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Acting responsibly is central to our business.
We play a day-to-day role in the lives of millions
of people.

Our corporate responsibility strategy focuses on issues that are closely related to our business
and where we can make a difference. That means playing a responsible role when it comes to
our customers’ wellbeing, the sourcing of the products we sell, our impact on the environment,
the communities we serve, and the people we employ.

In 2010, we set a series of clear, measurable targets for each of our priority areas between now
and 2015: healthy living, sustainable trade, climate action, community engagement and our people.
We take our commitments seriously, and are ambitious in our targets.

We want to be the responsible retailer.
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Ahold Corporate 3

Ahold is an international retailing group based in
the Netherlands, with powerful consumer brands
in Europe and the United States. At the end of
2010, we had:’

2,970...
213,000,000
€29.5 hillion....

The foundation of our company is selling great food — this is what we are known for and is our
core business. We provide customers with great value and a convenient and innovative shopping
experience with a wide range of products and healthy choices. Our vision is to offer all of our
stakeholders — our customers, employees, suppliers, shareholders, and the communities we
serve — better choice, better value, better life, every day. We are committed to acting responsibly
in all that we do.

We have simplified and streamlined our businesses and are looking at growth opportunities. \We are
focused on innovation to ensure we continue to offer great products, services, and store formats and
stay at the forefront of consumer trends and customer needs.

Our employees are the key to our success. Their commitment to the customer and to providing a
great shopping experience sets us apart and is essential to the profitable growth of our company.

1 Allfigures in Group at a glance are taken from the Annual Report. Due to differences in scope, these figures exclude ICA
and include Etos, Gall & Gall, albert.nl, Ahold Coffee Company and Peapod.
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Other information

In 2010, we made solid progress with our
strategy for sustainable profitable growth.

Highlights include:
Ahold Group

Net sales

€29 o 5 billion

+4.4% at constant exchange rates and
adjusted for the impact of week 53 in 2009

Operating income

€1 ¥ 3 billion

Up €39 million or 3.0% from 2009

Underlying retail operating margin

4.9%

Performance by segment

Proposed dividend

€0.29

per common share

+26% compared to last year’s dividend

Net sales (€ million)

Contribution by segment

2010 Growth'

[ Ahold USA 17,783 51%
[7] The Netherlands 10,087 4.7%
Other Europe 1,660 (3.5)%
Total 29,530 4.4%

1 At constant exchange rates and adjusted for the impact of week 53 in 2009.

Underlying retail operating income (€ million) Contribution by segment
Underlying
2010 margin
[ Ahold USA 742 4.2%
[ The Netherlands 691 6.9%
Other Europe 16 1.0%
Total 1,449 4.9%
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CR in action

In 2010, we achieved a great deal across the Group
in all our priority areas. These are a selection of our
highlights from the year.

% |

Healthy ideas on U.S. shelves

Across all stores in the United States,

the “Healthy Ideas” logo has been applied
to approximately 4,000 products (both own
brands and national brands). The logo
denotes products which meet the U.S.
government’s criteria for healthy food.

Over

350,000

children educated globally in healthy living

Membership of
The Sustainability Consortium
Ahold joined The Sustainability Consortium
in early 2010 as the first Europe-
headquartered retailer. The Sustainability
Consortium was founded in 2009 as
an independent organization of global
participants who work together to improve
o ~ consumer product sustainability through
e B R Ll - s all stages of a product’s lifecycle.

Sustainable ~ 100%

of our estimated own-brand palm oil consumption
offset by GreenPalm certificates'

action

1 For 2010, Ahold purchased GreenPalm certificates to offset its estimated palm oil consumption (6,000 metric tons) for own-brand products. Our process for estimating palm oil
consumption is detailed in the section Process and CO: conversion factors.
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CRin action continued

Supporting Czech children in need
The Bertici project is a charity supporting
children in need — those living in
orphanages or homes for mothers and
children. For the past five years, Albert has

focused on projects aiming at their
education and integration into society, as
well as sponsoring specific vocational and

sports courses for individuals.
= ‘

Community -
engagement €1 milion_

SRS Y s s~
e v - : [ . < ‘ Employees get fit in the Netherlands
- g ""! i = o, I " Employees from Albert Heijn, Etos, Gall &
2 | i3 m, - Gall, Ahold Corporate Center and Ahold
Coffee Company all have the opportunity to
. . S o take part in the Netherlands’ healthy lifestyle
Y ' : program: Fit & Fun. It focuses on three
; priorities: eating healthily, physical fitness,
and wellbeing.

2,600

employees in the Netherlands participated
in “Fit & Fun” sports clinics
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Message from our CEO

[

Dick Boer
Chief Executive Officer

Watch the CEO online:
http:/lcrreport2010.ahold.com

Corporate responsibility is an essential part of the
way we work at Ahold. In 2010, we made significant
progress in integrating CR initiatives into our
Group-wide strategy.

Dear stakeholder,
Itis a pleasure to write this introduction to our 2010 Corporate Responsibility Report.

Over the past year, we have made significant progress on our CR strategy. The strategy focuses on
the issues most closely related to our business and where we can make a real difference. This
involves playing a responsible role when it comes to our customers’ wellbeing, the sourcing of the
products we sell, our impact on the environment, the communities we serve, and the people we
employ. We have defined five priority areas to achieve this: healthy living, sustainable trade, climate
action, community engagement, and our people.

In 2010, we set ambitions, targets and action plans relating to each of these priority areas. We have
established a clear set of measurable targets for each, which we plan to achieve between now and
2015. Many of these targets are new, and are being measured for the first ime, so we have not been
able to report on all of them in this year’s report. We will do so over the next five years, and will
continue to set new targets as the current ones are reached.

Tackling important issues

Health and wellbeing are areas that are attracting increasing attention in the media. Michelle
Obama’s program to tackle childhood obesity in the United States is just one high-profile example.
Around the world, more and more people are beginning to understand the problems of obesity,
including its social and economic costs. We have a critical role to play in helping our customers,
employees and communities make healthy choices. In 2010, we educated more than 350,000
children in how to eat and live more healthily, and we continued to improve our labeling and
promotional activities to make it easier for customers to make healthy choices.

The drive for sustainable practices is also becoming ever more important. Customers are
demanding goods that are produced with respect for the environment, the rights of the people
producing them, and the welfare of animals. We endorse these goals. During the year, we
announced that all Ahold Europe own-brand products will be more sustainable in 2015. This means
we will look at our supply chain in more detail and make sure that each product has been made

at least one step more sustainable. Group-wide, we have also committed to source six so-called
“critical commaodities” found in own-brand products in accordance with industry standards for
sustainable production by 2015. As definitions change over time, we will continue to raise the bar

to ensure we meet the needs of current and future customers, and safeguard the sustainable future
of our business.

Climate change is a major issue facing our planet. We are committed to playing a role in reducing
our environmental impact, and in encouraging our suppliers and customers to do the same. In 2010,
our CO, per square meter of sales area fell 3.0 percent against our 2008 baseline. This is partly
due to the significant improvements we have made to our store designs over the past five years,
which are helping reduce energy consumption. We are still facing challenges in reducing our
environmental impact, including the way we manage refrigerant leakage and how we reduce its
impact. In November, we signed a Consumer Goods Forum resolution to begin phasing out harmful
refrigerants in new stores by 2015. This year, we will increase our focus on waste management so
that we can reduce the quantity of waste we produce and increase the amount we recycle.

The boundaries between our CR priorities are increasingly overlapping. In 2010, for example,
we introduced new trucks that are more environmentally friendly, efficient, safer, and quieter.
This means they are not only better for the environment, but are also better for our employees
and for the communities in which they are delivering.
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Working with stakeholders

By ourselves, we can certainly achieve results. But by working together with others, our impact can
be far stronger and further reaching. \We can make a greater difference through joining forces with
other retailers, food manufacturers, packaging companies, agricultural specialists, NGOs, and many
other partners. We share our expertise and set new, better standards within the industry through
roundtables, consortia and other forums that you can read about in this report.

In 2010, our former CEO, John Rishton, signed the Global Compact to show our commitment to its
principles. | am happy to support this commitment, and to provide you with the first update of our
progress against these principles in this report.

Continuous improvement

| believe the challenges we face today will be even more important to businesses and customers in
five years’ time. Acting responsibly is something we must all do — and do better — every day. Today,
for example, we do not approve any capital investment unless it is sound from a CR perspective as
well as from a financial one. | am proud to be part of the changes we are seeing today in the way
businesses work — both in food retail and across all industries.

A word of thanks

I would like to finish this letter by thanking John Rishton, our former CEO, for his efforts in driving
corporate responsibility at Ahold over the past five years. His commitment to Ahold acting
responsibly has had a major impact on what we have achieved so far. | would also like to thank
Lodewijk Hijmans van den Bergh, our Chief Corporate Governance Counsel and head of Corporate
Responsibility, for developing the new strategy and targets we now have in place. Finally, | would like
to thank all of our employees, who continue to put our CR strategy into practice every day. Their
dedication and commitment to CR at Ahold, and to encouraging customers, suppliers, and other
stakeholders to make responsible decisions and choices, are what make us a responsible retailer.

Dick Boer
Chief Executive Officer

March 2, 2011
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Our CR strategy

Defining our strategy

Corporate responsibility is an integral part of our
business. In 2010, we defined our revised CR
strategy to 2015.

This strategy is the next stage in our journey: it is an evolution of the activities we have been carrying
out for several years now. Our strategy includes a series of clear ambitions and measurable targets
for each of our five priority areas: healthy living, sustainable trade, climate action, community
engagement, and our people.

Our ambitions represent our overall philosophy on each of our priority areas. We have set initial
targets, but we will add new ones over time as the current ones are realized. \We have defined global
targets, but our operating companies may go further than these and set additional goals locally.

Our targets are supported by action plans that are designed and executed by each of our operating
companies at a local level. These actions are measurable, and will act as benchmarks for how we
are doing over time. As our targets and the action plans we have defined to achieve them are new
this year, we will report against each of our targets annually from 2011 onwards.

In this report, we set out our ambitions and targets for the period 2011—-2015 as an introduction to
each of our priority areas. We then go on to report on the actions that we have taken during 2010
and provide examples of our achievements, followed by the data that supports them. You can read
highlighted case studies of our activities throughout the report.

We want to make a positive contribution to all our stakeholders — including customers, employees,
suppliers, shareholders, and local communities. We report on our interactions with stakeholders in
the section How we manage CR.
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Our CR strategy continued

Our five priority areas are material to our business, relevant to our stakeholders, and offer
opportunities for the biggest positive impact. This overview of our corporate responsibility strategy
shows our ambitions and global targets in relation to each of these priority areas.

Ambitions Global targets
. . Make healthy-living
Healthy IIVIng choices easy * Increase the sale of healthy products (as defined by criteria from
leading health authorities) to at least 25% of total food sales by 2015
across the Group

* Ensure that each operating company has a comprehensive
healthy-living program in place by the end of 2011, aiming to be a
leading healthy retailer

. Source safe and * Ensure that 80% of own-brand food suppliers are Global Food
Sustainable trade responsible products Safety Initiative certified by 2012
» Source 100% of the six critical commodities for own-brand products
in accordance with industry certification standards by 2015
* Ensure that 100% of own-brand suppliers in high-risk countries are
audited on social compliance by 2012

Reduce the footprint * Map the environmental footprint of 50% of own-brand suppliers
of our supply chain and their supply chains by 2015

* Reduce CO, per square meter of sales area by 20% in our
operations by 2015 against our 2008 baseline of 433 kg

» Ensure that each operating company has a comprehensive
waste-management program in place by the end of 2011

. Contribute to the
Commun |ty wellbeing of our

engagement communities

» Ensure that each operating company has a community
engagement program in place by 2012

Encourage our
Our people employees to live
and work healthily

and sustainabl
Y * Ensure that each operating company has a CR employee program

in place by 2012
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European operations

U.S. operations

@ Albert Heijn 1. The Netherlands

;
G t oS 1. The Netherlands

m1 1. The Netherlands

albert. ’ TheNetherlands

10. Connecticut

11. Massachusetts
12. New Hampshire
13. Rhode Island
14. New York

15. New Jersey

o 2. Czech Republic
albert 3. Slovakia

Giant'

16. Virginia

17. Maryland

18. Delaware

19. District of Columbia

hypernova 3. Slovakia

I m 4. Estonia
5. Latvia
6. Lithuania

7. Norway
8. Sweden

1 9. Portugal

Gm 16. Virginia
. 17. Maryland
MARTINS 20. Pennsylvania
21. West Virginia
Peaped’ 10. Connecticut

11. Massachusetts
12. New Hampshire
13. Rhode Island
14. New York

15. New Jersey

16. Virginia

17. Maryland

19. District of Columbia
22. lllinois

23. Indiana

24. Wisconsin

1 Etos, Gall & Gall, Pingo Doce and Peapod are not included in the scope of

this report.
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Our ambition is to make healthy-living choices easy.

Our ambitions

Helping our customers to live healthily is important to Ahold. A healthy diet — including more fruit,
vegetables and fiber, fewer calories, and less saturated fat, sugar and salt — forms an important part
of healthy living.

In all our markets, we have programs in place to make it easy for people to make healthy-living
choices and to identify healthy products. Our programs offer customers a choice of healthy products
and promote those foods that contribute to a healthy lifestyle.

One of our goals is to be recognized as a leading healthy retailer. Our challenge is to make our
product offering healthier, while continuing to deliver on price, flavor, choice, and convenience.
Targets

We have set two targets in our strategy to 2015 for healthy living:

1. Increase the sale of healthy products (as defined by criteria from leading health authorities) to at
least 25 percent of total food sales by 2015 across the Group

In 2010, 18 percent of our total food sales were identified as meeting health criteria.

2. Ensure that each operating company has a comprehensive healthy-living program in place by the
end of 2011, aiming to be a leading healthy retailer

Key elements of our healthy-living programs include:

» Offering a wide range of healthy products in all price ranges, with clear labeling to make it easy for
customers to choose healthy products

» Active promotions to increase sales of healthy products

» Customer education and information initiatives, including recipe cards and suggestions, in-store
and online free food magazines, and children’s education programs

We launched a healthy-choice labeling system in the Czech Republic and Slovakia in 2010,
meaning that all our operating companies now have such systems in place. In 2011, we will expand
our efforts to comprehensive healthy-living programs across all companies.
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Actions and achievements in 2010

During the reporting year, we focused our efforts on making it easy for customers to choose healthy
products. We now have a labeling system for healthy products at all our operating companies:

we focus on promoting those products, and continuing to improve our healthy-living programs.

In 2010, we continued our work to offer a wide range of healthy-choice products in all price ranges.

Labeling systems for healthy-product recognition

In all our operating companies, we have clear labeling systems to help customers identify products
that meet specific criteria, and positively contribute to a healthy lifestyle. The criteria for so-called
“healthy” products are defined by leading national health authorities, such as the Dutch Nutrition
Center, the Nordic Nutrition Board, and the U.S. Department of Agriculture. We adapt our own
healthy-product criteria in line with any changes that are made by these health authorities to the
national criteria over time.

Our labeling systems are as follows:

Number of healthy-choice products
M National brand

M Own brand

Stop & Shop /

Giant Landover Giant Carlisle “ ” .

50 o0 The “Healthy Ideas” labeling system at all

stores in the United States informs customers
3,600 3600 about which products — both own brand and
national brand — meet healthy criteria. For more
2100 &0 information, see the case study.
1,800 1,800
900 900
0 0 — —

2010 2009 2008 2010 2009 2008

For further information, please refer to the data table:
Healthy-choice products at year end

Number of healthy-choice products
M National brand

B Own brand
The Netherlands The “Green Clover” and “Orange Clover” symbols at Albert Heijn
1,500 in the Netherlands identify healthy-choice products. The green

clover is applied to inherently healthy produce such as fruit and
vegetables; the orange clover denotes a conscious choice

%0 —food that is healthy in moderation, such as oily fish. In 2010, the
range included 933 products with the green clover label and 281
with the orange clover. In 2011, the so-called “food choice logo”
will replace Albert Heijn’s clover logos and the industry healthy
food logo, “Ik Kies Bewust”, which will make it even easier for

0 customers to make healthy choices.
2010 2009 2008

1,200

600

300

For further information, please refer
to the data table: Healthy-choice
products at year end
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4,000

Healthy Ideas products

Healthy Ideas on U.S. shelves

Across all stores in the United States, the “Healthy Ideas”
logo has been applied to approximately 4,000 products (both
own brands and national brands). The logo denotes products
which meet the U.S. government’s criteria for healthy food.

“As a working mom with two young boys, | don’t always
have time to inspect every nutrition label | put in my
grocery cart. Like many of our shoppers, I'm concerned
about providing my family with nutritious, affordable
meals, so now | only have to look for one symbol to be

able to make healthier choices through the aisles.”

The logo is added to labels on own-brand products, on

signage in perishable departments, and on shelf tags for

own- and national-brand products.

Andrea Astrachan
Consumer Advisor Stop & Shop and Giant Food

Healthy Ideas products meet strict criteria, in terms of less fat,
cholesterol, sodium and sugar, and more fiber, vitamins and
minerals. This makes it easier for customers to identify

healthy-choice products.

Number of healthy-choice products
W National brand
B Own brand

Other Europe
1,000

800

600

400

200

0 I
2010 2009 2008

For further information, please refer
to the data table: Healthy-choice
products at year end

Number of healthy-choice products
B National brand
B Own brand

ICA
3,000

2,400

1,800

1,200

600

2010 2009 2008

For further information, please refer
to the data table: Healthy-choice
products at year end

The “Good for You” label at Albert in the Czech Republic is
based on the clover symbol developed in the Netherlands.
There is currently no national health authority in the Czech
Republic or Slovakia; therefore, the Netherlands’ criteria are
used, and a nutrition expert from the Institute of Chemical
Technology Prague reviews whether products meet these
criteria or not. In 2010, 535 products met the criteria, and another
nine are in the process of being launched.

|oxgof€&o

The “ICA Gott Liv” (Good Life) range applies to own-brand
products in Sweden and Norway. Modernized and re-launched
in 2010, the packaging was re-designed and new own-brand
products were launched. All ICA Gott Liv products meet Green
Keyhole criteria (see below); in addition, ICA works to reduce the
number of artificial additives in these products.

The Swedish “Green Keyhole” healthy symbol has been used
by ICA since 1989. ltis applied to all products (including both
own and national brands) meeting relevant health criteria.

In Norway, ICA successfully introduced the symbol on shelves in
stores. It has now officially been adopted by Norwegian as well
as Danish authorities. The number of Green Keyhole products
decreased at ICA during 2010 due to the removal of some
national brand products from the national program.
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Children eat better in the Netherlands

Targeted at children aged 9-12, the “Ik eet het beter”
program in the Netherlands encourages the youngest
generation to improve their eating habits. The program, which
is made up of several different initiatives, aims to raise
awareness of a healthy diet, while promoting the idea that
healthy food can be delicious and fun, too.

In 2010, 128,568 children in the most senior class in primary
school (aged 11-12) enjoyed a free healthy lunch provided
by their local Albert Heijn store, and received educational
materials that are in line with the Dutch Ministry of

included a movie in which top soccer players encourage

magazine about healthy living and a package containing a
healthy snack were distributed to classes.

For younger children, new programs were also launched in
the reporting year: taste lessons and practical experiments
were developed, and over 100,000 children took part. Albert
Heijn also piloted the “Supershopper” healthy supermarket
tour in Utrecht and Rotterdam, developed in cooperation with
the Netherlands Nutrition Center.

Feedback from both children and teachers has been positive,
with quantitative results showing both a high level of
engagement and a productive learning experience. Among
year-six classrooms (aged 9—11), 92 percent of teachers and
84 percent of children said they felt that they had learned

g Education’s targets for primary education. These materials

children to eat more healthily. In September 2010, a new something about healthy food.

For more on “Ik eet het beter” program:
http://ikeethetbeter.nl

Allergies and intolerances

Labeling is also important for products that contain known allergens, such as nuts, gluten and
lactose. In addition, we sell products that are suitable for diabetics. Here, we are trying to find a
balance between using real sugar — which is not healthy for diabetics — and using sugar substitutes,
which may be seen as less healthy as they contain more additives.

The number of people suffering from food allergies and intolerances is increasing. We try to help
customers who need to avoid certain foods:

* Albert Heijn has developed a labeling system for allergens, so that customers can make informed
choices. In 2009, they also piloted a system whereby customers’ allergies are programmed into
their bonus cards (store loyalty cards); they are then able to scan the barcodes of products in order
to find out whether those products meet their dietary requirements. In 2010, Albert Heijn began
working with food producers to optimize the information that this allergy-checking technology
provides to customers

» U.S. stores feature signage informing customers about products that may contain or may have
come in contact with peanuts, tree nuts, soybeans, milk, eggs, wheat, fish, or shellfish. There are
designated gluten-free sections in the Nature’s Promise Marketplace in many of our stores

* ICA declares all allergens in its food products to help customers make informed choices.
They also offer a wide range of gluten- and lactose-free options, and provide recipes and news
that make everyday life easier for people with food intolerances. All recipes provided by ICA include
suggestions on how to make them more suitable for people with allergies

Organic offering
We offer a wide range of organic products in our stores:

* Albert Heijn’s organic range, which forms part of the “AH puur&eerlijk” own brand
* Albert’s “Albert bio” organic product range

* In the United States, the “Nature’s Promise” natural and organic range of products
* ICA's “l love eco” range of organic products

Making products healthier
We aim to make our products healthier by improving the recipes and by reducing portion size.
Examples of improving the health properties of our products include:

« Albert Heijn continuously adapts the recipes of own-brand products to make them healthier.
Examples include reducing salt levels in the full assortment of bread, various meats and (canned)
vegetables; yoghurts with no added sugar have also been introduced

* Ahold USA participated in the U.S. Food and Drug Administration’s Centers for Disease Control
planning committee for reducing sodium in foods. Our U.S. supermarkets reduced sodium in 44 of
their own-brand soups and broths

* ICA has been working to reduce salt levels in processed food in line with the Green Keyhole
criteria, while still satisfying consumer tastes
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Educational and promotional initiatives

As well as making healthy products available, we help customers, employees, suppliers, and
members of the wider community by offering them information about how to follow a healthy diet
and lifestyle. We also aim to increase the sale of healthy-choice products by implementing programs
to promote those products. We do this through publishing in-store and online magazines that
promote healthy living, playing an advisory role in our stores through health and wellness programs,
and creating children’s educational programs.

Our initiatives include:

» Allerhande magazine at Albert Heijn contains recipes for healthy meals with affordable ingredients.
As a trusted publication, its influence can shift people’s attitude towards food. Allerhande has the
widest circulation of any free magazine in the Netherlands

* Albert Heijn also has various initiatives to educate children about health via the “Ik eet het beter”
program. For more information, see the case study

* Albert educated 3,000 children in healthy living in 2010, and a further 5,000 children were educated
via the Albert Charity Foundation

« In the United States, all brands have areas of their websites dedicated to healthy living. The stores
offer healthy recipes, along with the free Healthy Ideas magazine and brochures. For children,
age-appropriate Healthy Ideas Kids store tours are a fun and interactive way to build healthy eating
habits among young people. There is also an in-store nutritionist at a number of stores, and stores
participate in local community events and health fairs. For more information, see the case study

* In 2010, Ahold USA was honored by the Produce for Better Health Foundation (PBH) for its
support in encouraging people to eat more fruit and vegetables. Ahold USA featured the
Foundation’s “Fruits & Veggies — More Matters” logo and healthy diet information on packaging,
bags and promotional materials, and reiterated the message during community events

« Passport to Nutrition — a web-based program on nutrition for young children —was developed by
the Ahold USA Health and Wellness team to educate children on ways to eat healthily and live a
healthier lifestyle. The four online lessons are taught by a nutritionist, include interactive games
and materials to download, and can be used at home or in the classroom. Ahold USA's stores are
among the first in the country to offer an interactive, fun, and educational program for children’s
nutrition in an online format

» Ahold USA participates on federal and state advisory panels for the Nutrition Program for Women,
Infants and Children (WIC), which serves to safeguard the health of low-income individuals who
are at nutritional risk. Working collaboratively with public and industry partners on the delivery
system for this important program has greatly improved WIC benefits to the recipients

Interactive platform for healthy eating So far, it has proven to have had a positive impact on the way
people perceive food and its link to its origins in nature and

Albert Heijn is piloting a healthy-living platform for stores, social culture.

consisting of a meeting point where customers and

employees can interact in the heart of the larger stores. In 2010, this meeting point was piloted in three Albert Heijn

The social contact that people make in this meeting space stores in the Netherlands.

improves both the shopping and working experience.
It also helps contribute to a better neighborhood, by actively
encouraging local residents and employees to share ideas.

Demonstrations and tasting events are organized to give
customers inspiration for new (healthy) recipes. Employees
are engaging with customers on the spot — for instance,
educating children through storytelling.
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« ICA's joint project with the Swedish Cancer Society, “Buddy with your body — 5 a day,” has attracted
international interest. For 10 consecutive years, Swedish schoolchildren aged 8 and 11 were invited
to a fruit and vegetables lesson in their local stores. ICA's training materials and posters from
“Buddy with your body” were also translated into English and offered to 10 European neighboring
countries, as part of the “ProGreens” study conducted by the European Union in 2010. The project
looks at how schoolchildren should be encouraged to eat more fruit and vegetables. The aim is to
find long-term strategies to increase schoolchildren’s intake of fruits and vegetables

Customer insights

Since one of our targets is to implement programs with the aim of becoming a leading healthy
retailer, it is important to know how our customers perceive us. Our brands are monitored by internal
and external systems to measure to what extent we are perceived to be a healthy retailer. These
systems include:

* Market research group GfK Panel Services Benelux / Foodmagazine in the Netherlands: Albert
Heijn continues to score highly in comparison with its competitors on the level of information about
healthy food it provides in both its XL stores and regular supermarkets. In December 2010, the GfK
report showed that Albert Heijn stores came first on providing information on healthy living to
customers, with a score of 7.07 compared to the average score of 6.39 by competitors

» Consumer research in the United States: this indicates that customers rate all four retail divisions
in line with, or better than, most competitors in the marketplace in terms of their healthy-choice
offerings. Specifically, in research conducted at Giant Carlisle in the early part of 2010, shoppers
gave Giant credit for addressing their health and wellness needs by offering a large variety of
high-quality fresh foods, providing Healthy Ideas shelf labels, and additional health information
through the website and Healthy |[deas magazine

* The Swedish Quality Index survey to measure customer satisfaction among all major Swedish
food retailers: the 2010 survey showed a continued strong position for all four ICA store formats
in Sweden. Approximately 6,200 customers were surveyed by phone. In 2010, ICA Sweden was
ranked in second place for their healthy-living product offering

Roundtable participation

Ahold participates in several roundtable initiatives, which have been set up to discuss issues relating
to the sustainability and health properties of products. We work with others, both within food retail
and in other industries, to lead the way forward on these issues.

In the reporting year, we participated in a number of events relating to healthy living. As a member of
the Consumer Goods Forum, we are co-sponsor and co-chair of the Health and Wellness group.

The roundtable “Encouraging and Sustaining Healthy Food Choices” was initiated by Ahold in
cooperation with major Dutch food-science university, Wageningen UR (University & Research
centre), and involved multiple stakeholders. Seventeen thought leaders representing top universities,
major institutions and food companies discussed strategies to encourage people to make healthy
food choices. Issues covered included product labeling, the definition of (un)healthy products,
consumer demand vs. consumer income, and what manufacturers, suppliers, and retailers can

do to improve. The points raised in the discussions have become publically available in an online
format, in order to help turn strategy into action. Possible solutions proposed included government
actions, marketing new approaches towards food to consumers, and increasing collaboration
between businesses, scientists, and governments.
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Total sales of healthy-choice products

€ million

2010

6,048

2009

5,269

The data
2010 2009 2008
Own National Own  National Own  National
Healthy-choice products at year end brand  brand brand brand brand brand
Stop & Shop / Giant Landover'? 1428 2,898 1,349 3,020 679 3,664
Giant Carlisle*? 1,131 2,926 60 0 44 0
The Netherlands?® 1,214 0 800 0 1,243 0
Other Europe® 535 0 6 0 0 0
ICA? 648 1,180 752 1,241 769 1,741

1 2009 data for Stop & Shop / Giant Landover and Giant Carlisle has been revised due to removing duplicates.

2 Stop & Shop / Giant Landover, Giant Carlisle and ICA data includes both product labels and shelf tags for both national
and own brands.

3 The Netherlands and Other Europe data does not include national brands, as there was no uniform national
labeling system. The Netherlands 2008 and 2009 data have been revised due to the inclusion of fruit and vegetables.

The total number of healthy-choice products increased, reflecting the healthy-living strategy of the
Ahold Group. Ahold USA increased the number of products due to its rollout of the Healthy Ideas
program from Stop & Shop / Giant Landover to Giant Carlisle. The Netherlands increased the
number of products due to several product improvements that meet the stricter criteria applied in
2009, and identifying new products that qualify for the program. Other Europe increased the number
of products due to the inclusion of unpackaged fruit and vegetables and the expansion of the healthy
living program in 2010. ICA decreased the number of national brand products due to these brands
removing products from the national program.

Number of children educated in healthy living' 2010 2009 2008
Ahold USA 31,871 30,157 23,184
The Netherlands 297,306 200,000 137,895
Other Europe 8,000 3,353 2,691
ICA 29,525 40,080 94,575
Total 366,702 273,590 258,345

1 All operating companies have web-based programs that include estimates of the number of children educated based on
the number of downloads of the program.

Fifty percent more children in the Netherlands were reached due to a new program, close
cooperation with the Ministry of Internal Affairs on the “Ik eet het beter” program, and

improvements in communication with schools. The Ahold USA figure increased due to improved
materials (information booklets that are distributed) and increased marketing of the program.

The Other Europe figure increased due to a new Albert Charity Foundation program tailored to food
education for children.

Number of certified organic products at year end 2010 2009 2008
Stop & Shop / Giant Landover" 1,468 1,518 NR
Giant Carlisle’ 2,156 2,294 NR
The Netherlands 407 304 290
Other Europe 570 721 529
ICA? 2,335 2,060 1,392

1 2009 data for Stop & Shop / Giant Landover and Giant Carlisle has been revised due to removing duplicates. 2008 data is
not reported.
2 ICA data may include duplicates. For specific data on each country in which ICA operates, see ICA's CR report.

The number of organic products in the Netherlands increased as more organic products were
introduced, both under the AH puur&eerlijk brand and national brands. Due to a stricter definition
than in 2009, fewer products qualified in Other Europe, while Stop & Shop / Giant Landover and
Giant Carlisle remained largely unchanged. ICA increased the number of products due to the
introduction of categories like fresh herbs and dried fruit.
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Sustainable trade

o

Our ambitions are to source safe and responsible
products, and to reduce the environmental footprint
of our supply chain.

Our ambitions

We want to make sure that our suppliers meet our sustainability requirements. Increasing the
sustainability of our products means that we aim for them to be grown or produced with consideration
for —and responsibility towards — the people, animals and environment involved in their production.

Product safety (the safety of both food and non-food products) is essential; we therefore require

our suppliers to meet specific safety criteria. Ve also recognize the importance of our suppliers’
compliance to international labor conventions and environmental standards. We ask all our suppliers
to sign our Standards of Engagement.

Our sustainability efforts focus on the last stage of production of our own-brand products.

For “critical commodities” — tea, coffee, cocoa, palm oil, soy and seafood — that are used in many
of the products we sell, we take into account all stages of the supply chain. In 2011, we plan to
continue the process of mapping our suppliers at the last stage of production. In some cases, such
as fruit and vegetables, this may mean going back to farm level. In others, such as processed food,
we look at the final manufacturer.

Targets
We have set four targets in our strategy to 2015 for sustainable trade:

1. Ensure that 80 percent of own-brand food suppliers are Global Food Safety Initiative (GFSI)
certified by 2012'

2. Source 100 percent of the six critical commodities for own-brand products in accordance with
accepted industry certification standards for sustainable production by 2015

3. Ensure that 100 percent of own-brand suppliers in high-risk countries are audited on social
compliance by 2012

4. Map the environmental footprint of 50 percent of own-brand suppliers and their supply chains by
2015

We will report on our performance against these targets in our 2011 and subsequent reports. In order to
meet our targets over the next five years, we have:

« Put a program in place to manage certification and auditing programs for product safety and social
compliance

» Committed to further develop and implement sourcing strategies for critical commaodities

» Started to co-develop a tool with The Sustainability Consortium to map the footprint of our
products’ supply chain

1 See Glossary for definition of GFSI certification. The remaining suppliers that are not GFSI certified will still meet
acceptable food safety standards.
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Actions and achievements in 2010

During the reporting year, our key achievements have been in making progress with our suppliers on
both the Global Food Safety Initiative (GFSI) certification process for food safety and the Business
Social Compliance Initiative (BSCI) audits on social compliance. We have also worked on sourcing
our own-brand products more responsibly, and on encouraging the sustainable production of six
critical commodities.

Product safety

We require our suppliers to follow strict product safety procedures and policies, which meet
international standards. For our own-brand products, we use third-party auditing and certification for
our suppliers.

Food safety

Ahold, together with a number of other retailers, founded the Global Food Safety Initiative (GFSI)
in 2000 to establish a food-safety certification framework. Ahold was one of the first food retailers
globally to demand adherence to GFSI-recognized standards from suppliers of own-brand food
products in addition to our own food safety requirements.

Since then, we have certified our suppliers for the Netherlands and are currently in the process of
certifying our suppliers for the Czech Republic, Slovakia and the United States to GFSI-recognized
standards. Our target is to have 80 percent of our food suppliers certified to GFSI-recognized
standards by the end of 2012.

Other examples of food safety initiatives during the reporting year include:

* Albert in the Czech Republic succeeded in obtaining certification of both its distribution centers
against the British Retail Consortium (BRC) Storage and Distribution food safety standard

* In 2010, Albert also widened the scope of suppliers required to comply with GFSI standards.
Previously, only suppliers of own-brand products were asked to gain certification, but this was
widened to all delicatessen-counter suppliers. In 2009, 32 percent of suppliers were GFSI certified;
by the end of 2010, 68 percent were certified and 9.5 percent are awaiting certification

* The “I care” project at ICA reinforces and coordinates ICA's food safety requirements (as well as
social compliance and other sustainability issues) between companies. This ensures better overall
control, higher levels of transparency, and more consistent standards in the supply chain. ICA
Sweden reached the 80 percent target for GFSI certification of own-brand suppliers in 2010

Non-food safety

Our assortment now contains more non-food products than ever before — especially since Albert
Heijn broadened its non-food range during the reporting year. We aim to manage the safety of our
non-food products in a similar way to food safety.

In Europe, we require our own-brand non-food suppliers to have the British Retail Consortium (BRC)
Consumer Products certification or equivalent for high-risk products. In the United States, we have a
third-party verification program for high-risk products.'

Sustainably sourced products

Sustainable sourcing covers a wide range of issues: we want our own products to be produced,
grown or sourced with consideration for — and responsibility towards — the people, animals and
environment involved in their production. Currently, sustainability issues include climate change,
biodiversity, exploitation of land and water, social conditions, animal welfare, product safety, waste,
and packaging reduction. However, these criteria are expected to grow and change over time —and
we will update our strategy to reflect this as needed.

In 2010, Dick Boer, then-Chief Operating Officer of Ahold Europe, announced that all of Ahold
Europe’s own-brand products should be more sustainable in 2015. This means that they must meet
the needs of the customer in terms of price and quality, while minimizing their impact on the
environment and — where possible — improving social conditions and animal welfare. The intention is
to meet the needs of current and future customers, while securing the future of our business.

1 See Glossary for definition of high-risk products.
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SUSTAINABILITY
CONSORTIUM

Membership of The Sustainability
Consortium

Ahold joined The Sustainability Consortium in early 2010 as
the first Europe-headquartered retailer. The Sustainability
Consortium was founded in 2009 as an independent
organization of global participants who work together to
improve consumer product sustainability through all stages
of a product’s life cycle. Participants include businesses,
scientists, academics, and NGOs.

The Consortium is currently focusing on developing
Sustainability Measurements & Reporting Standards that

will enable Ahold and the other members to measure and
communicate the impacts of products using Life Cycle
Assessment (LCA). The tool will help us to monitor our
suppliers and, together with those suppliers, to reduce our
environmental footprint throughout the supply chain and
across the entire product life cycle.

Ahold is an active member of two of the three working groups
in The Sustainability Consortium: Food, Beverage and
Agriculture, and Home and Personal Care. The aim is to align
our efforts across and within sectors, and with other industry
initiatives in the field of the environmental footprint of
consumer products.

aggregate environmental, social and economic impact into
meaningful metrics. This scientifically based, transparent tool

We inform our customers in a variety of ways about the sustainability credentials of the products we
sell, so that they can make responsible choices. Our own-brand products carry the following
sustainable-sourcing brands and labels:

* The “AH puur&eerlijk” (pure and honest) brand in Albert Heijn comprises five different categories:
organic, fair trade, sustainable catch (seafood), free-range meat, and ecological non-food products.
At the end of 2010, the total number of AH puur&eerlijk products was 382; the aim for 2011 is 500
products. In May 2010, Albert Heijn launched a three-week campaign on AH puur&eerlijk products,
during which customers benefited from a discount of at least 25 percent over the entire range.

The aim was to encourage more customers to make sustainable choices

* Albert offers the “Albert bio” range of organic products, and all coffee sold under the own brands
“Albert Quality” and “Albert Excellent” is UTZ CERTIFIED

» The Nature’s Promise Marketplace in more than 90 Ahold stores in the United States is a
dedicated section of the store offering organic and natural products, including coffees and teas

* The “ICA | love eco” range at ICA comprises organic products, a number of which are also
Fairtrade certified. ICA sells around 200 ICA | love eco products; they were successfully introduced
in the Baltic countries during 2010, and continue to sell well in Sweden and Norway

* ICA in Sweden also uses the KRAV organic label and EU organic certification. KRAV ensures
a protected natural environment, proper care for animals, good health, and social responsibility.
In some cases, KRAV standards (such as care for animals) are stricter than EU organic standards

Animal welfare

In food that contains animal products, we work to ensure the wellbeing of the animals, often
implementing stricter controls than regulations require. Ahold is actively working with other
stakeholders in the European Animal Welfare Platform to build a future roadmap for the main
welfare issues identified in six selected supply chains: pork, beef, dairy, poultry meat, poultry eggs,
and farmed salmon. This will assist the industry, governments, and NGOs in addressing welfare
issues of common concern. Ahold does not commission any animal testing.

Examples of our animal welfare activities include:

« Starting in 2010, pork sold in Albert Heijn holds a minimum of one out of three stars for the quality
of treatment of the animals. By June 2011, this will apply to all pork sold. This means, for instance,
that the pigs have more living space of a higher quality, and the male pigs are no longer castrated.
Some of Albert Heijn's own-brand pork holds two or three stars as well. The star system was
initiated and is maintained by the Dutch “Dierenbescherming” (animal protection agency)

* During the reporting year, ICA launched its “Farm pork” selection, with new, stricter requirements
for the treatment of pigs. The pigs are raised on four selected farms in Sweden and, for instance,
are fed only on Swedish-grown, GM-free feed
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Critical commodities

We have set a specific target relating to six basic ingredients to which we pay special attention at all
stages in the supply chain; these are known as critical commodities, and include tea, coffee, cocoa,
palm oil, soy, and seafood. They potentially have an adverse impact on several sustainability issues
(climate change, biodiversity, exploitation of land, excessive depletion of water, and social labor
standards). We aim to reduce this impact by making use of approved standards and certifications.

Palm oil

Palm oil is used in approximately 40 percent of our own-brand products, including cookies, shampoo
and oil for deep-fat frying. The production of palm oil potentially causes deforestation in several
countries, including Indonesia and Malaysia.

Ahold is a member of the Roundtable for Sustainable Palm Oil (RSPO), which coordinates the
certification of palm oil plantations to ensure that the oil is produced in a sustainable way. One of the
RSPO’s commitments is to make sure that palm oil is never taken from recently planted plantations,
to prevent further deforestation.

However, because certified sustainable palm oil is often mixed with other palm oil before it reaches the
suppliers who make our own-brand products, it can be difficult to ensure the palm oil we are using comes
from a certified plantation. We therefore buy GreenPalm certificates to offset our palm oil consumption'.
The money that we pay for GreenPalm certificates goes to growers of sustainable oil palms.

Coffee, tea and cocoa

UTZ CERTIFIED is a worldwide certification program for responsible coffee, cocoa and tea production
and sourcing. Producers who are UTZ CERTIFIED comply with the UTZ CERTIFIED Code of
Conduct. This is a set of economic, social, and environmental criteria for responsible production.

Fairtrade certification means that certified products have been produced according to specific social
and environmental requirements. In addition, Fairtrade-certified producers receive a set premium
paid by the customer for their certified products, which they must use to support their employees
and the local community. UTZ CERTIFIED, on the other hand, does not require the customer to pay
a set premium on the products, but instead focuses on working with producers to increase their
efficiency and quality.

Certification initiatives across the Group include:

* Ahold’s own-brand coffee in Europe is UTZ CERTIFIED (except Albert Euroshopper) or Fairtrade
certified. We are working towards UTZ CERTIFIED compliance for own-brand tea

* All own-brand Fairtrade products in the Netherlands are sold under the AH puur&eerlijk brand. In
2010, Albert Heijn’s own-brand chocolate bars and “chocolate letter” assortment, sold annually in
preparation for the Dutch Sinterklaas holiday in December, was produced using only sustainable,
UTZ CERTIFIED and Fairtrade cocoa

* Our U.S. operating companies sell Fairtrade coffee

* All ICA own-brand coffee products are UTZ CERTIFIED, and ICA has a growing number of
Fairtrade products (both national and own brands). The own-brand products that are certified
according to Fairtrade, UTZ CERTIFIED, and Rainforest Alliance include coffee and chocolate;
their packaging has been re-designed to draw attention to these labels

1 For 2010, Ahold purchased GreenPalm certificates to offset its estimated palm oil consumption (6,000 metric tons) for

own-brand products. Our process for estimating palm oil consumption is detailed in the section Process and CO:
conversion factors.

“We are satisfied with Albert Heijn’s decision to stop
selling European eel. Unfortunately, at this moment,
there is no sustainable alternative that meets the criteria
of both parties. But WWF Netherlands welcomes Albert

Towards sustainably sourced eel

Eelis a popular fish in the Netherlands, but European eel
is an endangered species. Albert Heijn, therefore, took the

decision to replace it with an alternative species of eel known
as the “Zuiderling”, which comes from Madagascar.

The supplier has a quota in place to ensure that the catch of
Zuiderling is sustainable into the future. The fishery is also
working towards MSC certification, which denotes sustainable
fishing. Albert Heijn is working with the fishery to help them
obtain this certification, which is forecast for 2014. They are
also donating part of the proceeds from the sale of Zuiderling

towards research into restoring the fish stocks of European eel.

Heijn’s investment in the MSC certification of the fishery
in Madagascar as a first step towards introducing a
sustainable alternative for European eel.”

Carel Drijver
Head of Oceans and Coasts, WWF Netherlands
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Soy
Ahold is a member of the Round Table on Responsible Soy (RTRS), which works on the same
principle as the RSPO. The RTRS supports the responsible production and trade of soy.

Through its membership of the Initiative for Sustainable Soy, Albert Heijn supports third-party
certification and the responsible use of soy in cattle feed in the Netherlands. ICA participated in a
stakeholder dialogue during 2010 on sustainable soy for cattle feed and various products. Soy is
not considered to be a critical commodity in the United States as it is a soy-producing country.

Seafood

Our overall aim is to maintain seafood stocks and to minimize the potential adverse impacts of

fish farms. We endeavor to buy as much seafood as possible from sustainable sources, such as
those certified to the standards of the Marine Stewardship Council (MSC), and those meeting the
standards of the Aquaculture Stewardship Council (ASC). We continue to work with our current
sources, as well, in order to work collaboratively on further improvements. We also take advice from
the World Wildlife Fund (WWF), New England Aquarium in Boston, and John G. Shedd Aquarium
in Chicago, when sourcing seafood. Ahold is an active member of the MSC as well as the
Aquaculture Dialogues, which is a multi-stakeholder roundtable facilitated by the WWF that
prioritizes sustainable aquaculture.

Examples of initiatives taken to source seafood more sustainably include:

* In 2010, Albert Heijn introduced an alternative species of eel from Madagascar, and stopped selling
the traditional European eel, in order to help preserve the species. Read more in the case study

* All of Ahold’'s U.S. companies support the Conservation Alliance for Seafood Solutions' Common
Vision for Environmentally Sustainable Seafood. The Common Vision identifies six critical areas that
can make a significant difference in long-term seafood sustainability by establishing guidelines and
strengthening collaboration among the retail industry, seafood suppliers, and partner aquariums

* In 2010, Ahold USA participated in, and sponsored, the New England Aquarium’s World Oceans
Day celebration. The celebrations featured free family-friendly activities including scavenger hunts,
sustainable seafood cooking demonstrations, and giveaways. This event also marked the 10-year
anniversary of Ahold USA's partnership with the New England Aquarium, and all companies (Stop
& Shop, Giant Carlisle and Giant Landover) collaborated on a press release to mark this milestone
and highlight World Oceans Day

* ICA continued to improve its seafood assortment in close collaboration with WWEF. They increased
the number of MSC-certified products and de-listed products listed as “red” in the WWF consumer
fish guide

Social compliance

In 2010, we published our Standards of Engagement on our website. Our Standards of Engagement
set minimum compliance standards for our suppliers. They require all our suppliers, as well as those
who supply them, to treat all employees fairly, with dignity and respect, and in accordance with all
applicable laws and regulations.

In high-risk countries' in terms of labor conditions, we have started a program (included in our CR
report 2009) to ensure that all our suppliers undergo an independent social audit within the next
two years. The auditing is being carried out according to the Business Social Compliance Initiative
(BSCI) or equivalent program. The BSCI's standards are based on international conventions
protecting workers' rights, including the ILO Conventions, United Nations Universal Declaration

of Human Rights and other relevant UN conventions, Organisation for Economic Co-operation
and Development (OECD) Guidelines for Multinational Enterprises, and the UN Global Compact.
The BSCI standards include requirements relating to child labor, forced labor, discrimination,
compensation, working hours, and working conditions.

1 The definition of high-risk countries is based on definitions in the United Nations Human Development Index, and the ILO
Economic Security Index. More details on high-risk countries are included in our Standards of Engagement.
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Following the audit, suppliers that do not meet the criteria required must implement a Corrective
Action Plan and demonstrate improvements over a specified period of time. If the suppliers do not
show any improvement, or have so-called “unacceptable non-compliances” we stop working with
them. However, the intention of our improvement-based social compliance program is to ensure
that our suppliers are committed to, and engaged in, improving working conditions in their facilities.
So far, we have collected at least 350 BSCI reports from suppliers across the Ahold Group.

In countries that are not identified as high risk, we react promptly and appropriately to specific and
credible evidence of wrongdoing. In April 2010, Ahold USA suspended purchases of tomatoes from
the Immokalee region in Florida in response to allegations about wages and working conditions of
certain tomato growers. Ahold USA entered into a dialogue with the Coalition of Immokalee Workers
and others to learn more about the issue, and sent an internal team of experts to the region to talk
with growers, suppliers, authorities, and other relevant groups. The team completed a review of
growers’ compliance with Ahold’s Standards of Engagement. During its review, Ahold USA did not
find evidence to support the allegations, and found that the growers in general demonstrated a
strong commitment to comply with our Standards of Engagement, including all applicable laws and
regulations. In December 2010, Ahold USA resumed purchasing tomatoes from the Immokalee
region in Florida from suppliers who are in compliance with our Standards of Engagement. Further
details of Ahold’s response are included on our website.

In 2011, we will continue to map our supply chain to ensure that we have a clear insight into where
and how our products are being produced. That will, in turn, allow us to engage with all suppliers in
high-risk countries to ensure that they are audited on social compliance and share our commitment
to good working conditions.

Environmental impact

In order to source our products in a sustainable way and reduce their environmental footprint, we are
paying increasing attention to the impact of our supply chain on the environment. Environmental
impact refers to a range of issues, including carbon emissions, energy usage, water depletion, waste
production, and biodiversity.

Looking at the environmental impact of our suppliers is a new area in the food retail industry,
and one which we are tackling as part of The Sustainability Consortium (see case study). We have
set an ambitious target to map 50 percent of our own-brand products’ supply chains by 2015.

More information about our policies relating to the environmental impact of our own operations, our
suppliers and our customers can be found in the Climate action section.

Local sourcing

Buying local has advantages for many stakeholders: customers benefit from a wider assortment;
local (often smaller) suppliers are able to grow; and our relationships with local communities are
further strengthened.

Local farm produce in Rimi hypermarkets,
Lithuania

In summer 2010, Rimi opened its first Lithuanian farm shop,
or “Vikis”, where customers can buy high-quality produce
grown or produced by small- and medium-scale Lithuanian
farmers. The shop-within-a-shop concept supports the idea
of local sourcing and production — meeting the demands of
customers and suppliers alike.

Four farm shops have now opened in Rimi hypermarkets

in Lithuania. They are selling various locally sourced dairy
produce, meat, bread, vegetables, fruit, jams, dried berries,
honey and oil, as well as homemade products made in
accordance with local recipes. Rimi has plans to transfer this
concept to other Baltic countries, due to the shops’ success
in Lithuania.

“When opening the ‘shop within a shop’, our first
priority was to promote goods produced by local small-
and medium-sized farmers and manufacturers. On the
other hand, we also wanted to give the customers what
they wanted: fresh Lithuanian produce grown or
produced by local farmers.”

Christian Wijkstrom
General Director Rimi Lietuva, the first hypermarket to roll out
the Vikis concept
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In the United States, a product is considered local if it is sourced from the respective state or
municipality in which we operate — this applies whether the product is own brand or not. Many of our
stores operate in rich agricultural areas, so they are able to source many products locally. There are
certain government regulations that restrict the use of the term “local” (especially when applied to
dairy produce) and this can vary by state, region or municipality.

Some examples of local sourcing include:

* Albert uses regional suppliers for certain bakery products, because customers are used to a
particular region’s recipe and appearance

« In the United States, there is an established local produce program that is executed during the
local growing season. During 2010, Giant Food Stores and Martin’s Food Markets encouraged
customers to follow “Local Route” signs in stores that pointed the way to fresh products grown
locally by farmers within their own communities

* ICA makes several efforts to meet the increased demand for locally produced food. The “ICA
Square” is a marketplace on ICA’s intranet where local producers and ICA retailers can interact.
ICA makes it easier for producers to connect with retailers and stores: for example, by highlighting
locally produced products at the retailers’ network meetings and allowing local producers to market
their products at the annual ICA retailers event. Joint marketing and merchandising materials are
also designed to help local producers market their products in stores to customers

* Rimi in Estonia supported the Association of Estonian Food Industry’s initiative to raise consumer
awareness about Estonian products, by adding an Estonian flag label to products of Estonian origin

* At some Rimi stores in Lithuania, local farm shops known as “Vikis” have opened within the stores
— see case study

The data

Number of Fairtrade-certified products at year end 2010 2009 2008
Stop & Shop / Giant Landover" 79 66 65
Giant Carlisle’ 93 60 90
The Netherlands 96 67 68
Other Europe 1 19 19
ICA? 194 175 87

1 2009 data for Stop & Shop / Giant Landover and Giant Carlisle has been revised due to removing duplicates.
2 ICA data may include duplicates. For specific data on each country in which ICA operates, see ICA's CR report.

Stop & Shop / Giant Landover, Giant Carlisle and the Netherlands increased the number of Fairtrade
products due to the introduction of new product lines, including clothing, nuts, and wine. The number
of products in Other Europe decreased due to the discontinuation of the 2009 product range.
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Climate action

Our ambition is to reduce our environmental
footprint.

Our ambitions

We are working to reduce the environmental impact of our own operations. Reducing our energy
consumption and refrigerant leakage enables us to lower our carbon footprint and reduce our
operating costs. We are also looking at ways to reduce waste and improve our waste management
processes, which together reduce our environmental footprint. This can also save costs and —
through recycling — generate revenue.

Since food retail itself forms only a small part of the contribution that the food and agriculture industry
makes to global carbon dioxide (CO,) emissions and other environmental issues, we also want to
encourage our suppliers and customers to reduce their environmental impact.

Targets
We have set two targets in our strategy to 2015 for the impact of our own operations on the
environment:

1. Reduce CO, per square meter of sales area by 20 percent in our operations by 2015 against our
2008 baseline of 433 kg

In 2010, our CO,, per square meter was 420, down 3.0 percent against our 2008 baseline.

2. Ensure that each operating company has a comprehensive waste-management program in
place by the end of 2011

Our waste-management programs include measures to:
* Reduce the overall waste of our operations
* Improve waste disposal methods, including by increasing our re-use and recycling activities

Our operating companies have been reviewing their waste-management strategies. The results
of this will be integrated into their comprehensive waste-management programs.

The targets relating to the environmental footprint of our supply chain are included in the
Sustainable trade section.



Climate action continued

Ahold Corporate
Responsibility Report 2010 7

Our CR priorities

Total CO: emissions
kg per sq.m. of sales area

450

440
433
430 428

420

400

2010 2009 2008

For further information, please refer
to the data table: CO2 emissions

Total CO: emissions by source

Electricity
consumption
Refrigerant 51%
leakage
29%
Gas
= |

Fuel
12% ‘

District heating
1%

Actions and achievements in 2010

During the reporting year, we continued our efforts to reduce our energy consumption and manage
our refrigerant leakage, and continued working to find ways to reduce the environmental impact of
our supply chain and customers. In 2010, we successfully reduced electricity consumption in Albert
Heijn, Albert / Hypernova, and Ahold USA's operating companies, and expect to see further
reductions in 2011. Electricity consumption increased at ICA due to weather conditions and
expansions of their distribution centers. In 2010, leakage of refrigerant substances remained a
challenge. Refrigerant leakages fell in Albert Heijn and Albert / Hypernova, but rose in the United
States due to equipment breakdowns, some of which are related to store remodelings. Managing
refrigerant leakage will be a focus in 2011, and we will continue to pilot alternative refrigerants.

Our operations
To reduce our own environmental footprint, we are focusing on two main priorities: CO, reduction
and waste management.

CO:; reduction initiatives

In order to reduce our carbon footprint further, we are continuing to work on the efficiency of our
operating processes and the environmental sustainability of our store designs, as well as to increase
our use of renewable energy including the purchase of green energy certificates.

Sustainable store design

In all our stores in Europe and the United States, we have taken steps to improve energy efficiency
in our store design. Since electricity is the main contributor to our total carbon footprint, we have
focused on reducing our electricity consumption in heating, cooling, and lighting. In both the United
States and Europe, freezers and refrigerators in many stores have been fitted with doors.

This saves energy required to keep our products cool, while reducing the amount of gas required
to heat the stores.

At the start of 2010, Albert Heijn was the first supermarket in the Netherlands to sign the “Energy
saving in supermarkets” covenant, together with local government representatives. The purpose
of the covenant is to stimulate energy-saving measures in Dutch supermarkets; it includes a
commitment to fit all refrigerators with doors by 2015.

Heating and cooling:

* Albert Heijn developed an integrated heating and cooling system that uses “waste” heat produced
by cooling, combined with a heat pump, to heat the stores. This means that the use of gas for
heating the stores will no longer be necessary. This heating system has been implemented at
50 stores that have been remodeled during 2010

» Solar panels have been added to the roofs of eight stores in the United States to generate some of
the electricity for those stores. The systems use the sun to generate approximately 7 percent of the
stores’ annual electrical consumption. In 134 locations, freezers have been fitted with more efficient
fan motors to reduce their electricity consumption

* Albert covered freezers and chilled cabinets in 76 stores to save energy. Albert is currently
collecting energy-consumption data to calculate the effectiveness of these measures

« Stop & Shop opened a store in Connecticut with a 400-kW fuel cell that generates its own
electricity — see case study for more information

Natural refrigerants in ICA stores 90 percent compared to direct solutions. In one hypermarket
in Ostersund, for example, as well as using 100 percent

The number of ICA stores using 100 percent natural natural refrigerants, we have also reduced energy

refrigerants has grown from 20 in 2009 to 25 in 2010. This is consumption of the refrigeration system by more than

in line with ICA's environmental policy that set this target for 50 percent and reduced total equivalent warming impact

natural refrigerants in 2002, and with Swedish legislation, (TEWI) by 60 percent.

which sets a maximum total refrigeration charge per store.
) ) ICA stores have been evaluated by various national research
Since the early 1990s, ICA has been working to reduce HFC projects, such as Klimat21 and EffSys; our evaluation scores

usage. HFCs are powerful greenhouse gases. The most- have been high compared to our competitors. Today, ICA's
used natural cooling agent for refrigeration is carbon dioxide, CO, systems perform better than the best equivalent
which is far less harmful than HFCs. Other indirect solutions systems on the market — this is due to steps in component

include using a secondary coolant, such as glycol, whichhas  development, as well as better controls and regulation.
reduced the amount of cooling agents required by around
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« Since 2009, ICA has been offering all Swedish retailers the opportunity to purchase renewable
electricity for their stores. Overall, ICA reached its target to reduce the total energy used in its stores
by 10 percent at the end of 2010 compared to 2007

* A new ICA store opening in Gothenburg, Sweden, is expected to show energy savings of around
35 percent compared to a regular new store of same size, through its use of energy-saving
technologies. The measures implemented include doors and lids on refrigerators and freezers,
lighting that is controlled according to the needs of the store, and more efficient temperature control

Lighting:

* In the Netherlands and the United States, fluorescent lighting in some freezers was replaced with
energy-efficient LED lighting technology. LED lighting uses less energy, has a longer lifespan and
produces less heat, which makes it particularly suitable for use in freezers and chilled cabinets

* At new Albert Heijn stores, lighting-efficiency improvements include efficient outdoor lighting,
motion-censored office lighting, and automatic light switches linked to opening hours

« In the United States, many stores have removed unnecessary lighting, and replaced and retrofitted
existing fixtures with more efficient technologies. Innovative lighting technologies, such as the use
of daylight harvesting for light conservation, have been introduced

« Sixty-eight skylights were installed in Giant Carlisle’s newest superstore in Harrisburg,
Pennsylvania. Each features a mirror and self-powered GPS system to track the sun as it moves
through the sky to maximize daylight. During peak hours, overhead store lights dim or cycle off,
reducing energy consumption inside the store while maintaining consistent interior lighting

As a result of these initiatives, 50 existing stores in the United States have been certified according
to the “Leadership in Energy and Environmental Design” (LEED) rating standards since 2008; we
are seeking LEED certification for two new stores in 2011. LEED certification means that stores are
designed and built so as to improve energy and water consumption, reduce our carbon footprint,
and improve indoor environmental quality, according to strict and universally accepted standards.

At Albert Heijn in the Netherlands, design improvements to store formats at the 50 stores that have
been remodeled are forecasted to result in a substantial reduction in carbon emissions. This is
based on a combination of electricity reduction, low global warming potential (GWP) refrigerants,
and zero use of natural gas.

Efficiency of electricity consumption
kWh per sq.m. of sales area

Ahold USA The Netherlands Other Europe ICA
900 900 900 900
750 750 750 750
600 600 600 600
450 450 450 450
300 300 300 300
150 150 150 150
0 0 0 0
2010 2009 2008 2010 2009 2008 2010 2009 2008 2010 2009 2008

For further information, please refer to the data table: Electricity consumption
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600

Metric tons less CO2

Onsite clean energy generation

Stop & Shop in Torrington, Connecticut, opened in May 2010
with its own onsite fuel cell. Integrated into the store’s existing
electrical and mechanical systems, the 400-kW fuel cell
generates over 90 percent of the store’s annual electricity
requirements and 70 percent of its heating requirements.

The store has reduced its CO, emissions — and therefore
its carbon footprint — by 600 metric tons, and estimates the
cost savings generated at €150,000 per year. The fuel cell
produces electricity via an electro-chemical process using
hydrogen derived from natural gas as its clean energy
source. Since no combustion takes place in the process,
there are fewer greenhouse gas emissions. Additionally, the

It also reduces the electricity requirements for space cooling thermal energy produced by the fuel cellis used year-round
and medium-temperature refrigeration by 20 percent. for space and water heating, dehumidification, and in the
production of chilled water used for product refrigeration.

AtICA, stores are certified according to the Nordic Swan eco label, which denotes that stores —
and the products they sell — take the environment into account, and that employees have received
relevant training in efforts to reduce the store’s environmental impact.

Efficient distributions

As well as our stores, we strive to make operations at our distribution centers and warehouses as
efficient as possible. How goods are transported from distribution centers to stores is an important
part of our business. We focus on transport and equipment technologies, and in training drivers in
more efficient driving techniques. Examples include:

* Albert Heijn’s new, longer and heavier trucks (operated on our behalf by a third party) save
30 percent of the fuel that would be required to transport the same number of goods using the old,
smaller trucks. In 2010, improvements were made to Albert Heijn's truck fleet: the aerodynamics of
some trucks were improved, while part of the truck fleet switched from diesel to liquefied petroleum
gas (LPG) for fuel. The company met its 2010 goals for 100 percent of its delivery fleet to be
converted to the cleaner and more efficient Euro 5 or EEV engines. Albert Heijn also met its goal for
100 percent of the fleet to be converted to almost-silent whisper trucks, that enable late-night and
early-morning deliveries, avoiding peak traffic and reducing the time and energy spent on the road

« In the last quarter of 2010, Stop & Shop’s Freetown distribution center reduced the miles driven by
its truck fleet by an estimated 34,000 miles per week, through supplying some stores from different
distribution centers. In addition, the volume of the loads delivered to the stores was increased,
reducing the number of trips that needed to be made. This initiative resulted in an estimated
reduction in miles driven by an average of 7,550 miles per week

« ICA is testing four trucks with ED95 ethanol fuel, reducing CO, emissions by approximately
100 tons per year in comparison with diesel fuel. ICA has also implemented a new route planning
system for logistics in Sweden that is more environmentally friendly

Action on refrigerants

In order to keep food fresh and safe, we must make use of refrigeration technologies. However,
refrigerants can leak, causing damage to the atmosphere. CFCs and HCFCs have an ozone-
depleting effect. These and HFCs are powerful greenhouse gases that are thousands of times more
potent than CO,. Refrigerant leakage, and its environmental impact, is one of the biggest challenges
faced by food retailers. We therefore strive to reduce refrigerant leakage, as well as to lower the
environmental impact of those refrigerants so that possible leakages are less harmful. For example:
in stores, we are increasingly using CO, as a refrigerant; in distribution centers, we are using
ammonia. In Europe, we are making progress on reducing leakage and its environmental impact.

In the United States, leakages have increased due to a number of equipment breakdowns, some

of which occur when stores are remodeled. In 2011, we will continue to work on addressing

these leakages.

In 2010, John Rishton signed a resolution to begin phasing out harmful refrigerants (in particular
HFCs) by 2015, together with 50 other CEOs on the board of directors of the Consumer Goods
Forum, including ICA's CEQ. Our goal is to use natural refrigerants in all new stores from 2015.
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Total waste by disposal method
kg per sq.m. of sales area

B Landfill waste

Ml Incinerated waste

B Compost waste

B Fermented waste

M Re-used, recycled or recovered waste

150

125
100

2010 2009 2008

For further information, please refer to the
data table: Total waste by disposal method

In stores across the Group, we are working to reduce refrigerant leakage:

* Albert Heijn has set up a carbon-leakage reduction program that decreases the chance of leakage
(through improved systems and preventative maintenance), reduces the amount of eventual
leakages (through early detection and splitting the refrigerant system into sections), and reduces
the impact of leakage (by using low GWP refrigerants). Albert Heijn is currently in the testing phase
for new refrigerants; in 50 of the newest stores, CO, is used as a refrigerant for freezers

*In 2010, Stop & Shop opened its first store using CO, as the refrigerant, in a low-temperature
refrigeration system. This is one of the first stores in the United States to employ this technology.
By using CO, as the refrigerant, Stop & Shop is reducing the carbon footprint of the store by over
170 metric tons of CO, per year. Stop & Shop also opened its first two stores in 2010 using
propylene glycol as a secondary fluid for medium-temperature refrigeration. This technology
limits the circulation of the primary HFC refrigerant to the central compressor system and the
roof-mounted condenser. This allows for a total refrigerant charge that is 40 percent less than
a typical store, and reduces the refrigerant leakage potential by about 95 percent

* In 2010, Giant Carlisle built its first store with a state-of-the-art refrigeration system that uses glycol
to maintain the temperature. The system minimizes potential refrigerant leaks and reduces the
refrigerant charge by one-third

*In 2010, 25 ICA stores were using 100 percent natural refrigerants — see case study for more
information

Waste management

The food and agriculture industry is paying increasing attention towards waste reduction. In order
to manage our waste and the waste in our supply chain, we have set a target to ensure that all
operating companies have a comprehensive waste-management program in place by the end
of 2011. We are therefore working to reduce and recycle waste as much as possible.

Reduce

Our first goal is to reduce waste — both in food and in packaging. To cut down food waste on

the supply side, a team of waste specialists monitors the sales of (mostly fresh) products daily.
These specialists help to reduce the amount of waste of low-sale products. We endeavor to make
our logistics chain smarter by ensuring that products not selling in large numbers are supplied in
smaller quantities. However, as a retailer, we always need to have enough stock to fulfill customer
demand. If demand suddenly drops, waste rises. Wherever possible, we donate unsold products to
local food banks. You can read more about our contributions to food banks in the Community
engagement section.

On the customer side, all operating companies aim to improve the clarity and consistency of date
labeling and storage guidance, and to mark down products which are close to their sell-by date.

Recycle
We strive to recycle waste that cannot be used. The methods used to do this vary, depending on the
type of waste:

Packaging waste:

We optimize packaging to create as little waste as possible. We also have recycling programs in
place for packaging and plastic bags:

* Albert Heijn encourages customers to re-use bags through messaging on the bags themselves;
these bags are made of recycled plastic

* Albert has introduced a small charge of €0.04 per plastic bag at the checkout, to encourage
customers to recycle their old bags. As a result, customers’ plastic bag consumption at Albert
stores has decreased by approximately 60 percent. The money customers spend on plastic bags
is donated to the Albert Charity Foundation
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* During one week in 2010, Stop & Shop and Giant Landover gave customers 5 cents for each
plastic bag they re-used during a store visit, as an incentive to lessen the use of paper and plastic.
When the Washington DC authorities introduced a 5-cent fee for every paper and plastic bag that
stores distributed, Giant Landover packed every customer’s groceries in re-usable bags for the first
two weeks of the program. This provided customers with a supply of bags for future use. The team
developed other methods for increasing the use of re-usable bags, such as prominent signage in
the parking lots. Stores also have receptacles for used plastic bags in order to facilitate recycling

» On Worldwide Green Works Day on October 10, 2010, Rimi Baltic in Latvia gave customers the
opportunity to exchange four plastic bags for one cloth bag. For purchases above LVL 10 (approx.
€14), customers received a cotton bag free of charge. In 2010, a total of 30,000 cotton bags were
handed out

* In 2010, Rimi Baltic in Estonia participated in a campaign to raise awareness about plastic bag
usage and possible alternatives

Organic waste:

In the Netherlands, in cases where it is no longer possible to donate or make use of leftover
products, they are returned to the distribution centers. At a specialized recycling facility, packaging is
sorted from food waste, and the packaging is recycled where possible. The food waste is processed
via fermentation to create two by-products: methane gas (+/— 20 percent of the input), which is
turned into green energy, and residue (7 percent), which is composted and then used to grow new
produce. The total reduction in CO, achieved by these fermentation initiatives is 8,314 metric tons
per year. You can read more about Albert Heijn's waste reduction and recycling initiatives in the
case study below.

Our supply chain

As a retailer, we rely on our supply chain to produce and supply the products we sell. We want to
reduce the environmental footprint of our products, so we need to understand the environmental
impact of the various links in our supply chain, and identify any areas for improvement. We can
then work with suppliers to reduce their environmental impact, and guide consumers towards more
environmentally friendly products.

Ahold joined The Sustainability Consortium (TSC), which is made up of representatives from
manufacturers, retailers, scientists, and major companies. One of the priorities of TSC is to
standardize the ways in which we measure and report on our environmental impact, make our
results transparent, and identify any issues in the supply chain, so that we can help our suppliers to
work on reducing their footprint. For more information on The Sustainability Consortium, see the
case study.

Albert Heijn’s waste-management program enable further waste reduction: Albert Heijn supports them
regularly with funds, food products, volunteers, and expertise.

Albert Heijn set up its waste-reduction program in 2008, butit ~ Ang lastly, any leftover organic waste is recycled by

is an ongoing process that improves every year. The program  fermenting it (to produce compost) or by processing it into

aims to optimize the way the company operates by re-using methane gas to be converted into green energy that goes
or recycling unsold products, thereby reducing its back into the national grid.
environmental footprint and saving costs.

Monitoring performance relative to food waste reduction
Food waste on the production side is reduced through targets shows positive results. Organic waste decreased
efficient logistics and monitoring. On the consumption side, from 33,000 metric tons in 2009 to 32,000 metric tons in

Albert Heijn educates customers in reducing their food waste 2010, despite an increase in food sales.
through, for example, clear and consistent “best before” date

labeling and by helping customers understand how much

food they need to buy. Partnerships with local food banks
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We have conducted Life Cycle Assessments (LCA) on a number of products to identify areas for
improvement. We have shared these findings with our suppliers (specifically in the Netherlands and
Sweden) so as to involve them in reducing their footprint, too:

* Albert Heijn is further defining how to enter into dialogue with our suppliers on this subject, so that
they can reduce the carbon footprint of all own-brand products by 2015. Currently, in some cases,
they combine their own logistics with those of their suppliers — for instance, Albert Heijn trucks pick
up products from suppliers on their way back to the distribution centers

*In 2010, ICA's project to determine the environmental impact of “ICA | love eco” products from
five selected suppliers was completed, having carried out LCA of 100 own-brand products in 2007.
The aim was to reduce the carbon footprint of products and to help suppliers to become more
energy efficient and reduce waste

Water consumption

Water scarcity and usage are a global challenge, and are therefore issues for some of the products
we sell. We encourage our suppliers, particularly those in countries where water is scarce, to be
transparent about production processes, and to find ways to reduce their water usage. We also
report on our own water consumption.

Our customers

We aim to help our customers to reduce their environmental impact, too. For instance, ICA
introduced facilities for customers to be able to recharge their electric cars. In 2010, three ICA
stores were equipped with this facility, and the target is for 20 stores to offer this service by 2015.
Albert Heijn introduced the “i-shop™: a shopping trolley which can be attached to a bicycle, to allow
customers to leave their cars at home.

We communicate with our customers in order to raise awareness of climate change issues, and to
keep them involved with, and informed about, our activities:

* Albert Heijn no longer automatically prints receipts for customers in its newer stores; instead,
cashiers ask customers whether they would like one. This initiative is communicated to customers
via signs at the checkout. It reduces paper consumption by approximately 35,000 km of receipts
per year. Those receipts that are printed are done so on FSC-certified paper

* In 2010, all operating companies in the United States organized “green” activities to coincide with
Earth Day on April 22, an annual global commemoration that aims to raise awareness of climate
change and ways of sustaining the earth for future generations. Promotions included re-usable
bags, Earth Day T-shirts, product deals on environmentally friendly products, and events hosted
by stores, such as tree planting and in-store competitions

* For the fourth year in a row, in 2010 ICA held a campaign in Sweden to offer regular customers
attractive prices on low-energy light bulbs. Using these light bulbs resulted in estimated total
electricity savings of 436,600 MWh in 2010

+In 2010, ICA joined the “One Tonne Life” project, in which a family lives a climate-friendly lifestyle.
For the duration of the project, the family will try to achieve a low target for CO, emissions — for
instance, through living in a climate-smart house featuring solar cells on the roof that are used to
recharge the electric car parked in the driveway. ICA sees potential in reducing CO, emissions
through active choices about food; their role in the project is to help and inspire the One Tonne Life
family to buy and cook food that is good, healthy, and climate-friendly
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Total COz emissions by source The data
thousands of metric tons Volume Efficiency
- heati (thousands of metric tons) (kg per sg.m. of sales area)
istrict heating L
B Gas CO, emissions'2? 2010 2009 2008 2010 2009* 2008
W Fuel 5
B Refigerant leakage Ahold USA 1857 1860 1832 664 686 701
# Electricity consumption The Netherlands 332 416 377 326 410 406
8000 Other Europe® 253 272 262 555 535 492
2500 ICAY 248 218 225 117 99 105
2000 Total 2,690 2,766 2,696 420 428 433
1,500 L . . . L .
1 CO: emissions comprise electricity, leakage of refrigerant substances, gas, fuel and district heating.
1,000 2 Since the consumption of all elements is not measured in CO; kilograms, conversion factors are used. Historical data
are corrected for the 2010 electricity conversion factor. See Process and CO: conversion factors for more details on the
500 methodology applied.
3 375 GWh of the electricity consumed have a zero conversion factor, as green energy certificates were purchased in 2010.
0 4 The 2009 efficiency measures are adjusted to a 52-week period in order to be consistent with 2008 and 2010. This applies
2010 2009 2008 to all tables with an efficiency per square meter of sales area.

The Ahold USA data contains minimal data provided by third parties that include estimates.

The Other Europe data exclude the district heating consumption and waste for Slovakia in 2008.

The ICA scope includes central DCs and wholly owned stores, but excludes independent stores except for electricity, which
is included. The scope remains unchanged compared to 2009. The ICA data vary from ICA's CR report, due to differences
in scope, definitions, and conversion factors applied.

~N o g

Volume

Total CO, emissions decreased by 2.7 percent. This consists of two components: the purchase
of green energy certificates (5.9 percent decrease) and total consumption of the operations
(3.2 percent increase). The main drivers of consumption are an increase in both the number of
stores and the sales area per store, and the increased sales volumes leading to more deliveries
and the resultant impact on the transportation network, despite reductions in electricity and gas
consumption.

Efficiency

Total CO, emissions per square meter of sales area improved by 1.9 percent. The impact of

the green energy certificates is a 4.7 percent improvement, while the efficiency deteriorated by

2.8 percent due to operations. The efficiency of the operations was impacted by leakage of
refrigerants substances and fuel, both of which exceeded the improvements generated by the
reduction initiatives on electricity and gas. CO, emissions per square meter of sales area at Ahold
USA and the Netherlands improved due to the purchase of green energy certificates, progress on
electricity reduction initiatives, and temperature differences compared to 2009. CO, emissions per
square meter of sales area deteriorated in Other Europe due to store remodeling and downsizing,
meaning that although the sales area has decreased in size, the entire store still needed to be
heated, which is less efficient. Efficiency at ICA deteriorated due to an increase in the number of
DCs and more extreme weather conditions. Compared to the 2008 baseline, the CO, efficiency per
square meter improved by 3.0 percent against the 20 percent reduction target set for 2015.

Volume Efficiency

(millions of kWh) (kWh per sq.m. of sales area)

Electricity consumption 2010 2009 2008 2010 2009 2008
Ahold USA 2,198 2,148 2,197 786 792 840
The Netherlands 544 552 500 535 544 539
Other Europe 266 304 302 585 598 567
ICA 1,531 1,517 1,666 719 691 775
Total 4,539 4,521 4,665 709 703 750

Volume

Total electricity consumption increased by 0.4 percent. Electricity consumption in the Netherlands
decreased due to reduction initiatives; Other Europe decreased due to store closures. Electricity
consumption at Ahold USA increased due to an increase in the number of stores, and expansion
of the DCs. Electricity consumption at ICA increased due to weather conditions and DC expansion.
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Efficiency

Total efficiency per sales area deteriorated by 0.9 percent. Ahold USA improved its efficiency by
0.8 percent, driven by the energy-reduction program focused on lighting, and increased generation
of renewable energy. The Netherlands improved its efficiency by 1.7 percent and Other Europe

by 2.2 percent, due to electricity-reduction programs that focused on lighting and on covering the
cooling and freezing equipment in 2010. ICA's efficiency deteriorated by 4.1 percent due to weather
conditions and DC expansion.

Volume Efficiency
Leakage of refrigerant (metric tons) (as % of total refrigerants)
substances' 2010 2009 2008 2010 2009 2008
Ahold USA? 194 179 171 15.3 14.7 14.3
The Netherlands® 26 27 22 7.7 9.0 7.7
Other Europe 15 16 14 13.6 14.0 1.4
ICA 13 10 9 220 185 NR
Total 248 232 216 14.0 138 131

1 Refrigerants measured include CFCs, HCFCs and HFCs.
2 Data for Ahold USA's outsourced distribution centers has been excluded.
3 The Netherlands data has been revised for 2008 and 2009 due to actual data instead of extrapolations.

Volume

Total leakage of refrigerant substances increased by 6.9 percent. Refrigerant leakage in the
Netherlands decreased due to store improvement programs and, in Other Europe, due to store
closures and downsizing. Refrigerant leakage at Ahold USA rose as a result of an increase in the
number of stores, higher temperatures in summer, and equipment breakdowns, some of which are
related to store remodeling.

Efficiency

Total efficiency (measuring the leakage as a percentage of total refrigerant substances) deteriorated
by 1.4 percent. The Netherlands and Other Europe improved in efficiency, driven by store
improvement programs, better equipment in remodeled stores, and a cooler summer requiring

less cooling. Efficiency at Ahold USA deteriorated due to equipment breakdowns, some of

which are related to store remodeling. It has a maintenance improvement plan in place to reduce
leakages. ICA's efficiency deteriorated due to more equipment breakdowns and higher
temperatures in summer.

Volume Efficiency

(metric tons) (liters per 1,000 products sold)

Fuel consumption 2010 2009 2008 2010 2009 2008
Ahold USA 49,588 46,368 45,242 6.5 6.2 6.5
The Netherlands 27,266 25,799 24,186 41 4.0 41
Other Europe 7,029 6,806 6,789 3.0 28 3.0
ICA 36,227 35,774 32,599 NR NR NR
Total 120,110 114,746 108,816 5.1 4.8 5.0

1 ICA€efficiency is not reported, as ICA's sales volumes are not a reported measure. Total Group efficiency also excludes ICA.

Volume
Total fuel consumption increased by 4.7 percent due to an increase in sales volumes and numbers
of stores.

Efficiency

Total fuel efficiency (measured as total fuel per 1,000 products sold) deteriorated by 6.3 percent,
due to stores opening further from DCs, and changes in the DC structure requiring more kilometers
per delivery.
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Volume Efficiency

(metric tons) (cubic meters per sq.m of sales area)

Natural gas consumption 2010 2009 2008 2010 2009 2008
Ahold USA 71,074 73,080 66,559 254 26.9 2515
The Netherlands 25,441 25,045 25,764 25.0 246 278
Other Europe 7,162 7,975 7,705 15.7 15.7 144
Total' 103,677 106,100 100,028 243 250 246

1 ICAis notin scope.

Volume

Total natural gas consumption decreased by 2.3 percent. Ahold USA and Other Europe’s gas
consumption decreased due to more days with a higher-than-normal temperature, requiring less
heating; the Netherlands’ gas consumption increased due to lower-than-normal temperatures,

requiring more heating.

Efficiency
Total efficiency per sales area improved by 2.8 percent, driven by the 5.6 percent improvement in
Ahold USA.
Volume Efficiency

(metric tons) (kg per sg.m. of sales area)
Water consumption’ 2010 2009 2008 2010 2009 2008
Ahold USA 3,382 3,487 3,333 1,209 1,285 1,275
The Netherlands 456 483 NR 449 476 NR

1 Other Europe is excluded due to the limited data reliability on water consumption; for ICA water consumption is not in scope.
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Volume Efficiency

(millions of kg) (kg per sg.m. of sales area)

Waste production 2010 2009 2008 2010 2009 2008
Ahold USA 457 422 405 163 156 155
The Netherlands 118 117 107 117 115 115
Other Europe' 39 40 35 85 79 78
ICA? 76 73 85 NR NR NR
Total 690 652 632 144 137 137

1 Other Europe excludes Slovakia for 2008.
2 ICAincludes DCs and wholly-owned stores. Since waste is mainly produced in stores, the ICA efficiency data would not be
comparable to the other reported entities. Total Group efficiency also excludes ICA.

Total waste increased by 6.0 percent, and efficiency per sales area deteriorated by 5.1 percent, due
to increases in the number of stores and sales volumes.

Waste by type
thousands of metric tons

M Organic M Cardboard M Wood M Metal M Plastc M Other

Ahold USA The Netherlands Other Europe ICA
500 140 45 120
450 120 40 105
400 35

350 100 " %
300 . 2 %
250 60
200 60 » 5
150 © 15 »
100 10

50 2 5 15
0 0 0 0

2010 2009 2008 2010 2009 2008 2010 2009 2008 2010 2009 2008

For further information, please refer to the data table: Waste by type
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Waste by type Ahold USA The Netherlands Other Europe ICA' Total
(thousands of mefrictons) 2010 2009 2008 2010 2009 2008 2010 2009 2008 2010 2009 2008 2010 2009 2008
Organic 26 21 113 32 33 31 8 8 4 15 1 12 81 73 58
Cardboard 189 186 176 65 63 57 15 16 13 18 21 21 287 285 267
Wood 43 45 35 0 0 0 1 0 0 1 4 3 45 50 39
Metal 1 1 1 0 0 0 0 0 0 6 1 1 8 2 2
Plastic 5 4 3 3 3 3 1 1 1 4 4 4 14 12 1
Other 193 165 180 18 17 15 14 15 16 32 32 45 256 230 256
Total waste 457 422 406 M8 117 107 39 40 35 76 73 85 690 652 632

1 Waste data for ICA Sweden excludes store data.

2 Slovakia data was not available in 2008.

3 Meat rendering was not available in 2008.

The 6.0 percent increase in waste is driven by increases in all reported waste types. Waste-reduction strategies and programs are a focus
area for 2011.

Percentage of waste Ahold USA The Netherlands Other Europe ICA! Total
by disposal method 2010 2009 2008 2010 2009 2008 2010 2009 2008 2010 2009 2008 2010 2009 2008

Re-used, recycled or

recovered waste 57 60 55° 58 57 57 44 43 41 41 42 35 55 56 52
Fermented waste 0 0 0 27 28 29 3 0 0 0 0 0 5 5 5
Compost waste 1 1 0 0 0 0 7 9 4 19 15 14 3 3 2
Incinerated waste 28 31 34 15 15 14 1 1 16 14 13 10 23 25 26
Landfill waste 14 8 1 0 0 0 35 37 39 26 30 41 14 1 15
Total waste 100 100 100 100 100 100 100 100 100 100 100 100 100 100 100

1 Waste data for ICA Sweden excludes store data.
2 Slovakia data was not available in 2008.
3 Meat rendering was not available in 2008.

The disposal methods remain largely unchanged in 2010. There is an increase in the landfill waste in the United States. Waste-reduction
strategies and programs are a focus area for 2011.

Total waste by disposal method'?

(kg per sg.m. of sales area) 2010 2009 2008
Re-used, recycled or recovered waste 81 80 75
Fermented waste 8 8 8
Compost waste

Incinerated waste 35 36 39
Landfill waste 18 12 14
Total waste 144 137 137

1 Waste data for ICA excludes stores.
2 Other Europe excludes Slovakia for 2008.
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Community engagement

Contribding to the -
community

Our ambition is to make an active, positive
contribution to the wellbeing of the communities
we serve.

Our ambitions

Our stores are at the heart of many communities, and we are committed to being good neighbors.
We do this by building relationships with our customers and local groups, and working with them to
develop initiatives that improve the quality of life at the local level.

We make sure our stores and the environments around them are safe, clean, and integrated into the
community they serve. We promote community-based programs that support our other CR priorities
— from healthy-eating initiatives to recycling incentives. We also support a wide range of causes that
are important to our stakeholders — especially our customers and employees — and often combine
financial contributions with volunteering our time and expertise.

Targets

Since community engagement is inherently local, we have set one global target:

1. Ensure that each operating company has a community engagement program in place by 2012
Key elements of our community engagement programs include:

» Creating safe, clean and community-friendly stores and store environments

* Using our central position in the community to improve people’s wellbeing

* Being active through community programs, services and charities

Our existing community engagement programs at all operating companies will be reviewed to
ensure that they include all the relevant components. Our programs will have a common approach,
but will be translated locally to focus on local issues. Each store will assess local needs to identify
the issues that are most relevant to target in their community.
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Actions and achievements in 2010

In 2010, our efforts in community engagement centered around in-store activities that promote local
wellbeing, further involving our stores in the local environment, and supporting causes that are
important to our stakeholders — especially to customers and employees.

Our community engagement activities differ across our organization to reflect the differences in
culture between Europe and the United States. In Europe, most countries have a comprehensive
social welfare system to support those in need in society. In the United States, the private sector
plays a much greater role in this. These differing social models mean that our operating companies
in the United States generally play a greater role in supporting local charitable efforts, whereas those
in Europe focus more on being a good neighbor in terms of our store environments. In all cases, our
companies are committed to acting responsibly within the communities they serve.

The store environment
We aim to be a good neighbor and play a visible role in the community — we see our responsibilities
as being broader than our stores alone.

To ensure the environments around our stores are safe and clean, we make sure they are well lit,
properly maintained and have sufficient waste facilities. We are proactive about the safety and
cleanliness of the areas surrounding our stores by making sure we inform the relevant authorities
if we notice that something needs to be fixed or cleaned up. We also make efforts to bring people
together, to promote a sense of community among inhabitants.

Following a survey in the Netherlands in which we asked members of the community what they
found important about their immediate environment, they cited four important factors: safety,
cleanliness, maintenance of facilities, and interaction with others. We then looked at the role a
supermarket could play in meeting these priorities.

Examples of our focus on the communities surrounding our stores in 2010 include:

* Albert Heijn organized afternoons in which children could swap the promotional toys they had
received at the checkout. This brought families together to interact socially. Albert Heijn also
sponsored the “Dag van de Dialoog” (day of dialogue) in the Netherlands, during which they set up
discussion tables in stores and invited people to attend to talk about the issues relevant to their
communities

* Also in the Netherlands, the government is focusing on 40 “attention neighborhoods” where Albert
Heijn has 43 stores in 21 neighborhoods. Local store managers have teamed up with government
officials in those communities to make the neighborhoods better places to live. The participation
of schools in these neighborhoods in the ‘Ik eet het beter” program was below average, while
the need for education on health topics is especially high in these communities. Albert Heijn
cooperated with the Dutch Ministry of Internal Affairs, by sending a letter to schools in these
neighborhoods. The result was a 30 percent increase in participation in the program (from
237 schools to 291 schools)

* In the United States, some of the new stores have community rooms that can either be used by
non-profit organizations, or by local groups as community gathering places. Store teams often
get involved in local community engagement efforts and store events involving customers and
employees

* Rimi hypermarkets in Lithuania held a children’s needlework fair called “For you from me”.
Organized for children from children’s homes, the fair develops their creativity, responsibility and
entrepreneurialism, in order to encourage these children to be independent and proactive, rather
than passive receivers of charity
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The U.S. fight against hunger

The fight against hunger is a natural fit for a food retailer.
Programs and food drives, many of which aim to improve
quality of life for children, at all operating companies in the
United States have raised millions of dollars for hunger relief
over the years.

holiday meal. They periodically invite customers to get
involved by asking them to donate a dollar at the checkout.
They also work with suppliers in the food industry to serve
even more people in need.

In October 2010, Giant Carlisle won a national award from
the U.S. Department of Agriculture for leadership efforts to

fight hunger. Giant Landover was recently awarded Food for
All “Retailer of the Year” for its support in providing food for
those in need. Stop & Shop has helped to establish Kids’
Cafes and Back-Pack programs, which make sure at-risk
children receive a healthy meal.

U.S. stores have significant food donation programs in place,
including regular donations of fresh and non-perishable
products to local pantries and soup kitchens. At
Thanksgiving, they provide tens of thousands of turkeys

to families who otherwise would not be able to afford a

Local wellbeing

The health and wellbeing of our customers, as well as of the populations living in store
neighborhoods, is very important to us. In the United States, we have defined two key themes to
improve wellbeing: fighting hunger, and improving children’s health and welfare. These themes are
common across all brands, but each company sets its own objectives and projects to meet

those targets.

We have organized a number of initiatives to promote wellbeing during the reporting year:

* Albert Heijn is one of seven founding members of the Jongeren op Gezond Gewicht ( JOGG)
organization as well as local governments, to encourage young people to eat more healthily.
The program involves several major players within the community — including schools, shops
and restaurants — and Albert Heijn is one of seven companies involved

* Albert Heijn sponsored children’s sport weeks during the summer holidays, by paying for and
providing lunches for the participants

* Ahold Europe sponsored the “Dam tot Dam loop” (a famous, 16-km run in the Netherlands), with
2,650 employees taking part

« Ahold USA organized activities to improve quality of life for children, including store tours,
educational programs about nutrition, food drives, donations to food banks, and fundraising
initiatives (such as Hunger Action Month in September) across all the brands (see case study above)

* Ahold USA looked for ways to support U.S. First Lady Michelle Obama’s “Let's Move” campaign
to end childhood obesity in one generation. The components of the campaign are to offer parents
the tools and information to enable them to make better decisions about their children’s nutrition;
address the accessibility and affordability of healthy food; and encourage children to be more
physically active. The team is focusing on stores in areas with high obesity rates and health-related
diseases, by helping customers make use of government-assistance programs to improve their
health, and providing information and incentives to improve the diet of their families

« Ahold USA is also addressing the issue of food deserts — areas where there is limited or no access
to nutritious, affordable food — and how to get such food to underserved communities. A Giant
Landover store in Camp Simms (Southeast, Washington DC) and a Stop & Shop store in Arverne
(Far Rockaway, New York) were opened, both of which are examples of supermarkets in food
deserts. Investing in these communities via our stores has subsequently raised the profile of the
areas they are in, and they are beginning to attract further investment from other businesses.

The stores themselves provide employment in areas that tend to have high unemployment rates

* At ICA Sweden, many stores sponsored local sports initiatives, often in cooperation with
organizations committed to encouraging children and young people to do more sport

« ICA is the main sponsor for the annual “Blood run” race, which has two purposes: to encourage
people to take exercise (through running) and to donate blood. Around 76,000 runners participated
in 14 races all over Sweden
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Projects to support children

Supporting Czech children in need

The Bertici project is a charity supporting children in need —
those living in orphanages or homes for mothers and
children. For the past five years, Albert has focused on
projects aiming at their education and integration into society,
as well as sponsoring specific vocational and sports courses
for individuals.

During autumn 2010, the Bertici charity campaign took place
in Albert stores for the 11th year running, inviting shoppers to
donate their yellow Bertik tokens (which they earn via their
shopping) to the charity. For every token collected, Albert
donated €0.02 to charity. In 2010, for the first time, the funds
generated by the campaign were distributed by the Albert
Charity Foundation, which selected 63 projects to support
children. Every Albert store participated, and supported both
local and nationwide projects.

These included training for restaurant work, part-time jobs in
an orphanage, and furnishing apartments for children leaving
orphanages. Over the past 10 years, the Bertici campaign
has supported hundreds of institutions, social care homes
and orphanages, donating more than €2.6 million in total.

“Thanks to your continued support, we manage to
make the environment where our children grow up
better still. We are an institution that strives to give our
children the best care, and to return them —in the
shortest time possible — to where they belong: back to
families. While they are with us, we try to make them feel
like they are not in an institution. Thanks to companies
and employees like you, we are successful.”

Dr. Miroslav Rakos
Director of Regional Children’s Home in A$

Contributions, sponsorships and donations

Charitable programs and services form an important part of our community engagement activities.
Many of the donations we make are far more than financial — we donate our expertise, knowledge
and time. Financial support alone does not reflect the full extent of our community engagement
activities. During the reporting year, we made the following contributions to the community:

* We supported food banks in both Europe and the United States through donating food and money;,
and by encouraging employees to volunteer their time. Giant Carlisle shared its expertise in food
distribution with managers of local food banks, and gave them access to spare space in its freezers

and distribution trucks

* In 2010, Albert Heijn donated more than €400,000 through the Albert Heijn Foundation to support
activities, such as technology centers, safe drinking water, healthcare, education, AIDS and TB
awareness, and housing projects. Since the end of 2007, together with ICCO and FairMatch, the
Foundation developed 12 projects in South Africa, Kenya, Ghana, and Zimbabwe — African
countries where a lot of Albert Heijn’s fruit and vegetables are sourced

* The Albert Charity Foundation in the Czech Republic was founded in 2009 to support families,
promote health, and help individuals in need. It is financed by profit from the sale of plastic bags,
the annual Bertici project (see case study above) and contributions from employees. In 2010, the
Foundation donated over €0.4 million to needy causes

* Albert in Slovakia made various charitable donations during the reporting year, including
contributions to sports days and people with disabilities. Through partnerships with Pampers
and Unicef, Albert and Procter & Gamble donated €10,000 to a hospital in Prague for premature
babies. The hospital used the money to invest in new incubators

* In support of children’s cancer research, Stop & Shop raised €1.9 million in 2010 for the Jimmy
Fund to benefit the Stop & Shop Family Pediatric Brain Tumor Clinic at the internationally renowned
Dana-Farber Cancer Institute. Stop & Shop was presented with the Sidney Farber Medical
Research Award, the highest honor bestowed by Dana-Farber Cancer Institute, for contributions

to finance cancer research, prevention and care

« AllU.S. divisions run the A+ School Rewards program to raise millions of dollars each year for local
schools. In 2010, Stop & Shop donated €0.8 miillion to local schools via the A+ program, while
Giant Carlisle donated €1.4 million and Giant Landover a further €1.5 million to help fund field trips,
books, playgrounds, musical instruments and other school-related needs and activities

« In the two-week period following the devastating Haiti earthquake, Stop & Shop, Giant Carlisle
and Giant Landover customers and employees raised €0.9 miillion to help Haitians. In addition,
Ahold Europe donated €100,000. All funds were donated to the Red Cross International Response

Fund for Haiti earthquake relief efforts
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Christmas donations at ICA

The World Childhood Foundation is a not-for-profit
organization, founded in 1999 by H.M. Queen Silvia of
Sweden. ICA has worked with the Foundation since 2003,
and ICA's CEO is a member of the Board. The Foundation
protects children’s rights to safety, with a focus on street

“Christmas with friends” by Mans Zelmerlév); €1 of each CD
sold during the last six weeks of the year was donated to the
Foundation. Other activities included an art auction in autumn
2010, which raised €4,000, and “Next Star Maxi” — a talent
contest for young people, in which ICA customers could vote
for the winner and the money was donated for each vote.
This raised approximately €42,000 for the Foundation.

children and children who have been sexually abused.
In 2010, ICA donated a total of €0.9 million to the World

In2010, 1 percent of revenues from ICA own-brand products  Childhood Foundation's projects.

sold during a two-week period in late November / early
December were donated to the Foundation. ICA also
launched its annual exclusive Christmas CD (this year

€900,000

donated

« ICA Sweden’s Christmas campaign focused on collecting money for the World Childhood
Foundation — for more information, see the case study above

* Through the sale of “Pink Ribbon” products in stores and direct donations via the customer
magazine, ICA Sweden’s customers donated €0.7 million to cancer research. ICA has worked with
the Swedish Cancer Society for 25 years, and has been involved in the Pink Ribbon Campaign
since it started seven years ago

The data

Contributions and donations

(€ thousand) 2010 2009 2008
Ahold USA 36,283 30,961 27,469
The Netherlands 2,610 2,358 1,952
Other Europe 974 469 474
ICA! 3,720 3,020 2,747
Total 43,587 36,808 32,642

1 ICAdatainclude Swedish programs only.

The figures include money raised by our companies, customers, suppliers, and employees. The
total increased by 18.4 percent, with increases in all operating companies. Ahold USA increased its
donations to food banks and to the Haiti post-earthquake support program. Giant Carlisle launched
a store donation program to local food pantries in the southern region. The Netherlands’ donations
increased due to expansion of the “Ik eet het beter” (healthy-eating program for schools) and charity
donations.
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Our people

Our ambition is to encourage our employees to live
and work healthily and sustainably.

Our ambitions
Our people are essential to our business, and to putting our CR strategy into practice every day.

Since food is our core business, we aim to facilitate ways for our employees to eat and live healthily
and sustainably. We also encourage our people to go about their daily lives with respect for their
environment. This, in turn, has a positive impact on the people our employees come into contact
with — be it customers, their families and friends, or other members of the community.

To ensure employees feel motivated to put our CR policies into practice, we target and retain a
diverse range of the best people. We strive to provide a great place to work for our employees.

Targets

Our employees are individuals, so there are many different ways in which they interpret and live out
our CR strategy. We have therefore set one global target, which is implemented within each of our
operating companies locally:

1. Ensure that each operating company has a CR employee program in place by 2012
Key elements of our employee CR programs include:

 Encouraging employees to support the healthy living, sustainable trade, climate action, and
community engagement efforts of Ahold

 Encouraging employees to take action on healthy living, sustainable trade, climate action, and
community engagement in their own lives

* Implementing diversity and inclusion policies at a continental level

We already have employee CR programs in place at our operating companies, focusing on healthy
living. These programs will be expanded to cover other CR priority areas.
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Actions and achievements in 2010

During the reporting year, our employees carried out CR activities to support our goals, and to
encourage customers and communities to live healthily and sustainably. We also encouraged our
employees to eat and live better, and saw them actively participate in community engagement

across our organization.

CRiin the field

Putting CR into practice is an integral part of our business. Our CR activities are carried out by
employees themselves, and you can read about these in the relevant sections on each of our
CR priority areas. Across all our operating companies, we communicate about CR activities to
employees. On a Group level, our intranet provides timely news to all employees. On a local level,
operating companies’ intranets and employee magazines include CR-related articles.

We engage our employees in improving Ahold’s sustainability as part of their day-to-day work:

* The responsibilities of Albert Heijn employees have been broadened to include duties relating to
keeping the environment surrounding stores clean and safe

« Albert Heijn has been sharing sustainability best practices with Etos and Gall & Gall employees

« In the United States, members of several store teams and the head office serve on charitable
boards, and encourage employee engagement in community activities

* Stop & Shop and Giant Landover has created a “green captains” program to help strengthen the
environmental initiatives in stores around waste and energy reduction. A full-time CR position has
also been created in Ahold USA Retail Operations Support to communicate to, and support the

CR efforts of, the stores

Employee health and wellness activities

Activities are also organized by and for our employees, to encourage them to live more healthily.
Over time, we aim for our employee programs to include ways in which employees can contribute
to sustainable trade, climate action and community engagement in their own lives, too.

Various programs and activities towards a healthier lifestyle have already been put in place:

* Ahold employees in the Netherlands benefited from the “Fit & Fun” program (see case study below)

* Albert hosted a variety of health and wellness activities for employees (see case study)

* Giant Carlisle operated a weight-loss program for employees called “Giant Loser” in selected
stores and offices for 12 weeks. Employees were offered health fairs, wellness classes, and gym
membership discounts. Giant Carlisle’s “Revive Committee” guides employees towards better

health and wellness

» Stop & Shop offered programs to employees to help them lose weight and stop smoking, as well
as providing gym membership incentives. Stop & Shop and Giant Landover also organized health
fairs and free annual health screenings. The Giant Landover nutritionist offered a lunchtime series
on vegetables to educate employees, to allow them to taste a wider range, and to encourage them

to eat more vegetables as part of their daily diet

Employees get fit in the Netherlands

Employees from Albert Heijn, Etos, Gall & Gall, Ahold
Corporate Center and Ahold Coffee Company all have the
opportunity to take partin the Netherlands’ healthy lifestyle
program: Fit & Fun. It focuses on three priorities: eating
healthily, physical fithess, and wellbeing.

The program comprises sports clinics (of which around 200
took place in 2010, with over 2,600 employees participating),
“eat yourself fit!” training, help in quitting smoking, group
sessions on weight control, a company bicycle policy, and
various other health-related information. In 2010, Albert Heijn
organized the annual Fit & Fun employee soccer

championships in which some 1,200 employees participated
(double the number of 2009). During the 2010 Fit & Fun
week, healthy sandwiches and salads at reduced prices

(as well as free fruit) were available in the corporate canteen;
various sports activities were organized, including a Pilates
session. The week was concluded with a lecture by Olympic
Open-Water Swimming Champion Maarten van der Weijden.

“Thanks for organizing the great power-kiting event!
We had a great day and loved the activity!”

Agnes van Corstanje
Senior Salesperson at Albert Heijn in Tilburg
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Employees also participated in cross-country skiing.

Health and wellness at Albert
More skiing and running events will be offered to employees
During 2010, Albert hosted a variety of health-related in 2011.

activities for its employees, and it gave its corporate
employees free access to a wellness center.

Albert offered so-called “Run for Hope” running competitions
in support of breast cancer research; Albert donated a total
of €4,000.

Total workforce

ICA
12% Ahold USA

Other 49%

Europe
5%

The Netherlands
34%

For further information, please refer
to the data table: Number of employees

« ICA offered various health and wellness benefits and activities, including healthy food options in
its corporate canteen, employee sports organizations and gym access, reduced fees for sports
activities, a company health service, and massage therapy

* A team of employees from Rimi Lithuania participated in the first bicycle marathon in capital
city Vilnius

Our workplace

The quality of our people is essential to the success of our business. We therefore strive to provide
a great place to work, so that we can attract and retain the best employees. We offer competitive
remuneration and benefits packages, career and development opportunities, and an open and
honest company culture.

Diversity and inclusion

To make a successful team, the employees within it need to have different skills and capabilities.
We therefore aim to hire a diverse range of people to make up our teams. It is important that our
employees reflect the diversity of our customers and the communities where we operate, as well.
Diversity includes gender, ethnicity, age, background, education, and experience. We value diversity
at every level of the organization, and want people from all backgrounds to feel incl