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Frans Muller

• President and Chief Executive Officer
• Chairman Management Board and Executive 

Committee

Frans Muller started as President and Chief Executive Officer of Ahold Delhaize on 
July 1, 2018. Prior to that he was Deputy Chief Executive Officer and Chief 
Integration Officer since 2016 and Acting Chief Operating Officer for Delhaize 
America, which operated the Food Lion and Hannaford brands, from October 2016 
until January 2018. Before the merger between Ahold and Delhaize, Frans served as 
President and CEO of Delhaize Group from 2013 to 2016.

Prior to joining Delhaize Group, Frans was with the German retailer Metro AG for 
more than 15 years. He was CEO of Metro Cash & Carry from 2008 and a member 
of the Metro AG management board, to which he was appointed in 2006. He 
joined Metro AG in 1997 as Operations Director and then served as Managing 
Director of its Dutch subsidiary, Makro. In 2002, Frans served as a board member of 
Metro Cash & Carry International and was appointed Regional Director for Eastern 
Europe and Russia. From 2004 to 2005, he served as President for Asia Pacific and 
Russia/Ukraine. In 2005, Frans was appointed CEO of Metro Group Buying. 

Frans started his career at KLM Cargo in 1988 where he served in various 
management and executive positions in Amsterdam, Frankfurt, Vienna and 
Singapore.

Jeff Carr

• Chief Financial Officer
• Member Management Board and Executive 

Committee

Jeff Carr has served as Chief Financial Officer of Ahold Delhaize since July 24, 2016. 
Prior to the merger between Ahold and Delhaize, Jeff was acting member of the 
Management Board and CFO of Ahold as of November 14, 2011. Ahold’s
shareholders appointed him to the Management Board on April 17, 2012.

Jeff began his career at Unilever, and held senior roles in finance at Associated 
British Foods, Reckitt Benckiser and Grand Metropolitan. From 2005 to 2009, he 
was Group Finance Director and a member of the board at easyJet. Jeff was then 
appointed Group Finance Director and a member of the board at FirstGroup, the 
leading transport operator in the UK and the United States. Jeff has lived and 
worked in Europe and the United States.
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Wouter Kolk

• Chief Executive Officer Europe and Indonesia 
• Member Management Board and Executive

Committee
• Chief Executive Officer Albert Heijn

Wouter Kolk became Chief Executive Officer Europe and Indonesia effective 
October 1, 2018. He had been Chief Operating Officer the Netherlands and Belgium 
and a member of the Executive Committee of Ahold Delhaize since September 8, 
2017.

Wouter rejoined Ahold in 2013 as EVP Specialty Stores and New Markets at Albert 
Heijn following a six-year period as CEO of international retailer WE Fashion. He 
became CEO Albert Heijn in January 2015. He started at Ahold in 1991, and over the 
next 16 years served in several international commercial and general management 
roles, including Commercial Director Asia-Pacific based in Singapore, Regional 
Director Albert Heijn, General Manager Gall & Gall and General Manager Etos. 

Kevin Holt became Chief Executive Officer Ahold Delhaize USA effective January 1, 
2018. Kevin had been Chief Operating Officer Ahold USA since October 2016 after 
serving as Chief Operating Officer Delhaize America since July 24, 2016. Prior to the 
merger between Ahold and Delhaize, he was EVP of Delhaize Group and CEO of 
Delhaize America, starting in 2014.

Before joining Delhaize Group, Kevin served as President of Retail Operations  
SuperValu. During his tenure there, the company owned the Albertsons, Jewel-Osco 
and Save-A-Lot chains and was the third largest food retailing company in the 
United States.

Prior to SuperValu, Kevin worked for three years with Sears Holding Company and 14 
years with Meijer, serving in various leadership positions, including EVP of Retail 
Operations and SVP of Information Technology, Services and Strategic Planning. 
Before joining the retail industry, Kevin spent nine years at NCR delivering 
technology solutions to large and complex organizations.

Kevin Holt

• Chief Executive Officer Ahold Delhaize USA
• Member Management Board and Executive 

Committee
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JJ Fleeman

• President Peapod Digital Labs
• U.S. Chief eCommerce Officer

As President of Peapod Digital Labs and Chief eCommerce Officer, JJ Fleeman
leads digital and eCommerce strategy for Peapod Digital Labs, which drives digital 
and eCommerce innovation, technology and experience. . JJ is responsible for 
enabling the brands to deliver an unparalleled omnichannel grocery experience, 
meeting the changing needs of customers of Ahold Delhaize USA's local brands. 

JJ has served in a diverse array of roles in strategy, operations, marketing and 
merchandising throughout his more than 30 years in grocery retail, including as EVP 
of Commercial Services and Strategy for Retail Business Services – Ahold Delhaize 
USA’s services company – and Chief Strategy and Development Officer for Delhaize 
America.

JJ served as Global Integration and Program Leader for Delhaize Group as part of 
the merger that formed Ahold Delhaize and represented Delhaize Group as part of 
the Future Leaders Committee of the Consumer Goods Forum. He also spent a 
number of years with Food Lion as VP of Strategy and Business Development and in 
various other senior roles.

Mark McGowan

• President Stop & Shop Supermarket Co., LLC

Mark McGowan serves as President of Stop & Shop Supermarket Co., LLC, 
overseeing the brand’s 416 stores and approximately 63,000 associates in the New 
England and New York areas. Prior to his current position, Mark served as EVP of 
Operations, EVP of Merchandising and EVP of Supply Chain for Ahold USA.

Mark joined Stop & Shop in 1991 as a manager trainee and has worked for Ahold and 
Delhaize USA companies for 28 years in a number of roles across functions and 
geographies.

Mark serves on the Greater Boston Food Bank board of directors and is a visiting 
committee member at Dana Farber Cancer Institute.
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Our agenda for today

4Capital Markets Day 2018Leading Together

Topic Time Presenter

Leading Together 8:00 – 9:00 Frans Muller

Benelux eCommerce & Digital 9:00 – 9:30 Wouter Kolk

Break 9:30 – 9:40

US

- Introduction 9:40 – 10:10 Kevin Holt

- eCommerce & Digital 10:10 – 10:40 JJ Fleeman

- Stop & Shop 10:40 – 11:00 Mark McGowan

Financial framework 11:00 – 11:20 Jeff Carr

Q&A 11:20 – 12:00 All

Closing 12:00 – 12:05 Frans Muller



Leading 
in 
eCommerce

Leading in 
sustainable retailing: 

Proud member of DJSI 

150 years 
experience 
in food 
retailing 

top 10 
International
food retailer

Strong 
financial 
profile

Great 
Local

Brands

Weekly customer visits

>50m in stores

>20m online

Shopping 
anytime 
anywhere

Best 
Own BrandsDependable 

Value

Fresher & healthier

5Capital Markets Day 2018

Sustainable

~6,700 
stores

~370,000
associates

10
Countries

Leading Together

Local, 
Personal & 
Convenient



Introduction

• Strong business performance during the 
merger integration

• Consistent delivery on merger synergies

• Strengthened culture bringing people 
together

• Efficient platform for growth 

Well positioned to
continue to win

Accelerating what will 
make the difference

From our successful
Better Together strategy

To our ambitious 
Leading Together strategy

Introduction
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• Omnichannel growth including 
eCommerce and meal solutions 

• Technology including AI and Robotics

• Healthy & Sustainable

• Portfolio & Scale efficiencies

• Best talent

Leading Together



Well positioned to continue to win
Strong business performance while delivering on our integration promises
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€ 268

€ 420
€ 500

2017 2018E 2019E

Sales growth Net synergies delivery

Underlying operating margin Free cash flow*

2.1%
1.7%

2.3%

2016 2017 Q3 YTD 2018

3.7%

3.9%
4.0%

2016 2017 Q3 YTD 2018

€ 1.4
€ 1.9 € 2.0+

2016 2017 2018E

in € million

in € billion

in constant FX

* Guidance for 2018 of at least €2.0 billion FCF

Leading Together



Well positioned to continue to win
Winning customer proposition
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Dependable Value

Fresher & Healthier

Local, Personal & Convenient

Best Own Brands Sustainable

Leading Together
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Well positioned to continue to win
Leading positions everywhere we play

Note: Mega Image relates to Bucharest only; Peapod relates to food eCommerce on US East Coast

#1 position

#2 position

Leading Together

~70%

~30%



 (0.1)

 -

 0.1

 0.2

 0.3

 0.4

 0.5

GM HRD FL GF S&S
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Well positioned to continue to win
Continuously gaining share

Percentage points change Q3 2017 to Q2 2018 vs. Q3 2016 to Q2 2017

* Change in stores between Q2 2018 versus Q3 2016; primary cause of reduction in store count is due to merger divestitures

ADUSA 
Brands 

+20bps 

ADUSA CTAs Market Share Growth 

Change in 
store count* -4 +1 -31 -2 -2

Leading Together



Well positioned to continue to win
Network of winning formats supporting our omnichannel proposition
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~2,000 Supermarkets

~4,700 Supermarkets & 
smaller stores

Leveraging our unique network… … and the proximity with our customers

~6,700
Stores worldwide

Strong heritage 
and best 
locations

Average ~32K sqft
High ~66K sqft

Selling area18871867

Average ~7K sqft
High ~51K sqft
Selling area*

* Europe selling area exclude 16 ENA stores (Greece), 20 Tempo stores (Serbia) and large Albert (Czech Republic) hypermarkets

Leading Together



Well positioned to continue to win
Platform for future growth
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Ahold Delhaize USA

Business Services

Ahold Delhaize Europe

Global Support Office



Our strategy
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Leading Together

Leading Together



Video



Accelerating what will make the difference 
Our objectives
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• Comparable sales growth

• Market share gains

• Stable group margin in 2019 versus 2018

• Free cash flow ~€2.0b annually 2019-2021

• High single-digit EPS growth in 2019

Leading Together



Accelerating what will make the difference 
Driving organic and inorganic growth
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Best talent

Portfolio & 
Scale efficiencies

Healthy & 
Sustainable

Omnichannel 
growth

Technology1 2 4

5

3

Leading Together



Omnichannel growth
Investing to reposition Stop & Shop, our largest brand, and accelerate comparable sales 
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Turnaround with new store format 
and rebased cost

Nominated store of the year
IGD award 2018

Best in Fresh

Value for Money

Best in Fresh

Right for Me Assortment

Make it Easy

Emotionally Connected

24 consecutive quarters of 
comparable sales growth

Leading Together

SB: To be enhanced



Omnichannel growth
Improving our omnichannel experience

18

Weekly customer visits
>50m in stores
>20m online

Click & Collect

Home delivery

Local stores

Platforms
& partnerships

Leading Together Capital Markets Day 2018

Meal solutions

Personalized offers
& health guidance



Food counter Meals on demandMeal kits

Omnichannel growth
Expanding in meal solutions

19Capital Markets Day 2018

Increasing our share of stomach 
Note: Meal solutions & catering market excludes restaurants

>$40b
meal 

solutions 
market 

in the US

Leading Together



Omnichannel growth
Boosting our eCommerce and digital growth
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Local, Personal & Convenient

Offering an 
integrated solution

Enhancing omnichannel 
experience for all our brands

Leading Together

Doubling net consumer online sales to ~€7 billion by 2021✓



Omnichannel growth
We will invest to drive continued growth at bol.com
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• Largest eCommerce platform in the 
BeNeLux

• Growing ~30% in 2018E

• ~€2 billion net consumer sales in 2018E

• EBITDA positive in 2018E

* Excludes fulfillment and customer service associates

~16 million products

6,500 click & collect points

~700 million web visits

>1,400 associates*

Leading Together



Technology
Enriching customer experiences & increasing efficiencies
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In-store experiencePersonalization Assortment optimization

Logistics Admin automationDistribution centers

Fully 
mechanized 
distribution 
centers

Strong 
volume 
uplift 
through 
machine 
learning 
solution

~3b 
personalized 
offers sent 
annually

Robotic 
Process 
Automation: 
200+ 
robots

Easier 
checkout, 
in-store 
navigation 
app, 
digital 
screens

Mechanized 
micro-fulfilment,  
forecasting & 
replenishment

Enriching  
experiences

Increasing 
efficiencies

Leading Together



Technology
Partner of choice 
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Scale

Great local brands

Geographical 
presence

Customer reach

Leading Together



Technology
Accelerating research in AI and Robotics
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Search & 
Recommendation 

Optimization

Fulfillment
enhancement

In Store 
Robotics

Delivery
Robotics

Natural 
Language 
Processing

Replenishment
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Healthy & Sustainable
Delivering on our 2020 Sustainability targets

20% reduction 
in food waste* 

30% reduction in 
greenhouse gas 

emissions**

50% Own Brands 
food sales 

recognized for 
good nutritional 

value

Leading Together

* vs 2016
** vs 2008

Leading
retailer



Healthy & Sustainable
Improving health and driving sustainable consumption towards 2025
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Product nutritional 
navigation systems 
in all our markets

Own Brand plastic 
packaging 100% 

recyclable, reusable, 
or compostable

No artificial 
ingredients in any 

US Own Brand 
product

Leading Together



Portfolio & Scale efficiencies
Evolving our portfolio along clear principles
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We prioritize advantaged positions in 
attractive markets by size and growth

We build a portfolio of strong brands that reach 
#1 or #2 positions in their local market

We ensure sufficient global scale for a strong 
ecosystem of technology partners and share 
best practices among our brands

1

2

3

Leading Together



Portfolio & Scale efficiencies
Opportunity to continue to gain share in fragmented markets

Note: 2018 Q2 AC Nielsen CTAs market shares in food, drug and dollar channels; Walmart, Aldi and Lidl are classified as discounters (dollar stores are not); Other 
mainly include regional and independent supermarkets

Other

Next 3 largest 
players

Discounters

Other

Next 3 largest 
players

Discounters

Other

Next 3 largest 
players

Discounters

28Capital Markets Day 2018Leading Together

2018 Q2 CTAs Market Share

150+
total number of 

competitors
for

ADUSA



Portfolio & Scale efficiencies
Driving growth organically and inorganically 
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Consolidator of choice 

Strong 
and predictable 

cash flow

Efficient 
platform 

for growth 

Successful 
Ahold Delhaize 

merger
integration

Strong winning 
omnichannel 
proposition 

• Free cash flow 
~€2.0b annually 
2019-2021

• RBS & PDL

• EU organization

• Best practice sharing

• Strong performance

• €500m net synergies

• Strengthened culture

Weekly customer visits

• >50m in stores

• >20m online

Leading Together



Portfolio & Scale efficiencies
Business model supporting self-funding of our growth investments
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• €1.8 billion Save for Our 
Customers target for 2019 - 2021

• Saving for our customers leads to 
stable group margin in 2019

• Investing in our customer 
proposition supports comparable 
sales growth

• High single-digit EPS growth 2019

• Capital funding growth in key channels 
results in market share gains

• Capex ~3% of annual sales 2019-2021

Leading Together



Best talent
Strong, experienced leadership team
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Frans Muller
President and Chief Executive Officer

Jeff Carr
Chief Financial Officer

Kevin Holt
Chief Executive Officer

ADUSA

Wouter Kolk
Chief Executive Officer
Europe and Indonesia

Abbe Luersman
Chief Human Resources

Officer

Jan Ernst de Groot
Chief Legal Officer

Ben Wishart
Chief Information Officer

Leading Together



5 Values

Best talent
Bringing the best talent together

~370,000 
associates 

Engaged in an inclusive and healthy workplace

Courage
Integrity
Teamwork
Care 
Humor

Engaged

Females in our workforce 53%

31% Director+ female leaders
Inclusive

Scored 100 
(US brands)  

Corporate 
Equality 

Index

Associates engagement score79

50% Associates with >5 year tenure

32Capital Markets Day 2018Leading Together
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Our strategy

Leading Together

Leading Together



Cautionary notice 

This communication includes forward-looking statements. All statements other than statements of historical facts may be 
forward-looking statements. Words or expressions such as continue to win, will, promises, guidance, continuously gaining, 
future growth, by 2021, expected, (2020 sustainability) targets, towards 2025, continue to gain or other similar words or 
expressions are typically used to identify forward-looking statements.

Forward-looking statements are subject to risks, uncertainties and other factors that are difficult to predict and that may 
cause actual results of Koninklijke Ahold Delhaize N.V. (the “Company”) to differ materially from future results expressed or 
implied by such forward-looking statements. Such factors include, but are not limited to the risk factors set forth in 
the Company’s public filings and other disclosures. Forward-looking statements reflect the current views of the Company’s 
management and assumptions based on information currently available to the Company’s management. Forward-looking 
statements speak only as of the date they are made and the Company does not assume any obligation to update 
such statements, except as required by law.
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SB: Will be updated

Europe eCommerce & Digital
Wouter Kolk 

Chief Executive Officer Ahold Delhaize Europe & Indonesia

Chief Executive Officer Albert Heijn



37Capital Markets Day 2018Europe eCommerce & Digital

Leading brands in Europe fueled by eCommerce & Digital
Unique ecosystem in BeNeLux creates opportunities to drive growth

• Ahold Delhaize Europe is in a unique position to win

• Europe eCommerce business is growing by 30% this year

• Albert Heijn, Delhaize and bol.com form the leading retail ecosystem in BeNeLux

• We will leverage scale to invest in innovations & new capabilities to widen our lead

Menno Pleij




15 / 7
retail brands / countries  

~4,700
stores

€25b
sales in ‘18

4.4%
CAGR  ’15-’18

1.7b+
transactions a year
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Excellent positions in Europe with unique position to win 

Europe eCommerce & Digital

1 Pro forma numbers, 2015 excl. week 53

Great local brands, >30m customers, strong alliances for scale 

1

Leading
online positions

€2.7b
online sales in ‘18

30%
online sales CAGR ’15-’18

18m
website visits/week

50m
online orders in ‘18

2 Net consumer sales (Gross Merchandise Value)

2
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Excellent positions in Europe with unique position to win 
Great local brands, >30m customers, strong alliances for scale 

Europe eCommerce & Digital

2

1 Pro forma numbers, 2015 excl. week 53 2 Net consumer sales (Gross Merchandise Value)

15 / 7
retail brands / countries  

~4,700
stores

€25b
sales in ‘18

4.4%
CAGR  ’15-’18

1.7b+
transactions a year

Leading
online positions

€2.7b
online sales in ‘18

30%
online sales CAGR ’15-’18

18m
website visits/week

50m
online orders in ‘18

2

1



Leading retail ecosystem in BeNeLux with great local brands
Serving & reaching 90% of all Dutch & Belgian households 
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20 million 10 million 1.3 million 0.8 million

6 million 3 million 0.5 million

Netherlands

Belgium

11m
inhabitants

#1 #1 #2 #1

#2 #3 #6

Market position in main segment Weekly visits (stores+online)[..] million#..

Europe eCommerce & Digital

Weekly
visits

Weekly
visits

17m
inhabitants



0.4

~2

2012 2018E

7

9

2016 2018E
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Bol.com is the largest eCommerce platform in BeNeLux 
Fast sales growth and EBITDA positive in 2018

Outperforming marketbol.com sales1

€ in billion YoY growth %

Customer base

# million unique customers

+13%
CAGR

x5

16m 
products

Free delivery
for Select members;
others >€20 spend

6,500
click & collect

700m
web visits

Europe eCommerce & Digital

1 Net consumer sales (Gross Merchandise Value)

35%
30%

17%
14%

2016 2018E

bol.com Market



Bol.com is a major growth driver for the BeNeLux with 
improving profitability
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Average order 
value

Frequency
per customer

Order growth

Customer 
satisfaction

Active customers

Fulfillment costs
per order

+ 14%

+ 2%+ 2%

+ 33%

Comparing Q3 2018 with Q3 2017

2018E

• Sales ~€2b

• EBITDA positive

2019E

• Double digit RoC
and growing

Europe eCommerce & Digital

+ 16%

- 3%



2016 2018E 2021E

3rd party sellers platform is a key growth engine for bol.com
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3rd party seller sales 2016 - 2021

~50%
CAGR

~30%
CAGR

29% ~40% >45%

Preferred platform for sellers

• 20k sellers; 40% sales  

• Highest volume retail website

• # partners using fulfillment by bol.com up 80%

Share of 
sales %
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Ah.nl is leading in food eCommerce with proven expertise
With well over 50% market share and growing rapidly

Europe eCommerce & Digital

Our winning proposition

• Most complete assortment with 25k SKUs

• Share of online fresh sales >55% 

• State-of-the-art user interfaces & solutions

• Home delivery and click&collect with 90+ slots per week

• Unmatched online - store integration

Ah.nl sales growth

+23%
CAGR

Click
&Collect

Min order: €0

Subscription
Monthly Fee € 8-13

>100k
orders/week

`

Delivery
Min order: €50-70

€ in billion

0.4

0.6

2016 2018E



Store only Omnichannel

45Capital Markets Day 2018

Ah.nl is key to our ecosystem so we continue to invest
Omnichannel customers spend significantly more at Albert Heijn

Europe eCommerce & Digital

Subscription Service everyone Business to Business

• Subscription base spends 4x  

• Grow members 50% per annum
with 90% renewal rate

• Sales share of 50% in 2019

• Average B2B spend 3x B2C

• Profitable segment

• Expand assortment & services

• 86% reach; ambition ~100%

• Flexible fulfillment model

• Optimizing minimum order value
& fee

ah.nl

2x
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Our ecosystem works together for our customers… 

Europe eCommerce & Digital

>850 bol.com click & collect points at AH Drinks platform bol.com with Gall & Gall Ah.nl platform: one stop shop

Airmiles savings & redemption partners Joint subscription offering Single sign on with bol.com credentials



... and captures spend at various points of a customer’s journey
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The week of…



Video



Digital & eCommerce innovations in our customer’s journey
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The week of…



Offline Online
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Ecosystem of complementary brands that strengthen our market position
Category example – Personal Care in the Netherlands

Europe eCommerce & Digital

Personal Care – Offline vs Online Sales AD Market share Personal Care NL1

+180 bpsFlat

+50% 
CAGR

2016 2017 2018E 2016 2017 2018E

1 Ahold Delhaize internal analysis 

2016 2017 2018E

.nl



0.4

~2

2012 2018E 2021E

We will invest to drive continued growth at bol.com
Create the best network for our 3rd party partners
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Investment Priorities

• Bol.com Fulfillment Center II with state-of-
the-art mechanization

• Expand fulfillment & service solutions for
bol.com partners

• Expand Select subscription membership
benefits

Bol.com sales 2012-2021

x5

€ in billion



We will invest to drive continued growth at ah.nl
Continue to remove barriers and attract more customers
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Investment Priorities

• Remove key barriers shopping online 

• Scale up infrastructure for ambitious growth

• Develop new mechanized fulfillment solution 
and last mile proposition

Ah.nl sales 2016-2021

+23% 
CAGR

.nl

0.4

0.6

2016 2018E 2021E

€ in billion



7%
10%

>15%

2016 2018E 2021E

Stores Online

Drive our eCommerce sales to >15% of our Europe sales
Opportunity to build & roll out scalable solutions across markets in Europe

53Capital Markets Day 2018Europe eCommerce & Digital

Driving eCommerce share of sales in Europe to >15% • Leverage BeNeLux capabilities & partnerships 
to scale eCommerce & Digital in rest of Europe

• Build scalable IT, Infrastructure and Tech 
solutions to support growth across the group, 
e.g.

• Mechanized eCommerce fulfillment solutions

• AH Tap to Go payment & loyalty solutions

• Data & analytics across network

• Talent exchange

% of net consumer sales



Leading brands in Europe fueled by eCommerce & Digital
Unique ecosystem in BeNeLux creates opportunities to drive growth
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• Ahold Delhaize Europe is in a unique position to win

• Europe eCommerce business is growing by 30% this year

• Albert Heijn, Delhaize and bol.com form the leading retail ecosystem in BeNeLux

• We will leverage scale to invest in innovations & new capabilities to widen our lead



Cautionary notice 

This communication includes forward-looking statements. All statements other than statements of historical facts may be 
forward-looking statements. Words or expressions such as will, to grow by, driver, 2018F, 2019F, (will) continue to, 2020F, 
wining proposition, ambition, to 2020 or other similar words or expressions are typically used to identify forward-looking 
statements.

Forward-looking statements are subject to risks, uncertainties and other factors that are difficult to predict and that may 
cause actual results of Koninklijke Ahold Delhaize N.V. (the “Company”) to differ materially from future results expressed or 
implied by such forward-looking statements. Such factors include, but are not limited to the risk factors set forth in 
the Company’s public filings and other disclosures. Forward-looking statements reflect the current views of the Company’s 
management and assumptions based on information currently available to the Company’s management. Forward-looking 
statements speak only as of the date they are made and the Company does not assume any obligation to update 
such statements, except as required by law.
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Europe eCommerce & Digital

APPENDIX



A peek into the customer’s journey through our ecosystem
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Food & cooking inspiration from Allerhande
The Netherland’s most loved recipe & cooking inspiration platform
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2.5m unique
visitors/month

2m prints/month

Europe eCommerce & Digital



Personalized offers, services & experience  
Digital services, Bonus program & benefits
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4m MyBonus members
0.5m unique Appie app users

650m personal offers

Europe eCommerce & Digital



Digital integration in store
Relevant & dynamic product information & online ordering
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Electronic shelve tags in
~10% of AH stores in ’19, 
digital screens in ~40%

Europe eCommerce & Digital



Shopping services when you need them
Mobile, web, app, voice services
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• Find your products 
in store

• Algorythmic support 
to help customer 
shopping list building

• Appie voice assistant 
through multiple 
partners & interfaces

Europe eCommerce & Digital



Easy check-out enabled by variety of payment options
Scan & go, handheld, mobile
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20% of transactions 
in all 1,000 AH 

stores in NL & BE

Europe eCommerce & Digital



Cashier less shopping in <30 seconds
Tap To Go technology platform – rolling out in stores
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Easy online pick up services in store
Pick-up pre-ordered online groceries and bol.com packages  
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2.0m pick ups 
at AH stores

2017 figures for Netherlands 

Europe eCommerce & Digital



Delivery into your kitchen with ah.nl, when you want it
Home delivery with 90+ slots per week, reach 86% of households
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>55% sales in fresh
Home delivery to 86% 

of NL households

Europe eCommerce & Digital



Inspire to eat better and make healthy choices
Personalized nutritional dashboard for Bonus members

66Capital Markets Day 2018Europe eCommerce & Digital



Appie Today: 1st social online TV channel by a supermarket 
Inspiring our customers & associates with on trend videos & formats

67Capital Markets Day 2018

Reach 60% target group
18-35 year

25m views; 35% >30 seconds

https://www.appietoday.nl/

Europe eCommerce & Digital
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Ahold Delhaize USA
Kevin Holt

Chief Executive Officer Ahold Delhaize USA



Video
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Across all brands, Ahold Delhaize USA is the leader on the East Coast

~2,000
stores across all brands

$43 billion+
sales

~95%
sales from DMAs where an 

ADUSA brand has leading share*

~30 years
as online

grocery leader

6 million+
annualized online 

grocery orders

2 billion+
digital offers in 2018

Ahold Delhaize USA

* DMAs in which an ADUSA brand has #1 or #2 market share



Purpose driven organizations
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P E O P L E P U R P O S E C U L T U R E

Ahold Delhaize USA



Brand-centric structure designed to win locally

73

Local

Scale

Innovation

Insights

Capabilities

Ahold Delhaize USA



Ahold Delhaize USA’s Brands are growing share within their markets
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**Ahold Delhaize USA custom trade area

Ahold Delhaize USA

 (0.1)

 -

 0.1

 0.2

 0.3

 0.4

 0.5

GM HRD FL GF S&S

Percentage points change Q3 2017 to Q2 2018 vs. Q3 2016 to Q2 2017

* Change in stores between Q2 2018 versus Q3 2016; primary cause of reduction in store count is due to merger divestitures

ADUSA 
Brands 

+20bps 

ADUSA CTAs Market Share Growth 

Change in 
store count* -4 +1 -31 -2 -2



Proven track record
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24
Consecutive 
quarters of 

comparable 
sales growth

% growth, comparable quarter (prior year)

Q
3 

20
18

Q
3 

20
17

Q
3 

20
16

Q
3 

20
15

Q
3 

20
14

Q
3 

20
13

Food Lion local strategy Food Lion sales growth

Ahold Delhaize USA



Fragmented markets provide further opportunity for brand growth
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Ahold
Delhaize

USA

Retailer A Retailer B Retailer C Retailer D Retailer E Retailer F Retailer G Retailer H Retailer I Retailer J Retailer K

* Ahold Delhaize USA custom trade area Q2 2018 

150+
total number of 

competitors

Ahold Delhaize USA

Q2 2018, all brands with greater than 2% share

Total Brand Market Share*



Customer needs are changing

77Ahold Delhaize USA



Video



Ahold Delhaize USA brands’ customer priorities
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Dependable Value and 
Personalized 
Solutions

Easy for Her

Right Assortment and 
Right Space

Better Neighbor

Ahold Delhaize USA



Dependable value and personalized solutions each brand

Unique programs

Personalized programs

Price and promotion

80Ahold Delhaize USA



Bringing dependable value and personalized solutions to life

81

‘Shop & Earn’ 
offers

Digital and 
paper coupons

Personalized
MVP loyalty

1.2 billion
total personalized Shop & Earn, coupons and 

temporary price reductions in 2018 

$23 million
Shop & Earn savings via 

web and app in 2018

15bps
market share growth at 

Food Lion*

+ +

* Q3 2016-Q2 2017 versus Q3 2017-Q2 2018; Food Lion’s trade area

Ahold Delhaize USA

Locally, top-selling SKUs identified and priced within 2% 
of leading big box retailer and total basket within 10%



Right assortment and right space
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Local flavors

Healthy

~50%
YOY growth in meal kits

49%
of Own Brand food sales recognized for good nutritional value

+18%
Limited Time Originals

+10%
Sales of locally grown products

Enabled by:

Data & Analytics Own Brand developmentPartnerships Assortment services

Surprise and delight

Ahold Delhaize USA

Meal solutions



Portfolio of distinct Own Brands
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~27%
Own Brand sales 

penetration 
in 2018

1,500
Innovative, new 
Own Brand SKUs 

in 2018 YTD

$1b+
Nature’s Promise 

2018E sales

Lifestyle

Premium

Organic / Free From

Beauty

Everyday

Local Brand

Health & Personal Care

Home

Baby

Pet

Value Dependable value

Culinary center In-house Own Brand team Central kitchen Meat processing facilities

Ahold Delhaize USA

Enabled by:



Easy for Her:  whenever, wherever, however she chooses 

84

Integrated loyalty 
and digital offers

New store designs 
and layouts

65% of brands’ 
customers access 

Same-day by 2020

Easy recipe 
suggestions

E-Merchandising
(e.g., Linz and Wildfire)

Ahold Delhaize USA

Seamless 
sign-on

Discovery and inspiration

Convenient offerings

Fully integrated 
digital brand experience



• Zero waste efforts

• 900+ Energy Star certified stores

• EPA U.S. Food Loss and Waste Champion

• Clean Own Brands by 2025 and product 
renovations

• Product nutrition transparency through 
Guiding Stars 

Better Neighbor

85

Reducing 
waste and 
emissions

Removal of 
additives and 
transparency

Ahold Delhaize USA



Save to invest

86Ahold Delhaize USA

Ex
a

m
p
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s 
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Central 
Kitchens

Meat 
Processing 
Facilities

Peapod 
Digital Labs

East Coast 
Events

Culinary 
Centers

Frictionless 
Checkout

New 
Revenue 
Streams

Concept 
Design

In Development / 
Pilot

In 
Market

Acquisitions



Ahold Delhaize USA and it’s brands: Shaping food retailing on the East Coast

87

We are focused on growing our Great Local Brands and their market share

Customers are at the center of everything we do

Leveraging the power of local, omnichannel, and scale

A disciplined approach to investing for our future

Ahold Delhaize USA



Cautionary notice 

This communication includes forward-looking statements. All statements other than statements of historical facts may be 
forward-looking statements. Words or expressions such as believe, will/will continue, by 2020, by 2025, key takeaways or 
other similar words or expressions are typically used to identify forward-looking statements. 

Forward-looking statements are subject to risks, uncertainties and other factors that are difficult to predict and that may 
cause actual results of Koninklijke Ahold Delhaize N.V. (the “Company”) to differ materially from future results expressed or 
implied by such forward-looking statements. Such factors include, but are not limited to the risk factors set forth in the 
Company’s public filings and other disclosures. Forward-looking statements reflect the current views of the Company’s 
management and assumptions based on information currently available to the Company’s management. Forward-looking 
statements speak only as of the date they are made and the Company does not assume any obligation to update such 
statements, except as required by law.

88Ahold Delhaize USA
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US Digital & eCommerce
JJ Fleeman

President of Peapod Digital Labs



Our brands have a leading US food eCommerce and digital business

91

~6m
Annualized online 

grocery orders
~$1b

Annualized
eCommerce sales

25+
Dedicated eCommerce 

fulfillment centers

1.6k
Peapod drivers
engaging with

customers 2b+
Annualized, personalized 
customer communications

US eCommerce & Digital



600m
Digital Coupons Clipped

77%
Sales made by 

identifiable customers

~6m
Annualized online

grocery orders

3.2m
Mobile App downloads

15,250
Products Rated 

for Guiding Stars

9
Scan & Go 
Pilot Stores

23%
In-Store Kiosk 
Engagement

500m
Email/Push Communications

~50%
Items in cart from digital 
personalization tools

A strong proprietary digital ecosystem for each brand

92US eCommerce & Digital
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Development activities this year

Opportunity Preparing for 2019

Full-scale Click and Collect 
rollout across all brandsClick and Collect at select locations

Different omnichannel capabilities
and platforms for each brands

Integrated omnichannel capabilities and 
platform through Peapod Digital Labs

Customers choose their speed:
Immediate, Same day, Next dayPrimarily next day delivery

Full assortment and 
same great prices onlineSelect assortment and 

different pricing online

Separate brand loyalty 
across channels

Seamless brand loyalty 
across channels

US eCommerce & Digital
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Peapod Digital Labs has an ambitious plan for 2019

Proprietary 
digital 

ecosystem

Innovation 
pipeline

Strategic 
partnerships

Click and 
Collect 

network

NextGen
fulfillment

Powering ADUSA’s Great Local Brands

Omnichannel
growth 
engine

US eCommerce & Digital



Enabling brand omnichannel growth through Peapod Digital Labs
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Strong digital talent to 
drive PDL

400+ PDL associates dedicated 
to digital and eCommerce

Strong digital merchandising
and marketing

Own enterprise campaign 
management solutions

Personalized brand customer experience 
through data and analytics

Proprietary omnichannel platform 
to support each brand

Flexible architecture 
for continuous improvement

Leading data science and analytics 
for all aspects of the business

Next generation fulfilment to provide 
increased speed and coverage

Innovation hub to serve 
customers even better

Strong foundation today Investing now

US eCommerce & Digital



Building an integrated omnichannel platform for each brand
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Integrated 
omnichannel 

platform

Same 
great prices

Local
assortment

Consistent 
promotions

Single
sign-on

Integrated 
loyalty

Customizable 
by brand

Extensive 
personalization

Agile
architecture

Continuous 
deployment

Build once 
and scale

Endless 
aisles

Note: *In-store only shoppers compared to omnichannel shoppers for total spend in Q3 2018  

Brand platforms

Peapod 
commerce platform

Digital tools 
and technology

US eCommerce & Digital

2-3x
Higher spend by 

omnichannel
customers than 

in-store only 
customers*



Delivering a best-in-class local omnichannel experience for each brand

97US eCommerce & Digital



Execute

Test and learn

Ideate

Same day 
delivery

Pod Bags for 
unattended 

delivery

Curated 
meal kits

Virtual 
butcher shop

Endless aisle 
assortment

Automated 
fulfillment

Exclusive 
media 

partnerships

An innovation pipeline to serve brand customers even better

98

Partnerships 
with universities

Collaboration 
with start-ups

Devoted 
innovation hub

US eCommerce & Digital

Peapod 
Digital Labs



Expanding the portfolio of fulfillment methods

99US eCommerce & Digital

Automated MFC and 
HSC models

In-house and 3rd

party delivery
“… And more” 
solutions

Click and Collect



Increasing speed and coverage
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Today’s offerings 2020 vision

65%
of brand 

customers 
will have access 

to same day

Immediate 

Same day

Next day

Fastest available 
pick-up or delivery

Immediate  

Same day

Next day

Fastest available 
pick-up or delivery 

US eCommerce & Digital



Expanding Click and Collect to 600+ stores by 2019
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In-store pricing

Dedicated customer service

Best-in-class same day offering

20
18

20
19

~200
Pick-up Points

600+
Click and Collect

~50

Full store assortment

Integrated loyalty

US eCommerce & Digital
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Building automated micro-fulfillment, tailored to each brand’s local market

Faster Fresher Efficient Local

Reaching customers 
within 1 hour

Piloting 
automated 

micro-
fulfillment 

with

“All-in” productivity of 
~145 units per labor hour

Less than 12 
months to build

$3-5m Capex for 
pilot facility

Reduced last mile 
expense

Build in our existing 
stores or other 
locations

US eCommerce & Digital



Video
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This plan will accelerate food eCommerce sales growth for each brand

10%+
2018E

20%+
2019E

30%+
2020E

US eCommerce & Digital



Key takeaways

105

• Launching the digital and eCommerce engine to 
support each brand’s strategy

• Creating the digital ecosystem of the future

• Driving brand eCommerce growth through:
• 600+ Click and Collect stores by 2019

• Same-day pickup & delivery to 65%+ of customers

• Rolling out NextGen fulfillment models

• Connecting all brand customers to omnichannel 
to expand loyalty and share of wallet

20%+

2019E

30%+

2020E

US eCommerce & Digital



Cautionary notice 

This communication includes forward-looking statements. All statements other than statements of historical facts may be 
forward-looking statements. Words such entering 2019, plan, by 2020, will, our 2020 vision, fulfillment, by 2019, key 
takeaways, forecasted or other similar words or expressions are typically used to identify forward-looking statements. 

Forward-looking statements are subject to risks, uncertainties and other factors that are difficult to predict and that may 
cause actual results of Koninklijke Ahold Delhaize N.V. (the “Company”) to differ materially from future results expressed or 
implied by such forward-looking statements. Such factors include, but are not limited to the risk factors set forth in the 
Company’s public filings and other disclosures. Forward-looking statements reflect the current views of the Company’s 
management and assumptions based on information currently available to the Company’s management. Forward-looking 
statements speak only as of the date they are made and the Company does not assume any obligation to update such 
statements, except as required by law.
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Stop & Shop
Mark McGowan

President Stop & Shop



Reimagining Stop & Shop: 
Fresh Food & Value made Easy… So you can enjoy what matters most 

109

We have completed standing up our local brand 
commercial team

We have conducted extensive customer research

We have developed our go forward strategy

We have started to bring that strategy to life in Hartford, CT 

Stop & Shop

Stop & Shop will reposition its 400+ stores over the next 5 years
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We have a great history and are the market leader

Founded in 1914

Strong Heritage Best Locations

413 Stores in 5 states

Market Areas

#1 in all major DMA’s 
(Eastern MA, NY Metro, CT, RI)

Stop & Shop



17.4

9.3

6.3
5.2

2.8
2.3

11.0

16 Q3 16 Q4 17 Q1 17 Q2 17 Q3 17 Q4 18 Q1 18 Q2

111

Stop & Shop has a strong base, yet sales are flat

Sales

Stop & Shop

7m
Transactions each week 

Growing  NPS

2013-2017 CAGR

+0.4%

Sales

2013 2017

Stable Customer Base Flat Market Share Flat Sales

67% of all households in our 
Trade Area shop with us

Largest market share within 
our Trade Area

Flat sales over past 5 years

Stop & Shop



We understand our customers’ changing expectations

112

Time is a most valuable 
possession

Healthy options are a 
top priority

Convenience is a must

Customers expect a 
personalized experience

Redefining value

Stop & Shop



Our strategy is set to deliver on meeting their needs

113

Best in Fresh

Value for Money

Right for Me Assortment

Make it Easy

Emotionally Connected

Key Areas5 
Stop & Shop



Best in Fresh

114

• Bigger Fresh footprint in Store

• Differentiation in Produce & Meat through 
freshness, quality, value and variety

• Expanding & innovating our home meal 
solutions

• Ready to eat, heat or complete

Stop & Shop
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Value for Money

• Meaningful price investment

• Amped up value messaging and visual merchandising to improve price perception

• Fully integrated omnichannel commercial planning 

Stop & Shop



Right for Me Assortment

116

• Building new tools and processes to develop assortments by category by store

• Optimizing assortment and space 

• Creating experiences in the center store

Stop & Shop
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Make it Easy

• Frictionless checkout

• Interactive kiosks

• Digital coupons & loyalty

• Click & Collect at all stores

• Micro-fulfillment center partnering 
with Takeoff Technologies

• Stop & Shop e-Commerce enabled 
through full Peapod integration

• Simplified layout for different trip 
missions 

• Engaging and uncluttered store 
format

Stop & Shop



Emotionally Connected
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• Helping our communities enjoy better food and better lives

• Building on our legacy of caring….customers, communities and each other

• Growing NPS and associate engagement

Stop & Shop



21 Stores in Hartford

119

Hartford 
Market

Stop & Shop



Video
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Hartford test & learn market is showing positive early results

Expanding our fresh footprint and 
innovating in HMR

Investing in price and simplifying 
value messaging

Optimizing space, focus on local, 
bringing excitement to center store

Digital, eCommerce and Format 
enhancements

Community spaces, cafes and 
culture change program

Testing Initiatives in our 5 Key Areas

Best in Fresh

Value for Money

Right for Me Assortment

Make it Easy

Emotionally Connected

• Sales

• Transactions

• Volume

• NPS

Early Results

Proforma sales uplift

• 4% - 6% in year 1

• 2% - 4% in year 2

• 2% in year 3

Stop & Shop



Customer feedback has been very positive

122

“I like that items such as 
organic produce are more 
accessible…”
– Consumer Insights Review

“Because the first thing I see is this 
new, fresh, bright, clean section, I 
am left with a positive feeling for 
the remainder of the trip” 
– Consumer Insights Review

“I love how it is so bright and 
open… it (the store) looks fresh
and clean…”
– Consumer Insights Review

“I love the remodeling”
– Charlene Weech

Manchester, CT

“Newly renovated, extremely clean, pretty well 
organized. Lots of new products, plenty of self check-out 
stations. Will definitely be coming to this location more!”
– John, Newington, CT

“I went to the Stop & Shop on the berlin Turnpike yesterday and 
was pleasantly surprised! People were passing out cheese, 
crackers, and shrimp and were very helpful. The store looks 
beautiful…!”
– Piper Sue, Wethersfield, CT

Stop & Shop



Refreshing our stores
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Iterative learning, refining market by market

1
Hartford Market

Oct 2018
Market 2

Spring 2019
Market 3
Fall 2019

Market 4
2020

Market 5
2020

Full Chain Completion
2023

2 3 4 5 6

Hartford Capex Investment

Capex 

Range

Stores 

(#)

Capex 

($M)

Hartford $1m - $7m 21 $70m

Rest of Chain Investment

Capex 

Range

Stores 

(#)

Capex 

($M)

Total Chain $1m - $10m 412 $1.6b - $2b

• Core / value / upscale stores
• Low / medium / high investment stores

• Roll out planned 60-80 stores per year
• Incremental Capex $100m-$150m per year at Stop & Shop

Stop & Shop



Our next market – Long Island, NY

124Stop & Shop



Growing Stop & Shop

125

Reimagining Stop & Shop: 
Fresh Food & Value Made Easy… So you can enjoy what matters most 

Strengthen our position as the market leader by 
growing share

Accelerate top-line sales growth by creating a 
merchant-driven selling culture

Improving the shopping experience through ongoing 
innovation

Deliver on the 5 key areas to better meet our customer’s needs

US Stop & Shop

Stop & Shop



Cautionary notice 

This communication includes forward-looking statements. All statements other than statements of historical facts may be 
forward-looking statements. Words such as will, expectations, set to deliver, to be, planned, ongoing or other similar words 
or expressions are typically used to identify forward-looking statements. 

Forward-looking statements are subject to risks, uncertainties and other factors that are difficult to predict and that may 
cause actual results of Koninklijke Ahold Delhaize N.V. (the “Company”) to differ materially from future results expressed or 
implied by such forward-looking statements. Such factors include, but are not limited to the risk factors set forth in the 
Company’s public filings and other disclosures. Forward-looking statements reflect the current views of the Company’s 
management and assumptions based on information currently available to the Company’s management. Forward-looking 
statements speak only as of the date they are made and the Company does not assume any obligation to update such 
statements, except as required by law.
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Financial Framework
Jeff Carr

Chief Financial Officer



Ahold Delhaize Financial Framework
Proven to deliver consistent and sustainable results

Financial Framework

Disciplined approach 
to capital investment

Strong operational 
performance

Best in class cash 
generation

Balanced capital 
allocation

129



Strong operational performance

Financial Framework

Strong operational 
performance

• Consistent and sustainable results
• Delivering on integration promises
• Saving for our customers is core to 

our culture

Disciplined approach 
to capital investment

Best in class cash 
generation

Balanced capital 
allocation

130



Our business model

131

• Saving for our customers leads to 
stable margins in 2019

• Investing in our customer 
proposition supports comparable 
sales growth

• Capital funding growth in key channels 
results in market share gains

Financial Framework



1.17
1.26

1.50-
1.60

2016 2017 2018E

2.1%

1.7%

2.3%

2016 2017 YTD 2018

Delivering consistent and sustainable results

3.7%

3.9%

4.0%

2016 2017 YTD 2018

*2016, 2017 pro forma sales growth 
**Guidance for 2018

in €in constant FX

Financial Framework

Sales growth* Underlying operating margin EPS**
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Delivering on integration promises

336

41

380

70

Integration US reorg

Spend to Date

Planned

in € millionin € million

22

352

600

750

268

420
500

2016 2017 2018 2019

Gross synergies

Net synergies

Financial Framework

Synergy delivery One time costs

133



Sto
res

Save for our Customers is in our DNA…

Financial Framework 134



With sufficient areas to still go after

Key areas of focus

• Technology and automation
• Store
• Logistics

• Packaging engineering
• Reduce plastic
• Overall packaging specs
• Logistics optimization

• G&A optimization
• Use of RPA
• Regional centres of excellence

• Fact based negotiation 
• Best practice roll out Europe
• Data analytics / supplier support
• Not for Resale

Delivering on margin 
commitment while investing in

• eCommerce

• Digital & IT

• Stop & Shop repositioning

• Price / quality investments across 
all brands

• Store programs / DC expansions / 
Labor

Financial Framework 135

€1.8 billion Save for Our Customers target for 2019 - 2021



Disciplined approach to capital investment

Disciplined approach to 
capital investment

• Funding growth in key channels
• Maintaining a high return on 

capital

Financial Framework

Strong operational 
performance

Best in class cash 
generation

Balanced capital 
allocation

136



Funding growth in key channels

1.5
1.7

1.8*
2.0*

2016 2017 2018 2019

in € billion / as % of sales

* Guidance

~3.0%* 

• Incremental capital investment in Stop & Shop 
of $100-150 million with total program costs of 
$1.6-2.0 billion

• Incremental capital investment in eCommerce 
in Europe and the US of €200 million

• Ongoing Capex spend of ~3% of sales

New stores

Store 
maintenance 
& remodelsL&D and other

IT & Tech

2019 Capex 
Breakdown

Financial Framework

Capex spend

137

2.9%*2.7% 2.7% 

€2.0 billion* Capex spend in 2019 to drive growth



Return on capital remains a priority

* ROC defined as: EBITDAR / (PPE at purchase price + intangibles excl goodwill 
+ working capital + capitalized operating leases)

** Peers: Walmart, Kroger, Costco, Carrefour, Tesco, Albertsons

13.3%

12.4%

Ahold Delhaize Peer average**

• Clear return criteria for investment 
decisions

• Return on capital represents 40% of 
management’s long-term incentive

• Return on capital among top quartile of 
the industry

2017

Financial Framework

Return on capital*

138



Best in class cash generation

Best in class cash 
generation

• Overdelivery on working capital 
targets

• Continued focus on free cash 
flow

Financial Framework

Disciplined approach 
to capital investment

Strong operational 
performance

Balanced capital 
allocation

139



Overdelivery on working capital targets

400

700

130

270

300

2017 2018 2019-2021

• Exceeding initial target of €175 million 
cumulative 2017 – 2018 with delivery of €400 
million* cumulative change in working capital in 
2017 – 2018 

• Continuous focus on all aspects of working 
capital improvement:

– Harmonization of payables 
– Improving receivables collection
– Optimizing inventories

- Forecasting and replenishment
- Data & analytics 

* Updated guidance

175

in € million

Financial Framework

Cumulative change in working capital

140

Further improvements in working capital of €300 million targeted in 2019-2021



Continuous focus on free cash flow

1.4

1.9
2.0+

2016 2017 2018

in € billion

* Updated guidance

Financial Framework

Free cash flow

141

• Free cash flow of ~2.0 billion per annum in 
2019-2021 while sustaining ongoing spend of 3% 
of sales in Capex

• Free cash flow supported by operating cash 
flow and continuing improvements in working 
capital

Free cash flow 2018 increase to at least €2.0 billion* 



Balanced capital allocation

Balanced capital allocation
• Maintain investment grade credit 

rating
• Invest in growth
• Returning excess liquidity to our 

shareholders

Financial Framework

Disciplined approach 
to capital investment

Strong operational 
performance

Best in class cash 
generation

142



Creating value for our shareholders

Maintaining solid investment 
grade credit rating 

Funding growth in 
key channels

Returning excess cash 
liquidity to shareholders

Maintain lease adjusted 
Net Debt/EBITDA of 2.0x

Invest in growth: 
inorganic and organic

Return excess cash 
through share buy back 
program and dividends

Financial Framework 143



0.48 0.52
0.57

0.63

2014 2015 2016 2017

Returning excess liquidity to shareholders

1.8
2.5

4.1

5.9

8.6

2014 2015 2016 2017 2018

+9.5%
CAGR

* Ahold standalone dividends 2014-2016, Ahold Delhaize 2017
** Cumulative as of 2014. Includes Ahold and Delhaize dividends for the years 2014-2016

• Dividend payout ratio 40-50% of underlying net income 
• Bi-annual dividend to be introduced in 2019
• Sustainable growth of dividend per common share

in € in € billion

Financial Framework

Annual dividends* Cumulative share buybacks, dividends and capital returns**

144

Share buyback program of €1.0 billion to commence in January 2019



Strong foundation and confidence in the future

Financial Framework

Disciplined approach 
to capital investment

Strong operational 
performance

Best in class cash 
generation

Balanced capital 
allocation

145



Smartly invest to drive growth at stable margins in 2019

Invest
ü Significant opex

to drive growth

ü €2.0 billion in 
capex

ü ~€300 million 
incremental for 
S&S, digital and 
e-Commerce

Drive growth 
ü Comparable 

sales growth

ü Market share 
gains

ü Stable group 
margin

ü HSD EPS growth

Save
ü €0.6 billion in 

annual savings

ü €80 million 
incremental net 
synergies

Generate Cash
ü ~€2.0 billion in 

FCF 

ü €1.0 billion share 
buyback

Financial Framework 146



Long-term cost savings, investments and FCF growth

Save for our 
customers

2019 - 2021 
€1.8 billion 

Capital 
expenditure  

~3% 
of sales

Free Cash Flow
~€2.0 billion
per annum 
2019 – 2021

Financial Framework 147
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Leading Together

Portfolio & 
Scale efficiencies

Healthy & 
Sustainable

Omnichannel 
growth

Technology

Best talent

• Driving comparable sales & repositioning Stop & Shop

• Growing omnichannel including eCommerce and meal solutions 

• Enriching customer experiences & increasing efficiencies

• Accelerating research in AI and Robotics

• Delivering on our 2020 Sustainability targets

• Improving health & driving sustainable consumption towards 2025

• Gaining share in key markets through organic & inorganic growth

• Saving for our Customers funding our growth investments

• Building a strong and experienced leadership team

• Bringing best talent together in an inclusive and healthy workplace
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Cautionary notice 

This communication includes forward-looking statements. All statements other than statements of historical facts may be 
forward-looking statements. Words such as guidance, promises, planned, proposition, leads to, target(s)/targeted, for 
2019-2021, ongoing, to commence, to be, to drive growth or other similar words or expressions are typically used to identify 
forward-looking statements. 

Forward-looking statements are subject to risks, uncertainties and other factors that are difficult to predict and that may 
cause actual results of Koninklijke Ahold Delhaize N.V. (the “Company”) to differ materially from future results expressed or 
implied by such forward-looking statements. Such factors include, but are not limited to the risk factors set forth in the 
Company’s public filings and other disclosures. Forward-looking statements reflect the current views of the Company’s 
management and assumptions based on information currently available to the Company’s management. Forward-looking 
statements speak only as of the date they are made and the Company does not assume any obligation to update such 
statements, except as required by law.
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