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Why we report

Reporting has been a valuable internal tool
for driving and managing the performance
of our Group sustainability strategy since
2008. Outside the business it has created a
strong platform for engaging stakeholders,
enabling them fo hold us accountable for
our targets and commitments. It's also one
of the ways we live up to our Group values
— particularly integrity, determination and
humility — and will continue to be so.

About the report

Reporting year

Unless otherwise staled, all data and activities
menftioned are for fhe year 2011, This report will also
provide an overview of the last three years of our
Group's journey to sustainability.

Scope

This report covers Delhaize Group, including individual
operating companies. Unless otherwise stated,
quantitative data refers fo Delhoize Group gs a
whole and excludes operating companies thal were
nol part of the Group for the enlire 201 reporting
peried. Information on the detailed data scope

and methodology can be found here.

Economic performance

This is covered in detail in our gnnual report.

Report structure and materiality

This report is siructured around our Sustainability
strategy. Il covers the mast material challenges for
our business, which are defined on page 13,

Global Reporting Initiative

We use the GRI G231 guidelines as a baosis for defermining
relevan! conten! and melrics. We seli-dedare compliance
wilh base level C requirements of this rigorous system

& GRI-referenced lable of indicatars can be found here.

Mare information on GRI can be found here,
Information integrity

Delhaize Group's management is responsible for all
ospecis of this repor!. With the assurances detailed
below, we believe if Is a foir and accurate representation
of our 201 Sustainability performance.

Ernst & Young provided limited assuronce fo key carbion
emissions indicaters as well as o set of other indicotars.

The Ernst & Young assurance stalement can be

found here.

Delhaize Group's Internal Audit department provided
limited assurance to a set of additional indicators.

The Internal Audit stotement con be found here.

Forum for the Future statement

“We welcome the steps Delhaize Group

is taking to make sustainability more
central to its business model and strategy.
As it expands into new markets, it faces
growing challenges, from reducing its
environmental footprint to addressing rising
obesity levels. We look forward to the public
launch of the 2020 Sustainability Strategy,
as a platform for creating both the internal
and external momentum to accelerate its
sustainability activity and ambition.”

Sally Liren Dan Crosaley
Dapuly Chled Esmciilim Pilipe i|‘1|:!|| .":l.l!'|1|.':i|||'!:|||l1'|' Al bi

Delhaize Group is a Corporate Poriner of Forum

for the Future, a non-profil organization working
globally with businesses and governments to creale
o sustainable future. Forum for the Future is neither an
auditor nor a verifier. This stalement should therefore
not be read as verification of data or informafion
contained within the report.

Delholze Group Why wie reporl



What can you
find in this report?

This report gives a concise view of
performance on our most material issues
over the last three years, with a focus on
activities in 2011. The final section of this
report infroduces our new sustainability
ambition. Throughout the report are links
to more detailed information. We are
inferested to hear your thoughts on the
report, so if you have any questions or
comments, please get in touch by emailing
sustainability@delhaizegroup.com

What more can you find online?

Throughout this report you will find clearly highlighted
links fo additional, detalled Information on the areas
listed below,

a Dota summary and methodology
Dato assurance slatements
GRI cross-reference lable
Sustainabllity Governance

Complionce and Ethics
Farum for the Future staleman

Responsible sourcing policies
Lis! of owards we won for ochisvements jn 2011

Our partners
Glossary
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Delhaize Group in 2011

About Delhaize Group

Delhaize Group is a Belgian Inlernational food retailer In 2011, Delhalze Group acquired Della Maxi,

with leading positions in key markets, Cur activities o food retailer with 492 stores in Serbia, Bulgaria,
are-spread across 11 coundries on three continents. Bosnia and Herzegoving, Montenegro and Albania
Delhaize Group is listed on MNYSE Euronesx! Brussels The addition of Della Maxi, combined wilth the
lticker syrnibol: DELBI and the New York Stock Exchange Group's existing businesses in Romania, Graece,
lticker symbol: DEG). and Indonesia, makes Delhdize Group a leading

player In Soultheaslern Europe [SEE) & Asia

Regional profiles

Click on the logos below 1o find aut more aboul! our
regional banners.

United States
B O, woreomabuer T ooy
Belgium (& Luxembourg)
e (o &
delaizedirecthe  Tomix Co
Southeastern Europe & Asia

) Eeotsneuto
(& [EIN]A] =
cone & B B wES

EEEHI “ATEMPO TEMPO | B
EMPO i
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Revenues (bn)

EUR 21.1

United Slates 65 4%
Belgiurm 23%
SEE & Asio 11.4%

Associates

Uinited Slates 67.1%
Belgium 10, 6%
SEE & Asig 22 3%

Stores

3 408 of which 80% are
company-operated

United Stales 48 4%

Belgiom 24 1%
SEE & Asin I7.5%

The above figures include the Delta Maxi acquisition
in SEE

Progress Report 2011



Our way of
doing business

Qur vision

Nutritious, healthy, safe,
affordable and sustainable.

Together, we deliver the
best of Delhaize for life.

Our vision

Mudritious, haealifvy, sofe, offordoble and sustainoble
Together, we deliver the best of Delhaize for life,

Al R TS TR L b O | phne Fonsa s
g of rgmly oo ety Kaid

safe

offordable

Wi Ikt o (oI TN Aty v pliscitiand il i
whatiowar than weoon kesd

susta inu_ble__

Together, we deliver the best of Delhaize for life.
DELHAIZEMREROUP

This year we have faken big steps in making sustainability

part of everything we do. We are launching a longer
term strategy, leading up 1o 2020 and we have added
the word ‘'sustainable’ into our vision stoternent. This
is not just a verbal change; it's a reflection of the
strength of our commiiment. Every operafing company
was involved in workshops fa gain a shared global
understanding of sustainability.

Qur values

Determination.
Integrity. Courage.
Humility. Humor.

QOur values

Ourwoy of doing fhings

We share a common sef of values that makes us
stronger as a leam ond os individuals. These values
give clear guidance regarding what is expected from
everyone across the Group and are key to our success.

Video about our vision and values

@
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2011 Highlights

Following suggestions from our
stakeholders, we have returned to
including both the challenges and
successes that sum up our performance
n 2011. The information was parficularly
appreciated in previous reporis

A Kide 5
A Pasta

Pabes =

Teigware L

Transport efficiency

Challenges

Vendor Code of Conduc! lor social complionce has
not relled oul globally for all private brand suppliers
os planned. This is due to different regulatory
situafions in various countries, and the confusian
caused for suppliers by the plethorg of sociol
complionce codes. We are currently finding

wiays fo overcome these hurdles.

Progress Report 2071

Achievements

Healthier products were infroduced through
two new private brand ranges: Nutrilife
at Alfa Beta and Delhaize Kids in Belgium,

Transport efficiency increased even as
sales grew. Greenhouse gas emissions
from product transport fell 6.6% from 2010
and the Group cut 2.6 million fransporfation
kilometers by frucks fo our company-
operated stores.

Better resource efficiency by taking

recycling of food waste fo the next level.
Delhaize America recycled 7 307 tonnes
Delhaize Belgium recycled 5 916 fonnes.

Better resource efficiency

Engaging our associates fo mee! our sustainability
goals continues fo be a challenge. This is due fo
our different banners in a variety of counfries and
nearly 160 000 agssoclates from many different
backgrounds. We will be priorifizing associate
engagement as a fool io help make sustainability
a medningful part of what they do every day



Reflecting on three years
of our performance —
CEO and Chairman interview

Q: 2011 marks the third year of Delhaize Q: What have been Delhaize Group’s

Group’s current sustainability biggest sustainability learnings
strategy. What are you most proud during the last three years?
of achieving since 20097
A:  We have always known the journey to
A:  Overihe last three years we have been working sustainability isn't one we can take alone. Since
logelher os a fruly global business. So, what 2009 we have developed close relationships
immediately slands oul Is our unbending with stokeholders lo help accelerate our progress.
dedication ta bullding strong, Group-wide We have learned a lol doing this and have proven
sustainability programs. From healthy producis the value of stakeholder engagement far the
to the energy efficiency of our operations, business and for achieving our goals.
we have been putting foundations in place As wie confinue fo expand info new markets and
to strengthen our performance globally. grow within our current ones, stakeholder experfise
We ore olso proud of our cournge 1o creale new Is especially valuable. The Mon-Governmenial
proegrams, like our global goal for Global Food Organizations (NGOs| and suppliers we pariner
Safety Initialive {GFSI) certification for private brand with, as well as the many peer groups we
suppllers. I's not always been easy, bul we have parlicipale in, both help us adapl our Group-wide
seen outstanding examples across the business goals and identify what works best for our
On sustainable seafood, our bold commitments operaling companies

sal in parinership with slakeholders have laken
us to a leading position in the majority of our
markets in a very short period of time.

Chairrnan of the Board of Birectors
Count locobs de Hogen

6 Dalhoiza Group Reflacting on thres vears of our parfomoance



Fresident and Chief Execufive Officer

Pierre-0Olivier Beckers

Q: The global economic downturn has
affected every country Delhaize
Group operates in. How have these
changing conditions impacted on the
Group’s sustainability performance?

A:  siriving to be a responsible business has olways
been a top pricrity for us. While the ecanomic
situation has put more pressure across our
entire value chain, we have continued fo invest
in sustainability in 2011 In some key areas which
deliver cost savings, such as energy efficiency,
we have even Increased our invesimenls. This
has helped us keep producis os offordable as
possible at the same lime as making them mare
sustainable. This is important for cuslomers
because they are under increasing economic
pressure loo.

Of course, we have faced some lough decisions
in 20711 There are a few small instances where we
have had fo shift some funding from sustainability
gools, for example, applying Guideling Daily
Amounts {GDA) nutrition labeling o our European
private brand products. Bul we have nol reduced
our ambition gnd commilment,

Q:

What's in store for 20127

In 2012 we are embedding the new 2020
sustainabllity strategy throughou! our business,
for example, through associales” annual
performance targets, This bullds on our current
wark on suslainability and Ihe greal progress
we hove made since 2009. As a resull we
have been adjusting our internal structure on
susiainabilily and are preparing lo increase
both our invesiments and relurns here
It is the next step an our journey that will enable
us o drive more long-term growth and efficiency
in o responsible way. Our associates will be
at the heart of delivering this 2020 ambition
and we'll be engaging them on our approach
throughou! 2002 -1

Ask your question

sustainability@delhaizegroup.com
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2009-2011: three years of
our journey to sustainability

We have been working on Corporate Respansibility

for decades. However, our first formal strategy focused
on it was defined In 2008. Our commitment fo being

a responsible business was formalized in our current
business sirategy, the New Game Plan, lounched

in 2010. This made Corparate Responsibility one of the
three pillars of the Group stralegy, olongside Growih
and Efficiency.

Three years into our strategy we have changed
our language. Rather than using the term "‘Carporale
Responsibility, we now use the word "Sustainability’

We believe this better reflects our holistic approach,

As a growing global business, we have learned a lof
about setfing Group-wide sustainability goals. We know
sharing what works on o local level and being flexible
enough lo account for regional differences are key
to achieving success across the company.

“We are wirking hard fo improva the mutribional value of our Delhaize
bianded pradiucts wilkaut aempromising on quality and tagle and witlisul
increasing pricos. °

1 ang, [H ¢ Crunkily & Besl lhesign m

Heaalthy product focus

For example, some of the early goals we sef were foo
ambitious for some of our newer markets. Other goals
were relevant and set at the right level for each operating
company, but proved too difficult to frack consistently
Group-wide,

Our global goal for private brand supplier food safety
certification shows how targels can progress through
Group-wide dialogue, We gimed to audil oll private
brand suppliers for food safety, and ensure regulatory
compliance. We then began using the Global Food Salety
Inifiative |GFSI| os a standard for supplier certification.
However, GFS| cerfifications are not accessible in all
our counfries. As a result we adopted fo allow for local
certifications that meel our own high standards. Cur alm
is still fo have 100% GFSI cerfification, but we understand
that it will take time to ochieve this in all our markets.

Launched new Delhaize Group
business strategy, the New
Game Plan, 3 strategic pillars:
Growth

Efficiency

Sustainability

The sustainability stratagy

| Dalhaize Group Execufive

1st Group-wide strategy rolled
out. it focused on 5 areas:
Food safety

Responsible sourcing

Health & wellnass

Associate developmeant
Climate change

Strategy

January

2009

Engagement

for customers with new
Group-wide target to
improve tha nutritional
quality of private
brand products

2008 CR Report
released

Stokeholder angogement

roundtable

refined to & areas:

Healthy eating

Food safety

Responsibla sourcing
Associote health & wellbeing
Associote development
Climate change

Committee opproves
high level 2020
sustainability strategy

2009 Stakaholder engogement
CR Report roundiable
released

gic apgrooly =3 g nrwine

b RISy 3o i Tk 1T

L tante for Corporate Sustanoility
§ Sl (Sl BT Em

B Delhaize Group

2009-2011; fhree years of our joumey bo susicinobility
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Anolher major driver of our progress has been
leveraging the influence of our Group sustainability
team. By coordinafing dialegue across the Group and
promoting best practices, our small leam has been

a greal catalys! for positive chonge towards a more
sustainable business.

We have also learned the value of proactive
slokeholder engagement, Inviling experls in 1o review our
approach has given us eritical insights that have shaped
our policies and processes. For example, engaging with
the Gulf of Maine Research Instilute |[GMRI) in the U.S. and
WWF in Belgium ond Greece has helped us set ambitious
pathways fo 100% sustainable seafood sourcing.

In 201 we set the foundations for our 2020
sustainability strategy. It will be embedded into our
business in 2012. It was developed by our Leadership
College, an infernal leadership development assignment,

“Losi yeor's lendership Colags, dedicoted 10 Sustonnonility, Wi moe Thian an
Hightl sty 10 do Bigifinss

s cokts ane i wltimntaly drve

Fitie e |eiimay Wahow kst duiloinogslily da th

Il Bfipones oeseclglah, dilives InnTalicn, Sowes

ootiochilily ‘We ioek this |:_'l','n|"-_| baack irdo our obs and inoour iives”

Aleamndmy. HR Desior. Mega lmnge

which In 20011 was dedicaled to suslainabilily, During the
year, senlor leaders across the Group received inlense
sustainability education, benchmarked our performance
internally and externally and developed the nexi
evolution of our strategy.

To support the newly evolved strategy, we have
increased our investmen! in sustainability in 2012, We
have also created a new governance structure, including
adding the role of Chief Sustainability Officer o lead in
delivering the 2020 siralegy. We are exciled lo embark
on 1his challenging |ourney. ,

The new 2020 sustainability strategy is presented
and discussed with Dalhaize Group's full leadarship
group. Dedicated teams start working on key 2020
strategy projects. A new sustainability structure

is headed by o Chief Sustainobility Officar with

a Group-level sustainability budget.

Dalhaize Group Leadership
College focuses on sustainability,
it researches and fills in details
for the 2020 strategy

New goal odded to
promote healthier
lifastyles and

work anvironmant
for assoclates

January

2011

200 Praparation of the roll
CR Report out of the 2020 strategy
released to external audience

"How to engoge the disengogead?®

The biggest chollange for Delhaze Group lies in the area
whita chinge k& dilvan primanty by consumegs chaides  *

h arl o | [ 1 E
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The big picture

Our business model

As a global food relailer we offer thousands of products.
These include our own privote brands and ofher
companies’ branded products. Privale brand producls
moke up 55% of Belgium sales and 27% of LLS. sales,
Food makes up 85% of Group sales, 80% of our 3 408
stores [including stores in five new countries) are
company-operated, while the remaining 20%

are affiliated and franchised.

Qur value chain

The value chain is complex and Interconnected, bul
susioinability is a crifical elerment throughout. Like ofher
global food refailers, our bigges! challenge remains in the
areas where we have indirect influence. However, 1o be a
susiainable business we believe we must use both our direct
and indirect influence to improve the enfire volue chain.
During the last three years, we have made good
progress in areas of direct confrol. Now we are ready
to expand our impact through partnerships up and down
thie value chain. II's a shifi our slakeholders increasingly
expect as we advance on our sustainability journey.

Influence Direct Control Influence
Row Process & Distribution & In-store Use &
Materials Packaging Transpart disposal
= i."“ = - u -~ | 0
ath, o =
\, V

The world around us

Setting an effecfive sustainability strategy means taking
the major global sustainobility frends into account,
These are identified through discussions within and
outside of our business. This year four of the five critical
trends remain the same as 2010. The new trend is
‘sconomic uncerfainty’,

1. Climate change offects every slage of our value chain,
As a global retailer we produce almost three million
tonnes of CO, equivalent emissions a year and influence
much more through our supply chain and cuslomers.
We also recognize the need fo prepare for the impact

of climate change on our business. It's clear we have a
responsibility 1o take serious aclion and an opporiunily
to drive our business forward. With the Rio +20 UN
conferance on Suslainable Development coming up

in 2012, climate change is particularly important

2. Resource scarcity and food security increasingly
impact our business, and fhe communities in which we
operate, Matural resources such os water, fassi| fuels,
and natural ingredients are deplefing, so we must adopt

and be proaclive in preserving supply. Resource scarcily
is driving up raw matetial costs and threatening supply

By taking action, we see opportunities to sateguard and
strenglhen our supply chain and prolect our customers,

3. Economic uncertainty due fo the global financial
crisis confinues fo impach every area of our business —
from decreased consumer purchasing power lo higher
supplier costs, To deal with these issues it's crucial we
confinue our emphasis on product affordability without
compromising quality, nutrition, safety and sustainability.

4. Health across all our markets is a vital element of our
responsibility. Action to prevent and manage ailments
and diseases like obesily, diobeles, and malnutrition will
benefil our local communifies, customers and associates.
For all of these groups, healih is increasingly important as fhe
econamic crisis reduceas thelr abllity 1o afford healthcare.

5. Changing consumer expectations require us

to be better in every way, from greater fransparency,

to developing more sustainable products and going
beyond fraditional lines of responsibilily. As consumer
frust in business confinues fo decline, this jssue becomes
increasingly important,

10 Dalhoiza Group The big pictura



Importance to stakeholdars (low = Righ)

Our material issues

Our material issues

Our materiality process is the way we franslate
Ihese global trends inlo a business strategy. Our
annual materiality process |dentified the following
issues. Priority issues —in the top right of the mafrix
— are lhe ones we and our stakeholders defined

as our most malerial business lssues.

MBIAJBAD

Our materiality process

Our process is based on a methodology created
by Viridis Strotegy Groups (praviously Esly
Enviranmental Pariners). Originally completed for
Hannaford in 2007, it was replicated for the Group
in 2008. Il has three core phases and an ongoing
fourth phase.

e e e e e v e e S e o [ |mmm w
E g " : by operaling companies ‘ ;
! ®Pockoging . =
: ) Sl ! @  [ssuesled globally
: & Organics : by Group stratogy
! @ Warer ® Climale change H

® GVIOs : ® Local sourcing ® Associote development § .,

® Chemicol & toudns. 3 ® Fairtrode ® Associaie health & wellbeing ¢ .= FePoriing scope

elandusa | ® Commurity : —

¥ ® Sacial complionca -

-ww :.ll'iiilllil".lllillliilll‘i.lllilllillllill'i.:

& Animal wellfore

Importance to business (fisk ond opportunifies) (law = high

Qur materiality phases

1. Understand siokeholders' concerns through
requesis and diclogue, peer reporting, and medio
reviews. Slokeholders include our associales,
customers, NGOs, consumer groups, governments,
suppliers, local communities and our competitors,

2, Evalugte the importance to business in terms

of risks and opportunilies through internal exper|s
and leadership interviews, with a review of existing
local projects and priorities.

3. identify high prionty issues and which [ssues
are best maonaged through the recommendations
of internal experts.

4. Ongoing formal and informal stakeholder
engagement keeps frack of shiffing priorities,
allowing us to adjus! how we manage
suslainability based on oclual performance.

Looking forward

During 20T we have been working closely with
stokeholders fo revisit our most malerial issues.

To do this we have reviewed our sustainabilily
performance inside the business and listened to
what stakeholders think of our strategy and resulls
to dofe. This in-depth engogement is an ongoing
and impartant part of defining the next steps in our
sustainability journey, parficularly our 2020 strategy
oullined at the end of this report.

Progress Report 2011



Our strategy

Our New Game Plan

The current Group-wide business strategy - the New
Game Plan —was rolled out in eorly 2010, Buill around
Ihe three pillars of Growih, Efficiency and Sustainability,

it reflects our business' global nature and was designed
to help us achieve our vision for Delhaize Group—
“Mutritious, healthy, safe, affordable ond suslainable
Together we deliver the best of Delhaize for life”

We added the ward "sustainable’ in 2011 lo

ensure it is embedded in our business worldwide.

VISION & VALUES

STRATEGIC PRIORITIES

GROWTH

Accelerate profitable
revenue growth

EFFICIENCY

Accelerate best-in-
tlass execution

SUSTAINABILITY

Products, People,
Planet

ENABLERS

Financing

Peopie

Overview of growth

We have always believed thaf growing our business is an
opporfunity to increase our positive impact, Sustainability

is a ¢ritical 1ool 1o deliver growth in a responsible way.
Growth means expanding our presence in key markets
and meeting customer neads by evolving the products
we sell. Qur private brand products are Increasingly

a major growth area. We hove direct influence

over how we source, develop and sell these products,

so we can accelerate both their market and
sustainability performance.

Organizational

Overview of efficiency

Improving our efficiency increases our sustainability
ond often rasulis in cost savings. It involves optimizing
and standardizing our Group-wide systems and
processes. Up the value chain this means using fewer
resources and reducing our energy consurmplion,
Down the value chain this enables us to make the
praducts we sell both more affordable and sustainable.

12 Dalhoiza Group O sirotegy



Overview of sustainability

The next steps in our sustainability journey are defined

by our 2020 strategy, It builds on the great progress

we have made already on our Sustainability pillar since
2009 and sefs more aggressive largels in our areos of
big impacl, such as private brand preducts, Ultimalely this
strategy will be our readmap for embedding sustainability
deeply into how we do business. An introduction to the
2020 strateqy is in the final section of this report.

Since 2008 we have framed our sirméguc approach

MBIAJBAD

to sustainability around Products, People and
Planel. Within this our maleriality process defines 1
six Group-level focus areas. We also recagnize our ¥
responsibility fo address resource use and to support
the communities in which we work. Managed af the
operafing company level, this enables a more flexible,
local approach.

PRODUCTS

Hedlthy ealing

PECPLE

Associale health
and wellbaing

PLANET

Climate change ‘

Sustainability governance
and management

On our Group Executive Committee, responsibility for
sustainability sits with Nicolas Hallanders, Execulive
Wice President of Human Resources, IT and Sustainability,
He also sits on the Steering Commitiee, mode up of
senior leaders from across our Group, and is the fioison
for the Group Executive Commitiee.

The Group Execulive Commitiee sets the sustainability
siralegy - based on the recommendation of the Steering
Committee — and monitors performance against our set goals,

Established in 2008, the six Synergy Teams conlinue
lo be responsible for delivering agoinst the goals in
each stralegic area. Throughout 20T they sent quarterly
updates on their performance 1o the Steering Commitiee.

Al o corporate level, the Sustainability team coordinates
strategy and reporfing work in close coordination with
the Sustainability Communications leam: Increasingly this
involves onling communications and engagerment wilh
both internal and external qudiences.

At the managemeni level of our operaling companies,
each business location has a full or pori-time Sustainability
Manager, or a sustainability feam. The Sustainability
Managers liaise with the local Sleering Commiltes
and Synergy Teom members, as well as key business
partners within our organization. This information does
nol include the newly acquired operating companies
in SEE In 2017, This will be reported in 2012. Click here
for more on our governance siructure ond feams.

Responsibl
Food safaty e s
sourcing
Associale Community
develapment
Esource Uso
Stakeholder engagement

We wark closely with exper! organizations fo seek

advice on delivering ond implementing our sustainability
stralegy. In both 2010 and 2011 we engoged slakeholders
{0 help define our 2020 strategic direction. In furn, this
strengthened our parinerships with NGOs and engaged
key influencers, peers, and our own leadership team.

An updated Group-wide slakeholder mapping
exercise will be completed in 2012 to match our 2020
strategy. Click here 1o see a ull list of our partnerships
and memberships,

Compliance and ethics

Integrity Is one of the values of Delhaize Group.

We conduct our business in an ethically responsible

manner thal respects and protects our relationships

with our associales, communities and other slakeholders.
In 2011, we infroduced the | Share’ netwark, an

online reporting lool sponsored by the Delhaize

Group of Office Compliance and Ethics. Il provides a

mechanism for associotes to report Issues or concerns,

It can recelve reparls in longuages spoken by our

assoclates. All reports are lorwarded 1o the Delhaize

Group Office of Compliance ond Efhics. Click here

for more on our Compliance and Ethics progrom.

Progress Report 2011
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Performance in 2011

This table gives a snapshot of our goals in each
strategic focus area. For details of previous years'
performances, see the relevant CE reporis.

Key
oy Newgoal & Goal met

€3 rortiallymet A7 Ontrack
Goal missed but
progress made
Healthy eating 20m Detuails
Goals Progress

Imprave the nutritional guality of private brand products,
including reducing negotive elements and increasing posifive
elemenis—angaing

Tonnas of sugar, fotond sedium removed
and new, healthiar products on shell
1sae page 16}

Apply GOA guidelines o opplicable privale brand products
al European operating campanisas—December 2011

80% of Eurcpean privale brand
products have GDA lobels
isze page 19)

Imprave health and wallness communications, in the araas
of affordability and  disease control—ongoing

all operating companies confinue
to run such programs
{s2e poge 19]

Food safety
Goals

20m
Progress

Details

Demaonstrate cantinued improvement In food salety ogainst industry
benchmarking—Decamber 2012

Progress made in food safely review,
procedures and measurament
{see poge 20}

Audit all private brand supgpliers for food salety complliance—ongoing

85% of private brand suppliers oudited
isae page 20|

4 Delholze Group Performance in 2011



Responsible sourcing
Goals

20N

Details

Require all private brond suppliers fo comply with the Vendor
Code of Conduct—ongaing

Following leedback, revised the farmal
and process
[see page 22|

Conduct oudiis for private brand suppliers ogainst the Vendor
Cade of Conduct—angalng

Goal st 1o ensura code compliance
|see page 23]

Require ldentifled vendors o parficipate in capacity bullding
workshaps on the Vender Code of Conduct—aongoing

Goal sel 1o ensure code compliance
[see pane 221

Develop operaling company-specific Sustoinable Seafood policies
and Implementation plans lowards Delhalze Group Sustainable
Seafood vislon—December 2011

Policias and plan in process
|see page 23}

Lise only sustainable palm oll Inour private brand preducis

*» O R

As parl of BSPO cammitment

—Dacamber 2015 [see page 24
Associate health and wellbeing 20m Details
Goals Progress

Support assoclates by prometing healibier lifestyles and work
envirenments—aongoing

Aclions In process
sen g 25

Collaborate with communily pariners ol each operafing company to

Programs expanded in 2011

leverage associale heallh and wellbeing programs and educational isee pona 26
resources—ongaing
Associate development 20m Detuails
Goals Progress

Ensure all associales have an annual documentad parfanmance
dialogue—December 2012 [reflecting performance in 2011

19% of associales hova annual
parformance dialogue

(see page 28}
Climate change 201 Details
Goals Progress
Group 20% reduction In CO, equivalent emissions per m* of sales 4%, reduction singe 2008

oreq logainst 2008 baseline yeorl—2020

|see poge 321

Switch refrigerants from ozone-depleting substances (205 such
os CFCs and HOFCs fo ozane-friendly HFCs ar other refrigerants
thraughout the Groug, while minimizing Global Warming Potential
{GWPRl—ongoing

49% of fotol refrigerants are now
switched to ozone friendly substonces
[sea page 33

Progress Report 2011

15

O
&
e |
T
]
z




Healthy eating

Our journey

Our biggest opportunity in healthy eating is o become
o frusted source for customer advice on healthy ealing.

Over Ihe last three years we have made greal progress.

We are constanily working lo improve the nutritional
value of our private brand producls. We ore also
engaging customers on healthy eating fo tackle
long-term diel-related issues like obesity and diabetes,
Our stores are already known for the quality of the
products they sell. Since 2009 we have made our privole
brond products healthier without compramising toste,
appearance, affordabilily and convenience. New private
brand product lines that focus on health, like Delhoize
Kids in Belgium and Nuirilife in Greece, are doing
well. These products have up fo 30% lower retail prices
than national brand equivalents, which meon we qre
offering healthier and more affordable options for
our customers. In 2011, private brand sales in Belgium
represented 55% of our revenues and 27% in the U.S.
Increasing the visibility of healfhier products fo
customers Is a lop priorly, We are doing Ihis In many
ways, from in-store nutritionists, to clear on-pack
product labeling. This helps us compete more effectively
against products that appear healthy but don't meel
healthy eafing standards. Our operating company
carmnmunicafions must be flexible and localized fo
reflect varying regulatory and cultural needs.

Risks and opportunities

The risks and opportunilies for healihy ealing oullined
In aur 2010 report and our websile continue 1o be
relevant to our business this year.

16 Dethaize Group ey aaing

What are we doing about it?
Reformulating our private brand products

(GOAL

Improve fhe nutritional quality of private brand products
including reducing negative elements and Increasing
posifive elemenis - ongoing

(+7"ON TRACK)

In line with our goal, all our operafing companies are
making Improvements 1o the health and nutrition of
private brand products.

Creating new private brand product lines

Delhaize Kids Lounched in Belgium in May 201, this
food range is made for, and tested by, kids. Formuloted
with health and nutrifion in mind, Defhaize Kids producls
have less sadium and sugars, and more beneficial
ingredients, such as fiber, than comparable brands.
They also have fun healthy eating messages and
nutrifious recipe ideas. Promating the brand af gymnastic
events and circus shows organized for customers and
nssociates emphasizes the brand'’s message o combine
healthy eating ond exercise.

Read our 2011 Insight for more details about
the range

@

Nutrilife Lounched af Alfa Beta, this new range of
products offers healthy benefits, such as better digestion,
better bowel function, reducing the risk of certain
concers, and impravements in metabolic rate and blood
pressure. Products include cheese without lactose,
juices with odded vilamins and yogurls with bifidus.
The brand has helped position Alfa Bela as a leader

in health and wellbeing in Greece.

Reducing negative impacts

Our aim Is to ensure our private brand products are of least
as nuirifious as their national brand equivalents. This means
our operaling companies are continuously reviewing and
reformulafing our private brand products, and sharing
experiences. Delholze America has joined Delhaize
Belgium in employing nulriionists at the developmenl stage
of private brand products. This helps equip us with the
informafion to improve the nutritional value of our products
at an early and therefore more efficient stage.



2011 highlights include: Providing clear labels

Delhaize Belgium - reducing sugar and fat T
Seven 365 soft drinks were reformulated fo remaove s Clear labeling helps our customers make better 3
130 lonnes of sugar, represanting on average 30% @ choices when purchasing food. However, the difference T
rediiction in lolal sugar - between regional and local legisiation means we can't g
30 /n stondardize labeling across all operating companies. [~
Therefore in our locol markets, we adapt and go beyond )
Four kinds of 385 chips were reformulatad, removing the national legislation. For example, in the U.S, we use
13 lonnes of fal by replacing palm ail with sunflower @ié" Guiding Stars, while in Europe the GDA |Guideline Daily

oil, representing on overage 90% reduction in fofal oy Amounts] tool is employed.
safuioted fol 90 /

Delhaize America - reducing sodium

Delhaize America Is reducing sodiorm in line with lIs
Mafional Solf Reduction Initiafive [NSRI partnership

We are the first LS. retaller commilled 1o reducing

sodium In cerlain pockaged [ood colegories by

an average of 20% over 5 years

14 My Essentiols soups were reformulated fo rEmove
abou! 3g of sodium per serving, representing on
averoge 26% reduction in telal sodium

Six My Essentiols salod dressings were reformulated
reducing sodium by 6%

Three My Fssenfinls posia souces were reflormuloled

reducing sodiurn by 37%, 44%, and 51% respectively

Super Indo - removing food additives

The color additives divrg Red and Ponceau 48,
were foken out of-all Super Indo's juices and replaced
oy nafural food coloring subsfances. The addilives
rermoved are ",::LI::{[_Z-L'-IlL'iJ [0 causa mmmuna ‘_i'r'.'jfli_-zi"rl
reaciions and increase Pwperactivily in children

Progress Report 2011 17




Healthy eating

Delhaize America

New uses for Guiding Stars
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enriched macaroni product

The Guiding Sfars system is used in over 20 U.S
states by over 1 700 retail stores (including Delhaize
America banners), three public schools, three
corporate cofeterias, three colleges and universities,
seven hospitals and three medical focility cafeterias.
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Europe

Apply GDA guidelines 1o applicable private brand
producls af Eurepean operating componies -
Decamber 2011

( € PARTIALLY MET )

Over {hree years we have more than doubled the
number of European private brand products with GDA
labeling. While all new opplicable producls in Europe
carry GDA labels, we are still working through pockaging
redesigns to add GDAs to exisling products. Overall,
80% of applicable products had GDA lobels at the end
of 2011, We will cantinue 1o update packaging lo reach
the 100% goal.

Percentage of private brand products with GDA
labels at our European operating companies

2009 39%
2010 G 60%
201 e————— <)

Alfa Belo, Approximately EUR 125 000 was invesled
in the Nulritife magazine, and various health and
wellness braochures.

fega Imoge. Roughly EUR 20 000 was invested when
the Fit, Funclional, Nalural project wos launched in

25 stores. Cotering to custorners with spacial nufrifional
needs, it has accompanying online and in-store
communication, as well as a nulritionist servica.

super Indo, Launched in 2010, the '5 a Day’ campaign
was successfully confinued in partnership with the Health
Ministry of Indonesia. A 2011 highlight was an in-store
cooking demonstration by a celebrily chel, showcasing
healthy and tasty ways to cock fruit and vegetables.
Visifors were given o5 a Day' brochure with lips on
healthy living ta use al home

2011 Insight: Helping our customers

eaf healthily

Click here for our data summary
and methodology

A

Engaging consumers

(GOAL

Improve heallh ond wellness communications, In the
areas of offordability ond disease control - ongoing

(7 ON TRACK)

Successful communication of the health benefits and
nulritionol value of products has been o goal for the
last three years, All our operating companies continued
to invest in this throughout 2011, each finding its own
way fo engage local consumers,

Delhaize America, Qur banners invested over

LISD 1.8 million in health-related campaigns including
in-store guided fours ond signage as well as compaigns
around aur Guiding Stars products - special recipes,
tags on shelves and leaflets and promotions.

"We applaud Delhaize America for
committing to lowering sodium in
its private label products as part of
the National Salt Reduction Initiative.
Through this commitment, Delhaize
America not only recognizes the
critical role that supermarkets can
play in providing healthier foods but
is leading the food industry toward
a healthier food supply by providing
lower sodium options.”

Dr. T. Farlay
Miaw York City Haodth Commissionar, RERI1

Progress Report 2011
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Food safety

Our journey

A rigorous, fransparent and comprehensive approach
to food safety s vital fo our succass. This is why we
take a holistic approach that sirelches the length of our
value chain.

An external benchmarking of our food safety
performance inall operaling companies began in 2009.
This led 1o a series of upgrades thot has resulted in our
system going beyond required regulations and in pursuit
of 'besl-in-class for the industry. Our stores have Improved
lechnology, efficient processes, troined associales and our
own festing and certifications. Progress is now being made
lowards conducling food safety audits across all stores.

Up the value chain, we are in the process of ensuring
all our private brand suppliers have a food safety
certification in addition to that required by local laws
- anather voluntary step thal will tloke us beyond the
indusiry standard, As we confinue to expand our private
brand ranges and acquire new stores, achieving this
will be chollenging. However, we believe it's exiremely
Important, Cerfifying suppliers fo very high standards will
deliver direc| business benefits. We work with our smaller
suppliers on a step-by-step improvement plan o help build
their copacity to meel stringent food safety standards,

Down the value chain, we siriva lo increase our
cuslomers’ awareness of food safely In the home by
equipping them with the information they need fo reduce
their own risks. Click here to see the food safely tips we
pravide our consumers on our banners’ websile.

Risks and opportunities

The risks and opporiunities for food safely outlined in
our 2010 report ond our websile continue to be relevant
lo our business this year.

What are we doing about it?
Benchmarking progress

(GOAL

Demonsirale continued improvement in food safety
ogainst industry benchmarking — December 20012

(A”ON TRACK)

Our goal for 2011 was o incorporate our learnings from
the 2009 benchmark exercise fo improve group-wide
performance. The next benchmarking of our companies’
{ood safely performance agains! indusiry standards

will start in 2012 in Europe and the U.S. Benchmarking

in Indonesia will begin in 2013, following their initial
assessmenl in 2010,

We have made great progress across
the Group:

The new Ecolob Delhalze Food Salely Review starled in
early 2011 fo help measure compliance and management
praclices at Delhoize America. This included In-depth
validafion of proper lemperature confrols, ensuring proper
hand-washing and hygiene praclices are lollowed, and
that food contact surfaces are fully cleoned and sonifized

Delhaize Belgium audited its distribution centers for food
safety in 2011 A single, ceniralized system now covers
the supply chain and four distribufion centers, This frees
rasources for daily Tollow-ups,

An Improved procedure for recalling products was
implemanled ol Maga Imaga slores and distribulion
centers

Haoving procured Ihe oppropriole equipmenl, Super
indo Is establishing calibralion procedures. This follows
the infroduction of o lechnical In-stare prablem tracking
syslern, which ensures Issues are followed Lp wilhin 1he
technical depariment

Procurement

Audit all private brand suppliers for food sofety
compliance — ongoing

(7 ON TRACK )

The procurement process for our private brand products
includes specifications for meeting the highest food safety
requirements. These products represent 55% of revenues
in Belgium and 27% in the U5, so the effect is significant.
Auditing began in 2008 and we have made steady
progress. As of 2017, 85% of our privale brond suppliers'
produchion sites have mel stringen| cerlifications that go
beyond local fond safety regulations, Most of the sites are
certified under the Global Food Safety Initiative (GFSIL We
confinue fo work towards our target of 100% private brand
suppliers being audited for food safety compliance.

20 Dellmiza Group Food safaty



Private brand suppliers audited against
GFSI standards or equivalent strict criteria

2009 70%
2010 G 827%
2077 G  85%

We made improvemenis in all of our operafing companies
In 201, Nearly all Delhoize Belgium's and Delhaize
America’s suppliers are cerfified under GF3l, Alfa Beto
made greal sirides in moving o large percentage of their
suppliers from traditional standards o GFS! certification.
Al Mega Image, all private brand suppliers were cerfified
under GFSi or equivalent sirict criteria. Mos! of Super Indo's
private brand suppliers are small to medium enferprises,
so affordability is a barrier 1o achieving certification
standards. Therefore, Super Indo audits suppliers based
on Indonesian Good Manufaciuring Practice standards.

Across the Group we want all private brand suppliers
lo follow advanced systemns that infegrate HACCP
[Hazard Analysis and Critical Contral Poinl] principles -
the global standard for foed risk assessment that makes
up parl ol achieving GFSI certification. Alfa Beto and
Mega Image have been aofficially recognized for their
application of HACCP principles.

Distribution centers and logistics

Protecting the integrity of our cold product chain is
fundamental to food safety. In 201 all our operating
companies continued fo go beyond compliance
standards. Delhaize America reviewed and improved its
Guality Assurance processes. || used a combination of
better technology, Improved documentation and clearer
product code date specifications for perishable foods
received in all disiribution centers.

Delhoize Belglum and Super Indo both made
improvernents in their food safety auditing of distribution
centers. In Belgium o single centralized system now
drives the entire supply chain, including all distribution
centers. Delhaize is the first Belgion refailer fo have oll
its company operated activities aulo-confrol certified.
The certification, together with all existing internal
and external conlrols, is an exira assurance for our
custorners that our products are safe.

Alfa Bela is working with the Nafional Technical
Liniversity of Athens to study the farm-to-fork cold chain
of o meat product. Mega Imoge is implementing an
efficlent recall procedure in a new warehouse.

In stores

Food safety is central fo our stares’ operations. We
continue to have strong success in conducting food safety
audits. In 2011, external oudits were conducted in 95%
of our company-operated stores, o minor decrease from
2010. Alfa Beta enhanced its infernal ouditing team after
its food safety system waos awarded 150 9001 certification
in 2010, an internationally recognized standard for the
quality management of businesses. The company is now
implementing the same syslem In ils affilioted slores.
While we don't operale affiliated stores (maost of which
are in Belgium and Greece| we work dlosely with them,
providing implementation support and free third-party
audits. In Belgium, significant progress was made in both
company-operated and affiliated stores throughout 2011,
28% of affiioted stores were audited externally af least once
and both affiliated and company-operated stores reported
improvernent across every audited element. This includes
training, working methods and temperature confrol.
Additionally, as part of our conlinuing improvements
in food safety systems, we started using infrared
thermometers fo les! fresh food refrigerator temperatures
at all Food Lien, Bottormn Dollar Food, Harveys, Reid's, Bloom,
and Sweelbay stores, Honnaford fested the technaolagy in
2011 and will apply it in the second quarter of 2012,

207 Insight: Going beyond regulation
on food safety

Click here for our data summary and
methodology and the awards we won

“We strongly encourage companies active

in the food chain to be audited and certified.

| am delighted Delhaize has taken this positive
decision: a certified self-checking system
offers the consumer more guarantees on food
product safety. It's a win-win situation. For the
Federal Agency for the Safety of the Food Chain
it means inspections can be more efficient.”

0. Houins
CED. Fedaral agancy lar fha "El.'.!|c1'|- al e Food Chouny, Balgdum

Prograss Report 2071
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Responsible sourcing

Our journey

Across our Indusiry, responsible sourcing Is a high pricrity,
Rising raw malerial costs, seafeod stock concerns and
economically vulnerable local suppliers continue fo
lhreaten supply securily, 4t the same lime, access lo more
sustoinable products Is important to our customers and
helps build trust and loyalty. So, we need lo lake action

lo make our sourcing more sustainable. This hos been

o focus of our strategy since 2009, Bringing suppliers with
ocross the Group have been core to our aclivities.

Our work is already delivering positive results. In
Belgium, we have seen a 40% increase In Fairtrade sales
since 2009, Cuslomer demand for our new ‘eca’ product
ranges like Alfa Beta's Terra Learf has grown. Much of
this success comes from engoging customers around
Ihe benefits of thase products. Addilionolly, increasing
the sustainability of our sourcing means we revisit the
ingredients, packaging design and ransporialion
of private brand products. This has often resulled in
enhanced supply chain efficiencies and sirengthened
supplier relalionships.

We know respansible sourcing is nol an issue we
can address alone. Many of our proudest achievements
over the pas! three years have come from working in
close parinership with stakeholders. Our engogement
with the Gulf of Maine Research Insfitute {GMRI) in the
LLS. and WWF in Belgium mean we are on frack to
achieve 100% sustainable seafood sourcing in those
counfries. Our membership of the Eoundtable on
Susiginabie Palm Qil [RSPO) is helping us maintain steady
progress towards ensuring thot by 2015 all palm oil in
private brand products is sustainably sourced. This s
parl of our wider ambition with The Consumner Goods
Forum {CGF) 1o have a zero net impact on deforestation
by 2020

Risks and opportunities

The risks and opportunifies for responsible sourcing
gutlined in our 2010 report and our websile continue
lo be relevant 1o our business this year

Deallcize Groug HEsnorsd
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What are we doing about it?
Social compliance

(GOAL)

Require all private brand suppliers 1o comply with lhe
Vendor Code of Conduct - ongoing

(GOAL

Conduci audils for private brond suppliers against the
Vendor Code of Conduct - ongoing

(A7 ONTRACK)

GOAL

Raquira identilied vendors 1o parlicipale in capadly building
workshops on the Vendor Code of Conduct - ongoing

(7 ON TRACK )

Reaching our goal of 100% private brand compliance
with the Delhalze Group Vendor Code of Conduct has
been a challenging and informative experience.

We initially drafted the Code in 2010 lo ensure we
wera consistent in managing human righls in our supply
chain. I's bosed on the Business Social Compliance
Initiative IBSCI approach. Following feedback from
suppliers in Belgium, Greece and the LS, we revised
the forrmat and process in 2011, We are confident thal
engaging with suppliers, the BSCI and The Consumer
Goods Forum's Glabal Soclal Compliance Pragram will
ensure our approach is both effective and enforceable,

Starting in 2012, the new terms of engagement for
responsible sourcing will be attached o private brand
contracis in Belgium, Greece and the U.S. Once
up and running we will conduct routine gudits and in
[uture yeors will expond il 1o our olher counlries.




Sustainable seafood

Develop operating company-specific sustainable Seofood
f 9 ¥
policies and implementation plans towards Delhalze
Group Sustainable Seatood vision = Decamber 201

f

(€ PARTIALLY MET )

We want all our seafood to be sustainably sourced.

In 2011 we worked with our partners fo set up specific
strategles for each operaling company to achieve this.
We hove mode greatf progress — Delhaize Belgivm and
Delhaize America, logether making up 82% of revenues,
are very close 1o only selling sustainable sealood

During 201 Dalhoize Armerica Implame
mprehansive sustoinoble seafood policy, developed
i1k 1 ilf of MalneF Imsiilute IGAED 1
requires oll produ 5, slar h seafaod
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Responsible sourcing

Organic

1.7% of food soles ol Group level are from organic
products, compared fo 1.8% in 2010. Sales al mos! of
our banners saw an increase, while the others faced
some challenges this year. All banners continue fo
promote organic products, including our organically-
cerfiied private brand products. They are a marked
differentiator and o good alternafive for customers
buying organic fresh and non-perishable foods.
Mega Imoge anticipoled customer demand
for organic producls and significantly increased iis
assortment of both dry and fresh organic products.

UStur

.'rr.l.g_\.;“

om

More sustainable pmducis They now sell 101 arganic dry products and 50 fresh,
an increase from 35. At Alfa Beto, organic products
m were consolidated under AB Big, which is compelitive

: with nalional brands
Lise only sustainable palm oil in our private brand

products - December 2015

(i NEW GOAL ) Fairtrade

The Group continues to stock and sell responsibly Al Delhaize Belgium, sales of Fairrade cerfified products 407
sourced and environmentally friendly products. These have grown 40% since 2009. Delhaize Belgium now o
include Fairfrade and dedicated ‘eco’ private brond lines  stocks 79 Fairtrade products compared la 50 in 2010,

like Nature's Placein the U.S. Additionally, sustainability These new products include juices, wine, cereals and

Is Increasingly being built into every product we sell a range of organic cottan clothing,

For example, in 2011 we set a new goal to use only
sustoinable palm oil in our private brand products

by 2015 Local products

We have seen growing demand from customers for local
products ocross our operating companies. Cuslomers
increasingly see the economic benefils of local seurcing
s irmportant in difficult financial times

Read our 2011 Insiaht for more detfails

T4 Dethoize Group L-:-q oersibi|eE oo oy




Eco-products

A number of operafing companies are developing
environmentally-friendly non-food product lines.
Delhaize Belgium increased ils offer 1o 29 eco-praducls
in 201, sales of these products have increased by nearly
10% since 2010

In Greece, Alla Bela confinued to olfer the AB
Terra Leafrange, which had 23 products in 2011 including
delergents, lissue paper, cosmetics and garbage bags
that are either eco-friendly or FSC compliont, Sales grew
to nearly 0.5% of Alfa Beta's folal private brand sales,
a increase from 0.16% [n 2010,

spnpoud AyyoaH

2011 Insight: Continued progress
on local sourcing

Click here for our data summary
and methodology, and responsible
sourcing policies

&

“Delhaize Group faces lots of challenges on responsible sourcing,
particularly because it operates banners in some very different
markets. I've been impressed by the comprehensive and broad-
ranging approach that the Group has undertaken on product
sustainability. In the coming year, we look forward to accelerating
this work and to the potential to encourage innovation and
sustainability improvements throughout the supply chain.”

br. J Taplin

Principol Sustefokdlity tdiaar, Fadiirm for 1he Fullifs
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Associate health and wellbeing

Our journey

I's cur responsibility to create a work environment where
associates are safe and healthy. Beyond being the right
thing fo do. supporting our associates with innovative
wellbeing programs makes our business sironger. I
reduces absenteeism, increases productivity, minimizes
work-related accidents and enhances cuslomer service.
There is also the opporiunily fo reduce direct costs,
particularly in countries like the U.S. where companies
conlribute directly lo associales’ heallh insurance.

Our focus In this area is an wellness education, Our
strategy is fo effectively engage our associates and their
families, offen extending to our cuslomers and broader
communilies.

In 2009 we convened our Associale Health and
Wellness Synergy Team, marking the first ime our
operaling companies have shared bes! praclices
on this fopic. We initially worked towards one global
assaciate health and wellness model. However, we soon
found that independent approaches ot each operaling
company are more effective, Progress is driven by
communicating successes and chaollenges Group-wide.
This improves understanding of different approaches
to health and wellness, an important resource for each
operaling company.

Measuring the impac! of our programs fo ensure we
are putting the resources in the right places is one of the
biggest challenges. We are experimenting with ways lo
do this and are becoming more consistent in measuring
the resulls. Approaches include program parficipation
rates, overall associale perceplion imeaasured through
our Delhaize Group Worldwide Engagement Survey)
and, where passible, discovering whether our programs
conlribute to reduced heallhcare costs.

Risks and opportunities

The risks ond opportunities for assaciate health and
wellbeing oullined in our 2010 report and our websile
confinue to be relevant to our business this year.

What are we doing about it?
Associate wellbeing programs

Support ossocioles by promaling healihier lifestyles and
work environmenis —ongaing

(% NEW GOAL)

Collaborate wilth communily pariners al each operaling
company fo leveroge associate health and wellbeing
programs and educalional resources —ongoing

(7 ON TRACK )

In line with our goals, all operaling companies hove
programs encouraging associates fo participote in
wellness aclivities outside of work. These are developed
wilh community partners.

We are seeing great resulis from competitions and
games thal get our ossociates moving. In 2011, highlights
included supporting associates o participate in sparls
achivilies such as a 20km run in Belgium, the Creaky
Bones 5km run in Florida and a weekly badminton
league In Indonesia

Alfa Beta implemented a Prevention Health Screening
Program to help associates undersiond the importance
of regular preliminary health lests, The program covers
Alfa Beta's headquarters, distribution centers and retail
stores. As a resull, the company is collaborating with
a private group of diagnostic centers 1o ensure free of
charge or special low prices fo dll associates. 1430
ossociales participated in 2011, which is up from 800
in 2010

In 2071 Mega Image extended its Healihier Associates
Program by providing medical care heallh cards 1o all
associates, These offer a subscription lo a package of
free medical services and discounts in a medical clinic.

In 2010, only %4 second-line managers benefiled
from health cards. In 201, 3 850 Mega Image associales
participated. In 201, mare than 4 500 associates af Super
Indo participated in a healthy food catering program
based on colorie intake guidelines. The progrom will
continue the following years.

28 Dalhoize Group
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Accident severity rate, days lost
per 1 000 hours worked

0.25 0.24 0.24

2009 2010 20M

We also seek to address mental and social health
through small changes that make o big difference in
how associates feel of work, Delhoize Belgium renovated
break rooms across distribution centers and retail stores
in 201. The rooms were repainted in lively colors and the
amoun! of daylight was Increased lo provide assoclales
with pleasant places to rest while ot work,

Occupational health and safety

We track standard Cocupational Health and Safety
indicators across our Group. The number of Group days
lost per 1000 hours steadily decreased by 8% from 0.26
in 2008 fo 0.24 in 2010, In 2011 the rate remained stable
We are working to continually Improve our impact by
updoting insiructions and fraining

201 Insight: Making a difference through
associate wellbeing programs

Click here for our data summary and

methodology and the awards we won

@

"What you nead is to have your associates
emofionally happy and optimistic, mentally
challenged and sharp, physically healthy

and fulfilled in their job and relationships.”

C. Kolargyros
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Associate development

Our journey

Our work on associate development continues to
evolve, progressing alongside significant changes

to our business. In 20011 we rolled out our Group-wide
vision and values ond our New Game Plan business
sirategy in newly acquired companies in Serbia, Bosnia
and Herzegovinag, Bulgaria, Monlenegro and Albanio.
In September we crected Delhoize Europe 1o increase
the collaboration between the European operaling
companies. This is effective as of January 2012,

Affracting and retaining the besl talent Is a major
focus of our associote development strategy. Il
reduces lurnover rales, strengthens our culiure and
improves stability. Praviding training and development
opportunifies, Including the chance to work in different
areas of the company, is a key feature. We want every
associote lo prograss and feel personally invested in
our business.

Over the last three years we have sirenglhened our
Investmenls in ossociole development. We are improving
the quality, variety and reach of our fraining programs.
We are olso improving the conlen! and reach of our
annual performance dialogue process. The visible
improvement in associotes is a great driver of progress
ocross the Group.

Since 2008 we have conducied and fracked
performance appraisals Group-wide, However, we know
there is more lo gauging the impact of our approach than
Ihe melrics. A key lesson has been the wider benefits
defivered by focusing on learning and development.
This makes appraisals more difficull fo implement
consistenily, but ensures the resulls fruly reflect each
associale’s personal performance and growth.

Our compony cullure is anolher key component of
ensuring ossoclate developmenl. Il embraces diversity
and inclusion, refleciing the variety of communities
In which we operale. In the U5, our formal diversity
pragrams have been sirenglhened over the las! three
years. We starfed building o Group-wide approach fo
diversity lo drive progress In all operating companies.

The resulls of the second bienniol Delhoize Group
Worldwide Engagement Survey (WWES) conducted
in 2011 prove we are moving forward. 7% of the
35 000 ossociotes inviled o parlicipote responded
77% of respondents were reported to be engoged.
Associales scored Training and Career Developmen! and
Performance Managemenl, higher than the retail group
norm. Leadership and Direclion was identified as an area
with cpportunily fo improve. In response. we will confinue
our work engaging on the Group's values and visian.

Risks and opportunities

The risks and opportunities for associole developmen!
ouflined in our 2010 report and our website confinue fo
be relevant to our business this year,

What are we doing about it?
Implementing a Group-wide strategy

in 2010 our human resources leaders defined a Group-
wide siralegy for assoclate development. If covered
five key oreas and confinued to evalve in 2001,

We alignad leadership on key programs thal are
imporlant o associate development, including the
commitment o developing store managers. A standard
minimurn pracice for store manaoger development was
documented. An implementalion plan was created
following current-pracfice assessmenis in each operating
campany, Additionally, a standard Retail Management
Trainee recruilment progrom was developed, which we
are planning to implement throughout the organization.

A series of performance management processes and
systems were implemented ol o leadership level in 2011
These included a cascading larget-seffing processes
and aligning individual goals with our compaony strategy.
In 2011 Delhaize Group senior leaders participated in
documenting goals and developing key performonce
indicators. This will rall out to all company Directors in 2012,

Work will continue in 2012, with Iwo key priorifies.
Firstly, complefing annual performance reviews for
all ossociates of all operating companies. Secondly,
implementing a standardized measuremen! and
assessment process for targets, values and leadership
competencies for all Directors and above.

Performance dialogues

(GOAL

Ensure all associates have on annual documented
performance diglogue—December 2012 {reflecting
performance in 201M)

(A7 ON TRACK )

We are steadily increasing the percenlage of associales
participating in one-fe-one annual performance
diglogues, We aim fo provide an annual diologue for
100% of eligible associates for the 2011 review cycle

This cycle will be completed in early 2012 and reflected
in next year's report. For dialogues completed during

8 Dalhoize Group Associgio developmant



Percentage of associates with an annual
documented performance dialogue

2009 © v 67%
2010 G 73%
2071 G 79%

20m, reflecting 2010 performance, 79% of our associates
participated. This goal is a priority for us and each
operating company confinues to work hard o reach i,

Al Delhaize America, significant work wenl info
building an automaled performance appraisal laal,
An implementation plan is being created to focus on
compliance and quality.

Al Alfa Bela, 89% of associales recelved at leas! one
efficial, documented performance appraisol

tega Imaoge pushed hard fo meet the 100% farget.

To improve their performance dialogue system, they
have twao perfarmance dialogues organized during

the year — one in March, the other in Septernber.

Associate development and training
Attracting and retaining talent

Qur Group retention rate declined from 73% In 2010

to 71% in 2011. We believe this rate sfill represents good
performance in our industry, but continue to monitor
the shift.

We have programs in ploce to support recruitrment and
developmenlt of associates wilh very high potential,
notably our Relail Monagement Trainee programs. Our
Delhoize Group International Graduale Trainee Program,
launched in 2000, conlinues lo progress. Il puts selected
graduates on a leadership path by arranging three six-

month placements in different markets and depariments.

In 2011, 753 condidates from ocross the world opplied
for 9 trainee positions.

Training and skills development

In 207, the number of assocdiates receiving e-learning
trainings ot all operating companies incrensed from

88 323 to 115 460. At Delhaize Belgium, o Relail Acodemy
fraining program fargeted high potential associates that
require increased business awarenass — approximately
60 gssocioles in 2011, The goal is o enable participants
fo become retail experts as well as gain a full
understanding of Delhaize Belgium's commercial
stralegy and components. They ore then able lo
implement this knowledge and integrate if into their
daily routine, which will lead fo betfer company resulis.

Al Delhaize Amerlco approximalely 2 500 associales
patlicipated in our pilot Dalhalze America Universily,
Targeted at retail, corporate and distribution leaders,
it offers a range of engaging, instructor-led courses
covering dynomic aspecls of our business

ajdoad Ayyoay

2011 Insight: Progressing our approach
to diversity and inclusion

Click here for our data summary and
methodology and the awards we won

@

"Joining Delhaize Group is not just another
job = it's a life opportunity to do things

in the right way. Because of the dynamic
environment, people have the passion for
food and constant opportunities to leamn
more. Delhaize Group invests into people
and has great values!”

M_ Radenagvic
internahona Gradweate Traening Progrom

Progress Report 2071
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Community

Our journey

Supporting cur communities has always been a

strong port of what we do. It benefits our business and
ensures our associates are proud fo work for us. From
voluntearing our lime and supplying food donations,

to praviding local jobs and selling local products, we use
our skills and resources as a relailer lo give support and
Informalion 1o those who need | mos!,

Over the past three years our focus has been fackling
hunger, pre-universily educalion, disaster reliel ond
communicating health and nulrition, We recognize thal
by supporting potential customers in these ways we
are helping to bulld fulure markels. One of our biggest
stralegic opportunity is maintaining our philanthropic
behavior, such as food bank donations and volunteering,
in the face of challenging economic situalions.

All aur community work is managed by individual
banners. This enables tailored, local approaches.

While it can be challenging to balonce community work
wilh ather priorities in the business, our associates are
passicnate about helping and we encourage them to do
so ina number of ways. Our aim is lo make Il even easier
for our associates lo give lime lo their communities.

Risks and opportunities

The risks and opportunities for community cullined in
our 2010 report and our website confinue 1o be refevant

lo our business this year.

What are we doing about it?
Supporting recovery of local economies

In 2011 we employed 144 085 associates (159 856
ossociates when including the newly acquired banners),
on increase of 4% on last year, We know a majority of
them live close to work. Creafing local jobs is impartant
as many of the communities we operale in conlinue

ta be impacted by the global ecanomic ¢risis.

This is especially significant in Greece where Alfa Befo
has encouraged associates to volunteer to support local
cammunities in need. In 201 over 3 000 ossocioles
took part in a full-scale infernal volunteering campaign
supporting local environmental and social causes.

This had a big impact on local Greek communities,

Read our 2011 Insight for more details

@

Food donations

Each of our banners makes direct food donotions
and supports food fundraising through store networks.
in 201 we donoted 22 151 fonnes of food directly to
charities and food banks. Delhaize Belgium clone
provided 203 000 meals in 2011, Since 2002, Delhaize
America and its family of banners have deliverad the
equivalant of 40 million meals for local fomilies in need.

In over 82 stores in Greece, Alfa Bela customers
could buy and donate nan-perishable food and goods
through a pragram inftiated by the TV channel SKAI and
coordinated by the Greek Church, The producls are glven
fo the Greek Church, which either redistributes them to
families in need or uses them for meals af soup kifchens.
The program will continue in 2012

201 waos a year of extreme weather in the LS.
Following a series of fornodoes that ravaged the Eas|
Coast in April and May, a number of Delhaize America
banners made over USD 445 000 of in-kind donations
to help local recovery efforts. Donalions included food,
water and other iterns. After Hurricane Irene hif in Augus,
Bottom Daollar Food, Bloom, Food Lion, and Hannaford
confribuled more than WSO 100 000 of in-kind donations
to communities and disaster-relief agencies.

Eiruup-wida direct food donations per year,
in fonnes

2009 © © 17 639
2010 G 20 246
2017 G 22 151

30 Dalhoize Group Commmurity



Percentage cash donations on pre-tax profit

0.6% 0.5% 0.7%

P —— / .

2009 2010 2011

Cash donations

In 2011, we donated the equivalent of 0.7% of our pre-tax
profit in cash, up from Z010. The mojorify of these funds
go 1o healthy eating education for children in partnership
with schoals or local orgaonizations

Since 2008 the Delhaize Group Fund has donated
approximalely EUR 150 000 each yeor la suppor! some
30 orgaonizations that foster infegration within the local
communities: Al the end of 2011 over 135 associalions
benefiled from Ihe support of Ihe Delholze Group Fund

Thraugh the Children Friendly Education program,
Super Indo helped roise opproximately USD 43 000,
Dellvered in parinarship with LINICEF, its abjeclive |5
ta strengthen the role of schools in preventing violence
against children.

2011 Insight: Helping those who need it most

Click here for our data summary and
methodology and the awards we won

"We greatly appreciate the support and efforts that Super Indo, together
with its customers, has provided to help reduce violence against children

in schools. UNICEF believes that every Indonesian child has the right
to enjoy o safe, valuable education, in an environment where

."1-:.-.-![. feel
protected and able to learn to their maximum potential - this is clearly
a vision shared by Super Indo, and we congratulate the company and
its customers for the very tangible efforts made in supparting our
work to eliminate viclence from the classroom.”

A_Kearney

Progress Report 201 -



Climate change

Qur journey

Energy conservation has been a high priority for us for
decades. Three years ago we broadened our strategy
to include all of our direct impacts on climale change.
As a global food retailer, we acknowledge that our
climate chonge impact goes well beyond our energy
consumplion emissions. We measured our firsl group-
wide carbon foolprint in 2008. It revealed 65% of our
carbon impact is from energy use. A significant portion
—nearly 30% —is from refrigeran! emissions. As a resull,
reducing this has been added to aur energy efficiency-
related goals.

Our primary focus has been operational emissions.
We have sel a Group goal 1o reduce our carbon
equivalent emissions [CO e by 20% per square meler
of sales area by 2020, This is ogains! a 2008 baseline.
5o far we have reduced our emissions by 4% compared
to 2008. We are also starfing fo work with suppliers to
cut their emissions. Helping them develop lower-carbon
methods of fransportalion is one example.

On energy efficiency, we hove accelerated our
approach since 2008 and are now invesling substantially
in energy efficiency projects that have a good refurn,

By adopting common melrics, we are already able

{o see financial benefits. Highlights include installing
LED fighling, putting doors on refrigerated cases and
replacing convenfional power sources with solar
panels, Continued improvement in reducing our energy
consumplion is crucial la maintaining o leading position
in our markets.

We are also commilted lo the complex and long-
lerm project of reducing refrigerant emissions. Qur
aclions to switch from ozone-depleting to ozone-friendly
refrigeranis ore increasing our emissions. I will loks
yeors fo reverse the trend. However, we are working
hard 1o address refrigerant leaks and confinue fo fest
Innovalive applicalions of nalural refrigerants.

Animportant part of our climate change work has
been assessing the associafed business risks through
our Enterprise Risk Monagement. More exireme weather
Ihreatens both the supply and demand of products,

The increased cosis from legislaficn, taxafion on fossil
fuels, and rising prices need fo be factored into our
supply chain and business modeling.

Risks and opportunities

The risks and opportunifies for climate change oullined
in our 2010 report and our website continue fo be
relevant fo our business this year.

DallvmziE Grioug \imickE Cisng

Emissions by facility type

Sores 88 7%
Distribution centres 4.6%
Oficies 0,4%

Product trenspariofon 5.6%
Associotes troval 0.7%

Energy 42'%
Refrigeronts 32%
Transport and rovel 6%

What are we doing about it?
Measuring emissions

We work with Environmeniol Resources Maonagement
(ERMI to measure the GHG emissions from our global
operafions. This data is assured by external consultancy
Ernst & Young. We submitted our second report to the
Carbon Disclosure Project in 2011 for 2010 dafa.

(GOAL

Group 20% reduction in CO, equivalent emissions per m'
of sales area lagoinst 2008 baseline year—2020

CO, equivalent emissions per m? sales,
tonnes CO e/m?

0.663 0.639 0.613
FN&"
2009 2010 201



Energy efficiency

From 2010 to 201 our Group-wide energy consumplion
per square meter decreased 3.3% to 786 kWh/m*. Putling
doors on refrigerated coses has been very effective.
We confinued 1o increase the number of doors installed on
refrigerated cases in 2011, Al Food Lion this soved about
11 million kwh and USD 1 060 000. The resulis hove been
shared across Delhaize America, Investments in inifiatives
like retrofiting LED lights in frozen food displays ond doors
on medium-temperature display coses, continue lo take
place across most of our banners,

Qur operating companies are fesfing various inifiatives
for monitoring energy consumption:

&1 Delhoize Amerca, Sweelbay adopled a Foad Lion
Infliative 1o apply a "high ulility checklist,” verining

that eguipment throughout our stores is operaling af
oplimal selling. 30 stores undarwen! oudils this year,
the ¥l | be continued year an VEROT IO ensure r_r:r.'.lmlr.-:‘i
peok performance

At Mega Imaoge, d pllot project In one stane is infegrating
contrcd sysiams for rmianaging emissions from refrigeration,
HVAC, and lighting. These resulis will be reviewed in 20012

By remodaling exisfing slores and bullding more efficient new

ones we confiniea fo push innovotions ingreen bulldings

I 200 Faogd Lian added twio LEED-cardified (Leadership
In Energy and Enviranmeantal Design) stores bringing its

lalal 1o lhree

Sweetbay received its firsl-evar Engrgy Star cerlifications
for 53 of jis 105 slores, Achieving |his cerfification for over
50% ol thelr slores is a remarkable accomplishmenl

Refrigerants

Switch refrigerants from ozone-depleling substances to
ozone-friendly HFCs ar other refrigeranis throughout the
Group, while minimizing global warming polentigl—
BRgoing

(" ON TRACK )

We confinue fo use more ozone-friendly refrigerants. In
20M, 49% of tolal refrigerants used were ozone-friendly,
compared to 42% in 2010 Our operating companies
are making greof progress toward achieving this goal.

In 20W, the percentage of Alfa Bela stores with only
ozone-friendly refrigerants grew to 99% from 73% in 20010,

Piiciiess Repor 20H)

Switching from ozone-depleling refrigerants fo ozone-
friendly refrigerants has been made part of the stare
renovalion process.

Most ozone-friendly refrigeranis have higher global
warming potential than the chemicals they are replacing.
This dilemma puts pressure on our GHG emissions, which
is rellected in the last few years' dala. We are working
to reverse this data frend though. In 201 Hannatord
implemented a sysiem to indicate refrigerant leaks early.
Celhaize Belgium has combined classical ozone-friend|y
refrigerants with CO. . Two distribution centers in Delhaize
America were converled lo ammanie-based refrigeration.

Renewables

Since 2009 we have seen a significant increase in energy
generated by on-site solar panels. In 2011 alone we
generofed and used 2 656 MWh of solar energy. This is
on increase of 162% from 2010, Much of this increase is
from Delhaize Belgium, which confinued its expansion
of solar panel installofions.

Al Alfa Bela's Greenslare, three types of renewable
energy sources have been used: solar, wind and
geothermal. While it hos good experiance installing solar
photovoltaic systems from other stores, the wind and
geathermal are more experimental. The geothermal
system, used fo cover pari of the air conditioning load,
will be evaluated over a three year period.

Transport efficiency

In 2011 we managed lo cul Group-wide fransport
kllometers o our company-cperoted stores by 2%
compared to 2010. This was achieved even as sales grew.
By optimizing the fill rate of frucks and limiting the number
of empty frips they make (through backhauling), Delhaize
Belgium decreased fravel from our trucks and third-party
Irucks 1o company-operated slores by 178 112km.

Focusing on logistics has olso led fo more sustainable
Iransporialion alternatives, such as by boal (Port wine from
Partugall and Irain ([Cava wine from Spain, Since 2009 we
have decreosed the amount of fuel used by our own frucks
across the Group during product distribution 1o company
operated stores by 7.8%. Delhaize America has confributed
to this decrease by upgrading portions of their fractor fieet
each year to improve efficiency aond emissions.

2011 Insight: Accelerafing energy efficiency

Click here for our data summary and
methodology and the awards we won

A
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Resource use

Qur journey

Our Influence on resource use reaches from the raw
materials and goods we source 1o the food and
packaging our customers dispose of. By improving
value chaoin management we can significantly reduce
our environmenial impact, enhance our financial
performance, and generale new income sireams.
We can also Influence our customers by encouraging
positive behavior.

There are challenges, such as rising consumer and
stakeholder expeclations. We also face pressure from
the decreasing avallability of raw materials, and the
need lo bolance resource use wilh other priorities. Other
challenges vary significantly around the world, which
s why we lake action on resource use at the operating
company level. In Belgium, for example, the priority is
crealing <lear recycling communications o our stores
and warehouses. In Romanian stores, the market for
responsible packaging is less developed, so the priorily
is building supplier copabiliies.

We have built a strong foundation of efficient resource
use over the last three years, exlending aclivities infa
waler managernent and customer engagemenl, We
are seeing great Group-wide pregress on recycling and
resource managemenl up and down the value chain, In
Greace we have reduced private brand pockaging and
created customer recycling centers. As a resull, Greek
suppliers often opprooch us fo promote environmentally
responsible products. They know our customers are
some of the most engaged in the market.

In Belgium we were able 1o identify new waste
streams thot can be recycled and have successfully
infroduced these recycling measuras info our daily
aclivilies. We have also conltinued aur partnership with
Fos! Plus to improve operational recycling. Al Hannaford,
we have increased the number of stores with composfing
programs from 20 in 2009 o over 100 in 2011,

Risks and opportunities

The risks and opportunifies for resource use outlined in
our 2010 raper! and our wabisils confinue to be relavant
toour business this year.

What are we doing about it?
Operational waste management

We continue to improve operational wasle management
across the Group and there has been on Increased focus
on food waste at most of our operating companies,
Maos! have been running plastic and cardboard recycling
programs for years. These are expanding fo include
new materials, Since 2009 we have delivared a slight
increase in our recyding rate and reduced lotal wasle
generated by 6%. At Delhaize America, Sweetbay

hos reduced wasle ond costs consistenily since 2009,

in 2011 it delivered an additional 6% waste cost reduction
over 2010,

Read our 2011 Insight for additional information

on waste management

@

201 highlights include:

53% waste recycled

411 721 tonnes total waste

EUR 26 million recycling income
13 223 tONNES food waste recycled

More sustainable packaging

Delhaize Belgium continued fo progress on a private
brand sustoinable packaging strategy begun in 2010,
This will be visible to customers af the start of 2012_In
addilion lo responding 1o their request of pockaging all
organic fruits and vegetables in composiable malerial,
we have undertaken a number of other changes. These
include swilching the range of basic and Chel-preparead
meals to Forest Stewardship Council IFSC) certified
packaging.

Super Indo worked to minimize Ihe use of packaging
for lealy vegelables, especially for organic items, This
inifiative has been balanced with the need fo maintain
freshness, safety and atiractiveness o customers.



Water management

faler use in our direc! operalions s already relalively
lowe. However, several operafing companies have
installed water recycling and rainwater harvesting
systams. We conlinue to les! thase technologies for
future applications. Af Alfa Beta, monthly reporting
copluras water data from Ihese syslems 1o help
idantify areas of biggest impact, At Delhaize America
the Food Lion family of bonners consulied with the
enargy and suslainability management company

Et

In our Sweetbay stores water consurnplion decreased

ova fo benchmark water consumption in retail stores

by 7.1%. This was ochieved by idenlifying oreas of
iﬂfllif]ﬁﬂ?[j usage and gxcesshve cansumphion her
creafing practical solutions

Total water consumption per m?
of sales area, m*/m?

"Getling associates engaged at store

level involved a lot of conversatior

and tace to foce contact. We createc

e £ i e il B8 Fadnl 3 e B i
an infrastruciure with a district paint

L.

cerson and a contact in every slor

ducate and

who could help us eq

ssociates

communicate with a

Fartigs

Changing customer behavior

Cur operaling companies lake different opproaches o
engaging customers on waste. In 20011 Alfo Beta made
greal progress on recycling engagement. In addifion
to Increasing the number of stores where packaging,
cooking oil and used light bulbs can be recycled, twao
stores infroduced a pilot project for recycling unused
medicine, To mainftain customer engogement with the
initiative, Alfa Beta printed updated leaflels highlighting

new recycling localions,

In Indonesia, Super Indo has acquired a regional
'green labe!’ for their oxo-degradable shopping bags.
Additionally, since 2009 we have reduced non-reusable
bag use by 3% Group-wide

LA




Looking forward to 2020 -
CEO and Chairman interview

ﬂ Our values

:jeterrn{nuﬁon

_ integrity
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Hﬁmiliﬁr
e NUMOr

Why have you decided to create
a 2020 sustainability strategy?

sustainability is aboul the long lerm. I we are
going o be successiul in our work on sustainability
we need to be thinking and plonning long term
That's why we have moved our focus from o three
year horizon towards 2020, The ‘ambition’ sals
down a marker, a place we want 1o get to, The
strategy will guide us 1o that place. We recognize
fhal with sustainability you nead the ‘ambition’,
the wider view of where you are headed, not jus!
a slralegy. It's a very complex and often emalive
issue, so o sirategy on (s own is nol enough

Q

A:

You now talk about 'Sustuinuﬁiiﬂr'
rather than ‘Corporate Responsibility’,
Why is this?

We formalized our first Corporate Responsibility
siralegy in 2008 and lounched it in 2009, For us

It has always baen aboul managing the health of
people, products, and planet. Since 2009 wea have
come to understand that the lerm ‘sustainability” is
a beller description for our approach and Ihinking
We know that sustainability [s fundarmental

to business success, both from a cosl ond

revenue perspective

]

Dalhaize Group Looking forward 1o 2020



Chairman af the Board of Direclors

Counl Jacobs de Hage
Q: With Rio +20 coming up, 2012 Q: Looking ahead to 2020, what do
is a big year for sustainable you believe Delhaize Group’s biggest
development. The food industry challenges and opportunities around
is increasingly at the center of sustainability will be along the way?
:'he glullml e u}‘e because ii’?
ntegral to e’s everyday lives.
Hue\.?dn m De|hui1r£d GI?DUP'S A:  We hove already seen fhe pressure a global
sustainabili ﬂrutegy fiﬂing into financial crisis can exert. With sustainability being
the bigger picture? so brood and exciting, it's going fo be increasingly
hard to focus on the projects that can have the
biggest impact.
A: We expec! Rio+20 fo strengthen the focus on the

connections belween Issues like the economy,
resaurce scarclly and the eradicallon of poverly,
Ve are a large company spanning many countries;
we hire a large number of people: and we are in
conlact with milllons of consumers on o dally baosis,
sowe have inirmportant role to play in achieving a
maore susiainable word. Our 2020 ambition was
launched fo give a betler focus fo Delhaize Group's
role in the solution: We hope that building stronger
and deeper connections ocross lhe value chain will
mean we are increasingly effective in this

Our siralegy pushes us hard 1o influence areas
beyond our direct contral. This isn't going fo be
easy. Even though we are working with greal
pariners, we'll need lo work with more, We will
hove to be creative to find solutions that deliver
shared value. This is o big challenge but also
a greal opportunily,

Another big opportunity is innovation - both
exploring new sustainoble products and
working fo better engage and enthuse our
160 D00 associates. IT we can inspire each
one of them lo find solutions 1o suslainability
challenges the ocpporiunities are immense

Progress Repart 2011
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2020 Ambition—Looking Ahead

Today the world foces numerous global issues that

offect people’s daily lives, such as unhealthy lifestyles,
economic crisis and major environmental threals, These
Issues closely impac! our business and value chain, as
we discussed in the materiality and strafegy section of
this reporl. We know that what happens 'out there’ affecls
our associales and customers ‘in here’ al Delhoize Group
and in our stores around the world. The reverse is also
lrue. Qur footprint and sphere of influence is far-reaching,
and Includes:

Growth and manufacture of ingredients
Production, transport and sale of producis

Daily consumplion patterns of families
and communities

Disposal of product waste

Our starting point

At Delhalze Group, our first formal strategy focused on
sustainability was defined in 2008. Since then its profile
and reach has confinued o grow inside our business.

In 2010, we launched The New Game Flan,
our business siraiegy built on three equal pillars;
Growth, Eficiency, and Sustainability, For (ke first lime,
sustainability was elevated to a core sirategic priority
to achieve, not just a condition under which fo operale.
Embedded In The New Game Plan Is our vision of
"‘Mulritious, healthy, sufe, affordable and susiainable,
Together we deliver the best of Delhaiza for life’, To guide
delivery of this vision and strategy, a new suslainability
structure was designed for 2012,

The Mew Game Plan aims not only to define how we
run our business, but also how we it into the complex
waorld as a glebal grocery retailer, We intend to play on
aclive role in shaping a better society for the fulure by
proposing solutions that help address issues within our
immediate control, but also by exerfing influence from
suppliers fo consumers,

Embarking on the journey

Three years Inlo the intreduction of aur initlal
sustainability approach, we are now poised to foke the
next step. The next phase involves pulling our actions
fogether info a mare ambilious sirategy that leverages
sustainability as part of everything we do. This has
implications on how we acl, what we sell and how we
operdle all around the world. I involves our associales,
our suppliers, and our customers. Defining our renewed
stralegy has required us lo confron! challenging gueslions
about our company and he impact it can have on
people’s lives and on the future of our planet,

As we prepare fo release our new sustainability
siralegy in the coming months, we have been looking
at our foolprint and asking difficuli questions about the
status quo of the industry and our business.

Why da consumers need la Irade between whal
is good for them and what is good for their wallet?

Why can't consumers rely on their supermarket
to offer healthy ond sustainoble products of prices
they can afford?

Why would sustainability be limited fo only mean
‘green’ and 'environment’ when health and
wellbaing also confribute 1o o beller community?

What if associates were highly motivated
by tangible benefits from sustainability and
empowered lo Innovale?

Whal if Delhaize inspires other players
in the sector 1o follow?
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We balieve thal successlully addressing lhese
questions will result in a Delhaize Group with @ stronger,
sustainable bottom line. We are working on these
challenging quesiions and working o validate ond
confirm our approach. We have the team, the business
stralegy and the proven successes in place lo realize
our ambilions

The building blocks of our ambition and strategy
involve our private brands, our waste and CO, loolprints,
Ihe salety and security of all our food supply, i"-uullh':,-'
ealing |for both our associates and cusiorers), and
embrocing lhe diversity of our company.

Each element of the strategy will have a well-defined
target, which will allow us to clearly measure progress
Togelher. we will equale these improvemeants 1o the
real Impac! Delhaize Group is having in Ihe communilies
we serve, and the planet ot large

In the course of 2002 we will communicate internally
and externally our new sustainabilily platform. The
plattorm and its underlying strategy will break new
ground in the seclor, and we look forward to sharing
it with our slakeholders and custormers, As we
look 1o 2020, Delhaize Group has thae ombition and
determination lo become a leader in 1he grocery retail
indusiry for doing well for products, people and planet

Together, we deliver the best of Delhaize for life.

"Developing our 2020 sustainability
strategy has led us to confront
challenging questions about our
company and the impoct it can have
on people’s lives and on the future of
our planet. But we're-not afraid to tackle
them because we know it's crucial for
the success of our business.”

G. Amoafoso
f terimcibidiny G r Dedly

Progress Repart 2011
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Together, we deliver

This is a summary report, providing a concise view
of our Sustainability performance over the last year,
with clear links to more detailed information for

those that want it.

Company information
Registered office
Delhaize Group 54

Rue Osseghemstraat 53
1080 Brussels

Belgium

Tel +32202217
Fax+32 2 412 21 94

Company support office
Delhaize Group

Square Marie Curie 40
1070 Brussels

Belgium

Tel +322 412221
Fax+32 2 412 22 22

www delhaizegroup com
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Company number About the people included in the pictures in this report

0402 206 045 Most of the people portrayed in the pictures in this
Suslainability Progress Report are our associotes or

Delhaize Brothers and Co. associates’ family members.

“The Lion” [Delhaize Group)

54 Is a Belglan compaony Credits

Concept, design and production

Futerra Sustainability Communications Lid

formed in 1867 and converfed
into o limited company on

Februgry 22, 1962.
Contact

Publisher If you have any feedback or questions on this Reporl,
C. Alexandre please contoct us al: sustainability@delhaizegroup.com

Vice Presiden! Internal &
Sustainability Communications
Square Marie Curie 40

1070 Brussels

Belgium
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