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From insights to hotspots & solutions

Onno Franse
Program director healthy living & climate action
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Our strategic framework

Reshaping Retail at Ahold

Our ambition Our promises Our vision
Driving performance Better choice
Going for growth Better value
Better life
Every day

Better
place to shop

Our business model Our strategic pillars
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Getting better every day

6. People performance
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Responsible Retailing report 2012

“our food waste in 2012 was between 1 and 2 %
of our total food sales, where fresh food waste
is between 2 and 3 % and dry food waste
between 0 and 1%. In 2013 we will continue to
improve the accuracy of this measurement *

A Ahold

Waste management

“Minimize waste in
our operations...

...while supporting
our suppliers...

...and encouraging
our customers to do
the same.”
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Waste Management

Supply chain

Support our suppliers to reduce waste
and improve disposal.
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Our operations

Minimize waste in our operations and
improve disposal methods
Waste reduction

- Food waste

- Other operational waste

Targets:
1. New food waste metric by 2012

2. Disposal: Zero landfill by 2020
3. Packaging guidelines by 2012
4. Shopping bags

- EU: eliminated by 2012

- USA: reduced with 1 bin by 2015

Customer

Encourage our customers to reduce
their (food and packaging) waste and
to reuse and recycle.

Target:
5. Communication policy by 2013
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Waste...
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The evolution within
Corporate Responsibility

[« |
Lt Ak E E * Reporting to SB, CEB,
" CEO’s and CFO'’s
E * External assurance

. * Stakeholder engagement
Measuring and

reporting: CR report

Gaining insight

(annually)

Based on our main
themes: setting goals &
targets and developing &
sharing strategies

(A Ahold

7 types of waste associated with retail
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Food waste
Packaging waste
Operational waste
Shopping bags
Used customer products
Construction material
Communication material
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Waste management
Measuring and reporting

Total waste by type
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The role we have in this process

Companies
Corporate Social
Responsibility
Business
Integration

i Government
N(éa?sg ﬁéfr]eﬁ!:sc € Provide a fl:ame work

e E
Provide insights Law

Consumers
Early adopters
Social norm
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We accomplished quite a lot,
but also learned a great deal

Half a step ahead

Evolution & common understanding
Simple & inspiring

Scientifically solid & socially sound
Informed positive choice

Long term objectives & short term choices
“Single issues” & common coherence
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Waste is becoming a big concern...
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But how to reduce it?
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Challenge by Executive Board of Albert Heijn:

Reduce waste by 30%
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Introduction

Erik Kok (aivert Heijn)
Project teammember OSA/waste reduction
specialties:  Bleeders
Shelflife extension

Peter Werre (anoid European Sourcing)
Project teammember OSA/waste reduction
specialties:  Order unit optimization
Supply chain optimization
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Assortment Promotion
optimisation forecast
Monitoring =
SKU el . :

new
introductions

Monitoring
supplier

valuation
promotion

' - Shelflife at
delivery
SHENNTE] Store
improvement performance

Ordering unit

optimisation
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Over 100 interviews throughout the
organization

Over 100 ideas how to reduce waste
within the supply chain

Basis for change
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1. 1ota 4.Forecast 6.Balance 8.Waste 10. Price off
shelflife new OSA/waste 9.Food banks

2.Speed of products 7.Sharin '
delivery 5.Bleeders .kn0W|3dge

3.0rder unit
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Order unit optimisation
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Shelflife extension
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Results

Shelf-life
extension

4
‘Change of
) order units
Supply
Chain

| e
Optimization
e il
policy wms

568 products increased in shelflife

1 full day more shelflife at delivery for meat and
flowers

AII; production
LR .
620 order units adjusted

From 300 to 180 bleeders

33% increase in last day selling
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waste

Results

Waste in percentage of sales
All fresh categories
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Results

Waste in percentage of sales
All fresh categories
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Pittfals

Priorities stakeholders

Mandate alone will not get it

done

Budget alone will not get it

done

-Complexity organization

Decision makers do not always
oversee consequences of their
decisions within supply chain

HQ

1
N
Shelf-life ,
extension
ey Change of
“ ‘b Supply order units
Chain

Optimization i

[

Mark-down
policy

Align production
of suppliers

with demand

(A Ahold

-Management commitment and budget needed

-Dedicated lead crusual to secure successes

-Cooperation is key for good results
(commerce/replenishment/ suppliers/stores)

Understand the whole supply chain to make the
right decisions

Waste reduction is not a project............
It's a way of life!
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Thank you for your attention!
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