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The global food supply faces many challenges and uncertainties. Critical concerns for the future include how to feed the 
growing global population, how we can move away from agricultural practices that are harming the environment, and 
how we will deal with the impact of climate change. As an international food retailer, we can take a leading role in finding 
sustainable solutions to these challenges, and we’re committed to doing so. We are driving change by collaborating with 
NGOs and others concerned about the future of food systems. We are partnering with our private brand suppliers to make 
our own supply chain more sustainable. And we are engaging our associates and customers with education and initiatives 
that help them reduce food waste, recycle more, and make other healthy, sustainable choices. These efforts help us meet 
our Sustainability Ambition, which is to delight our customers and energize our associates by helping them live happier and 
eat healthier in thriving local communities. We are convinced that this ambition will support our business Purpose: To operate 
our customers’ preferred local supermarkets and work together to support that ambition. 

At Delhaize Group, we believe a sustainable, healthy food system is possible. We believe we can help transform global agri-
culture into a restorative, “circular economy” - one that gets stronger as it grows, rather than one that depletes its resources. 
We are committed to helping make that future a reality.

OUR SUSTAINABILITY APPROACH 
AND STRATEGY

THE BIG PICTURE

SUSTA INAB I L I TY  PROGRESS  REPORT  2014
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Our Value Chain

Raw Materials
Working with our private brand suppliers, we can in-
fluence agricultural practices at the beginning of our 
product value chain. Our 2020 goals related to fair work-
ing conditions and sustainable commodities (palm oil, 
wood fibers, and seafood) focus on improving resource 
efficiency and working conditions at the raw materials 
stage of our private brand value chain. 

Retail
Our ambition is to make it easy for our customers to 
make healthy and sustainable choices. To that end, 
we are improving access to information about our 
products’ sustainability, nutrition and affordability by 
making it available to customers in multiple places−on 
packaging, on shelves, online and via QR codes, and 
through conversations with our in-store associates. 

Consumption
We guide our customers toward more healthy and sus-
tainable eating habits through product labeling, in-store 
and on-line communications, and classes that educate 
them about safe food handling, cooking healthy meals, 
appropriate portion sizes and ways to reduce food waste. 

Reuse & Recycling
Our ambition is for our products and packaging to 
generate no waste. To achieve this we are working to 
make our packaging and non-food products reusable 
or recyclable. We also engage customers by including 
recycling information on packaging and providing op-
portunities for them to recycle materials in our stores. 

Processing & Packaging
We collaborate with our suppliers to improve the nutri-
tional profile of our products and to support conservation 
of natural resources during their production. We also 
work with our suppliers to reduce product packaging 
and improve its reusability/recyclability. 

Distribution & Transport
We work with our suppliers to increase the efficiency 
of the process that brings products to our warehouses 
and stores. We also manage the environmental impact 
and working conditions in our warehouses and trucking 
operations by focusing on fuel efficiency and health 
and safety programs.

OUR VALUE CHAIN
Our focus for 2020 is to improve the sustainability and health of our private brand products at all points along our value 
chain. The circular shape of this diagram reflects our aim to create a more sustainable value chain - one that builds into our 
products and packaging ways for them to be reused or recycled at their end of their life, rather than disposed of.

Raw Materials

Processing 
& Packaging

Distribution 
& Transport

Retail

Consumption

Reuse 
& Recycling
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Since 2010, we’ve identified our material sustainability issues by analyzing sustainability trends and assessing the topics 
that are most important to our stakeholders and where Delhaize Group has the biggest impacts. In 2014, for the first time, 
we conducted a materiality assessment for each of our operating companies and then compared those individual results 
against the Group-wide assessment. We conducted this analysis through interviews with key external stakeholders for each 
of our operating companies, analysis of megatrends related to our industry, and then validation with internal teams. Our 
goal was to validate the importance of specific topics, as well as examine how those issues may play out differently in our 
unique markets. 

As a result of that analysis, we adapted our Group materiality assessment to reflect the stakeholder input on our material 
sustainability issues for Delhaize Group and where our impacts are most significant along the value chain.

OUR MATERIAL ISSUES

Raw Materials Processing & 
Packaging

Distribution & 
Transport

Retail Consumption Reuse & 
Recycling 

FOOD SAFETY

AVAILABLITY OF 
HEALTHY FOOD

FOOD WASTE

HUMAN & LABOR 
RIGHTS

CO2 EMISSIONS, 
ENERGY EFFICIENCY, 
& RENEWABLE 
ENERGY

EMPLOYEE 
DEVELOPMENT & 
ENGAGEMENT

PACKAGING WASTE

PRODUCT 
INFORMATION & 
LABELING

SUSTAINABLE 
AGRICULTURE

DIVERSITY

O
U

R 
M

AT
ER

IA
L 

IS
SU

ES

OUR VALUE CHAIN

	Importance of economic, social or environmental impacts by Delhaize Group in the steps of the value chain

limited or no impacts

significant impacts
very significant impacts

No point
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Definitions of our material issues and where they are addressed in our  
2014 Sustainability Progress Report:

Definition Reporting Coverage

Food Safety How we ensure the safety of the food we sell throughout 
the value chain

Sustainable Private Brand sections, 2020 target for food 
safety compliance of private brand suppliers

Availability of Healthy 
Food

How we increase the share of healthy food  
available in our stores

Sustainable Private Brand sections, 2020 target for increas-
ing private brand nutritional quality; and Healthy Lifestyles 
sections

Food Waste How we decrease the amount of food thrown away 
along the value chain

Zero Waste sections, 2020 targets for increasing food  
donations and recycling rate, plus local projects to  
engage customers in reducing food waste

Human & Labor Rights How we protect human and labor rights across our 
product supply chain and in our operations

Sustainable Private Brand sections, 2020 target for fair work-
ing conditions in our private brand supply chain; Associate 
Diversity and Development sections, 2020 targets for associ-
ate diversity and inclusion and associate development; and 
coverage in “Our Approach” of Delhaize Group’s internal 
Guide for Ethical Business Conduct

CO2 emissions,  
Energy Efficiency  
& Renewable Energy

How we reduce our impact on global climate change, 
from our operations and our supply chain, and how we 
work with stakeholders to adapt agricultural systems to 
climate change

Operations: Zero Waste sections, 2020 targets for  
reducing CO2-equivalent emissions and reducing  
impacts from refrigerants
Supply Chain: Sustainable Private Brand sections, 2020 
targets for deforestation-free palm oil and wood fibers, local 
projects to increase sustainable agriculture  
practices in our supply chains

Employee  
Development  
& Engagement

How we invest in our associates via training and career 
development and their level of engagement in the 
company

Associate Diversity & Development sections, 2020 target for 
annual performance dialogues; Healthy Lifestyles  
section, 2020 target for associate wellbeing

Packaging Waste How we reduce waste from product packaging through 
packaging design, facilitating re-use and recycling, and 
improving recyclability for our customers

Zero Waste sections, 2020 target for increasing recycling 
rate, local targets to engage customers in packaging 
recycling; Sustainable Private Brand sections, local targets to 
reduce packaging waste and increase packaging recycling

Product Information  
& Labeling

How we provide customers with transparent information 
about our products’ ingredients, production process, 
nutritional value and preparation/ consumption advice

Sustainable Private Brand sections, 2020 target for nutritional 
labeling

Sustainable  
Agriculture

How the production of the food we sell impacts water 
quality and availability, soil quality and preservation, 
land use, chemical use and ecosystems

Sustainable Private Brand sections, 2020 targets for sustain-
able palm oil, wood fibers and seafood; plus local projects to 
increase sustainable agriculture practices in our supply chains

Diversity How we promote a diverse and inclusive environment 
for our associates and in our stores

Associate Diversity & Development sections, 2020 target for 
associate diversity

During the 2014 analysis, we found some variation in how our operating companies and the local cultures in which they 
operate perceive and prioritize certain issues. For example, while sustainable agriculture is important to all our companies, 
sustainability (and how to achieve it) means different things in different regions. The materiality analysis helped us refine how 
we implement our 2020 strategy in each region in order to meet our global objectives while prioritizing projects that best 
fit our local markets. It also led to some adjustments to our 2020 strategy, such as an increased focus on food waste with 
the addition of a new 2020 target on Food Donations. The assessment will continue to guide us as we refine our strategy 
implementation and reporting in the years to come.
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Back in 2010, we set a bold vision to be the sustainability leaders in all our markets by 2020. We committed our company to 
building sustainability into our private brand products, reducing waste, promoting healthier living and employing a diverse 
group of associates that reflect our values and communities. We call this destination “Supergood.” Supergood is about taking 
our own sustainability efforts to a new level and helping to create more sustainable food systems. Supergood also supports 
the Purpose, Promise, Principles and Values that drive our business strategy, because it balances our company’s objectives 
with the needs of our customers, our associates, our communities and all our stakeholders. 

To reach Supergood, we have prioritized 4 focus areas that reflect our company’s material issues. These focus areas are a 
simplified approach to the Win/Lead/Everyday structure that guided our strategy in the past. We heard from our internal and 
external stakeholders that those categories were not clear enough, and we’ve responded to that feedback. 

OUR 2020 SUSTAINABILITY STRATEGY

 
SUSTAINABLE 

PRIVATE BRANDS
Our private brands 

make delicious, 
sustainable food 

affordable.

 
Nutritional labeling

Nutritional quality

Food safety

Fair working 
conditions

Sustainable palm oil

Sustainable wood 
fibers

Sustainable seafood

 
ASSOCIATE 
DIVERSITY & 

DEVELOPMENT
Our stores welcome 

diverse associates and 
customers.

Diversity & Inclusion 
programs

Associate 
performance 

dialogues

 
HEALTHY 

LIFESTYLES
Our customers and 

associates lead 
healthier, more 

sustainable lives.

 
Associate wellbeing 

programs

 
ZERO WASTE
Our waste-free 

operations support 
clean, thriving local 

communities.

 
Recycling

Food donations

Greenhouse gas 
emissions

Refrigerants

2020 GOALS

FOCUS AREAS

SU
ST
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A
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TY
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http://annualreport.delhaizegroup.com/strategy/strategic-framework/
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We have organized our 14 Group-wide goals, as well as individual goals for each operating company, within these 4 focus 
areas. However, we know that customer needs, industry conditions and market trends change over time, so we’ll continue 
to adjust goals as needed to ensure we stay on the path to Supergood. For example, in 2014 we revised some of our goals 
to be more specific or to make key performance indicators more measurable. We also added a goal to directly address an 
issue that was not represented elsewhere in our strategy: increasing donations of unsold food to feed people in need. With 
our Supergood ambition in place, customers can shop at our stores knowing that healthy, affordable and sustainable choices 
are plentiful; that our private brands blend quality, affordability and sustainability; and that we are innovating to have a more 
positive impact on our communities and the planet. 

For details on our performance against these goals, please read the Delhaize Group Performance section of the 2014 report. 
Highlights from each operating company’s efforts are available in our specific Local Performance reports and case studies . 

Everyone at Delhaize Group has a role in our sustainability efforts. Our CEO and Executive Committee set the strategy based 
on recommendations from business leaders in collaboration with the experts from our Sustainability Team. Then, the Delhaize 
Group Board of Directors approves that strategy, and associates from all departments across our business collaborate to 
implement it. To strengthen accountability in meeting our sustainability goals in 2015, all Officers and Directors of the company 
(and relevant associates below those levels) will have part of their individual performance targets and annual bonuses tied 
to our performance against the 2020 sustainability goals. We’ll report on the outcome of this effort in our 2015 Sustainability 
Progress Report.

We know we can’t reach Supergood alone. That’s why we work closely with our stakeholders, who challenge us to stay fo-
cused on what is most important and help strengthen our approach to building sustainability into our business. We interact 
throughout the year regarding sustainability trends and our activities with key stakeholders—our customers, associates and 
suppliers. In addition, we engage directly with non-governmental organizations, industry networks and local, regional and 
national governments to collaborate, share opinions and ensure we are headed in the right direction. 

In December 2014, we organized a formal stakeholder meeting focused on our sustainable private brands strategy. That 
meeting helped identify key opportunities for the company, including defining what sets us apart from our competitors, 
improving collaboration with our suppliers and building sustainability further into our product quality and brand positioning. 
The quotes below represent reflections from 3 of the participants in that meeting. 

SUSTAINABILITY GOVERNANCE  
& MANAGEMENT

OUR STAKEHOLDERS

http://sustainabilityreport.delhaizegroup.com/group-performance/
http://sustainabilityreport.delhaizegroup.com/local-performance/
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Delhaize Group’s sustainability strategy is built on a strong basis 
and with good ambitions. Differentiating a bit more the strategy 
around specific sectors and targets could facilitate its implemen-
tation and success. Ambitions also need to be set in a dynamic 
perspective, where today’s ambitions for the next five years will 

certainly have to be continuously adapted in order to stay relevant 
beyond 2020. Delhaize Group’s efforts in the sustainability area 
clearly demonstrate their engagement to take into consideration 

CSR issues hand-in-hand with food retailing issues.

Mathieu Lamolle,  
Market Analyst, International Trade Centre

This was the first event of its kind that I have attended and demon-
strates Delhaize Group’s commitment to a sustainability strategy in 
partnership with their likeminded partner suppliers and stakeholder 
NGO’s. We share the same goals and have a duty to work together 
precompetitively to find long-term solutions to the complex sustain-
ability issues. The consumers trust is built on our actions and they 

will differentiate the leaders from the followers.

Nigel Edwards, 
Technical and Sustainability Director, Icelandic Seachill

Through the stakeholder event, it became apparent that Delhaize 
Group’s comprehensive global vision is one of the driving forces 

behind their successful sustainability projects. Stakeholders encour-
aged Delhaize Group to build on this solid strategic platform to take 
the sustainability agenda to their customers, focusing on the issues 

that matter most to different customers in different geographies. 
Bringing their customers with them on their sustainability journey 
will be critical for the continued success of Delhaize Group’s pro-

gramme, as in a hyper-connected world running low on resources, 
selling sustainable products won’t be enough, retailers will also 

need to help their customers to lead more sustainable lives. 

Sally Uren, 
Chief Executive, Forum for the Future
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We also collaborate with our 4 key stakeholders−customers, associates, communities and shareholders−in less formal ways, 
every day, as outlined in the table below. 

Our sustainability commitment stems from Delhaize Group’s core value of integrity. We are committed to conducting our 
business in an ethically responsible manner that recognizes and protects our relationships with associates, customers, 
shareholders and communities. You can read more about the standards we set for our associates in “The Right Way, Every 
Day: The Delhaize Group Guide for Ethical Business Conduct.” 

COMPLIANCE & ETHICS

STAKEHOLDER EXAMPLES OF ENGAGEMENT

 CUSTOMERS • �Directly in stores
• �Online communication and interaction
• �Social media
• �Surveys and focus groups

 ASSOCIATES • �Surveys and dialogues
• �Management meetings
• �Internal communications to share key achievements  

and sustainability tips
• �Sustainability Innovation Fund
• �Awards, incentives, recognitions
• �Knowledge sharing sessions
• �Trainings

 COMMUNITIES 

	 Suppliers • �Proactive sustainability partnerships  
with large suppliers and SMEs

• �Supplier summits
• �Education dialogues on our sustainable  

sourcing requirements

	 Governmental authorities • �Dialogue and engagement with local, regional and  
international authorities and regulators

	� Non-governmental 
organizations

• �Partnerships
• �Memberships
• �Face-to-face meetings to discuss key issues,  

emerging trends, and our progress against goals
• �Partnerships with and sponsorships of national and local 

organizations focusing on food and hunger relief
• �Establishing new channels for donating unsold food  

to people in need 

	 Industry networks • �Active membership in sustainability committees,  
such as the Consumer Goods Forum (CGF)

 SHAREHOLDERS • �Annual General Meeting
• �Presentations and exchanges with analysts and investors, 

including the socially responsible investment community

http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#compliance
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#compliance
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OUR 2014 DATA TABLE  
AND METHODOLOGY

OUR 2014 DATA TABLE

The 2014 sustainability report is our eighth sustainability report and the fifth in which we obtained 
limited assurance for a selected number of indicators. This section aims at providing the informa-
tion needed to understand our sustainability performance in 2014 and the trends from the previous 
two years. It includes the following:

•	 Our 2014 data table with the full set of indicators for 2012-2014

•	 Data methodology (including external assurance information and link to assurance statement) 

•	 Key definitions and calculations

Click here to access EY’s External Assurance Statement 

As explained in detail in the data methodology section below, each year we work on strengthening 
our processes for data quality. This includes refining definitions and calculations as well as cor-
recting errors found in previous years. We therefore re-stated 2012 and 2013 data when relevant, 
to enable data comparability over years. We achieved limited assurance on several indicators, 
indicated as follows in the table:

* Indicators that obtained limited assurance from EY for reporting year 2014.

The reporting scope refers to the percentage covered within the mentioned geographical area or 
entity, indicated as follows in the table:
Reporting Scope A = data scope expressed in % of 2014 revenues
Reporting Scope B = data scope expressed in % of 2014 associates
Reporting Scope C = data scope expressed in % of 2014 square meters of sales area

SUSTA INAB I L I TY  PROGRESS  REPORT  2014

http://sustainabilityreport.delhaizegroup.com/PDF/assurance-statement.pdf
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PRODUCT

2012 2013 2014 Comments Reporting 
Scope A

HEALTHY EATING

Delhaize America % food sales from products that 
earned at least 1 star

27% 27% 26% We use our Guiding Stars nutritional  
information system to give an at-a-glance 
read-out of how each product scores in 
terms of nutrition. Foods with 1 star offer  
good nutritional value, 2 better and 3 best

100%

% of private brand food sales from  
products that earn at least one 
Guiding Star

28% 33% 35% * 100%

European Operating  
Companies &  
Indonesia 

% of private brand products with  
Guideline Daily Amounts (GDA) 
labels 

94% 84% 78% * GDAs are used across the food industry in-
dicating on the label the energy and nutrient 
content of a portion of food or beverage, and 
how much that represents of an adult’s daily 
dietary needs
Figure does not count private brand products 
sourced from one DG operating company 
but sold at another

100%

FOOD SAFETY

Delhaize Group % private brand suppliers audited 
for food safety by a third party  
auditor - against Global Food Safety 
Initiative (GFSI) standards

79% 82% 84% * GFSI standards are best in class food safety 
standards in the industry. Third party audits 
against GFSI standards are conducted by 
external auditors
Figure does not count private brand products 
sourced from one DG operating company 
but sold at another

100%

% private brand suppliers audited 
for food safety against other food 
safety standards

12% 13% 14% We include second-party and third-party 
audits against other food safety standards 
than GFSI

100%

% company-operated stores audited 
for food safety 

98% 98% 99% 100%

Number of private brand food 
recalls

217 278 285 100%

Number of private brand food 
recalls for food safety reasons (part 
of total recalls above)

83 102 113 100%

RESPONSIBLE SOURCING

Delhaize Group % food sales from organic products 1.8% 1.8% 2.1% 100%

Number of fairtrade food products  
certified by a fairtrade label

- - 242 New KPI in 2014 100%

% seafood sales from seafood 
products certified by the MSC or ASC

3% 6% 10% New KPI in 2014 100%

% of private brand seafood products 
traceable to the fishery or farm of 
origin

- - 57% New KPI in 2014 100%

% cage-free eggs on total number  
of egg products

23% 24% 24% 100%

% of palm oil by tonnes in our 
private brands that is traceable 
to the first importer 

- - 20% New KPIs in 2014 100%

% of palm oil by tonnes in private 
brand products that is covered by 
‘RSPO Book&Claim’ (‘GreenPalm 
certificates’)

- - 57% 100%

% of palm oil by tonnes in private 
brand products that is certified 
against RSPO Mass Balance or RSPO 
Segregated

- - 12% 100%
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SOCIAL

2012 2013 2014 Comments Reporting 
Scope B

OCCUPATIONAL HEALTH AND SAFETY

Delhaize Group Accident severity rate, days lost per 
1000 hours worked 

0.3 0.3 0.3 * The rate is calculated as follows: [Number of 
days lost due to accidents / (number of hours 
worked during the reporting period)] x 1000

99%

European Operating 
Companies 

Absenteeism rate 3.3% 4.1% 4.2% * The rate is calculated as follows: Absentee-
ism hours/ (hours worked + absenteeism 
hours).
2013 data corrected after an error was found

99%

CAREER DEVELOPMENT

Delhaize Group % of associates who received a  
performance dialogue

79% 73% 73% * Percentage is calculated on total number of 
associates at the end of the year

82%

% of manager positions filled 
internally 

85% 83% 87% 99%

ASSOCIATE SATISFACTION

Delhaize Group Total retention rate 72% 72% 73% Formula used: [(Number of associates at the 
beginning of the reporting period + External 
Hires during the reporting period) – total 
departures] / [Number of associates at the 
beginning of the reporting period + External 
Hires during the reporting period ] x 100

100%

 ASSOCIATE TRAINING

Delhaize Group % of associates who received an 
instructor-led training 

66% 58% 40% * 99%

% of associates who received a  
computer based training

60% 63% 60% * 99%

Number of instructor-led training,  
in 1000 hours 

2 357 3 174 3 194* 99%

Number of computer based 
training, in 1000 hours

400 471 379 * 99%

Average number of instructor-led 
training hours per trained associate 

18 25 39 * 99%

Average number of computer based 
training hours per trained associate

3 3 3 * 99%

DIVERSITY

Delhaize Group % associates who are part-time 56% 53% 52% Percentages are calculated on total number 
of associates at the end of the year

100%

% associates who are female 51% 52% 52% * 100%

% managers who are female 28% 30% 31% * New KPI in 2014 99%

% of associates over 50 years old 20% 19% 19% * Percentages are calculated on total number 
of associates at the end of the year

99%

% of associates below 30 years old 43% 43% 42% * 99%

Delhaize America % of associates from ethnic 
minorities 

27% 28% 28% 100%
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SOCIAL (CONTINUED)

2012 2013 2014 Comments Reporting 
Scope A

COMMUNITY INVOLVEMENT

Delhaize Group Products donated, thousand 
tonnes  

20 28 27 Includes direct food donations, excludes 
customers’ donations

100%

Direct cash donations to  
charities, million EUR 

3 3 2 Includes cash donations from our chari-
table foundations, sponsorships of com-
munity programs, and cash donations 
from store budgets

100%

% of direct cash donations on 
pre-tax profit 

1.2% 1.1% 0.7% 2012 profit before tax value adjusted due 
to new accounting rules on the treatment 
of pension liabilities/costs which need to 
be applied retrospectively. Adjustment 
applied as to follow financial results 
adjusted for Annual Report

100%

ENVIRONMENTAL

2012 2013 2014 Comments Reporting 
Scope C

TOTAL CLIMATE CHANGE IMPACT IN CO2E EMISSIONS 

Delhaize Group Total carbon equivalent  
emissions, tonnes CO2e

2 648 695 2 534 863 2 466 154 * All years adjusted to be compliant with 
GHG Protocol 2014 (fuel emission factors) 
and to take into account updated refriger-
ant Global Warming Potential (GWP) from 
Bitzer Refrigerant 2014

100%

Total SCOPE 1 carbon equivalent 
emissions, tonnes CO2e

1 071 011 990 044 962 853 100%

Total SCOPE 2 carbon equiva-
lent emissions, tonnes CO2e

1 521 740 1 481 826 1 438 083 100%

Total SCOPE 3 carbon equiva-
lent emissions, tonnes CO2e

55 944 62 993 65 218 100%

Total carbon equivalent  
emissions per m² sales area, 
tonnes CO2e/m²

0.599 0.583 0.599 * 100%

% reduction carbon equivalent 
emissions per m² of sales area 
(against 2008 baseline)

8% 10% 8% * The baseline (0.648 tonnes CO2e/m²) did 
not include Serbia in 2008 
All Operationg Companies excluding 
Serbia have accomplished a reduction of 
14% against 2008 baseline

100%

BUILDING FACILITIES - ENERGY CONSUMPTION, RENEWABLE ENERGY AND RELATED CO2 EQUIVALENT EMISSIONS

Delhaize Group Facilities energy consumption 
equivalent emissions, tonnes 
CO2e

1 600 669  1 565 316  1 517 807 * All years adjusted to be compliant with 
GHG Protocol 2014 (fuel emission factors).

100%

Facilities energy consumption 
equivalent emissions per m² 
sales area, tonnes CO2e/m² 

0.362 0.360 0.369 * 100%

Facilities energy consumption,  
MWh

3 575 141  3 523 405  3 296 808 * 100%

Facilities energy consumption 
per m² sales area, kWh/m²

809 810 801 * 2013 data corrected after an error was found 
in sales area taken into account

100%

Total renewable electricity  
consumed on site, MWh

235 696 151 441 64 095 100%

% renewable electricity on total 
electricity consumed

7% 5% 2% 100%

Avoided grid electricity CO2  
emissions, tonnes CO2e 

56 697  40 665  29 771 * CO2 emissions avoided from renewable 
energy produced and consumed on-site 
and from green electricity contracts

100%
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ENVIRONMENTAL (CONTINUED)

2012 2013 2014 Comments Reporting 
Scope A

TRANSPORT - ENERGY CONSUMPTION AND RELATED CO2 EQUIVALENT EMISSIONS

Delhaize Group Transport equivalent emissions, 
tonnes CO2e

174 940  180 923  178 295 * Transport includes both transport of our 
products from distribution centers to stores 
and associates business travel.
All years adjusted to be compliant with 
GHG Protocol 2014 (fuel emission factors)

100%

Transport equivalent emissions 
per m² sales area, tonnes 
CO2e/m² 

0.04 0.04 0.04 * 100%

Total distance traveled by 
owned and by third party 
trucks, million km

152 166 152 100%

Distance traveled by owned 
trucks, million km 

102 101 94 100%

Fuel consumed per 100 km by 
our owned trucks, liters/100km 

35 35 35 100%

2012 2013 2014 Comments Reporting 
Scope C

REFRIGERANTS - CO2 EQUIVALENT EMISSIONS AND OZONE-FRIENDLY REFRIGERANTS

Delhaize Group Refrigerants equivalent  
emissions, tonnes CO2e

873 086  788 624  770 051 * All years adjusted to take into account 
updated refrigerant Global Warming Po-
tential (GWP) from Bitzer Refrigerant 2014

100%

Refrigerants equivalent  
emissions per m² sales area, 
tonnes CO2e/m² 

0.197 0.181 0.187 * 100%

% ozone-friendly refrigerants 
on total refrigerants used

50% 51% 55% * 100%

Average GWP 2 439 2 424 2 362 * Average GWP is based on total refrigerant 
charge

100%

2012 2013 2014 Comments Reporting 
Scope A

WASTE AND RECYCLING

Delhaize Group Total waste generated, metric 
tonnes

404 656 424 015 434 873 * 2012 scope include data from our  
operations at Delhaize America and 
Delhaize Belgium. 
2013 & 2014 scope include data from our 
operations in 5 Operating Companies

99%

% of waste recycled 54% 56% 58% * 99%

% of waste sent to landfill 41% 38% 36% * 99%

% of waste incinerated and  
transformed in energy

5% 6% 6% * 99%

Cost of waste disposal and  
recycling activities, million EUR

15 15 13 99%

Income from recycling activities, 
million EUR

19 20 19 99%

WATER CONSUMPTION

Delhaize Group Total water consumption, mil-
lion m³ 

3.2 3.4 3.1 100%

Total water consumption per 
m² sales area, m³/m² 

0.76 0.82 0.74 100%

CARRIER BAGS

Delhaize Group Number of non-reusable  
carrier bags distributed, million 

2 414 2 713 2 538 Non-reusable carrier bags  
include photodegradable, oxo-biodegrad-
able, biodegradable, paper and plastic 
bags

100%
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DATA METHODOLOGY

Data systems

•	 As in prior years, local data collection and Group consolidation are managed via a professional 
web-based data collection software and database, Enablon. The system facilitates the collec-
tion process, and supports data consistency and consolidation.

•	 In 2014, our carbon footprint data collection and measurement has been made in the Enablon 
GHG-MS system, an improvement from the spreadsheet tool used in previous years. 

Data governance
In 2010, we established a Sustainability Data Review Committee made of six members from dif-
ferent Corporate departments, including Financial Planning & Analysis, Investor Relations, Internal 
Audit, IT, Sustainability, and Compliance & Ethics. The Committee, headed by the Executive Vice 
President Human Resources, Internal Communications and Sustainability, reviewed our 2014 data 
and related processes. The purpose of the Committee is to strengthen our performance in sustain-
ability tracking and reporting, and to support the integration of our sustainability data processes 
into the financial data processes.

Data assurance
Reported sustainability indicators are audited once every 3 years. For 2014 data, we are complet-
ing a 3-year auditing cycle that began in 2012. Any new indicators will be incorporated into the 
next 3-year audit cycle.
Delhaize Group contracted EY to perform a limited assurance engagement on a set of 34 indicators 
(marked as * in the 2014 data table), in order to confirm quality of data reported while increasing 
the reliability of the data gathering procedures and the accountability level of the relevant business 
managers. EY partially relied on the work performed by the Delhaize Group Internal Audit depart-
ment to substantiate their conclusions.

Click here to access EY’s 2014 External Assurance Statement 

http://sustainabilityreport.delhaizegroup.com/PDF/assurance-statement.pdf
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Scope and consolidation
We specified the relative scope of each indicator in our 2014 data table to ease the readers’ un-
derstanding of the coverage of our data. The scope for 2014 data collection includes operating 
companies from the United States, Belgium, Greece, Romania, Serbia and Indonesia. For the first 
time, data from Serbia is included in the carbon footprint measurement. Depending on the indi-
cator, the relative scope is provided in terms of revenues, number of associates or square meters 
sales area. 

Geographic scope

•	 Group data covers all operating companies when available. Group consolidated data might, 
however, exclude specific operating companies due to data unavailability. 

•	 U.S. data includes all our active U.S. operating companies (Food Lion and Hannaford), unless 
specified otherwise. It excludes divested banners (Bottom Dollar Food, Harveys, Reids and 
Sweetbay).

•	 European operating companies’ data includes data from Belgium, Greece, Serbia and Romania, 
unless otherwise specified.

Operational scope

•	 Company-operated stores only (most sustainability data from affiliated stores are not tracked) 

•	 Distribution centers 

•	 Office buildings 

•	 Product transportation (owned and third party trucks) and associate travel (company-provided 
vehicles and flights)

Carbon footprint methodology and data scope 
The carbon footprint methodology follows the guidelines of the World Business Council for 
Sustainable Development (WBCSD)/World Resources Institute (WRI) Greenhouse Gas (GHG) 
Protocol regarding corporate greenhouse gas accounting and reporting. The carbon footprint 
takes into account Scope 1, Scope 2 and limited Scope 3 (the distinction is clearly reported for 
the first year).

•	 Scope 1 (direct GHG emissions): emissions from sources that are owned or controlled by Delhaize 
Group (for example, fuel combustion in buildings and company-owned vehicles, refrigerant 
leakages).
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•	 Scope 2 (indirect GHG emissions): emissions from the generation of purchased electricity, heat 
or steam consumed by the company. They are not “direct” emissions in that they arise from third 
party installations but are attributed to the Group’s operations as the end user of the electricity, 
heat or steam.

•	 Limited Scope 3 (other indirect emissions): trucking emissions from subcontracted trucks that 
deliver Delhaize Group products from operated distribution centers to stores; and fuel combus-
tion by planes for associates travel, including commercial flights and leased aircraft. 

The Group’s total CO2-equivalent emissions and energy figures include all energy and related emis-
sions data as defined by the scopes above, including data from facilities that closed or opened during 
2014, with the exception of divested banners (Bottom Dollar Food, Harveys, Reids and Sweetbay). 
The latest available emission factors have been used. Electricity emission factors are sourced from 
the International Energy Agency (IEA, 2012 values) for European countries and Indonesia and from 
GHG Protocol 2014 (based on eGrid 2010 values issued by the U.S. Environmental Protection Agency 
– EPA). Fuels emission factors are sourced from GHG Protocol 2014 wherever available, otherwise 
from other appropriate sources. For refrigerant leakages, we apply the Global Warming Potentials 
(GWP) for refrigerants available from Bitzer International 2014 wherever available, otherwise from 
other appropriate sources, such as the Intergovernmental Panel for Climate Change (IPCC).
We did not extend the exercise to include all Scope 3 emissions but we work with our peer com-
panies and suppliers to better understand our climate change impact throughout our entire value 
chain. Scope 3 defined by the GHG Protocol accounts for all the remaining emissions that result 
from our activities, ranging from products transportation to affiliated stores to emissions from our 
supply chain, which includes growing and packaging the food we sell.

Relevance of performance indicators and data trends
Relevance of performance indicators

To improve our performance reporting in 2014, we assessed the relevance and materiality of the 
indicators we had published in our previous reports - against the Global Reporting Initiative princi-
ples and framework, against stakeholders’ requests and against our Group sustainability strategy. 
This process has led to the following main adjustments: 
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•	 Our Sustainability Report focuses on the key performance indicators that were assessed as best 
to show our progress against our strategy in sustainability and other material issues under our 
reporting scope. When relevant and possible a 3-year trend is provided. 

•	 Our ‘2014 data table’ includes the full set of indicators we report on. It contains indicators that 
were assessed as second priority indicators but still relevant for our progress reporting and for 
external stakeholders. For instance, we report absolute data as to fit different analysts’ meth-
odologies. 

While we value consistency in our reporting, we will continue to assess the best indicators for dis-
closure and to strengthen the methodology behind them.

Data trends

We use 2012 as our baseline for comparison (except for our carbon footprint baseline, which is 
2008). We had to re-state some of the 2012 and 2013 data to make it comparable with 2014. Re-
statements are mainly due to corrections to previous years’ errors and refinement in calculation 
methods and definitions. This process ensures quality and comparability of our data over years.

Definitions and calculations
To support data consolidation, we adopt common definitions of indicators on sustainability across 
the Group. Below are notes on specific definitions to add context to the ‘2014 data table’ as needed 
and to facilitate comparison with other companies.

Absenteeism rate

Number of hours lost due to absenteeism on total number of hours scheduled to be worked by 
our associates. Absenteeism includes an associate absent from work because of incapacity of 
any kind, not just as a result of work-related accident or disease. Our definition is based on the 
European Works Council.
Specifications: 

•	 Excludes leave absences such as holidays, study, maternity/paternity leave and compassion-
ate leave

•	 Includes absence because of illness or accidents

•	 Includes unjustified absence
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Accident severity rate

Number of days lost due to accidents per 1 000 hours worked. The number of days are days 
scheduled to be worked according to each associate’s schedule. An accident is a non-fatal or fatal 
injury arising in the course of work or on the way from home to work and from work to home. Our 
formula is based on the Global Reporting Initiative (GRI) guidelines.

CO2 emissions / CO2 equivalent (CO2e) 

CO2 emissions data reported stand for a calculated CO2 equivalent: actual CO2 emitted plus equiva-
lent emissions from other greenhouse gases (such as CH4, N2O and F-gases). 

Distribution distance of owned and third party trucks

The total distance traveled by owned and third party trucks, between distribution centers and 
company-operated stores (to go and return). For Delhaize Belgium, this data exceptionally includes 
the total distance traveled between distribution centers and affiliated stores. 

Ethnic minorities

Racial and ethnic categories are reported as defined by the United States Census Bureau.

Fairtrade

Fairtrade means certified as fairtrade by authorized fairtrade labeling organizations. Authorized 
fairtrade Labeling Organizations are organizations certified by the Fairtrade Labelling Organizations 
International (FLO). It includes Max Havelaar/Fairtrade in Europe and Fair Trade USA. It excludes 
Utz and Rainforest Alliance certifications.

Food

All edible products we sell (excludes non edible grocery items).

GWP

The GHG Protocol defines a global warming potential (GWP) as “a factor describing the radiative 
forcing impact (degree of harm to the atmosphere) of one unit of a given GHG relative to one unit of 
CO2.” By using GWPs, GHG emissions can be standardized to a carbon dioxide equivalent (CO2e), 
which allows expressing the emissions of different GHGs using carbon dioxide as a reference. For 
example, for a 100-year time horizon, the impact of one unit of methane is 25 times greater than 
one unit of CO2 (according to IPCC’s 4th assessment report). Hence, methane’s global warming 
potential (GWP) is 25. 

Average GWP

The GWP of all refrigerants we use in our systems (including stores and distribution centers) weighted 
related to their total charge. 
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Manager

At store-level, managers include store managers and assistant store managers. It excludes Depart-
ment Heads within a store and below. Outside the store, a manager is defined as an associate 
with discretionary decision-taking authority holding a supervisory position.

MSC / ASC certification

MSC (Marine Stewardship Council) and ASC (Aquaculture Stewardship Council) certificates are 
sustainable seafood schemes ensuring seafood sourcing practices that do not endanger the ex-
istence of fish species and reward responsible aquaculture.

Normalization per sales area

CO2 emissions, energy and water absolute data cover all our facilities – including the ones that 
opened or closed during the reporting year. To normalize those, we divide the absolute emissions 
or consumption by the sales area (square meters) of our stores in operation on December 31st of 
the reporting year.

Ozone-friendly refrigerant 

An ozone-friendly refrigerant is a refrigerant that has no ozone depletion potential (ODP=0), mean-
ing there is no degradation to the ozone layer. The data are based on the 2014 Report from United 
Nations Environment Programme (UNEP), TOC Refrigeration, A/C and Heat Pumps Assessment 
Report 2014. 

Palm oil traceable to first importer 

Delhaize Group defines palm oil traceability as knowing all of the sources within one’s supply chain 
up to plantation level. To comply with our traceability requirement, our suppliers must be able to 
provide us transparency up to the first importers, the ones importing palm oil within the European 
or American markets. First importers (e.g.: growers, traders, refiners, ingredient manufacturers) 
will then have to provide guarantees of compliance with Delhaize Group deforestation-free policy.

Palm oil RSPO-certified 

The Roundtable for Sustainable Palm oil (RSPO) initiated 3 main certification schemes to promote 
the use of sustainable palm oil: RSPO Segregated, RSPO Mass Balance and RSPO Book & Claim 
(or GreenPalm certificates). RSPO Segregated certifies that palm oil only comes from RSPO certified 
palm plantations. RSPO Mass Balance certifies that palm oil comes from a mix of RSPO certified and 
not certified palm plantations. RSPO Book&Claim (or GreenPalm certificates) enables companies to 
buy certificates on the GreenPalm trading platform to offset an estimated tonnes of palm oil used. 
The GreenPalm option allows RSPO certified growers to convert their certified oil into certificates, 
one tonne of certified oil converts to one certificate.
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Retention rate

It is the measure of our retention of associates during the reporting year, in percentage of our total 
number of associates. Associate departures are considered, including both voluntary and non-
voluntary departures.

Sales area / gross area

Sales area is the sum of the store areas where products are sold and services provided.
The store gross area includes the sales area but also the storage, office, and preparation spaces. 

Waste

”Total Waste Generated” includes all waste, regardless of the waste management (recycling, incin-
eration or landfill). It is broken down by percentage sent to landfill, recycled, and sent to incinerators 
that produce energy. Waste data covers all types of facilities (company-operated stores, distribution 
centers, and offices). Delhaize Belgium’s data partially covers waste coming from affiliated stores. 
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GRI Reference Disclosure 2014 Sustainability Report website links*

STRATEGY AND ANALYSIS

G4-1 CEO interview Full Message from our Management

G4-2 Key impacts, risks, and opportunities Full Delhaize Group - Our Approach / The Big Picture 
Delhaize Group - Our Approach / Material Issues 
Delhaize Group - Our Approach / Our 2020 Sustainability Strategy 
Delhaize Group - Our Approach / 2014 Highlights  
Group Performance / Sustainable Private Brands

ORGANIZATIONAL PROFILE

G4-3 Name of the organization Full About our Report

G4-4 Primary Brands Full Annual Report / Segment Overview

G4-5 Location of headquarters Full Annual Report / Segment Overview

G4-6 Countries of operation Full Annual Report / Segment Overview

G4-7 Nature of ownership and legal form Full Annual Report

G4-8 Markets served Full Annual Report / Segment Overview

G4-9 Scale of the organization Full Annual Report / Segment Overview

G4-10 Employment data Partial Annual Report / Segment Overview 
Data Table and Methodology / Social

G4-11 Collective Bargining None -

G4-12 Organization's supply chain Partial Delhaize Group - Our Approach / Material Issues

G4-13 Significant changes in operation Partial Annual Report / Segment Overview

G4-14 Precautionary principles Full Annual Report / Strategy / Strategic Framework

G4-15 External charters of initiatives endorsed Partial Group Performance / Key Sustainability Partners

G4-16 Memberships in industry associations Full Group Performance / Key Sustainability Partners

This index is based on the Global Reporting Initiative (GRI) Reporting Principles and Standard 
Disclosures, version 4. This report contains Standard Disclosures from the GRI Sustainability 
Reporting Guidelines. G4 guidelines can be found at www.globalreporting.org.

Key
Partial: Partially Reported
Full: Fully Reported
Bolded indicators: General Standard Disclosures required for “Core” accordance with G4.

GRI CROSS-REFERENCE TABLE

*Note:  These links might not work properly on all browsers.

SUSTA INAB I L I TY  PROGRESS  REPORT  2014

http://sustainabilityreport.delhaizegroup.com/group-performance/message-ceo-and-evp-sustainability/
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#the-big-picture
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#our-material-issues
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#strategy
http://sustainabilityreport.delhaizegroup.com/group-performance/2014-highlights/
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/sustainable-private-brands/
http://sustainabilityreport.delhaizegroup.com/PDF/about-our-report.pdf
http://annualreport.delhaizegroup.com/performance/segment-overview/
http://annualreport.delhaizegroup.com/performance/segment-overview/
http://annualreport.delhaizegroup.com/performance/segment-overview/
http://annualreport.delhaizegroup.com/
http://annualreport.delhaizegroup.com/performance/segment-overview/
http://annualreport.delhaizegroup.com/performance/segment-overview/
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#our-material-issues
http://annualreport.delhaizegroup.com/performance/segment-overview/
http://annualreport.delhaizegroup.com/strategy/strategic-framework/
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/associate-diversity-development#key-sp
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/associate-diversity-development#key-sp
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GRI Reference Disclosure 2014 Sustainability Report website links*

IDENTIFIED MATERIAL ASPECTS AND BOUNDARIES

G4-17 Operational Structure Partial Annual Report / Segment Overview

G4-18 Defining content Full Delhaize Group - Our Approach / Material Issues 
Delhaize Group - Our Approach / Our 2020 Sustainability Strategy

G4-19 Defining material aspects Full Delhaize Group - Our Approach / Material Issues

G4-20 Aspect boundary within the organization Full Delhaize Group - Our Approach / Material Issues 
Delhaize Group - Our Approach / Our 2020 Sustainability Strategy 
Annual Report / Segment Overview 
Data Table and Methodology

G4-21 Aspect boundary outside of the organization Full Delhaize Group - Our Approach / Material Issues 
Delhaize Group - Our Approach / Our 2020 Sustainability Strategy 
Annual Report / Segment Overview 
Data Table and Methodology

G4-22 Re-statements Partial Data Table and Methodology 

G4-23 Significant changes in scope and methods Full Data Table and Methodology 

STAKEHOLDER ENGAGEMENT

G4-24 List of stakeholders Full Delhaize Group - Our Approach / Our Stakeholders 
Group Performance / Key Sustainability Partners

G4-25 Identification and selection of stakeholders Full Delhaize Group - Our Approach / Our 2020 Sustainability Strategy 
Delhaize Group - Our Approach / Our Stakeholders 
Delhaize Group - Our Approach / Material Issues 
Group Performance / Key Sustainability Partners

G4-26 Approaches to stakeholder engagement Full Delhaize Group - Our Approach / Our 2020 Sustainability Strategy 
Group Performance / Key Sustainability Partners

G4-27 Key topics and concerns through engagement Full Delhaize Group - Our Approach / The Big Picture 
Delhaize Group - Our Approach / Our 2020 Sustainability Strategy 
Delhaize Group - Our Approach / 2014 Challenge 
Group Performance / Sustainable Private Brands 
Group Performance / Zero Waste 
Group Performance / Healthy Lifestyles 
Group Performance / Associate Diversity and Development

REPORT PROFILE

G4-28 Reporting period Full About our Report

G4-29 Date of most recent previous report Full About our Report

G4-30 Reporting cycle Full About our Report

G4-31 Contact point Full About our Report

G4-32 GRI content index Full About our Report 
GRI Cross Reference Table

G4-33 Assurance statement Full About our Report 
Assurance Statement 
Data Table and Methodology

*Note:  These links might not work properly on all browsers.

http://annualreport.delhaizegroup.com/performance/segment-overview/
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#our-material-issues
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#strategy
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#our-material-issues
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#our-material-issues
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#strategy
http://annualreport.delhaizegroup.com/performance/segment-overview/
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#our-material-issues
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#strategy
http://annualreport.delhaizegroup.com/performance/segment-overview/
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/associate-diversity-development#key-sp
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#strategy
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#our-stakeholders
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#our-material-issues
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/associate-diversity-development#key-sp
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#strategy
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/associate-diversity-development#key-sp
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#strategy
http://sustainabilityreport.delhaizegroup.com/group-performance/2014-highlights/
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/sustainable-private-brands/
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/zero-waste/
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/healthy-lifestyles/
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/associate-diversity-development/
http://sustainabilityreport.delhaizegroup.com/PDF/about-our-report.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/about-our-report.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/about-our-report.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/about-our-report.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/about-our-report.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/about-our-report.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/assurance-statement.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
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*Note:  These links might not work properly on all browsers.

GRI Reference Disclosure 2014 Sustainability Report website links*

GOVERNANCE

G4-34 Governance Structure Partial Annual Report / Corporate Governance

G4-35 Delegating authority for economic, environmental, 
and social topics

Full Delhaize Group - Our Approach / Sustainability Governance & 
Management

G4-36 Executive level positions with responsibility for eco-
nomic, environmental and social topics

Full Delhaize Group - Our Approach / Sustainability Governance & 
Management

G4-37 Board: mechanisms for feedback Full Annual Report / Corporate Governance

G4-38 Board structure Partial Annual Report / Corporate Governance

G4-39 Chair/Executive Officer Status Full Annual Report / Corporate Governance

G4-40 Board: qualifications and expertise Partial Annual Report / Corporate Governance

G4-41 Conflicts of interest Partial Annual Report / Corporate Governance

G4-42 Board: role in developing values and missions Partial Annual Report / Corporate Governance

G4-43 Board: developing knowledge of economic, environ-
mental and social topics

Partial Annual Report / Corporate Governance

G4-44 Board: evaluating own performance Partial Annual Report / Corporate Governance

G4-45 Board: oversight of performance Partial Annual Report / Corporate Governance

G4-46 Board: review of effectiveness Partial Annual Report / Corporate Governance

G4-47 Board: oversight of performance Partial Annual Report / Corporate Governance

G4-48 Board: approval of sustainability report None

G4-49 Board: mechanisms for feedback Partial Annual Report / Corporate Governance

G4-50 Critical concerns: number and nature None

G4-51 Remuneration linkage Partial Annual Report / Governance / Remuneration Report

G4-52 Determining Remuneration Full Annual Report / Governance / Remuneration Report

G4-53 Board: mechanisms for feedback Partial Annual Report / Corporate Governance

G4-54 Ratio of highest paid individual to median per 
country

None

G4-55 Ratio of percentage increase in total compensation 
for highest paid to median pay for each country

None

G4-56 Values, Principles, Standards, Norms Full Guide for Ethical Business Conduct

G4-57 Internal and external mechanisms for seeking advise 
on ethical and lawful behavior

Full Guide for Ethical Business Conduct

G4-58 Internal and external mechanisms for reporting 
unethical or unlawful behaviour

Full Guide for Ethical Business Conduct

SPECIFIC STANDARD DISCLOSURES: ECONOMIC PERFORMANCE

G4-EC1 Direct economic value generated Full Annual Report / Segment Overview 
Data Table and Methodology / Social / Community Involvment

G4-EC2 Financial implications due to climate change Partial Group Performance / Zero Waste 
Carbon Disclosure Project 
Delhaize Group - Our Approach / Our 2020 Sustainability Strategy

SPECIFIC STANDARD DISCLOSURES: ENVIRONMENT

G4-EN3 Energy consumption Partial Data Table and Methodology

G4-EN5 Energy intensity Partial Data Table and Methodology

G4-EN15 Direct greenhouse gas emissions Partial Data Table and Methodology

G4-EN16 Indirect greenhouse gas emissions Partial Data Table and Methodology

G4-EN17 Other greenhouse gas emissions Partial Data Table and Methodology

G4-EN18 Greenhouse gas emissions intensity Partial Data Table and Methodology

http://annualreport.delhaizegroup.com/corporate-governance/
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#sustainability-governance-management
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#sustainability-governance-management
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#sustainability-governance-management
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#sustainability-governance-management
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://annualreport.delhaizegroup.com/corporate-governance/
http://delhaizegroup.com/en/CorporateGovernance/ComplianceandEthics/ComplianceandEthics2014.aspx
http://delhaizegroup.com/en/CorporateGovernance/ComplianceandEthics/ComplianceandEthics2014.aspx
http://delhaizegroup.com/en/CorporateGovernance/ComplianceandEthics/ComplianceandEthics2014.aspx
http://annualreport.delhaizegroup.com/performance/segment-overview/
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://sustainabilityreport.delhaizegroup.com/group-performance/delhaize-group-performance/zero-waste/
https://www.cdp.net/en-US/Pages/HomePage.aspx
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#strategy
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
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Why we report

Reporting has been a valuable internal tool for driving and managing the performance of our 
Group Sustainability Strategy since 2008. This most recent report, covering the results in 2014, is 
published online on the 28th of May, 2015.

Outside the business, the report has created a strong platform for engaging stakeholders, enabling 
them to hold us accountable for our targets and commitments. It’s also one of the ways we live up 
to our Group values – particularly integrity, determination and humility.

About the 2014 report

The 2014 report presents the progress Delhaize Group and its operating companies made on their 
journey to Supergood.

As was the case for 2013, the report features an overall Group summary report and individual 
reports for each of our 6 operating companies. This format makes it easier for readers to find the 
information that is of particular interest to them.

To achieve Supergood, we have prioritized 4 focus areas that reflect our company’s material issues: 
sustainable private brands, zero waste, healthy lifestyles and associate diversity and development. 

We have 14 Group-wide goals for 2020, as well as individual goals for each operating company, 
within these 4 focus areas. We report on the progress against goals both at Group and individual 
operating company levels.

In the case studies section we highlight projects that demonstrate how our journey to Supergood 
happens on the ground in our operating companies. 

We are interested to hear your thoughts on the report, so if you have any questions or comments, 
please get in touch by emailing sustainability@delhaizegroup.com.

ABOUT OUR REPORT

SUSTA INAB I L I TY  PROGRESS  REPORT  2014

http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#strategy
http://sustainabilityreport.delhaizegroup.com/group-performance/
http://sustainabilityreport.delhaizegroup.com/local-performance/
http://sustainabilityreport.delhaizegroup.com/case-studies/
mailto:sustainability%40delhaizegroup.com?subject=
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Reporting year

Unless otherwise stated, all data and activities mentioned are for the year 2014. Our data table 
provides an overview of the last 3 years of performance against key performance indicators on 
our Group’s journey to sustainability. 

Scope

This report covers Delhaize Group, including individual operating companies. The scope for our 
quantitative data can be found here.

Economic performance

This is covered in detail in our Annual Report. 

Report structure and materiality

This report is structured around our 2020 Sustainability Strategy. It covers the most material chal-
lenges for our business, which are defined in our Materiality section.

Global Reporting Initiative (GRI)

We used, for the first year, the GRI G4 guidelines as a basis for determining relevant content and 
metrics. This report contains General Standard Disclosures and some Specific Disclosures from the 
GRI G4 Guidelines. A GRI Cross-Reference Table can be found here. 

Information integrity

Our full 2014 data is available here.

Delhaize Group management is responsible for all aspects of this report. With the assurances detailed 
below, we believe it is a fair and accurate representation of our 2014 Sustainability performance.

EY provided limited assurance to a selection of key performance indicators. The EY assurance 
statement can be found here. 

http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://annualreport.delhaizegroup.com/
http://www.delhaizegroup.com/en/Sustainability/OurApproach.aspx#our-material-issues
http://sustainabilityreport.delhaizegroup.com/PDF/gri-table.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/data-table-2014.pdf
http://sustainabilityreport.delhaizegroup.com/PDF/assurance-statement.pdf
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Caution concerning forward-looking statements

All statements that are included or incorporated by reference in this annual report or that 
are otherwise attributable to Delhaize Group or persons acting on behalf of Delhaize Group, 
other than statements of historical fact, which address activities, events or developments 
that Delhaize Group expects or anticipates will or may occur in the future, including, without 
limitation, statements regarding Delhaize Group’s 2020 and “Supergood” strategies and 
related aspirations and goals, as well as the anticipated benefits of these strategies, are 
“forward-looking statements” within the meaning of the U.S. federal securities laws that 
are subject to risks and uncertainties. These forward-looking statements generally can be 
identified as statements that include phrases such as “believe,” “project,” “target,” “predict,” 
“estimate,” “forecast,” “strategy,” “may,” “goal,” “expect,” “anticipate,” “intend,” “plan,” “fore-
see,” “likely,” “will,” “should” or other similar words or phrases. Although Delhaize Group 
believes such statements are based on reasonable assumptions, actual outcomes and 
results may differ materially from those projected. Accordingly, all forward-looking state-
ments should be evaluated with the understanding of their inherent uncertainty. Important 
factors that could cause actual results to differ materially from expectations of Delhaize 
Group include, but are not limited to, risks and uncertainties described in the most recent 
Delhaize Group annual report as well as in Delhaize Group’s most recent Annual Report 
on Form 20-F and other filings made by Delhaize Group with the U.S. Securities and Ex-
change Commission. Delhaize Group undertakes no obligation to update forward-looking 
statements, whether as a result of new information, future developments or otherwise, 
and disclaims any obligation to do so.

CDP reporting

Since 2010, we have reported our greenhouse gas emissions data to CDP. This data is indepen-
dently assured (see paragraph above). 

In 2013, we added reporting on forest risk commodities to CDP as well. 

https://www.cdp.net/en-US/Pages/HomePage.aspx
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Contact

If you have any feedback or questions on this Sustainability Progress Report, please contact us at: 
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Group Support Office:
Delhaize Group 
Square Marie Curie 40 
1070 Brussels 
Belgium 
Tel: +32 2 412 22 11 - Fax: +32 2 412 22 22

http://www.delhaizegroup.com
Company number: 0402 206 045

Delhaize Brothers and Co. “The Lion” 
(Delhaize Group) SA is a Belgian company formed 
in 1867 and converted into a limited company on
February 22, 1962.
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About the people included in the pictures in this report
Most of the people portrayed in the pictures in this Sustainability Progress Report are our associates or our associates’ 
family members. 
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