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Ahold is built on a strong foundation 

Net sales 

€32.8bn 

Strong  

and trusted  

consumer   

brands 

Common 

strategic 

framework  

227,000  
proud  

associates 

Leadership  

in our  

core markets 
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We are well positioned .. 

• We operate in a fast changing environment, impacted by four major consumer trends  

(More Value, Living Better, Time is a Luxury and Digitalization)  

• Supermarkets maintain their position as the consumers’ format of choice. Our 

marketplace is diversifying, but the bulk of buying still happens in supermarkets  

• There are a lot of opportunities for growth driven by for instance changing eating trends 

and changing customer base / demographics 

• We live in an omni-channel world, where loyalty is created through the best customer 

experience across channels, online and offline  

• Cost control remains vital 
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..and have a clear strategy delivering results 

• Customer-focused strategy in the US delivers results 

• Sales trends improving, with increased volume market share 

• Ongoing Simplicity program results in stable underlying operating margin vs LY 

• Strong performance in the Netherlands, with high identical sales growth 

• Assortment development improves customer offering 

• Margin in line with expectations 

 

• Strong identical sales growth in the Czech Republic 

• Rollout of Favorite store concept for supermarkets on track 

• All SPAR stores rebranded to Albert in Q1 2015 

• Net consumer online sales increased by almost 30% in H1 2015 

• Continued investments support our growth 

 



5 

Online growth ambition: 20-25% sales CAGR 

billion 

2014 
€1.4 billion online sales* 

Ambition 2017 
€2.5 billion online sales* 

 

Peapod Albert Heijn Online bol.com 

€1.4  

Peapod Albert Heijn Online bol.com 

€2.5  

*Consumer sales includes sales from third parties (i.e.,Plaza sales) 

More customers    

More places  

More choices 
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Strong ongoing cost control programs, with 

continuous investments to drive top-line growth 
 

All our businesses have successful cost and 

efficiency improvement programs underway 

Three-year plan (2012-2014) delivered €865 million, 

with an additional €350 million expected in 2015 

mainly from:  

• Commercial improvements 

• Operational efficiencies  

• Overhead reduction 

The savings are invested in: 

• Lower prices 

• Absorbing COGS inflation 

• Mitigating OPEX cost pressure 

 

 

Our business model 
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Return on capital 

Top quartile of the sector 

Capital structure guidelines 

• Moving towards a more efficient balance sheet 

• Committed to investment grade credit rating 

 

Dividend policy 

Distribute 40-50% of adjusted income from 

continuing operations 

Financial strategy 

Maintaining a balance between investing in profitable 

growth and returning cash to shareholders 

 

1,029 

845 

1,051 
1,109 

1,055 

2010 2011 2012 2013 2014 

Highly cash generative operations, with strong 

capital discipline  
 

Free cash flow development 
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• Highly cash-generative 

businesses to continue 

investing in future growth 

• Ability to deliver attractive 

returns to shareholders 

• Expected to adopt dividend 

payout ratio of 40-50% of 

adjusted net income 

 

• Strong, trusted local brands in 

neighboring geographies 

• Superior customer offering 

• Complementary base of more 

than 6,500 stores with 

enhanced scale across regions 

• Market-leading offerings with 

broader choices in products, 

services and shopping anytime, 

anywhere 

• Leverage own brands and 

expertise to bring better value 

and choice 

 

 

 

 

 

Proposed Ahold Delhaize merger…   

• Anticipated run-rate synergies of 

€500 million per year, to be fully 

realized in the third year 

• 80% of synergies to be realized 

after two years 

• Expected to be earnings-

accretive in the first year after 

completion 

Stronger, better, more innovative Significant value creation Delivering attractive returns 
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Comparable business profiles with strong, trusted local brands 

.. bringing together two complementary businesses.. 

Note: Sales, Underlying Operating  Income, Stores and Employees 2014 excludes JVs i.e. JMR for Ahold  in Portugal and Super Indo for Delhaize in Indonesia 

Net Sales 

€32.8bn 
Underlying Operating Income 

€1.3bn 
with underlying margin of 3.9% 

Free cash flow 

€1.1bn 
Market cap 

€15.8bn 
Stores worldwide 

3,206 
Employees worldwide 

227,000 

Net Sales 

€21.4bn 
Underlying Operating Income 

€0.8bn 
with underlying margin of 3.6% 

Free cash flow 

€0.8bn 
Market cap 

€9.1bn 
Stores worldwide 

3,280 
Employees worldwide 

143,000 
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• Balanced governance structure 

• Management team focused on 

delivering synergies 

• Creating a stronger, 

international food retailer and 

delivering value for all 

stakeholders, through: 

• a superior customer offering 

• attractive opportunities for 

our associates 

• better serving our 

communities 

• a compelling value 

proposition for shareholders 

 

 

 

 

 

…an exciting future together  



Thank you 
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Cautionary notice 

This presentation includes forward-looking statements, which do not refer to historical facts but refer to expectations based on 

management's current views and assumptions and involve known and unknown risks and uncertainties that could cause actual 

results, performance or events to differ materially from those included in such statements.  These forward-looking statements 

include, but are not limited to, statements in relation to the contemplated merger between Ahold and Delhaize Group, ongoing cost 

control programs,  online growth and strategy, investments, omni-channel strategy and customer expectations. These forward-

looking statements are subject to risks, uncertainties and other factors that could cause actual results to differ materially from 

future results expressed or implied by the forward-looking statements. Many of these risks and uncertainties relate to factors that 

are beyond Ahold’s ability to control or estimate precisely, such as the effect of general economic or political conditions, 

fluctuations in exchange rates or interest rates, increases or changes in competition, Ahold’s ability to implement and complete 

successfully its plans and strategies, the benefits from and resources generated by Ahold’s plans and strategies being less than or 

different from those anticipated, changes in Ahold’s liquidity needs, the actions of competitors and third parties and other factors 

discussed in Ahold’s disclosures. The audience is cautioned not to place undue reliance on these forward-looking statements, 

which speak only as of the date of these presentations. Koninklijke Ahold N.V. does not assume any obligation to update any 

public information or forward-looking statements in these presentations to reflect subsequent events or circumstances, except as 

may be required by law. Outside the Netherlands, Koninklijke Ahold N.V., being its registered name, presents itself under the 

name of “Royal Ahold” or simply “Ahold”. 

 


