Responsible Retailing Report 2014




Ahold
Responsible Refailing Report 2014 O-|

In this year’s report...

Welcome

Welcome to Ahold's 2014 Responsible
Refailing Report.

Do take a look around this report fo find
information about our responsible refailing

sfrategy, targets, priority areas, case :;' v R L5, ' ; . 7é W o . b
studies and much more... i 5 v . A PR, Aa

e N, SUGRS, o --""-“"-“- {“-'J
Strategy and Other information
approach

Infroduction Heolfhy living Our governance sfructure Clossary

Perfo;'h\ance in 2014 .

Company profile Community weltbeing Scope of reporting Contact us

Group financial highlights Our people Reporting process Cautionary notice

Highlights by segment Responsible products CO, conversion factors

Message from our CEO Care for the environment Data revisions

Reshaping Retail framework Awards received in 2014

Responsible retailing scorecard Clobal Reporting Initiative

Stakeholder engagement Clobal Compact

Our material topics and External assurance report
our supply chain

Challenges




Introduction

-

%

IR N

Being responsible is infegral to our business and is reflected in the way
we support the health and wellbeing of our customers, communities and
associates, and work fo source our products responsibly from both o
social and an environmental perspective.

In this section, you'll read an overview of our responsible refailing strategy,
and some of the key stories that relate to each of our priority areas.

S N Symmary

e e e b |

Ahold
Responsible Refailing Report 2014 02

Company profile

Group financial highlights
Highlights by segment
Message from our CEO

Reshaping Retail framework

| Responsible retailing scorecard

Stakeholder engagement

Our material topics and our supply chain

\ Challenges




Company profile

We are Ahold...

We are an interational retailing group based in
the Netherlands and active in the United States
and Europe.

Ahold is built on a solid foundation, with strong
and trusted local consumer brands, millions of
loyal customers, leadership in our markets and
proud associates. Operating supermarkets and
selling great food has been our core business for
over 125 vears.

Today, we serve our customers’ changing needs
by offering them their channel of choice. We have
a great network of stores and marketleading online
businesses. Through our omni-channel offering

our customers can shop anytime, anyhow and
anywhere that is most convenient for them.

We work o be an even better neighbor

and make meaningful confributions in all our
communities. Ve support the health and well-being
of our customers, associates and communities,
source our products responsibly and care about
the environment.

We are able to offer customers great quality

and value, an easy and inspirational shopping
experience, and all the right choices because of
our people. Our associates are passionate about
serving our customers and getting better every day.
The relationships they build with our customers are
an important part of why they keep coming back
fo shop with us.

Stores serving customers in five countries

Associates

Serving a trade area population of around
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Group financial highlights
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In 2014,

we achieved
net sales of
€32.8bn and
enerated
ee cash flow

of €1.1bn

LT_’-l Read more detail:
21| See Annual Report

Net sales
£ million

€32.8bn

2010 2011 2012 2013 2014

| Underlying operating income

€ million

€1.3bn

1,376 § 1,377

2010 2011 2012 2013 2014

Free cash flow
€ million

€1.1bn

2010 2011 2012 2013 2014

Dividend per common share
€

€0.48

2010 2011 2012 2013 2014

f
Net sales increase at constant
exchange rates

0.8%

\
Underlying operating margin

3.9%

(2013: 4.2%)

Total returns to shareholders
through dividend payments
and share buyback and capital
repayment programs

€2.7bn

(2013: €1.2bn)

Adjusted income from confinuing
operations per share

€0.88

(2013: €0.79)



Highlights by segment

The sirength

of our brands,
with leading
market
positions in all
of our markets,
underpins

our financial
performance

ead more defail:

ee Annual Report
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Joint venture

e Portugal

Net sales

Net sales Underlying operating income
growth in local currency underlying operating margin
contribution (before Corporate
contribution to group nef sales Cenfer costs)

Net sales Underlying operating income
growth underlying operating margin
contribution (before Corporate
contribution to group net sales Center cosfs)

Net sales Underlying operating income

growth in local currency underlying operating margin

) contribution [before Corporate
contribution to group net sales Center cosfs)

Stake Ahold holds 49% of the shares in the
joint venture JMR, and shares equal voting
power on JMR's board of directors with
Jerénimo Martins, SGPS, S.A.
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Message from our CEO

Dear stakeholders,

In 2014, the food refail industry continued to evolve
rapidly, and we see our customers” demand growing
for a healthier, and more sustainable product
assortment. As part of our Reshaping Refail strategy,
our goal is to be able fo bring our customers great
value, high quality and affordable fresh products
along with the convenience of shopping in whatever
way they choose — and fo do it in a responsible way.

We operafe in an everchanging environment.

With aging populations in many countries, healthcare
costs are rising — and while better nufrifion and
hygiene have led fo higher life expectancy in recent
decades, there is a flip side fo this. Globally, lifestyle-
related illnesses, such as diabetes and obesity, are
rising. The food indusiry is often perceived fo be part
of the problem, and not part of the solution. At Ahold,
we strongly believe that we have an opportunity, not
only to offer healthier choices to our customers, but
also to explain to our customers how they can make
informed choices. We cannot do this in isolation, and
we see a clear advantage in working closely with
our various partners as we execute our responsible
retailing strategy.

Working with our stakeholders

Through our five responsible retailing priority

areas — healthy living, community wellbeing, our
people, responsible products and care for the
environment — we have wellesfablished inifiatives and
programs in ploce to address these challenges, both
independently and at an industry-wide level.

As a major refailer, we take seriously our responsibility
towards all those who impact or are impacted by

our business in some way. Our siakeholders give

us insight and help steer us in the right direcfion so
we can betfer meet their needs over fime, with each
group playing a unique role.

Our customers are at the center of everything we do,
and we tailor our offering to keep on fop of their busy
lifestyles and changing demands. \We constantly
strive fo make sure we provide an even better place
fo work every day for our associates.

Clobally, Ahold and its brands employ around
227000 people. Our supermarkets in the U.S.
and Europe bring positive economic impact fo

the communities around our stores by employing
local people. VWe strive to create workplaces built
on faimess and mutual respect, and to maintain
strong businesses that drive stable jobs and provide
opportunities for great careers.

Our suppliers are also very important fo us as they
deliver the high quality products our customers
expect from us. In this report, you will find examples
of how we work in collaboration with our suppliers
and engage with them in many ways, aiming fo
strengthen and improve our relationships.
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We dlso engage with other stakeholders in

our communities, including people living in our
neighborhoods, NGOs, governments and food
refail associations. We are proud o work with so
many sfakeholders — but their differing agendas and
requirements also bring challenges. We have fo
balance our stakeholders’ needs and fry fo work with
them fo find solutions that are beneficial fo all.



Message from our CEO (continued)
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2014 progress on responsible retailing

I am personally proud of what we have achieved
during the year, and would like fo share some key
highlights with you here:

Healthy living

Health is a key priority for us. VWe have increased
our assortment of affordable fresh produce and
healthy products by over 500 - to a tofal of 9,341
healthy products — and during the reporting year,
launched promotions fo make it easier for customers
fo make healthy choices. In May, Albert Heijn ran a
campaign using @ “helping hand” symbal to point fo
hedalthier options both in-store and online. Ahold USA
further expanded its in-sfore nutritionist program in
2014 and now has 13 nufritionists covering 15
stores. Our healthy sales have fallen slightly in 2014
but this is mainly due to our efforts to make produce
more affordable in the U.S. It is only by making
healthy choices accessible to a broad section of the
population in our markets that we hope fo have a
real positive impact on our customers’ health, and
therefore their lives.

In addition, during my second year as co-chair of
the Consumer Goods Forum, Ahold played a key
role in establishing an agreement by all members to
make a stepchange on the organization's Health
and Wellness resolutions. The agreement will see
the CGF members bring forward the deadline for
implementation of the most crucial acfions on health.

Community well-being

Through our better neighbor inifiatives, we sfrive

fo provide much needed support to many of

our communities. For example, our programs fo
fight hunger in the U.S., the Netherlands and the
Czech Republic continue fo support food banks
through direct donations and food collection drives
coordinated from our sfores. In the U.S., we once
again made significant donations through the

Our Family Foundation to children's hospitals with
a focus on pediafric cancer care and research.

We also continue our involvement in health
education programs for children, and during the year
educated over 720 thousand kids across the U.S.
and Europe. For dll of our efforts in the community,
our U.S. businesses were proud fo accept U.S.
indusiry magazine Progressive Grocer's prestigious
award: 2014 Refailer of the Year.

Our people

In 2014 the response rate of our engagement
survey was a record breaking 81% of our tofal
workforce, and the overall engagement increased
fo 68%. Severdl strengths from the survey included
safe work environments, ob training, and clear
job expeciations.

Our associates are some of our most important
stakeholders, and in 2014 we showed our
appreciation for their hard work by offering a variety
of free or discounted health and wellness programs.
We also saw active associate involvement in our
responsible retailing inifiatives. VWe further rolled out
our performonce management system to our stores.
As a resulf the associates in our stores are now
facilitated with a career development tool which
enables them fo focus on their talents so they can
reach their full potential.

Many Albert Heijn associates also attend school

in addition fo working partiime. For Albert Heijn

and the schoals it is very important that our young
associates complete their studies. To support them

in this, Albert Heiin stores in Amsterdam have been
offering free homework tuition for associates in
cooperation with “Youth Inc: experience how it
works”. In 2014, 40 Albert Heiin sfores in Amsferdam
offered the homework classes, (up from 25 stores

in 2013).

In addition, Albert Heijn is among the largest

employers of young disabled people ("Wajongers')
in the Netherlands with more than 600 Wajongers
currently working across all company-owned stores.

Albert Heijn aims to increase this to 2,000 by 2016.

Responsible products

During the reporting year, we made important
headway on making sure our own-brand products
are produced in a more responsible way.
Highlights in our work on critical commodities
included bringing a further 30% of our seafood
suppliers in line with our sustainability standards
and that Ahold USA's divisions’ stores became one
of the first supermarkets in the US offering own-
brand UTZ Certified sustainable chocolate bars.
We continued fo review our own-brand supply chains
for sustainability “hotspots” and to address those
already identified, for example in 2014 within our
floral supply chain.

Care for environment

We continued to make progress in most areas of
our CO, reduction programs, with further expansion
achieved in the use of LED lighting, ecodfriendly
refrigerants and natural gas delivery frucks.

Waste separation and reuse is increasing each
year, meaning lower volumes going fo landfill and
incineration. And we continued our efforts to reduce
plastic bag usage in the US,

We know that we can make more effective, lasting
changes on various issues at an indusiry-wide level
by working with others. Through our leadership roles
and memberships on various industry-level bodies,
we are continually driving positive change on health
and weliness, and sustainable soy, palm oil and
seafood. VWe remain committed fo the UN Global
Compoact, and this report includes an update of our
performance against these principles.

In closing

We recognize the increasing importance of non-
financial information fo our stakeholders and realize
that financial results are not the only driver for our
business. VWe will continue fo include nonfinancial
fargefs within our Reshaping Retail strategy and look
af ways of reflecting this in our reports.

In closing, | am pleased with the results we have
achieved against our responsible retailing targets.
We are now info the final year of our current sirategy,
and the fargets we are now reporting on will expire
af the end of 2015. We are working on finalizing
the next phase of our sfrategy and | look forward o
sharing it with you later in 2015.

Together with my colleagues on the Executive
Committee, 1'd like to thank all of our stakeholders for
engaging with us and driving us fo consfonﬂy work
harder to become a better place fo shop, a better
place to work, and a better neighbor, every day.

Dick Boer
Chief Executive Officer

Zaandam,

February 25, 2015
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Our Reshaping Retail framework outlines our We have a common set of values across all
How qre we strategic ambitions, how we operate and what our businesses and a shared vision for the future.
we want fo be as a company. Our proven business model enables us o keep

investing in our customer offering, and we are

° °
reSha pl ng retq II getting better every day through our shared

promises. Our strategic pillars outline our clear

? ambition fo grow and be competitive in years
q o P fo come.

We have a robust business model, we are keeping and we have the ambition to drive
built on strong local brands. .. OUr promises. .. performance and go for growth.
Ahold is becomingi1 Credling growih
o a better place to shop, @ Increasing customer loyalty
Q%%\@““ ,, a better place to work, @
S 2 -
S % and a better neighbor. @ Expanding geographic reach
(74
- ~ Enabling growth:
vz Better . . .
%’:“;}%’} $§ place to shop @ S|mp||C|1y
X7 S : "
Yo %\ﬁ“@ﬁ‘ n @ Responsible retailing
¢ every day (@ People performance
Better Better
place to work /neighbor

Our values Our vision
Putting the customer first; Doing what's right; VWinning together; Better choice. Better value. Better life. Every day.
Making ideas happen; Getfing better every day



Responsible retailing scorecard
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Making
progress on
our targets

This overview of the five priority areas in our
responsible refailing strafegy shows our progress
against our Group-wide fargefs and commitments.
We show our sfatus according fo the key below.

For more defail on our progress during the reporting
year, see the Performance in 2014 section.

" Read more defail

~I| See pages 15-43

Key:

(®) Completed or on track
(®) Behind expectation
(®) Unsatisfactory

LN
Hedlthy living @

Ambition:

Make healthy living choices easy

1 2 3 45

Community

well-being

Ambition:

Contribute to the well-being of our communities

®

Target,/commitment Progress Status Target/commitment Progress Status
Increase the sale of healthy 2 4 40 (0 Measure and report 'I 4 O
products fo at least 25% of . (o) on the number of stores /

fotal food sales by 2015 healihy producs pariicipating in af least one stores participated in

across the Group

Report on customers’
percepfion of Ahold's
businesses as leading
hedlihy refailers

679

(o)
of our businesses are
perceived fo be the first or

second hedlthy refailer in
their region

O,

community wellbeing event

community wellbeing events

Measure and report on
our donations

€57 million

donated

O

Measure and report
on food donations to

food banks

€26 million

of food donated

Measure and report on
the number of children

educated as part of our
healthy living programs

720,000

children edﬁcofed




3

Our people

Ambition:

Provide a better place fo work, and support our
associates in living healthy and sustainable lives

Target/commiiment

Report on our
progress on
associate engagement

Report on our
progress on associate
parficipation in healthy
living programs

Report on our
progress on rolling out
sustainability programs

Progress

of associates feel engaged

associates fook part in healthy
living programs

sustainability programs rolled out

4

Responsible
prcclucts

Ambition:
Source our products - including their
packq?mg - with respect for people,

animals and the environment
Target/commitment Progress
Ensure that 80% of our Europe:

own-brand food suppliers
are certified against GFS-

recognized standards e

by 2012

Ensure that 100% of our Europe:
own-brand suppliers in high-

risk countries are audited on US.:
social compliance by 2012 o
Source 100% of the six Coffee:
critical commodities for Tea:
own-brand products in Cocoa:
accordance with indusiry Palm oil :
cerfification standards Soy!:

by 2015 Seafood:

Report on the number
of products reviewed
against our 4R

packaging guidelines

1 For more information see the data section on page 37.

products reviewed

Status

Ahold
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Care for the

environment

Ambition:

Reduce our environmental footprint

Target/commitment

Reduce CO, per square
meter of sales area by 20%
in our operations by 2015
against our 2008 baseline

Report on the percentage
of food waste compared to
fofal food sales

Reduce the amount of
disposable bags af the
checkout in the United
States by one billion bags
by 2015

Eliminate landfill as a

disposal method by 2020

Ensure that all businesses
have implemented a
communication policy fo
encourage customers fo
reduce, reuse and recycle

by 2013

Progress

reduction

of total food sales wasted

bags reduced at our
U.S. businesses

landfill globally

Communication policies in
place at all our businesses

10

Status




Stakeholder engagement
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Engaging
with our
stakeholders

As a maijor infernational refailing group with
thousands of suppliers, employing over 227000
associates, and serving a trading area of 90 million
people, we have many different stakeholders who
impact or are impacted by our business.

Our stakeholders include our customers, associates,
communities (including governments, NGOs,
academic / research institutes and indusiry bodies),
shareholders and suppliers. We engage with these
groups in various ways, including through stakeholder
events, indusiry-wide conferences, roundiable
discussions and supplier days. VWe do this in order
fo gain insight info their expectations and fo share
our progress with them. Listening to and engaging
with our stakeholders enables us to better understand
their needs. It also helps us to build our sirategy and
fo identify the material fopics which impact both our
stakeholders and our company.

Customers

Our cusfomers are central to our business. We have
promised fo offer them healthy choices and provide
products that are made with respect for people,
animals and the environment. In addition, we aim fo
offer competitive prices combined with high product
quality and a great shopping experience.

We ask our customers what they think of our stores,
assortment and service, including their perception of
Ahold’s brands as being hedlihy refailers. We receive
feedback via third-party surveys, propriefary tracking
studies and consumer panels, as well as direcily from
customers in stores and online.

Associates

Engaged associates are key fo our success.

Their hard work and commitment define us as a
leading international retailer. VWe constantly sirive

fo make sure we provide them with an even better
place to work, every day. We do this by creating
workplaces built on fairmess and mutual respect,

and by maintaining sfrong businesses fo drive stable
jobs and provide opportunities for great careers.
We respect and protect the rights of associates: we
are committed to the principles of equal employment
opportunities, freedom of association, and respecting
the legal rights to collective bargaining. In the U.S.
nearly 75,000 Ahold associates — or 65% of all
associates in the U.S. businesses — are members

of unions. Over 99% of our Netherlands-based
associates are covered by collective bargaining
agreements ["CAOs"). Ve maintain an open and
honest company culture and carry out an annual
associate engagement survey. In 2014, 81% of our
associates participated in the survey globally.

Communities

The communities where our customers and associates
live are very important fo us. Our businesses are
committed to being active and engaged members of
their communities. VWe do this through our initiatives,
events and charitable contributions that support

the communities and neighborhoods in which

we operate.

Shareholders

Our shareholders are crucial to our business; they

put their frust in us by investing in Ahold financially.
They monitor our company closely and challenge us
on our sfrategy and how we manage our business.
We meet with invesfors, including socially responsible
investment (SRI) analysts, on a regular basis and work
fo broaden the invesiment community’s understanding
of our company by providing accurate and fimely
information on Ahold's performance and prospecs.
We continually engage with our shareholders in
various ways, and our general meetings also provide
an opportunity for them to engage with Ahold.

Suppliers

We rely on our suppliers to deliver the high quality
products our customers expect from us. Increasingly,
we work in collaboration with our suppliers and
engage with them in many ways, aiming to
strengthen and improve our relationships. VWe hold
supplier events fo discuss a wide range of fopics,
including company sfrategy, sustainability, supplier
diversity, and food safety. In addition, we hold

a special supplier day during which awards are
given out for good performance. Through the Albert
Heiin Foundation in Africa we work fo improve

the livelihoods of Albert Heiin's African fruit and
vegelable suppliers, which in tumn supports their
families and communities and helps us to secure
longferm relationships with them.

In 2014 we engaged with our stakeholders in
several ways:

Fourth Responsible Retailing
Stakeholder Conference

In April 2014, Ahold held its fourth annual
Responsible Retailing Stakeholder meeting af our
office in Zaandam, the Netherlands. The purpose
of the event was fo share progress on our
responsible retailing strategy, and fo find out what
our stakeholders expect from us and how we can
befter meet their needs.

This annual event gives us the opportunity fo
engage with important stakeholders representing
NGOs, the Dutch government, investors and other
organizations. This year we provided an update
on our 2015 strategy and specifically highlighted
our health initiatives and the acfivities of the

Albert Heijn Foundation. The event also included
a roundiable discussion on several fopics including
critical commodities, health, social compliance and
opportunities that exist for stakeholders to partner
with us.

Suppliers open doors for a day

In October 2014, Albert Heijn held a fun and
educational event called “Be a farmer for a day,”
that invited our cusfomers to experience what it is

like to live and work on a farm and fo provide more
fransparency on where our food comes from. A tofal
of 41 Dutch and Belgian farmers who supply fo
Albert Heijn opened their gates to around 75,000
interested adults and children for one day. With the
help of Albert Heiin associates, many fun activities
involving farm life were offered, such as milking cows,
playing form-related games and taking care of the
animals. Behind-the-scenes fours and presentations
explaining the importance of farmers” knowledge

of nature were also provided. Afterwards, all
participating children received a special farmer’s
diploma. The day was a great success and received
many positive responses in the media.



Our material topics and our supply chain

Introduction

We support the health and wellbeing of our
cusfomers, associates and communities. VVe source
products responsibly and care about the environment.
Associates throughout our businesses are engaged in
putting responsible refailing info practice every day.
Our responsible retailing priority areas (Healthy living,
Community well-being, Our people, Responsible
products and Care for the environment) are therefore
from Ahold's view the material topics for our
responsible refailing sfrategy.

Our responsible retailing priority areas have impoct
across our supply chain from our suppliers, producers
and formers, fo our customers.

At Ahold, we believe it is important to understand
where our products come from, so we can ensure
that our own-brand products are safe, and are
produced with respect for people, animals and the
envionment. As a major food refailer with thousands
of ownbrand products and a supply chain involving
almost 6,000 suppliers and related production sites
around the globe, this can be a complex task.

The production of our products starts at the farms that
provide the raw materials, then on to the facfories
and other suppliers that move the products through
the various stages of production.

When the final products are assembled, packaged
and ready for sale, they are moved to our distribution
cenfers, where the products are received and sfored
before being fransported to our more than 3,200
stores. We also operate an online channel where
our products can be purchased via the internet for
home delivery or collection from a pick up point.

Eventudlly, the products are purchased and taken
home for consumption by our customers.

Our supply chain

Our priority areas in the supply chain

Through our Responsible products area, we work with
suppliers, producers and farmers at the beginning

of the supply chain on fopics — such as sustainable
sourcing of crifical commodities, social compliance

of our suppliers, and packaging improvements.

Food safety is not only covered with our suppliers,
we also follow strict food safety requirements in our
distribution centers and sfores.

Online

]

Distribution
centers

.

Care for the environment inifiatives focus mainly on
our own operations and include reducing our carbon
emissions at our distribution centers and stores, and
separating waste. Ve also support our customers in
reducing their impact, e.g. in the area of food waste.

The Our people priority area is focused on our own
operations and our Better Place to VWork promise
and includes health and wellbeing programs for our
associates so they stay healthy and mofivated in their
work and home lives.

Ahold
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Customers

Customers

The focus on Healthy living lies with our associates
and our customers, where we offer a healthy product
assortment and encourage our customers, including
children, to make healthier choices.

Our Community wellbeing priority area focuses
on our customers and the communities in the
neighborhoods surrounding our sfores. We strive fo
make a difference by meeting community needs,
fighting hunger and supporting children.



Challenges
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Introduction

The world is changing faster than ever, and refail

is being shaped by a range of factors. What are
the opportunities and challenges Ahold is facing
today — and fomorrow? Many of them have fo do
with large-scale shifts in fundamentals — climate and
sustainability, social and cultural changes, as well as
increasingly rapid globalization and digitalization.

Over the coming years, we will face this fas-
changing landscape, leveraging the opportunities
and challenges that arise. With over 3,200 sfores,
227000 associates, and a supply chain spread
around the world, Ahold influences many people's
lives through its actions, objectives and policies.

We have many stakeholders and the needs of these
stakeholders are different per fopic and per siakeholder
group, and are not always easy fo balance.

In addition, many factors impact our customer's
choices, for example price, time, quality, sustainability
and health. The need for our customer's to balance
these factors leads to dilemmas that we believe are
important for our stakeholders.

Importance of health

Many of our customers have busy lifestyles and
increasingly demand convenience. They want
food that is easy to prepare, personalized offers
and a convenien, flexible and inspiring
shopping experience.

Customers are increasingly aware of the positive
impact of food on a hedlthy lifestyle. They are also
becoming more interested and knowledgeable about
lifestylerelated diseases, allergies, and other health
conditions that may be affected by diet.

As a food refailer with a huge reach, we have the
opportunity to make a real difference to people’s
health and wellbeing. At the same time, customers
can have difficulty in choosing sustainable and
healthy products as these can be [perceived) as more
expensive or not having the taste customers are used
fo. This means we have fo experiment and innovate
fo help our customers make healthier choices.

Transparency

Food is safer than ever today, and customers have

a greater inferest in what they eaf and where it
comes from. People are increasingly aware of the
impact they can have on society and the environment
through their consumption patterns and buying
decisions. They want refailers to help them make
responsible decisions and rely on them fo ensure the
integrity of the products and their supply chain.

At the same fime, transparency is increasing and
affects customers' and companies” behavior.

For example, online tools and apps give
customers easy access fo knowledge about food-
related health issues, as well as ingredients and
production methods.

For customers, it is not always easy to undersiand

all this information as there are so many different
messages, and some of them are quite complex.

At Ahold, we aim to communicate openly and clearly
by providing more information on product ingredients
and how our producis are produced.

Sourcing

With raw materials becoming scarcer and
environmental concerns growing, a sustainable
approach fo sourcing is essential. VWe want o source
the right products, at the right time, and with the right
terms and conditions, in order fo live up to our "Better
every day” promise.

Our customers and stokeholders expect us to
deliver products and services that fake info account
all dimensions: quality, sustainability, innovation,
availability, social responsibility and price. It's not
“eitheror” but “and-and.”

We have fo align the expectations of our customers
and other stakeholders and these can sometimes
conflict, which makes sourcing a difficult balancing
act. Going forward Ahold will continue to build its
sourcing balancing skills.

Animal welfare

Customers are increasingly inferested in how the
meat and pouliry they buy is produced, while at
the same time they remain price conscious. It is our
aim fo support continuous improvement of animals’
living conditions, while also delivering safe, high-
quality and affordable products. VWe respect local
regulations on animal welfare, and our sfrict controls
are frequently being reviewed externally.

As an example, our Dutch brand Albert Heiin has
begun the introduction of a new breed of slower-
growing chicken, known as Dutch Chicken.

Food waste

We strive 1o buy the right amount of products for
our customers while at the same time our cusiomers
expect our products fo be available whenever they
visit our sfores. As a result not all products in our
stores are sold before they near the end of their shelf
life. This gives us an opportunity to help fight hunger
by making food donations to support our local
communities and fo support new innovations such as
our food rescue restaurant InStock in Amsterdam.

We also assume a role in supporting our customers
fo help them waste less food at home.
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Our five priority areas are material fo our business, relevant to our
stakeholders, and offer opportunities for the biggest positive impact.

In this secfion, you can read about our progress on our fargets in these
areas, discover the programs and initiatives we carried out during the

A alale N C ~ N OIOITOY

Ahold
Responsible Refailing Report 2014 -| 4

Performance
in 2014

Healthy living
Community wellbeing
Our people
Responsible products

Care for the environment




Performance in 2014

Performance during 20]4 ?ehs(ggnsib\e Refailing Report 2014 -| 5

Healthy living

Why does it matter?

Food plays an integral part in health and wellbeing.

Food retailers today offer billions of people around the world o
wide variety of affordable and easily accessible food. This has
contributed o the fact that people across the globe are living
longer and staying healthier later info their lives, and hunger

has decreased. Additionally, evidence shows that people in
neighborhoods with easy access to supermarkets are more likely
fo meef recommended diefary guidelines.

At the same time, non-communicable diseases (NCDs) such as
diabetes, heart disease and cancer are now the leading cause of
death, and many of these illnesses are related 1o obesity. Today,
35% of adults in the U.S., and roughly 21% of adulis in Europe
are obese, and it is also a growing problem among children.

Diet and lifestyle play a role in all of these issues. As a major food
refailer with over 3,200 sfores and several online platforms we
believe we have an opportunity to make a difference to people’s
health, especially in relation to nutrifion, by helping our customers
to make healthier choices.

Awareness among our customers about food and health is
continuously growing, new diefary frends are emerging, and we
are seeing a demand for a wider range of new healthy products.
We continually sfrive to increase the availability and affordability
of healthy products and diefary needs on offer, improve product
labeling and consumer information on nutrition, launch campaigns
fo encourage healthier food choices, and offer expert in-store
nufrifional advice. We also support educational events in the
community that inspire children fo eat healthier.

We work with the Consumer Goods Forum (CGF) to

lead the industry, and as co-chair of the CGF health &
wellness group, we support their ambition to help consumers
adopt healthier lifestyles. For more information please visit
www.theconsumergoodsforum.com
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Providing clear product information

Compared to 30 years ago, people are eating less fruits,
vegetables and fiber, and more salt, sugar and fat. This has
contributed 1o rising obesity rates and an increase in lifestyle
related diseases. Eating healthily is an important factor in reducing
obesity levels and minimizing the risk of lifestyle related diseases.

Progress on our targets
To emphasize and increase the sales of healthy products, we sef

the following target:

Increase the sales of healthy products (as defined by criteria
from leading health authorities) to at least 25% of tofal food sales

by 2015 across the Croup.

Sales of healthy products
percentage of fotal food sales

2013 2014

Sales of healthy products made up 24.4% of our fotal food sales
(24.5% in 2013). The number of products with a healthy logo or
shelf tag increased to 9,341 in 2014 (2013: 8,819).

Healthy product sales as a percentage of total food sales increased
in the Netherlands and Czech Republic. In the U.S. this percentage
decreased, resuliing in an overall decline. This decrease can be
partly atiributed 1o a lowering in price of fresh produce.

Number of healthy products

8742 8969 8819

201 2012 2013 2014

Ahold USA pilots new produce department

During 2014, Ahold USA piloted a new
initiative in two stores named “Famous
for Produce,” involving the insfallation

of an exciting new fresh produce
department. The new department

offers many new healthy choices for
customers, including selections of local,
exotic, organic and ethnic fruits and
vegetables. It also features ready-to-eat
cut fruits and vegetables, an crange juice
machine, product somples and “Did you
knowe" information. Customer insights
were leveraged to drive development
of this healthfocused initiative and fo
enhance the new shopping experience.
Associates received specific fraining

Een helpende
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Smurfs return fo promote healthier products

In 2014, the Smurfs returned to Albert
stores for the third year in a row, full

of energy to make “back fo school”
preparations more fun and healthier

for Czech children. Albert own-brand

"I know what | eat” ["Vim co Jim a piju”)
products (that meet defined nutriional
criteria) were packaged in special
Smurfthemed packaging to make them
easy to spot.
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about the new department and a
markefing campaign was launched

fo raise awareness among customers.
Their feedback on the resulting pilot has
been very positive, as have sales figures.
Following the success of the inifial pilots,
it was rolled out to 13 stores during

2014, and will expand further in 2015.

Albert Heijn highlight’s healthy options
More and more customers are seeking

information and assistance in making the
right choices for a healthier lifestyle.

All Albert Heijn XL stores also gave away
two blue and green bikes featuring the
Choices Program logo to customers who
had selected health-conscious products

In May 2014, Albert Heiin launched an i !
while shopping.

initiative during which healthy product
choices were given more visibility by
means of a "helping hand" symbol
displayed next fo them, both in the
stores and online. Albert Heijn provided
healthy meal ideas for customers, and
had in-sfore nutritionists on hand to
offer fips and advice about healthy
options, particularly in fresh fruits and
vegetables and snack alternatives.
Customers found the fips fo be quick,
easy, and affordable.
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Dum’ng the campaign, customers eamed
points to collect Smurfs by purchasing
over 200 CZK (€ 7.25) worth of these
products. The campaign offered 14
different Smurfs and six kinds of fruits
and vegefable figurines to be collected.
A new microsite, www.albert.cz/
smoulove, provided fun games and
healthy recipes for children.

«

“The aim of our 2014 campaign is fo
teach children the principles of a healthy
diet in a fun way. With the Smurf
characters, popular among children,
we not only stress the importance of
fruit and vegetables, but also offer our
customers many recipes for healthy

breakfasts or snacks.”

Zlata Ulrichovéa
Marketing Director
of the Albert stores
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Offering in-store assistance

Making choices about which products to buy can be very
difficulr, especially when there are many factors to take info
account. For instance product quality, price, ingredients and
number of calories. We try fo assist customers in making informed
healihy choices.

Progress on our targets

We have a metric in place that measures our progress in helping
our customers make healthy choices:

Report on customers’ perception of Ahold's businesses as
leading healthy retailers

Customer perception as a leading healthy retailer

Position 4

Albert Heijin

Albeﬁ

Number 1

Giant Carlisle
Giant Landover

Stop & Shop New England Number 2

Customer perception scores are based on research by
independent market research agencies (982 in the Czech
Republic and SIRS Inc. in the U.S.) that conduct surveys of both
our brands and our main competitors in the regions where

we operate.

Stop & Shop New York Mefro

Customer perception for the Netherlands is based on the summer
report from the research company GfK as GIK removed the health
question from the survey conducted in the second half of 2014.

In-store nutritionist program grows, offering more

experts and children’s clinics

Ahold USA's in-store nufritionist program
offers customers an interactive and
personal way fo seek health, wellness
and nutrition advice while shopping.
Nutritionists are on hand to offer
customers personalized plans, individual
consultations, sfore tours and classes.

In 2014, the in-sfore nutritionist program
was further enhanced by placing
emphasis on the collaboration between
pharmacist and nutritionist, increasing
the number of experts available to
assist customers, and offering new
children’s clinics.

During 2014 there were 13 nutritionists
[up from 10 in 2013) and 134

trained pharmacists together covering
134 siores.

Our nutritionists also support events
focused on healthy kids, including the
Healthy Kids Summits. These Summits
provide important health and wellbeing
information in a fun and interactive way.
In oddition, Giant Food partnered with
Ripken Baseball fo organize ten free
baseball clinics. In 2014, over 1,100
children took part in our Healthy Kids

Summits and 10 Ripken Baseball Clinics.

Allerhande: inspiring healthy cooking for over 30 years

Albert Heijn's customer magozine,
Allerhande, has been inspiring customers
with cooking ideas for over 30 years.
Each edition of the magazine includes

a specific section for healthy recipes,
and once a year, a special health
edition is distributed with a focus on fresh
produce. With a readership of more
than four million people, Allerhande

is the most popular magazine among
Dutch women and stafistics show its
website (www.ah.nl/allerhande) is one
of the most popular culinary website in
the Netherlands. Albert Heijn promotes
healthy choices through Allerhande and

will confinue to explore new opportunities

in the future.
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Promoting the importance of a healthy breakfast

Research shows that breakfast is the most
important meal of the day, especially for
children. A healthy breakfast provides
energy and nutrients for the body each
day and contributes to maintaining a
healthy weight.

The National School Breakfast VWeek
["Het Nationaal Schoolontbijt’) was
developed to teach Dutch elementary
school children about the importance of
eating breakfast every day. In November
2014, Albert Heijn participated for

the first ime. During the event, 500
thousand Dutch school children from
2,500 elementary schools learned

el 2014 - magarin vas Albart Heja.

together and shared a hedalthy
breakfast. Many participating schools
collected their Dutch Nutrifion Center
approved healthy breakfast at their local
Albert Heijn.

Since it started 11 years ago, the
National School Breakfast VWeek
is the largest event of its kind in
the Netherlands.

cllerhande’
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Sales of healthy products

The da'l'a Percentage of fotal food sales | 2014 2013 2012 2011 2010
The sales of healthy products as a percentage of fofal food sales Ahold USA 24.2 24.8 245 241 2%
increased in both the Netherlands and Czech Republic during .

2014, while in the U.S. this percentage fell by 0.6% on last year, The Netherlands 2 26.2 259 260 21.5 205
resulting in an overall decrease of 0.1%. This decrease in the U.S. Czech Republic 12.8 12.1 9.6 9.0 2.4
can be partly attributed 1o a lowering in price of fresh produce. Todl 244 245 249 293 206

The number of healthy producis in our assoriment increased af all

our businesses when compared fo 2013 1 Sales of healthy products at Ahold USA include the sale of labeled national brands. The sales data for the Netherlands and Czech Republic

include few nafional brands, as there was no uniform national labeling system.

Clear product information helps our customers to make informed 2 The percentage of healthy living sales in 2013 for the Netherlands is restated as we included our Belgium operations
choices. To make it easier for our customers fo choose healthy 3 Sales for the Netherlands in 2012 and 2013 were restated due fo the addition of some branded products
products, we have developed healthy-choice logos and shelf
tags. Products featuring these logos and shelf tags comply with
sfrict criteria that are developed by leading health authorities.
The criteria are available on our company websites.

The Ahold USA businesses Hedlthy Ideas criteria follow the
diefary advice of leading governmental and health organizations
including the Diefary Guidelines for Americans, MyPyramid.gov
and the Code of Federal Regulations. The FDA and USDA are

currently reviewing their recommendations including developing

the Diefary Guidelines 2015. We will review our criteria when the Number Of heolthy prOdUCtS

Dietary Guidelines 2015 are published.

2014 2013 2012 2011 2010
Ahold USA'! 6,763 6,643 7,126 7,008 NR
The Netherlonds 1,852 1,567 1,384 1,301 1,214
Czech Republic 726 609 459 433 509
Tofal 9,341 8,819 8,969 8,742 NR

1 2010 data for Ahold USA has not been reported due to duplication of products among the different divisions.
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Why does it matter?

We continually sfrive to improve the wellbeing of our
communities, either through our own initiatives or by supporting
existing programs organized by reputable charitable
organizations. We focus our efforts on meeting community
needs, fighting hunger and supporting children, as these are
the areas we believe Ahold can have the greatest impact on.

With over 3,200 stores located on two continents, we have

a great opportunity fo be a better neighbor and support our
communities. Our supermarkets are offen central to many
communities: most people buy their food from local supermarkets
and visit them regularly, and we employ significant numbers of
people from the local area. Living in a clean, safe and social
neighborhood, and having access fo healthy, nutritious food,

as well as the opportunity o find a job, are important elements
for a strong community.

These efforts are increasingly relevant as we see many of our
communities being affected by global challenges. The gap
between rich and poor has widened and unemployment
levels, particularly among young people, have worsened since
the global economic crisis of recent years. This has resulted

in more people siruggling o be able to pay for their basic
needs, including food. For example, according to the U.S.
Environmental Protection Agency (EPA], an esfimated 50 million
Americans do not have access to enough food, while, at the
same fime, food is the second largest category of waste going
into municipal landfills. Also, the ethnic composition of many
European countries and the U.S. is changing, and the number
of people living alone is increasing.
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Meeting community needs

Meeting the needs of the neighborhoods surrounding our
sfores, through community events or donations, can make a real
difference to those communities.

Progress on our targets

In order to meet community needs we have commitied fo:

Measure and report on the number of sfores participating in at
least one community wellbeing event per year

Number of stores participating in community events

2013 2014

In 2014, 1,430 of our supermarkets were involved in community
wellbeing events.

Measure and report on our donations

Contributions and donations
€ thousands

57,540

2010 201 2012 2013 2014

We donated over €57 million fo a range of causes focusing
on helping children, fighting hunger and building healthy

communities. Donations included food and money from cusfomers,

suppliers and associates, as well as food and funds donated
directly from the company.

Ahold USA rewarded for leadership on community engagement

In 2014, Ahold USA was honored

fo receive leading indusiry magazine
Progressive Grocer's highest annual
honor: the Refailer of the Year award
This award was given primarily in
recognition of Ahold USA's “vast and
exceptional philanthropic confributions to
the numerous communities served by its
regional operating divisions.” (Progressive
Grocer magazine)

. o
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Progressive Grocer applauded Ahold
USA for the in-kind and monetary
donations given through its four divisions
and its philanthropic Our Family
Foundation, as well as its efforts to build
greener stores, reduce waste and offer
associates development opportunities.

Contributions fo the community included
donating funds to support children’s
health and nutrition, providing much-
needed meat donations fo food banks
through the Meat the Needs program
and supporting military members

of the communities in Ahold USA's
trading areas.

Stop & Shop celebrates centenary with “100 Days of Giving”

To celebrate its commitment fo being a
better neighbor in its 100th anniversary
year, Stop & Shop marked the milestone
with its “100 Days of Giving” initiative.
leading up fo the company’s anniversary,
the Stop & Shop divisions donated
$1,000 to 100 non-profit organizations.
The associates at 100 Stop & Shop
stores were given the opportunity fo
nominate the charity of their choice to
receive the donations. Throughout the
campaign, store managers personally
delivered 100 giant $1,000 checks,

cakes and balloons to the selected

Some of the organizations that received
these donations were the Quincy Public
Schools, Seekonk Veterans Memorial
Park, Warm Shelter Inc., Dartmouth Police
Athletic League, South Yarmouth Library
and St. Mary's Home for Children.

Clean and safe store environment at Albert Heijn

Our Albert Heijn colleagues work hard
fo ensure customers can shop in a safe
environment every day. Each year, our
store managers conduct a sfore safety
scan, paying specific attention to safety
agreements in the store and improving
the area surrounding the sfore. They work
fogether with other sfore keepers and
the local municipality to ensure that items
in the neighborhood such as defective
sfreeﬂwghfs and broken pavements are
faken care of.

Al this helps customers to feel safe and
comfortable coming to shop in our stores,
and makes our neighborhoods that litle

bit better.

Mian Thaneand Dallarve and 00/100

charities in a specially decorated 100th
Anniversary vehicle.
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As part of Albert Heijn's efforts to
confribute fo a clean environment they
also participate in the “National Cleanup
Day” ("Llandelijke Opschoondag’).

The aim of this annual initiative,
organized by the Clean Netherlands
Foundation (Nederland Schoon), is to
clean up trash in the neighborhood

In 2014 Albert Heijn joined in, with more
than 300 stores and 1,600 associates
participating fo make the immediate
environment around the stores neat and
fidy. VWorking fogether with hundreds of
municipalities and companies to clean

up the neighborhood gave everyone a
positive feeling!
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Fighting hunger
Many people in the areas where we operate have access fo

affordable, nufrifious food. At the same time the number of people
making use of food banks is rising in the communities we serve.

Food waste is also an increasingly important fopic for
our sfakeholders.
Progress on our targets

Through our efforts fo fight hunger in our communities and to
reduce food waste from unsold products, we have committed fo:

Measure and report on food donations to food banks

Value of food donated to food banks
€ thousand

2012 2013 2014

In 2014, we donated over €26 million worth of products to
food banks. This is an increase of 15% compared fo 2013.
As we collaborate with our suppliers fo fight hunger, our food
bank donations include products from suppliers as well.

The increase is mainly driven by our efforts in the U.S. where we
further expanded our food donations program. See the case
study on Expanded range of food donations fo help fight hunger
for more information.

Expanded range of food donations to help fight hunger

All Ahold USA's divisions have taken up
the challenge to safely donate and divert
as much of their excess consumable
food as possible. This helps hunger relief
efforts within the communities we serve,
and complements our goal of achieving
"zero waste to landfill” by 2020.

We have been working with regional
food banks fo donate an expanded
range of safe, consumable food, which
has become a game-changer in local
hunger relief efforts. VWe leamed that

in addition fo bread and other bakery
items, food banks most needed profein.
Through their Meat the Needs program,
the Ahold USA divisions are donating

safe and wholesome high-quality meat to
food bank partners.

Following the success of this program,
Ahold USA took steps to expand its food
donations even further. In 2014, they
launched a pilot in three stores that also
diverted own-brand and commercially
packaged deli, frozen food and dairy
products fo food banks.

During the reporting year, Ahold USA
and its divisions donated more than
$30 million to regional food bank
pariners, over 85% of which was
food that would otherwise have been
thrown away.

Albert stores take part in National Food Collection

25 Albert stores across the Czech
Republic participated in the 2014
National Food Collection, a nationwide
charity food drive fo help people living
in difficult circumstances. Albert has
been working on this initiative with the
Czech Confederation of Food Banks
and its partners for several years, during
which it has been able to help more than
10 thousand people in need, such as
underpr'\vi\eged fom'\\\es, customers \Mmg
in shelters and the disabled. The food is
purchased in stores by customers to be
donated to the collection baskets, which
are then transferred to food banks.

In 2014, thanks to the generosity of our
customers, Albert supplied over 17 metric
tons of food, worth thousands of euros.
Many Albert associates also volunteered
to help organizers

Ahold 2'|
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Albert Heijn and customers collaborate to support food banks

A common challenge for Dutch food
banks is acquiring the right kinds of
products. The Arnhem Food Bank for
example, on which almost 1,000 families
rely for their weekly grocery supplies,
experiences this problem. The food bank
aims to provide families with a package
that is as healthy, balanced, and
complefe as possible. But there are offen
some everyday items that are lacking,
such as coffee and defergents.

In 2014, the Amhem Food Bank
worked with 20 Albert Heijn stores in
the region to provide customers with

a list of the hard+o-source products.
Customers were then encouraged fo
choose an item from the range to donate
while shopping for their other groceries.
The stores also supported the food bank
by providing space for the donated
food to be collected, and made sure
sufficient quantities of the listed products
were available.
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Supporting children

Childhood obesity and malnutrifion are growing health issues.
We have an opportunity to play a leading role in supporting
children and educating them on nufrition, exercise and how fo
lead a healthy lifestyle, from which they can benefit for the rest
of their lives.

Progress on our targets

To do this we have committed to:

Measure and report on the number of children educated
as part of our healthy living programs

Number of children educated in healthy living

721,808

2010 201 2012 2013 2014

In 2014 we educated over 720 thousand children globally on
hedlthy living — a decrease of 10.3% compared to 2013.

In the Netherlands more children were educated through healthy
living programs compared o 2013, while numbers in the U.S.
remained relatively stable. The overall decline in the tofal number
of children we educated was due fo the fact that less programs
were executed by our Czech businesses compared fo last year.

Building new playgrounds for underserved neighborhoods

In September 2014, Ahold USA's Our
Family Foundation coordinated the
building of a new playground for local
children in an underserved neighborhood
of Bridgeport, Connecticut.

The goal of the project was to make

this corner of Bridgeport “play-riendly”
and encourage healthy activity

for 300 neighborhood children.
Approximately 500 Ahold USA and Stop
& Shop New York Metro associates,
vendor pariners and community

members parinered with KaBOOM!
[U.S. national non-profit) o build the
playground in just one day.

|
! Ik eet
het

f

L ¥

The playground is based on children’s
drawings and features new equipment
not found in other playgrounds in the
areq, including equipment for special
needs children. The space includes
plenty of shade and seafing for parents
and caregivers fo use while their children
enjoy the playground.

This program was also carried out in
other underserved neighborhoods, with
eight playgrounds being built in the USA
in fofal.

Czech school children supported on improving diet

In its "How Czech School Kids Should
Snack” campaign (‘ak eeské diti
svasi”), Albert highlighted the fact that
an increasing number of children in

the Czech Republic are struggling with
obesity and other health problems as a
result of poor eafing habis. It poinfed out
the importance of having a balanced
and regular dief, using healthy snacks
as an example. Albert implemented the
project in collaboration with its “I Know
What | Eat and Drink initiative” (“Vim
co Jim a Piju’) and with the help of
nutrifionists who offered expert advice
about what a balanced diet could

look like.

The Albert Foundation also participated
in the project, through its Healthy 5
program dedicated fo feaching healthy
nufriion principles o school children.
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“| eat better” program reaches more Dutch children

Many children do not eat enough fruits
and vegetables to meet the daily intake
recommendations. To encourage children
in the Netherlands to eat more healthy
food, Albert Heijn, in collaboration

with the Dutch Nutrition Center
["Voedingscentrum”), developed the I
eat better” "Ik eet het beter”) program.
(www.ikeethetbeter.nl)

The yearround campaign offers fun,
inferactive and educational programs
focused on hedlhy eating for elementary
school children. In 2014, 368 thousand
children in the Netherlands took part,

an increase of 6 percent on last year.

During the program, children learned
how to make healthy smoothies and
what nutrients support a healthy body.
Additionally, a “Question of the VWeek”
was put online each week, testing the
students’ knowledge about healthy eating
and exercise. Albert Heijn once again
gave the students a healthy start fo the
school year by providing free tasty and
healthy snacks for their first month back.
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Contributions and donations

The data € thousand 2014 2013 2012 2011 2010
Donations Ahold USA 54,523 50,592 52,181 37,008 36,283
Our donations increased by 5.5% compared to 2013 which The Netherlands 2,442 3,255 3,262 3,085 2,089
was mainly driven by our 15% increase in food bank donations. Crech Republic 575 607 276 820 060
The increase is a result of our efforts in the U.S. where we further Tonl 57,540 54544 56210 41003 30,332

expanded our food donations program. In the Netherlands our
food bank donations declined as the Netherlands has a strong
focus on reducing food waste in their operations.

1 Including food bank donations.

Donations included food and money from customers, suppliers
and associates, as well as food and funds donated directly from
the company.

Children educated on healthy fiving Value of food donated to food banks

In the Netherlands more children were educated through healthy

living programs compared o 2013, while numbers in the U.S. € thousand 2014 2013 2012 2011 2010

remained relatively stable. The overall decline in the tofal number Ahold USA 25,300 21378 19,492 _ -

of children we educated was due o the fact that less programs

were executed by our Czech businesses compared fo last year. The Netherlands 1t 1,497 1,781 B B
Czech Republic 200 199 72 - -
Total 26,527 23,074 21,345 - -

Number of children educated in healthy living

2014 2013 2012 2011 2010
Ahold USA 296,427 310,369 56,562 29,537 31,871
The Netherlands 368,004 347,233 374,283 305,139 297,306
Czech Republic 57,377 147,240 96,438 54,588 8,000
Total 721,808 804,842 527,283 389,264 337,177

1 All businesses have web-based programs that include estimates of the number of children educated based on the number of downloads of the program.
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Our people

Why does it matter?

Ahold's associates are our most important asset and are at the
heart of our success. Their hard work and dedication to serving
our customers help set us apart from our competitors and is key
in allowing us to successfully reshape retail. Ensuring our people
are engaged, healthy and satfisfied in the workplace is crucial,
and research proves that a happy worklorce performs better.

We are committed fo meefing best practices on working
conditions, providing opportunifies for career development,
giving recognition for good performance and fostering a
culture built on faimess and respect. VWorkplace and human
rights are respected at all levels, according to dll relevant local
standards and regulations, and diversity is valued throughout
the organization.

We offer inifiatives for our associates to encourage healthy and
acfive lifestyles. Such initiatives are appreciated by associates
and result in them having a more positive outlook at work and
providing befter service fo our customers. Ahold's associates
can also take ownership of our commitments fo being a better
neighbor within our communities and reducing our environmental
footprint, as they are involved in rolling out our responsible
refailing programs every day.
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Providing a better place to work

We constantly sfrive to be a better place to work for our
associates. VWe aim to create workplaces built on faimess, respect
and safety, and we value diversity at all levels of our organization.

Respect each other

Ahold’s global Code of Conduct reflects our commitment to
workplaces characterized by mutual respect, equal opportunities,
and freedom from discrimination and harassment. Local tolfree
ethics helplines are available for associates to report any concerns
about possible violations of the Code or other behavior.

We respect associates legal rights, including the right to bargain
collectively, and standards regarding freedom of association
oullined in the United Nations Global Compact.

A diverse workforce is important for Ahold companies to
create successful teams, and we implement programs that
support inclusion.

Good working conditions

Healthy associates are likely to have more energy, have lower
absenteeism, and are likely fo be able to contribute more af home
and at work. We therefore encourage our associates fo lead
hedlthier lifestyles by having healthy living programs in place.

Opportunities to develop

Managers af Ahold endeavor o understand the career interests of
their associates, and offer consfructive feedback. We offer training
and education to promote growth and career development.

Support from my manager

Ahold's managers strive to coach and support their associates
fo make our businesses better places fo work. Associates are
also ambassadors for responsible retailing as they are often in
direct contact with custfomers, and engage with colleagues and
communities where they work.

Recognition for performance

We aim fo create an environment where performance is
measured, recognized and encouraged, so that our associates
are able to perform to the best of their abilities and meet

their potential.
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Supporting associates in driving performance

Performance management is about
having the right people — with the right
skills. As a company, we strongly believe
that capable and engaged people drive
better results. In addition, our ambitions
require a wider range of different skills
and management capabiliiies than we
have in the business today. As a result,
we are developing our people to support
our growth ambitions.

In 2014 we further rolled out our
performonce management system o our
more than 3,200 stores.

This means our associates have access
to a career development fool which
enables them to focus on their talents so
they can reach their full potential.

As part of our performance management
system, we also encourage associates

to have an Individual Development

Plan (IDP). An IDP is a structured plan
focused on keeping associates’ skills up
to date for their current roles, learning
something new for a s<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>