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Ahold Delhaize Strategic Framework 

Our purpose 

Together, we build Great Local Brands, bringing Fresh Inspiration Every Day 
 

Our sustainable business model 

Save for our customers: 
• Buy better 
• Operate smarter 
• Waste less 

Fund growth 
in key channels: 
• Supermarkets 
• eCommerce 
• Smaller formats 

Invest in our customer  
proposition: 
• Affordable for all 
• Best own brands 
• Fresher & healthier 
• Most local &       

personal service 

Our promises 

Our values 
 Courage 

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

Teamwork 

Together, we take 
ownership, collaborate, 
and win. 

Humor 

We are humble, down-to-
earth, and we don’t take 
ourselves too seriously. 

Care 

We care for our customers, 
our colleagues, and our 
communities. 

Integrity 

We do the right 
thing and earn 
customers’ trust. 

A better 
place to 

shop 

A better 
neighbor 

A better 
place to 

work 

Every 
Day 
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Most local & personal service 

Invest in our 
customer  
proposition 

Affordable for all 

Best own brands 

Fresher & healthier 

Most local & personal  
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Bol.com generates about 20% of sales  
from personalization 

SOURCE: Press search, Expert interviews.   

• Browse, buy & 
response behavior 

• Demographic and 
socio-economic data, 
preferences 

• Timing & trigger events 

• For 7 million active 
customers and 32 
million customer 
visits/month… 

• …and >14 million 
products 

• 1.3 petabytes of big 
data 

• World class data 
science and machine 
learning capabilities 

• ~200 FTEs across 
‘Shopping Experience’ 
team, including IT 

• Attracting top 
university talent 

• Home-built algorithms 

• Continuous learning 
loops 

 

 

Promotions based on 
current search & 
browse 

Suggest relevant 
products or other 
inspiration 

Follow-up with survey, 
use tips & offers (e.g. 
sequel to the movie) 

Suggest 
complementary 
products “frequently 
bought together”  

Shop 

Enjoy 

Plan Buy 

…which  it uses to make 
recommendations in real time … 

Bol.com builds a unique experience for 
each customer, based on… 

…and to keep 
innovating 

Invest in our 
customer  
proposition 

Affordable for all 

Best own brands 

Fresher & healthier 

Most local & personal  
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We are sharing bol.com personalization 
capabilities across supermarket brands 

Combined 
and fed 
through a 
persona-
lization 
engine  

Persona-
lized offers 
& messages 
are 
targeted  to 
relevant 
audiences 

Offers are 
loaded to 
POS 
systems by 
an offer  
manage-
ment tool 

Customers 
receive 
offers, 
recipes, 
recommend
ations etc 
through 
digital and 
non-digital 
channels 

Collected in 
data 
manage-
ment 
platforms 

Customers 
redeem, 
buy and 
engage, 
in store or 
on line. 
Impact is 
measured. 

Data 

• Trans-
actional 

• Demo-
graphic 

• Product & 
promo 

• Content 
• 3rd party/ 

external 

Customer behavior data is fed back into the databases and used to drive new growth 

• Infrastructure increasingly run on public cloud (central, scaleable, connectable) 
• >30 million customer members around the world; >80% of sales covered 
• Incremental sales from personalization up ~50% this year 

Invest in our 
customer  
proposition 

Affordable for all 

Best own brands 

Fresher & healthier 

Most local & personal  
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…to offer personalized benefits for every customer 
Recent examples: 

 Saving time: 
Advanced list building 

Saving money:  
Personal promo & pricing 

Eating healthier: 
Personal health dashboards 

Predicting supermarket shopping 
list based on personal data, time, 
promotions and other triggers 
 
Will be predicting 1.3 billion 
product-customer combinations 
each week, by executing 25 
billion calculations at Albert 
Heijn 

Sugar in shopping list  
per month 

Invest in our 
customer  
proposition 

Affordable for all 

Best own brands 

Fresher & healthier 

Most local & personal  
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The future: more data & relevance; global expansion 
of digital personalization across all brands 
 

START  
BRANDS  

TRANSFORM 
TO DIGITAL  

BRANDS 

ACCELERATE  
BRANDS 

Customer 
transaction data 

Web/app data 

Previous offer 
response data 

Avg. product use 
time (e.g. eggs 4 
days) 

What people like 
you buy 

Product 
ingredients and 
provenance 

Available offers 

Other  data 

Invest in our 
customer  
proposition 

Affordable for all 

Best own brands 

Fresher & healthier 

Most local & personal  
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Our sustainable business model 

Save for our customers: 
• Buy better 
• Operate smarter 
• Waste less 

Fund growth 
in key channels: 
• Supermarkets 
• eCommerce 
• Smaller formats 

Invest in our customer  
proposition: 
• Affordable for all 
• Best own brands 
• Fresher & healthier 
• Most local &       

personal service 

w 

```` 

` 
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eCommerce: Where did we leave you in 2014?  

bol.com Peapod Albert Heijn Online 

€1.4  
2014 

€1.4 billion  
online sales* 

Ambition 2017 
€2.5 billion  

online sales* 
20-25% CAGR 

 

€2.5  

More customers    

More places  

More choices 

Strategy:  

*(Estimated) consumer sales includes sales from third parties (f.e. Market Place sales) 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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1.8 

2.3 

2014 2015 2016* 
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Where are we today? Well on track to € 2.5 billion 

*Estimated consumer sales includes sales from third parties (f.e Market Place sales), including sales from Delhaize brands 

Growth is accelerating,  
new brand opportunities 

In € billion 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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More customers, more places, more choices 

More customers 

NPS: (%promoters / % detractors)*100 -- promoters defined 9 & 10 and  
detractors 0-6).  

Belgium: Bol.com ‘16 
sales growth >50% 

NYC: Peapod ‘16 
sales growth >25% 

NPS 
2015 

NPS 
2016 

NPS 
2016 

NPS 
2015 

NPS 
2016 

More places 

More choices 

Assortment Delivery For media partners 

Increased assortment to 
 >14 million products Delivery by bike 

• Same day delivery 
• Sunday delivery 
• Evening delivery 

Net media revenue 
from zero to  

~1% of sales in ‘16, with 
growth potential 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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A clear roadmap to profitability 

Amsterdam 

Online grocery delivers 3-5% 
EBITDA margins in dense 
home delivery areas and 
B2B ; overall still negative 
due to investments in new 

growth areas 

Five must-have’s for online 
grocery profitability: 

1. Large baskets 

2. High density routes 

3. Productivity 

4. Delivery fee 

5. Media & advertising 
income 

Boston 

Bol.com profitable today in 
more established categories… 

…while investing in innovation 
and growth 

 from new categories, places 
and services 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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1.4% 1.7% 0.8% 

6.0% 

0.0% 

1.0% 

2.0% 

3.0% 

4.0% 

5.0% 

6.0% 

7.0% 

US NL BE Most 

developed: 

UK 

10% 10% 
8% 

20% 

0% 

5% 

10% 

15% 

20% 

25% 

US NL BE Most 

developed: 

China 
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Continued strong market growth expected 

Source: combination of McKinsey, Euromonitor, Forrester, Ahold research, US Census Bureau, Morgan Stanley, RNG 

eCommerce  
as % of total retail market - 2016 

Expected growth rate ’17-20: +10-15% p.a. 

Food – eCommerce 
 as % of total market - 2016 

Expected growth rate ’17-20: +20-30% p.a. 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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Our 2020 ambition: double eCommerce sales 

2016* 

€2.3 bln 

*Estimated consumer sales includes sales from third parties (f.e. Market Place sales) and includes Delhaize brands 

Bol.com Online Grocery 

Ambition 2020 
Double eCommerce sales* 

(20-25% CAGR) 

 

 x 2 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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Continued investments to support further growth 

• Continued EBIT investments; decreasing as % of 
sales 

• Underlying EBITDA levels of 2-3% in mature 
markets 

• Dilutive impact of Bol.com growth on NL margin 
~60 bps in 2017 

 

 

Investing  
in talent,  

capabilities    
... 

• Capital expenditure going forward broadly in 
line with prior years 

 

… 
and in  

operational  
capacity 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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Our eCommerce strategy 

Lead in online grocery 
           eCommerce platform 

 in NL & Belgium 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 

No. 1  
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1. Strong brands 
in Europe and US 

2. High quality, 
cost efficient 
operations 

3. Fresh 
Assortment 

4. Own brand 
products 

5. Omni-channel 
leverage 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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1: Strong online grocery brands in Europe 

• Relaunched Delhaize.be 
Oct ’16 
 

• Strong growth in Click & 
Collect (113 points)... 
 

• ...and  introduced home 
delivery to ~65% of 
Belgian households 
 

• NPS at 27 and rising 

• #1 most trusted brand 

• Covers 86% of Dutch 
households with home 
delivery, also offers Pick 
Up 

• NPS at 36,  adding halo to 
the Albert Heijn brand 

• Fast growing market 
share in grocery  

#1 online food retailer  
in the Netherlands  

Unique in Belgium …and new ‘small gems’ 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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1: Strong online grocery brand potential in the US 

• 80% brand awareness in 
mature markets; high scores 
for ‘ease’ and ‘innovation’ 
 

• NPS Score of 59 
 

• 80% of Peapod customers also 
shop at Giant / Stop&Shop 
 

• Fast growing ‘Podpass’ 
membership 

 

#1 online grocery brand in the 
United States 

…and a ‘small gem’: 

Significant opportunities for growth:  
- ~140 million customers in Ahold Delhaize trading 

area, Peapod service available for  ~40% 
- Growing market share where available, but share of 

total grocery still <1% 
- New Jersey warehouse capacity up +50% vs LY 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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2: A winning operational model, ready to expand 

Ah.nl 
Best in class automated 
warehouse benchmark 

All in Productivity 135 150-160 

Item completeness 99.6% ~99%  

Driver timeliness 98.8% ~95% 

Capex ~10M >100M 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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3/4: Proven Fresh and Own Brand advantages 

H1 ’16 as % of sales Peapod AUSA stores 

% Fresh / Frozen 41% 40% 

% Organic 7% 3% 

% Own Brand 32% 39% 

H1 ’16 as % of sales Ah.nl AH 

% Fresh / Frozen 56% 56% 

% Organic 5% 4% 

% Own Brand 51% 52% 

Strong shares of fresh, organic and own brands 

Continuous  fresh innovation 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 



Our 
Sustainable 
Business 
Model 

Store only customers 

Omnichannel customers 

Store only customers  

Omnichannel customers 
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5: Omni-channel leverage 

X 1.8 

Omni-channel customers’ annual spend 
  =~2x store -only customers 

Leveraging stores as pick up  
points around the world 

X 2.0 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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Our eCommerce strategy 

Lead in online grocery 
            eCommerce platform 

 in NL & Belgium 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 

No. 1 
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Netherlands/Belgium vision: 

         Bol.com is the 
 
 undisputed  #1 retail platform 
 
 for anyone 
 
 who wants to buy or sell anything 
 
 in the Netherlands and Belgium 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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Bol.com is an unrivalled proposition for NL & BE customers 

Large, relevant assortment Uniquely personalized shopping experience  

Fast,  free delivery (order before 
midnight, delivered tomorrow)  

>14.000.000 items 

Customer payment methods - 2016 % Bad debt rate 2016 (%) of sales 
 

>14.000 marketplace  
business partners 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 

35% 

65% 

Payment afterwards Payment on purchase 

0.25% 

2.50% 

0.00% 

0.50% 

1.00% 

1.50% 

2.00% 

2.50% 

bol.com Industry 

average 

Unique open invoice payment option, yet low bad debt 
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…leading to a very strong brand 

1 Eurib (European Institute for Brand 
Management) 2015 

2 2016 
3 Flemisch part of Belgium 

Brand awareness 2 

No. 1 brand associated  with 
shopping online  in NL and BE 3 
 

>86% >96% 

Indispensable Dutch brands 1  

1. Hema 

2. bol.com 

3. Ikea 

4. Kruidvat 
 

6. Albert Heijn 

11. Google 

28. Facebook 

 
Most trusted Dutch brands 5 

1. Albert Heijn 

2. Philips 

3. Google 

4. bol.com 

5. Samsung 

 

 

Top marks customer for satisfaction 

4 Retail Merkenonderzoek 2016, Hendrik Beerda 
5 Synergie, de Inspirerende 40 van Nederland 2015 

Strongest Dutch retail brands 4 

1. bol.com 

2. Kruidvat 

3. Hema 

4. Albert Heijn 

5. Action 

 

 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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Bol.com is well positioned for future platform growth 

Category Share 

 
 

28% 

 
 

11% 

6% 

1% 

 
  

Category growth 
 
 

Marketplace 
 
 

CAGR ‘13-’16: +~80% 

Belgium  
 
 

CAGR ‘13-’16: ~+70%  
 

 

Cross brand  
 

2013 2014 2015 2016 2013 2014 2015 2016 

Annual spend per 
customer up from 
€111 in 2011 to €167  

in 2016 
 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 
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In summary: Ahold Delhaize eCommerce 

Proven track 
record of growth 

No. 1 eCommerce platform 
in NL/Belgium 

Ambition 2020  

 x 2 

Clear strategy  

1  From base year 2016 including Delhaize brands 

Lead in online grocery 

* Expected 2016 

Fund growth 
in key channels 

Supermarkets 

eCommerce 

Smaller formats 

Double eCommerce sales 1 



Cautionary notice 

This communication includes forward-looking statements.  All statements other than statements of historical facts may be forward-looking statements. Words 
such as strategic, sustainable, buy better, operate smarter, waste less, growth, invest, customer proposition, promises, follow-up, accelerating, opportunities, 
continuous learning, increasingly, incremental, future, road map, ambition, growth, going forward, model, innovation, leverage, proposition, leading to and well 
positioned 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 risks relating to competition and pressure on profit margins in the food retail industry; the impact of the Company’s outstanding financial debt; 
future changes in accounting standards; the Company’s ability to generate positive cash flows; general economic conditions; the Company’s international 
operations; the impact of economic conditions on consumer spending; turbulences in the global credit markets and the economy; the significance of the 
Company’s U.S. operations and the concentration of its U.S. operations on the east coast of the U.S.; increases in interest rates and the impact of downgrades in 
the Company’s credit ratings; competitive labor markets, changes in labor conditions and labor disruptions; environmental liabilities associated with the 
properties that the Company owns or leases; the Company’s inability to locate appropriate real estate or enter into real estate leases on commercially 
acceptable terms; exchange rate fluctuations; additional expenses or capital expenditures associated with compliance with federal, regional, state and local 
laws and regulations in the U.S., the Netherlands, Belgium and other countries; product liability claims and adverse publicity; risks related to corporate 
responsibility and responsible retailing; the Company’s inability to successfully implement its strategy, manage the growth of its business or realize the 
anticipated benefits of acquisitions; its inability to successfully complete divestitures and the effect of contingent liabilities arising from completed divestitures; 
unexpected outcomes with respect to tax audits; disruption of operations and other factors negatively affecting the Company’s suppliers; the unsuccessful 
operation of the Company’s franchised and affiliated stores; natural disasters and geopolitical events; inherent limitations in the Company’s control systems; the 
failure or breach of security of IT systems; changes in supplier terms; antitrust and similar legislation; unexpected outcome in the Company’s legal proceedings; 
adverse results arising from the Company’s claims against its self-insurance programs; increase in costs associated with the Company’s defined benefit pension 
plans; and other factors discussed 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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Together, we build Great Local Brands,  
bringing Fresh Inspiration Every Day 
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