Other non-current assets 2,225 4.3% 2,180 4.6%
Cash, cash equivalents and short-term deposits
and similar instruments, and current portion
investment in debt instruments’ 6,185 11.9% 3,500 7.3%
Inventories 4,797 9.3% 4,583 9.6%
Other current assets 3,544 6.8% 3,380 71%
Total assets 51,842 100.0% 47,821 100.0%
Group equity 15,454 29.8% 14,755 30.9%
Non-current portion of long-term debt 15,985 30.8% 14,682 30.7%
Pensions and other post-employment benefits 553 1.1% 792 1.7%
Other non-current liabilities 2,454 4.7% 1,983 4.1%
Short-term borrowings and current portion of long-
term debt and lease liabilities? 4,330 8.4% 3,085 6.5%
Payables 8,524 16.4% 8,278 17.3%
Other current liabilities 4,542 8.8% 4,248 8.9%
Total equity and liabilities 51,842 100.0% 47,821 100.0%

1. Short-term borrowings and current portion of long-term debt comprise €1,444 million lease liabilities, €295 million short-term borrowings,
€1,962 million bank overdrafts and €630 million current portion loans (for more information, see Note 26 to the consolidated financial

statements).
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Ahold Delhaize’s consolidated balance sheets
as of December 29, 2024, and December 31,
2023, are summarized as follows:

Total assets increased by €4,021 million.
Property, plant and equipment increased by
€307 million. Regular capital expenditures
were favorably impacted by exchange rate
differences and unfavorably impacted by
depreciation and impairment losses. The
impairment losses were mostly recognized
for underperforming and closed stores.

For more information, see Note 711 to

the consolidated financial statements.

Right-of-use assets increased by

€166 million. The main driver of this
increase was exchange rate differences.
For more information, see Note 12 to
the consolidated financial statements.

Intangible assets increased by €422 million.
This increase was mostly due to

favorable exchange rate differences.

For more information, see Note 14 to

the consolidated financial statements.

Other non-current assets increased by
€45 million, mostly due to an increase in
loans receivable and in net investment in
leases, For more information, see Note 16
to the consolidated financial statements.

Cash, cash equivalents and short-term
deposits and similar instruments, and current
portion investment in debt instruments,
increased by €2,686 million. The increase

is mainly driven by our strong free cash flow
generation, the issuance of €1,600 million
new bonds in anticipation of the acquisition
of Profi and the related increase of our cash
held under a notional cash pooling agreement,
partly offset by redemption of debt in the
amount of €750 million.

Other current assets increased by €165 million,
driven by receivables. For more information,
see Note 18 and Note 5.

Our pension and other post-employment
benefits decreased by €239 million to
€553 million in 2024, mainly due to the
amendment of the Dutch pension plan.
For more information, see Note 24.
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Debt

Debt Gross and net debt
(€ billion)
December 29, December 31,
€ million 2024 2023
20.3
Loans 5,175 4,137
R 171 17.6
Lease liabilities 10,809 10,545 )
Non-current portion of long-term debt 15,985 14,682
Short-term borrowings and current portion of long-term debt’ 4,330 3,085 13.9 14.4 14.3 14.1
Gross debt 20,315 17,766 1.4
Less: cash, cash equivalents, short-term deposits and similar instruments,
and short-term portion of investments in debt instruments®>* 6,185 3,500
Net debt 14,129 14,267
1. Short-term borrowings and current portion of long-term debt comprise €1,444 million lease liabilities, €295 million short-term borrowings, (3.1) (3.1) (3.2) (3.5)
€1,962 million bank overdrafts and €630 million current portion loans (for more information, see Note 26 to the consolidated financial statements). (6.2)
2. Short-term deposits and similar instruments include investments with a maturity of between three and 12 months. The balance of these
instruments at December 29, 2024, was €16 million (December 31, 2023: €15 million) and is presented within Other current financial assets
in the consolidated balance sheet.
3. Book overdrafts, representing the excess of total issued checks over available cash balances within the Group cash concentration structure, 2020 2021 2022 2023 2024

are classified in accounts payable and do not form part of net debt. This balance at December 29, 2024, was €185 million (December 31, 2023:

€335 million).

4. Cash and cash equivalents include an amount held under a notional cash pooling arrangement of €1,961 million (December 31, 2023:
€767 million). This cash amount is fully offset by an identical amount included under short-term borrowings and current portion of long-term debt.

In 2024, gross debt increased by €2,549 million to €20,315 million, primarily due to the issuance
of €1,600 million new bonds and the increase of our short-term borrowings related to the cash
held under a notional cash pooling arrangement, partly offset by the repayment of a €750 million

bond at maturity.

Ahold Delhaize’s net debt was €14,129 million as of December 29, 2024 — a decrease of
€137 million from December 31, 2023. The decrease in net debt was mainly the result of the
strong free cash flow generation (€2,545 million), partly offset by the payment of the common

Cash, short-term deposits and similar instruments

@ Grossdebt @ Netdebt

stock dividend (€1,037 million), the completion of the €1 billion share buyback program and the
impact of foreign exchange on Ahold Delhaize’s outstanding U.S. dollar-denominated liabilities.
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Liquidity position

December 29, December
€ million 2024 31, 2023
Total cash and cash equivalents (Note 20) 6,169 3,484
Short-term deposits and similar instruments (Note 19) 16 15
Investments in debt instruments (FVPL) — current portion (Note 19) — —
Cash, cash equivalents, short-term deposits and similar instruments,
and short-term portion of investments in debt instruments 6,185 3,500
Less: Notional cash pooling arrangement (short-term borrowings) 1,961 767
Liquidity position 4,224 2,733

We view available cash balances and funds
from operating activities as Ahold Delhaize’s
primary sources of liquidity, complemented
by external sources of funds when required.
We manage short-term liquidity based on
projected cash flows. As of December 29,
2024, the Company’s liquidity position primarily
comprised €4,224 million of cash (including
short-term deposits and similar instruments
and current portion of investments in debt
instruments, adjusted for cash held under

a notional cash pooling arrangement), and
the undrawn portion of the €1.5 billion
revolving credit facility.
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Based on the current operating performance
and liquidity position, cash provided by

operating activities, the available cash

balances and the undrawn portion of the

revolving credit facility are considered

sufficient to fund working capital needs,
capital expenditures, the acquisition of
Profi, interest payments, dividends, the

announced €1 billion share buyback p
and scheduled debt repayments for th

rogram
e next

12 months. In addition, the Company has
access to the debt capital markets based

on its current credit ratings.
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Group credit facility

Ahold Delhaize has access to a five-year
€1.5 billion committed, unsecured, multi-
currency and syndicated revolving credit
facility, with two one-year extension options.
In 2024, the Company agreed with the lenders
to exercise the second option, extending
the maturity to December 2029. This facility
links the cost of borrowing to the Company’s
annual performance on sustainability KPIs
that are aligned with its healthy communities
& planet strategic priority.

The credit facility contains customary
covenants and a financial covenant that
requires Ahold Delhaize, if its corporate
rating from Standard & Poor’s and Moody’s
is lower than BBB/Baa2, respectively, not
to exceed a maximum leverage ratio of
5.5:1. The maximum leverage ratio was
unchanged compared to the prior credit
facility, dated 2020.

During 2024 and 2023, the Company
complied with these covenants and was not
required to test the financial covenant because
its credit rating exceeded the thresholds.

As of December 29, 2024, there were no
outstanding borrowings under the facility.
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©6

Credit ratings

Maintaining investment-grade credit ratings

is a cornerstone of Ahold Delhaize’s financial
strategy because such ratings optimize the
cost of funding and facilitate access to a variety
of lenders and markets. Ahold Delhaize's
current credit ratings from the solicited

rating agencies are as follows:

e Standard & Poor’s: Corporate credit rating
BBB+, with a stable outlook since March
2023 (2023: BBB+ with stable outlook)

e Moody’s: Issuer credit rating Baa1, with
a stable outlook since February 2018
(2023: Baa1 with stable outlook)
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Cash flows

Consolidated cash flows

Ahold Delhaize’s consolidated cash flows for 2024 and 2023 are as follows:

€ million 2024 2023
Operating cash flows from continuing operations 6,224 6,466
Purchase of non-current assets (cash capital expenditure) (2,299) (2,434)
Divestment of assets/disposal groups held for sale 250 136
Dividends received from joint ventures 22 22
Interest received 196 160
Lease payments received on lease receivables 125 117
Interest paid (230) (226)
Repayments of lease liabilities (1,743) (1,815)
Free cash flow 2,545 2,425
Proceeds from long-term debt 1,594 500
Repayments of loans (782) (291)
Changes in short-term loans 1,217 97
Changes in short-term deposits and similar instruments — —
Dividends paid on common shares (1,037) (1,044)
Share buyback (1,000) (999)
Acquisition/(divestment) of businesses, net of cash (4) (164)
Other cash flows from derivatives — —
Other (16) (49)
Net cash from operating, investing and financing activities 2,514 475
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Free cash flow

Free cash flow, at €2,545 million, increased
by €119 million compared to 2023, despite the
incidental receivable related to a tax refund in
Belgium last year. The free cash flow result is
mainly driven by a lower capital expenditure of
€135 million and higher divestment of assets
of €114 million. Lower capital expenditure is
driven by fewer investments in Europe related
to supply chain and store maintenance.
Divestments are mainly driven by the sale

of facilities in the United States.

Higher interest received of €36 million is the

result of a higher cash balance compared to

last year. Lower repayment of lease liabilities
of €72 million also contributed to free

cash flow.

This upside was partly offset by a decrease
in operating cash flows from continuing
operations, which was lower by €242 million
compared to 2023. The lower operating cash
flow was driven by payments related to the
amendment of the Dutch pension plan and
higher income taxes paid in 2024, due to an
incidental receivable related to a tax refund
in Belgium last year (see Note 10).

In 2024, the main uses of free cash flow included:

e Share buyback program, for a total
amount of €1,000 million

e Common stock final dividend of €0.61 per
share for 2023, paid in 2024, and common
stock interim dividend of €0.50 per share
for 2024, resulting in a total cash outflow
of €1,037 million
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Capital investments and property overview

Capital expenditure (CapEx), including
acquisitions and additions to right-of-use
assets, amounted to €3,699 million in 2024
versus €4,099 million in 2023. Total cash
CapEx for the year amounted to €2,299 million
in 2024, a decrease of €135 million compared
to the previous year. Total regular CapEx was
lower than last year, mainly driven by lower
investments in Europe due to timing of logistics
and store maintenance investments.

Capital investments were primarily allocated

to the expansion, remodeling and maintenance
of our store network, online channel, supply
chain and IT infrastructure, and the
development of our digital capabilities.
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A portion of our annual investments is
dedicated to reducing our carbon footprint.
These efforts include the replacement of
refrigeration systems to enable the use of
natural and low-global warming potential
(GWP) refrigerants, projects to enhance
energy efficiency in our facilities, investments
in green buildings and solar panel installations,
and the gradual transition from fossil fuel
vehicles to electric alternatives. To support
these initiatives, we require investment
proposals to align with the latest company
standards for energy consumption and the
mitigation of potential environmental impacts
caused by refrigerants. We also use our
Green Bond framework to determine whether
an investment qualifies as sustainable and
we disclose our investments within that
framework each year.

At the end of 2024, Ahold Delhaize brands
operated 7,765 stores, compared to

7,716 in 2023. The Company'’s total sales
area amounted to 9.7 million square
meters in 2024, a decrease of 1.7%

over the prior year.

corporate governance

financial statements

Capital expenditures
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Change

versus prior %
€ million 2024 2023 year of sales
The United States 2,029 2,139 (110) 3.7%
Europe 1,623 1,889 (266) 4.6%
Ahold Delhaize Group 22 23 (1) —%
Total regular CapEx 3,673 4,051 (377) 4.1%
Acquisition CapEx 26 49 (23) —%
Total CapEx 3,699 4,099 (400) 4.1%
Total regular CapEx 3,673 4,051 (377) 4.1%
Right-of-use assets' (1,375) (1,683) 308 (1.5)%
Change in property, plant and equipment payables
(and other non-cash adjustments) 1 66 (66) —%
Gross CapEx
(Purchase of non-current assets) 2,299 2,434 (135) 2.6%
Divestment of assets/disposal groups held for sale (250) (136) (114) (0.3)%
Net CapEx 2,049 2,298 (249) 2.3%

1. Right-of-use assets comprises additions (€485 million), reassessments and modifications to leases (€877 million) (for more
information, see Note 12 to the consolidated financial statements) as well as additions (€2 million) and reassessments and modifications
to leases (€11 million) relating to right-of-use assets included within investment properties (for more information, see Note 13 to the

consolidated financial statements).
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Number of stores Ahold Delhaize also operated the following The total number of retail locations owned
other properties as of December 29, 2024: or leased by Ahold Delhaize was 6,396 in
The total number of stores (including stores operated by franchisees) is as follows: 2024. This total includes 888 stores subleased
Warehouses/DCs/production to franchisees. The total number of retail
Opening Open/ Closed/ Closing facilities/offices 175  locations owned or leased increased
balance GRS sold palance Properties under construction/ by 38 compared to 2023.
The United States 2,048 5 (36) 2,017  development 72 Anold Delhaize brands also operate 229
Europe 5,668 158 (78) 5,748 Investment properties 546  gas stations on the premises of some
- of their stores in the U.S.
Total number of stores 7,716 163 (114) 7,765 Total other properties 793
The following table breaks down the ownership
Change Investment properties consist of buildings structure of our 6,396 retail locations (inclusive
versus prior  and land not employed in support of our of stores subleased to franchisees) and 793
2024 2023 year  retail operations. The vast majority of these other properties as of December 29, 2024.
. properties were subleased to third parties.
Number of stores operated by Ahold Delhaize 5,496 5,618 (122)  of these, many consisted of shopping centers Retail Other
Number of stores operated by franchisees 2,269 2,098 171 containing one or more Ahold Delhaize locations  properties
Number of stores operated 7,765 7,716 49 stoiels_and third-party retail units generating Company owned %
rental income. of total 19% 54%
Franchisees operated 2,269 stores in the Netherlands, Belgium, Luxembourg and Greece.
Leased % of total 81% 46%
The total number of pick-up points is as follows:
Change
versus prior
2024 2023 year
The United States 1,635 1,564 7
Europe 276 269 7
Total number of pick-up points 1,911 1,833 78
At the end of 2024, Ahold Delhaize operated 1,911 pick-up points, which was 78 more than in 2023.
These are either standalone or in-store and include 1,635 pick-up points in the U.S., of which 1,630
are click-and-collect points.
53
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Tax transparency and responsibility

At Ahold Delhaize, we seek to
make a positive impact in the
communities where our brands
operate and be good neighbors.
We do this by paying taxes in a
way that takes into consideration
social and corporate responsibility
and the interests of all our
stakeholders. Our overall tax
approach is in line with Ahold
Delhaize’s Business Principles,
sustainability strategy and

Code of Ethics.

Our tax policy, which applies to all consolidated
group entities, consists of five main tax
principles: transparency, accountability and
governance, compliance, relationships with
authorities and business structure. Our tax
principles are aligned with The B Team’s
Responsible Tax Principles, developed by a
group of leading companies, with involvement
from civil society, investors and representatives
from international institutions. In 2017, The B
Team brought together the heads of Tax from
nine multinationals to develop the Responsible
Tax Principles, which raise the bar on how
businesses approach tax and transparency
and help forge a new consensus around

what responsible tax practice looks like.

Ahold Delhaize also complies with the
principles included in the VNO-NCW Tax
Governance Code. For more information,
see Compliance to the code on the Ahold
Delhaize website at www.aholddelhaize.com.

For more details on our corporate income tax
financial position, see Note /O to the consolidated
financial statements.
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Transparency

By paying our share of taxes in the countries
where we have operations, we contribute to
economic and social development in these
countries. Also, with our total tax contribution,
we support the UN Sustainable Development
Goals (SDGs).

In 2024, Ahold Delhaize collected and bore
many types of taxes: payroll tax, corporate
income tax, net-value-added tax (VAT), sales
and use (S&U) tax, property and real estate
tax, dividend tax, excise and customs duties,
and others (e.g., packaging tax), for a total
amount of €6.1 billion. Approximately €1.9
billion of the Company’s total tax contribution
in 2024 relates to taxes borne.

The total tax contribution and corporate income
tax payments that were reported per country
are summarized below.

Our effective income tax rate (ETR) over 2024
was 21.7%. This is our worldwide income tax
expense for the financial year 2024, amounting
to €481 million, shown as a percentage of the
consolidated income before income taxes.

sustainability statements financial statements

Ahold Delhaize 2024 total tax contribution
by type €6.I billion
(€ million)

Ahold Delhaize 2024 total tax contribution
by country €6.1 billion

otherinformation

(€ million)

©6

@ Payroll tax 3,068 @ The United States 3,191
@ VAT and S&U tax 1,616 @ The Netherlands 1,494
@ Corporate income tax 470 @® Belgium 708
@ Excise and customs duties 405 @ Czech Republic 205
Property and real estate tax 311 Greece 137
Dividend tax 156 Serbia 120
Other 107 Romania 140
Switzerland 90

® Luxembourg 37
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Tax transparency and responsibility continued

Ahold Delhaize 2024 corporate tax paid per

country €470 million
(€ million)

@ The United States 205
@ The Netherlands 116
@® Belgium 11
@ Czech Republic 23
Greece (7)
Serbia 1
Romania 17
Switzerland 89
@ Luxembourg 5
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Tax incentives

We define tax incentives as fiscal measures
designed by governments to stimulate
investment and encourage growth or a change
in behavior by providing more favorable tax
treatment to some activities or sectors.

For some of the activities that Ahold Delhaize
and the brands undertake as part of our efforts
to positively impact communities, there are
tax incentives available, as described below.

Ahold Delhaize does make limited use of tax
incentives. The main tax incentives applied
by Ahold Delhaize in the various jurisdictions
where our brands operate are:

Wage tax credits

Certain wage tax credits are available

to companies that give opportunities to
people who normally face difficulties finding
employment, such as individuals with physical
disabilities, as local governments seek to
stimulate work participation in the labor
market for these employees.

Capital investment credits

Local governments sometimes provide capital
investment credits to stimulate investment
(e.g., in warehouses or stores) in certain
areas, to stimulate economic growth in

their local communities.

Research and development

(R&D) incentives

Local governments sometimes provide R&D
incentives to companies undertaking certain
activities that increase the level of innovation
and economic growth in their communities.
We are always striving to innovate as we
drive operational excellence, for instance,
by optimizing stock in our brands’ DCs and
stores. We receive R&D incentives for some
of these activities.

Accountability and governance

Ahold Delhaize has a well-equipped and
professional Tax function. It reports directly

to the CFO and has direct access to the
Management Board and the Supervisory Board.
At least once a year, the function presents

a tax update, including the implementation

and execution of the tax strategy, to the

Audit, Finance and Risk Committee of the
Supervisory Board. The global tax policy

is approved by the Management Board.

Our risk appetite is very low for tax purposes.
We recognize the risk that non-compliance
with applicable tax laws and regulations could
result in damage to Ahold Delhaize’s reputation
or to the relationship with our host countries.
For more information, see Risk management.

Tax in control statement

Being in control in relation to taxes and
responsible taxation is an important objective
for our Tax department and our Company.
We have certain activities in place to support
this, including:

¢ \We have a tax control framework to assess
and control tax risks for the various taxes
and jurisdictions.

¢ We define, implement and test tax controls
resulting from our risk assessment exercises
through our various monitoring functions —
comprising senior management and the Risk &
Controls (second line of defense) and Internal
Audit teams — making use of specific Ahold
Delhaize tools developed for this purpose.

e Based on the annual internal audit plan, we
audit selected taxes and/or jurisdictions. This
results in an audit report rating the design and
operating effectiveness of our tax controls.

¢ \We have a separate control framework
for responsible taxation in place.

otherinformation
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e (Local) management signs a letter of
representation on a quarterly basis stating,
among other things, that they are in
compliance with all (tax) controls and policies.

¢ We hold frequent update meetings
with local CFOs and business teams.

¢ \We produce a tax compliance report.

e \We organize continuous education
for the Tax team and related functions.

Each quarter, our brands sign a letter

of representation, which includes an approval
and a confirmation on the accuracy and
completeness of our tax position. We have

a tax strategy in place that is proactively
communicated throughout the Company,

and we organize training for selected brands
and jurisdictions, during which the tax policy
and its main principles are explained through
tax risk workshops.

On a regular basis, we monitor whether our
tax strategy is aligned with the Ahold Delhaize
Business Principles, sustainability strategy
and Code of Ethics. For example, the Tax
department’s annual objectives are based on
the abovementioned principles and strategy
and cascaded to individual associates’ goals.
Department and associate performance
compared to these objectives is measured

at least once per year.

Ahold Delhaize associates have access to

a whistle-blower line for reporting any ethical
or compliance concerns related to Company
practices, including tax matters.
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Tax transparency and responsibility continued

We are also actively involved in the field of
tax technology. We have drafted a global tax
technology strategy and roadmap based on
five pillars: insights, data driven, automation,
risk management and future-proof. We set
up various initiatives within our direct tax
disciplines (such as country-by-country
reporting automation, Pillar 2 calculations
and a tax reporting engine) and indirect tax
disciplines (such as a VAT solution and tax
engine), to optimize and upgrade our tax
processes. We closely align with broader
finance implementations, such as a new
core finance systems/finance consolidation
systems and our IT function assists us with
our tax technology projects.

Compliance

Our tax compliance is based on the following
examples of good tax practices:

e We aim to file our taxes in full compliance
with local laws and regulations.

e \We base our tax compliance on a reasonable
and responsible interpretation of tax laws.

¢ \We aim to comply with the letter as
well as the spirit of the law.

e We attempt to discuss and clarify
uncertainties about the tax treatment
upfront with the tax authorities.

e We only seek rulings from tax authorities
to confirm the applicable treatment of laws
and regulations based on full disclosure
of the relevant facts.

¢ \We only make use of tax incentives when
they are aligned with our business and
operational objectives, follow from the
tax law and are generally available to
all market participants.
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Relationships with tax authorities

Ahold Delhaize engages with tax authorities
based on mutual trust, and we seek open and
transparent working relationships with them.
We provide the tax authorities with any
information they require within a reasonable
timeframe. This helps both the tax authorities
and Ahold Delhaize to foster timely and
efficient compliance. In the Netherlands,

we have an individual monitoring plan in place
with the Dutch tax authorities. In Belgium,

we participate in the Co-operative Tax
Compliance Program (CTCP).

Stakeholder engagement

As a Company close to society, we
value constructive dialogue on taxes with
the governments in the countries where
our brands operate and we respond to
government consultations on proposed
changes to legislation with the aim of
achieving sustainable legislation.

In addition to the tax authorities, our
stakeholders also include investors,
customers, business partners, non-
governmental organizations (NGOs),
employees and the broader communities
in which we operate. We are an active
member in a number of stakeholder
representation groups such as the
VNO-NCW and Nederlandse Orde van
Belastingadviseurs. We also participate
and provide active feedback in the Dutch
Association of Investors for Sustainable
Development (VBDO) tax transparency
initiative. We actively participate in the
European Business Tax Forum (EBTF)
Total Tax Contribution Study.

otherinformation

Business structure

We have a physical presence in all jurisdictions
where we operate and we follow internationally
accepted norms and standards (e.g., OECD/
Action Plan on Base Erosion and Profit
Shifting/EU).

Our tax decision-making process is based on
the following examples of good tax practices:

¢ We do not operate nor transfer value created
to jurisdictions listed on the European
Union (EU) “blacklist” of non-cooperative
jurisdictions for tax purposes updated by
the Council of the EU on October 8, 2024,
or (low-tax) jurisdictions listed on the
Netherlands’ blacklist published in the
Government Gazette on December 19, 2024.

e \We pay tax on profits according to where
value is created within the normal course
of business.

¢ \We base our transfer pricing policy
on the arm’s length principle.

¢ We do not use opaque corporate structures
or those situated in low-tax jurisdictions
to hide relevant information from the
tax authorities.

¢ We are transparent about the entities
we own (see Note 35 to the consolidated
financial statements).

e \We will not engage in arrangements with any
employee, customer or contractor whose sole
purpose is to create a tax benefit in excess of
what is reasonably understood to be intended
by relevant tax rules.

For more information, see the Ahold Delhaize
website at www.aholddelhaize.com.

©6
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Financial group review continued
Earnings and dividend per share

Income from continuing operations per
common share (basic) was €1.90, a decrease
of €0.05, or 2.6%, compared to 2023. The main
driver of this decrease was lower income from
continuing operations, which was caused

by lower operating income, higher financial
expenses, and higher taxes. The decline was
partially offset by the decrease in the number
of outstanding shares as a result of a €1 billion
share buyback program carried out in 2024
(see Note 21 to the consolidated financial
statements for more information on the

share movements). Underlying income from
continuing operations per common share
(diluted) was €2.54, an increase of €0.00,

or 0.1%, compared to 2023, driven by
favorable changes in number of shares

offset by higher tax impact this year.

Ahold Delhaize’s policy is to target a dividend
payout ratio range of 40-50% of its underlying
income from continuing operations. Underlying
income from continuing operations for 52
weeks amounted to €2,370 million in 2024 and
€2,451 million in 2023. As part of our dividend
policy, we adjusted income from continuing
operations, as shown in the table Underlying
income from continuing operations.

We propose a cash dividend of €1.17 per share
for the financial year 2024, an increase of 6.4%
compared to 2023, reflecting our ambition to
sustainably grow dividend per share. This
represents a payout ratio of 46% of underlying net
income from continuing operations for 52 weeks.

If approved by the General Meeting of
Shareholders, a final dividend of €0.67 per
share will be paid on April 24, 2025. This is

in addition to the interim dividend of €0.50

per share, which was paid on August 29, 2024.
In 2024, dividend payments totaled €1,037
million (vs. €1,044 million in 2023).

Underlying income from continuing operations per common share (basic), amounts in €

2024 2023
Underlying income from continuing operations (based on (based on
€ million (per share data in €) 52 weeks) 52 weeks)
Income from continuing operations 1,764 1,874
Adjusted for:
Impairment losses and reversals — net 229 375
(Gains) losses on leases and the sale of assets — net 181 180
Restructuring and related charges and other items 414 202
Unusual items in net financial expense (10) —
Tax effect on adjusted and unusual items (208) (181)
Underlying income from continuing operations 2,370 2,451
Income from continuing operations per share attributable to common
shareholders 1.90 1.95
Underlying income from continuing operations per share attributable to common
shareholders 2.55 2.55
Diluted underlying income per share from continuing operations 2.54 2.54
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2.56 2.55 2.55
2.28 2.20
2020 2021 2022 2023 2024
Dividend per common share, amounts in €
1.17
1.05 1.10
0.90 0.95
2020 2021 2022 2023 2024

See Information about Ahold Delhaize shares for
further details.
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Key financial and non-financial information
The segmental key financial and non-financial information per region for 2024, 2023, 2022 and 2021 is presented below:

The United States Europe
2023 2023
2024 restated* 2022 2021 2024 restated* 2022 2021
Net sales (€ millions) 54,198 54,610 55,218 45,455 35,158 34,124 31,767 30,147
Net sales ($ millions) 58,639 59,055 57,959 53,699
Of which: online sales (€ millions) 4,090 4,247 4,157 3,228 5,145 4,684 4,461 4,477
Of which: online sales ($ millions) 4,426 4,592 4,367 3,814
Net sales growth in local currency (0.7)% 1.9% 7.9% 3.6% 3.5% 7.2% 5.0% 2.8%
Comparable sales growth’ 0.5% 1.8% 7.4% 2.6% 2.0% 6.3% 2.9% 2.8%
Comparable sales growth (excluding gasoline sales)' 0.8% 2.3% 6.8% 1.9% 2.0% 6.3% 2.9% 2.8%
Net consumer online sales (€ millions) 4,090 4,247 4,157 3,228 8,033 7,546 7,166 7,173
Net consumer online sales ($ millions) 4,426 4,592 4,367 3,814
Operating income (€ millions) 2,215 2,044 2,605 2,231 906 870 1,173 1,209
Operating income ($ millions) 2,392 2,210 2,733 2,631
Underlying operating income (€ millions) 2,398 2,553 2,603 2,150 1,336 1,120 1,131 1,306
Underlying operating income ($ millions) 2,594 2,761 2,727 2,543
Underlying operating margin 4.4% 4.7% 4.7% 4.7% 3.8% 3.3% 3.6% 4.3%
Number of employees/headcount (at year end in thousands) 226 229 239 239 161 173 175 174
Number of employees/FTEs (at year end in thousands)? 138 140 155 160 83 91 94 99
Contribution to Ahold Delhaize net sales 60.7% 61.5% 63.5% 60.1% 39.3% 38.5% 36.5% 39.9%
Contribution to Ahold Delhaize underlying operating income® 64.2% 69.5% 69.7% 62.2% 35.8% 30.5% 30.3% 37.8%

1. For the year 2024, 2023, 2022 and 2021, comparable sales growth is presented on a comparable 52-week basis.

2. Included in the 83,000 FTEs in 2024 in Europe (2023: 91,000; 2022: 94,000; 2021: 99,000) are 38,000 FTEs in the Netherlands (2023: 39,000; 2022: 40,000; 2021: 40,000)
3. Before costs related to the Ahold Delhaize Group (formerly known as GSO)

4. Comparative amounts have been restated (see Note 3 to the consolidated financial statements).
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United States

€54.2bn

2023: €54.6bn

Q) (071"

(0.8)% vs. 2023

0.83

€2.2bn

2023: €2.0bn

™) 8.3

8.4% vs. 2023

€2.4bn

2023: €2.6bn

©) (6.0)5°

(6.1)% vs. 2023

4.43

2023:4.7% (0.3) pp vs. 2023

€4.1bn

Q) 3.6

2023: €4.2bn (3.7)% vs 2023

*At constant rates.
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The United States segment
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Change % change at
2023 versus constant
€ million 2024 restated’ prior year % change rates
Net sales 54,198 54,610 (412) (0.8)% (0.7)%
Of which online sales 4,090 4,247 (157) (3.7)% (3.6)%
Comparable sales growth 0.5% 1.8%
Comparable sales growth excluding
gasoline 0.8% 2.3%
Operating income 2,215 2,044 171 8.4 % 8.3 %
Adjusted for:
Impairment losses and reversals — net 154 228 (74)
(Gains) losses on leases and the sale
of assets — net (38) 220 (258)
Restructuring and related charges and
other items 67 61 5
Underlying operating income 2,398 2,553 (155) (6.1)% (6.0)%
Underlying operating income margin 4.4% 4.7%

©) (0.3)pp"

1. Comparative amounts have been restated (see Note 3 to the consolidated financial statements).
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In 2024, net sales were €54,198 million, a
decrease of €412 million or 0.8% compared to
2023. At constant exchange rates, net sales
showed a decrease of 0.7%, driven by the
divestment of FreshDirect and lower gasoline
sales. In addition, a combined negative impact
from the 32 Stop & Shop stores that closed
down in Q4 2024 and a recall of Boar's Head
deli products pressured net sales. A continued
growth in pharmacy sales positively affected
net sales. Food Lion and Hannaford continue
to lead the U.S. brands' performance, with

49 and 14 consecutive quarters of positive
sales growth, respectively.

Online sales were €4,090 million, down by
3.6% compared to the prior year at constant
exchange rates, negatively impacted by14.7
percentage points due to the divestment of
FreshDirect. This was partially offset by
double-digit online growth at Food Lion,
Hannaford and The GIANT Company. The
U.S. brands focused on driving sales through
operational excellence, improving the value
proposition for customers, and expanding

their online presence. The brands have been
working on improvements in on-time and order
completeness, pick-up and delivery turnaround
times, capacity expansions, and enhanced
online offerings through a new partnership
with DoorDash. Investments in technology
enabled the brands to strengthen the customer
experience, bolster fulfillment efficiency

and expand retail media inventory.
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United States continued

Own-brand food sales

(&)

@ Own-brand food sales 32.1%
National-brand food sales 67.9%

Net sales by category

(2)

@ Fresh 44.5%

@ Non-perishables 37.8%

@® Non-food 9.4%
Pharmacy 6.4%
Gas 1.8%

@ Retail media 0.1%
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The U.S. brands provided value to customers
by consistently expanding their high-quality
own-brand assortments. In 2024, own-brand
food sales as a percentage of total food sales
increased to 32.1%, up by 0.5 percentage
points. The highest growth category in 2024
was dairy — a combination of unit growth of

our brands’ cream and creamer products —
further accelerated by the market price of eggs.

In 2024, pharmacy increased the most in
share as a percentage of total sales, while
fresh continued to be the biggest category

in terms of net sales. The relative share of
non-perishables, non-food and gas decreased.

Comparable sales excluding gasoline
increased by 0.8%, driven by strong pharmacy
and online sales (excluding FreshDirect).
Sales performance was also positively affected
by strong results, most notably from Food Lion.
In addition, sales in the U.S. benefited this year
from price investments and the successful
rollout of our remodeling programs. In 2024,
the U.S. segment opened five new stores
expanded two and conducted 190 remodels.

Operating income increased by €171 million,
or 8.4%, compared to 2023. Underlying
operating income was €2,398 million and

is adjusted for the following items:

sustainability statements financial statements

¢ Impairment losses and reversals — net:
In 2024, impairment charges amounted to
€154 million, versus €228 million in 2023.
in 2024, these impairments mostly related
to the closure of Stop & Shop stores in the
U.S.. In 2023, these impairments mostly
related to property, plant and equipment
impairments for FreshDirect.

(Gains) losses on leases and the sale

of assets — net: In 2024, the total net gain
amounted to €38 million, mainly related

to the closure of Stop & Shop stores and
the sale of investment properties. In 2023,
a €220 million loss was recorded, mainly
related to the divestment of FreshDirect.

Restructuring and related charges and other
items: In 2024, the net loss was €67 million,
mainly driven by Stop & Shop stores, our
Accelerate global restructuring program and
losses related to Hurricane Helene. In 2023,
the net loss of €61 million was mainly driven
by the Accelerate programs (see Note 24
to the consolidated financial statements).

otherinformation
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In 2024, underlying operating income was
€2,398 million, down by €155 million or 6.1%
compared to last year. At constant exchange
rates, underlying operating income decreased
by 6.0%.

The United States’ underlying operating margin
in 2024 was 4.4%, down by 0.3 percentage
point compared to 2023, mostly driven by a
lower sales leverage and higher store labor
costs. This was partly offset by favorability

in margin mix, primarily resulting from the
divestment of FreshDirect and tight cost
management as part of our Save for Our
Customers cost-savings program.
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Europe

€35.2bn @ 3s¢

2023: €34.1bn  3.0% vs. 2023

2.03

€0.9bn ) 487

2023: €0.9bn 4.1% vs. 2023

€1.3bn

2023: €1.1bn  19.4% vs. 2023

3.83

2023:3.3% 0.5 pp vs. 2023

€5.lbn

™) 9.95°

2023: €4.7bn  9.8% vs. 2023

*At constant rates.
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Europe segment
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Change % change at
2023 versus constant
€ million 2024 restated’ prior year % change rates
Net sales 35,158 34,124 1,033 3.0% 3.5%
Of which online sales 5,145 4,684 461 9.8% 9.9%
Net consumer online sales 8,033 7,546 487 6.4% 6.5%
Comparable sales growth 2.0% 6.3%
Comparable sales growth excluding
gasoline 2.0% 6.3%
Operating income 906 870 36 41% 4.8%
Adjusted for:
Impairment losses and reversals —
net 75 147 (72)
(Gains) losses on leases and the
sale of assets — net 219 (40) 259
Restructuring and related charges
and other items 137 143 (5)
Underlying operating income 1,336 1,120 217 19.4% 20.0%
Underlying operating income margin 3.8% 3.3%

1. Comparative amounts have been restated (see Note 3 to the consolidated financial statements).

This year, European household budgets
remained under pressure despite moderating
inflation rates compared to a year before. In
spite of economic headwinds, our brands
continued to work hard to improve their
customer value propositions by offering healthy
food at affordable prices, which, in turn, drove
market share growth. This strategy includes
initiatives such as the expansion of our brands’
high-quality own-brand assortments and ranges
of Price Favorite products; compelling
promotions to drive traffic; increased promotional
activity from vendors; the implementation of
price investments; and continued store
remodels. In addition, we are starting to see the
benefits from structural changes in our business
related to the Belgium Future Plan. Tight cost
management and ongoing cost-savings

initiatives driven by the Save for Our Customers
program fuelled the implementation of our new
Growing Together strategy.

European net sales grew by €1,033 million up
to €35,158 million in 2024, or 3.0% compared
to 2023. At constant exchange rates, net sales
were up by 3.5%. Sales growth was driven by
an increase in comparable sales growth and
net store openings, including the conversion of
Jan Linders stores. Europe’s comparable sales
increased by 2.0%, mainly driven by higher
volume and by a 0.3% impact of cycling prior-
year strikes in Belgium, but were negatively
impacted by a 2.5% impact of the cessation

of tobacco sales at Albert Heijn supermarkets
in the Netherlands.
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Albert Heijn, bol and Etos in the Netherlands
and Delhaize in Belgium contributed the most
to this comparable sales increase, supported
by our brands in the Czech Republic, Romania
and Serbia. Strong growth resulted in market
share gains in the majority of the European
brands this year.

In 2024, growth in Europe was supported by
multiple projects. Delhaize Belgium finalized
the conversion of 128 stores to affiliates as part
of the Belgium Future Plan, which resulted in
an enhanced customer experience and market
share growth that is exceeding expectations.
We continued to invest in new technology and
innovation in Europe. Albert Heijn opened its
second fully automated HSC in Zwolle, while
the first facility in Barendrecht is showing

better customer service and improved order
completeness levels and operational efficiency.
Albert Heijn also expanded its dynamic markdown
technology to include non-perishable products,
which reduces food waste and contributes to
our Save for Our Customers program. Our
CSE brands implemented multiple commercial
programs, including enhancing their European
joint purchasing activities. In the Netherlands,
bol implemented buying improvement and data
initiatives, as well as logistics and contract
improvements (for example, with the Dutch postal
service PostNL), in order to strengthen its Save
for Our Customers program delivery.

Online sales were €5,145 million, up by 9.9%
compared to last year at constant exchange
rates, with strong performance in both food and
non-food online retail in the European region.
Bol reached 4.1% net consumer online sales
growth in 2024, with a notable improvement

in the last quarter of 2024, and was able to
maintain its market share in a declining market.
This growth was powered by its successful
customer proposition, including its popular
loyalty program, expansion into new product
categories, logistics service proposition and
strong promotional campaigns.
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Europe continued

For the 10th year in a row, bol was recognized
as the number one favorite retail brand in the
Netherlands. The robust online grocery offering
of our other European brands also continued

to serve customers well. Albert Heijn increased
capacity at its second automated HSC in
Zwolle, and welcomed more than one million
customers to its AH Premium loyalty program.
All the European brands further leveraged

the power of digital capabilities to provide
customers with meaningful, highly personalized
discounts tailored to their needs and wallets, as
well as a great, seamless customer experience.

Own-brand food sales

(3)

@ Own-brand food sales 49.5%

National-brand food sales 50.5%
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Net sales by category
(2)

@ Fresh 45.5%
@ Non-perishables 32.4%
Non-food 21.7%
Retail media 0.4%

Part of our focus remains on the continuous
growth of our brands’ own-brand offerings.
During the year, our brands expanded their
own-brand assortments even further, from
49.4% of total food sales in 2023 to 49.5% in
2024. In addition, they were very successful
in developing our Price Favorites range in
Europe this year; for example, the Price
Favorites assortment at Albert Heijn grew
by 5% and at Delhaize Belgium by 5.5%

in 2024 versus the prior year.

As a percentage of total sales, the relative
share of fresh increased from 44.2% in 2023
to 45.5% in 2024, and the relative share of
non-food decreased from 23.6% to 21.7%.
In addition, the share of non-perishables
increased from 32.0% in 2023 to 32.4%

in 2024. Retail media sales also increased
by 0.1% this year.
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Operating income increased by €36 million, or
4.1%, to €906 million, affected by the following
items that Ahold Delhaize adjusts to arrive at
underlying operating income:

e Impairment losses and reversals — net:
In 2024, impairment charges amounted
to €75 million, related to the impairment of
bol DC; impairment of software in progress
for our Belgium and CSE entities; the brand
name Cycloon; and underperforming stores
in CSE, Belgium and the Netherlands.
In 2023, impairment charges amounted
to €147 million, mainly related to the
transitioning of own stores into affiliates
in Belgium and impairments for
underperforming stores in the Netherlands
and other European brands.

Gains (losses) on leases and the sale
of assets — net: In 2024, the total net loss
was €219 million, driven by the loss arising

from the sale of stores to affiliates in Belgium.

In 2023, the total net gain was €40 million,
caused by the sale of stores to franchisees
related to the agreement with Jan Linders
and sale of assets in Europe, partly offset
by a loss on the sale of stores to affiliates
in Belgium.

Restructuring and related charges and
other items: In 2024, the charges amounted
to a net loss of €137 million, which resulted
from the settlement loss on Dutch pensions
amendment (for more information, see
Note 24), by restructuring-related costs
pertaining to the Belgium Future Plan

and integration costs of Profi in Romania.
In 2023, the charges amounted to a net
loss of €143 million, mainly driven by
restructuring-related costs pertaining

to the Belgium Future Plan.
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In 2024, underlying operating income in
Europe was €1,336 million, up by €217 million,
or 19.4%, compared to 2023 in actual rates.
Underlying operating margin was 3.8% in
2024, 0.5 percentage points higher than

in 2023. Favorable margin in Europe was
primarily driven by higher sales leverage,
performance recovery in Belgium due to the
changes in the operating model and cycling
of prior year strikes, as well as lower energy
costs across the region. It was partly offset
by higher labor costs and an increase in the
non-cash service charge for the Dutch
employee pension plan.
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Financial review by segment continued

Ahold Delhaize Group

Ahold Delhaize Group

Ahold Delhaize Group (formerly known as
Ahold Delhaize’s Global Support Office or
GSO) consists of functions that help the

Excluding self-insurance, underlying
Ahold Delhaize Group costs were €162 million,
which was €16 million higher than the

Change  Company'’s brands improve the quality of previous year. This increase in costs
€ million B i ri“)’f’i“; their services in areas that include finance, was mainly driven by incidental hired
s legal, communications and sustainability. services and technology expenses.

Operating income (expense) (337) (68) (269)  The Ahold Delhaize Group sets functional
strategies, provides subject matter expertise,

: Lo 1
Underlying operating income (expense) (127) (69) (58) facilitates best practice sharing, and
Insurance results 35 77 (42)  provides policies and guidelines.
_Underlying operaEing income (expense) excluding In 2024, Ahold Delhaize Group costs amounted
insurance results (162) (146) (16)  to €337 million, up €269 million compared
1. Underlying operating income (expense), underlying operating income (expense) excluding insurance results, and the percentage changes to the previous year. This net increase was

in constant rates are alternative performance measures that are used throughout this report. primarily driven by a €206 million loss, resulting
from an amendment to and additional funding
for the Dutch pension plan, and by lower gains

on self-insurance activities.

Insurance results were €35 million, down

€42 million year over year. The decrease in
insurance result is mainly driven by interest
rate fluctuations and loss adjusting expenses
related to weather impacts, such as hurricanes,
floods and fire events in the United States

and Europe.
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Outlook

Summary
Key financial targets Results in 2024

Group underlying

Outlook 2025

. . 4.0% Around 4%
operating margin
Diluted underlying EPS €2.54 Mid- to high-single digits
growth
Gross capital €2.3 billion Around €2.7 billion
expenditures
Free cash flow' €2.5 billion At least €2.2 billion
Dividend per share €1.17 YOY growth in dividend per share
Payout ratio?* 46% and 40-50% payout ratio
Share buyback €1 billion €1 billion

. Excludes M&A

1

2. Calculated as a percentage of underlying income from continuing operations

3. Management remains committed to the Company's share buyback and dividend programs while continuously assessing macroeconomic,
geopolitical and legislative factors as part of its decision-making process. In addition, the programs may be adjusted in response to

corporate activities, including significant mergers and acquisitions.

Changes to our strategy

In May 2024, we introduced our Growing
Together strategy, which will support our
brands in growing faster than the market
during the period from 2025 to 2028. See Our
Growing Together strategy for more detail.
Building on our strong foundation, with over
150 years of retail experience, this strategy
is an evolution of our prior Leading Together
strategy and further expands on the work
already done. We consider our Growing
Together strategy to be well balanced. It is
focused on growth and delivering industry-
leading margins, but also on cost discipline,
investing in the future and generating cash
to grow shareholder returns. Our Growing
Together strategy is built around four

key levers:
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e Consistently investing in our customer value
proposition, creating exceptional customer
experiences and providing trusted products
to strengthen loyalty and engagement

¢ Densifying and growing our markets,
strengthening our foundation and expanding
our horizon into new growth territories

e [nnovating and creating new opportunities
to fully utilize our assets and our data and
accelerate complementary income streams

¢ Relentlessly leveraging and lowering
our cost base through enhanced digital,
automation and infrastructure capabilities

These levers are then powered by six
strategic priorities at the brand and functional
level, which support and mutually reinforce
each other. You can read more about these
priorities in our Strategy section.
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Noteworthy changes to our
business to come in 2025

The following are changes in the business that
will impact comparable performance for 2025
and have been incorporated into our Outlook:

¢ The acquisition of Profi, which we closed
in January, will add approximately €3 billion
in net sales to our Europe segment.

¢ The closure of 32 Stop & Shop stores
in the second half of 2024 as part of our
revitalization plan will have a negative impact
on net sales for The United States segment
in the range of $550 to $575 million.

e The cessation of tobacco sales will impact
Albert Heijn's net sales at franchised stores
for the first half of the year. In addition,
Delhaize and Albert Heijn stores in Belgium
will end tobacco sales as of April 1, 2025,
due to regulation changes. This will have
around a 1.0 percentage-point impact on
reported and comparable store sales in
Europe in 2025.

Overall market conditions and
differences between regions

On a macro level, in the U.S., the IMF expects
2.2% real GDP growth in 2025, down from
2.8% in 2024. Inflation is back at low-single-
digit levels and current unemployment levels
imply continued wage inflation, supporting
resilient consumer spending, though elevated
levels of household debt could offset
consumption in the U.S. Consumer confidence,
as measured by the OECD, experienced some
volatility during 2024, but has been on an
overall upward trajectory over the last 24
months, back toward the long-term average,
which is supportive of consumption.

otherinformation

©6

In Europe, the IMF expects 1.6% real GDP
growth in 2025, which is flat compared to 2024.
Consumer spending should benefit from real
wage growth, as unemployment is low and
inflation is moving back toward low-single-digit
levels. Consumer confidence, as measured by
the OECD, improved marginally during 2024,
but remained stagnant toward the end of the
year. Its proximity to the long-term average

is supportive of consumption.

Looking at food in particular, the U.S.
Department of Agriculture (USDA) expects
food prices to increase more slowly than

the historical average rate, citing an overall
slowdown in price growth of goods. Food-at-
home inflation in the U.S. in 2025 is projected
at 1.6% against food-away-from-home inflation
at 3.1%. The European Central Bank expects
food inflation of 2.4% for the euro area in
2025, down from 2.9% in 2024, as energy
and commodity price shocks start to dissipate.

Sales growth in 2025

Our strong and consistent performance in 2024
enabled a kick-start to several strategic initiatives,
which will fuel accelerated growth in 2025.

Our expectation is to deliver sales growth above
market levels, driven partially by our brands’
increased investments in their winning customer
value propositions. Improvements in volume

as a result of our focus on own-brand across
the regions, aided by price investments in the
U.S., specifically, should play a significant role.

Omnichannel sales will be another contributor
to our sales growth. We expect to see continued
outsized growth in this channel, driven, in part,
by an increase in monthly active app users

as a result of the rollout of unified apps in
Europe and the onboarding of brands onto

our proprietary PRISM platform in the U.S.,

as well as the investments in and further scaling
of service locations and delivery centers,

such as the mechanized HSC in Zwolle,

the Netherlands.
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Sales growth will also come from our brick-
and-mortar store locations as we densify
and grow our markets. Examples include
the expected 235 remodels and new stores
in the U.S., the addition of Profi in Romania
and the continuation of new store openings
in the CSE region as well as remodels
across Europe.

Maintaining healthy margins
in 2025

In 2025, we expect to deliver a margin

of around 4%, in line with our guidance

for 2025 to 2028. We will continue executing
the Stop & Shop revitalization plan we started
last year. In addition, 2025 will be the first year
of our announced $1 billion price investments
plan for the period 2025 to 2028.

As you may expect from us, it is our intention
that these investments will be offset by strong
cost savings and the benefits coming from
our complementary revenue streams. These
complementary revenue streams are an
important part of our strategy to innovate

and create new opportunities to fully utilize
our capabilities and data.

Saving for our customers

To leverage and lower our cost base, we are
making a step up in our Save for Our Customers
program, which is expected to yield at least
€1.25 billion in 2025. This will be the first step
of our overall €5 billion cost-savings program
over the four-year period ending in 2028.

Our Save for Our Customers program will

focus on areas such as sourcing (including

the benefits we receive from our European
purchasing alliances), simplification, automation
across the entire organization, and further
leveraging of the power of data and Al.
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Gross capital expenditure
of around 2.7 billion'

For 2025, we expect gross capital expenditures
to be around €2.7 billion, or 3.0% of sales

(net capital of around €2.6 billion), which
includes divestments. To fuel our growth,

we will make a step up in investments in

our store fleet, distribution centers (e.g.,
bringing in more mechanization) and in Digital
and Technology. These will expand our brands
customer reach and have a positive impact

on their customer value propositions and new
income streams. Beside the step up in these
three areas, we will maintain strong levels

of investments into our healthy communities

& planet initiatives.

1. Excludes M&A

Sustained strong free
cash flow generation

Our operational outlook for 2025 translates
into strong cash flow generation, which is
reflected in our 2025 free cash flow outlook
of at least €2.2 billion. This is underpinned by
our expectations of growth in 2025 operating
cash flows, supported by sales growth and
consistent margins, as we step up our
overall level of investments.

Overall, we expect our free cash flow
generation to remain strong over the upcoming
years as well, in line with our cumulative

free cash flow forecast of €9 billion over

the four-year period from 2025 to 2028.
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Returning capital to
shareholders continues

The strong level of free cash flow embedded

in our 2025 outlook supports our €1 billion
share repurchase authorization announced in
November 2024, as well as our dividend policy,
which calls for sustainable growth in our annual
cash dividend and a 40-50% payout ratio from
underlying net income.

We propose a cash dividend of €1.17 for the
financial year 2024, an increase of 6.4%
compared to 2023. If approved by the General
Meeting of Shareholders, a final dividend of
€0.67 per share will be paid on April 24, 2025.
This is in addition to the interim dividend of €0.50
per share, which was paid on August 29, 2024.

Focus on our people

For our Company, the dedication and
commitment of our people continues to be one
of the key drivers of success. High engagement
and inclusion helps drive business, professional
and personal growth. In 2025, we will continue
to pursue our aspirations across the following
metrics: an associate engagement score of
78% or greater, an inclusive workplace score
equal to or greater than 81% and an associate
growth score of 75% or greater in line with

our continued commitment to grow our people.
It is our intention to always be above the Global
Retail benchmark.

Healthy communities & planet

We will continue to focus on healthier lives
and reducing Ahold Delhaize’s impact on
the climate. Our current ambitions have

a time horizon up to the end of 2025. At the
completion of our nature project, we will
determine the most appropriate future
ambitions and actions going forward,
where applicable.
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For all other targets with future time horizons,
we continue to drive progress in line with our
plans, as set out in this Annual Report. For our
healthy food sales target, we aim to grow own-
brand healthy food sales. We do not foresee
changes in the Nutri-Score and Guiding Stars
methodology; key drivers for progress are
focused on our brands’ assortments and how
they support customers in making choices.

To reduce our scope 1 and 2 carbon-emission
reductions, we will follow our transition plan,
and for scope 3 carbon emissions, we remain
focused on the actions our brands are
implementing in partnership with others.

More information on our plans for scope 1, 2
and 3 carbon emissions are included in the
Climate change section of this report.

We aim to evolve our approach to nature and
biodiversity in the coming years, based on the
outcomes of our detailed impact, dependency
and risk assessments for our identified priority
value chains and regions. This will result in
refreshed and/or new targets in areas where
Ahold Delhaize has the best opportunity to
drive action.

In the area of circularity, our brands continue
their efforts to reduce food waste in our own
operations and strengthen collaboration

with local food banks. This is supported on

a Group level through our partnership with
the Global FoodBanking Network. In 2025,
our focus remains on own-brand plastic
product packaging elimination, the shift to
more reusables and recyclability. Our targets
on packaging have a time horizon up to the
end of 2025. We will determine the most
appropriate future ambitions and actions,
going forward, where applicable in 2025.
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Information about Ahold Delhaize shares

Shares and listings

Koninklijke Ahold Delhaize N.V. is a public
limited liability company registered in the
Netherlands with a listing of shares on
Euronext's Amsterdam Stock Exchange (AEX)
and Euronext Brussels (Ticker: AD, Bloomberg
code: AD NA, ISIN code: NL0011794037,
CUSIP: NO0O74E105, Reuters code: AD.AS).

Ahold Delhaize’s shares trade in the United
States on the over-the-counter (OTC) market
(www.otcmarkets.com) in the form of American
Depositary Receipts (ADRs) (ticker: ADRNY,
Bloomberg code: ADRNY US, ISIN code:
US5004675014, CUSIP: 500467501).

The ratio between Ahold Delhaize ADRs and

the ordinary Netherlands (euro-denominated)
shares is 1:1 —i.e., one ADR represents one

Ahold Delhaize ordinary share.

Structure: Sponsored Level | ADR

J.P. Morgan (the Depositary) acts as the
depositary bank for Ahold Delhaize’s ADR
program. Please also see Contact information
for details on how to contact J.P. Morgan
regarding the ADR program.

Share performance in 2024

On December 27, 2024, the closing price of
the Ahold Delhaize ordinary share on Euronext
Amsterdam was €31.38, a 20.6% increase
compared to the €26.02 closing price on
December 29, 2023. During the same period,
the Euro STOXX 50 index increased by 8.3%
and the AEX index increased by 11.7%.

During 2024, Ahold Delhaize shares traded on
Euronext Amsterdam at an average closing price
of €29.18 and an average daily trading volume
of 2.0 million shares. Across all European trading
platforms, Ahold Delhaize shares traded at an
average daily trading volume of 5.0 million
shares. Ahold Delhaize’s market capitalization
was €28.7 billion at year-end 2024. The highest
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closing price for Ahold Delhaize’s shares
on Euronext Amsterdam was €33.25 on
December 5, 2024, and the lowest was
€25.47 on January 19, 2024.

The complete list of the select peer group
includes: Walmart Inc., Kroger Co., Tesco Plc.,
Costco Wholesale Corporation, Carrefour SA,
J Sainsbury Plc., Target Corporation and
Albertsons Companies, Inc. The chart
represents the performance of Ahold Delhaize
shares, along with the AEX, Euro Stoxx 50 and
our peer group, on an equal-weighted basis.
The price performance of our shares shown

in the graph to the right is not necessarily
indicative of future stock performance.

On December 27, 2024, the closing price of Ahold
Delhaize’s ADR was $32.75, 14.0% higher than
the closing price on December 29, 2023 ($28.74).
In the same period, the Dow Jones Index
increased by 12.9% and the S&P 500 increased
by 23.3%. In 2024, the average daily trading
volume of Ahold Delhaize ADRs was 83,649.

Performance of Ahold Delhaize’s
common shares on Euronext
Amsterdam

2024 2023
Closing common share price 31.38 26.02
at year end (in €)
Average closing common 29.18 29.27
share price (in €)
Highest closing common 33.25 32.27
share price (in €)
Lowest closing common 25.47 25.98

share price (in €)

Average daily trading
volume

1,972,690 2,074,697

Market capitalization
(€ million)

28,668 24,615

Source: Bloomberg

Ahold Delhaize share price performance
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Earnings per share

During 2024, Ahold Delhaize realized basic
income from continuing operations per share
of €1.90 and diluted income from continuing
operations per share of €1.89. Basic underlying
income from continuing operations was €2.55
per share, and diluted underlying income from
continuing operations was €2.54 per share.
This difference between our reported and
underlying income from continuing operations
is related to a net €606 million of one-time
charges, largely driven by costs related to

the repositioning of Stop & Shop, the Belgium
Future Plan and an amendment to and
additional funding for the Dutch pension plan.

Share capital

During 2024, Ahold Delhaize’s issued

and outstanding share capital decreased by
approximately 32 million common shares to
914 million common shares. This decrease
resulted mainly from the share buyback of
€1 billion, as announced on November 8,
2023, marginally offset by the issuance

of shares for the Company’s share-based
compensation program.

The common shares issued decreased by
32 million to 920 million at the end of 2024.
The difference between the common shares
outstanding and common shares issued

are the treasury shares.

As of December 29, 2024, there were 6,910
thousand shares held in treasury, the majority
held by Ahold Delhaize to cover the long-term
share-based incentive plan.
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Ahold Delhaize’s authorized share capital as of
December 29, 2024, comprised the following:

e 1,923,515,827 common shares
at €0.01 par value each

e 326,484,173 cumulative preferred
financing shares at €0.01 par value each

e 2,250,000,000 cumulative preferred
shares at €0.01 par value each

For additional information about Ahold
Delhaize’s share capital, see Note 21
to the consolidated financial statements.

Distribution of shares
Shareholders by regionI

January January
% 2025 2024
North America 33.9 324
U.K./Ireland 19.8 17.6
Rest of Europe 10.3 11.7
France 8.1 8.0
Germany 5.3 5.2
The Netherlands? 4.0 52
Rest of the world 3.0 25
Undisclosed? 15.6 17.4

-

Source: CMi2i
2. The Netherlands excludes the percentage of shareholdings
of all retail holdings and treasury shares, which are included
in Undisclosed.

sustainability statements financial statements

Significant ownership
of voting shares

According to the Dutch Financial Markets
Supervision Act, any person or legal entity
who, directly or indirectly, acquires or disposes
of an interest in Ahold Delhaize’s capital or
voting rights must immediately give written
notice to the Netherlands Authority for the
Financial Markets (Autoriteit Financiéle
Markten or AFM) if the acquisition or disposal
causes the percentage of outstanding capital
interest or voting rights held by that person
or legal entity to reach, exceed or fall below
any of the following thresholds:

3% 5% 10% 15% 20%
25% 30% 40% 50% 60%
75% 95%

The obligation to notify the AFM also applies
when the percentage of capital interest or
voting rights referred to above changes as

a result of a change in Ahold Delhaize’s total
outstanding capital or voting rights. In addition,
local rules may apply to investors.
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The following table lists the shareholders
on record in the AFM register on February
20, 2025, that hold an interest of 3% or
more in the share capital of the Company.’

e BlackRock, Inc. — 5.63% shareholding
(6.91% voting rights) disclosed on
August 11, 2023

e Amundi Asset Management — 3.04%
shareholding (3.04% voting rights),
disclosed on August 25, 2023

e State Street Corporation — 3.01%
shareholding (2.17% voting rights),
disclosed on December 23, 2024

e Goldman Sachs Group Inc. — 3.00%
shareholding (3.00% voting rights)
disclosed on February 14, 2025

1. Inaccordance with the filing requirements, the percentages
shown include both direct and indirect capital interests and
voting rights and both real and potential capital interests
and voting rights. For further details, see www.afm.nl.

For further details on the number

of outstanding shares and the

percentages of the issued share capital

they represent, see Note 21 to the
consolidated financial statements.

Shareholder returns

On April 10, 2024, the General Meeting

of Shareholders approved the dividend
over 2023 of €1.10 per common share.
The interim dividend of €0.49 per common
share was paid on August 31, 2023.

The final dividend of €0.61 per common
share was paid on April 25, 2024.
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Information about Ahold Delhaize shares continued

Shareholders KPIs 2020-2024

2024 2023 2022 2021 2020

Dividend per common share’ 117 1.10 1.05 0.95 0.90

Final dividend 0.67 0.61 0.59 0.52 0.40

Interim dividend 0.50 0.49 0.46 0.43 0.50

Dividend yield 3.7% 4.2% 3.9% 3.2% 3.9%

Payout ratio 46% 43% 40% 42% 40%
1. 2024 dividend subject to the approval of the AGM

We propose a cash dividend of €1.17 for Share buyback

the financial year 2024, an increase of 6.4%
compared to 2023, reflecting our ambition
to sustainably grow the dividend per share.
This represents a payout ratio of 46%,
based on the expected dividend payment
on 52 weeks of underlying income from
continuing operations.

If approved by the General Meeting of
Shareholders, a final dividend of €0.67 per
share will be paid on April 24, 2025. This is

in addition to the interim dividend of €0.50

per share, which was paid on August 29, 2024.

Ahold Delhaize Annual Report 2024

On November 8, 2023, Ahold Delhaize
announced it would return €1 billion to
shareholders by means of a share buyback
program, which was completed on December
6, 2024. An additional €1 billion share buyback
program was announced on November 6,
2024, which is expected to be completed
before the end of 2025. Maintaining a balanced
approach between funding growth in key
channels and returning excess liquidity to
shareholders is part of Ahold Delhaize’s
financial framework to support our Leading
Together strategy. The purpose of the program
is to reduce Ahold Delhaize’s capital, by
canceling all or part of the common shares
acquired through the program.
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Multiple year overview

The multiple-year overview is provided for 10 years. However, the figures prior to 2018 are not comparable because they have not been restated for the impact of IFRS 16. In addition, it should
be noted that years prior to 2016 only relate to the former Ahold business. The former Delhaize business is included as of July 24, 2016.

Results, cash flow and other information

€ million except per share data, exchange rates and percentages 2024 reste?ttc)ez::l31 2022 2021 2020 2019 rest:t?e?z 20172 2016%° 20152
Net sales 89,356 88,734 86,984 75,601 74,736 66,260 62,791 62,890 49,695 38,203
Of which online sales 9,235 8,931 8,618 7,704 5,647 3,493 2,817 2,393 1,991 1,646
Net sales growth at constant exchange rates* 0.9% 3.9% 6.9% 5.0% 12.3% 2.3% 2.5% 28.9% 32.3% 2.3%
Operating income 2,784 2,846 3,768 3,320 2,191 2,662 2,623 2,225 1,584 1,318
Underlying operating income margin 4.0% 4.1% 4.3% 4.4% 4.8% 4.2% 4.4% 3.9% 3.8% 3.8%
Net financial expense (562) (546) (552) (517) (485) (528) (487) (297) (541) (265)
Income from continuing operations 1,764 1,874 2,546 2,246 1,397 1,767 1,797 1,817 830 849
Income (loss) from discontinued operations — — — — — (1) (17) — _ 2
Net income 1,764 1,874 2,546 2,246 1,397 1,766 1,780 1,817 830 851
Earnings and dividend per share
Net income per common share (basic) 1.90 1.95 2.56 2.18 1.31 1.60 1.51 1.45 0.81 1.04
Net income per common share (diluted) 1.89 1.94 2.54 2.17 1.30 1.59 1.49 1.43 0.81 1.02
Income from continuing operations per common share (basic) 1.90 1.95 2.56 2.18 1.31 1.60 1.53 1.45 0.81 1.04
Income from continuing operations per common share (diluted) 1.89 1.94 2.54 217 1.30 1.59 1.51 1.43 0.81 1.02
Dividend per common share 1.17 1.10 1.05 0.95 0.90 0.76 0.70 0.63 0.57 0.52
Cash flow
Free cash flow 2,545 2,425 2,188 1,618 2,199 1,843 2,165 1,926 1,441 1,184
Net cash from operating, investing and financing activities 2,514 475 (92) (218) (383) 535 (1,587) 827 2,114 73
Capital expenditures (including acquisitions)® 3,699 4,099 4,107 5,776 4,456 3,604 2,838 1,822 16,775 1,172
Capital expenditures as % of net sales 4.1% 4.6% 4.7% 7.6% 6.0% 5.4% 4.5% 2.9% 33.8% 3.1%
Regular capital expenditures® 3,673 4,051 4,053 4,187 4,448 3,512 2,772 1,723 1,377 811
Regular capital expenditures as % of net sales 4.1% 4.6% 4.7% 5.5% 6.0% 5.3% 4.4% 2.7% 2.8% 2.1%
Average exchange rate (€ per $) 0.9242 0.9248 0.9515 0.8461 0.8770 0.8934 0.8476 0.8868 0.9038 0.9001
1. The net sales, online sales and net sales growth at constant exchange rates for 2023 have been updated to reflect the change in presentation for media and data income. For details see Note 3. Financial information prior to 2023 has not been restated.
gi I2noc1I Sdﬁegdufrc(-;‘rsmh;vset;s:ir;erebslt;tiﬁg St;; szfcj Lthye £$p;g}gf the implementation of IFRS 16 Leases. Financial information prior to 2018 has not been restated for the impact of the implementation of IFRS 16 Leases.
4. Net sales growth in 2021, 2020, 2016 and 2015 is adjusted for the impact of week 53 in 2020 and 2015. Net sales growth in 2021 and 2016 is calculated based on a 52-week comparison to 2020 and 2015 respectively. Net sales growth in 2020 and 2015 is calculated

based on a 53-week comparison to 2019 and 2014, respectively.
The amounts represent additions to property, plant and equipment; right-of-use assets; investment property; and intangible assets. The amounts exclude discontinued operations.
The amounts represent additions to property, plant and equipment; right-of-use assets; investment property; and intangible assets, excluding the impact from acquisitions. The amounts exclude discontinued operations.
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Multiple year overview continued

Balance sheet and other information

. L December 29, December 31, January 1, January 2, January 3, December 29, Decemb;{)::g; December 314 January 14 January 34
€ million, except for number of stores and otherwise indicated 2024 2023 2023 2022 2021 2019 restated 2017 2017 2016
Group equity 15,454 14,755 15,405 13,721 12,432 14,083 14,205 15,170 16,276 5,621
Share buyback’ (1,000) (999) (998) (995) (1,001) (1,002) (1,997) (998) — (161)
Gross debt 20,315 17,766 17,640 17,089 14,554 15,445 14,485 7,250 7,561 3,502
Cash, cash equivalents, and short-term deposits and similar instruments and
investments in debt instruments — current portion 6,185 3,500 3,223 3,143 3,119 3,863 3,507 4,747 4,317 2,354
Net debt 14,129 14,267 14,416 13,946 11,434 11,581 10,978 2,503 3,244 1,148
Total assets 51,842 47,821 48,555 45,712 40,692 41,490 39,830 33,871 36,275 15,880
Number of stores 7,765 7,716 7,659 7,452 7,137 6,967 6,769 6,637 6,556 3,253
Number of employees (in thousand FTEs) 222 232 250 259 249 232 225 224 225 129
Number of employees (in thousands headcount) 388 402 414 413 414 380 372 369 370 236
Common shares outstanding (in millions)’ 914 946 977 1,011 1,047 1,088 1,130 1,228 1,272 818
Share price at Euronext (€) 31.38 26.02 26.84 30.14 23.11 22.75 22.07 18.34 20.03 19.48
Market capitalization® 28,668 24,615 26,232 30,482 24,197 24,751 24,938 22,508 25,484 15,944
Year-end exchange rate (€ per §) 0.9591 0.9059 0.9341 0.8795 0.8187 0.8947 0.8738 0.8330 0.9506 0.9208

1. December 30, 2018, figures have been restated to reflect the impact of the implementation of IFRS 16 Leases. Financial information prior to December 30, 2018, has not been restated for the impact of the implementation of IFRS 16 Leases.
2. In the financial year ended January 1, 2017, an additional €1,001 million was returned to shareholders through a capital repayment.
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ERM principal risk profile

Our Enterprise Risk Management
(ERM) program has been created
in line with our values and ethical
principles. Our ERM assessment
is designed to identify, assess
and take action on risks and
opportunities in line with our
strategic, operational, financial
and compliance-related business
objectives. All of the most
significant, or “principal,” risks
are considered to present a
material financial risk.

The principal risks have been categorized

by their relationship to strategic, operational,
financial, compliance and sustainability-related
activities and linked to the related strategic
priorities. We further differentiate these
principal risks according to how they have
changed over the course of the year (i.e., the
risk trend). The principal risks included in the
Annual Report are based on our assessment
of the likelihood of the risk occurring, the
potential impact and the relevant mitigating
actions we have in place.

The principal risks reported are largely similar to
what was disclosed in our Annual Report 2023.
However, in line with the principal risk profile
diagram on the right and as described in the
Principal risks and uncertainties section that
follows, there has been a general heightening
of the severity of a number of the risks.

The competitive, macroeconomic and
sociopolitical environment in which we operate
continues to present significant challenges, and
our related strategic risks are in line with those
reported in 2023. An increase in our operational
risk category is driven largely by the limitations
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of some of our legacy IT systems and

the recognition of the need to pursue the
development and maintenance of an effective,
cost-efficient and future-proof IT framework.

We also observed an increase in inherent risk
related to cybersecurity. Our compliance risk
category also saw an increase in risk levels.
This was driven by our evolving business model
and the increased exposure to data privacy and
product safety risks arising from ever increasing
volumes of data, monetization initiatives and the
expansion of initiatives and capabilities around
franchising and home delivery at our brands.
Although polarization and division increased
pressure on geopolitical and socioeconomic
risks, the macroeconomic environment has
shown strong resilience and stabilization

during the year and, overall, our financial risk
category remains flat versus 2023. Finally, our
sustainability risk category is seen as increasing
as we develop and improve our assessments
and understanding of the related risks.
Managing increasingly conflicting stakeholder
expectations around our material sustainability
matters is an ongoing challenge.

The diagram to the right provides an overview
of the principal risks we have identified, the
management of which continues to be a critical
priority for Ahold Delhaize. You can find more
detailed information, including a reference to
the time horizon and related strategic priorities
of each risk and a description of some of the
main actions taken to manage them under
Principal risks and uncertainties.

See also the Risk Management section for
information on our risk appetite and how
it relates to our categories of risk.

It is important to note that these categorizations
and how they are assigned to each risk

are subjective in nature, and the actual
materialization of any of the risks may

differ from what is disclosed here.

Strategic risks

Operational risks

D)

Compliance risks

D)

Financial risks

Sustainability risks

D)

The 2024 risk trend is defined as follows:

0 Increasing — Flat @ Decreasing
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e Competitive environment

6 Omnichannel and digital growth

Supply chain and business continuity
Cybersecurity
Organized labor

People

Data privacy

Regulatory environment

Product safety

Macroeconomic and sociopolitical
developments

Climate and nature-related risks

Stakeholder expectations
on material sustainability matters
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ERM principal risk profile continued

The ERM process is designed to identify the
key risks associated with the execution of
our strategy. At the same time, the outcomes
of our ERM exercise provide our senior
leaders with a view of our business’ different
risk factors and help them to identify tangible
actions and risk mitigation processes that drive
the development of policies, procedures and
controls. It also informs the scope of internal
audit activities and our business planning
and performance processes. We use KPls
and performance measures to monitor the
implementation of the identified actions.

In conjunction with the annual strategic
planning and ERM exercises, our brands
identify and assess opportunities in line
with our Growing Together strategy. The
opportunities that are identified, some of
which are described in the table on the right
under each of our strategic priorities, are
discussed by global and local management
through our strategic business planning and
performance cycles and are translated into
elements of our global and individual brand
strategies. See Our Growing Together strategy
for more information.

The following section, Principal risks and
uncertainties, provides an overview of the
principal risks identified, including a description
of each risk, developments noted during 2024
and a brief description of the primary mitigating
actions in place to manage each risk.

See Our Growing Together strate
for more information.
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The overview of risks should be read carefully
when evaluating the Company’s business,

its prospects and the forward-looking
statements contained in this Annual Report.
These risks, which are not the only risks that
the Company faces, may or may not actually
materialize and/or have a material adverse
effect on Ahold Delhaize’s financial position,
reputation, results of operations and liquidity
or cause actual results to differ materially from
the results included in any forward-looking
statements contained in this Annual Report,
as further set out in the Cautionary notice.

See Risk management for more information
about our governance, risk and compliance
(GRC) framework, ERM program and risk
appetite. See Sustainability statements section
for details on the material sustainability matters
and how they are related to our risk profile.

Opportunities

® Strengthening of talent attraction and development pipeline
® Stimulation of culture and collaboration to enable our strategy

® Continuation of outreach initiatives to support our brands’
communities

® Continued focus on associate safety and well-being

® Accelerated renewable energy transition
® Supplier engagement toward supply chain decarbonization

® Technology and infrastructure development to support a net-
zero roadmap for own operations

® Making healthy and sustainable choices easier

e |nitiatives around personalization of customer journey
® Further development of loyalty and reward programs

® Continuous improvement of the customer experience
through a leading digital user experience

® Continued investment in product safety and integrity programs
® Further development of own-brand product offerings

® Taking actions on assortment and promotions to enhance
our brands’ price position

® |Investment in advertising technology resources
® Further development of tech, data and Al capabilities

® |nvesting in innovative start-ups and scale-ups through
W23 Global, a retail venture capital fund

® Accelerated Save for Our Customers program

o |nitiatives to increase collaboration and leverage scale
® Strengthening of internal mechanization capabilities

® Building on strategic regional partnerships for procurement
and operations
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Principal risks and uncertainties

Risk Developments in 2024 How we manage this risk
Competitive Changes to the competitive Risk trend Competitive pressure is presen_t throug_hout our In 2024, we introduced_our new Growing Together st_rate_gy to
. landscape relating to non-traditional _ marl'(ets and uncertain economic copdltlons are ensure’that our.s.trateglc.: gpproach enables us to mamta.m our
environment competition, competitor actions on . - Ieadlnq to a greater emphasis on price from our brands’ competitive positions and leads us successfully into the
pricing and assortment, or material Time horizon braqu customgrs. Changes in the retgﬂ landscape, future. We remain focused on oﬁgrmg custom.ers both optimal
changes in customer preferences 1-5 years particularly relating to consumer sh_opplng preferences prodL_Jct assort_men_ts _a_nd _dlfferentlatlr!g experiences. Two of
. s around value and assortment, continue to pose both the six strategic priorities in our Growing Together strategy,
!n the brands mark_e_ts could result Strategic challenges and opportunities. in particular, help manage competitive pressures. Our trusted
:jn a loss of COTPet'tlve_adVafntagea priorities product priority drives focus on our own-brand portfolios, enabling
ecrease In sales, erosion o us to leverage our scale and offer customers a wide assortment
margins and an inability to deliver at different, attractive price points. Our vibrant customer
on our strategic objectives. experiences priority focuses on delivering engaging, personalized
experiences for customers that differentiate us from the
competition and, among other benefits, drive higher loyalty.
For more information, see Our Growing Together strategy.
Omnichannel Failure to successfully develop Risk trend Enduring changes in consumer shopping habits Omnichannel and digital growth is at the core of our new Growing
. . and execute initiatives to grow our o estgbllshed du'nng the pandemic around home . Together strajtegy. We have punt capabilities t.hat enablle our
and dlgltdl omnichannel and digital proposition delivery and click-and-collect mean that convenience brands to deliver seamless, integrated shopping experiences
gl'OWth in a scalable and profitable manner Time horizon and service levels related to 9mn|qhaqngl offerings and have implemented various |n|t|gt|v§s to drive omnichannel
that keeps pace with shifting 1-5 years contlnue_ to be key elem_ents in maintaining and _ engagement and focus on per_songll_zatlon anq_ I_oyalty for our
developing the competitiveness or our brands. Retail brands’ customers. We invest in digital capabilities to take
consumer demands and the related Strategic media and digital services markets have continued to advantage of related opportunities and drive complementary
capabilities of our competitors priorities evolve and mature during 2024 and the development revenues related to digital services and retail media. For more
could result in a loss of competitive of related complementary revenues streams is seen as information on the initiatives in place and the progress we
advantage and impact our ability to an increasingly important component in the evolution have made, see our strategic priorities Vibrant customer
deliver on related strategic objectives of our strategy, and the strategies of our competitors. experiences and Driving customer innovation.
and performance targets. This risk
is broken out separately from the
competitive environment risk given
its importance to our overall strategy.
Risk trend Strategic priorities
0 Increasing Thriving people Trusted product
— Flat Healthy communities & planet Driving customer innovation

@ Decreasing

Vibrant customer experiences
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Principal risks and uncertainties continued

Operational risks

Risk Developments in 2024 How we manage this risk
Supply chain Disruption to our supply chain Risk trend The conflicts in Ukraine and Israel/Gaza, as well as We have established a global business continuity strategy,
A or critical business processes, 0 other geopolitical tensions, entail supply chain risks for policy and governance structure and framework for ensuring the
and business due to a long-term or permanent commodities and for products that our brands offer to continuity of operations. This program is supported by dedicated
. H ; it Time horizon customers. Any further escalations could increase the business continuity managers globally within each of our brands,
cont"“'"ty :‘giﬁigils(extisl?t?epsh?'ll"si,r:; glsstt'l::t,ure 1-5 years related impacts significantly. Elevated energy costs who activate crisis response protocols and reporting. They provide
’ ’ . i and the risk of future energy availability restrictions regular training (including simulations) to senior leadership on crisis
personnel c_>r commod_lty _shortages, Strategic resulting from the ongoing conflicts pose threats to management and response to high-impact events. Our business
may result in non-availability of priorities operations, particularly in Europe. The diverse IT continuity program includes insurance coverage in key areas and
products for customers and have landscape throughout our brands’ operations, along monitoring of vendors and third-party service providers. We closely
a significant adverse impact on with a dependence on legacy systems and third-party monitor relevant commodity markets and develop plans to mitigate
commercial operations, revenues, service providers, continues to pose challenges and any related risks and ensure the continuity of supply. We have
reputation and customer perception. risks to business continuity. entered into a number of purchase power agreements (PPAs) to
contribute toward the security of our renewable energy supply and
our net-zero commitments. With regard to our IT landscape, we
have developed a multi-year roadmap to ensure the effective
upgrade and replacement of our legacy technology systems and
infrastructure.
Cybersecurity Our brands’ business operations Risk trend Ou_r focus on omnichannel anq digital transformation, We hqve a global Cyber Security organization and policy,
are dependent on the uninterrupted 0 which continued during 2024, increases our attagk |nc|ud|ng a control framework.e'lcro.ss a!l our brand.s, that governs
operation of IT systems. Information surface and exposes Us to increasing cybersecurity and defines procedures for mitigating risks to our information
security threats or the malicious Time horizon r|§k. Organizations worldwide continue to observe a systems. They |n<;|ude a vane}y .of preventlon.and dgtgctlon
exploitation of a system vulnerability <1 year hlg_h fr_e_quen_cy of cybt_ar-attacks_, as there has been measures, mclu_dmg, but not _I|m|ted t_o, associate tra_mmg and
. . a significant increase in cyber risk uncertainty and monitoring of third-party service providers. We consistently
may result in a compromised IT Strategic complexity, leading to a volatile threat landscape. improve, tighten and invest in our cyber-defense capabilities to
system, system failure or a breach priorities This is primarily due to factors such as narrative keep pace with the evolving threats our Company faces.
of sensitive Company information. attacks, deepfakes, Al software supply chain risks
and nation-state espionage. In 2024, we experienced
a cybersecurity incident within our U.S. network, the
impact of which was limited by our cyber-defense
capabilities and response protocols.
Risk trend Strategic priorities
0 Increasing Thriving people Trusted product
— Flat Healthy communities & planet Driving customer innovation

@ Decreasing

Vibrant customer experiences
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Principal risks and uncertainties continued

Operational risks

Risk Developments in 2024 How we manage this risk

Organized Our unionized brands may not be Risk trend The renegotiation of labor agreement terms with Management teams and HR functions in each of the brands
able to negotiate acceptable terms _ a number of union organizations throughout the manage the relationship with associates and, where applicable,

|abor for extensions and replacements Grqup, \_Nhich were impacted to varying degrees the unions that rep_regent them. Eff(_)rts are made to ensure
of contracts as a result of increased Time horizon by |nﬂat|onary pressures on labor markets and an early approach is in place to a'ct|vely manage co!lectlve

. . <1 year evolving expectations around work contracts, agreement negotiations and contingency plans are in place to
dema:(tis and/or expt(_ectatlo(r;s;owm}.t y were successfully completed during 2024. manage the impact of potential union activity. The brands also
regard to compensation and benefits Strategic listen to and act upon associates’ feedback on labor and working
from lfn":j“ss V\I'(h":h may lead to priorities conditions, supported by our annual AES and regular pulse
organized work stoppages or - surveys.
other operational, legal, financial
or reputational impacts.

People Ahold Delhaize and its brands may Risk trend While investment in skills is vital for inclusive and The brands are committed to delivering on our people promise.
not be able to attract, develop and _ sustainable growth, addressing the broader issues They deploy many measures to achieve this, including, but not
retain associates and top talent in of job quality and migration is also important, as is limited to, developing competitive employee value propositions
support of current and long-term Time horizon attracting suitable groups of potential employees to attract the best talent in line with their strategic capability plans
needs and capabilities <1 year and that may currently be outside the labor market. and needs, implementing a formal talent management cycle and

P ) 1-5 years On the supply side, during 2024, labor availability development conversations, and putting in place initiatives to
Additionally, existing associates Strateqi continued to pose challenges but largely stabilized become the employer of choice in their markets. They also listen
may be exposed to workplace pri:rietige: in comparison to previous years. to and act upon associates’ feedback through our annual AES
hazards, situations or incidents . Cost-of-living pressures, social issues and and regular pulse surveys.
that could impact their health geopolitical tensions are causing an increase Care is one of our five core values and we maintain a culture
safetv and well-bein ’ in stress and mental well-being issues among where associate safety is of paramount importance. The brands
y g associates. There have also been incidents of conflict have established processes and controls to effectively manage
and violence throughout our brands’ store networks. safety risks and we provide our associates with various resources
This has the potential to cause additional negative to support their mental health and well-being.
impacts on associates’ physical and psychological For more information on our people-related initiatives and
safety, as well as the Company’s reputation. our commitment to associate well-being, health and safety,
see our strategic priority on Thriving people and the section
Own workforce in our Sustainability statements.

Risk trend Strategic priorities

0 Increasing Thriving people Trusted product

— Flat Healthy communities & planet Driving customer innovation

@ Decreasing

Vibrant customer experiences
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Principal risks and uncertainties continued

Compliance risks

Risk

Developments in 2024

How we manage this risk

Data privacy

Non-compliance with privacy
requirements relating to the
collection, usage, processing and
retention of customer and associate
data may lead to the exposure,
misuse or misappropriation of data,
which could have a significant legal,
financial or reputational impact.

Risk trend

Time horizon
<1 year

Strategic
priorities

Online shopping, mobile shopping and media

monetization continue to grow, and the risks relating to

the use and protection of associate and consumer
data are intensifying. The regulatory framework is
complex, related social expectations have increased,
and cybersecurity data theft is on the rise. Following
the implementation of guidelines for increased GDPR-
related fines introduced in the EU in 2023, we are
observing the enforcement of higher levels of
penalties by regulatory authorities on companies in
breach of GDPR-related requirements. The U.S.
privacy landscape also continues to evolve and
become more complex, with over a dozen additional
states passing comprehensive privacy legislation.

We manage and maintain up-to-date mitigating measures
across the organization, including a global Personal Data
Protection policy and procedures, Code of Ethics training,

our “Living Data” (data protection) awareness program, the
application of various ethics committee reviews of new projects
and the rollout of data privacy principles aligned with consumer
expectations around the ethical use of data. We extend these
measures to key third parties who agree with and are obligated
to abide by our Standards of Engagement and to certain vendors
who are required to provide regular internal control assurance
reports. In addition, we conduct a variety of data breach
simulations across all levels of the organization, and have
conducted a sensitivity analysis of a data breach scenario.

See Sensitivity analysis for more on the results.

Regulatory Changes in, or failure to comply Risk trend During 2024, we cont.inued to focus on ensu.ring We manage and regglarly update a global policy framework
. with, laws and regulations could _ compliance with applicable laws and regulations with procedures and internal controls that are designed to ensure
environment impact the operations and reduce at all of our brands and minimizing risks related to compliance with certain critical Company standards and
the profitability of Ahold Delhaize or Time horizon ;egula_tory enforcement an_d Iiltiglati_onEThe regulatory reglj_u!ationT. O(ijr globgl pc_>|icies aFe suppg;t?d b)ll brar}d-_level
. . . . . . 1-5 vears ocus in recent years, particularly in Europe, on policies tailored to maintain compliance with local regulations.
its bdl.l_ts_lnesses,taftfectlng its fllranCIaI Y sustainability matters (e.g., carbon emissions, Our global and brand-level Legal, Tax and Compliance teams also
condr '°n_’ reputa |on_(?r results Strategic sustainable packaging and supply chain due maintain real-time knowledge about proposed, upcoming or new
of operations. In add_ltlon, Ahold priorities diligence) has increased our compliance legislation through participation in industry associations and bodies.
Delhaize and its businesses are requirements. The expectations of some consumers, We estimate the exposure to any legal proceedings and record
subject to a variety of antitrust investors, legislators and other stakeholders have provisions for these liabilities where it is reasonable to estimate and
and similar laws and regulations increased significantly around these topics, while where the potential realization of a loss contingency is more likely
in the jurisdictions in which they other stakeholders, particularly some legislators than not. For more information on contingencies, see Note 34.
operate that may impact their and regulators in the U.S. region, have increasingly During 2024, our brands and support organizations continued
operations or limit their ability advocated in favor of opposing views with respect to with Company-wide measures to ensure the health, safety and well-
li ; iciti these matters. We are closely monitoring any changes  being of associates and customers, while maintaining compliance
to realize certain acquisitions, in the political ks in th . h - ! ) :
divestments, partnerships in the political frameworks in the countries where our with local laws and regulations. With regard to human rights and
oF mergers. brands operate that have the potential to bring a shift due diligence, Ahold Delhaize has developed a methodology to
gers. in regulatory priorities and increase risks related to help each brand explore how it impacts associates, customers,
regulatory investigations and litigation. communities and people in its supply chains.
Risk trend Strategic priorities
0 Increasing Thriving people Trusted product
— Flat Healthy communities & planet Driving customer innovation

@ Decreasing

Vibrant customer experiences
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Principal risks and uncertainties continued

Compliance risks

Risk Developments in 2024 How we manage this risk

Product safety There is a risk that customers may Risk trend We continue to maintain focus not only on the health We have in place a global Product Safety organization, and
become injured or ill from the use 0 and safety of associates and customers, but also on policies, control frameworks and standard operating procedures
or consumption of products sold hygiene and the safety of the products our brands sell. are implemented at all of our brands. Our brands perform a
by Ahold Delhaize brands, whether Time horizon We responded immediately to minimize the impact of variety of quality assurance reviews and audits in stores and
they are contaminated or ;iefective, <1 year a listeria outt_)reak at our suppligr Bo_ar‘s Head during DCs and at key suppliers. Escalation procedures are in place
intentionallv tampered with. or ) Q3, preemptively halting sales, issuing recalls and and are followed by our brands for all product recalls. We further
!" entio y p T Strategic implementing decontamination procedures. We are mitigate our risks in this area through related insurance coverage
impacted by food fraud in the supply priorities committed to the implementation of our Growing for our brands. We have implemented guidance related to human
chain. In ad_dltlon, negative _Impacts Together strategy and on delivering high-quality rights in our supply chain and compliance with requirements
on human rights or the environment assortments of own-brand and national-brand regarding related social compliance certifications and audits
during the production of our products products, in line with our trusted product strategic are monitored closely.
(e.g., human rights violations by priority. We have continued to apply vigilance and
suppliers) may negatively impact engagement with our suppliers to ensure food
the reputation or results of Ahold safety standards were maintained.
Delhaize and the brands.

Risk trend Strategic priorities

0 Increasing Thriving people Trusted product

— Flat Healthy communities & planet Driving customer innovation

@ Decreasing

Vibrant customer experiences
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Principal risks and uncertainties continued

Risk

Developments in 2024

How we manage this risk

Macroeconomic Ahold Delhaize and its brands may
face challenges, uncertainties and
and potential adverse impacts stemming

sociopolitical from a combination of economic,
developments political and social factors,

as overall economic growth,
inflation, consumer confidence,
fiscal policies, and sociopolitical
factors, including geopolitical
events, shifting demographics,
political stability and social
cohesion.

encompassing the dynamic interplay
of macroeconomic variables, such

The global economy demonstrated resilience

during 2024, with generally stable GDP growth, and
the decline in inflation rates, which started at the end
of 2022, continued. Food commodity prices continued
to increase. The labor market showed consistent
strength and, although nominal wages have continued
to increase, they have done so at a slower rate.
While increasing positivity was observed, cost-of-
living pressures continued to impact households,

with consumers focusing on necessities and essential
goods. Overall grocery spending was relatively flat.
See Macroeconomic trends for further details.

On the sociopolitical front, there continues to be
notable societal polarization on social topics and
political viewpoints, and the prominent geopolitical
conflicts have divided opinion. Ahold Delhaize’s
position, or perceived position, in relation to any of
these increasingly significant sociopolitical factors
may exacerbate, among others, risks related to
associate safety and brand reputation.

Ahold Delhaize and its brands monitor closely and act upon
macroeconomic and sociopolitical developments as part of

the strategic planning process. In addition, our Communications
team regularly assesses consumers’ perceptions of our brands.
We closely monitor commodity price volatility and availability
and develop plans to mitigate any related risks and ensure
continuity of supply. Through our Save for Our Customers
program, our brands are focused on keeping prices as low as
possible and ensuring that customers have access to affordable
and healthy choices. We also implement measures to increase
efficiency and scale, such as enhancing joint sourcing and
product harmonization initiatives, and participating in

European purchasing alliances.

For a summary of other financial risks identified through our annual ERM assessment, see Additional risks and uncertainties.

Risk trend Strategic priorities

0 Increasing Thriving people Trusted product

— Flat Healthy communities & planet Driving customer innovation

@ Decreasing Vibrant customer experiences Portfolio & operational excellence
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Principal risks and uncertainties continued

Sustainability risks

Risk Developments in 2024 How we manage this risk
Climate dnd Climate- and nature-related risks Risk trend The EU’s Copernicus Climate Change Service We continue to develop and enhance our GHG reduction

that may impact Ahold Delhaize, our 0 and other scientific agencies are reporting that roadmaps with the ambition of becoming net zero across our own
nature brands and value chains include 2024 was the warmest year on record and areas operations (scope 1 and 2) by 2040 and across our entire value

physical risks, which can directly
damage assets and disrupt supply
chains, and transition risks, which
involve financial and operational
challenges arising from adaption
toward low-carbon, sustainable

economic systems. See Environmental

information for further details on our
climate and nature-related impacts,
risks and opportunities.

Time horizon

>5 years

Strategic
priorities

in both Europe and North America experienced

more intense drought, summer wildfires and
unpredictable weather events. During 2024, we
suffered operational disruption and physical damage
as a result of Hurricane Helene in the U.S. and
flooding in Eastern Europe. There is a high level

of focus on climate change, and governments and
regulators have driven related regulatory change and
increased reporting requirements. Volatility in some
food commodities, such as cocoa and olive oil, was
seen, to some extent, to have been impacted by
climate and nature-related risks, among other factors.

chain by 2050. During 2024 we enhanced our customized climate
risk assessment capabilities, utilizing detailed physical climate
data, financial information and scenario analysis for the execution
of climate-risk assessments on our own operations at a facility
level, and have taken further steps to better understand and
quantify our most significant transition risks. We plan to develop
our analysis during 2025 to assess further the physical climate-
and nature-related risks in our value chain. Actions to manage
our climate and nature-related risks (both physical and transition)
are outlined in detail under Climate and Nature in our
Sustainability statements.

Stakeholder

Ahold Delhaize and its brands are
subject to external scrutiny from

Risk trend

Following the trend of increased scrutiny on
sustainability matters in recent years, we have

Three of the six strategic priorities of our Growing Together
strategy — healthy communities & planet, thriving people and

expectations various stakeholders and internal _ _ continued to receive requests for information on trusted product — relate to this risk. As part of our integrated
on material scrutiny from associates on Time horizon our Systa“’]abmty initiatives and performance metrics approach, we regu|ar|y perform an assessment of the material
. ope sustainability matters, such as 1-5 years from investors and other key stakeholders. There are sustainability matters facing the organization according to our
sustainability climate change; packaging; working increasingly demanding sustainability and value chain - gtakeholders. Based on the outcome of these assessments,
matters conditions: DE&I: and customers’ Strategic due d|||genqe reporting requllreme.nts aqd, in general, we develop strategies and policies to address the most pertinent
’ oy i ; priorities an _expt_actatlon _that companies will provide transparent stakeholder expectations and ensure we are taking advantage
health and nutrition. There is a risk 0 nsight into the impact they have on people and the of related opportunities. Our CSO, holding a position on the
that, should we not effectively meet environment. Stakeholders, including regulators, B oot é’p oo 1 it % g oo
stakeholders’ expectations by are also more closely scrutinizing the accuracy of xecutive Lommitiee, has accountabiliity for developing a
demonstrating that we are making sustainability reporting. During 2024, we completed clear, integral and coherent vision in line with our Group strategy,
a positive contribution and taking a double materiality assessment to understand and for providing thought leadership, expertise and support to the
actions to mitigate anv neqative update the range of sustainability matters that are brands in delivering our ambition and for ensuring focus and
N ts bg . y gh material to our stakeholders. collaboration across the organization. The CSO is supported
impac ou:‘ usiness may f avﬁ on by a cross-functional Sustainability Leadership Team (SLT)
soc_lety or the environment in the representing all aspects of sustainability. See Sustainability
regions where our brands operate, statements for further information on material sustainability
‘é"e may be ﬁfpots_ed to tr_eputatlonal matters and how we manage the related risks.
amage or litigation actions.
Risk trend Strategic priorities
0 Increasing Thriving people Trusted product
— Flat Healthy communities & planet Driving customer innovation

@ Decreasing

Vibrant customer experiences
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Principal risks and uncertainties continued

In addition to the principal risks identified, the following other and emerging risks were identified and considered
in conjunction with our annual ERM assessment:

Additional risks and uncertainties

Pensions and
other post-
employment
benefits

Pensions and healthcare funding obligations may be impacted by interest
rate fluctuations, stock market performance, changing pension laws, longevity
of participants, and increased costs in specific markets. During 2024,

Ahold Delhaize de-risked its pension plans through settlements in the

United States and a plan amendment in the Netherlands; see Note 24 to

the consolidated financial statements.

In addition, some of our brands participate in multi-employer plans (MEPs)
that are underfunded, and may be required, in certain circumstances, to
increase their contributions to fund the payment of benefits to the MEP.

For more information on the financial risks related to the MEPs, see Note 24
to the consolidated financial statements.

Our governance structure includes a pension committee responsible

for monitoring pension plan funding as well as the status of our MEPs.
Management of each MEP is administered by a board of trustees appointed
by the management of the participating employers (plan sponsors) and unions.
The relevant Ahold Delhaize brands have been represented as a board of
trustee member on several MEP boards and, through these positions,

manage and monitor the MEPS’ funding.

Other

financial risks

Other financial risks include foreign currency translation risk, credit risk,
interest risk, liquidity risk, tax-related risks, liabilities to third parties relating
to lease guarantees, contingent liabilities and risks related to the legislative
and regulatory environment, including litigation. For information on these
financial risks, see Note 25, Note 30 and Note 34 to the consolidated
financial statements.

Insurance

Ahold Delhaize manages its insurable risks through a combination of self-
insurance and commercial insurance coverage for workers’ compensation,
general liability, property, cybersecurity, vehicle accident and certain healthcare-
related claims. Risk transfer to insurers is dependent upon insurance market
dynamics and, as a result, new or renewed insurance policies may be subject
to increases in premiums and decreases in coverage limits. Our self-insurance
liabilities are estimated based on actuarial valuations. While we believe that
the actuarial estimates are reasonable, they are subject to changes caused

by claim reporting patterns, claim settlement patterns, regulatory changes

and economic conditions, including interest rate volatility and adverse litigation
results. Our process enables us to monitor claim and settlement patterns and
evaluate third-party risk.

Artificial
intelligence

The evolution of Al and machine learning has been gaining speed in recent
years, and the mainstream emergence of generative Al is creating emerging
risks and opportunities for Ahold Delhaize. Benefits include speed, efficiency,
customization and ease of use for a variety of different functions, both for
internal purposes and customer-facing applications. At the same time, the
technology entails substantial risks around proper and ethical usage, data
privacy, cybersecurity, complexity and cost. In addition, the competitive positions
of our brands may be negatively impacted should we not keep pace with
competitors that are realizing operational and cost efficiencies from Al.
Ahold Delhaize has developed an Al Policy and has initiated a robust plan

to establish effective governance and control frameworks, manage the
related risks and ensure that we take advantage of the related opportunities.
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Principal risks and uncertainties continued

Sensitivity analysis

At Ahold Delhaize, we closely follow the impact
of different internal and external risk factors

on operations, including our principal risks and
uncertainties. The purpose of our sensitivity
analysis is to assess the external risk factors in
the context of the Company’s current strategy
and to determine their impact on our business
and the viability of our business model, as well
as on our ability to meet our financial liabilities
and other obligations.

Our strategy is based on assumptions relating
to: the global economic climate, changes

in consumer behavior, competitor actions,
market dynamics and our current and
planned structure, among other factors.

From the sensitivity analysis we performed,
we found the results of the Company to be
most sensitive to material changes in the
external risk factors described here in the table
on the right. In addition to the external risk
factors noted here, see Climate for details

of sensitivity to physical climate-related risks
under a selection of climate change scenarios.

Ahold Delhaize Annual Report 2024

External risk factors

Changing macroeconomic

environment

Associated principal risks

Macroeconomic and
sociopolitical developments

Description

Failure to effectively adjust components of our Growing Together strategy in the event of

a changing macroeconomic environment across all or some areas of operation could lead

to an inability to adapt to various dynamics affecting our performance. Unpredictable cycles
of inflation or deflation may result in a change in customer behavior, particularly down-trading
to value competitors/discounters, and may place additional pressure on our supply chain

and cost base, including labor and energy needs. An inability to pass on costs into retail
prices may put pressure on our margins. Combined, these effects could result in a loss

of market share and/or may have a material adverse effect on the Company’s financial
position and performance.

Aggressive competitive
environment

Competitive environment

Aggressive competitive action in any of our brands’ markets, if not reacted to effectively, could
have a negative impact on our market share. Sustained competitive stress could damage the
company's reputation, making it difficult for our brands to attract and retain customers, and
financial performance may suffer from lower revenues, reduced profitability and the need for
increased levels of investment. The cumulative effect could destabilize the Company's long-
term strategic positioning in the markets in which the brands operate and impact the ability

to deliver on our Growing Together strategy.

Cybersecurity attack
and/or data breach

Cybersecurity
Data privacy

Supply chain and
business continuity

In the event of a successful cyber-attack or data breach, the Company or the brands could
be subject to material monetary penalties, loss of customers and damage to our corporate
reputation; it could also lead to potential litigation. A serious cyber-attack could also impact
the operation of significant business processes and result in non-availability of products for
customers and the inability to operate the day-to-day business at brand level, including
stores and DCs.
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General information
Basis of preparation

At Ahold Delhaize, we believe
that the long-term resilience

of our Company is linked to the
well-being of our planet and the
people who help our brands bring
products to customers, both
within our brands’ value chains
and own operations.

Reporting on how we manage these impacts
is an important step in helping us continuously
improve. We welcome the new Corporate
Sustainability Reporting Directive (CSRD) and
the new European Sustainability Reporting
Standards (ESRS) and are proud to present
our first Annual Report prepared in accordance
with the CSRD and ESRS.

In this Annual Report, we use the terms
environmental, social and governance (ESG)
and the term sustainability to explain our
impact on the world around us, and the impact
of the world on our business. However, we
differentiate between these terms within

Ahold Delhaize in the following way:

e Sustainability at Ahold Delhaize is about
ensuring long-term value creation by
balancing environmental, social and
economic impact.

e ESG is a framework used to evaluate
Company performance in three areas —
environmental impact, social responsibility
and governance. It serves as an input to
Ahold Delhaize’s sustainability strategy.

¢ In the Remuneration section, we
refer to "ESG and other strategic
imperatives" in relation to the Management
Board remuneration. This definition is
consistent with the definition used in the
Management Board remuneration policy
and plan documents.

Ahold Delhaize Annual Report 2024

sustainability statements

Basis of preparation

Framework and data selection

The EU Accounting Directive (2013/34/EU)
(as amended by the CSRD) requires large
companies, among others, to include, in

a dedicated section of their management
report, the information necessary to
understand the entity’s impacts on
sustainability matters and how sustainability
matters affect the Company’s development,
performance and position.

With the CSRD expected to be transposed
into national law in 2025, we have already
chosen to comply voluntarily with it in this
year’s Annual Report. While we faced some
challenges in preparing our sustainability
statements in accordance with the CSRD
and ESRS, we see the process as a learning
opportunity and an important part of our
sustainability journey.

We consider ourselves ready to report on our
sustainability matters today. However, based

on the challenges we have encountered, we

recognize the need to improve the availability
and quality of our data.

Measurement basis

We have applied our ESG accounting policies
consistently during the financial year, as well
as for comparative figures. In most situations,
we provide comparative figures, but where
new indicators were implemented in 2024,
comparative figures are not available.

Estimates and uncertainties

As we have elected to voluntarily comply

with the CSRD, we are aware that the
preparation of our sustainability statements

is subject to Company-specific and

temporary interpretations associated with

this early compliance. While we prepared

the sustainability statements based on the
first set of ESRS, we recognize that a better
understanding of the requirements may evolve
when additional implementation guidance or
Q&As are made available by the European
Financial Reporting Advisory Group (EFRAG),
and when market practice develops.

We also realize that information available

for assessing certain industry benchmarks

is limited and may only emerge as the
number of reporting organizations increases
and reporting practices become more
established and uniform. We recognize the
ongoing complexities and evolving nature

of ESG reporting under ESRS, including
potential changes in market views and notions
on the nature of targets, commitments and
ambitions adopted voluntarily. For this reason,
we will periodically review and adjust our
approach, methodologies and disclosures

in line with updates to the regulations and
guidance and emerging best practices

and views in the market.

See Sustainability notes for more detail

on our calculation methods, methodologies,
assumptions and how we use estimates
and judgments for all our ESG data points.

other information

©6

Consolidation

Ahold Delhaize’s Annual Report 2024 covers
the period from January 1 to December 29,
2024 (see Note 2 to the consolidated financial
statements for more information on the basis
of preparation). The consolidated quantitative
ESG data reported comes from Ahold Delhaize
and all its subsidiaries. We use the financial
control approach for our ESG reporting scope,
in line with what is used in the consolidated
financial statements. See Note 3 to the
consolidated financial statements for more
information about the general accounting
principles followed for consolidation, Note 1
for more information on the Company and

its operations, and Note 35 for a list of
subsidiaries, joint ventures and associates.

From an ESG reporting perspective, the
dataset includes data from Company-owned
stores; transactions with franchise and affiliate
stores; offices; and Company-owned and
leased DCs, including all transportation from
DCs to stores and Company-owned jets,
unless specifically noted otherwise.

Where the sustainability statements covers
the Company’s upstream and/or downstream
value chain, we indicate this as part of the
disclosures relating to the relevant material
sustainability matters.

The Company has not used any of the

options for omitting information on the basis of
classified or sensitive information or impending
developments or matters in the course of
negotiation, as provided for in articles 19a(3)
and 29a(3) of Directive 2013/34/EU.
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Basis of preparation continued

External audit

All sustainability-related information in the
Sustainability statements and quantitative
data points included in the Sustainability notes
are covered by a voluntary external audit

with a limited assurance scope performed

by our external independent auditor, KPMG.
See the auditor’s limited assurance report.

None of our metrics have been validated
by an external body other than our
assurance provider.

Disclosures incorporated by
reference

The following information is incorporated

in the sustainability statements by reference:

e Qur great local brands

e Our Growing Together strategy, including
Our value creation model

e Corporate governance:
- Our Management Board and Executive
Committee
- Our Supervisory Board
- Supervisory Board report: Composition

of the Supervisory Board — Supervisory
Board profile and Independence

« Governance, risk and compliance

e Remuneration policy for the Management
Board: Definitions of EIP performance
measures and definitions of GRO
performance measures

e Note 1, Note 2, Note 3, Note 7 and Note 35
to the consolidated financial statements

Ahold Delhaize Annual Report 2024

Disclosure requirements
in ESRS covered by the
sustainability statements

See Appendix to sustainability statements
for an overview of the disclosure
requirements we complied with in
preparing the sustainability statements.

Specific circumstances disclosure
Time horizons

For this reporting period, our short-term
horizon is set at one year, our medium-term
horizon is set at two to four years, and our
long-term horizon extends to 10 years. These
definitions align with our strategic planning
cycles and allow us to monitor and achieve
our sustainability objectives effectively.

Sources of estimation and outcome
uncertainty

In preparing for qualitative and quantitative
disclosures, we make judgments and use
estimates and assumptions that are critical
for the data we report. When disclosing
forward-looking information — such as targets,
ambitions and objectives — we acknowledge
its inherent uncertainties and specify that such
information is subject to change. Inherent

to using estimates and assumptions is the
recognition that this information is uncertain
and that actual data might differ from previous
estimates. We disclose the assumptions and
approximations we have used, to provide
context for and support understanding of

our disclosures.

The sustainability disclosures made, including
targets, ambitions and objectives, are, in
many respects, dependent on developments
outside of Ahold Delhaize's direct control,
such as progress to be made by our suppliers,
customers and society at large. The progress
made by Ahold Delhaize on these topics,
including on targets, ambitions and objectives
disclosed, is, therefore, subject to general
market dependencies. These include, among
others, policy and regulatory change, the
decarbonization trajectory of the economy,
microeconomic and financial factors,
technological developments supporting
sustainability efforts, and market and supplier
progress and support. We continue to keep
our targets, ambitions and objectives under
review to ensure their alignment with Ahold
Delhaize's overall strategy.

For disclosures relating to estimations,
judgments made to determine metrics and
changes in the preparation or presentation
of sustainability information, see individual
metrics under Sustainability notes.

other information

©6

Changes in presentation of
sustainability information

Unlike in the previous reporting period, in
which we reported in accordance with Global
Reporting Initiative (GRI) standards, we have
prepared these sustainability statements in
accordance with the ESRS. The main effects
of this change relate to additional disclosures
around policies, actions, metrics and targets
regarding material sustainability matters.

In addition, our reporting on scope 3 GHG
emissions was done in prior years with a
one-year delay. This delay is no longer utilized
in the Annual Report 2024 and, as such,

we provide both 2023 and 2024 figures as
newly reported figures. See Climate change
for more information.

The restatements of prior period or baseline
figures, where applicable, are disclosed
under each metric in the Sustainability notes.
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Governance

Governance

How we manage sustainability
and ESG

Executive and non-executive
governance bodies

Our Management Board is responsible for
the overall management of the Company
and for the actions and decisions of the
Executive Committee, which manages
our general affairs and ensures effective
implementation of the strategy and
achievement of the Company’s objectives.

Until his retirement at the end of May 2024,
Jan Ernst de Groot was Ahold Delhaize’s
Chief Sustainability Officer (CSO) and Chief
Legal Officer (CLO). As of June 2024, Alex
Holt took over as CSO and member of
Ahold Delhaize’s Executive Committee.

The Health & Sustainability (H&S) Group
function at Ahold Delhaize reports directly
to our Chief Sustainability Officer (CSO),
who also chairs the cross-functional SLT.

The Chief Human Resources Officer (CHRO)
is responsible for own-operation HR aspects,
including diversity, equity and inclusion,
associate well-being and worker safety, while
the Compliance and Ethics function on Group
level, which includes human rights and product
safety, is responsible for certain social and
governance matters and reports to the CLO.

Our Chief Financial Officer (CFO) maintains
oversight of our sustainability-related financial
activities and reporting. The CSO, CLO and
CHRO are part of the Executive Committee,
while the CFO is part of both the Executive
Committee and the Management Board.

Ahold Delhaize Annual Report 2024

Topic-specific targets and ambitions are
agreed by the Management Board and
Executive Committee to effectively monitor
and report performance against our ambition.
This process is guided by the CSO and other
relevant Executive Committee members

with support from the cross-functional SLT.
Our double materiality assessment (DMA),
ERM and strategy processes are key inputs
to setting targets and defining aims.

The Management Board is also regularly
updated on progress and consulted on
adjustments, when needed. During these
meetings, the Management Board reviews,
provides feedback and approves targets,
ensuring alignment with the Company’s
strategy.

The Supervisory Board supervises the
Management Board on the performance of
its duties and advises both the Management
Board and Executive Committee. See
Corporate governance and the Supervisory
Board report for more information on the
Health and Sustainability Committee and
topics discussed.

The Supervisory Board is updated on
sustainability progress bi-annually, when
the Management Board presents a
comprehensive review, including an update
on the views and interests of affected
stakeholders and material impacts, risks
and opportunities. The Supervisory Board
provides input, approves modifications and
makes sure that the targets align with long-
term strategic goals. This ensures ongoing
alignment and responsiveness to changes
in the business environment.

For the composition, expertise and

role of the Health and Sustainability and
Audit, Finance and Risk Committees,
see Supervisory Board report.

Day-to-day leadership

The SLT brings together a team of leaders
representing the main dimensions of
sustainability across Ahold Delhaize and

is the Company’s expert advisory voice on
sustainability. It includes support functions such
as Finance, Communications, Legal, H&S,

HR and Public Affairs. Responsible associates
in the respective areas update the SLT on a
regular (monthly) and need-to-know basis about
the views and interests of affected stakeholders
and material impacts, risks and opportunities.

Regional and brand leadership teams are
responsible for establishing and resourcing
implementation plans and monitoring
performance around targets and ambitions
as defined by the Group as well as locally
relevant sustainability topics.

The H&S, HR and Compliance & Ethics
functions, together with the relevant Finance
departments, determine the ESG indicators
to be collected and reported to the Finance
team at Ahold Delhaize Group and included
in the Annual Report and on our website.

Guidance on these ESG indicators is
summarized in an ESG Accounting Manual,
updated on an semi-annual basis and part of
Ahold Delhaize’s Accounting and Procedures
Manual (ADAPM). The ESG Accounting
Manual is approved by the ESG sub-committee
of the cross-functional ADAPM committee,
which includes representatives from the

brands and support functions, such as
Finance, HR, Legal and H&S.

Ahold Delhaize’s ESG information, as set out in
the Sustainability notes, is voluntarily subject to
limited assurance by our external independent
auditor. See the Assurance report on the ESG
information for the opinion and the exact scope
of the assurance provided.

other information
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Policies

We have a global sustainability policy that
applies to Ahold Delhaize and its subsidiaries.
This policy outlines Ahold Delhaize’s approach
to sustainability and ESG within its own
operations and across its value chain. We also
maintain internal sustainability standards that
address key material sustainability matters,
offering guidance on these topics to the local
brands. The CSO is responsible for the
implementation of the sustainability policy

and the related standards.

Ahold Delhaize’s global policies are formal
statements or principles that are intended to
build a foundation for the implementation of our
sustainability approach. Our global standards
are mandatory minimum global requirements,
rules or goals that provide support and
direction for the global policies.

See Environmental information and Social
information for further details on policies
related to each material sustainability matter.

Information to and sustainability
matters addressed by governance
bodies

See the Corporate Governance section for
information about the matters addressed by
management and the Supervisory Board report
for information on topics discussed by the
Supervisory Board during 2024.

Integration of sustainability-related
performance in incentive schemes

In 2022, we strengthened the connection
between executive compensation and
sustainability by elevating our emphasis

on ESG factors in our remuneration policies,
changing both short- and long-term incentive
composition. See Remuneration policy for
the Management Board for further details.
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Governance continued

Statement on due diligence

In the summer of 2023, we kicked off our

first global sustainability due diligence (SDD)
process that identifies the Company’s salient
social and environmental impacts. This
process was the starting point for — and reflects
the “do no harm” aspect of — our DMA.

An SDD can be best described as an approach
by which companies identify, address and
mitigate the social and environmental impacts
in their own organizations and throughout

their value chains. In addition, companies

are expected to track and communicate

about their progress. See the SDD diagram

for an overview of the steps of the process.

We set out to identify Ahold Delhaize’s global
salient social and environmental impacts and
to identify any gaps in how we mitigate those
salient impacts and develop a due diligence
roadmap that will help us meet the
requirements of the Corporate Sustainability
Due Diligence Directive (CSDDD). We will
adapt our roadmap when further guidance

is available in relation to the CSDDD.

When performing an SDD, it is important to
engage with affected stakeholders. Ahold
Delhaize recognizes that impacts on people
often occur locally, in the day-to-day operations
and supply chains of our great local brands.
So, throughout the global SDD process, we
engaged with more than 40 internal regional
and local experts across our brands, who
represented Commercial, Legal, Sustainability
and HR-related functions. We also conducted
a survey that was completed by more than

70 associates in key roles across all regions
and brands.
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As part of the process, we engaged with
external representatives of potential affected
stakeholders (in our own operations and

our supply chains). We interviewed 13
organizations on Ahold Delhaize’s potential
salient social and environmental impacts
and perceived gaps.

We invited those same organizations

to participate in a stakeholder workshop

to discuss their recommendations for a

due diligence roadmap. In addition, we

asked more than 30 external stakeholders

to complete a survey and leveraged input
from the human rights impact assessments
conducted by Albert Heijn to get a perspective
from workers in the supply chain.

See also our 2024 Human Rights Report
issued in July 2024 for more information.

Sustainability due diligence 1

Embed
sustainability
into policies &
management

5 systems 2

Communicate
how impacts are
addressed

Identify & assess

adverse impacts

in operation and
supply chain

7

Grievance
Mechanism

6

Stakeholder
Engagement

4 3

Track Cease, prevent or
implementation mitigate adverse
impacts

and results

Due diligence Description

1 Embed sustainability into Embedding social and environmental due diligence
policies and management systems in a company’s governance and organization

2 Identify and assess adverse impacts
in operation and supply chain

Taking proactive steps to understand how existing and proposed
activities may affect social and environmental impacts

3 Cease, prevent or mitigate
adverse impacts

Reflecting the results of the impact assessment on business
processes and determining measures to prevent and mitigate
potential adverse impacts

4 Track implementation and results Monitoring the Company’s performance on human rights

and the environment, tracking implementation and results

5 Communicate how impacts are addressed Communicating and reporting on how impacts are addressed

6 Stakeholder engagement Engaging with (affected) stakeholders and their legitimate

representatives along the way

7 Grievance mechanism Responding to allegations and providing for, or cooperating

in, remediation where appropriate
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Overview of salient impacts

The outcome of our SDD process is the
overview of salient social and environmental
impacts presented in the table below. These
salient issues were included in the DMA as
input, where the majority also became part
of the material sustainability matters for
reporting under the CSRD.

Social salient
impacts

Child labor (VC)

Environmental salient
impacts

GHG emissions (OO/VC)

Water scarcity and
overuse (VC)

Forced labor (VC)

Ecosystem conversion,
incl. deforestation (VC)

Community impacts,
incl. land rights, access

to water (VC)
Overfishing and depletion Inadequate wages
of fish stocks (VC) (OO/NVC)

Plastic pollution (VC) Freedom of association
and collective bargaining

(OONC)

Soil degradation (VC) Discrimination (incl.
gender inequality)

(OOIVC)

Food waste (OO) Harassment and

violence (OO/VC)

Insufficient access to
healthy food (OO)

Inadequate animal
welfare (VC)

Inadequate working time
(O0/NVC)

Unhealthy and unsafe
working conditions
(O0/NVC)

VC - value chain
OO - own operations
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Due diligence roadmap

The second outcome of our SDD process
is the due diligence roadmap, which covers
the steps required to address salient
environmental and social impacts.

We started implementing the due diligence
roadmap in 2024 to address our salient social
and environmental impacts and work toward
closing the gaps to help us meet future
CSDDD requirements. We will adapt our
roadmap when further guidance is available
in relation to the CSDDD. The high-level
steps of our roadmap are:

1. Develop due diligence guidance and
policy to embed due diligence within
the organization.

2. Build out the sustainability risk assessment
to enhance identification and assessment
of adverse impacts.

3. Develop mitigation toolbox to help with
the stopping, prevention and mitigation
of negative impacts.

4. Measure progress to track implementation
and results.

5. Develop due diligence reporting in line
with CSRD and CSDDD to communicate
how impacts are addressed.

6. Engage with stakeholders along
the way and develop supply chain
grievance mechanisms.

See also Index: Statement on due diligence.

Risk management and
internal controls

Ahold Delhaize measures, tracks and
reports on various ESG-related KPls to
demonstrate our performance against our
strategy and compliance with regulatory
reporting requirements.

Our internal controls for ESG reporting follow
the same framework as our internal controls
for financial reporting. Depending on the
nature and priority of the ESG reporting topics,
key controls are formalized in our global

risk management system and are subject

to regular review by Risk & Control and
Internal Audit teams to validate their design
and operating effectiveness.

Our global GRC committee serves as a forum
for identifying, addressing and monitoring
relevant business risks and opportunities.

Our Risk & Control teams report on the
effectiveness of our internal control framework
to the GRC on a quarterly basis, and to the
Management Board and Supervisory Board
through the Management Review of Internal
Controls (MRIC) process.

other information
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In order to effectively address ESG reporting
risks and meet limited assurance requirements,
we have developed robust processes and
internal control procedures for ESG KPls

both at brand and Group level. We maintain
process documentation and evidence of
control procedures to demonstrate our review,
reconciliation and validation of data reported.

We apply the same risk management

framework for ESG information as we use
for financial information; see Governance
risk and compliance for more information.
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Strategy

Strategy

Strategy, business model
and value chain

Our strategy is further explained in

Our Growing Together strategy, and,

for an overview of the markets our brands
serve, see Our great local brands. See
also Our value chain and Our value
creation model under Strategic report.

For an overview of our associates

(headcount) by geographical area, see
the social indicators on Own workforce
as disclosed in the Sustainability notes.

For a breakdown of revenue, including
sales from gasoline, see Note 7 to the
consolidated financial statements.
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Material impacts, risks and
opportunities (IRO) and
interaction with strategy
and business model

See Our material sustainability matters under
Double materiality assessment for an overview
of our sustainability material matters and how
these interact with the strategic priorities of our
Growing Together strategy. For an overview

of our actions and projects related to these
matters, see the topical sections in the
sustainability statements where we discuss
our material environmental, social and
governance matters.

We provide an overview of the identified
impacts, risks and opportunities relating
to the material sustainability matters in
the Sustainability statements section

on IRO management.

Current and anticipated
financial effects

See Performance review for more information
about the financial results and position of

the Company. The 2024 results have not
been affected significantly by the impacts,
risks and opportunities related to the material
sustainability matters compared to the

prior year.

See Note 2 to the consolidated financial
statements for information on how we consider
the effects of climate change in the preparation
of the financial statements. Specifically,

see Note 11 to the consolidated financial
statements for information on where we have
included climate- and sustainability-related
risks and opportunities as part of our
impairment test.

Included in the consolidated income
statements are the following types

of operating expenses that are directly or
indirectly linked to the effects of the impacts,
risks and opportunities and our data collection
and reporting efforts under ESRS. None of
these expenses were significant enough

for individual disclosure:

e Under_Note 8 to the consolidated
financial statements:

- Labor costs, which include the
expenses relating to associates working
in a dedicated capacity or indirectly
on material sustainability matters,
such as associates in our H&S team

Other operating expenses, which include
costs incurred to implement the ESRS

as well as other operational costs to
implement policies and standards relating
to material sustainability topics

Also included in Other operating expenses
are losses incurred as a result of climate
events, such as costs relating to Hurricane
Helene; see also Performance review
Group performance: Restructuring and
related charges and other items.

other information
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= See also Performance review — Financial
review by segment: Ahold Delhaize Group
for impacts on insurance costs due to
weather events.

e Under Note 4 to the parent financial
statements, we included the independent
accountant fees relating to the limited
assurance on the sustainability statements.

e Under Note 17 to the consolidated
financial statements, we included the
inventory write-off during 2024, which
includes losses related to food waste.

e See also EU Taxonomy for the eligible
(and aligned) CapEx spent in 2024,
impacting our financial position.

With the exception of climate change,
the implementation of our action plans
relating to material sustainability matters
does not require significant, separately
identified operating expenditure (OpEx)
in the future, as these activities and costs
are integrated into our business model
and reported as business as usual.

For example, costs incurred due

to food waste are included in inventory
write-offs and operational costs are
included in store operations.

Anticipated financial effects include
OpEx and CapEx to be incurred in the
coming years as part of our efforts to
reduce our GHG emissions. See also
Climate change: Transition plan.
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Interests and views
of stakeholders

As global retailers, Ahold Delhaize and its
brands 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 value we create 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. Nature and
animals are considered “quiet” stakeholders,
whose needs we take into account in our
policies and actions.

We proactively manage our relationships

to foster open dialogue with, and capture
feedback from, our stakeholders in both formal
and informal ways throughout the year. Also,
as part of our SDD and DMA, we gained
further insight into the diverse perspectives of
our key affected stakeholders on our impacts,
risks and opportunities. These insights help us
identify matters that are financially material and
impactful for sustainability, aligning our strategy
with our goals and societal expectations so we
can add short-, medium- and long-term value.
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 highlights certain expectations
of, the means of engagement with and
examples of what we discuss with our four
most impactful stakeholder groups.

See Impact, risk and opportunity management
and the separate sections on sustainability
material matters for more information on how
we address the outcome of our engagement
with stakeholders and how they interact with
our strategy and business model.
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Customers

Expectations

e Aseamless and easy shopping experience,
enabled by technology

e High-quality products that are healthy,
tasty and affordable

e Empowered customer choice through great
value and easy access to affordable and
healthy food options

How we engage with them

¢ Brands’ customer service in stores, on the
telephone and online

¢ Direct feedback to our brands’ associates,
websites and social media

e Customer surveys, studies and focus groups

e Communications campaigns to support
customers in making local, affordable,
healthy and sustainable food choices

e Customer research, such as what we
performed as part of the DMA

What they tell us

e Customers value products that are made
with respect for people, animals and the
planet, and they share our concerns
about food and plastic waste.

e Customers want convenient online shopping
with pick-up or delivery options.

e Consumers want to have choice and
appreciate when it is easy to find healthier
alternatives to products and when there
is guidance and information available.

Associates

Expectations

® A caring place to work, where there is
opportunity for growth and collaboration,
and a thriving culture

® Balanced remuneration and equal pay
for equal work

® A safe and supportive environment
where everyone is heard and valued

How we engage with them
® Through our AES

® Frequent touchpoints, including performance
review processes, recognition, rewards and
benefits programs, and training

® Virtual town halls, expert sessions and other
meetings and events to facilitate connections

® Associate mental health initiatives

® Sponsorship and support of Business
Resource Groups (BRGs)

® As part of the DMA, but we also engage
with Works Councils on a regular basis

What they tell us

® Associates take pride in working for Ahold
Delhaize and its brands and have access to
support, resources and training to maximize
their growth.

® \Workplace conditions-related topics, such

as working hours, equal treatment and safety,

are important topics for associates.

Shareholders

Expectations

® Delivery of consistent, stable earnings
growth, strong free cash flow, dividends
and share repurchase programs and being
a sustainable food retailer

How we engage with them

® Annual and extraordinary General Meetings
of Shareholders

® Quarterly disclosures on financial
performance briefings and presentations

e |ndividual or group meetings with analysts
and shareholders

® Regular regional roadshows and conferences

® Other meetings, such as our Strategy Day
in May 2024, during which we introduced
our new Growing Together strategy

® Sustainability expert sessions
What they tell us

® Shareholders appreciate the delivery
of consistent, stable earnings growth,
strong free cash flow, dividends and share
repurchase programs.

e Sustainability topics considered important
by shareholders include climate, biodiversity,
and consumer health and nutrition.
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Communities'

Suppliers

Charities and civic organizations

Governments

Expectations

e Building long-term relationships that are
mutually beneficial and cooperation on important
topics, such as health, human rights, product
safety and climate

How we engage with them

e Individual meetings, online communication,
supplier events and via partnerships

¢ As part of the DMA, we engaged with several
key suppliers.

What they tell us

e Suppliers give us input on how our brands can
create healthier and more sustainable products
for customers, reduce food waste and increase
economic, social and environmental value for
communities in the supply chain.

e \We should work together on mitigating the
negative impacts of climate change.

Franchisees and affiliates

Expectations

¢ Being an integral part of the communities our
brands serve and helping addressing broader
societal challenges

How we engage with them

e Partnerships with local community organizations
and charities, either directly or via brand-owned
foundations or sponsorships

What they tell us

e They give us insights into community needs
and how our brands can be stronger partners
in creating healthier communities.

Industry associations

Expectations

¢ Helping resolve global challenges related to climate,
health, human rights and other topics. We consider
NGOs to represent, to a certain extent, the voices
of communities and workers in the value chain.

How we engage with them

e Responding to requests from and reaching out to
NGOs via individual and group meetings as well
as written communication

e Being a founding partner and member of various
sustainability-related networks and institutions

What they tell us

e NGOs make us aware of opportunities to improve our
performance and transparency on a wide range of
topics including human rights and climate change.

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

Schools and research institutes

Expectations

e Respecting regulations and adopting a stakeholder
approach that takes into account society and the
environment

How we engage with them

e Engaging with the European Commission on the
importance of a well-functioning EU internal market
for both the agri-food chain and consumers

e The U.S. brands made commitments in service of
the White House Challenge to End Hunger and Build
Healthy Communities. They accelerated their work to
support nutrition education for children by committing
to invest almost $1 million to reach more than 200,000
children with nutrition messaging in 2024.

What they tell us

e Our views, insights and support are valued and we
can help to create a favorable policy and regulatory
framework for the Company and society.

Expectations

e The opportunity to build a long-term profitable
business, with reliable supply of high-quality
products at competitive prices and insights
to improve their business

How we engage with them

¢ Individual meetings, strategic and commercial
business reviews, training courses and events
on commercial and operational management,
leadership and sustainability

e Simplification and acceleration of store
opening and remodeling process

What they tell us

e They give us input on operating stores,
engaging with local communities and
competing in their markets.
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Expectations

e Commitment by Ahold Delhaize and its brands
to address industry challenges, establish coalitions
of action, drive implementation and work together
to shape operational standards

How we engage with them

e Pre-competitive forums such as Roundtable
on Sustainable Palm Oil and GLOBALG.A.P.

e Industry association memberships, chambers
of commerce and national retail federations such
as the Consumer Goods Forum (CGF), VNO-NCW
(Netherlands), Eurocommerce (EU) and FMI:
The Food Industry Association (U.S.)

What they tell us

e They help us anticipate and understand local,
national and regional public policy developments
and drive change in specific sectors.

Expectations

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

How we engage with them

e Responses to academic surveys, sponsorships,
scholarships and other educational initiatives

What they tell us

e 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.

1. Please note that “communities” in this chapter is not the same as
“Communities”, as included in the Community impacts chapter in
this Annual Report.
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Impact, risk and
opportunity management

The process to identify
and assess material IROs

Our double materiality assessment

Our 2024 materiality assessment is based

on the double materiality principle, considering
both impact materiality and financial materiality
in line with ESRS requirements. Impact
materiality reflects the inside-out perspective:
the actual or potential impacts of Ahold
Delhaize and its brands on people and the
environment over the short, medium and

long term. Financial materiality reflects the
outside-in perspective: the most significant
sustainability-related risks and opportunities
for Ahold Delhaize and its brands over the
short, medium and long term.

The DMA led us to make some changes to
our previously identified material sustainability
matters, including regrouping and renaming
some to align with the ESRS. We have also
identified some new material sustainability
sub-topics.

As explained in the Environmental and Social
Information chapters, Ahold Delhaize is utilizing
the transitional provision related to value chain.
Due to the current varying levels of maturity

of our approach to these topics, and that of

the industry at large, policies, actions and
targets have not yet always been established.
In the coming year, we will look to identify
what steps, if any, can be taken to address
these matters while maintaining alignment

with our overall strategy.

Our material sustainability matters are included
in the overview Our material sustainability
matters below. This table also includes

a link to our strategic priorities.
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The process to determine material
sustainability matters is summarized
in the overview to the right.

Step I: Sustainability due diligence

We kicked off our first SDD process in

2023 and finalized it in early 2024 (see

also Statement on due diligence). SDD is
an on-going practice that responds to and
may trigger changes in our strategy, business
model, activities, business relationships,
operating, sourcing and selling contexts.
The outcome of the first SDD was a list of
salient issues, focused on negative impacts.
This list became the starting point for the
long list of topics in our DMA and was
supplemented by potential positive impacts
and risks in the next steps of the process.

Step 2: Define context and

identify stakeholders

First, we defined Ahold Delhaize’s context and
characteristics, including: a general overview of
Ahold Delhaize and its brands; our value chain
steps covering the upstream, own operations
and downstream business operations and
business relationships; our market position;
and other elements of our strategy. Our value
chain consists of a range of actors, activities
and assets. See Our value chain and Our
value creation model for more information.

We obtained insights into affected
stakeholders’ interests and views through

a robust process of engagement that
included one-on-one interviews and a survey.
These insights are used to ensure alignment
on and inclusion in the long list of topics
considered for materiality.

To read more on our stakeholder engagement
policy and processes, see Interests and views
of stakeholders.
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Double materiality in context

Sustainability
due diligence

For more information,
see page 88.

Continuous
@ stakeholder
T engagement

Double materiality
assessment

. Engage stakeholders
. |dentify sustainability matters
. Define IROs

. Assess impacts, risks
and opportunities

. Prioritize and validate
material matters

. Perform deep dives

For more information,
see page 72.

other information

Strategic implications
for our Growing Together

strategy

For more information,
see page (6.
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Step 3: Identify potentially relevant
sustainability matters

We created a long list of sustainability matters,
also covering entity-specific topics that could
potentially be material for Ahold Delhaize and
its brands. We researched and referenced
insights from international reporting standards,
including ESRS; our previous years’ (single)
materiality assessments; our SDD process;
peer reports; our brand-specific reports;

rating agency reports; risk analyses; and
insights gathered from our engagement with
stakeholders. We also made use of an Al-
based application that provided data-driven
insights through an automated analysis of
data points from publicly available sources

to provide input for topics on the long list.

Step 4: Define impacts, risks

and opportunities

Sustainability matters are defined by the
impacts, risks and opportunities they bring.
Our assessment included the full value chain,
incorporating insights from stakeholders and
topic experts to deepen our understanding,
particularly on issues within the supply chain.

Step 5: Assess impacts, risks

and opportunities

The next step was to quantify and evaluate the
impacts. For negative impacts, we assessed
severity using scale, scope and irremediability,
and for positive impacts, using scale and
scope. We also considered the likelihood

of potential impacts. We used a five-point
scale that standardizes evaluations across
scale, scope, irremediability and likelihood.
Our assessments relied on specific data
where available but, for some upstream and
downstream impacts in the value chain, our
topic experts applied professional judgment
when data was unavailable.
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Alongside the assessment of the impacts,
our subject matter experts also analyzed
and assessed the potential risks and
opportunities, based on qualitative and
quantitative thresholds informed by existing
ERM and SDD thresholds, as well as the
materiality threshold used for the audited
financial statements. The assessment
resulted in a materiality score for each
impact, risk and opportunity. The DMA also
informs our risk management process;

see Risks and opportunities.

Step 6: Prioritize and validate
material matters

After assessing and scoring, by applying
a threshold or cut-off point, we were able
to determine which were material and
non-material.

Thresholds were determined at levels
that ensured the most material matters
were appropriately included for disclosure
and validated by the outcomes of our
stakeholder engagement activities.

This resulted in the short list of material
sustainability matters that were clustered
into our material sustainability matters
and validated by our SLT and ESG
Steering Committee and approved

by the Executive Committee.

Step 7: Perform deep dives

To advance certain topics, further scientific-
based analysis is sometimes considered
necessary. This can be done by following

the four phases of the LEAP approach for
environmental sub-topics and involves delving
deeper into specific environmental topics to
thoroughly understand impacts, dependencies
and risks on a more detailed and science-
based level than the results of our DMA.
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Impact, risk and opportunity management continued

To address this need, we initiated a nature
project, which builds on the LEAP approach
foundations and is supported by scientific data
to help us gain a comprehensive understanding
of our impacts and dependencies. For more
information, see Nature.

Step 8: Strategic implications

The outcome of the DMA informs our strategy,
which aims to create sustainable long-term
value for our stakeholders and will be used

to identify sustainability priorities for the short,
medium and long term.

For both impact and financial materiality,
we have defined short-, medium- and long-
term time horizons in line with the definition
outlined in the ESRS, as explained in the
Basis of preparation.

Each year, we will perform a light review of
our DMA, updating it based on desk research
and inquiry with internal stakeholders to
identify if there are any triggering events.

We aim to perform a thorough DMA every
three to four years, unless a significant

event triggers an earlier reassessment.

Interaction between the DMA
and the ERM process

Our ERM process is undertaken in line with
the principles and best practice provisions of
the Dutch Corporate Governance Code. It is
designed to identify, assess and take action
on risks and opportunities that may impact
the achievement of our strategic, operational,
financial and compliance-related business
objectives and activities including, but not
solely related to, sustainability topics.

other information
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Although the ERM process can identify
principal sustainability-related risks that
correspond with the financial risks of the
DMA, it also identifies principal risks that
are not related to sustainability matters and
are not identified as part of the DMA. In

the ERM process, we identified several
principal risks that interact with our material
sustainability matters. For more information
on our ERM process and principal risks,
see Risks and opportunities.

Limitations

The DMA process may be impacted in

the future when additional sector-specific
standards are adopted. The sustainability
statements may not include every IRO or
additional entity-specific disclosure that each
individual stakeholder (group) may consider
important in its own particular assessment.

Our material sustainability matters

The following table lists the material
sustainability matters we have identified
through our DMA process, along with the
sub-topics that our material sustainability
matters relate to, as well as the IRO underlying
these matters. In addition, this list also links
material sustainability matters with our
strategic priorities and the United Nations
Sustainable Development Goals. For more
on how these IROs interact with our strategy
and business model, see Strategy under
General information.

For more information on these matters,

see the topical sections in the Environmental
and Social information sections of the
Sustainability statements.
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Our material sustainability matters, including the related impacts, risks and opportunities

Impact, risk Impact materiality: Impact materiality: | » Financial materiality: i} Financial materiality:
or opportunity Negative impact Positive impact “ Risk Opportunity
Value chain' e Upstream @ Own operations e Downstream

Time horizon' e Short-term @ Medium-term G Long-term

1. Dark green indicates applicability for the material sustainability matter/impact

Growing Together Main SDG related
strategy Descriptions and definition of material sustainability matter / impact, risk and opportunity IRO Value chain Time horizon to this topic

Environmental: Climate

Healthy Climate change: Understanding and mitigating business impacts on climate change by reducing scope 1, 2 and 3 GHG emissions across the value chain. This includes 135 T 5=
communities our approach to mitigating and adapting to potential physical and transition risks, as well as the identification of potential climate-related opportunities in the transition @ @
& planet to a lower-carbon economy.

Climate change mitigation (CCM) and energy use: Impact on the environment, nature and people through the direct GHG emissions e @ @ @ e @ G

from the own operations (scope 1) of Ahold Delhaize and its brands as well as the indirect GHG emissions from purchased electricity,

heat, cooling and steam (scope 2)

CCM: The impact on the environment, nature and people through scope 3 GHG emissions. Scope 3 GHG emissions include those e @ @ e e @ 0
generated by farmers, producers and suppliers, mainly from activities related to the production of goods that are sold to customers.

CCM - transition risk: Transitioning to a lower-carbon economy may entail extensive policy, legal, technological and market changes, | @ @ @ e @ G
to address mitigation and adaptation requirements. These events can include the introduction of carbon pricing, product composition :
restriction, changes in customer preferences and energy price volatility, which may pose an economic risk to the Company.

Climate change adaptation (CCA) — physical risk: The risk of acute and chronic climate events due to extreme weather events, which | @ @ @ e @ G
can cause damage to own (vulnerable) assets (e.g., own office buildings, stores and warehouses) or to our distribution infrastructure, :
which can result in out-of-stock situations and subsequently store closures or impacts on our brands’ ability to make home deliveries

CCA - physical risk: The risk of acute and chronic climate events due to extreme weather events, which can cause decreases in |
agricultural yields (e.g., yield volatility and yield loss) and commodity scarcity ! e @ @ @ @ O

Environmental: Nature

Healthy Pollution: The pollution of air, soil, water and living organisms and food resources through the emissions of pollutants including nitrates, phosphates, pesticides, non-GHG gumon  Niguw
communities air pollutants and microplastics, which may be harmful to human health and the environment. This occurs during the mining, cultivation, production or transport of products wie | ==
a planet and services sold by Ahold Delhaize and its brands. ®
Pollution of air, soil, water, living organisms and food resources: Impact on air quality, soil, water, living organisms and food resources through Q e @ @ e @ G
the emission of pollutants caused by the sourcing, production and transport of products and services sold by Ahold Delhaize and its brands
Microplastics: Impact on the environment and customers from the products sold and consumed by customers that contain microplastics e e @ @ e @ G
and can have negative effects on the environment and human health. Pollution can also originate in the production and use of microplastics

in health and beauty products and the associated plastic waste that leaks into ecosystems.

Microplastics — transition risk: Regulatory and reputational risks due to new or stricter regulations regarding the use and sale of | e @ @ e @ G
(products containing) microplastics resulting in failure to meet stakeholder expectations. Regulatory requirements could impact product :
assortment, requiring reformulation or discontinuing of products.
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Growing Together Main SDG related
strategy Descriptions and definition of material sustainability matter / impact, risk and opportunity IRO Value chain Time horizon to this topic

Environmental: Nature continued

Healthy Water and marine resources: TN T B
communities Water: Understanding and managing impacts, dependencies and risks linked to freshwater withdrawals and consumption in our upstream value chains. Focused on water e % @
& planet use in cultivation, production and processing of commodities and products sold by Ahold Delhaize and its brands

Marine resources: Understanding and managing impacts, dependencies and risks linked to the harvesting of seafood from both wild catch and aquaculture operations
@ in our upstream value chains

Water consumption and withdrawal: Impact on the local environment and water availability/supply through withdrawal and consumption
of the water associated with producing products sold by Ahold Delhaize brands 6 e @ @ e @ G

Water consumption and withdrawal: Decreasing water availability in production areas could result in higher prices, broader quality |
and availability challenges. 0 @ @ @ 9 @ 0

Reputational risks linked to sourcing water-thirsty crops from water-stressed areas, especially where there is community impact.
Increased regulation and policy relating to water use could result in increased cost of compliance for suppliers.

Extraction and use of marine resources: Impact on marine ecosystems through the extraction and disturbance of marine resources Q e @ @ e @ G
(e.g., sourcing of seafood, bycatch and overfishing) for the production and sale of products by Ahold Delhaize brands

Extraction and use of marine resources: Degradation of marine ecosystems and fish stocks could result in increased prices, reduced |
availability and assortment. 0 @ @ @ e @ G

Increased policies and regulations on sourcing marine products could bring increased costs and liabilities for Ahold Delhaize and its
supply chain. There are also potential reputational risks stemming from the sale of seafood while the marine environment is in decline.

risks. Includes consideration and mitigation of the business’s contribution to relevant material drivers of biodiversity loss, including climate change, pollution, ecosystem

Biodiversity and ecosystems: Understanding and managing the business’s impacts on biodiversity and ecosystems in upstream value chains as well as the related B [ 5. 115 5.
conversion, land degradation and direct exploitation through seafood sourcing @ ®

Land-use change, freshwater-use change and sea-use change: Impact on biodiversity and ecosystems caused by land-use change 17 e
such as deforestation and land conversion, large-scale freshwater-use and sea-use change in the upstream value chain e e @ @ e @ G @
Land-use change, freshwater-use change and sea-use change: The impacts of land-, water- and sea-use change could result in | @ @ @ e @ 0

the reduced availability and quality of raw materials for Ahold Delhaize’s brands, with potential price impacts (physical risk). There are :

also risks to the ongoing development of regulation in this space, which could be costly to comply with and/or reduce land and water

available for food crops, pasture and timber, which could reduce productivity and increase raw material prices (transition risk).
There is a reputational risk of being linked to land-, water- or sea-use change within our upstream value chains.

Climate change: The emission of GHGs that contribute to climate change and exacerbate biodiversity loss and damage to ecosystems.
These effects can include increased temperatures or extreme weather events. 6 e @ e e @ G

Climate change: The impact of climate change on biodiversity and ecosystems could result in the reduced availability and quality of raw | @ @ e e @ o
materials for Ahold Delhaize's brands (physical risk). The transition risk of our brands’ suppliers failing to comply with stricter laws and :

regulations regarding the emission of GHGs and, therefore, losing their ability to supply. There is a reputational risk of being linked to

climate change and its impact on biodiversity and ecosystems.

Impact on the extent and condition of ecosystems: Impact on biodiversity and ecosystems caused by land degradation, as a result
of the sourcing and production of our brands’ products e e @ @ e @ G

Land degradation: Land degradation could lead to challenges relating to the availability and price of raw materials for Ahold Delhaize's | @ @ @ e @ 0
brands (physical risk). In addition, new or stricter laws and regulations on land degradation could create challenges for our suppliers :
(transition risk). There is a reputational risk of being linked to land degradation in the upstream value chain.
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General information continued
Impact, risk and opportunity management continued

Growing Together Main SDG related
strategy Descriptions and definition of material sustainability matter / impact, risk and opportunity IRO Value chain Time horizon to this topic

Environmental: Nature continued

Healthy Pollution: Impact on biodiversity and ecosystems through pollution, for example through plastics, chemical fertilizers, pesticides and nitrogen
communities emissions that harm nature and ecosystems e @ @ @ e @ 0
& planet Pollution: At severe levels, pollution could create challenges for the availability of raw materials for Ahold Delhaize's brands (physical risk). | @ @ @ e @ o
In addition, should we or our suppliers fail to comply with stricter laws and regulations on the pollution of ecosystems, it may create additional
supply challenges (transition risk). Adverse impacts on pollution could also create a reputational risk for Ahold Delhaize, its brands and suppliers.
Direct exploitation: Impact on biodiversity and ecosystems caused by the direct exploitation of species, as a result of the sourcing
and production of our brands’ products, namely through our seafood assortment Q e @ @ @ @ 0
Direct exploitation: Direct exploitation of nature and biodiversity could lead to the reduced availability and increased prices of raw | e @ @ e @ G

materials, most likely within the seafood assortment (physical risk). Linked to this, increased policies and regulations on marine products
could bring increased costs and liabilities for Ahold Delhaize's brands and its supply chain (transition risk). The is also potential
reputational risks stemming from the sale of wild-caught seafood where there are sustainability challenges.

Impacts and dependencies on ecosystem services: Potential impact and dependency on ecosystem services such as pollination,
water availability and healthy soils caused by Ahold Delhaize's activities e @ @ @ e @ G

Impacts and dependencies on ecosystem services: Dependencies on ecosystem services including but not limited to pollination, healthy | @ @ @ e @ o
and productive soils and water availability can create physical risks within our supply chain linked to the price and availability of raw materials.
Impacts on ecosystem services within our value chains could create transition risks linked our reputation, liability and/or regulation.

Impacts and dependencies on ecosystem services: Opportunities around the use of technologies to support the production of products & @ @ @ e @ o
that are not harmful for biodiversity and ecosystems (e.g., precision fermentation to support the transition to plant-based protein)

Animal welfare: Understanding and managing the business’ actual and potential impacts on animal welfare in upstream value chains 17 e
Impact on the well-being of animals through the use of animals for food production, sourced from suppliers and sold by Ahold Delhaize =
: : p o / © 000 000 L=

Environmental: Circularity

Healthy Packaging: Implementing practices to reduce product and transportation packaging and increase reusable, recyclable or compostable packaging material use, where possible, 1 e N 17 e

communities and working with stakeholders to support the transition to a circular economy for packaging (:\’Tj"

& planet Packaging: Impact on the environment through the production, use and disposal of (virgin) plastics, cardboard and other e e @ @ e @ G
(non-)compostable primary and secondary packaging materials used and sold by Ahold Delhaize's brands

Packaging - transition risk: Transition risks relating to regulatory pressures for new or stricter product composition and circularity | @ @ @ @ @ 0

regulations, also impacting supply, as well as the risk of market share loss due to an inability to respond to consumer demands for more
sustainable, circularly designed products and/or product packaging.

supply chain, in distribution and operations as well as in customers’ homes. Our aim is to contribute to a food system that is based upon the principles of the circular economy. o

Waste: We promote the responsible handling of unsold food to reduce food waste and increase the reuse of unsold food and the recycling of food that is wasted along the e
Other waste components offer opportunities to refuse/avoid, reduce, reuse, repair or recycle, in order to reduce the negative environmental impact. co

Food waste: Impact on the environment and food security through the waste of (scarce) food resources (intended for human consumption)
across the value chain G @ @ 9 9 @ 0

Packaging waste: Impact on the environment through waste generated by own operations and customers from the use of primary
and secondary packaging for products used and/or sold by Ahold Delhaize’s brands Q @ @ e e @ G

Ahold Delhaize Annual Report 2024 97



strategic report sustainability statements corporate governance financial statements other information

General information continued
Impact, risk and opportunity management continued

Growing Together Main SDG related
strategy Descriptions and definition of material sustainability matter / impact, risk and opportunity IRO Value chain Time horizon to this topic

Social: Own workforce
Thriving people Working conditions: Ensuring responsible labor practices in our own operations, employee well-being and health promotion, and freedom of association topics g roomun [l 17 e
i | B

@ Adequate wages: Impact on employees by providing an adequate wage e @ @ @ e @ G

Social dialogue: Impact on employees, including provision or allowance of employees' representation, where duly elected or appointed e @ o
by law, in negotiation, consultations or other types of dialogue between representatives of governments, employers, and/or workers' e @ @ @
representatives.

Work-life balance: Opportunities in employee engagement, offering benefits — such as attractive well-being initiatives and a working
environment that respects work-life balance — that may lead to performance improvement w @ @ @ e @ G

Health and safety: Ahold Delhaize and each of its brands recognize and support the right of their associates to work in a healthy and Q @ @ @ e @ G e
safe workplace. Impact on employees' occupational health and safety through protection and safety measures on the work floor that A /\
are inadequate to prevent physical injury

Equal treatment and opportunities for all: Building a diverse and inclusive environment, fostering non-discriminatory workplace practices

ERSHIS
RTHEBAALS

5 ik m
Diversity: Impact on employees by supporting a diverse workforce through new hires and promotions across Ahold Delhaize and all its e @ @ @ e @ 0 @

brands, including but not limited to generations, LGBTQ+, gender, race and ethnicity, disabilities, neurodiversity, religion and nationalities.

Gender equality: Impact on employees as a result of promoting a gender-balanced workforce and striving for pay equity for all associates
across Ahold Delhaize and its brands 9 @ @ @ 9 @ G

Measures against violence and harassment in the workplace: Risk of disruptions in the supply chain and critical interaction with | @ @ @ e @ G
suppliers due to legal or regulatory sanctions, labor unrest, strikes and absenteeism of workers, as well as reputational risk as a result :
of failing to foster a safe working environment that is free of harassment, discrimination and unethical behavior

Social: Labor and human rights in the value chain

Trusted product Working conditions: Respecting the rights of every worker to be treated fairly and with respect and dignity, while ensuring that salient impacts are addressed, g

. including inadequate wages and unhealthy and unsafe working, and where applicable, living conditions &
Adequate wages: Impact on workers in the upstream value chain as a result of engaging with parties that do not pay adequate wages

@ et wag N JOION s X1 L

Health and safety: Impact on workers in the upstream value chain as a result of engaging with parties that do not provide adequate Q e @ @ e @ G
healthy and/or safe working conditions for their employees. Workers in DCs, migrant workers and subcontracted workers (in the
agricultural sector) are at a heightened risk.

Other work-related rights: Respecting the right of every child to be free from labor that deprives them of their childhood, potential and dignity or harms their physical § s
and/or mental development, and respecting the right of every individual to be free from forced labor, slavery and servitude '

Child labor: Impact on children as a result of engaging with parties in the supply chain that violate the human rights of children through e @ @ @ e @ o
child labor. Child labor is work that interferes with compulsory schooling and damages health and personal development.

Forced labor: Impact on workers in the value chain as a result of engaging with parties in the supply chain that violate the human rights G @ @ @ e @ G
of workers through forced labor. Forced labor is defined as all work or service demanded from any person under the threat of a penalty
and for which the person has not offered himself or herself voluntarily.
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General information continued
Impact, risk and opportunity management continued

Growing Together
strategy

Social: Labor and human rights in the value chain continued

Trusted product

Descriptions and definition of material sustainability matter / impact, risk and opportunity IRO Value chain Time horizon

Equal treatment and opportunities for all: Respecting the rights of every worker to a workplace free from discrimination, harassment and violence, and for women
to be treated fairly and equally to men

Gender equality and equal pay for work of equal value: Impact on workers in the upstream value chain through engaging with parties e @ @ @ e @ o
that do not provide equal treatment and opportunities and equal pay for work of equal value for employees based on gender

Measures against violence and harassment in the workplace: Impact on workers in the upstream value chain as a result of engaging G @ @ @ e @ o
with parties that do not provide adequate measures against violence and harassment in the workplace. Harassment involves unwelcome
and, in some cases, unlawful conduct. This includes verbal, written, graphic or physical contact.

Discrimination: Impact on employees of suppliers as a result of engaging with parties that do not provide an inclusive workplace for e e @ @ e @ G
employees and do not respect the rights of every worker to enable a workplace free from discrimination
All sub-topics: Risk of reputational damage and/or operational disruptions in the supply chain and interaction with critical suppliers | @ @ @ e @ 0

due to these suppliers being noncompliant with applicable standards and measures leading to:
— Failures to implement practices to prevent child labor and forced labor and to ensure equality and adequate wages to be paid
— Failures to implement practices for safe work environment or materialization of worker harassment

Main SDG related
to this topic

o BegaiTvORK D
g ECoNMIc GAIVTH
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&

Social: Community impacts

Trusted product

Community impacts, including land rights and access to water: Ensure that salient and material impacts on local and Indigenous communities in the supply chain,
such as land-related impacts and access to water and adequate food, are addressed, including respecting the rights of human rights defenders and Indigenous peoples

Land-related impacts: Impact on (Indigenous) communities of land availability through land grabbing as a result of the increased Q e @ @ e @ G
demand for land necessary to house livestock, grow more crops, or house upstream production facilities. This can be done with or
without free, prior and informed consent of communities and result in (involuntary) physical displacement and relocation of people.

Water and sanitation: Impact on (Indigenous) communities of water availability due to activities in the upstream supply chain that require e @ @ @ e @ o
(excessive) water use from (water-scarce) areas, as well as the effect of effluents/wastewater from upstream supply chain activities on
communities' water use for subsistence farming

Adequate food: Impact on (Indigenous) communities' food security through land grabbing, overexploitation of (natural) resources,
and the use of harmful pesticides/pest control agents by upstream supply chain partners Q e @ @ e @ 0
Litigation and /or reputational risks: Risk of litigation and/or reputational damage due to being linked to (human) rights violations | e @ @ e @ G

of communities in the upstream supply chain through suppliers, as well as operational disruptions due to unrest around communities’
access to water and sanitation

Impacts on human rights defenders, especially those from Indigenous communities: Impact on human rights defenders from Q @ @ @ e @ o
attacks against them. This is particularly related to Indigenous communities, because 40% of human rights defenders' killings occur
in these communities (while Indigenous peoples comprise less than 5% of the world's population).

a0 AT
N8 WELLBEND

e
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General information continued
Impact, risk and opportunity management continued

Growing Together Main SDG related
strategy Descriptions and definition of material sustainability matter / impact, risk and opportunity IRO Value chain Time horizon to this topic

Social: Customers

Healthy Customers’ health and nutrition: Inspire customers and communities to engage in positive habits by offering the right assortment; nudging them toward healthy il 17 e
communities lifestyles; and supporting them through education, inspiration and the use of technology & @
& planet Impact on customers by providing healthy and nutritious products, providing clear information on product nutrition and increasing e @ @ e e @ o
customers’ awareness of health and nutritious impacts
Opportunity to be considered a frontrunner in offering healthy and nutritious products to customers, meeting the increasing (and future) < @ @ a e @ o
customer needs for more healthy, sustainable and nutritious products and tapping into financial incentives by working with government
projects to promote healthy and sustainable food
Healthy Access to affordable, healthy products: We strive to provide customers and communities with access to affordable, high-quality nutritious products by making healthier
communities products affordable and accessible for all.
& planet and
trusted product Access to affordable, healthy products: Positive impact on customers by making healthierand quality products affordable
and accessible forall e @ @ e 9 @ 0
Trusted product Product safety: A “safe product” means any product that, under normal or reasonably foreseeable conditions of use, including the actual duration of use, does not present e
any risk or only the minimum risks compatible with the product’s use. For product safety purposes, we make a distinction between food and non-food. Food is defined as all &
products that are considered as human food and excludes medicine and dietary supplements. Non-food are all products that are not considered as human food, including
medicine, medical devices and dietary supplements.

Health and safety of customers and protection of children: Impact on customers, including vulnerable groups, through the sale 6 @ @ e e @ G
of products that are unsafe and/or illegal and could harm or injure customers, such as products that are contaminated or defective,
intentionally tampered with, or impacted by food fraud in the supply chain

Health and safety of customers and protection of children: The risk of non-compliance with new or stricter product safety regulations | @ @ a e @ 0
and the reputation harm and loss of customers as a result of the sale of unsafe products :
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Environmental information
Performance highlights

other information @ @

As part of our strategic priority healthy communities & planet, and informed by our DMA, we measure and manage our Company’s environmental impacts using three pillars:

climate, nature and circularity. The table below provides an overview of the targets or ambitions and our progress for 2024.

Environmental topics

Measurable targets and ambitions™ %3

Progress

Performance

climate change

Scope | and 2 targets (2018 baseline):
e 2025: > 38% reduction against the 2018 baseline

¢ 2030: 50% reduction against the 2018 baseline

® 2040: Net zero: 90% reduction and 10% removals against the 2018 baseline

Scope 1 and 2 reduction of 36% against the 2018 baseline
was achieved, a 2 percentage-point higher reduction than
in 2023.

Scope 3 targets (2020 SBTi-methodology baseline):

Near term:
2030: Scope 3 targets (2020 baseline, submitted but not yet validated):

e \WWe commit to reduce absolute scope 3 forest, land and agriculture (FLAG) GHG
emissions by 30.3% by 2030 from the 2020 SBTi baseline (for near-term target).

¢ \WWe commit to reduce absolute scope 3 Energy and Industrial (E&l) GHG
emissions by 42.0% by 2030 from the 2020 SBTi baseline (for near-term target).

O] | ®

Our FLAG GHG emissions increased by 9.9% compared
to the 2020 SBTi baseline, while the E&l GHG emissions
increased 0.2% against the 2020 SBTi baseline.

Against our restated 2020 full scope 3 baseline of
60.4 MtCO.e, our full scope 3 footprint increased to
63.6 MtCO,e in 2024,

Long term:
2050: Scope 3 targets (2020 baseline, submitted but not yet validated):

¢ \We commit to reduce absolute scope 3 FLAG GHG emissions by at least 72%
by 2050 from the 2020 SBTi baseline (for long-term target).

¢ \We commit to reduce absolute scope 3 E&I GHG emissions by 90% by 2050
from the 2020 SBTi baseline (for long-term target).

O

Net zero:*
e \We commit to reach net-zero GHG emissions across our value chain by 2050.

Progress key @ Do not achieve @ On track @ Significant progress @ Achieved @ Achieved ahead of schedule Q Area of focus
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Environmental information continued
Performance highlights continued

Environmental topics

Measurable targets and ambitions™ %3

corporate governance financial statements

Progress

other information

©6

Performance

water and marine

e By 2025, we aim to have 100% of own-brand seafood products certified against
an accepted standard, from sources assessed by an accepted third party, or from

@

In 2024, 96.7% of own-brand seafood products were certified
against an accepted standard, from sources assessed by an

resources: accepted Fishery/Aquaculture Improvement Projects (FIPs/AIPS). accepted third party, or from accepted FIRs/AlIPs, compared
seafood to 96.9% in 2023.
biodiversity By 2025, Ahold Delhaize and its brands aim to be 100% deforestation and land

and ecosystems:
critical

conversion free for own-brand products containing coffee, cocoa, palm oil, tea,
soy and wood fiber. We achieve this through:

¢ 100% of own-brand products containing coffee certified against an accepted

In 2024, 97.4% of own-brand products containing coffee

brand and national-brand shell eggs by 2032°.

to 45% in 2023.

e Our U.S. brands have the ambition to sell 100% pork products from group-housed

Reporting to commence in 2025.

commodities standard @ were certified against an acceptable standard, compared
to 97.1% in 2023.
¢ 100% of own-brand products containing cocoa certified against an accepted __@__ In 2024, 96.5% of own-brand products containing over 5%
standard cocoa were certified against an accepted standard compared
to 91.8% in 2023.
¢ 100% of own-brand products containing palm oil certified against an accepted _@ In 2024, 96.4% of own-brand products containing palm oil
standard were certified against an acceptable standard compared
t0 93.7% in 2023.
* 100% of own-brand products containing tea certified against an accepted standard @ In 2024, 99.5% of own-brand products containing tea were
certified against an acceptable standard compared to 99.4%
in 2023.
® 100% of high-risk (South American) soy volume in own-brand supply chains covered @ 100% of high-risk soy volume in own-brand supply chain
by accepted physical certification or credits were covered by accepted physical certification or credits
in both 2024 and 2023’.
¢ 100% of own-brand wood fiber-based products and packaging either certified Q In 2024, 91.6% of own-brand wood fiber-based products
against an accepted standard, classified as low-risk or recycled and packaging were either certified against an acceptable
standard or classified as low-risk or recycled, down 1.8%
from 93.4% in 2023.
animal welfare ¢ All Ahold Delhaize brands have the ambition of being 100% cage free for own- Q 47% of the total shell eggs sold were cage free, compared

swine by 2028%. Our European brands continue to ensure compliance with EU
legislation that limits the use of gestation crates for swine for extended periods.

Progress key @ Do not achieve @ On track @ Significant progress @ Achieved @ Achieved ahead of schedule Q Area of focus
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Environmental information continued
Performance highlights continued

Environmental topics Measurable targets™ %> Progress Performance

In 2024, we achieved a 35% reduction of total food waste
per €1 million of food sales against the 2016 baseline,
the same percentage reduction as reported in 2023.

waste e Our target is >40% reduction of total tonnes of food waste per €1 million
of food sales against our 2016 baseline by 2025.

e By 2030: 50% reduction of total tonnes of food waste per €1 million
of food sales against our 2016 baseline

By 2024, we had reduced our virgin plastic packing by 10.3%
compared to our 2021 baseline, a minimal improvement
compared to last year’s 10.2% decrease against the baseline.

e Our target is to reduce the use of virgin plastic in own-brand primary
product packaging by 5% compared to 2021.

e Our target is to have 25% of our total own-brand primary plastic
packaging weight made from recycled content.

15.7% of own-brand plastic product packaging is made
of recycled content, compared to 14.8% in 2023.

e Our target is for 100% of primary own-brand plastic packaging to
be reusable, recyclable or compostable in practice and at scale.

33% of primary plastic own-brand product packaging is
reusable, recyclable or compostable, compared to 28%
in 2023, a 4.3 percentage-point increase.

0|0 ®O©

Boundaries of the material sustainability matters are included in Our material sustainability matters overview.

See Sustainability notes, as well as individual ESRS disclosures, for more information on the KPIs and performance.

See Sustainability statements for more information on the targets or ambitions per material sustainability matter.

See Definitions and abbreviations for the definition of net zero. We plan to utilize removals to the extent permitted by the SBTi.

Our ambition relating to cage-free shell eggs was revised during December 2024, from the ambition to be 100% cage free by 2025 to 100% by 2032. See Animal welfare for more information.
The ambition for our U.S. brands was revised in December 2024, from the aim to eliminate gestation stalls by 2025 or sooner to the above. See Animal welfare for more information.

Includes credits purchased in the first quarter of the next financial year to offset volumes of the current financial year. See Sustainability notes for more information.

NoorwN =

Progress key @ Do not achieve @ On track @ Significant progress @ Achieved @ Achieved ahead of schedule Q Area of focus
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Environmental information: climate
Climate change

climate

Climate and nature can be seen as two sides of the
same coin. Climate change is a key driver of nature
loss, while the degradation of nature contributes to
climate change and undermines nature’s ability to
regulate emissions and adapt to weather events.

Our climate pillar includes the material sustainability
matter climate change, which covers both our impact
on climate change (mainly due to GHG emissions),
including the impact on nature, and the impact of
climate change on our organization (mainly physical
and transition risks). In the Nature section of this
report, we will focus on drivers of nature loss other
than climate change.

climate change

Ahold Delhaize Annual Report 2024

climate
change

Definition: Understanding and
mitigating business impacts on climate
change by reducing scope 1, 2 and 3
GHG emissions across the value chain.
This includes our approach to mitigating
and adapting to climate-related risks
and the implications for our business,
including physical and transition risks,
as well as the identification of climate-
related opportunities in the transition

to a low-carbon economy.

The climate change material matter
includes two sub-topics: climate
change mitigation and energy

and climate adaptation.

Governance
See General information: Governance in the

sustainability statements for more information
on the governance of sustainability.

Our approach to climate change is rolled

out globally, with our brand leadership teams
responsible for implementing actions within
the brands. Every brand has dedicated teams
working to reduce its climate impact from own
operations and the value chain. These teams
consist of associates from departments such
as Store Development and Store Maintenance,
as well as sourcing managers.

Because decarbonizing our business is such

a high priority, we linked the achievement of
our scope 1 and 2 GHG-emissions reduction
targets to remuneration under our long-term,
share-based incentive plan. In 2024, we further
strengthened the connection between executive
compensation and sustainability by updating
our annual cash incentive plan to include, in

the performance measures, having a detailed
and approved scope 3 plan. We continue to
keep our sustainability targets, ambitions and
objectives, and their interrelation, including our
GHG-emissions reduction targets, under review
to ensure alignment with our overall strategy.

For more details on the integration of
sustainability-related performance in incentive
plans, see Remuneration Policy for the
Management Board.
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Environmental information: climate continued

Climate change continued

Strategy

As food retailers, we are aware of how climate
change is impacting the way food is grown and
will change our business, both now and in the
years to come — from how and where products
are sourced to what our brands’ stores look
like and how we heat or cool them.

A healthy planet is a key component of our
Healthy communities & planet strategic priority,
and our approach to addressing climate change
in our Company focuses on both the impact of
climate change on our business and how our
business activities impact the climate. We aim
to reduce our impact on the climate through our
commitment to reach net-zero GHG emissions
across our own operations by 2040 (scope 1
and 2) and become a net-zero business across
the entire value chain, products and services
no later than 2050 (scope 3).

For more information on our strategy and
how it is linked to the material sustainability
matters we have identified, see Our material
sustainability matters section.

Transition plan
Our impact and overall approach

Through our activities, we are producing direct
and indirect GHG emissions. This means we
are impacting climate change in different ways.
Examples range from the fossil fuels burned for
heating and during transportation, the electricity
consumed throughout our facilities or the
refrigerants we use for cooling the products in
our stores, to the way the products we source
are produced, their usage by our brands’
customers or how the waste is treated.

Of our total carbon footprint, refrigerants,
electricity, heating and transport form our
scope 1 and 2 footprint. The remaining
emissions categories form our scope 3
footprint, representing around 96% of our
total direct and indirect carbon footprint in
2024. See also Sustainability notes for a
further breakdown of our GHG emissions.

To support our aim of becoming a net-zero
business, we have set science-based emissions
reduction targets for our own operations (scope
1 and 2) as well as our entire value chain (scope
3) (pending SBTi validation) with the objective
of limiting global warming to 1.5 degrees
Celsius in line with the Paris agreement.

We leveraged a 1.5 degree-aligned pathway

Our total carbon footprint

corporate governance financial statements

other information @ @

The funding required to implement the actions
outlined in our transition plan for our brands’
own operations (scope 1 and 2) is integrated
into our financial planning for the strategic
period through 2028. This ensures that our
financial resources are allocated effectively

to support our sustainability goals, reinforcing
our commitment to a healthy planet.

There are locked-in emissions associated
with the capital goods we procure, for example,
refrigerant systems. These emissions are
factored into our scope 1 and 2 transition
plans. In addition, we have scope 3 locked-in
emissions that are calculated in category 11 —
use of sold products, which relate to electrical
goods. We recognize the lifetime emissions
of the electrical goods that we sell in our GHG
inventory. We aim to reduce the emissions
intensity of the goods we sell, and electrical
goods are a component of this strategy.

The majority of emissions in category 11

for electrical products occur within the
Netherlands, in which the planned
decarbonization of the grid is aligned to the
achievement of our scope 3 reduction targets.

ESRS E1 requires companies to disclose
whether they are excluded from the EU

to determine the levers and contributions for 2023 el ;

Climate change and the degradation of nature each scope and did not consider any other 2024 restated Patﬁst;]a“gneld b_enchr.?ar.ks,tlntagqortiangl-:f t
are global threats to the health of the planet scenarios in the development. Scope 1 and 2' (MtCOge) 258 265 Wihthe exciusion criteria stated in the Llimate
and people’s lives and livelihoods. @ Refrigerants’ 18%  21%  benchmark Standards Regulation’. This

‘ . Our transition plan is embedded in and aligned Elootricitv. heafing and cooind? % 1% regulation requires administrators of EU
Arange of issues — such as energy production,  with our overall business strategy, as one of y'2 9 9 2 : o" Paris-aligned benchmarks to exclude from
deforestation, burning of fossil fuels, agriculture  our strategic priorities is healthy communities Transport 04%  04% those benchmarks the companies that derive
and waste — contribute to the climate crisis & planet. To achieve a healthy planet, we are Scope 3 (MtCO,e) 63.56  61.36 revenues over specified thresholds from
and to the health and resilience of the planet, committed to lowering our GHG emissions, @ Purchased goods and services” ~ 80.4%  79.9% certain activities (e.g., coal-, oil- or natural
which underpins the well-being of everyone both in our brands’ own operations and @ Use of sold products® 5.0% 5.5% gas-related activities, or high-GHG-intensity
who inhabits it. throughout our value chain. @ Other scope 3° 10.7%  10.4% electricity generation) and the companies

Total GHG emissions' (MtCOje) 66.14  64.01 found or estimated to significantly harm one

or more of the EU Taxonomy environmental
objectives. Ahold Delhaize does not meet
any of the exclusion criteria and, therefore,
is not excluded from the EU Paris-aligned
benchmarks.

1. Includes market-based scope 2 GHG emissions
2. Calculated as percentage of total GHG emissions

1. Climate Benchmark Standards Regulation

Ahold Delhaize Annual Report 2024 106


https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32020R1818

Strqtegic report SUltdiﬂdbmtv statements

Environmental information: climate continued
Climate change continued

I
Scope 3 (upstream) Scope 3 (upstream) | Scope 3 (upstream) and scope | and 2 Scope | and 2 (own operations) Scope 3 (downstream)
I

NV aVaVala

EEEEE
I:I

other information @ @

warehouse i customer

production

materials and transport and distribution experience
Own operations (scope | and 2) GHG planned emissions reduction Key levers
Our first goal is to reduce emissions from our Scope | and £ (in MtCOxe) To address the emissions in our brands’
local brands’ operations. This is a relatively operations, we have identified four key levers
smaller part of the emissions in our total value that will contribute the most in helping us
chain, but these are the emissions over which 100% 100% reach our medium-term targtoat of 2.0 MtCOze
we have direct control and can have the biggest N N emissions reduction, or a 50% reduction
direct impact. In 2024, we focused on estimating = = against the 2018 baseline of 4.0 MtCOxe,
potential emissions reduction in our own and our Long-term target of tgecomlng net
operations from each lever we have identified, 90% zero (90% reduction and 10% removals)
and further worked to estimate the resources 25 by 2040, also against our 2018 baseline.
necessary to implement our mitigation actions. 20 Reduction %
The primary sources of our scope 1 and 2 CO.e versus 2018 baseline
emissions are refrigerant leakage, electricity 50% - 2025 2030 2040
cqnsumptlpn, heating an_d transport:_atlon, . . > 38% 50% > 90%
with electricity consumption and refrigeration
representing approximately 80% of total 0.4 For more details on our scope 1 and 2 targets,
scope 1 and 2 emissions. see How we measure our performance.
The actions we take to reduce emissions from
2018 2025 2030 2035 2040 refrigerants, transportation and on-site heating
GHG planned emissions @ % reduction vs. baseline A % zero-emissions electricity directly influence our scope 1 emissions, while

the transition to zero-emissions electricity and

improving energy efficiency will reduce our scope
2 emissions. Electrifying our fleet and heating will
also impact electricity use and, therefore, scope 2
emissions. However, as we increase the share of
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zero-emissions electricity over time, the additional
impact on scope 2 emissions will also reduce
over time, eventually reaching zero. For Ahold
Delhaize, zero-emissions electricity includes
electricity from renewable sources and electricity
from nuclear sources.

Transition to zero-emissions energy

In 2024, approximately 34% of our scope 1
and 2 emissions were caused by electricity
consumption. Our total electricity consumption
is forecasted to further increase due to the
electrification of our transportation and heating
systems, among other factors. We plan to
reduce electricity emissions to zero by 2035.

We plan to achieve part of this by generating
our own electricity through solar panels installed
in both the U.S. and Europe. In 2024, we
increased the electricity generated on-site
through solar panels and used on-site by 9%
compared to 2023. By 2035, we plan to source
nearly all electricity, other than own-generated
electricity, through virtual and direct PPAs in
Europe, while in the U.S., a combination of PPAs,
bundled supply contracts, unbundled renewable
energy certificates (RECs) and nuclear energy
purchases will be used, depending on the
electric market rules. In 2024, we used 49%
zero-emissions electricity.

We actively invest in renewable energy
initiatives. Our solar projects include widespread
photovoltaic installations. In Europe, we signed
our first pan-European PPA, which is expected
to start generating renewable energy in 2026.

Transition to low-GWP and natural refrigerants
Nearly half (46%) of our total scope 1 and 2
emissions come from our 2024 mix of refrigerant
types and associated leakage. Our brands are
aiming to reduce refrigerant emissions by
executing local climate plans.

In order to achieve our net-zero plan, we need to
replace or retrofit our refrigeration systems with
low-climate-impact alternatives that can use
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natural or low-GWP refrigerants, minimize
leakage and consume less energy. We aim to
transition, year by year, to natural and low-GWP
refrigerants. Natural refrigerants have significantly
lower climate impact than chemical refrigerants
and are more energy efficient.

Our U.S. businesses are planning to convert
equipment for compatibility with low-GWP or
natural refrigerants. By 2040, we aim to replace
around 1,200 systems with low-GWP systems
and fully convert approximately 2,800 systems to
natural refrigerant systems. Refrigerant emissions
are among the hardest to abate, because
addressing them often requires replacing entire
refrigeration systems. As such, they make up

the largest part of the residual emissions for

our U.S. businesses.

For our European brands, the current plan is

to only convert systems to natural refrigerants.
Of the total refrigerant systems, 40% are already
using CO;, refrigerants. By 2040, we intend

to convert over 1,500 systems to natural
refrigerants, representing more than 50%

of the total refrigerant systems.

Transition from fossil fuels in heating

and transportation

Our fossil fuel-related emissions come mainly
from two sources: transport and heating.
Transport by our own fleet includes distribution,

to both stores and customers, and personnel
cars. These activities account for 10% of our

total scope 1 and 2 emissions. Our long-term
vision is to achieve 100% fossil-fuel-free transport
in both Europe and the U.S. by 2040.

This will require us to replace over 5,000
vehicles in the U.S. and over 4,000 in Europe
with clean alternatives, such as electric or
hydrogen vehicles.

Technological maturity plays an important role
in how fast we can transition to cleaner energy
sources. In the U.S., we face challenges in
electrifying our fleets and equipment, especially

for long-haul vehicles and charging infrastructure.
The increased demand for electricity may

also result in grid congestion, because the
infrastructure is not ready, which could lead to
disruptions in operations. Therefore, we continue
to explore other options, such as hydrogen.
Likewise, we will need to evaluate the viability

of electrifying our fleets in Europe on a country-
by-country basis.

Natural gas and propane used for heating
comprise 9% of our scope 1 and 2 emissions
today. Our aim is to gradually electrify our heating
systems to eliminate fossil fuel use in both the
U.S. and Europe by 2040. Our plans to transition
stores from fossil fuels are subject to change, and
there are currently no plans to transition certain
stores away from district heating systems or to
implement electrified heating in select northern
U.S. locations, where severe winter conditions
may limit its effectiveness.

Increase energy efficiency

Reduction of electricity consumption is the most
direct way to reduce energy-related emissions.
While Ahold Delhaize’s total electricity
consumption is set to increase as a result of
overall decarbonization measures, energy
efficiency remains a key lever in reducing
environmental impact.

We are installing energy-efficient equipment,
such as LED lights, doors on cabinets, heat
recuperation, heat pumps, new refrigeration
systems, improved insulation and new passive
doors on freezers. Taking measures like these
when remodeling is enabling our brands to
create energy-efficient stores.

Scope | and 2 road to decarbonization
The farther in the future our plans are set to be
executed, the less certain is the feasibility and
achievability of our actions on key levers, as well
as the costs of these actions. For actions
scheduled to be executed from 2025 to 2028,
we have built the plans from the brand level up

other information
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and included the estimated CapEx necessary to
execute them in our long-range plans. We have
estimated the feasibility and reduction potential
with a reasonable level of reliability, but the actual
outcomes can still differ.

For the period 2029 to 2040, our plans are more
high level and include more assumptions. As

a result, we have a higher level of uncertainty
around whether our estimated outcomes are
achievable and the reductions will materialize
as estimated.

Our current expectations are that, based upon the
identified action plans and the progress we are
making, we are on a positive trajectory to meet
our targets of 50% reduction by 2030, subject to
our estimates and assumptions as set out below.

For the period 2030 to 2040, we will continue to
make our high-level plans more concrete, taking
into account available and developing technology
and insights. We have made a lot of progress
identifying the high-level plans and actions, and
we now have a better view of what our road to
net zero until 2040 looks like.

However, the high level of uncertainty, due to

the longer-term nature of the actions, changing
regulations and reliance on technology and
infrastructure that is sometimes not yet fully
operational or proven in practice, still leads

to significant uncertainty and causes us to be
dependent on various assumptions to provide
more detail (see Assumptions and estimates used
in calculations below).

To reach net zero in 2040, we will offset our
residual emissions by sourcing carbon removal
credits. Our current projection is that we will
reduce 90% of scope 1 and 2 emissions and
offset the remaining 10%. Based on our transition
plan, we expect that our residual emissions will
come from low-GWP refrigerants and fossil fuels
for heating and transportation. For more details
on our carbon removals, see section GHG
removals and carbon credits below.
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Scope | and 2 road to decarbonization: Expected reduction plan for scope | and 2 GHG emissions
based upon our current best estimate for the period 2024 to 2040

(in MtCOge)
: I
3,000
36% reduction
50% reduction
2,000
1,000
net zero
|
0
-1,000
2018 2024 2030 2040
@ Transport @ Heating @ Electricity Refrigerants Carbon removals
Achieved reduction
in MtCO.e (2024) 2030 2040
Total GHG emissions 2.6 2.0 0.4
Refrigerant replacement and conversion (0.4) (0.2) (0.7)
Electricity: Reach 100% zero-emissions electricity (1.0) (0.3) (0.6)
Heating switch to fossil fuel-free heating — — (0.2)

Transport switch to fossil fuel-free vehicles

(0.1
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Assumptions and estimates used in calculations
QOur ability to achieve our GHG emissions
reduction targets for scope 1 and 2 with

the actions above is based on the following
assumptions:

e Our European brands will use only natural
refrigerants to replace the current refrigerant
systems, while in the U.S., our brands
will also use low-GWP refrigerants in
the first years.

The feasibility of the transition away
from fossil fuels for our transportation
is dependent on resolving challenges
in infrastructure readiness.

We are making the assumption that both
regions will generate own energy by installing
solar panels. Total electricity consumption

is expected to increase due to the
electrification of transport and heating.

100% zero-emissions energy can be
acquired at close to parity with grid power.

When determining the costs of abatement
and reduction initiatives, we used current
costs and we included costs associated with
our leased assets (i.e., we did not assume
cost reduction that may take place when
technology scales and matures).

other information
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Investments and funding supporting the
implementation of our transition plan
The implementation of our transition plan

to achieve net-zero emissions will require
significant investments in clean, low-emissions
and zero-emissions technologies. These
investments are covered in our Growing
Together strategy, which includes a gross cash
capital expenditure cadence of 3% of net sales.
We have allocated the necessary financial
resources to support our transition plan over the
strategic period (until 2028), as this is the time
horizon for financial planning and allocation.

In our investment plans, we do not differentiate
between regular replacement CapEx and
incremental CapEx that directly contributes

to our scope 1 and 2 reduction program.

As a consequence, we do not disclose the
monetary amounts related to the incremental
investments to reduce our scope 1 and scope
2 emissions. It is also important to note that
the further we project into the future, the more
uncertain these costs become. Factors such as
advancements in technology could potentially
reduce costs, while high demand might drive
them up. In addition, the plans themselves
are subject to change as new information

and technologies emerge.

At the end of each year, we review our total
CapEx spend to determine the portion that

is eligible and aligned with the EU Taxonomy.
While we anticipate that the CapEx spend
eligible for the EU Taxonomy will increase

in future years, driven by the increase in

total CapEx spend for the transition plan,
alignment is more difficult to predict, as not
all investments will meet the EU Taxonomy
alignment criteria. For instance, some
investments in vehicles may not fully comply
with the DNSH noise regulations, even though
they help us in lowering GHG emissions.
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In 2024, we spent:

e €896 million on EU Taxonomy-eligible
but not aligned CapEx

e €118 million on EU Taxonomy-eligible
and aligned CapEx

Of the EU Taxonomy-eligible and aligned
CapEx, approximately €37 million is related

to the actions mentioned in this transition plan,
including refrigerants replacement, investments
in fossil fuel-free transport and heating, solar
panels and energy efficiency measures.

See EU Taxonomy for more information.

In 2024, Ahold Delhaize issued a new Green
Financing Instrument in the form of a Green
Bond for a total notional amount of €500 million.
Part of the proceeds of the Green Bond are
used to invest in the actions mentioned in

this transition plan. The framework used to
determine which investments can be considered
green is broader than the EU Taxonomy, while
being in line with the ICMA (International Capital
Markets Association) guidelines and signed off
by second-party opinion provider Sustainalytics.
Therefore, we expect a larger portion of the total
transition plan CapEx spend to align with our
Green Finance Framework. Similar to the EU
Taxonomy, we report the total CapEx spend that
can be considered sustainable according to our
Green Bond framework each year. This amount
is also expected to increase over the years

as we continue to invest more funds in our
transition plan.

In 2024, we spent approximately €300 million
on Green Bond CapEXx, of which around €210
million is related to the actions mentioned in
this transition plan.
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This number is lower than the total Green
Bond spend because investments in new
buildings and investments such as bottle and
can collectors and route optimization software,
which are part of total Green Bond, are

not linked to the transition plan.

Each year, we will track our progress by
comparing actual emissions reductions against
the expected emissions reduction in the
transition plan and evaluating our actual
investments against the planned investments.

The investments related to the transition plan
consist of additions to the property, plant and
equipment and right-of-use assets. See also
EU Taxonomy note for a reconciliation of the
additions included in the financial statements
(Note 11, Note 12, Note 13 and Note 14 to the
consolidated financial statements) to the total
CapEx under the EU Taxonomy.

The operating expenses related to the
transition plan measures consist mainly of
costs related to electricity purchased, diesel/
gasoline for transportation and fuels used for
heating and cooling. These are fully integrated
into the daily operations and are recorded as
part of other operating expenses; see Note 8
to the consolidated financial statements.

Value chain (scope 3)

The vast majority of our GHG emissions are
scope 3, which are indirect emissions that take
place across our value chain — for example,
emissions generated through the production
and manufacturing of the products we sell and
the use of those products. Our value chain
consists of thousands of suppliers, producers
and farmers who supply hundreds of thousands
of products that are sold to millions of customers
across the U.S. and Europe each day.

Our scope 3 emissions are driven by
purchased goods and services, use of sold
products and other categories (e.g., business
travel). The category “purchased goods and
services” represented 80% of our total carbon
footprint (scope 1, 2 and 3) or 84% of our
scope 3 emissions in 2024.

For more details on our scope 3 targets,
see How we measure our performance.

Challenges

With the vast majority of our value chain
emissions falling outside of our direct control,
to achieve our targets, we will need to promote
societal change and collaborate across the
industry; we cannot achieve our scope 3
targets without working closely with our brands’
suppliers and customers. For this reason,
playing a part in wider society and cooperating
across our brands’ value chains are integral
parts of our plan.

Supplier action

Our ability to drive scope 3 emissions reduction
depends on the efforts of our suppliers and
customers. The size and diversity of our supplier
network presents challenges as we seek to
influence, scale and track decarbonization
practices. In some of our local brands’ operating
regions, industry bodies are not pursuing climate
action until 2030; this inaction will create barriers
to value chain decarbonization. Our local brands
are encouraging suppliers to set science-based
climate targets and engaging with them on
specific decarbonization measures.

Customer action

Addressing the behavior-action gap is
complex, as it requires a multi-layered
approach and there are many individual and
societal factors at play that are not within our
direct circle of influence. Our brands’ 150 years
of experience in engaging, inviting, nudging
and encouraging consumers will help them
facilitate this required change in behavior.

other information
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Key levers

To reduce GHG emissions within our supply
chain, we have identified the following key
priorities: engaging with our brands’ suppliers
and farmers, providing an assortment with

a lower carbon footprint, and encouraging
customers to choose lower-emission products.

Engaging suppliers in setting science-based
targets and implementing sustainable practices
Our brands encourage suppliers to set
emissions reduction targets in line with the
latest science. These commitments will
accelerate improvements in livestock farming,
raw material sourcing, processing, transport,
packaging, deforestation and food waste
reduction and could help address the majority
of our scope 3 emissions by 2030.

As of January 2025, 61 of Ahold Delhaize’s
top 100 suppliers have either set science-
based targets or are committed to doing

so (SBTi Companies Taking Action).

Actions being taken by suppliers include:

Livestock farming: GHG emissions from
livestock can be reduced by focusing on
enteric fermentation and manure management.
This involves strategies such as improving
animal feed formulas, using feed additives
(including bovaer and red algae) to reduce
methane emissions, harnessing biogas from
liquid manure, and adjusting manure pH

with sulfuric acid.

Processing: Encouraging suppliers to optimize
their production processes through energy
efficiency, new machines or switching to
renewable energy sources.

1o
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Food loss and waste: We seek to combat food
loss and waste throughout the value chain
across all product categories. This includes
losses in agriculture, such as those due to
machine failure; post-harvest losses, including
from quality defects; losses during processing;
and operational waste within our brands’
stores. We tackle food waste through various
approaches, including maximizing product
utilization, for example, through upcycling;
refining product management, such as through
enhanced demand planning; and enhancing
product distribution, including through
decreased transit times or optimized routes.
See also Waste.

Deforestation-free supply chain: By 2025,
Ahold Delhaize and its brands have the
ambition to be 100% deforestation and

land conversion free for own-brand products
containing coffee, cocoa, palm oil, tea,

soy and wood fiber. See also Biodiversity

and ecosystems.

Agricultural practices: Most of our products
are agriculture based. Agriculture can have
net positive or negative emissions, depending
on the underlying practices used. Ahold
Delhaize brands seek to engage with suppliers
and farmers to reduce or sequester emissions
by incentivizing sustainable change through
longer-term contracts with concrete
environmental requirements and through
co-investments on farms. Activities under this
lever include optimizing the use of fertilizers
and pesticides; using regenerative agricultural
methods, such as no-till farming and cover
cropping; and taking measures related to
agroforestry, afforestation and reforestation.
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Low-carbon footprint products

Assortment of products: In collaboration

with suppliers, our brands seek to reduce the
carbon footprint of their local assortments. Our
local brands remain committed to empowering
customers to make environmentally conscious
choices. This strategy varies across our
different brands and can include promoting a
health-focused and reduced-GHG-emissions
product lineup, investing in product
development, and transitioning from high-
emission protein sources, such as red meat,
to lower-emission sources, such as white
meat or plant-based alternatives.

In Europe, the transition to plant-based
proteins is one way we are working toward
offering products with a lower carbon footprint.
Our European brands agreed to a regional
target of at least 50% plant-based sales by
2030. At the same time, this action also
reinforces our dedication to a healthier and
more sustainable food system and inspires our
brands’ customers to make healthier choices.
See also Customers’ health and nutrition and
access to healthy affordable products.

Customer engagement

Proactively engaging with customers
(unquantified impact): Our local brands
encourage customers to shift toward lower-
emission products. They continue to help
customers understand the impact of their
buying decisions and make choices that fit
their needs, their tastes and their values.

They do this by stimulating and rewarding
sustainable choices through loyalty programs
and discounts, increasing product transparency
through navigation systems and product
labelling, improving assortments and products
with more vegan and vegetarian choices, and
increasing customers’ knowledge of healthy
lifestyles by giving them access to free
dietitians and knowledge platforms.

Recognizing the challenges of behavior
change, we focus on addressing the barriers
customers have identified, facilitating easier,
informed choices through accessible
information, inspiration and incentives.

We are committed to continuously improving
our brands’ product offerings, ensuring that
affordable, healthy and sustainable options
remain accessible.

Scope 3 road to decarbonization
Category 1 — Purchased goods and services
is the largest scope 3 category. Therefore,
when we started working on concrete plans
for reducing scope 3 emissions, we prioritized
this category. We identified six levers, plus

an “other” category to be quantified.

Due to the high level of uncertainty around
data accuracy and availability, we only report
on the estimated reduction potential by 2030
and not up to our long-term and net-zero target
date of 2050. Achieving our long-term revised
scope 3 emissions targets and our net-zero
target will require intense cooperation across
the value chain.

We considered two scenarios in our analysis.
The theoretical reduction potential of the
levers remained the same across the
scenarios; however, in the lower boundary,

we assumed moderate achievability, while, in
the upper boundary, we assumed accelerated
achievability. We analyzed these two scenarios
to understand what the outcomes may be with
limited engagement and what would be
possible with accelerated engagement.

other information
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When we assessed the potential to achieve
our targets, we took into consideration an
assumption on annual growth rate. We
anticipate shifts in customer preferences and
demand as well as impacts from regulatory
factors as we transition to a lower-carbon
economy. As part of our transition plan, we
aim to help customers choose lower-carbon
products. See IRO management for further
analysis on transition risks and opportunities.

Ahold Delhaize and its brands are currently
working to build knowledge and create a
broader level of commitment to science-based
targets within our supply chain. In addition,
we work in partnership with other players in
our supply chain to understand the initiatives
and levers that they are actioning to
decarbonize, linking the GHG emission
reduction quantification of the actions to
monitor progress toward our collective

GHG emissions reduction targets.

Based on the quantification of the levers,
we believe that they have a cumulative
estimated reduction potential of between
8.8 (lower boundary) and 27.6 MtCO.e
(upper boundary) by 2030.
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Cumulative estimated reduction potential of scope 3 decarbonization levers by 2030

(in MtCOye)

4.6
43 4.4 4.4
3.9
3.3
2.8
1.7 1.6
1.3 1.5
11 1.0
0.5

Livestock Processing Food loss and Deforestation- Agricultural  Assortment of Other
farming waste free supply practices products
chain

Lower boundary . Upper boundary

Our 2020 scope 3 emissions baseline (using
SBTi methodology) amounts to 23.7 MtCO,e
for E&lI GHG emissions and 16.8 MtCO.e for
FLAG GHG emissions. To reach our 2030
revised scope 3 emissions targets, we need
to reduce 10.0 MtCO,e of E&l GHG emissions
and 5.1 MtCO.e of FLAG GHG emissions,
totaling 15.1 MtCO.e". The lower boundary
would, therefore, not achieve sufficient
reductions for us to meet our 2030 scope 3
targets, while the upper boundary suggests
that with accelerated actions, our revised
scope 3 emissions targets can be achieved.
1. See table Overview of the calculation of our SBTi-methodology

baseline for scope 3 in the Sustainability notes for more detail.
Scope 3 emissions is a rapidly evolving and
critical topic, requiring significant innovation
around financing, technology and accounting.
While more work will be needed to enhance
our scope 3 roadmap across our global supply
chain, we are committed to continuing to
stimulate progress and take action.
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In 2024, we continued to refine how we work
with suppliers on scope 3 emission reduction
and through which levers. We calculated the
estimated reduction potential in 2022 and this
remains a preliminary view that we use to
guide focus on GHG-emission reductions.

The top six levers remain our primary levers
for action. In 2025, we will continue building
our potential to realize emission reductions.

Due to our reliance on supplier action to realize
scope 3 emission reduction, it is challenging

to estimate the total OpEx and CapEx we will
require for the transition, and therefore, we are
not reporting a total cost estimate this year. We
continue to work with our brands and suppliers
to understand the overall costs of the transition
and embed these costs in our strategy.

Assumptions used in scope 3 emission
reduction calculations

Our ability to achieve our GHG emissions
reduction targets with the actions above
is based on the following assumptions:

¢ To a large extent, achieving our scope
3 targets will require specific actions by
suppliers and farmers, to be driven by
the suppliers and farmers independently.

¢ |n order to enable cost-based prioritization
across the Group, we will need further
analyses to increase our confidence in
our estimates of investment costs and the
financial upside related to cost efficiency
improvement or new value streams.
These analyses might result in changes
in how we prioritize activities and,
therefore, reduce emissions over time.

The reduction potential of some of the
levers is driven by uncertain consumer
behavior — for example, slow adoption

of less carbon-intensive meat. Reduction
potential is also limited or uncertain due
to a lack of available solutions, high
upfront costs and the upskilling required.

We expect that new technology and
enhancements to existing technology
over the coming years will create new
opportunities for reducing emissions
and achieving our net-zero targets.

Material IROs and interaction

with strategy and business model

Ahold Delhaize recognizes climate and nature-
related risk as a principal risk that may impact
our business — in varying degrees — in the
short, medium and long term. See Risk and
opportunities for more information on our
principal risks.
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Climate risks can be thought of in two
categories: physical risks and transition risks.

Ahold Delhaize faces potential physical

risks from event-driven (acute) or longer-term
(chronic) shifts in climate patterns that may
pose financial implications for our business.
Impacts may vary depending on the interactions
between hazards (triggered by climate trend

or event), vulnerability (susceptibility to harm)
and exposure (people, assets or ecosystems
potentially impacted) (Intergovernmental

Panel on Climate Change (IPCC), 2014).

Changing consumer preferences and future
policy and regulation associated with the shift
to a low-carbon economy present transition
risks but also opportunities for our business.
Depending on the nature, speed and focus

of the changes related to the transition, the
impact of financial, operational and reputational
risks or opportunities for our business will vary.

Ahold Delhaize’s business strategy provides
a degree of resilience to some of these risks.
For example, our diversified supply chain
approach provides some resilience to the
physical impacts of climate change on
particular areas; and our large physical store
footprint, widespread reach, continuity plans
and multi-channel business provide some
resilience to potential local flooding and
hurricane hotspots. Our emission reduction
commitments and the diversification of our
product base to include a range of plant-
based alternatives also helps to increase our
business resilience as consumer preferences
for lower-carbon products evolve.

For a definition of climate-related physical and
transition risks, see Note 2 to the consolidated
financial statements. For further details on our
identification of physical and transition risks,
as well as the scope of the assessment and
outcomes, see Climate-related risks. See our
2023 CDP response for further detail on how
we are responding to climate impacts.
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IRO management

Process to identify and assess
material climate change
mitigation and adaptation-
related IROs

See Our material sustainability matters for

an overview of the sub-topics linked to climate
change as well as the climate-related impacts

and risks we have identified and assessed
as material through our DMA process.

The impacts and risks identified during
the DMA are the negative impacts on the
environment due to scope 1, 2 and 3 GHG
emissions (in the entire value chain) as
well as physical risks in own operations
and transition risks in own operations

and upstream value chain.

Climate-related risks

Climate-related scenario analysis

In 2021, we identified six key climate-related
physical and transition risks that have formed
the basis of our climate risk reporting ever
since. In 2023, we implemented a climate
risk assessment tool that facilitates scenario
analysis to better understand how our
business may be exposed to some of

these climate risks. We focused on physical
risk analysis in 2023 and expanded the
analysis to also include some transition
risks in 2024.
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The tool models the evolution of potential
climate risks and opportunities across five
future warming scenarios derived from the
IPCC’s Shared Socioeconomic Pathways
(SSPs). Each SSP considers variables

in development and economic growth,
geopolitics, equality and other socioeconomic
conditions to simulate different temperature
outcomes by the end of the century (2100).

While all five SSP scenarios are included in
the tool, our disclosure focuses on a more than
4°C No Policy (SSP5-8.5) scenario with the
greatest potential physical impacts and a
1.5°C Paris Ambition (SSP1-1.9) scenario
which is aligned with global climate-related
policy efforts and presents the greatest
potential transition impacts.

Scope of scenario analysis

The scope of our scenario analysis focuses
on identifying and assessing the potential
financial impacts of four climate-related
physical and transition risks on our own
operations, across three timeframes, using
an outlook of five and 10 years from now as
well as a prediction out to 2040. The nearer-
term timeframes allow us to consider and
incorporate the potential impact of climate-
related risks and opportunities into our risk
management and strategic planning, while
the 2040 timeframe helps us consider
potential climate impacts on asset lifetimes
or impairments. See Note 11 and Note 14
to the consolidated financial statements

for details.

Physical risk scenario analysis examines the
potential for climate hazards to impact our own
operations, through asset damage or revenue
disruption. Although currently excluded, our
upstream and downstream value chain is

on our roadmap for inclusion in due course.
In 2024, we expanded the coverage of our
physical risk analysis to include all of our
facilities (stores, DCs, offices and investment
properties) for 15 brands. We excluded joint
ventures from the analysis.

Our transition risk assessment examines

the potential for policy and market-related
transition factors, specifically changing
consumer diets and carbon pricing, to impact
product sales and gross margin. We used
scope 3 category 1 data for own-brand and
national-brand products to group products
into different categories based on their GHG
emission intensity for this assessment.

Our transition risk mitigation efforts focus

on own-brand products, as our brands have
the greatest scope to directly influence the
composition and carbon intensity of these
product ranges. However, as we source from
a broad range of suppliers, we also engage
with national brands to encourage them

to apply sustainable practices and set
emissions reduction targets.

Although carbon pricing could raise the prices
our brands pay to suppliers, we expect our
overall GHG emissions reductions efforts will
mitigate our risk exposure as we decrease the
level of emissions subject to carbon pricing.

In our scenario analysis, we did not identify
any assets or business activities that are
considered to be incompatible with the
climate transition set out at this moment.

We reviewed the scenario analysis outcomes
by reference to the potential estimated impact
on revenue and losses relative to materiality
thresholds established in our ERM process.

other information
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Assumptions and limitations

Climate-related risks are highly uncertain
and challenging to measure, due to
uncertainties in the timing and magnitude

of impacts. For this reason, we make several
assumptions in climate scenario analysis

to support the viability of the model.

The model presents the potential gross risk,
not considering existing mitigation efforts.

The results assume that Ahold Delhaize’s
operational footprint, portfolio of products and
services, energy usage and emissions remain
static across various time horizons. Because
we assess each hazard individually, we do not
consider the potential for certain hazards to
exacerbate or compound the impact of others.

The transition risk modules assume that
carbon emission pricing is accounted for on

a production basis without border adjustments,
upstream scope 3 emission costs incurred

by suppliers are passed on in full to Ahold
Delhaize, and no financial benefits can

be derived from carbon pricing revenues

(e.g., tax exemptions).
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Ahold Delhaize identified six significant physical and transition risks. The outcomes of our tool-based scenario analysis is presented below, representing gross risk not accounting for any
adaptation or mitigation efforts that have been put in place.

We categorize climate risk using a three-level impact scale, from low to high potential risk impact. The thresholds are based on different financial impacts, reflecting either a profit impact
(e.g., direct loss or increased cost) or a revenue impact (e.g., reduction in net sales).

Tool-based Gross risk exposure per scenario and timeframe (outcomes of 2024 climate scenario analysis)
TG :gz?;;: Paris Ambition (1.5°C) No Policy (4°C)
(identified via DMA) Key risk’ Type of risk Type of impact performed? Five-year outlook 2040 outlook Five-year outlook 2040 outlook
Adaptation: Revenue losses resulting from Physical Revenue Yes
Physical risks from disruption of stores and DCs . . .

climate change in (operations) due to climate events

own operations Increased costs resulting Physical Profit Yes
from asset damage due to . . . ‘

climate events

Transition risks Regulatory risk: The impact of Transition Profit Yes .
from climate carbon pricing on gross margin - -
change in own
operations Market risk: Changes in Transition Revenue Yes
gross margin from changing . .
customer diets
Market risk: The impact of Transition Profit No While this risk remains material, its impact is considered to be relatively lower than the other risks listed
climate change on energy costs above, as our commitments and progress in this area provide a degree of resilience. The brands already
implement several mitigation efforts, e.g., enhancing operational energy efficiency.
Adaptation: The impact of agricultural yield Physical Profit No — planned Initially identified as a material climate-related risk in 2021. See our previous annual reports for full details.
Physical risks from decreases and yield losses on Revenue for future While our 2024 scenario analysis focused on physical risks to our own operations, we intend to augment our
climate change in  revenue and gross margin dataset and enhance our tooling capabilities to perform updated scenario analysis on this value chain risk in
the value chain the coming years.

. High Significant disruption requiring major resources
and reprioritization of objectives to mitigate risk

. Moderate Moderate impact requiring some adjustments to
objectives, resources, and timelines to manage risks

Low Low impact, manageable with existing resources,
causing limited disruption

— Neutral No impact expected

1. Six key risks identified in initial 2021 climate-risk analysis.
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Physical risks outcomes

Our 2024 scenario analysis suggests that flash
floods, riverine floods and tropical windstorms
pose the greatest potential threat to our own
operations across future time horizons, in both
the Paris Ambition and No Policy scenarios.
These results are consistent with our 2023
analysis, with the exception that tropical
windstorms now display a higher threat to our
brands’ operations than heat waves (which we
reported as a top risk in 2023). This change is
due to the expansion of our analysis and the
nature of the additional facilities included in
our 2024 assessment.

As shown in the table above, when not
considering existing mitigation or adaptation
efforts, the model suggests that exposure
to physical climate hazards may result in a
moderate impact on revenue disruption and
potentially a high impact of asset damage.
Furthermore, exposure is set to increase

by 2040 in both scenarios (albeit within

the same risk impact ranges).

Although our modeling does not predict
significant differences in physical risk exposure
across scenarios, the potential for adverse
(financial) impact is more pronounced in a

No Policy scenario. This is because the Paris
Ambition scenario assumes more ambitious
climate policy action and mitigation efforts

to curb the impacts of climate change and,
therefore, reduced overall physical impacts.

During 2024, we already experienced
operational disruption and asset damage as
a result of climate-related events across the
locations where our brands operate, including
hurricane impact in the U.S. and flooding
across Central and Eastern Europe.

It is worth noting that the modeled outcome
represents a combined physical risk exposure
across our many thousands of facilities. The
geographical spread of our locations likely
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reduces the risk of any one event significantly
impacting our business.

Our climate risk scenario assessment is
ongoing, and we will continue to enhance

our analysis. As noted, we have not yet

come to a final conclusion about the potential
financial value at risk as a result of the residual
exposure to climate hazards, taking into
account existing mitigation efforts such as site-
level adaptation plans or insurance coverage.

The outcomes of the 2024 climate scenario
analysis were considered in the “climate and
nature-related” principal risk in our ERM profile.

Transition risk outcomes

The carbon pricing model analyzes how
adjustments in carbon pricing might impact
operational costs, such as the cost of
power and utilities, and the prices we pay
our suppliers.

Currently, in the jurisdictions where we
operate, Ahold Delhaize is not subject to
material policy requirements on carbon pricing,
as the focus for GHG emission trading systems
and certificates has been centered on energy-
intensive sectors. In a No Policy scenario,

the model assumes a roll-back of any and

all existing carbon pricing systems.

The Paris Ambition scenario models a far-
reaching adoption of increasing rates of carbon
taxation, which could present a significant
financial burden for our business if mitigating
actions are not taken.

Whatever the scenario, as we recognize the
need to incentivize decision-making to align
with our climate-related targets, we apply
internal carbon pricing to relevant CapEx
investment decisions. See Internal carbon
pricing for more details.

The significant differences identified in the
potential exposure to transition risks between
scenarios creates further incentives for us to

mitigate transition risks by continuing to work
toward achieving our emissions reduction
targets to reach net zero by 2050, outlined

in our Transition Plan sections above.

The consumer sentiment model examines
the impact of consumers’ sustainable buying
habits on our sales. In a No Policy scenario,
the model assumes limited to no uptake

in products that are perceived as more
sustainable, resulting in an expected low
impact on our financial position.

To meet the Paris Ambition going forward,

the model predicts a significant increase in the
risk value as customer purchasing decisions
are expected to shift drastically toward lower-
carbon impact products. This shift could create
a moderate unmitigated risk for our business
within the next five years, moving to

a high risk by 2040. See Managing climate-
related risks and opportunities for details

on our risk response. In the current context,
although our brands’ customers are becoming
increasingly climate-aware, elements such

as affordability and quality remain as the

key drivers for purchasing decisions.

Opportunities

In our view, the impacts of climate change
also offer opportunities. For example, by
reducing our emissions and increasing our
climate resilience, we believe we can increase
operational cost efficiency and attract talented
people who wish to work for a company that
is actively addressing the impacts within

its control and contributing to climate

change mitigation.

Managing climate-related risks
and opportunities

The modeling scenarios prepared in the climate
risk assessment tool (and in the past) are
useful for understanding the potential (financial)
impacts of climate change on our business.
Beyond that, it is valuable to look more broadly

other information
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at the results and consider them in the context
of our wider organizational risk management
processes for further analysis.

Our actions and progress to address the
impact of climate-related risks on our business
(in addition to the scenario analysis work
described above) are further explained below.

Physical risks

e We limit financial losses by procuring
property damage and business interruption
(PDBI) insurance against damage from
natural catastrophes and weather-related
events.

e Our Global Asset Protection function runs
an extensive risk engineering program across
all our brands to understand, quantify and
mitigate a variety of hazards, including
natural catastrophes. Risk engineering
specialists visit our distribution network
and HSCs on an annual rotation to perform
risk assessments and provide actionable
improvement recommendations. The
results of those assessments assist site
management and Global Asset Protection
in implementing risk mitigation measures
proactively and effectively, ensuring better
resilience against physical risks.

On a forward-looking basis, we leverage
the expertise of the risk engineers for new
building designs and construction projects
to implement risk mitigation elements during
the planning phase.

Our brands implement various adaptation
measures to protect the business from climate
change impacts, for example, enhancing
drainage and installing rainwater collection
system to adapt to flood or drought risk.

e Our food retail brands are engaging with
suppliers to implement sustainable agricultural
practices to mitigate risks around product
procurement and decreasing agricultural yields.
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Transition risks: Regulatory risks

¢ \We aim to reduce our carbon footprint by
identifying and implementing ways of making
equipment in use and buildings more energy
efficient — see Own operations (scope 1 and 2).

e We are mitigating regulatory risks through our
work on sustainable packaging, food waste,
sustainable sourcing, reformulation of own-
brand products, product transparency and the
expansion of our brands’ ranges to include
more low-carbon products.

Transition risks: Market risks

e Our brands are developing and diversifying their
product offerings to provide customers with
more plant-based meat and dairy alternatives,
to ensure that our business model and product
assortments remain competitive and compatible
with changing customer demands.

e Our net-zero ambitions identify the use
of renewable energy as a way to reduce
our carbon footprint. While our brands
continue to make use of opportunities to
install more solar panels, they also actively
pursue the acquisition of other sources of
renewable energy, such as (virtual) PPAs
for green energy.

Next steps

Based on the 2024 physical hazard
assessment results, we are evaluating the
adaptation solutions that have been
implemented or may be available at facilities
with elevated climate hazard exposure. To
further understand the residual climate risk that
these facilities may face, we will continue to
consult with local teams to evaluate existing
protection measures and resilience strategies,
such as design standards, business continuity
plans, local climate action plans and climate
considerations in CapEx investment proposals.
In addition, we plan to assess climate risks
across our value chain in due course.
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The transition insights we have gained provide
further support for our transition plan and help
us focus our efforts on achieving strategic,
climate-related opportunities, for example, by
informing more sustainable product decisions.

Policies

We have an overarching sustainability policy
that covers our approach on climate and specific
climate-related standards that provide further
guidance to our brands. See also General
information: Governance.

Within our climate approach, we are guided
by the standards of the GHG Protocol. See
Climate change in the Sustainability notes
for more details on our methodology.

Our standard on renewable energy introduces
the approach of Ahold Delhaize and its local
brands to sourcing renewable energy and
implementing energy efficiency measures,
which are linked to the key levers identified in
our transition plan. It concerns the sourcing of
renewable energy to achieve net-zero emissions
in the Company’s market-based scope 2
footprint. It is applicable to our global operations
and excludes renewable energy consumed
outside our own operations, i.e., in the value
chain, and energy carriers such as fuels. By
adhering to these guidelines, we strive to
achieve zero-emissions electricity by 2035.

Our standard on carbon offsets includes our
approach on the use of offsets to achieve our
net-zero goals. It covers the neutralization of
residual emissions in Ahold Delhaize’s own
operations (scope 1 and 2) through carbon
removal projects outside of the Company’s
own operations and value chain. The standard
establishes a framework for purchasing high-
integrity offsets that contribute to our net-zero
targets, while remaining aligned with Ahold
Delhaize’s overall sustainability values.

See also GHG removals and carbon credits.

Actions and resources

Our actions to reduce our negative impacts
and mitigate risks are centered on the
following topics:

GHG emissions and CCM

See Transition plan for an explanation of
the key levers, the actions undertaken by
the brands and the resources allocated.

Management of climate-related risks

See Climate-related risks for work done
to assess climate-related risks, outcomes
and next steps.

How we measure our
performance

In order to ensure that measures are taken to
reduce GHG emissions in our own operations
and supply chain and to increase energy
efficiency in our own operations, we have

set the targets mentioned below.

In setting up our targets, we engaged

with brands stakeholders as well as with
senior leadership teams and the Executive
Committee. As the SBTi is the only
internationally recognized GHG-target
setting body, our targets are aligned to
their pathways and are pending validation,
except for the scope 1 and 2 near-term
target, which has been approved.

We currently have no additional targets set
on climate-related risks and opportunities,
CCA or transition risk mitigation. As we
advance our work on climate, we will evaluate
the need to define and update our targets.

other information
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Scope | and 2 targets

Timeline Target

Scope 1 and 2 (market-based) (2018 baseline')
Short term  >38% reduction by 2025

Nearterm  50% reduction by 20302

Long term  Net zero: 90% reduction and 10%
removals by 2040

Milestone

Near term  We plan to reduce electricity

emissions to zero by 2035.

The 2018 restated baseline is 4.0 MtCO.e.

2. The SBTi has approved Ahold Delhaize’s scope 1 and 2 near-term
science-based emissions reduction targets. These targets are
based on a 1.5-degree decarbonization pathway.

Ahold Delhaize developed science-based
targets (SBTs) for scopes 1 and 2 (market-
based) in 2019, and submitted targets to
the SBTi for validation in 2020.

Our near-term emissions reduction targets for
scope 1 and 2, set in 2019, have been formally
approved by the SBTi. This means that the
SBTi has assessed the targets against the
emissions reduction pathways necessary for
the world to limit global average temperature
rise 1.5°C above pre-industrial levels and
found them to be consistent with that outcome.

In accordance with SBTi technical guidance
on setting SBTs, 2018 was selected as the
baseline year, since it was the most recent
year with robust scope 1 and 2 footprint data.
The 2018 (restated) baseline for SBTi target
setting is 4.0 MtCO.e; see Sustainability notes
for further details.
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Scope 3 targets

Timeline
Scope 3 (2020 SBTi-methodology baseline)

Target

Short
term

® Suppliers representing 70% of our
footprint will be asked to commit to
the SBTi by 2025.

o All our suppliers will be asked to
report on scope 3 by 2025.

Near

) ® \We commit to reduce absolute scope
term

3 FLAG GHG emissions by 30.3% by
2030 from the 2020 SBTi baseline for
near-term target (of 16.8 MtCO.e)".

® \We commit to reduce absolute scope
3 E&I GHG emissions by 42.0% by
2030 from the 2020 SBTi baseline for
near-term target (of 23.7 MtCO,e)".

Long
term?

® We commit to reduce absolute
scope 3 FLAG GHG emissions by
at least 72% by 2050 from the 2020
SBTi baseline for long-term target
(of 22.6 MtCOe)* °.

® \We commit to reduce absolute scope
3 E&I GHG emissions by 90% by
2050 from the 2020 SBTi baseline for
long-term target (of 29.2 MtCO,e)* .

Net zero e We commit to reach net-zero
GHG emissions across our

value chain by 2050°.

1. Committed, but not yet approved by the SBTi, the target is based
on a 1.5-degree decarbonization pathway. See table Overview of
the calculation of our SBTi-methodology baseline for scope 3 in
the Sustainability notes for more detail.

2. Ahold Delhaize has also committed to set long-term scope 3
emissions reduction and net-zero targets by 2050. These targets
are submitted, but not yet validated by the SBTi. See table
Overview of the calculation of our SBTi-methodology baseline
for scope 3 in the Sustainability notes for more detail.

3. In the setting of our long-term and net-zero SBTi targets,
we are planning to also make use of removals to the extent
permitted by the SBTi guidance.
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In 2023, in line with the SBTi guidance on
land-related (forest, land and agriculture
sector or FLAG) and non-land-related (Energy
and Industrial sector or E&I), we replaced

both our near-term and long-term scope 3
GHG emissions reduction targets with two
reduction targets, FLAG and E&I sector targets.
Both our near-term (2030) and our long-term
(2050) scope 3 reduction targets are
consistent with the SBTi methodology

with the aim of maintaining the level of
decarbonization required to keep the global
temperature increase within 1.5°C of pre-
industrial temperatures.

The estimated FLAG emissions make up 42%
our total GHG footprint in 2024. In setting the
target, we applied the SBTi FLAG Standard with
a linear annual reduction of 3.03%. For the E&
sector emissions target, we consider the SBTi's
4.2% annual reduction. We submitted the scope
3 targets to the SBTi in October 2023 and they
are pending validation. Conversations and
responses to queries from the SBTi on our
submitted scope 3 targets are ongoing.

We continue to use 2020 as our baseline

year for scope 3, consistent with the prior
submissions, given the improved quality and
robustness of our local brands’ data for that year.

The near-term (2030) reduction targets cover
67% of category 1 purchased goods and
services emissions, 0% of categories 14 and
15 and 100% of emissions under the remaining
scope 3 categories, while the long-term (2050)
reduction targets cover 90% of category 1
purchased goods and services emissions, 0%
of categories 14 and 15 and 100% of emissions
under the remaining scope 3 categories.

See table Overview of the calculation of our
SBTi-methodology baseline for scope 3 in

the Sustainability notes for more details

on the calculation.

For setting our long-term and net-zero

SBTi targets, we are making use of removals
to the extent permitted by the applicable
SBTi guidance.

As a general rule, the use of carbon credits
must not be counted as emissions reduction
toward the progress of a company’s near-term
science-based targets. Carbon credits may
only be considered an option for neutralizing
residual emissions or to finance additional
climate mitigation beyond the science-based
emissions reduction targets. We follow this
principle in our target setting. See GHG
removals and carbon credits for more details
on our approach to carbon credits.

Avoided emissions fall under a separate
accounting system from corporate inventories
and do not count toward science-based
targets.

Metrics

We are guided by the standards of the

GHG Protocol, which defines a global
standardized framework for the measurement
and management of GHG emissions from

the private and public sectors. Our carbon
footprint methodology follows the guidelines
of the World Business Council for Sustainable
Development (WBCSD)/WRI and we report
our GHG emissions data with reference to
the Greenhouse Gas Protocol Corporate
Accounting and Reporting Standard.

Our methodology, estimates and judgments
around the metrics used are included in
Sustainability notes.

Energy consumption and mix

For details on the energy consumption and
mix and energy intensity, see Climate change
in the Sustainability notes.
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Gross scope [, 2, 3 and total GHG emissions

For details on the GHG emissions and
GHG intensity, see Climate change in
the Sustainability notes.

Performance management
GHG emissions (scope | and 2)

Change

vs.
prior Target
2030

2023
2024 restated year

Absolute CO,e
emissions from
own operations
(MtCOye)

% reduction in
absolute CO,e
emissions from
own operations
against 2018
baseline'

258 265 (0.07)

36% 34%  2pp 50%

1. Compared to the 2018 restated baseline of 4.0 MtCO.e

Compared to our 2018 baseline, GHG emissions
decreased by 36% in 2024. The main driver
for the higher reduction percentage compared
to last year was our reduction in emissions
coming from refrigerants, demonstrating that
our investments in cleaner refrigerants are
paying off.

GHG emissions from refrigerant leakages
remained our largest source of emissions.
In 2024, these emissions totaled 1,199
kilotonnes, compared to 1,323 kilotonnes
in 2023. In 2024, we saw a slight decrease
in our leak rate. Furthermore, because we
replaced high-GWP refrigerants with low-GWP
and natural refrigerants, the average GWP
of these leakages decreased. Refrigerant
emissions per square meter of sales area
were 144 kilograms CO,e compared to
153 kilograms CO,e last year.
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Emissions from electricity and heat consumption
were 1,135 kilotonnes in 2024, compared to
1,074 kilotonnes in 2023 (restated). This
includes emissions from electricity, fuels used
for heating and imported heat and cooling.
Emissions per square meter of sales area
from these types of energy consumption in
2024 were 136 kilograms, compared to

124 kilograms in 2023 (restated). In 2024,
49% of electricity consumed came from zero-
emissions sources, compared to 52% in 2023.
Although lower than last year, we are still
on-track to reach 100% zero-emissions
electricity by 2035.

Total emissions from transportation declined
to 250 kilotonnes compared to 252 kilotonnes
in 2023, due to lower fuel (mainly diesel)
consumption.

GHG emissions (scope 3)

See Sustainability notes for detailed calculations.

For calculating category 1 GHG emissions,
which have the highest impact on both FLAG
and E&I performance, we use the Big Climate
Database to assess our products’ emissions.
This results in an emissions profile that aligns
with our Company’s performance. Therefore,
our scope 3 purchased goods and services
emissions reflect our Company’s sales.

The fluctuations we see in the ratio of FLAG
and E&I emissions are due to changes in our
brands’ product assortment. Other scope 3
categories included in our SBTi E&l-related
emissions demonstrated, in general, an
improved performance in 2024 compared

to 2023. However, this does not significantly
affect the total E&I emissions, as the majority
of emissions stem from category 1.

2024 SBTi 2023 SBTi  Change vs. Target
methodology methodology prior year 2030
FLAG-related emissions
Absolute CO,e emissions from the value chain
(MtCO,e) — using SBTi target methodology 18.51 17.84 0.66
% reduction/(increase) in absolute CO,e
emissions from the value chain — against
the 2020 SBTi methodology baseline' (9.9)% (6.0)% (3.9)pp 30.3%
E&I-related emissions
Absolute CO,e emissions from the value chain
(MtCO,e) — using SBTi target methodology 23.76 23.32 0.44
% reduction/(increase) in absolute COe
emissions from the value chain — against
the 2020 SBTi methodology baseline? (0.2)% 1.6% (1.9)pp 42.0%

1. Compared to the restated 2020 SBTi FLAG baseline of 16.8
MtCO,e
2. Compared to the restated 2020 SBTi E&I baseline of 23.7 MtCO.e
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We also note that, based on 2023 data,

the vast majority of our top 20% of suppliers
by emissions are reporting decreases in their
scope 3 emissions. We continue to work
with the Carbon Disclosure Project (CDP)
and our suppliers to adapt our calculation
methodology to account for these

real reductions.

Regarding our scope 3 short-term targets,
in 2024, our brands asked that at least their
top 70% suppliers by emissions commit to
SBTi and report their scope 3 emissions.

GHG removals and carbon credits

By setting net-zero targets, Ahold Delhaize has
committed to neutralizing residual emissions
by our net-zero target dates. Carbon removal
solutions are therefore an essential component
of our long-term net-zero planning. Our primary
focus remains on reducing emissions to
minimize residuals as much as possible.

For our scope 1 and 2 emissions, to achieve
net zero by 2040, we will reduce at least 90%
of our baseline emissions and neutralize up
to 10% with carbon removals sourced outside
of our value chain.

Currently, we are focused on emissions
reductions and are not purchasing removals
at scale. To prepare for future needs, we
are developing a sourcing strategy with

a portfolio of solutions to:

e Secure the supply of high-quality removals
necessary to meet our net-zero goals

e Incentivize the development and scaling
of removal technologies

e Ensure that removals align with the
durability and integrity standards required
for our residual emissions

other information
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Our net-zero strategy excludes the use

of avoidance offsets, as they do not contribute
to the neutralization of residual emissions.
Instead, we focus solely on carbon removal
solutions that actively remove carbon from
the atmosphere and store it in alignment

with the characteristics of our residual
emissions. Specifically:

¢ Fossil-based residual emissions: We aim
to neutralize these with removal solutions
offering high-permanence storage.

e Nature-based and short-lived residual
emissions: We use removal solutions
with lower-permanence requirements,
appropriate to the emission source.

For scope 3 residual emissions, our approach
is still in development and reflects the
complexity of addressing emissions across our
value chain. Our approach involves engaging
with suppliers, particularly those in agriculture,
to explore applying nature-based solutions in
their operations. For fossil-based residuals,
we aim to support suppliers in identifying
appropriate removal solutions.

As policies and regulations evolve, and as
advancements in carbon removal technologies
progress, we will continue refining our
approach to ensure it both meets our
commitments and contributes meaningfully

to global climate goals.

In 2024, Delhaize Belgium made carbon
neutrality claims for several products.

The brand purchased carbon credits, covering
3,150 tCO,e, supporting carbon reduction
projects outside their value chain. Of the total
carbon credits, 93% were verified by Verra
and 7% by Gold Standard. The underlying
projects were located in Chile, the Democratic
Republic of the Congo and Eritrea. These
carbon credits were not used to offset our
scope 3 carbon footprint.

18



susta i“ub“itv statements

Environmental information: climate continued

Climate change continued

Internal carbon pricing

Our Company uses internal carbon pricing
schemes to support decision-making and
incentivize investments that align with our
climate-related targets. When our brands

plan to open new stores or DCs, or remodel
existing stores, they must create an investment
proposal to assess the return on investment.
These proposals consider both financial
information and the environmental impact

of the investment.

For new stores or DCs, we evaluate electricity
consumption, fossil fuel usage for heating

and cooling, and the type of refrigerants used.
Based on this evaluation, we estimate the
annual GHG emissions that the investment
will generate. We then apply an internal
carbon price of $180/€150 per ton to these
emissions, adding this cost to the overall
investment. The internal carbon price was
determined in 2021 by looking at the market
price and comparing with our peers. The
difference between the dollar and Euro amount
is due to exchange rate factors at the time and
rounding. We review the internal carbon price
annually and change if necessary. This internal
carbon pricing scheme functions as a shadow
price applied to CapEx decisions.
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By incorporating this carbon cost, we
encourage investments in low-carbon
technologies and practices, as these will
result in lower costs and higher returns on
investment. This approach helps us achieve
our GHG emissions reduction targets.

Our internal carbon pricing scheme is applied
across all brands in the U.S. and Europe.

This approach addresses scope 1 and scope
2 emissions, specifically refrigerants, heating
and cooling, and electricity, which amounted
to 2,321 ktCO.e in 2024, representing
approximately 90% of our total scope 1 and
2 emissions in the year. The approach does
not cover our own transportation, business
acquisitions and scope 3 emissions.

other information
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nature

Around the world, nature is declining at unprecedented rates.
On average, there has been an approximate 733 decline in
the size of populations of mammals, birds, fish, reptiles and
amphibians in just over 50 years. In addition, six of the nine
planetary boundaries have now been crossed - including
climate change, biodiversity loss and land-system change.

As food retailers, we depend on a healthy and productive
natural environment to put high-quality and affordable
products on our shelves. Most of the products that we sell
are derived from biological resources, and are dependent
on productive soils, healthy waterways and effective
pollination, among other things.

At the same time, food value chains place significant
pressure on nature and biodiversity, through impacts
such as ecosystem conversion and deforestation, water
use, GHG emissions and pollution.

pollution

water and marine resources
biodiversity and ecosystems
animal welfare
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What is nature?

Nature refers to the natural world, emphasizing
the diversity of living organisms, including people,
and their interactions with each other and their
environment. It comprises four realms: land,
ocean, freshwater and atmosphere. The four
realms provide an entry point for understanding
how organizations and people depend upon

and impact nature.

For the purposes of this report, climate change,
as it relates to nature, is dealt with as part of the
overall climate topic; see Climate change.

4 A

Freshwater

Society

Atmosphere

\ J

Source: Recommendations of the Taskforce on Nature-related Financial
Disclosures — September 2023, with reference to Science Based Target
Network (2022) SBTN Glossary. The inclusion of atmosphere reflects the
importance of air quality and the close association between climate- and
nature-related risks and opportunities, while acknowledging that links with
climate mitigation and adaptation occur across all realms.
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Governance

At Ahold Delhaize, governance on nature

is integrated into our broader sustainability
governance approach; see General information
= Governance.

Our Executive Committee, which includes our
CSO, has oversight of nature-related impacts,
dependencies and risks and is engaged in
the review and ongoing development of our
updated approach to nature. In addition,
updates to nature elements of our principal risk
on climate and nature-related risks, as well as
the related mitigation actions, are performed
and reported bi-annually to the Management
Board and Supervisory Board as part of the
ERM process.

To support the implementation of our
approach to nature at a brand level, in 2024,
we established a Nature Working Group,
comprising representatives from each of

our brands with responsibility for nature.
Over the course of the year, the group met
several times, discussing topics that included
regenerative agriculture, deforestation and
land conversion, and the nature project.
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Environmental information: nature continued

IRO management The 2024 nature project

Policies Process _ , ,
We have an overarching sustainability policy that includes several nature-related topics Buﬂdmg on the DMA process, we workgd with an external advisor to conquct a more detailed
and is applicable to all Ahold Delhaizg branéls In addition to the sustainability polic wé impact, dependency, risk and opportunity assessment of our own operations and own-brand
have a more detailed nature standard that prdvides guidance to our brands gn spez’ific supply chain. This yvork, coIIectiver.referred to as the “nature project,” has enabled us to better
nature-related topics including: understand where in our supply chain these topics are most relevant, and how we might be

’ able to respond.
a. Land use change, including deforestation and conversion: For more detail, see Policies

— deforestation and land conversion under Biodiversity and ecosystems. In 2025, we will further evaluate the results of our nature project and seek input into the

development of key priorities moving forward.

b. Land degradation: For more detail, see Policies — Sustainable and regenerative

. o ; In addition, the results of the project will be used to inform the review and update of our global
agriculture under Biodiversity and ecosystems.

nature approach and other priorities.

c. Sea use change: For more detail, see Policies — Marine resources under

) The assessment drew upon guidance from the Taskforce on Nature-related Financial Disclosure’s
Water and marine resources.

(TNFD’s) LEAP approach and from ESRS. To a lesser extent, we also drew on some concepts

d. Extraction and use of marine resources: For more detail, see Policies — Marine resources from Science-Based Targets for Nature (SBTN), such as the list of High Impact Commodities
under Water and marine resources. (HICs), and the concept of pressure and the State of Nature.

e. Direct exploitation: For more detail, see Policies — Marine resources and Water consumption We did not conduct specific community consultations as part of the nature assessment. See also
and withdrawals under Water and marine resources. Community impacts for more information, including Human Rights Impacts Assessments (HRIAs),

) . ) ) which cover community impacts stemming from environmental impacts.
The nature standard will be reviewed in the coming years as we strengthen our work on nature.

Process to identify and assess material IROs
In our DMA, we identified the following relevant sub-topics relating to nature.

2024 nature project

) . . . Activities Impact Dependency Risks and Wrap up
Wléh the e);cepttltgmI of climate change, all of these relate to our upstream value chain e e opportunities Consolidation
and are set out below: Science-based Assessment Assessment of _ of results,

evaluation of of reliance nature-related interpretation
Pollution Water and marine resources Biodiversity and ecosystems the severity on specific risks and and next steps
and location ecosystem opportunities
Air pollution? Water withdrawal® Land/water/sea use change® of impacts on services
nature
Water pollution? Water consumption? Land degradation?
Soil pollution? Marine resources Direct exploitation Scope  Direct N4 High-level scan N4
- - - operations
Microplastics Impacts and dependencies
: 2
on ecosystem services Upstream
, , ; value chain v/ Vv v/ v/
Pollution of food and Climate change

living organisms

1. While climate change is also identified as a material sustainability matter under Biodiversity and ecosystems, it is addressed as part of our
disclosures under Climate change.
2. These items were in scope of the nature project. See below for additional detail.
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Environmental information: nature continued

Outcomes of the 2024 nature project

Through the project, we assessed potential impacts on nature and biodiversity in our upstream

own-brand value chains, with a focus on 27 HICs'. In evaluating these impacts, we considered

both the pressure these commodities place on nature and biodiversity, and the state of nature

in the actual or estimated production location®. To assess pressure, we conducted life-cycle

assessments over several nature pressure categories, including water use, water pollution, soil

pollution, air pollution and land use. The State of Nature assessment included consideration

of whether the value chain was likely to intersect with key biodiversity areas or ecologically

sensitive areas.

1. The pressure assessment was conducted at the product level, rather than the ingredient level. While the approach varied across categories,
this means weight was allocated to HICs based on assumptions.

2. Ininstances where the country of origin of select HICs was unknown, we utilized desk-based research and trade flow databases to identify

likely sourcing countries. In these instances, and where sub-national information was not available, we utilized MapSPAM crop maps to
identify likely sourcing locations within a country.

The assessment identified several high-impact value chains for additional exploration, set out below.

High-impact value chains for additional exploration

Animal value chains such as beef, poultry, pigs and dairy (includes feed)
in selected locations

Land use, soil, air and
water pollution

Deforestation and
conversion

Palm oil, soy, cocoa, coffee, tree nuts, pulp, banana, avocado and beef
value chains in selected locations

Water use Tree nut, cotton, cocoa, beef, dairy, rice and avocado value chains

in selected locations

Our existing program of work on deforestation and conversion covers many of the value
chains flagged for further exploration, including palm oil, soy, coffee, tea, cocoa and wood fiber.
See Biodiversity and ecosystems for more information on our deforestation approach.

In the coming year, we plan to engage our brands, NGOs and value chain partners (where
relevant) to validate the results of this assessment, investigate potential mitigation actions
and further prioritize actions and value chains.

Dependency assessment

Food and agriculture value chains are highly dependent on ecosystem services. This year,
we assessed the dependency of our brands’ own-brand supply chains on four ecosystem
services that are considered to have high or very high importance to the food and agriculture
sector. The assessment drew on tools including ENCORE and the TNFD’s Food and
Agriculture Sector Guidance.
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A summary of the results is as follows:

Ecosystem Relative Related supply chains

services dependency?

Water supply . The majority of our assortment is dependent on the provision of clean

and quality freshwater and fertile soil in order to support biomass supply. This includes
Soil fertility . animal products, broadacre crops, and fruits and vegetables.

and quality

Biomass

supply .

Pollination Some products within our assortment have a high or very high' direct

dependency on pollination. These include (but are not limited to) cocoa,
melons, pumpkins and squash, tree nuts, avocados, cucumbers, berries,
plums, pears, apples apricots and peaches.

We also have an indirect reliance on pollinators through other value chains,
e.g., pollination required to produce some crops in feed in animal value chains.

Level of dependency Medium

. Veryhigh @ High

1. Very high dependency refers to crops that are expected to have a yield reduction of more than 90% without pollinators.
High-dependency crops are those with an anticipated yield reduction of approximately 40-90% without pollinators.
2. Refers to the proportion of the assessed assortment that has a high or very high direct dependency on the ecosystem service

Nature risks and opportunities
Building on the risks and opportunities identified through the DMA, we conducted a more detailed risk
and opportunity assessment, focusing on physical and transition risks in our upstream value chain.

We assessed the likelihood and magnitude of 21 risks and opportunities in our upstream value
chain using the World Wide Fund for Nature (WWF) Biodiversity Risk Filter, the results of our
impact and dependency assessments, and desk-based research.

The risks and opportunities assessed are set out in the table below, with those initially identified to be
most severe underlined. We have included some additional detail on several risks, along with current
mitigation where relevant.

This represents our first nature risk assessment, and we will continue to refine and build upon this
work in years to come. As a first step, we will engage with our brands to validate the results, and
will work to embed the learnings and outcomes of this process into our ERM risks on climate and
nature, where applicable.
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Environmental information: nature continued

We utilized scenario assessment to understand the way that six of the most severe risks might
evolve under a pessimistic scenario. To do so, we drew upon the TNFD’s critical uncertainties
matrix, utilizing scenario #3, “sand in the gears.” We did not explicitly consider systemic risk

in this assessment.

Physical * Water availability' Example
s * Water quality’ Reduction in the availability and flow of water could
® Soil quality result in supply chain disruption, reduced availability
e Invasive species’ or increased prices. Higher-risk value chains include
) ) fruit and vegetables from Spain.
® Pollinator decline
e Herbicide resistance' Ahold Delhaize and its brands are engaging with
ol £ tic di ity! suppliers to mitigate risks around agricultural yields
0ss @ gen(.a ic diverstty driven by nature and climate risk. See Climate change:
® Pests and diseases Process to identify and assess material climate
e Air pollution change mitigation and adaptation-related IROs
e Habitat loss paragraph for more information.
Transition e Consumer preferences Example
ik ,8) * Investor sentiment Increasing policy and regulations on nature and
® Community and biodiversity can pose a transition risk. These regulations
stakeholder conflict! could also create exposure to litigation.
¢ Adverse media and We actively manage risks relating to new policies,
NGO attention litigation and regulations as part of our GRC framework.
) L
° P.o.llcy.and regL.JIat.l.on1s As an example of recent action on environmental
e Litigation and liability regulations, this year we took significant steps to prepare
e Monitoring’' the business for the EU Regulation on Deforestation Free
e Production systems Products (EUDR) introduction.
Opportunities e Plant-based transition' Example

® |nvestment in
regenerative agriculture

® |ncrease in organic assortment

e Diversification of product
portfolio to include the

adoption of broader varieties

Increasing the sale of plant-based products has the
potential to reduce pressure on nature and climate
and to support positive health outcomes for our
brands’ customers.

See Climate change for EU targets set in relation to
the plant-based protein transition as part of scope 3
reduction activities.

1. The underlined topics were initially identified to be the most severe.
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Updating our approach to nature
In 2024, we took several significant steps to better understand our relationship to nature
and to build our thinking around an updated approach. Key actions this year included:

¢ Producing a detailed impact, dependency and risk assessment and identifying priority value
chains (via the nature project).

e Performing an initial analysis of nature impacts in feed, national-brand and packaging value
chains for one of our brands.

e Establishing a Nature Working Group to facilitate the education and cross-pollination of work
on nature across our brands.

¢ Holding several education sessions on nature with our brands and with leadership groups,
including our SLT and our H&S Leadership Community.

e Enhancing our disclosure of nature-related impacts, risks and opportunities. In this Annual
Report, we included, for the first time, a TNFD index to demonstrate our initial work toward
implementing the recommendations of the TNFD.

In the coming year, we will continue to build out our approach to nature, to determine whether
we need to update our policies, allocate resources and set actions, metrics and targets.
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Pollution

pollution

Definition: The pollution of air, soil,
water and living organisms and food
resources through the emissions of
pollutants including, but not limited to,
nitrates, phosphates, pesticides, non-
GHG air pollutants and microplastics,
which may be harmful to human health
and the environment. This occurs during
the mining, cultivation, production or
transport of products and services
sold by Ahold Delhaize and its brands.
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IRO management

Process to identify and assess
material pollution-related IROs

See Our material sustainability matters for

the pollution-related impacts and risk we have
identified and assessed as material through
our DMA process. Pollution was identified as
a material sustainability matter for the first
time in the 2024 DMA.

The material upstream impacts identified
relate to negative effects on the environment
due to air, soil, water and living organism
pollution, and microplastics, and transition
risks around microplastics.

In addition, see the description of work done
as part of the nature project, which included
a more detailed impact and dependency
assessment on several material sub-topics,
namely soil, water and air pollution.

Policies, actions and targets

The Company makes use of the transitional
provision related to value chain topics to
phase in the reporting on pollution.

We do not currently have a policy, any formal
action plans or targets on pollution linked to
our material impacts and risks. In addition,
as of yet, we have no significant operating or
capital expenditure allocated to the matter.

In the coming years, the Company will further
analyze the pollutants in its upstream value
chain and determine the next steps, building
on the outcomes of the nature project.

See Waste and Packaging for policies,
actions and targets on waste and packaging,
which have indirect impacts on the pollution
of water and soil.

Note that the impacts of the seven GHGs are
out of scope of Pollution and are addressed

in Climate change.

other information
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water and
marine
resources

Definitions:

Water. Understanding and managing
impacts, dependencies and risks linked
to freshwater withdrawals and
consumption in our upstream value
chains. It is focused on water use in
cultivation, production and processing
of commodities and products sold by
Ahold Delhaize and its brands.

Marine resources: Understanding and
managing impacts, dependencies and
risks linked to the harvesting of seafood
from both wild catch and aquaculture

operations in our upstream value chains.
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IRO management

Process to identify and assess
material water- and marine-
related IROs

See Our material sustainability matters for the
water and marine resource-related impacts
and risks we have identified and assessed
as material through our DMA process. The
impacts identified as material are negative
effects on the environment due to extraction
and use of marine resources and water
consumption and withdrawals. Both physical
and transition risks have been identified for
both water consumption and withdrawals,
as marine resource extraction and use.

In addition, see the description of work done
as part of the_nature project, which included
a more detailed impact, dependency and
risk assessment of water in our upstream
supply chains.

Policies
Marine resources

The identified impacts and risks relating to
marine resources and seafood are covered in
the global sustainability policy, with additional
guidance included in our nature standard.

The objective of our policy is to manage our
impacts and dependencies by increasing the
proportion of seafood that is produced in an
environmentally and socially responsible manner.

Consistent with other commodities, our
approach is focused on own-brand seafood
products, as this is where Ahold Delhaize can
make the biggest direct impact. Our approach
to prevent, reduce or mitigate negative impacts
and manage risks is to source seafood for

our own brands that has either been certified,
assessed by a third party, oris in an
improvement plan.

For all seafood products, including national-
brand products, our Standards of Engagement
set expectations for suppliers with regard

to fish stock management and practices

to protect fish species.

We also support collaboration across the value
chain (both own brand and national brand) by
participating in partnerships and initiatives to
address the challenges faced by the seafood
sector. Additional detail on these partnerships
are set out in the actions below.

Water consumption and withdrawals

Water consumption and withdrawals are

new sub-topics identified in the DMA. As such,
we do not currently have policies on water
consumption and withdrawals in our upstream
value chain. In the coming years, as we
update our approach to nature, we will identify
additional policies as needed, building on

the outcomes of the nature project.

We are making use of the transitional
provision related to value chain topics on
water consumption and withdrawals.

Actions and resources

Ahold Delhaize brands have dedicated

H&S teams that address matters relating to
seafood and marine resources, alongside other
sustainability topics. Actions to implement the
policy on seafood did not result in significant,
separately identifiable operating or capital
expenditure in 2024.

The process of complying with our sourcing
requirements is also integrated into normal
operations and, as such, not separable.

Marine resources

Standards of Engagement

In 2024, Ahold Delhaize started implementing
version 4.0 of its Standards of Engagement.
This latest version requires suppliers to comply
with all applicable environmental legislation and
maintain all relevant permits, including, but not
limited to, fish stock species management, and
utilize practices that protect fish stock species
in line with local, national and international
fisheries management regulations (e.g., U.S.
Magnuson-Stevens Fishery Conservation and
Management Act and International Regional
Fishery Management Organization measures).

The new version of the Standards of
Engagement applies to all suppliers, is rolled
out as new contracts are entered into, and
has an implementation period of three years.

Responsible sourcing of seafood

Our sourcing actions are centered on
own-brand seafood and follow a three-pronged
approach. By 2025, our aim is that all seafood
purchased for our own-brand supply chains
must comply with one of the following:

¢ Be certified against an accepted standard

e Be assessed by an accepted third party
to be low or medium risk

¢ Be sourced from a supplier in an accepted
Fishery Improvement Project (FIP) or
Aquaculture Improvement Project (AIP)

The requirements for accepted standards,
third parties and improvement projects are
set out in the Sustainability notes.

Our U.S. brands apply this three-pronged
approach to all of their seafood sourcing,
covering both own-brand and national-
brand products.
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Many of the certification schemes that Ahold
Delhaize accepts for seafood — the Global
Sustainable Seafood Initiative (GSSI)
recognized standards or Aquaculture
Stewardship Council (ASC) standards —
include controls relevant to:

¢ Direct exploitation of marine resources

e Habitats and conversion of marine
ecosystems (sea-use change) — for example,
caused by the establishment of new
aquaculture sites, or the use of fishing
methods that disturb the sea floor

e The environmental impacts associated
with aquaculture feed (land-use change
and direct exploitation) — for example,
the risk of deforestation or unsustainable
fishing practices linked to feed.

This action relate to the mitigation hierarchy
layer of reducing the use of marine resources.
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Partnerships and collaboration
Below is a summary of our seafood
partnerships in 2024:

Multi-stakeholder

collaboration Focus

corpeorate governance

Global Tuna An independent group of retailers
Alliance and supply chain companies
working to improve the social
and environmental conditions
in tuna supply chains.
Global A global multi-stakeholder
Sustainable initiative on sustainable seafood.
Seafood Conducts benchmarking of
Initiative certification schemes.
Seafood Task  Multi-stakeholder initiative on
Force human rights in tuna and shrimp

supply chains, with some focus
on ecosystem conversion.

North Atlantic  Fishery Improvement Project in

Pelagic the North Atlantic Pelagic fishery,
Advocacy with relevance to our sourcing
Group of mackerel and herring, and

indirect sourcing of blue whiting
via inclusion in salmon feed.

Water consumption and withdrawals

We do not currently have a global action plan
for addressing the negative impacts and risks

relating to water withdrawals and consumption.

In the coming years, as we update our
approach to nature, we will identify additional
actions as needed, building on the outcomes
of the nature project.

financial statements

How we measure our
performance

We do not have a target on upstream value
chain material sustainability sub-topics relating
to water consumption and water withdrawals
yet and thus will make use of the transitional
provisions on value chain topics.

We have the following ambition in place,
focused on the sustainable sourcing of own-
brand seafood products from our upstream
value chain:

Timeline Ambition

Short term 100% of own-brand seafood
products certified against an
accepted standard, from sources
assessed by an accepted third
party, or from accepted FIP

or AIP by 2025.

Our voluntary ambition was informed by
participation in multi-stakeholder networks,
such as those listed in the Partnerships and
collaboration paragraph earlier in this chapter.

Currently, Ahold Delhaize has no targets linked
to our material impacts and risks relating to
water consumption and water withdrawals

in the upstream value.

In the coming year, we will look at what steps,
if any, can be taken to close the gap while
maintaining alignment with our overall strategy.

other information

Metrics

We track our progress and performance
through our use of certification for own-brand
seafood products.

Performance management

Change

Vs. prior

2024 2023 year

Percentage of own- 96.7% 96.9%  (0.2)pp

brand seafood
products certified
against an accepted
standard, from
sources assessed by
an accepted third
party, or from
accepted FIPs or
AlPs

The percentage of certified own-brand
seafood products remained almost flat
compared to 2023.

We are continuing to work toward achieving
our sustainably sourced seafood ambition, but
there are gaps relating to some species and/or
markets. For example, some of the products
our brands sell come from small local fisheries,
for which certification is not always available.
In these instances, we are looking at options
to partner with local research organizations

or NGOs to assess their sustainability.
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and
ecosystems

Definition: Understanding and
managing the business’s impacts and
dependencies on biodiversity and
ecosystems in upstream value chains
as well as the related risks. Includes
consideration and mitigation of the
business’s connection to relevant
material drivers of biodiversity loss,
including climate change, pollution,
ecosystem conversion (including
deforestation) and direct exploitation
through seafood sourcing.
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Strategy

Transition plan and consideration
of biodiversity and ecosystems in
strategy and business model

As a food retailer, Ahold Delhaize is dependent
on healthy ecosystems for the products its
brands source from value chain actors
upstream. Changes in the health of these
ecosystems can result in both acute and
chronic impacts to the food supply chains.

Ahold Delhaize brands’ operations are spread
over a number of countries in Europe and

on the U.S. East Coast. The Company is not
dependent on a small number of suppliers

or sourcing locations; therefore, our strategy
and business model is reasonably resilient.

In addition, Ahold Delhaize and its brands are
engaging with suppliers to develop solutions to
address risks around product procurement and
decreasing agricultural yields. This includes
working with producers and cooperatives that
invest in greenhouse facilities that can support
environmental conditions optimal for production
or regenerative agricultural practices. See
Climate change for more detail.

The Company makes use of the transitional
provision related to value chain topics to phase
in the reporting on biodiversity and ecosystems.
See also further information about the nature
project executed in 2024.

Material IROs and interaction
with strategy and business model

The DMA identified a potential material
negative impact relating to land degradation
in the upstream value chain.

Land degradation is the result of human
exploitation, and is driven by practices
and events including extreme drought,
deforestation and ecosystem conversion,
soil pollution, overuse of fertilizers and
pesticides, overgrazing and monocultures.

No material negative impacts relating to
desertification or soil sealing were identified.

IRO management

Process to identify and assess
material biodiversity and
ecosystem-related IROs

See the description of work done as part of the
nature project, which included a more detailed
impact, dependency and risk assessment of
biodiversity and ecosystems in our upstream
supply chains.

See Our material sustainability matters for the
biodiversity and ecosystem-related impacts
and risks we have identified and assessed

as material through our DMA process.

Ahold Delhaize and its brands have some sites
(mainly stores) in or near biodiversity-sensitive
areas. We are not aware of material impacts
on biodiversity connected to these sites.

Based on analysis conducted to date, we have
concluded that it is not necessary to implement
a program of biodiversity mitigation measures
for our own operations.

For more information on policies, actions,
targets and metrics for the climate change-
related impact and risk, see Climate change,
and for the pollution-related impact and risk,
see Pollution.

other information
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Policies

Our global sustainability policy, supported by
our nature standard, includes Ahold Delhaize’s
overall policy and approach to biodiversity

and ecosystems.

Our policy is focused on three areas:
deforestation and land conversion; sustainable
and regenerative agriculture; and marine
resources. As a result, it links material sub-
topics including land-use change, sea-use
change, land degradation, direct exploitation
of marine resources, and also, partly, impacts
and dependencies on ecosystem services.
However, the policy and standard currently
have gaps relating to water, pollution

and water-use change, as addressed in
Water and marine resources.

Deforestation and land conversion

We follow the guidance and definitions

of the Accountability Framework Initiative
(AFI), and use a cut-off date of December
31, 2020, or the date of the applicable
certification, whichever is earlier.

As a retailer with a global footprint, we source
several commodities that are considered

to have a high risk of deforestation and/or
land conversion. Our focus is on own-brand
products that contain one of the following
commodities: palm oil, soy, coffee, tea, cacao
and wood fibers. We use verification and,
where possible, certification programs to
address and minimize deforestation and land
conversion. Where certified material is not
available, for example in the case of embedded
soy coming from South America, we buy
credits to directly support farmers producing
certified soy.
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Biodiversity and ecosystems continued

We will use the results of the nature project

to review and determine what the next steps
will be. We currently focus on our own-brand
supply chain, as this is where we have the
greatest oversight and control over the way
products are farmed, produced and packaged.
Over time, we will continue to consider how
we can better understand and address these
issues within our national-brand supply chains.

In addition, the EU has legislation addressing
deforestation: the EUDR. Ahold Delhaize and
its European brands will comply with this
regulation when it becomes applicable.

The EUDR entered into force in June 2023 and
was initially scheduled to become applicable
on December 30, 2024. However, the EU
Parliament and the Council have recently
agreed to the Commission’s proposal to delay
its application by one year to give companies
and authorities more time to better prepare
for its implementation. This legislation aims to
minimize deforestation and forest degradation
associated with certain commodities and
relevant products placed on the EU market.

Sustainable and regenerative agriculture

Poor farming practices can have adverse
impacts on soil, waterways and biodiversity.
As well as resulting in environmental damage,
these practices can also undermine the
resilience and productivity of food supply
chains, which has consequences for food
security, communities and businesses alike.
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We identified several of the topics impacted
by unsustainable farming practices as
material sub-sub-topics during the DMA:
land degradation, climate change (see
Climate change), pollution of air, soil and
water (see Pollution), water consumption
and withdrawals (see Water and marine
resources), and impacts and dependencies
on ecosystem services.

Ahold Delhaize currently does not have

a policy on sustainable and regenerative
agriculture and, as these are topics within
the value chain, the transitional phase-in
provisions will be utilized for reporting.

All brands are, however, encouraged to
support these types of farming practices.
The nature of this support will depend on the
resources and capacity of the brand and the
make-up and structure of its supply chain.

Actions and resources

Actions to implement the existing policies
around biodiversity and ecosystems did not
result in significant, separately identifiable
operating or capital expenditure in 2024.
Ahold Delhaize brands have dedicated
Health and Sustainability teams that address
matters relating to biodiversity alongside
other sustainability topics.

In addition to the actions discussed

below, many other elements of our healthy
communities & planet approach also

reduce our negative impacts on nature and
biodiversity. This includes actions to reduce
plastic packaging and food waste and lessen
our climate impact, and efforts to lead the
transition to sustainable protein.

We do not currently incorporate Indigenous
knowledge into actions on biodiversity and
ecosystems or use any biodiversity offsets.

Standards of Engagement

According to our Standards of Engagement
4.0, which is being rolled out over the coming
years, we expect our suppliers to:

e Comply with all applicable environmental
legislation and maintain all relevant permits,
including, but not limited to, deforestation
and/or land conversion (e.g., EU Regulation
on deforestation-free products) and
agro-chemical and pesticide storage,
use and management

¢ Not source materials associated with
deforestation or land conversion, in line
with the respective cut-off dates prescribed
by legislation and/or by relevant standards
(e.g., Roundtable on Sustainable Palm Qil)

See also Workers in the value chain for
more information about our Standards
of Engagement.

Deforestation and land conversion

Ahold Delhaize and its brands aim to be 100%
deforestation and land conversion free for
own-brand products containing coffee, cocoa,
palm oil, tea, soy and wood fiber by 2025.

We achieve this by:

e Sourcing own-brand products containing
coffee, cocoa, palm oil and tea that are,
as much as possible, certified against
an accepted standard

e Sourcing high-risk (South American) soy
volume in own-brand supply chains covered
by accepted physical certification or credits

e Sourcing own-brand wood fiber-based
products and packaging either certified
against an accepted standard, classified
as low-risk or recycled

The requirements for accepted standards and
credits are set out in the Sustainability notes.

other information
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Sustainable and regenerative agriculture

The Ahold Delhaize brands support sustainable
and/or regenerative agriculture through
multiple channels, including:

e Use of standards and certifications

¢ Establishment of brand-specific
farming programs

e Partnerships with suppliers
e Support for NGOs and farming groups

Agriculture is a place-based science, which
means that the most appropriate sustainable
or regenerative practices will differ according
to the local region, climate, crop and

farm environment.

Many of our brands work with initiatives
such as the GLOBALG.A.P. to contribute
to sustainable agriculture in their upstream
value chains.

Our brands are working to further integrate
sustainable agriculture expectations into
sourcing requirements. Many work directly
with suppliers to adopt sustainable agriculture
practices that include conserving natural
resources, reducing land conversion and
improving soil health.

In addition, this year, our U.S. and Belgian
brands announced regenerative agriculture
pilots in partnership with our suppliers. These
pilots focused on commodities, such as wheat
and oats. Following the completion of these
pilots, we will identify key learnings and share
them across the brands.

These activities relate to the mitigation
hierarchy layers of avoiding, minimizing
and regenerating nature.
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More sustainable consumption patterns

We aim to encourage customers, for example,
through our product offering, to increase their
consumption of plant-based proteins, which,
when produced sustainably, have fewer
environmental impacts than animal-based
proteins. See also Climate change: scope 3
key levers for the European activities around
transitioning to more plant-based protein.

This action relates to the mitigation hierarchy
layer of reducing the impact and risk of our
supply chains on nature.

Annual risks assessments

Our brands conduct an annual sustainability
risk assessment to identify social and
environmental risks linked to our sourcing
practices. This assessment considers
environmental impacts such as land
conversion, pesticide use and water use, as
well as a range of social impacts. Our brands
use its outputs to inform their ongoing work
on these topics in their supply chains.

Multi-stakeholder partnerships

We know that transitioning to a more
sustainable food system will require
coordinated action from a variety of actors
across governments and NGOs and within
food and beverage value chains. For this
reason, we are involved in several multi-
stakeholder forums centered on critical social
and environmental challenges and solutions
linked to biodiversity and ecosystems.
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Multi-stakeholder

collaboration Focus

To advocate progression in supply chains and
promote system change:

corpeorate governance

The Tropical A multi-stakeholder partnership
Forest Alliance platform supporting companies in

financial statements

Multi-stakeholder

collaboration Focus

(TFA) the global transition to
deforestation-free supply chains
for commodities like palm oil,
soy, beef and paper/pulp.

The A global partnership promoting

Roundtable on sustainable palm oil production,

The Round Promotes responsible soy

Table for production, processing,

Responsible trade and use. Develops and

Soy (RTRS) implements global certification
standards for sustainable soy.

The Retailer A non-competitive group of

Soy Group retail companies committed to

(RSG) increasing the use of sustainable

soy in their products, aiming to
make sustainable soy the norm
and increase transparency in
the soy supply chains.

Transitioning farming systems:

Sustainable processing, trade and use

Palm Oil through the development

(RSPO) and implementation of
global standards.

The Retailer A non-competitive coalition

Palm Oil Group of retail companies committed

(RPOG) to using sustainable palm oil in
their products, aiming to make
sustainable palm oil the norm.

The Palm Oil A pre-competitive coalition

Transparency  working to remove deforestation

Coalition and exploitation from palm

(POTC) oil production. Focuses on

transparency, traceability and
sustainability in palm oil supply
chains through, for example,
their annual trader assessment.

Ahold Delhaize was a

founding member of the SAl's
“Regenerating Together” group
and subsequent program.

The working group has members
spanning food value chains

and supports the development
of a regenerative agriculture
framework.

Sustainable
Agriculture
Initiative (SAI)
Regenerating
Together
Group

other information

How we measure our
performance

To measure our performance, we have
the following ambition in place addressing
land conversion and deforestation, which
is focused on the sourcing of own-brand
critical commodities:

Timeline Ambition
Short By 2025, Ahold Delhaize and its brands
term aim to be 100% deforestation- and land-

conversion free for own-brand products
containing soy, palm oil, cocoa, coffee,
wood fiber and tea. We refer to no
deforestation or land conversion as
defined by the Accountability Framework
Initiative or the Forest Resources
Assessment. The cut-off date we use

is December 31, 2020, or the date of

the applicable certification, whichever

is earlier.

We achieve this by having:

® 100% of own-brand products
containing coffee, cocoa, palm oil
and tea certified against an
accepted standard

100% of high-risk (South American)
soy volume in own-brand supply
chains covered by accepted physical
certification or credits

100% of own-brand wood fiber-based
products and packaging either
certified against an accepted standard,
classified as low-risk or recycled
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Our voluntary ambitions are broadly aligned
with the aims of both the Kunming-Montreal
Global Biodiversity Framework and the EU
biodiversity strategy. We have not reviewed
alignment with national-level policies and
legislation.

Regarding the mitigation hierarchy, our
ambition most closely related to attempting
to “minimize” or “avoid” negative impacts.
We did not apply ecological thresholds and
allocations of impacts to Ahold Delhaize
when setting our voluntary ambition.

Our ambitions were informed by participation
in multi-stakeholder networks, such as those
listed in the Multi-stakeholder partnerships
paragraph earlier in this chapter.

Biodiversity offsets were not used in setting
the above-mentioned ambition.

We do not have targets on all upstream
value chain material sustainability sub-topics
yet, and thus will make use of the transitional
provisions on value chain topics.

We are on track to achieve our ambitions for
tea and soy; however, certain commaodities,
like palm oil, continue to pose challenges.

In the case of palm oil, the limited availability
of certified palm kernel oil and its derivatives,
most commonly used in non-food products,
remains an obstacle. Wood fiber, coffee

and palm oil are areas of focus.
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In the coming year, we will review the
ambition and will look to identify what
steps, if any, can be taken to close the
gap while maintaining alignment with
our overall strategy.

Our current ambitions have a time horizon up
to the end of 2025. At the completion of our
nature project, we will determine the most
appropriate future ambitions and actions
going forward, where applicable.

See also Water and marine resources
for the ambition on sustainable sourcing
of seafood.

Metrics

We track our progress and performance
by certifying own-brand products, with
a focus on the six critical commodities.

The methodology, data considerations
and requirements for accepted standards
are set out in the Sustainability notes.

Performance management

Change
Performance indicator Vs. prior
description 2024 2023 year

Tea, coffee and cocoa

% of own-brand products  99.5% 99.4%
containing tea (as
defined) certified against

an accepted standard

0.1pp

% of own-brand products  97.4% 97.1%
containing over 1%

coffee by weight certified

against an accepted

standard

0.3pp

% of own-brand products  96.5% 91.8%
containing over 5%
cocoa certified against

an accepted standard

4.7pp

Palm oil

% of certified palm oil 96.4% 93.7%

in own-brand products

2.7pp

Wood fiber

% of own-brand wood- 91.6% 93.4%
fiber based products

either certified against

an accepted standard,

classified as low-risk

or recycled

(1.8)pp

Soy

% of high risk own- 100% 100%
brand soy certified

against acceptable

standards or covered

by accepted credits’

0.0pp

1. This also includes credits purchased in the first quarter of the

next financial year. See Sustainability notes: Biodiversity and
ecosystems for information.

other information
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We are on track to achieve our ambition of
having 100% of coffee, tea and cocoa certified
against an accepted standard. In 2024,

we made good progress in increasing the
percentage of certified cocoa.

The improvement in certified palm oil is
mainly attributable to our U.S. brands
achieving a higher certification compared
to 2023. Future improvement in a number
of European brands will be required to
achieve the 2025 ambition.

The percentage of own-brand wood-fiber-
based products certified against an accepted
standard, classified as low-risk or recycled,
decreased, due to fluctuations in certification
by European brands.
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Animal welfare

animal
welfare

Definition: Understanding and
managing the business’s actual and
potential impacts on animal welfare in
upstream value chains, considering the
five domains of animal welfare: nutrition,
physical environment, health, behavioral
interactions and mental state.
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Strategy

For more information on our strategy and
how the material sustainability matters
identified are linked with Ahold Delhaize’s
Growing Together strategy, see Our material
sustainability matters.

Animal-derived proteins are still an important
part of the human diet — predominantly

eggs, chicken, pork, dairy and beef — but

the economics of their production often has
an inversely proportional relationship to the
welfare of the animals. Higher animal welfare
standards require investments in physical
space, working hours and specialized
equipment, which might not always be
available in certain markets.

At the same time, farm animal welfare is
connected to food safety, due to the close
links between space provided to animals and
their health. Higher stocking densities require
a higher usage of antimicrobials to keep the
animals healthy, which may lead to antibiotic-
resistant pathogens for humans.

Ahold Delhaize and its brands support the
welfare of animals and the provision of safe
food, while, at the same time, preserving
access to affordable, fresh products.

Our approach to animal welfare currently
focuses on stronger animal welfare standards
for own-brand and national-brand whole-

or single-ingredient products derived from
farm animals globally, as well as (aquaculture-
farmed) seafood.

We support the internationally recognized
Five Freedoms of animal welfare. However,
the traditional approach of the Five Freedoms
is increasingly found to be limited, as it
assumes that the absence of negative
experiences (or “freedoms” from negative
states) alone ensures high welfare.

A more modern framework, the Five Domains
model, is gaining prominence. This approach
not only focuses on minimizing negative
experiences but also on enhancing positive
ones, aiming to ensure the highest level of
welfare throughout an animal’s life. As a
result, Ahold Delhaize is transitioning to the
Five Domains framework in our approach

to animal welfare.

The five freedoms The five domains

Freedom from Nutrition: Factors that

hunger and involve the animal’s access

thirst to sufficient, balanced, varied
and clean food, and water.

Freedom from
discomfort

Physical environment:
Factors that enable comfort

through temperature, substrate,

space, air, odor, noise and
predictability.

Freedom from Health: Factors that enable

pain, injury good health through the

or disease absence of disease, injury
and impairmentwith agood
fitness level.

Freedom to Behavioral interactions:

express normal Factors that provide

behavior varied, novel and engaging

environmental challenges
through sensory inputs,
exploration, foraging, bonding,
playing, retreating and others.

Mental state: The mental
state of the animal should
benefit from predominantly
positive states, such as
pleasure, comfort or vitality,
and fewer negative states,
such as fear, frustration,
hunger, pain or boredom.

Freedom from
fear or distress

other information
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The Five Domains model is context specific,
and can be applied differently, depending on
the role of a company within the value chain.
For Ahold Delhaize, we use the following:

Nutrition domain: Ahold Delhaize wants
each animal in its brands’ supply chains to
have access to the appropriate food in the
appropriate quantity. This domain includes
the topics of food and water quality, force
feeding and starvation.

Physical environment domain: Ahold
Delhaize wants each animal in its brands’
supply chains to live in an environment that
has adequate space for free movement and
adequate lighting, noise and temperature.
This domain includes limiting live animal
transport times.

Health domain: Ahold Delhaize wants each
animal in its brands’ supply chains to live

in good health, with limited disease, injury,
functional impairment or routine mutilation.
This domain includes the topic of beta-
antagonists, which are sometimes used in
livestock production to enhance growth and
alter body composition, and antimicrobials.

We understand the significance of
antimicrobials in both human and animal
medicine and the threat from improper use in
livestock supply chains. Some antimicrobials
used in livestock supply chains are also used
in human medicine and, if overused, can lead
to increased antimicrobial resistance. We
believe that antimicrobials used in animal
medicine, when applied responsibly and under
veterinarian oversight for treatment of disease
or injury, promote good animal welfare; they
should not be used unless the well-being of
an animal is endangered. We don’t support
the prophylactic use of antimicrobials in animal
farming, or their use as growth promoters.
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Animal welfare continued

Behavioral interactions domain: Ahold
Delhaize wants each animal in its brands’
supply chains to have agency when it comes
to its behavior, through normal interaction with
its environment, other animals and humans.
This domain includes providing good living
conditions to animals that are used for labor.

Mental state domain: Ahold Delhaize wants
each animal in its brands’ supply chains to
experience a mental state of comfort, security
and calmness. This domain includes the topic
of pre-slaughter stunning: it is our aim that
animal-based products come from farm
animals that have been rendered unconscious
and insensible to pain before harvest through
effective stunning in a single attempt. To offer
all customers a suitable choice, we accept
alternative practices for religious slaughter.

IRO management

Process to identify and assess
material animal welfare-related
IROs

See Our material sustainability matters for
the animal welfare-related impact we have
identified and assessed as material through
our DMA process: the negative impact on the
well-being of animals through use of animals
for food production, sourced from suppliers
and sold by Ahold Delhaize brands.
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Our current animal welfare approach
addresses select species and industry
practices. In 2025, we will conduct further
analysis to refine priority topics and actions.
Therefore, we will build out our animal welfare
policy, action plans and metrics in the coming
years. The Company makes use of the
transitional provision related to value chain
topics to phase in reporting on animal welfare.

Policies

We have an overarching sustainability policy
that is applicable to all Ahold Delhaize brands.
In addition to the sustainability policy, the
Company also has a specific animal welfare
standard that provides further guidance on
our approach to animal welfare.

The animal welfare standard applies to both
terrestrial farm animals and (aquaculture-farmed)
seafood. The standard includes more information
on terrestrial animals, including our interpretation
of the Five Domains (our domain definitions)
and guidance to brands, and, to a much lesser
extent, guidance on seafood welfare. This is
primarily due to the maturity of the supply chain,
availability of data and practicality of confirming
adherence. See Water and marine resources
for more information on the responsible
sourcing of seafood.

Actions and resources

Our local brands translate the guidance
provided in our animal welfare standard into
day-to-day decision making, taking into
account local market conditions and local
legislation. More information on specific
brand approaches is available on the brand
websites (see www.aholddelhaize.com).

This year, we updated our Standards of
Engagement to incorporate our vision on
animal welfare; besides complying with
applicable legislation, we expect suppliers to
commit to sound, science-based animal care
practices and the elimination of animal cruelty,
abuse and neglect. In addition, Ahold Delhaize
expects suppliers to incorporate the Five
Freedoms of animal welfare.

Ahold Delhaize is a member of several
multi-stakeholder initiatives, such as SAI
Beef (ERBS) and GLOBALG.A.P. (for pork
and chicken). Key areas of action are
antimicrobial use and mortality rates.

Each brand has one or more sustainability
experts in-house, who also look after
animal welfare topics. There are no specific,
separately identifiable, dedicated resources
allocated to the topic, but it is fully integrated
into our sourcing of products where
agreements are made with suppliers on
animal welfare. Due to the activities being
fully integrated into the daily operations,

no significant operating expenses are
identifiable and tracked.

other information
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As the activities are also aimed at improving
animal welfare in the upstream value chain,
no significant capital expenditure is incurred
in relation to animal welfare.

In regions where consumer uptake of cage-free
eggs is slower than expected, our brands work
with consumer research and egg producer
organizations to evaluate how in-store signage
supports customer education and at-shelf
purchase decisions.

We will continue to evaluate our animal welfare
program and make modifications as necessary.

How we measure our
performance

Consistent with the reporting in our Annual
Report 2023, the rate of supplier transition
and consumer uptake in some regions is
slower than expected. Therefore, in 2024,
we reviewed our ambition on cage-free
eggs and revised it as indicated below.

It is important to note that to achieve this
revised ambition, availability within the supply
chain, demand among customers, legislation
and regulatory compliance with programs

like the U.S. Special Supplemental Nutrition
Program for Women, Infants, and Children
(WIC), are all critical factors.
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Animal welfare continued

We recognize that this work cannot be done
alone. The transition to cage-free eggs will
require strong collaboration and partnership
among partners, farmers, suppliers and
customers, and we look forward to bringing
these stakeholders along this journey.

When it comes to pork, our original ambition
was based on the assumption that the industry
would transition to the complete removal of
gestation crates, which are used to confine
pregnant sows for most of their gestation
period. While these systems simplify
management and prevent aggression, they
raise significant welfare concerns, including
extreme restriction of movement, the inability
to express natural behaviors and the potential
for stress and frustration.

However, transitioning to fully crate-free
systems has proven challenging and
impractical due to space constraints, the need
to manage sow aggression, and the higher
costs and labor demands of such systems.

In response, the industry has broadly shifted
toward group housing, which addresses many
welfare concerns by allowing sows greater
freedom of movement, opportunities for social
interaction and a more enriched environment,
while balancing operational feasibility.
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In 2024, we reviewed our pork animal welfare
ambition to reflect evolving industry practices
and the regulatory requirements in the EU.
While EU legislation mandates that sows must
be kept in groups for most of their gestation,
they still permit the use of stalls during the
initial four weeks of pregnancy for breeding
and stabilization purposes.

Recognizing the impracticality of fully
crate-free systems and the welfare
improvements achievable with group housing,
we have revised our ambition to align with
this model, which reflects the prevailing trend
in the U.S. and the intent of EU legislation

to improve sow welfare while addressing
operational realities.

Our voluntary ambitions were informed
by consultations with international animal
welfare organizations.

We do not have ambitions on upstream
value chain material sustainability sub-topics
relating to animal welfare beyond our current
focus topics. We are currently evaluating the
completeness of this and thus will make

use of the transitional provisions on value
chain topics.

As noted earlier, our current animal welfare
approach addresses select species and industry
practices and we will review these ambitions
and look to identify what steps, if any, can

be taken to close the gap while maintaining
alignment with our overall strategy.

corpeorate governance
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Currently, we have defined the following
updated ambitions, which are focused on
improving the physical environment of
swine and laying hens:

Timeline Ambition

2032 All Ahold Delhaize brands have the
ambition of being 100% cage free for
own-brand and national-brand shell eggs
by 2032".

2028 Our U.S. brands have the ambition to sell

100% pork products from group-housed
swine by 2028.

Our European brands continue to ensure
compliance with EU legislation that limits
the use of gestation crates for swine for
extended periods, which is comparable to
our ambition for our U.S. brands?.

. During 2024, the ambition was updated, following a review of the
progress made and market circumstances. The previous ambition
was that all European Ahold Delhaize brands, other than Albert
Heijn and Delhaize Belgium, and all U.S. brands committed to
being 100% cage-free for own-brand and national-brand shell
eggs by 2025. Albert Heijn and Delhaize Belgium have already
achieved 100% cage-free own-brand and national-brand eggs.

2. During 2024, we revised the U.S. brands’ ambition from the

aim to eliminate the use of gestation stalls by 2025 or sooner
to the above.

other information

Metrics

We currently only report on the cage-free
eggs metric. The Company makes use of the
transitional provision related to value chain
topics to phase in reporting on animal welfare.

Performance management

Change
Vs prior
2024 2023 year
Percentage of shell eggs
that are cage free 47%  45% 2pp

In 2024, our brands have continued to advance
on the cage-free eggs ambition through
supplier engagement and phasing out non-
compliant items from their assortment.

Albert Heijn and Delhaize Belgium have
already achieved 100% cage-free own-
brand and national-brand eggs.
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Environmental information: circularity
Packaging

circularity

Circularity refers to the practice of keeping resources in circulation
for as long as possible, thereby minimizing waste. This approach
encourages us to rethink the design and management of our
products and operations.

At Ahold Delhaize, packaging and waste - especially food waste
- are the most material sustainability matters linked to circularity,
making them our primary focus areas. These topics are closely
linked to our Healthy communities & planet strategic priority

and serve as starting points for our efforts to manage resources
more efficiently across the value chain.

packaging

waste
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packaging
Definition: Our brands are continuously
improving product packaging by
reducing virgin plastic use, incorporating
more recycled content, and adopting

recyclable or reusable materials in own-
brand plastic packaging.

To achieve this, we measure the
packaging we place on the market

and concentrate our efforts on sourcing
packaging that relies less on finite
resources and is designed to retain

its highest value for longer, preventing
it from becoming waste.

IRO management

Process to identify and assess
material packaging-related IROs

See Our material sustainability matters for the
packaging-related impact and risk we have
identified and assessed as material through
our DMA process.

The impact around packaging we have
identified as material is the negative impact

on the environment through the production,
use and disposal of (virgin) plastics, cardboard
and other (non-)compostable primary and
secondary packaging materials used and

sold by Ahold Delhaize's brands. In addition,
we have identified a transition risk around
increased regulatory pressures. The IROs

are upstream in the value chain.

In our business model, we mainly use
packaging, such as plastics, for our own-
brand products and through CPG suppliers
that manufacture branded products delivered
to our brands’ own operations. Ahold Delhaize
and its brands do not manufacture any
packaging. Our approach and actions to
address packaging-related impacts, risks

and opportunities depend on the classification
of the packaging. We aim to prioritize our
policies and actions in the areas where we
can maximize our impact and where we

have more data available.
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Packaging
Food and non-food
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, 7/ N

Packaging type
Primary Secondary and tertiary
Sold to customer together with product — becomes waste downstream Mainly stays behind in DC or store — reported as waste in own operations

() () )

' v \%
Packaging source >/ 7/ 7/

Own brand (main area of focus)

National brand

Own brand or national brand

() () ()

N N N
Packaging material N 7/
Plastic Other

()
Packaging composition
Virgin

plastic

©

Recycled
content

Recyclable, reusable
or compostable (RRC)

1. Packaging type: Primary packaging is sold
with the product to the customer and becomes
waste downstream. In order to reduce the
negative impacts on the environment, the aim
is to eliminate or reduce primary packaging.
Where that is not possible, we should aim
to use packaging that is made from recycled
content and designed for recycling. Secondary
and tertiary packaging is mainly waste in our
own operations, and as such, Ahold Delhaize
and its brands deal with it according to the
waste hierarchy explained under Waste.
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Not recyclable, reusable
or compostable (RRC)

2. Packaging source: From a product
management perspective, we classify the
products (and the related packaging) we
sell as either own-brand products or national-
brand products, since the level of involvement
in product development, ingredients,
packaging and market propositioning differs.
This subsequently impacts the level of
influence we have on managing the related
impacts, risks and opportunities, and our
actions related to it.

For the definitions of own brand and national
brand, see Definitions and abbreviations:
Non-financial performance measures.

. Packaging material: Different types of

packaging, such as glass, paper, aluminum
and plastic, are used to pack the products
sold by Ahold Delhaize and its brands.

The production, use and disposal of (virgin)
plastics, cardboard and other packaging
materials used and sold by our brands can
have negative effects on environmental
resources.

4. Packaging composition: From a circular
economy and environmental perspective, our
activities aim to reduce or eliminate the use
of virgin plastics, replace them with recycled
content where elimination is not possible, and
work toward ensuring that plastic packaging
is recyclable, reusable or compostable.
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We consider plastic to be the most problematic
material type due to the following reasons,
among others:

e |t relies on fossil fuels (finite resources) and
significantly contributes to GHG emissions.

e The existing recycling infrastructure is
inefficient compared to materials like paper
and glass, requiring both a concerted
industry effort to improve recycling rates
and a reduction in the inflow of plastic
to the system.

¢ As a non-biodegradable material, it causes
long-lasting environmental harm when
mismanaged or improperly disposed of.

e |t poses potential health risks due to
chemicals of concern and microplastics.

Studies from organizations including the

Ellen MacArthur Foundation (EMF), the

World Economic Forum and UNEP broadly
highlight these aspects. We will conduct further
investigations to better understand the impacts
of other packaging materials in the future.

Policies

Ahold Delhaize has an overarching
sustainability policy that also includes topics
related to circularity, and is applicable to all
our brands. The Company makes use of the
transitional provision related to value chain
topics to phase in reporting on packaging.

In addition to the sustainability policy, the
Company also has a plastic packaging
standard that documents how plastic packaging
is managed within our brands’ own operations.

As a signatory to the New Plastics Economy
Global Commitment (“The Global Commitment”)
and a supporter of the Business Coalition for a
Global Plastics Treaty — both initiatives led by
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the EMF in collaboration with the UN
Environment Program and WWF respectively
— Ahold Delhaize has set plastic packaging-
related targets for 2025.

In line with guidance from the EMF, we follow

a framework designed to help us move toward
a more circular system for own-brand product
packaging, through:

1. Elimination
2. Shift to reusable

3. Shift to recyclable or compostable
in practice and at scale

4. Decoupling the use of plastic from the
consumption of finite (fossil) resources

5. Elimination of hazardous chemicals
from plastic

Our policy on plastic packaging is focused
on own-brand primary plastic packaging.

Our approach for branded products is to
encourage CPG suppliers to become members
of the EMF in order to unite more suppliers
behind a common vision of a circular economy
for plastics, and set reduction targets in line
with the Foundation’s guidance.

Our policies currently do not address
packaging materials other than plastic.

Actions and resources

While each brand has one or more
sustainability experts in-house, these
specialists are not necessarily fully dedicated
to (plastic) packaging. Management of this
topic is also embedded in our brand teams’
roles in product development, store operations
and DC logistics. It does not require specific,
separately identifiable, or dedicated resources
to be allocated to the topic.

Primary plastic packaging

National brands

For national-brand products, we do not control
the plastic consumption or usage within the
value chain and we do not always receive
detailed data on the types of plastics used in
these products. We encourage our suppliers
to become members of the EMF but do not
explicitly monitor memberships.

Over 1,000 organizations from across the world,
including businesses representing 20% of all
plastic packaging produced globally and over
50 government signatories, have mobilized
behind The Global Commitment’'s common
vision of a circular economy for plastic.

Many of our significant suppliers have already
made this commitment, including Nestlé,
PepsiCo, The Coca-Cola Company, Unilever,
Mars Incorporated and L’Oréal, along with
major packaging producers like Amco, plastics
producers such as Novamont and resource
management specialist Veolia. These suppliers
account for a significant portion of the branded
products in our brands’ operations.

We monitor progress made by signatories
of The Global Commitment through the
annual progress reports issued.

The progress report 2024 is available here
and covers the 2023 reporting year. The report
shows continued progress by signatories

on virgin plastic production, post-consumer
recycled (PCR) content and recyclability.

Key findings included in the report are:

e Signatories decreased their total and virgin
plastic packaging weight, with the virgin
weight decrease being the greatest yearly
reduction since 2018.

e For the sixth consecutive year, signatories
continued to increase their use of PCR content.

other information
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e Between 2022 and 2023, signatories’
recyclability in practice and at scale went
up by 4 percentage points, mostly because
the packaging category PP other rigids
(pots, tubes, cups, etc.) is now recognized
as recyclable. There is sufficient evidence
that recycling rates have grown for this
packaging type in multiple regions.

e With a large part of the plastic packaging
industry not yet taking action, and signatories
likely to miss key 2025 targets, the world
is off track on eliminating plastic waste
and pollution.

Own-brand

Our approach toward packaging is primarily
focused on own-brand products and their
primary plastic packaging, as we control the
related processes within the value chain. Our
brands continue to improve their own-brand
product packaging by eliminating unnecessary
plastic, switching to reusable and/or recyclable
packaging, and increasing the use of recycled
content in own-brand plastic packaging.

The vision behind the EMF guidance and
framework is to help organizations progress
to the target state all signatories seek over
time, acknowledging that realizing it will
require significant effort and investment,
and recognizing the importance of taking

a full life-cycle and systems perspective

as we aim for better overall economic and
environmental outcomes.

In line with guidance from the EMF, our actions
are built on this framework, which is designed to
help us move toward a more circular system for
own-brand products, through the following steps:

I. Elimination

Eliminating problematic or unnecessary plastic
packaging through redesign, innovation and
new delivery models is a priority. To achieve

a circular economy, we need to curb growth in
the total amount of material that needs to be
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circulated. While plastics bring many benefits,
there are some problematic items on the
market that need to be eliminated to achieve
a circular economy, and sometimes plastic
packaging can be avoided altogether while
maintaining utility. Elimination is about more
than bans on straws and plastic bags — it is

a broad opportunity for innovation.

By aiming to remove all unnecessary
packaging and reduce the weight of the
packaging as much as possible, we reduce
the overall supply of plastic packaging.

2. Shift to reusable

The shift away from single-use toward reusable
packaging is a critical part of reducing the
negative impact of plastic usage. However,

in order to have a real impact, reuse models
need to be taken from niche to scale. The
Global Commitment states in its 2023 Progress
Report that strong policy measures will be
crucial to enable the scaling of reuse, and
unlock the significant benefits it can offer.

In parallel, businesses should drive progress
where they can.

Brands are encouraged to explore and
implement reusable alternatives for
single-use plastic.

3. Recyclable or compostable in practice
and at scale

The recyclability of product packaging

is complex, as it often comprises several
different materials.

Designing packaging to be reusable, recyclable
or compostable is an essential step, but a
circular economy is only realized if packaging
is actually reused, recycled or composted in
practice. This requires the necessary systems
to be in place to collect, sort and effectively
reuse, recycle or compost the packaging.

“Recyclable” means different things to different
people in different contexts. In the context
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of The Global Commitment, “technically
recyclable” is not enough.

Recycling needs to not just work in a lab —
it should be proven that packaging can be
recycled in practice and at scale. See our
Sustainability notes — Packaging for more
information on how we assess recyclability.

For some packaging categories — such

as most rigid plastic packaging — in some
geographies, designing technically recyclable
plastic packaging is a crucial first step in
facilitating the scaling of the necessary
infrastructure to collect, sort and recycle
these packages in practice.

Design changes, such as removing
undetectable carbon black pigment and
removing or redesigning components such
as caps, lids, pumps and trigger sprays,

have the potential to not only increase overall
recyclability but also stimulate the scaling

of essential infrastructure.

Governments are, however, essential in setting
up effective collection infrastructure, facilitating
the establishment of related self-sustaining
funding mechanisms, and providing an
enabling regulatory and policy landscape.

Similar to how recyclability is defined, for
compostability, The Global Commitment also
moves beyond technical compostability (i.e.,
meeting relevant international compostability
standards) to compostability proven to work
in practice and at scale.

The “in practice and at scale” requirement and
suggested threshold result in some signatories
reporting low or moderate recyclability
percentages today. The threshold also means
that progress toward 2025 targets can be
expected to follow a “lumpy” trajectory (e.g.,

if infrastructure to collect and recycle certain
high-volume categories of packaging reached
the threshold scale requirement, recyclability
scores would increase significantly).

It should be noted that recyclability and
compostability percentages reported as part of
The Global Commitment are not comparable to
assessments and claims of recyclability using
different definitions or methodologies. The
definitions of recyclability and compostability
used in the context of The Global Commitment
are designed to be applied at a global level
and are not linked to any specific geographical
area, local context, or regulations, or on-pack
recyclability or compostability labels.

Our brands have developed packaging
guidelines for suppliers, providing
recommendations such as:

¢ Designing packaging to be recyclable
according to local or regional design-for-
recycling guidelines

e Increasing the use of post-consumer
recycled content where possible

e Avoiding black plastic and colored
PET because they hinder recyclability

e Delivering and protecting products with
the least amount of material.

In 2024, Ahold Delhaize brands put 170
thousand tonnes (2023: 169 thousand tonnes)
of own-brand primary plastic product
packaging on the market, of which 33%
(2023: 28%) is currently reusable, recyclable
or compostable.

4, Decoupling the use of plastic from the
consumption of finite (fossil) resources

Moving toward a circular economy for plastic
packaging involves decoupling the use of
plastic from the consumption of finite (fossil)
resources. This is achieved, first and foremost,
by reducing the need for virgin plastics through
elimination, reuse and use of recycled content.
Using recycled content is essential (where
legally and technically possible) both to
decouple from finite feedstocks and to
stimulate demand for collection and recycling.

other information
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Then, over time, any remaining virgin inputs
must be switched to renewable feedstocks that
are proven to come from responsibly managed
sources and to be environmentally beneficial.

5. All plastic packaging is free of hazardous
chemicals, and the health, safety, and rights

of all people involved are respected

The use of hazardous chemicals in packaging
and its manufacturing and recycling processes
should be eliminated (if not done yet). It is
essential to respect the health, safety and
rights of the people involved in all parts of the
plastics system, and particularly to improve
worker conditions in informal (waste picker)
sectors.

Since our primary plastic packaging touches
food, strict rules are in place about the
composition and use of other chemicals in
the plastic. Our brands monitor and integrate
legal requirements and regulations into their
packaging guidelines to ensure compliance
in the markets where they operate.

Other packaging materials

Secondary and tertiary packaging materials
generally stay behind in DCs and stores and
become waste. The main activity to reduce the
impact of these materials is to ensure they are
appropriately disposed of by separating them
by type in the warehouse or store and ensuring
our waste disposal contractors collect them
separately and confirm they have been
recycled. See also Sustainability notes —
Waste for quantitative information about
waste recycled and disposed.

Our online retail platform brand, bol, uses
relatively more paper and cardboard packaging
material as secondary packaging for shipment,
but is working to reduce waste. For example,
bol uses “multi-packing machines” that
customize the packaging of orders consisting
of multiple items. The multi-packing machine
can scan the dimensions of multiple items at
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once and fold one cardboard box around them.
Smarter, customized packaging means smaller
packages, less packaging material and as little
empty air as possible, and also a lower carbon
footprint per delivered package.

Our brands support responsible forest
management by using, as much as possible,
100% Forest Stewardship Council (FSC)-
or Program for Endorsement of Forest
Certification (PEFC)-certified paper and
cardboard. See also the wood fiber critical
commodity indicator included under
Biodiversity and ecosystems.

To increase the recycling of different packaging
materials, a number of our brands also

offer recycling stations at their stores, where
customers can deposit materials like glass,
paper and batteries for recycling. Some of our
brands also provide facilities to collect plastic
and glass bottles, specifically in cases where
there are deposits on the bottles, such as

in the Netherlands.

The recently adopted EU Packaging and
Packaging Waste Regulation will harmonize
packaging rules across all the member states.
Ahold Delhaize is developing a compliance
plan to align with this. It will be applied to all
packaging placed on the EU market and all
packaging waste referenced in the regulation.

Partnerships

We also work with several umbrella
organizations to find solutions for sustainable
packaging. Some of our brands are members
of national plastic pacts that are implementing
solutions toward a circular economy for plastic.
For example, Albert Heijn is a member of the
Dutch Plastics Pact, while Ahold Delhaize
USA is a member of the U.S. Plastics Pact
and the Sustainable Packaging Coalition, a
membership-based collaborative that believes
in the power of industry to make packaging
more sustainable.
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How we measure our
performance

Consistent with the disclosure in our Annual
Report 2023, we expect that we will not
achieve our targets related to RRC and
recycled content, due to issues ranging from
the scaling up of reusable packaging to the
availability of a robust recycling infrastructure
for certain plastic packaging categories within
some of our brands’ markets. See also the key
findings from the The Global Commitment
2024 progress report above.

However, we have already surpassed our
virgin plastic reduction target.

To measure our performance, we have
the following targets in place:
Timeline Target

Short
term

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

By 2025, our brands aim to reduce the
use of virgin plastic in their own-brand
primary product packaging by 5%
compared to the 2021 baseline.

25% of our total own-brand primary
plastic packaging weight will be made
from recycled content by 2025.

Our targets are voluntary and have been
informed by the partnership with the EMF New
Plastics Economy Global Commitment, and
the scientific resources made available by it.

Our current targets on packaging have a
time horizon up to the end of 2025. In 2025,
we will determine the most appropriate future
targets or ambitions and actions going
forward, where applicable.

We currently do not have targets in place

to monitor the progress of our national-brand
suppliers have made to reduce the negative
environmental impacts of the production, use
and disposal of (virgin) plastics, cardboard
and other (non-)compostable primary and
secondary packaging materials used and
sold by Ahold Delhaize's brands, nor do we
have targets on packaging materials other
than own-brand primary plastic packaging.
Therefore, we make use of the transitional
provisions on these value chain topics.

Metrics

As discussed earlier in this section, our metrics
are focusing on own-brand primary product
packaging. In addition, see also our reporting
on total waste in Sustainability notes — Waste,
which includes reporting on other types of
waste recycled, such as secondary and
tertiary packaging materials.

The assessment methodology for recyclability
follows the guidelines of the EMF New Plastics
Economy Global Commitment regarding
recyclability of plastic packaging, which means
that actual, not technical, recycling is used for
reporting. See Sustainability notes — Packaging
for more information on our methodology.

In several of our brands’ markets, and for
several plastic packaging types, actual
recycling infrastructure is not yet established,
and, as such, the plastics are not reported
as recyclable, even though they may
technically be recyclable.

In the coming year, we will review these targets
and look to identify what steps, if any, can

be taken to close the gap while maintaining
alignment with our overall strategy.
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Performance management

Change
2023 vs. prior
2024 restated year

0.9pp

Performance indicator
description

16.7% 14.8%

% of own-brand
primary plastic product
packaging that is made
from recycled content

% reduction/(increase)  10.3%  10.2%  0.02pp

in own-brand primary
virgin plastic product
packaging against the
2021 baseline

32.7% 28.44% 4.3pp

% primary plastic own-
brand product
packaging that is
reusable, recyclable
or compostable

By 2024, we had reduced our virgin plastic

packaging by 10.3% compared to our 2021

baseline, a minimal improvement compared
to last year’s 10.2% decrease against

the baseline.

Total weight of virgin plastic packaging totaled
144 thousand tonnes, which is 38 tonnes lower
than the previous year and, thus, basically
equal to the 2023 number. This reduction in
virgin plastic packaging was mostly realized
due to a higher percentage of recycled content
in plastic content as total plastic packaging
volumes increased. In 2024, 15.7% of own-
brand plastic product packaging is from
recycled content, a 0.9 percentage-point
improvement compared to 2023.

In 2024, 33% of our own-brand primary
plastic packaging was reusable, recyclable
or compostable, a 4.3 percentage-point
improvement compared to 2023.

See Sustainability notes — Packaging for
more information.
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IRO management

Process to identify and assess
material waste-related IROs

See Our material sustainability matters for
the waste-related impacts we have identified
and assessed as material through our

DMA process.

The impacts assessed as material relate to the
negative impact on the environment and food
security through the waste of food resources
across the value chain and other waste
generated in own operations and downstream
by customers, through the use of packaging.

The own-brand products our brands sell
are manufactured by third parties. With the

Waste generated by type in 2024

Policies

Ahold Delhaize has an overarching
sustainability policy that also includes
topics related to circularity, and is
applicable to all our brands.

Food waste

In addition to our sustainability policy, we
also have a specific food waste standard
that documents the approach by which food
waste is managed within our brands’ own
operations and in the value chain.

We focus on food waste because we believe
it is the waste area where our actions can
reduce negative environmental impacts the
most. Food waste does not only negatively
impact food security, it also fuels climate

exception of our coffee roasting facility in @ Food waste (recycled) 16% : S
change. If food ends up in a landfill, it produces
thedNettherIa;Q(:is, we t(;Jo nccj)t ,m?nufacturellany o Card?oard/paper (recycled) 47% methane, a GHG that contributes to climate
Definitions: Our material lp;ro ucts soid in our raré S S cl)res or onfine. @ Plastic waste (recycled) 2%  change. And when food is wasted, all the
sustainability topics around pggp:c?iavseou;ﬁffgilejsa |ns ;i:;;(t:utgrrgggggn\zl);ste Other waste (recycled) 9%  energy and water associated with growing,
i ing: » OF s TS - Percentage of led wast 74% i ' i
waste include the following: generated within our brands’ operations and, Ferzen a?e o rtteft:yz_e wals e 0o Poa()rzj/easrténgl,st;a:l;lgsgr(tjlng and packing the
Food waste: We promote the second, to improve resource efficiency in o0d waste (sent to disposal) 5% :
responsible handling of unsold food the sourcing of food products, thereby also @ Other waste (sent to disposal) 21%
to reduce food waste and increase the reducing food waste. Percentage of non-recycled waste 26%

reuse of unsold food and the recycling
of food that is wasted along the supply
chain, in distribution and operations as
well as in customers’ homes. Our aim
is to contribute to a food system that
is based upon the principles of the
circular economy.

Other waste: This includes non-food
waste from our brands’ operations,
such as secondary packaging materials
and paper. These waste components
present opportunities to refuse/avoid,
reduce, reuse, repair or recycle,

aiming to minimize negative
environmental impacts.
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Our brands continue to reduce the amount
of food that is wasted as much as possible,
in their supply chains and stores and at
customers' homes. By reducing the amount
of food waste at the source and donating
surplus products to food banks, we can
reduce our environmental impact while
creating a positive social impact.

The reduction of waste is linked to our

Healthy communities & planet strategic priority.

The food waste reduction target is also part
of remuneration; see Remuneration Policy
for the Management Board.

For more information on waste,
see Sustainability notes — Waste.
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Drivers of food loss and waste throughout the value chain

Near the farm In transit

rall

'JA--.--'_,

During food
processing

In shops and At home

restaurants

® |nefficient ® Poor infrastructure @ Ineffective ® |neffective ® | ack of
harvesting leading to planning, outdated planning awareness of
practices resulting products not equipment and stock food waste issues
in spillage or reaching the ® Trimming during management e Inefficient
no harvesting market, damage, processing and ® Past use/sell date cooking, storage

 Out-of-date spfl)lllage and spillage and spoilage and portioning
machinery pllses ® [ack of o [ack of ® Poor planning;

® Crop damage: ® Lack of or measurement measurement to not using
cosmetic or insufficient and data to show show hotspots shopping lists
damage from cold storage waste hotspots and menu plans

pests or animals ® |nability to sell due

to quality or size

We aim to contribute to a food system that
ensures everyone has access to nutritious

food for generations to come. There are different
drivers of food loss and waste throughout the
supply chain, as illustrated in the overview
above, that build on an overview by the

World Resources Institute. This overview

is not exhaustive.

Our definition of food waste applies to both
food that is intended for human consumption
and its associated inedible parts that leave the
human food supply chain. As a result, inedible
parts, such as orange peels left over after
making freshly squeezed orange juice sold
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® |nsufficient food-
handling skills
and awareness

® Cosmetic damage
® Poor
understanding
of use/sell
by dates

® Product recalls

in our brands’ stores, count as food waste
in our figures.

Ahold Delhaize’s definition of food waste
includes waste sent to animal feed, bio-based
materials, anaerobic digestion, composting/
aerobic digestion, controlled combustion and
landfill, but excludes donations to hunger
relief organizations.

This definition is stricter than that of the
Champions 12.3 Guidance on Interpreting
Sustainable Development Goal (SDG) Target
12.3, when it comes to the destinations that
count as food waste. We report separately
on food donated.

corporate governance financial statements

Our policy is based on the Food Recovery
Hierarchy; we have a three-pronged approach
to reducing food waste across our brands’
operations, including stores, warehouses

and transport, as follows:

1. Reducing food waste through prevention
2. Diverting surplus food
3. Recycling to divert from landfill

For more information on each of the
topics, see Actions and resources below.

While we would like to do even more to reduce
food waste, our efforts are sometimes limited
by external factors, such as the infrastructure
of hunger relief organizations in certain of the
markets our brands serve.

Our approach

Our approach to food loss and waste aims
to address food waste in all areas of the the
value chain:

e Upstream farm food loss: We contribute
to the prevention and reduction of food
waste upstream through memberships in
global initiatives and encourage actors within
our value chain to also join these initiatives.
We also work directly with suppliers on
innovations that can be used to reduce
food waste.

e |n store/own operations food waste:
Our brands implement projects that optimize
sourcing, stocking and promotions so that
food is sold, and where it is not possible,
we maximize food donations.

e Downstream food waste: Our brands
encourage customers to utilize food already
in their homes with, for example, recipes
and education.

other information
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Other waste

We do not currently have a policy, formal action
plans or targets on other waste linked to our
material impacts and risks. The Company
makes use of the transitional provision related
to value chain-related impacts to phase in
reporting on waste.

For the negative environmental impact of
waste generated by own operations and
customers from the use of own-brand primary
plastic packaging for products used and/or
sold by Ahold Delhaize’s brands, see our
policies and actions in Packaging.

Actions and resources
Food waste

Our local brands are responsible for preparing
plans to execute on our global strategy and
policies. Specific actions can differ per brand,
and each brand is held accountable for its food
waste reduction efforts through annual internal
target setting and performance management,
with food waste reduction targets also included
in our incentive plans; for more details, see
Remuneration.

While each brand has one or more
sustainability experts in-house, these
specialists are not necessarily fully dedicated
to food waste. Reduction of food waste is an
operational topic where the impact is made on
ground level every day. There are no specific,
separately identifiable, dedicated resources
allocated to the topic, but it is part of the

way our brands run their stores and DCs.
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For the 56% food recycled, as a percentage of total unsold food, the recycling destinations are:

Application of unsold food

Destinations of food recycled

O O

@ Unsold food donated to people 25%

@ Animal feed

14%

@ Total tonnes of food recycled 56%

@ Anaerobic (biogas)

73%

Total tonnes of food waste disposed
(landfill or incineration) 19%

@ Aerobic (compost)

7%

Total of unsold food (303 thousand tonnes) 100%

Bio-based materials/biochemical
processing (rendering)

4%
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Recycling other (e.g., converted to biodiesel)

3%

Environmental information: circularity continued

Reducing food waste through
prevention

We reduce food waste across our brands’
operations, including stores, warehouses and
transport. Specific actions, which can differ

by brand and location, include working with
suppliers to buy smarter; introducing discounts
on almost-expired products; and using
technology, such as dry misting in the fresh food
department, electronic shelf pricing and Al. We
use order algorithms to determine the optimal
order sizes, taking into account inventory levels
in stores and DCs, size of shelves, expirations
dates and customer demand. With these
considerations, our algorithms determine the
optimal balance between availability and food
waste. We are continuously working to make
these algorithms more intelligent.

We also support innovations to reduce food
waste in the upstream value chain by placing
new products on the market that utilize

food not necessarily suitable to be sold in
supermarkets, such as processing “ugly”
produce or damaged products into new
products, for example, cauliflower rice.

In addition, we also leverage opportunities
to improve the shelf life of products.

Where possible, we also shorten our
distribution chain. For example, by arranging
for some of our fruit to be packed on farm
level, ready for distribution to the stores and
delivered directly to our DCs, our brands are
able to get the products on the shelves quicker,
increasing the shelf life and having fresher
products in the stores.

To prevent food waste downstream in the
value chain, our brands have different
initiatives in place, such as providing ideas
for using leftovers by offering recipes and
education on better storage methods.

other information
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Diverting surplus food

We divert surplus food to food banks, charities
and innovative operations, such as restaurants
that cook with unsold food. In 2024, we donated
75 thousand tonnes of food waste or 25% of
unsold food (2023: 76 thousand tonnes or 25%).

In 2024, Ahold Delhaize entered into a
partnership with The Global FoodBanking
Network (GFN), an international non-profit
organization dedicated to alleviating food
insecurity while reducing food loss and waste.
GFN maintains strong relationship with its local
partners: Feeding America and the European
Food Banks Federation. During the first pilot
year of this partnership, we provide support

to different projects in our operating countries.
All projects focus on strengthening and/ or
expanding local food banks, with the aim to
alleviate hunger and support local communities.

Recycling to divert from landfill

We send food no longer suitable for human
consumption to other recycling destinations,
to divert it from landfill. These methods can
include animal feed production, green energy
facilities or industrial uses. For the destinations
of food recycled in 2024, see the graph
Destinations of food recycled earlier in this
chapter. Only 19% (2023: 17%) of unsold
food was disposed of in 2024, either through
incineration or landfill.
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Waste continued

Our partnerships
Ahold Delhaize’s brands enter into partnerships
to reduce food waste, such as:

e U.S. Food Waste Pact: This national
voluntary agreement was put forth by
Ahold Delhaize USA's partners at ReFED —
a national non-profit working to end food
loss and waste across the food system — and
the World Wildlife Fund, the world’s leading
conservation organization. The pact aims
to assist Ahold Delhaize USA, and all food
businesses, to make impactful progress
on food waste reduction goals through
pre-competitive collaboration.

Ahold Delhaize is a founding member

of the World Resources Institute 10x20x30
initiative, through which retailers partner
with suppliers to root out food loss and
waste in the food supply chain.

Ahold Delhaize is a member of the CGF’s
Food Waste Coalition of Action, which

is committed to contributing to the UN
Sustainable Development Goals’ efforts to
halve per capita global food waste at the
retail and consumer levels, and to reduce
food loss along production and supply
chains, including at the post-harvest
stage, by 2030.

Other waste

The Ahold Delhaize brands are working

to reduce other waste in operations, and,
where reduction is not possible, we aim to
recycle as much waste as possible. If recycling
is not possible, waste is disposed of through
incineration (with or without the generation
of energy) and, only as a last resort, directed
to landfill. Currently, approximately 21%

of total waste generated is not recycled;

see Sustainability notes — Waste for

more information.
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As part of our journey toward a circular
economy, we explore ways to manage
resources more efficiently. In addition

to improving packaging (see Packaging),
preventing and reducing food waste, and
optimizing waste streams, some of our
brands are also exploring circular approaches
to store remodeling. While global policies

and actions are not yet formalized, our
brands are taking steps in this direction.

How we measure
our performance

To measure our performance, we have the
following targets in place, focused on food
waste in our own operations:

Timeline Target
Shortterm  We have a target of >40% reduction
of total tonnes of food waste per
€1 million of food sales against
our 2016 baseline by 2025.
Medium We have a target of 50% reduction
term of total tonnes of food waste per

€1 million of food sales against
our 2016 baseline by 2030.

This target relates to the prevention and reuse
layers of the waste hierarchy. The targets were
informed by participation in multi-stakeholder
networks, such as those listed in the Our
partnerships paragraph earlier in this chapter.

In establishing the long-term target for 2030,
we aligned with Sustainable Development
Goal 12.3., but our targets are voluntary
targets and not based upon conclusive
scientific evidence.

We do not have reduction targets in place
for waste other than food waste.

Metrics

We measure and track our performance

on food waste according to the Food Loss
and Waste Protocol (FLW Protocol), a
multi-stakeholder effort to develop the
global accounting and reporting standard
for quantifying food and associated inedible
parts removed from the supply chain.

We currently do not have metrics measuring
our upstream and downstream-related impacts
relating to food waste and other waste. See
also the reporting on total waste as included

in the Sustainability notes — Waste.

Performance management

Change vs
2023 previous
2024 restated year
Tonnes of food
waste per food
sales (t/€ million) 3.17 3.17
% reduction in food
waste per food
sales (t/€ million)' 35% 35% — pp

1. The reduction is measured against the restated 2016 baseline
of 4.89 t/€ million. See Sustainability notes — Waste for
more information.

In 2024, tonnes of food waste per food
sales totaled 3.17, which equals a 35%
reduction compared to the 2016 baseline,
equal to last year.

Tonnes of food waste per food sales remained
the same compared to the prior year, as our
increased total tonnes of food waste were
offset by higher food sales. The absolute
figure for food waste in 2024 amounted to
228 thousand tonnes, an increase of 1.1%
compared to last year. This increase is fully
driven by an algorithm update improving
reporting accuracy, which resulted in higher
total food waste not recycled.

other information
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Excluding this update, total tonnes of food
waste decreased by over 5% versus last year.

Food donations play an important part
in decreasing our food waste. In 2024,
we donated 25% of unsold food toward
feeding those in need, in line with last year.

Along with increasing donations, our brands
implemented measures to reduce food waste,
such as offering discounts during late store
hours or selling near-expired food from DCs.

See Sustainability notes for more information.

Absolute food waste
(in thousands of tonnes)'

249

237 231 205 228
2016 2021 2022 2023 2024
baseline restated
restated

1. See Sustainability notes — Waste for more information.
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Environmental information
EU Taxonomy

The European Taxonomy Regulation (EU 2020/852) and its supporting delegated acts provide
a framework to help companies, investors and policymakers identify environmentally sustainable

economic activities. It is a classification system that defines criteria for economic activities aligned

with a net zero by 2050 trajectory and broader environmental goals other than climate.

on

The six
environmental
objectives of the
EU taxonomy
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other information

The regulation outlines six environmental objectives that guide businesses in reporting
their contributions to a sustainable economy. To claim alignment, an economic activity must
meet the technical screening criteria (TSC), demonstrating a substantial contribution to one
or more of these objectives. Additionally, it must ensure no significant harm (DNSH) to any
of the other objectives while adhering to minimum safeguards.

In 2024, full reporting on the eligibility and alignment of economic activities across all six
environmental objectives became mandatory.

Own operations and application of the EU Taxonomy

The EU Taxonomy, which initially focused on high-emission sectors, such as energy,
manufacturing, transport and buildings, has expanded its reach in recent years. It now includes
non-high-emitting sectors, such as disaster risk management, information and communication
technology (ICT), and professional services, as well as more sectors focusing on where
companies can make the most relevant contributions to environmental objectives. However,

it still does not cover the food retail sector where Ahold Delhaize primarily operates.

Our business operations are explained below:

Main activities: Ahold Delhaize’s main economic activity is operating food retail stores
and e-commerce (see also Note 7 to the consolidated financial statements). Food retail
currently does not match any eligible economic activities outlined in the Climate Delegated
Act and the Environmental Delegated Act that classify economic activities as sustainable;
therefore, the Company's main activities are out of scope.

Secondary activities: Ahold Delhaize also engages in other secondary economic activities
that primarily support its retail activities. These include transporting goods from DCs to
stores and owning and leasing real estate, including retail spaces, office buildings and DCs.
A number of these supporting activities are recognized as economic activities under the

EU Taxonomy regulation.

©6
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EU Taxonomy continued

KPIs under the EU Taxonomy

The EU Taxonomy requires companies to report the proportion of turnover, CapEx and OpEx
aligned with the six environmental objectives.

Ahold Delhaize's reported KPls remain consistent with last year, as the estimates and
judgments remain unchanged and are applied throughout the Company and its brands.

Our performance is summarized below.

Reporting summary of financial KPls under the EU Taxonomy
(in million €)

other information
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Eligibility and alignment proportions of CapEx under the EU Taxonomy

Taxonomy non-eligible Taxonomy-eligible

2024 2023
restated

Total activities activities

2023 2023
KPIs / Year 2024 restated' 2024 2023 2024 restated
Turnover 89,356 88,734 89,356 88,734 — —
OpEx 642 71 642 71 — —
CapEx 2,792 2,984 1,778 2,044 1,014 940
Of which:
Taxonomy eligible and aligned 118 158
Taxonomy eligible but not aligned 896 782

@ Eligible and aligned CapEx 4% @ Eligible and aligned CapEx 5%
@ Eligible but not aligned CapEx 32% @ Eligible but not aligned CapEx 26%
Non-eligible CapEx 64% Non-eligible CapEx 68%

1. See Sustainability notes for the restatement of 2023 figures.
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For more information about our methodology as well as the estimates and judgments made,
see the EU Taxonomy section in the Sustainability notes, which also includes the mandatory
disclosure tables.

In 2024, Ahold Delhaize reported an eligibility percentage of 36.3%, up from 31.5% in 2023.
This reflects newly identified economic activities under non-climate environmental objectives,
specifically water supply, waste management and remediation. While gross eligibility is

higher this year, aligned CapEx declined to 4.2% from 5.3% in the prior year. In the U.S., the
reduction was driven by a CapEx shift from aligned LED investments to high-GWP refrigerant
replacements, which are not aligned with the EU Taxonomy criteria. In the EU region, significant
investments have not yet met alignment criteria. In addition, brands in the region had fewer
store openings, and, for one brand, LED investments did not meet technical screening criteria.

See Sustainability notes and CapEx disclosure table for more detailed information on the
economic activities under relevant environmental objectives.
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For more information on our performance on these social topics,
see Sustainability notes - social indicators.

For brand examples related to social topics covered in this section,
see www.aholddelhaize.com/sustainability.
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performance highlights
own workforce
own workforce

labor and human rights in the
value chain

workers in the value chain
communities

community impacts
customers

product safety

customers' health and nutrition and
access to healthy, affordable products
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Our social impact extends beyond the boundaries of our offices and our brands’ stores and DCs. Our work impacts not only associates but also the customers our brands serve
and, more broadly, the communities they operate in. Our great local brands aim to drive positive impact by helping customers and associates make healthy, sustainable choices
and working to ensure customers have access to affordable, high-quality nutritious products. Our brands strive to ensure every associate can thrive, and that both associates
and customers feel a sense of belonging and community. We also strive to reduce negative impacts, by safeguarding human rights in our brands’ own operations and across
our supply chains, and working to prevent store-based violence and other workplace safety-related incidents.

Social topics

Health and safety
(own workforce)

Measurable targets and ambitions™ %3
Short term: Reduce workplace injury absenteeism rate year-on-year (number
of injuries that result in lost days per 200,000 hours worked)

Mid to long term: Through risk mitigation, education and awareness, reduce
all serious injuries and fatality occurrences (per one million hours worked).

Progress Performance

@

In 2024, the workplace injury absenteeism rate (number of injuries that result in lost days
per 200,000 hours worked) was 1.81, compared to 1.85 in 2023.

Human rights in the
value chain

By 2025: Our ambition is to have 100% of production sites of own-brand products
in high-risk countries audited against an acceptable standard with a valid audit
report or certificate and no non-compliances on deal-breakers.

77% of production sites of own-brand products in high-risk countries were audited against an
acceptable standard with a valid audit report or certificate and no non-compliances on deal-breakers.

Customers’ health
and nutrition

As per Annual report 2023: Our target is to have 52.3% healthy own-brand food
sales as a proportion of total own-brand food sales by 2025.

Updated in 2024: Our target is to have more than 51.7% healthy own-brand food
sales as a proportion of total own-brand food sales by 2025*.

52.4% healthy own-brand food sales as a proportion of total own-brand food sales was achieved
in 2024, compared to 54.8% in 2023.

The decrease is in line with the expected impact of the implementation of the Nutri-Score 2.0
algorithm in the Netherlands and Belgium.

O
@
@
@

Product safety 100% of production sites of own-brand food products are certified in compliance 99% of production sites of own-brand food products are certified against an Ahold Delhaize-
with an independent third party against an Ahold Delhaize-approved standard, approved standard, or in compliance with an acceptable level of assurance, compared to 98%
or in compliance with an acceptable level of assurance standard by 2025. in 2023.
100% of high-risk non-food own-brand products are produced in production units 97% of high-risk non-food own-brand products are produced in production units audited by an
audited by an independent third party against an Ahold Delhaize-accepted standard, independent third party against an Ahold Delhaize-accepted standard, tested or where stepping-
tested or where stepping-stone audits were used as an alternative by 2025 stone audits were used as an alternative, with 97% remaining equal to 2023.

1. Boundaries of the material sustainability topics are shown in_Our material sustainability matters section.

2. See Sustainability notes for more information on the KPIs and performance.

3. See Sustainability statements section for more information on the targets and ambitions per material sustainability matter.

4. We adjusted the 2025 target for healthy own-brand food sales to more than 51.7% to account for the expected 0.7 percentage point decreasing impact of the amended Nutri-Score algorithm to be implemented in 2025 in our CSE brands. Excluding the impact, the target is more than 52.4%,

which is an improvement vs 2024 and above the original target of 52.3%.

Progress key @ Do not achieve @ On track @ Significant progress @ Achieved @ Achieved ahead of schedule Q Area of focus

Ahold Delhaize Annual Report 2024
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Social information: associates
Own workforce

own
workforce

At Ahold Delhaize, we know that everything we
achieve is thanks to our people - their passion, talent
and creativity is what enables us to bring our purpose
and our Growing Together strategy to life every day.

Ahold Delhaize’s people promise is our pledge to
help them thrive: we create a caring place to work,
that inspires growth and collaboration, where

everyone is heard and valued and finds purpose
in serving our brands’ communities.

own workforce

Ahold Delhaize Annual Report 2024

own
workforce

Definition: The ESRS defines
“workforce” to include associates who
are in an employment relationship with
Ahold Delhaize or our great local brands
(“employees”) and those people who
are self-employed, with contracts to
supply labor, or who come to us from
employment agencies (“non-
employees”). This year, information in
this section refers to associates of Ahold
Delhaize or our great local brands
unless specifically noted otherwise.

other information @ @

Introduction

The 388 thousand associates that work at
Ahold Delhaize and our brands aim to make
a meaningful contribution and bring positive
change to the communities they serve.

This meaningful contribution starts from within,
with how we treat associates at Ahold Delhaize
and the brands. As a Company, we have an
impact on associates, not only on their work
but also on their health and well-being. This
represents an enormous responsibility — and
one that we take very seriously, while realizing
it is an area where we can never stop learning
and growing, especially in today’s increasingly
challenging times.

Economic, geopolitical and social challenges
have put increased pressure on associate
health, safety and well-being, and have
undermined mental health. In the midst of
these challenges, Ahold Delhaize and its
brands aim to operate in a way that is
consistently in sync with our shared values.

Our foundation for this is our people promise:
We create a caring place to work, that inspires
growth and collaboration, where everyone is
heard and valued and finds purpose in serving
our brands’ communities.

Policies

Ahold Delhaize’s people promise is
underpinned by a shared set of values and
ethical principles that support our brands’
cultures and associates. The Code of Ethics
lays out those principles, which help us act
with integrity toward customers, communities,
suppliers, business partners and each other:

e We respect each other
e We follow the law

¢ \We engage with integrity

147


https://www.aholddelhaize.com/about/governance/code-of-ethics/

strategic report

sustainability statements

Social information: associates continued

Own workforce continued

Along with these ethical principles, we work
to create a culture where associates have
the courage to speak up by sharing concerns,
asking questions and reporting any potential
misconduct. For more information, see
Governance, risk and compliance.

Our shared values — integrity, courage,
teamwork, care and humor — and ethical
principles provide the framework for the
decisions we make and are the foundation
of our commitment to conduct our business
the right way, every day. That includes our
commitment to respect human rights.

See Human Rights Report 2024.

To ensure associates understand and can
abide by our ethical principles, Ahold Delhaize
provides annual training to all associates,
including part-time associates and contractors,
on our ethical principles. Associates at manager
level and above participate in more focused
training on our Code of Ethics, ethical principles
and ethical culture.

In addition, we communicate the Code of Ethics
and ethical principles to all associates through
the Ahold Delhaize website, local intranet
pages, posters, videos, local campaigns and
during our global Ethics Week. Ahold Delhaize’s
global Speak Up Policy supports our culture

by giving associates information about how to
report misconduct and what safeguards are in
place if they do so. See Governance, risk and
compliance for more information.

The global Ethics and Compliance team leads
engagement on ethics and human rights. Within
this team, the Director of Ethical Engagement &
Human Rights has day-to-day responsibility for
leading and supporting our strategies and efforts
related to ensuring that basic human rights are
respected everywhere within our own workforce.
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This work is coordinated through the Ahold
Delhaize Working Group on Human Rights,
which brings together the Group-level functional
areas (such as HR, Occupational Health &
Safety and Legal) responsible for supporting
the brands in addressing the salient impacts in
their own operations and in supply chains. For
more information on the commitment of Ahold
Delhaize and its brands to human rights, see
Position on Human Rights and Workers in the
value chain which are aligned with relevant
internationally recognized instruments.

We also have a global sustainability policy that
applies to Ahold Delhaize and its subsidiaries.
This policy outlines Ahold Delhaize’s approach
to sustainability and ESG within its own
operations and across its value chain. For more
information on the sustainability policy please
refer to General information.

In addition to these global policies, Ahold
Delhaize’s brands also offer policies that outline
additional associate expectations (e.g., travel
and meeting policies) and benefits related to
work-life balance (e.g., workplace flexibility and
informal caregiving support). Each of the brands
represents the unique character and needs of
the communities it serves and is encouraged

to create specific policies to service the needs
of those communities.

IRO management

Process to identify and assess
material own workforce-related IROs
See Our material sustainability matters for own
workforce-related impacts and risks we have

identified and assessed as material through
our DMA process.

Working conditions

Strategy

Through our “people promise,” we aim to
create a caring place to work that inspires
growth and collaboration, where everyone is
heard and valued and finds purpose in serving
our brands’ communities. To deliver on this
promise, as part of the work around Ahold
Delhaize’s new strategic priorities, we created
the thriving people strategic priority, which
revolves around four key pillars:

e Everybody grows: Offer a space where
associates can learn and grow, also ensuring
the depth and diversity of our talent pipelines

e Teams collaborate: Passionately nurture
belonging and inclusion through the
100/100/100 DE&I aspiration, continuously
evolve Ahold Delhaize’s “Dare to Care”
employer value proposition and live our
shared values

e Culture thrives: Foster a culture where
everyone feels safe, cares for themselves
and others, and collaborates to better serve
communities and build a sustainable future

¢ Organization evolves: Develop, build
and organize key core and future retail
capabilities through functional academies
and evolving the future of work (e.g., Al)

For more information, see Thriving people.

Health and safety

Definition

Ahold Delhaize and each of its brands
recognize and support the right of associates
to work in a healthy and safe workplace.

We verify responsible labor practices to
support associate health and well-being.

other information
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Actions and resources

Ahold Delhaize and its brands believe that
building a comprehensive safety culture,
processes and tools across the Company is the
foundation of creating awareness and engaging
associates. To that end, we introduced the
Global Safety Policy in 2024. This policy
provides the framework for Ahold Delhaize’s
approach to health and safety. It ensures
compliance with regulations, integrates industry
best practices and reflects our core value of
care. The policy applies to all aspects of the
brands’ operations, including retail, supply
chain, e-commerce and construction.

Key principles of the policy include the following:

e Every associate should leave work in
good condition at the end of the workday.

e Care for the health, safety and well-being
of our colleagues, customers, suppliers
and vendors is a Company value.

e Visible leadership commitment and associate
participation in safety provide a strong
foundation for positive organizational cultures.

e Business decisions should include the
assessment of safety risks and mitigate or
adequately control inherent business hazards.

Visible commitment from leadership and
participation in safety by associates provide

a strong foundation for a positive culture in

an organization. Ahold Delhaize’s brands and
businesses strive to maintain workplaces that
are accident and injury free, recognizing that
healthy and safe work environments reduce
absences and improve business results. Brand
leadership is responsible for establishing and
resourcing implementation plans and monitoring
performance around locally relevant health and
safety topics. We have a Global Safety Network,
which comprises the Safety leads from each
brand and other relevant experts, that
collaborates on setting strategic priorities,
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mitigating common risks, sharing best practices
and subject matter expertise, and developing
common guidelines and expectations. The
Global Safety Network also provides support
and resources for developing and maintaining
global or common safety management systems
that manage organizational exposures to loss,
including mitigating injury and regulatory risks.
In addition to the Global Safety Network, all
brands have Executive Safety Meetings and
Committees whose key purpose is to discuss
overall safety strategy and ensure the brand
has action plans in place focused on safety
improvement strategies. This year has seen

an improvement in workplace absenteeism

rate of 2%, from 1.85 in 2023 to 1.81 for 2024.
The serious injury rate decreased by 16%,

from 0.45 in 2023 to 0.39 in 2024.

Safety at Ahold Delhaize extends beyond
physical measures to include digital safety,
ergonomic considerations and emergency
preparedness. At Ahold Delhaize, we aim to:

e Optimize associates’ well-being through
a safe, supportive environment

e Incorporate health and safety into every
level of the Company, fostering a better
place to work and shop

e Promote continuous improvement through
teamwork, innovation and training

We believe that safety is a responsibility
shared by everyone. To this end, we
encourage all associates to report any
potentially unsafe conditions or practices or
safety violations to their supervisor, local safety
team or the Global Compliance and Ethics
team through the Speak Up line. Associates
are also expected to participate in safety
training and to support their colleagues

in adhering to local safety practices.
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All the associates that work at Ahold Delhaize
and our brands are covered by our health and
safety management systems. This helps to
ensure the safety and heath of employees

in our own workforce. Examples of system
elements include written safety programs,
policies and job specific trainings.

How we measure performance

To measure performance, Ahold Delhaize
has the following targets in place, focused
on own operations:

Timeline Ambition

Short term Reduce workplace injury
absenteeism rate year-on-year
(number of injuries that result in lost
days per 200,000 hours worked)

Medium to Through risk mitigation, education

long term and awareness, reduce all serious

injuries and fatality occurrences
(per one million hours worked).

Adequate wages

Definition

The ESRS defines an adequate wage as

a wage that provides for the satisfaction

of a worker’s needs and those of the worker’s

family given national and economic and
social conditions.

The application requirements provide guidance
on the adequate wage benchmark that a
Company can compare its lowest wage
against. The guidance for European Economic
Area (EEA)-based countries differs from
non-EEA-based countries.

The lowest wage is calculated for the lowest

pay category, excluding interns and apprentices.

The calculation needs to be based on the
basic wage plus any fixed additional payments
guaranteed to all employees.

The adequate wage benchmark used for
comparing with the lowest wage cannot
be lower than the minimum wage set by
the EU Directive on Adequate Minimum
Wages for EEA countries.

Actions and resources

Ahold Delhaize and each of its great local
brands have adopted the following six
overarching principles of fundamental

“procedural justice” to guide fair compensation:

¢ A solid base for comparing roles

e Market-based compensation

e Compensation in compliance with the law
e Equal pay for equal work

e Compensation aligned with individual
performance and brand business strategy

e Compensation that is transparent, consistent
and explainable for the individual associate

See our Human Rights Report 2024 for
more information.

In line with these principles, we compared
gross hourly wages (excluding fixed additional
guaranteed payments) of all our brands’
associates against the applicable national
minimum wage benchmarks in each country
or the U.S. state minimum wage requirements,
where these exceed the national minimum.
The analysis confirms that Ahold Delhaize and
its brands pay gross hourly wages (excluding
fixed additional guaranteed payments) at or
above the minimum wage in each location.
Since Ahold Delhaize and its brands also

pay fixed additional payments, for example,
profit-sharing and holiday allowances, we

can provide assurance that our brands’
associates are paid an adequate wage.

other information
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Social dialogue, freedom of
association and collective
bargaining

Definition

Social dialogue: All types of negotiation,
consultation or exchange of information
between or among representatives of
governments, employers and their
organizations, and workers’ representatives,
on issues of common interest relating to
economic and social policy. It can exist as a
tripartite process, with the government as an
official party to the dialogue or it may consist
of bipartite relations solely between workers'
representatives and management (or trade
unions and employers' organizations).

Collective bargaining: All negotiations

that take place between an employer, a group
of employers or one or more employers'
organizations and one or more trade unions
or, in their absence, the representatives of
the workers duly elected and authorized by
them in accordance with national laws and
regulations for:

e Determining working conditions and terms
of employment

e Regulating relations between employers and
workers and/or between employers or their
organizations and a workers' organization
or organizations
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Actions and resources

Ahold Delhaize and its brands recognize
and support the right of associates to decide
whether to form or join trade unions if they
choose and have their legal rights to collective
bargaining respected. Associates are at the
center of our brands’ relationships with
customers and communities. In establishing
their associates’ employment conditions, our
brands set compensation and benefits levels
in line with job-level and local market norms
and regularly review remuneration practices,
considering societal and market dynamics
as well as economic conditions.

For 57% of associates, remuneration is based
on collective bargaining agreements structured
primarily as fixed annual salaries or hourly
wages. In addition, store managers and
general management associates are eligible

to receive a performance-based annual bonus.
Associates in senior management positions are
eligible for performance-based annual bonuses
as well as Ahold Delhaize performance share
grants that are linked to the long-term goals

of the Company.

The HR function in each of the brands manages
the relationship with associates and, where
applicable, the unions that represent them. They
strive to ensure an early bargaining approach is
in place to actively manage collective bargaining
agreement negotiations, and that contingency
plans are in place to minimize the impact of
potential work stoppages.

Ahold Delhaize and its brands appreciate

and seek participation and feedback and
encourage open dialogue between associates
and management. This is done in a number
of different ways.

The brands listen to and act upon associates’
feedback on labor and working conditions
through our annual AES and regular pulse
surveys.
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These surveys measure cultural aspects of
inclusion and many other aspects of associate
engagement, to see where brands are
performing today and identify remaining gaps.

Some of Ahold Delhaize’s brands have works
councils in place to ensure proper consultation
with and representation of associates. For
example, the Ahold Delhaize Group and
European Business Services Works Council
consists of four members responsible for
participating in discussions and decisions
relating to Ahold Delhaize’s policies and
strategy before they are implemented. This
year, Ahold Delhaize’s leadership engaged
with this group repeatedly to get their feedback
on the new Company strategy and its
implications for associates.

AD Connect is an association for Ahold
Delhaize senior staff who are employed in

the Netherlands or on a Dutch contract. It was
founded in 1974 to represent the interests of
senior staff and has more than 400 members
today. AD Connect has its own board and
acts as a representative voice for senior

staff regarding benefits, remuneration and
other employment conditions for senior
management positions and above.

The brands also encourage the development
of BRGs that address the specific needs

and identities of their associates, including in
diverse focus areas such as neurodiversity,
abilities, racial/ethnical origins, and other
generational and multicultural topics.

These BRGs actively partner with the brands’
suppliers and relevant NGOs to further educate
and engage the community. They also provide
direct feedback and mentoring to the brands
and Executive Committee on any gaps that
exist in relation to working conditions or
support for these associates and provide
insight and advice on how these gaps

might be remediated.

Members of Lion Pride, a newly formed
BRG at Delhaize Belgium focused on
creating an inclusive environment for
all Delhaize associates.

Through our NextCo, Ahold Delhaize ensures
that the voices of a broad representation of
associates are represented in the board room.
See Thriving people for more information.

How we measure performance

Ahold Delhaize does not have any targets
in place to measure performance on
social dialogue, freedom of association

or collective bargaining.

Work-life balance

Definition

A satisfactory state of equilibrium between

an individual’s work and private life. Work-life
balance, in a broader sense, encompasses not
only the balance between work and private life,
given family or care responsibilities, but also
the allocation of time spent at work and in
private life beyond family responsibilities.

other information
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Actions and resources

Work-life balance at Ahold Delhaize starts
with our people promise: we aim to create
a caring place to work, inspiring growth and
collaboration, where everyone is heard and
valued and finds purpose in serving their
brand’s communities.

Life events

Providing a caring place to work includes
supporting associates through transformative
moments in their lives. Whether it is childbirth,
moving house, marriage, navigating disability,
bereavement or retirement, associates may
look to us, their employers, for support.

Life events — both happy and difficult —
represent significant moments in a person’s
life that can have a major impact on their
needs and behavior. Ahold Delhaize and

its great local brands already offer benefits

to cover several of these life events and
continuously take steps to ensure these
benefits still provide adequate support as
associates’ needs and external circumstances
change. All the local brands’ associates are
entitled to family-related leave through social
policy dictated by government legislation,
and/or collective bargaining agreements and
various brand-specific policies. Family-related
leave includes maternity leave, partner

and parental leave, special leave (e.g.,
bereavement or wedding) and care leave.

In 2023, Ahold Delhaize introduced the

Life Events Framework, or LEF, which means
“courage” in Dutch. LEF brings together

the guidelines and all relevant information
about benefits, practicalities and resources
to support associates, along with guidance
for their managers. It represents an evolving
approach that addresses the changing

needs of associates.
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The program covers a pipeline of topics that
come to our attention from numerous channels,
including through BRGs, the brands and Ahold
Delhaize’s own ambitions. Once completed,
frameworks are made available to all brands,
who can then choose to implement them as
policies or augment them to suit the needs

of their associates. In 2023, LEF successfully
launched two new additions. One was a
“working from abroad” policy for the Ahold
Delhaize Group and European teams that
addresses associates’ changing work patterns
and expectations around work-life balance.

This year we added two new topics to the

LEF offering for our Dutch brands and

Ahold Delhaize EU&I. The first is menopause
support, which addresses a topic that many
people feel uncomfortable talking about and
that is not often discussed at work. Though
more than half of associates at Ahold Delhaize
and the brands will experience menopause

at some point in their lives, there is little
awareness of how both physical and mental
symptoms may impact someone’s personal
and working life. The material we provide helps
individuals navigate this phase in their lives
and helps their managers be aware of the
challenges they may face. In line with our
deeply held beliefs around inclusion, this
policy applies to everyone who is experiencing
menopause, regardless of gender identity,
gender expression or biological sex.

The second new topic is informal caregiving
support. Ahold Delhaize defines informal care
as the regular and unpaid help an associate
provides to a sick, disabled or frail person —
either their partner, child, parent, family
member, neighbor or friend. Due to the rapid
growth of the senior population, healthcare
systems are facing challenges in keeping

up with increasing costs and personnel
requirements in the care industry.
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To fill this gap, an increasing number of
people may need to combine their paid
job with informal care.

Ahold Delhaize created a policy to support
associates who are informal caregivers,

as well as their managers and HR Business
Partners. The aim is to create a workplace
where associates can share their challenges,
get support from their managers and
environment, and understand the resources
available to them, including a coaching
program, mental health support, leave
options, sabbaticals and remote working.

Mental health and well-being

We believe that supporting well-being is critical
to making sure associates and our business
can thrive. So, we have introduced and
strengthened programs that improve associate
safety, help people build resilience in the face of
change, reinforce positive coping mechanisms
and eliminate stigma or marginalization around
mental health issues. Ahold Delhaize offers a
mental health and well-being intranet site for
Ahold Delhaize Group associates, giving them
access to a range of resources for self-care
and self-assessment and tells them where

to go for additional support.

This intranet site also offers associates a self-
care guide and an online self-assessment to
check in on their emotional well-being across
eight different themes. An international coach
desk is also available for Ahold Delhaize
Group associates: a fully online, personalized
coaching process to support and challenge
associates as they achieve their personal

and professional goals.

The Company also offers access to online
psychologists, support groups and lifestyle
coaching through the assistance program
OpenUp, which is freely available to associates
and their families across the Group, Ahold
Delhaize EU&I, our European brands and
Albert Heijn associates up to store manager
level. Each of our brands also offer extensive
programs and support for their associates.
For example, Albert Heijn offers a Feel better
about yourself line (“Beter in je vel-lijn”)
through Psychological Interventions and
Support Netherlands (PSION), providing their
store-based associates with free professional
advice for any psychological complaints.

Ahold Delhaize Group also hosts an annual
mental health awareness month in October,

in recognition of World Mental Health Day

on October 10, where we organize numerous
activities, information sessions and discussions
to promote mental health and well-being.

Recognition

Top

EMPLOYER

United States
of America
2024

Top

EMPLOYER

Europe
2024

FOR A BETTER WORLD OF WORK

FOR A BETTER WORLD OF WORK

Our brands aspire to be the leading employer
of choice in each of their markets. Ahold
Delhaize and the majority of the brands
received recognition as top employers,
certified by the Top Employer Institute (TEI)

in 2024. All the U.S. brands, including Ahold
Delhaize USA, are now Top Employer certified,
while, in Europe, Mega Image in Romania,
Maxi in Serbia, Alfa Beta in Greece and Albert
in the Czech Republic have also received
certification. This prestigious award requires
rigorous documentation of benchmarked
practices that offer systemic operations

to positively affect associates.

other information
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In results from the TEI, Ahold Delhaize scored
the highest in the “unity” category, focused

on ensuring fair practices across an associate
population that “brings employees together
and creates a sense of belonging and unity

in the organization” in categories including
purpose and values, ethics and integrity,
diversity and inclusion, and sustainability.
This was a great acknowledgement of our
aim to be open for everyone.

Ahold Delhaize was also recognized as a top
1% employer globally by Leading Employer,
an independent organization that conducts a
comprehensive meta study evaluating 85,000
companies to identify the top employers
globally. The study uses secondary data
available freely online, including public
surveys, employee reviews, audits, jury
awards and memberships. The evaluation

is carried out using a weighted evaluation
matrix. These recognitions, and others

we received, acknowledge our brands’
efforts to continuously improve the

associate experience, care and support,
while also showing us areas where we

can further improve.

How we measure performance

Ahold Delhaize does not have any
metrics or targets in place to measure
performance on work-life balance.
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Equal treatment and
opportunities for all

Strategy

At Ahold Delhaize, when we say we are open

for everyone, we mean everyone — associates,
customers, partners, suppliers and every member
of our communities. Our brands do this through
our joint commitment to diversity, equity and
inclusion, brought to life through our 100/100/100
aspiration toward a workforce that is 100%
gender balanced at all levels and 100% reflective
of the communities the brands serve and a
culture that is 100% inclusive. As an international
Company, this aspiration and framework ensures
our approach is relevant to our local brands.

Ahold Delhaize has a common focus on
holistic inclusion, using the strength of different
perspectives to grow our brands; locally, our

brands design, implement and drive DE&
strategies tailored to the communities where they
live, work and serve. Our 100/100/100 aspiration
includes three pillars critical to this work:

e People: We define and celebrate diversity
— everything that makes us unique and
everything that makes us similar — inclusive
of, but not limited to: generation, LGBTQ+
status, gender, race and ethnicity, disability,
neurodiversity, religion and nationality.

e Culture: Our shared values of courage, care,
teamwork, integrity and humor are at the core of
who we are. They represent our north star and
guide us in operating the right way, every day.

e Community: We believe in working together
to improve the world we live in through
community engagement and collaboration
with external partners and organizations
that share our values.

Ahold Delhaize’s DEAI IOO/100/I0O0 aspiration

1003

reflective

of communities

a workforce that is
100# reflective of
the communities
our brands serve

1003
gender

balanced

a workforce that
is IOO% gender

balanced at
all levels
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business
growth

1003

inclusive

a workforce that is
100% inclusive and
where all voices are
heard and valued

Diversity and inclusion
Definition

Building a diverse and inclusive environment,
fostering non-discriminatory workplace practices.

Actions and resources

1008 inclusion

In 2024, Ahold Delhaize and its brands continued
to focus on building an inclusive environment
where everyone feels welcome. In the past, our
shared values primarily guided how we work
together. These values remain our non-negotiable
minimum standard, for everyone across the
Company — they are how we present ourselves
to the world and what we expect of anyone
working across Ahold Delhaize.

But we realized that we needed to go further and
be more resolute about which behaviors we want
to prioritize. Therefore, we introduced leadership
behaviors: Grow our people, Obsess over
customers, and Win together. These behaviors
include the following, with a focus on inclusion:

e Genuinely care: We create real connection,
showing empathy, vulnerability, respect and
interest in others.

e | ead inclusively: We enjoy diversity, create
space for different perspectives, listen and
speak to understand.

e Evoke curiosity: We ask questions and
seek new ideas and opportunities to learn
and innovate.

e Speak up: We act with courage and
create a safe space to speak up.

We added these leadership behaviors to our
performance management process, and each
associate is asked to reflect on whether these
behaviors are observable when they work with
their colleagues. It's a huge step toward every
leader taking accountability for nurturing inclusion.

other information
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To ensure Ahold Delhaize and its brands are
actively and intentionally pursuing the aspiration
of 100% inclusion, we continued our work with
the non-profit organization the Contentment
Foundation, which focuses on creating a
psychologically safe environment. Ahold Delhaize
inducted a cohort of 50 nominated associates

to deep dive on an applied psychological safety
transformation program. Participants were
empowered not only to role model psychological
safety themselves in any team-related situation,
but also to comfortably teach others how to
apply tools in practice.

The program consisted of nine live virtual
sessions and individual growth work, over six
months of dedicated time. This global experience
was inspired by work done by the CSE brands in
2023, and we anticipate further engagement on
this crucial topic across our brands in the future.

Ahold Delhaize measures and tracks progress
on psychological safety and additional cultural
aspects of inclusion through an inclusive
workplace index that is part of the annual AES.
The Company received a score of 81% on this
index in 2024, which measures the following:

if diversity is valued at Ahold Delhaize; if
associates, regardless of their differences, are
treated fairly; if associates can be their authentic
selves; whether managers treat all associates
with respect; and if associates are encouraged
to share their ideas about improving our work
environment. We are proud of this result, as
81% is 5 percentage points above the global
retail benchmark.
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Associate population diversity

o J

813 388,000 523 48z s
° y ° ° °
AES inclusion score Total associates female male other
Gender diversity by region
583 493
o o
U.S. associates EU associates
[} ] o [} [}
473 5923 I3 583 493 —_3
female male other female male other
U.S. associates: Racial and ethnic diversity'
‘ 2024 2023
' @ White 62.0% 63.1%
“ @ Black or African American 21.2% 21.0%
@ Hispanic or Latino 7.8%  7.5%
@ Two or more races 3.7% 3.4%
2024 .
Asian 3.0% 2.9%
American Indian/Alaskan Native 0.5% 0.5%
Native Hawaiian/
Other Pacific Islander 0.2% 0.2%

1. Aggregation of data from each U.S. brand. Racial/ethnic diversity is based on self-identification; data where identification is

missing is not included in the analysis.
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At Ahold Delhaize and the brands, we believe
great working environments are those where
every associate feels heard and valued and
can bring their true self to work. This includes
making space for the celebration of different
cultural, religious or other important personal
days. To enable associates to observe the
days that matter most to them, some of our
brands, including all of the U.S. brands, bol
and Maxi, have introduced floating holidays
— paid time off, taken on a day chosen by

the associate, or swapped for an existing
public holiday in the brands' local context.

In 2024, we reviewed learnings from these
different types of newly introduced and existing
policies, and we expect to see this practice
expand to all the European brands in 2025.

1008 representative of our communities

Hannaford associate at work in a disability-
friendly role.

other information
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In 2024, our EU&I brands incorporated an
option for associates to self-identify many
demographic points of information about
themselves in our annual AES. While our
U.S. brands have been viewing data with the
help of self-identification for some time, this
is a new practice for our European brands.

This additional anonymized data allows

us to better understand the experiences of
associates representing the full spectrum of
diversity of the communities our brands serve,
and also analyze how we are working toward
our aspiration of 100% inclusion with a much
finer lens. Now, with associates’ input, we can
look at whether, for example, single parents
feel a lower sense of belonging and inclusion
than other people.

This data will help us to refine our benefits

and processes to ensure we are meeting the
needs of associates and offering the same
care to everyone, regardless of their identifiers.

Our commitment to balanced slates
continues to be an important part of reaching
our 100/100/100 aspirations. Balanced slates
are one tangible way we can source the best
talent, minimizing unconscious bias in hiring,
promotions and job assignments by ensuring
equitable access to opportunities. At Ahold
Delhaize, we review and audit our senior-most
leadership balanced slate outcomes, and the
brands determine locally through what job
level to apply balanced slates.
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10028 gender balanced

Across Ahold Delhaize, our aspiration is
to have a workforce that is 100% gender
balanced at all levels.

Compared to 2023, our overall proportion of
women in management increased from 41%
to 42%, while our director-level representation
increased from 36% in 2023 to 37% in 2024.
At executive level (VP+), the proportion
remained stable at 37% this year, and
representation of women at SVP+ (referred
to as sub-top or top-management) increased
to 36.5% in 2024 compared to 32.0% in
2023. See Corporate Governance for more
information on our sub-top representation.

How we track our progress

Ahold Delhaize does not have any
targets in place to measure progress
on diversity and inclusion.

Pay Equity

Definition

Pay Equity is about equal pay for work
of equal value. The pay difference is the

extend of any difference between a female
and a male employee's pay.

Actions and resources

Pay equity at Ahold Delhaize

At Ahold Delhaize, we are a people business
— we pride ourselves on being open to
everyone and we want every associate to
thrive. Striving for pay equity is an important
mission for each of our brands.
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We believe that the total value proposition

for an associate is more than the wages and
benefits they receive. It includes other factors,
such as well-being support, opportunities to
learn and grow, recognition and the diversity
and inclusiveness of the workforce. Pay equity
is an integral part of each brand’s total rewards
philosophy and principles. For associates,

the aim is to drive fair and meaningful rewards
and recognition as part of our thriving people
strategic priority. Each brand is committed

to delivering equal pay for equal work and
equal access to career opportunities to

all associates.

See Adequate wages and our 2024 Human
Rights Report for more information about
the six overarching principles of fundamental
“procedural justice” used to guide fair
compensation.

In our brands, 57% of associates are covered
by collective labor agreements (CLAs). For
associates outside of the CLAs, each brand
has adopted an independent job evaluation
methodology (Korn Ferry Hay) and created
policies and frameworks for determining job
levels and titles, pay grades and bands,
performance evaluation and wage increases.
Ahold Delhaize and the brands are committed
to ensuring all associates are paid equally for
doing the same or equivalent jobs or work of
equal value. Each brand conducted equal pay
for equal work studies through independent
third-party experts in this field, taking into
account local legal requirements. Ahold
Delhaize and its brands are committed to
continuing to perform pay equity analyses,
refreshing them every three years and using
the results to close any unexplainable
differences identified.

How we measure performance

To align with regulatory requirements for
2024 in the ESRS, Ahold Delhaize will report
on the unadjusted and the adjusted average
pay differences for the total aggregated
company population. The unadjusted pay
difference provides a straightforward
assessment of the pay difference by calculating
the average or median difference in earnings
between genders without considering other
influencing factors. The adjusted average
gender pay difference shows the difference
between the average hourly rate for all males
compared with all females, expressed as a
percentage of the average hourly rate for all
males. If we were to list the pay for all male
and female associates separately, from the
lowest to the highest paid, the middle-paid
associate for each gender represents the
median for that gender.

The median gender pay difference shows

the difference between the median hourly
base rate for all males compared with all
females, expressed as a percentage of the
median hourly base rate of all males. In 2024,
the unadjusted average pay difference for
the total aggregated company population
was 14.13% and the unadjusted median

pay difference was 4.50%.

other information
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The adjusted pay difference is a measure used
to analyze differences in earnings between
various demographic groups, typically between
men and women. The adjusted pay difference
takes into account factors such as country, job
level, location type and other relevant variables
that might influence earnings. For the adjusted
pay difference, Blinder-Oaxaca decomposition
is used to separate the explained and
unexplained portions of a difference in two
predicted mean values from each other.

This method was utilized by the European
Commission in their analysis of the (adjusted)
gender pay differences across different
European countries'. In 2024, the adjusted
average pay difference for the total aggregated
company population was 1.36%.

While we are pleased that the outcome of the
adjusted pay difference informs us that there
are objective and reasonable explanations for
the unadjusted pay difference, Ahold Delhaize
and the brands will continue the important work
of delivering pay equity to associates.

1. The public available pay differences are available until 2022. In
2022, women's gross hourly earnings were, on average, 12.7%
below those of men in the EU and 13.2% in the euro area (Source:
Eurostat). In the Netherlands, a distinction is made between the
governmental and the business sector by the Central Bureau of
Statistics. The unadjusted average pay difference in the business
sector in the Netherlands for 2022 was 16.4%. The adjusted
average pay difference in the business sector in the Netherlands
for 2022 was 6.9%.
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To accurately track and report on our progress
compared to previous years, we have also
chosen to share the analysis covering the
same Manager+ population in the Netherlands
as in our Annual Report 2022 and 2023. We
chose to disclose this study first because we
believe the results are more accurate due to

a comparable base across one country. The
gender pay difference analysis covers 2,102
male and female associates in management
positions in the Netherlands. We are proud

of the progress we have made in this group,
as the unadjusted average pay difference is
1.63% (2023: 2.93%) and the median pay
difference is 2.22% (2023: 2.59%).

Ahold Delhaize and its brands are committed
to delivering pay equity to all associates.

We keep challenging each other to further
review practices and build internal capabilities,
ensuring equity is ingrained in each of our
brands’ people decisions. Our brands continue
to strive for consistency in their rewards

and recognition by using robust job and pay
structures and ensuring any unexplainable
pay differences are addressed. This ambition
and our pay equity commitment empower our
goals to be equitable and inclusive employers.
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Gender pay

Shows the difference in pay
between men and women

Average pay difference

Population: Manager+, the Netherlands

1,632 )
\ 4

(2023: 2.93%)

Median pay difference

Population: Manager+, the Netherlands

9.992 O
\ 4

(2023: 2.59%)
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Measures against violence and
harassment in the workplace
Definition

Harassment: A situation where unwanted
conduct related to a protected ground of
discrimination (for example, gender, under
Directive 2006/54/EC of the European
Parliament and of the Council15, or religion
or belief, disability, age or sexual orientation,
under Council Directive 2000/78/EC16)
occurs with the purpose or effect of violating
the dignity of a person and of creating an
intimidating, hostile, degrading, humiliating
or offensive environment.

Actions and resources

At Ahold Delhaize and the brands, we believe
that supporting well-being is critical to ensuring
associates and our business can thrive.

This has been particularly true in recent years,
when the economic, geopolitical and social
challenges we faced put increased pressure
on associate health, safety and well-being.

With this in mind, our brands have introduced
and strengthened programs that improve
associate well-being, 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. One example
is the OpenUp mental well-being platform

we made available to associates at our
support office in the Netherlands.

other information
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Ahold Delhaize and the brands also respect
the human rights of all associates, including
the right to a workplace free from harassment
and violence. Ahold Delhaize’s Code of Ethics
and Position on Human Rights include clear
aims and expectations on respect in the
workplace. Our brands do not tolerate conduct
by any associate or any other person that
creates an intimidating, offensive or hostile
work environment. This includes harassment
based upon a person’s legally protected status.

To ensure that all associates at Ahold

Delhaize and the brands are able to work in
an environment free from discrimination and
harassment, we provide reporting options

for associates, including our Speak Up lines.
These are local ethics reporting lines that
enable associates, third parties within and
connected to our supply chains, and the public
to raise concerns about improper behavior or
possible violations of law or policy, including
our Position on Human Rights and Standards
of Engagement. Ahold Delhaize and the brands
strongly encourage raising concerns and
speaking up and will not retaliate or allow
retaliation against anyone who, in good faith,
reports a potential violation. Any form of direct
or indirect retaliation is strictly prohibited, as
stated in our Position on Human Rights and

in the Standards of Engagement.

How we measure performance

For more information about the Speak Up
lines, see_Governance, risk and compliance.
For the number of work-related incidents and/
or complaints and severe human rights impacts
within our own workforce, and any related
material fines, sanctions or compensation,

see Sustainability notes.
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Training and skills development
Definition

Initiatives put in place by the Company aimed
at maintaining and/or improving its own
workers’ skills and knowledge. It can include

different methodologies, such as on-site and
online training.

Actions and resources

Associates are encouraged to develop IDPs,
which are discussed as part of the performance
evaluation process with the aim of guiding
associates in reflecting on, owning and
developing their career growth and personal
aspirations. To support associates’ individual
development, we offer a portfolio of in-person
and virtual development programs, along with
online offerings through learning platforms. Our
partnership with LinkedIn Learning enables us
to provide skills-based online learning solutions
to more than 7,500 associates across 14 of our
brands. Associates can choose from a range of
more than 14,500 e-learnings across different
areas to grow their skills at their own pace. Our
partnership with learning experience platform
Degreed has enabled data-driven development
and upskilling for 7,300 associates to date.

Our customized leadership development
flagship programs are designed to equip
and empower our leaders to gain crucial
leadership capabilities and grow personally
and professionally.
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One such program is Ahold Delhaize’s Retail
Academy, a long-standing tradition since
1999, that brings together a selected group

of leaders from the brands for an intensive
one-week program to learn about our strategy
and develop their retail leadership and impact
within the organization. Through exposure

to the latest industry trends and retail best
practices, participants gain a broader
understanding of the retail market, positioning
them to adapt and innovate. The program also
offers a better understanding of our Growing
Together strategy and how each can contribute
to our collective goals. Finally, it fosters
valuable connections by building a global
network of colleagues, enabling knowledge-
sharing and collaboration.

In addition to these flagship Ahold Delhaize
internal programs, our functions, regions and
brands offer a diverse range of opportunities
for continuous growth and development. Our
CSE brands offer an inspiring initiative that
enables associates to learn about our business
in an engaging game-based format, called
Best in Town. It is designed to foster a culture
of continuous learning and belonging in

the workplace, while bringing associates
closer to our strategy and business. This
groundbreaking program started at Albert in
the Czech Republic and expanded across
four additional brands — Albert, Alfa Beta,
Mega Image and Maxi — engaging more

than 47,000 employees from stores, DCs
and support offices.

In 2024, we continued to host a series of
monthly leadership masterclasses for all
managers across our European brands.
Around 200 managers attended, and had the
chance to gain insights from both industry and
internal experts on topics that elevate their
leadership behaviors and strengthen their
internal network. The classes were popular,
receiving a score of four out of five from
attendees. The European team has also
partnered with the organization Undercover
Activist to develop the Positive Workplace
Activism program. This course is intended
for anyone who wants to feel encouraged
and supported in addressing social and
environmental issues in the workplace,
mobilizing people to speak up and
accelerating how our Company is

integrating sustainable practices.

The GIANT Company team has revamped
its new hire training to align with diverse
learning styles. They are utilizing enhanced
web-based modules and increasing
management involvement for a more
effective onboarding experience.

Albert Heijn has formed a partnership with
NCVB, a company that provides nationally
recognized, customized secondary (MBO)
vocational training for associates. Through
this cooperation, associates at the brand’s
stores are able to further their education with
a focus on retail, to equip them to become
specialists and store managers.

other information
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At Hannaford, the team developed and

piloted the Hannaford Leadership Passport
Program. It is designed to provide a foundation
of knowledge, processes and tools for new
and developing managers, setting them

up for success as they lead others.

To measure the impact of our training and
development programs, we actively track
progress on associate growth through our
AES. In 2024, we maintained a growth
score of 75%, which is 4 percentage
points above the norm for Global Retail.
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Social information: labor and human rights in the value chain
Workers in the value chain
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Strategy
Interests and views of stakeholders

Ahold Delhaize incorporates its stakeholders’
interests and views on human rights in the
supply chain into its strategy and business
model by engaging with internal and external
IS stakeholders, including representatives of
WG supply chain workers and communities,
WS suppliers, and external organizations, such as
NGOs, civil society organizations, and industry

labor and
human rights in

the value chain

Ahold Delhaize’s Position on Human Rights defines
our support for respecting human rights in our own
organizations and our supply chains. It is built on
our Code of Ethics and reflected in our Standards

of Engagement.

Our Code of Ethics defines the ethical values and

principles that are the foundation of our commitment

to conduct our business the right way, every day.
This includes our support for respecting the human
rights of the people who work throughout the supply
chains of Ahold Delhaize and its brands.

workers in the value chain

Ahold Delhaize Annual Report 2024

workers in the
value chain

Definition: Workers working for entities
in the supply chain and their labor and
human rights that must be respected:

Respecting the rights of every worker

to a workplace free from discrimination,
harassment and violence and to be
treated fairly, with respect and dignity,
including for women to be treated equally
to men, while ensuring that salient impacts
are addressed, including inadequate
wages and unhealthy and unsafe working,
and, where applicable, living conditions.

Respecting the right of every child to be
free from labor that deprives them of their
childhood, potential and dignity or harms
their physical and/or mental development.

Respecting the right of every individual
to be free from forced labor, slavery
and servitude.

‘U\ =

associations like the amfori Business Social
Compliance Initiative (BSCI). We actively
engage with these stakeholders and their
representatives individually, especially in

the context of supply chain labor and human
rights through the SDD process, with internal
stakeholders through the DMA, and through
regular conversations with the Ahold Delhaize
Working Group on Human Rights.

This engagement and collaboration ensures
that stakeholder interests are reflected in
Ahold Delhaize's sustainability initiatives and
overall business approach. By integrating
stakeholder feedback in the due diligence
roadmap, Ahold Delhaize aligns its business
practices with the needs and expectations
of these stakeholders and works towards
ongoing improvement in working conditions
and salient impacts across its global supply
chain. See our section on General information
— Statement on due diligence for more
information on these processes.
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Material IROs and their interaction
with strategy and business model

Our local brands depend on global supply
chains for raw material sourcing, production,
and business relationships, making these
chains integral to our business model. At Ahold
Delhaize, we use “supply chain” and “upstream
value chain” synonymously, reflecting our
focus on addressing key stakeholder impacts,

especially those affecting supply chain workers.

This alignment is guided by the SDD and
DMA, which help us prioritize safeguarding
workers' rights across our supply chain.

Through our SDD process, detailed in the
Statement on due diligence section, we
identified supply chain workers as key
stakeholders potentially affected by salient
human rights impacts, which often have
systemic roots. Ahold Delhaize's focus on
human rights concerns all our upstream
value chain workers. We believe that our
commitment to human rights is a foundational
commitment toward people in our supply
chain; therefore, it is reflected in our

frusted product strategic priority.

The SDD process also highlights several
vulnerable groups that are particularly at
risk in these global supply chains, and
they often overlap. They include:

e Children, who face risks of child labor
and unsafe working conditions

e \Women, who are vulnerable to discrimination,
harassment, and unequal treatment

e Migrant workers, particularly in agriculture
and fishery, who are at risk of forced labor
and exploitation

e | ow-skilled, subcontracted, and informal
workers, who are vulnerable to inadequate
wages, forced labor and unsafe conditions

¢ Minorities and refugees, who are at risk
of discrimination

Ahold Delhaize Annual Report 2024

e Smallholders, who face inadequate incomes

e |ndigenous peoples and human rights
defenders, who are exposed to
community impacts

We conducted a gross risk assessment focusing
on product categories and key raw materials
used in our own-brand products, specifically
evaluating them against environmental and
social risks. The table on the right summarizes
the key outcomes of our brands' supply chain
risk assessments, highlighting salient social
impacts. It clarifies the connections between
geographies, product categories, potential
impacts and the vulnerable groups that may
be affected.

The salient issues identified in the SDD were
taken as input to the DMA, and we recognized
that the potential material impacts and
dependencies on these workers in our brands’
supply chains form a material sustainability
matter for Ahold Delhaize. These material
impacts align closely with those previously
identified salient human rights issues, validating
our due diligence outcomes and strengthening
our confidence in risk assessment procedures.
Atable listing the material impacts identified

in our DMA is provided under Our material
sustainability matters.

Our approach is to adapt continuously to
address these impacts, concentrated in the
upstream value chain, particularly in own-brand
product categories and high-risk countries with
limited government protections, as we work on
eliminating, preventing, or reducing our negative
impacts and mitigating risks. For instance, we
have strengthened our human rights positions
by integrating the CGF's Priority Industry
Principles on forced labor into our Standards
of Engagement, requiring suppliers to adhere
to stringent social compliance. See also the
policies sub-section Standards of Engagement
to read more about this practice and other
actions detailed under Actions and resources.

Social information: labor and human rights in the value chain continued
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Potential salient
impacts

Child labor; forced
labor; inadequate
wages/incomes;
discrimination (incl.
gender inequality);
harassment and
violence; freedom
of association;
inadequate working
time; unhealthy,

©6

Potential affected
vulnerable groups

Children (including
young workers);
women, low-skilled
workers, informal
workers,
smallholders,
minorities,
refugees,
Indigenous
peoples, human

unsafe working rights defenders

conditions;
community impacts

Key product Key regions Main countries
categories in key regions
Coffee Africa, Asia, Brazil, Colombia,
South America Kenya, Rwanda,
Vietnam
Tea Africa, Asia India, Kenya,
Sri Lanka
Cocoa Africa, South America Ivory Coast, Ghana
Seafood Asia, South America  India, Thailand
Palm oil Asia Indonesia, Malaysia
Soy South America Brazil
Fruit and Africa, America,
}liﬁ?:ft?lg:z:rs Asia, Mediterranean,
and iolants Middle East
Non-food All high-risk countries China, Turkey

IRO management

See Our material sustainability matters for
the labor and human rights in the upstream
value chain-related impacts and risk we
have identified and assessed as material
through our DMA process.

Policies
Our commitment to human rights

Our commitment to human rights is rooted in
our dedication to ethical business practices,
as outlined in the Position on Human Rights
and guided by our values of integrity and

care, as also mentioned in our Code of Ethics.
The policy outlines a comprehensive approach
to respecting human rights, focusing on key
stakeholders within Ahold Delhaize's own
operations and upstream value chain.

It explicitly addresses Ahold Delhaize’s

social salient impacts and material topics in
the supply chain, including equal treatment
and opportunities for all, working conditions
and other work-related rights, including

child labor, forced or compul