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Cautionary Notice

The information contained in this presentation and ancillary materials, including but not
limited to the speaker’s oral information (the “Information”) contain forward-looking
statements, which do not refer to historical facts but refer to expectations based on
management's current views and assumptions and involve known and unknown risks and
uncertainties that could cause actual results, performance or events to differ materially from
those included in such statements. These forward-looking statements are subject to risks,
uncertainties and other factors that could cause actual results to differ materially from
future results expressed or implied by the forward-looking statements. Many of these risks
and uncertainties relate to factors that are beyond Ahold’s ability to control or estimate
precisely, such as the effect of general economic or political conditions, rising food prices,
fluctuations in exchange rates or interest rates, increases or changes in competition,
Ahold’s ability to implement and complete successfully its plans and strategies, the benefits
from and resources generated by Ahold’s plans and strategies being less than or different
from those anticipated, changes in Ahold’s liquidity needs, the actions of competitors and
third parties and other factors discussed in Ahold’s public filings. Readers of the Information
are cautioned not to place undue reliance on these forward-looking statements, which
speak only as of the date of this Information. Koninklijke Ahold N.V., which is Ahold’s
statutory name, or any of its subsidiaries or associates do not assume any obligation to
update any public information or forward-looking statements in the Information to reflect
subsequent events or circumstances, except as may be required by securities law.

2 | October 2008 & Ahold



Objective

Gm \" Giant’ \" Stop&Shop

Quality. Selection. Savings. Every Day.

“We will transform our individual
retail banners into powerful
consumer brands...”

Ahold Retail Review
November 2006
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Agenda

KI'oniqht \ /Tomorrow \

Introductions 6:30 am breakfast
Business overview 7:30 am presentations
Progress 10:00 am store tour
U.S. market conditions 3:15 pm back at hotel

Reception and dinner
N AN /

4 | October 2008 ﬁ Ahold



Introductions

Sander van der Laan
President and CEO

me&ww

Rick Herring
CFO, EVP Finance
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Jeff Martin
EVP Merchandising
Qlarrr

Quality, Sefection. Savings. Every Day.
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Carl Schlicker
President and CEO

» Stop&Shop
\ Giant’

Jim Dwyer
EVP Strategy and
Business Development
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Don Sussman
EVP Merchandising
and Supply Chain
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Robin Michel
EVP General Manager
Giant Landover
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Jim Rojas
CFO, EVP Finance
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Business Overview
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Ahold U.S. Retail Key Facts
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704 stores

3 brands

12 states and D.C.
100,000+ employees

Nearly 12 million
transactions per week
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Competitive Position

Gm \" Giant’ \" Stop&Shop

Quality. Selection. Savings. Every Day.

“We will operate as market leaders
In local retail food markets ...where
we can secure a #1 or #2 position.”

Ahold Retail Review
November 2006
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Ahold Retaill Model

. Build
strong brands

<ein
9 | October 2008 4 Ahold



Brand Positioning

High
Defend “above”
Offering Defend “below”
Beat the “middle”
Low
High Price Low

«in
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Brand Pillars

{, StopaShop
\ Giant

Engaging
Reliable
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Corporate Responsibility

Climate action

Sustaina ble trade Community engagement
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Progress
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|ID Sales Progress
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VIP Progress

2007
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Improve ID sales

Establish advantaged price position
Improve price perception

Improve ID unit volume trends

Increase ID customer transactions

Reduce costs to help fund price reductions
Launch brand development plan
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U.S. Market Conditions

16 | October 2008 % Ahold



Customer Survey

/Perception of Economy Todav\

85%

Extremely to
Somewhat

Negative 85%

0
Extremely 42%

Negative
35%

.

17 | October 2008

/

] october 2008

I July 2008
ﬁrception of Economy in Six Mom

Worse
48%

43%
42%

Same

Better

.

Source: Internal Customer Survey
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Customer Survey

Most Concerning Issue Today

War in Iraq
- US. E
Jobs/Income 37% conomy
4%

Presidential Election
9%

Long-term Savings
13%

Personal Bills/Debt

20%
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Customer Survey

October 2008
I July 2008

Extremely to Somewhat Concerned

0
Gas Prices /8%

95%

76%

Grocery Prices 37%

5%
9%

Presidential Election

l

716%

Investments 60%

53%
49%

Job/Income

|
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Summary

Gm \" Giant’ \" Stop&Shop

Quality. Selection. Savings. Every Day.

“We will transform our individual
retail banners into powerful
consumer brands...”

Ahold Retail Review
November 2006
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