


We’ve been pioneers in recycling in Europe for more than 30 years. 
Now, across the Group, we’re increasing our eff orts to reduce our 
waste and costs by introducing a range of initiatives, from biode-
gradable packaging to reusable shopping bags.

Wasting less, 
recycling more 

planet
healthier

Hannaford increased the 
demand for its reusable bags by 
more than 10 times in 2007.

Alfa-Beta created Europe’s fi rst private can recycling facility in 1974.

95%
In 2008, 95% of 
Hannaford’s stores in 
 Massachusetts will 
 compost food.

COMMITMENT

Bags of Ideas

From Indonesia to Europe and the U.S., the battle to  ban-
ish the supermarket plastic bag is gathering pace.

Plastic bags are not only an eyesore and a threat to wildlife 
when discarded improperly; they also consume large quanti-
ties of hydrocarbons. On average 11 barrels of oil are required 
to produce one ton of plastic bags. To make matters worse, it 
takes about 1,000 years for a plastic bag to decompose natu-
rally, compared to just one month for a paper bag.

Here’s a round-up of some of our initiatives to make plastic 
bags history:

 Delhaize Belgium stopped providing free plastic bags on 
July 1, 2007. Instead, customers can either buy a reus-
able “green” sack or purchase disposable, compostable 
bags made from potato- and maize-fl our derivatives. 
Th e switch from plastic to reusable and recyclable alter-
natives will reduce the company’s use of plastic by around 
700 tons a year. In 1994, Delhaize Belgium was the fi rst 
supermarket in the country to off er reusable shopping 
bags; 

 Alfa-Beta has also introduced biodegradable bags in 
Greece, while both Mega Image in Romania and Lion 
Super Indo in Indonesia have recently launched reusable 
bags; 

 Hannaford increased the demand for its reusable bags by 
more than 10 times, displacing around 18 million plas-
tic bags in 2007, by expanding its range of reusable bags 
and off ering free bags at new store openings. In 1990, 
Hannaford fi rst off ered reusable bags and created a fi nan-
cial rebate on customers’ shopping bills when they bring 
their own bags; 

 Bloom introduced reusable bags in 2004 and Bottom 
Dollar Foods stores have off ered reusable bags since 
2005. Food Lion introduced reusable bags in all its stores 
in April 2008.

During 2007, the Group’s companies dispensed 2.3 billion 
non-reusable plastic bags. Th is equates to 2.68 plastic bags 
for every customer transaction in our stores, on average. 
In 2008, we will continue to apply initiatives that push 
down our use of non-reusable bags at check-out.
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“The challenge is developing a cost-
effective way to recycle biodegradable 
packaging. It will not naturally decompose 
rapidly.”
Jonathan Martens, Environmental Expert at Delhaize Belgium

Packed with Biodegradable Benefi ts

An award-winning initiative at Delhaize Belgium has made 
biodegradable packaging an everyday experience for mil-
lions of our customers.

Since 2006, the company has been off ering a growing number 
of its fresh, private label products in biodegradable packa-
ging made from potato- and corn-fl our derivatives, including 
nearly all the products served at its delis, as well as various 
vegetables and meats, such as tomatoes and poultry.

So far, Delhaize Belgium has served over 20 million items 
in biodegradable packaging, reducing its use of traditional, 
hydrocarbon plastics by more than 180 tons and earning it 
the 2007 Bioplastics Award. Th e packaging is also lighter, 
cutting transport costs and fuel emissions.

“Th e challenge is developing a cost-eff ective way to recycle this 
type of packaging,” says Jonathan Martens, Environmental 
Expert at Delhaize Belgium. “While the packaging is biode-
gradable, it will not naturally decompose rapidly: it has to be 
industrially recycled. Various solutions are being explored.”

In 2008, the company will be putting certain fruits in recy-
cled cardboard trays and training its buyers to purchase more 
environmentally friendly packaging, among other eff orts.

Can-Do Approach to Recycling

Since Alfa-Beta created Europe’s 
fi rst private recycling facili-
ty for cans as far back as 1974, 
the company has been expand-
ing its recycling program – and 
inspiring our other companies 
to make equally impressive 
advances.

Alfa-Beta now has recycling 
facilities at 28 of its stores, en-
abling customers to recycle seven diff erent 
materials, from glass and paper to white metals 
and batteries. Better still, customers gain loyalty 
points or have the option to make a donation of the cash 
equivalent to charity when they drop off  their waste at one 
of these facilities. In 2007, the company recycled over 5 mil-
lion kilos, predominantly paper, plastic and white metals. It 
is also the only company in Greece to have been awarded the 
Ministry of the Environment and Works certifi cation. 

Further north, Mega Image is the only company in Romania 
with recycling centers for batteries, while Delhaize 
Belgium has been a member of Fost Plus, Belgium’s 
lead recycling body for household packaging, since 
the organization started in 1994. Supported by 
Fost Plus activities, Belgium has the highest recy-
cling rate in Europe of over 90%, boosted by 
numerous initiatives from Delhaize Belgium. 
Around 70% of the company’s wine, for exam-
ple, is sold in reusable bottles. 

Across the Atlantic, Sweetbay and our other 
companies have extensive recycling programs, 
including composting waste vegetables and 
fruits. In 2008, 95% of Hannaford’s stores 
in Massachusetts will compost food waste, 
bringing the total number of stores compost-
ing to more than 40%. Th e company will also 
more than double the number of stores off ering 
its smart Clynk Drop n’ Go recycling facility for 
bottles and cans to 20 of its stores. With Clynk 
Drop n’ Go, customers swipe a card at the recy-
cling point, drop off  their bag of cans and bot-
tles, and their card is credited with money that 
they can use in the stores or donate to charity. 

During 2007, the Group recycled 45%* of 
its 341,000 tons* of waste.

* excluding Alfa-Beta and Lion Super Indo.

45% Number of non-reusable carrier 
bags per store transaction

Group* U.S. Belgium

2006 3.1 3.2 2.9

2007 2.9 3.2 2.4

*excluding Alfa-Beta and Mega Image

Delhaize Belgium offers a number of products in biodegradable 
packaging.

Additional Information Additional Information

Number of reusable carrier 
bags distributed 
at Delhaize Belgium

2006 2,850,000
2007 6,929,000

Key Performance Indicator

packaging. It will not naturally decompose
rapidly.”
Jonathan Martens, Environmental Expert at Delhaize Belgium
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approach
CR

Strategy

Our approach to CR is based on the belief that we maintain 
the ability to respond to diff erent local customs and opera-
ting environments. Th is allows our local operating compa-
nies the fl exibility to establish the appropriate CR priorities 
and adapt their communication to the local markets and 
stakeholders. However, we also identify best practices at our 
operating companies and replicate them across the Group, 
building a group-wide approach to CR that is consistent with 
our decentralized organizational model, “Global Strength, 
Local Expertise”. Th is has allowed our operating companies 
to keep a strong local identity to optimally serve their cus-
tomers while benefi ting from the strength of a large interna-
tional Group and the know how of sister companies. 

Th e result of this approach is that we have existing local CR 
strategies in our operating companies, enhanced at group-
level by our three priorities and the lever “Good Citizenship” 
integrated into our strategic grid. Moving forward, we have 
installed cross-company working groups around the prior-
ity themes to help us refi ne and strengthen our strategy and 
goals. In the future, this should result in additional forward-
looking commitments. 

First Report

For several years, however, we have reported on CR related 
topics in our Annual Report. A separate report on CR 
issues at this point responds more thoroughly and directly 
to the current needs of our stakeholders. For this initial CR 
report, we have focused on our priorities and also provide 
an overview of the key CR initiatives of our local activities. 
Over time, we will develop and further expand the report by 
a continued assessment of material issues taking all our key 
stakeholders into account. 

We have identifi ed a set of Key Performance Indicators 
(KPIs) that cover the most material issues for our Company. 
Where we could not aggregate data, the numbers in the 
report are given by local operating company. Additional indi-
cators will be further developed and supported by a standard-
ized platform for collecting data.

Process and Priorities

What we now call CR has been integrated in our daily 
work for decades. In 2004, the Delhaize Group Executive 
Committee formalized and coordinated our CR initiatives 
by deciding to focus the Group CR strategy in the future 
on three priorities where all operating companies strive to 
become industry leaders:

 Food Safety and Health

 Associate Development

 Energy Conservation

Th is was followed by the decision of the Executive Committee 
to publish our fi rst CR report in September 2008. 
When deciding the content of the report, we took into 
account priorities for the Group, our stakeholders, and our 
local and international business positions. Th e GRI guidelines 
were used for general reporting principles and guidelines. 
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corporate 
   governance
Our

Excellence in Corporate Governance and superior perfor-
mance go hand in hand. Delhaize Group adopted a Corporate 
Governance Charter describing the Corporate Governance 
framework in which it operates. Delhaize Group upholds 
high standards in Corporate Governance and continues to 
monitor best practices as they evolve. Below are a few exam-
ples in this matter: 

 11 of 12 members of its Board of Directors are considered 
to be independent according to the Belgian Company 
Code, the Belgian Corporate Governance Code and the 
New York Stock Exchange Rules;

 Comprehensive nomination procedures and qualifi ca-
tion criteria are used for Director candidates; 

 Th e Board is composed of members with a wide variety 
of experiences and expertise;

 Th e functions of Chairman of the Board of Directors 
and Chief Executive Offi  cer are separated;

 Th e Board and the Committees of the Board regularly 
assess their performance; 

 A large part of the compensation of the executive mana-
gers is variable and linked to the Company’s perfor-
mance, with well over half of the total compensation 
tied to performance assigned to CEO Pierre-Olivier 
Beckers; 

 Shareholders are given the opportunity to vote on the 
stock option plans under which options are granted to 
the members of the Executive Committee; 

 Since 2004, Delhaize Group has applied an exten-
sive Code of Business Conduct and Ethics to all its 
associates; 

 Delhaize Group has a process through which associates 
can report questionable accounting, internal accounting 
controls or auditing matters anonymously, without fear 
of retaliation; 

 Delhaize Group adopted a policy governing securities 
trading with strict trading restrictions that apply to per-
sons having access to material non-public information;

 Delhaize Group is strongly committed to pro-active and 
transparent communication with its shareholders, as 
shown by the regular external recognition the Group has 
been receiving for its investor relations program. 

For more information about Corporate Governance at 
Delhaize Group, please consult its Corporate Governance 
Charter and the Corporate Governance Chapter in its last 
Annual Report (www.delhaizegroup.com).
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review statement
BSR

Delhaize Group has asked Business for Social Responsibility 
(BSR) to review its 2007 Corporate Responsibility (CR) 
report. It is important to note that BSR has provided advice 
to Delhaize Group throughout the creation of this report. 
Delhaize Group has been a BSR member company since 
2007. In this review, we provide our assessment of Delhaize 
Group’s fi rst CR report. Our review neither verifi es nor 
expresses an opinion on the materiality, accuracy or com-
pleteness of the information provided in this report. 

We applaud Delhaize Group for having taken the important 
step of issuing its fi rst ever CR report, increasing transpar-
ency and allowing its stakeholders to better assess the com-
pany’s social and environmental performance. Over the last 
year, Delhaize Group went through a comprehensive process 
to identify key performance indicators and other important 
CR metrics. Th us, the report provides readers with a large set 
of data on the company’s current and past performance in the 
most critical social and environmental areas.

We believe that the future commitments and targets in the 
report gives readers a good sense of which steps Delhaize 
Group intends to take in the next few years on its way to a 
global CR strategy and management system. We found the 
report to be well written and easy to understand, even for an 
audience not already familiar with the company or the food 
retail industry.

In the Group’s next CR report, we would like to see a more 
balanced approach to discussing the company’s overall CR 
performance. While a good number of key performance met-
rics are presented, the report should discuss in more detail 
areas of weakness and opportunities for improvement. While 
many of the programs at Delhaize Group’s operating com-
panies have contributed to improved performance in many 
areas, Delhaize Group’s next report should provide more 
overall context on the challenges it faces in improving its 
social and environmental performance.

In next year’s report, we look forward to seeing Delhaize 
Group report on the progress made on developing a global 
CR strategy. We were pleased to see future commitments for 
improvements in CR management and performance in the 
report and we expect to see Delhaize Group deliver on these 
commitments in the coming years. 

Faris Natour
Director, Advisory Services
Business for Social Responsibility

June 9, 2008
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cross-reference 
GRI

This index is based on the 
Global Reporting Initiative 
(GRI) Standard Disclosures 
and Reporting Principles, ver-
sion 3 (G3). Full indicator 
headings and further infor-
mation on compliance and 
disclosure can be found at 
www.globalreporting.org.

 GRI Reference Disclosure Page

Vision and Strategy 

1.1 Chairman and CEO’s statement full 4-5

1.2 Key impacts, risks, and opportunities full 4-5, 46

Organizational Profile

2.1 Name of the organization full 2-3

2.2 Primary brands full 2-3

2.3 Operational structure full 2-3

2.4 Location of headquarters full 2, IBC

2.5 Countries of operation full 3

2.6 Nature of ownership and legal form full 2

2.7 Markets served full 2-3

2.8 Scale of the organization full 2-3, AR

2.9 Significant changes in operation n/a

2.10 Awards received full 4-5, 6-7, 24-25, 28, 43

Report Parameters

3.1 Reporting period full IFC

3.2 Date of most recent previous report n/a

3.3 Reporting cycle full IFC

3.4 Feedback full IFC

3.5 Defining content partial IFC

3.6 Boundary of the report full IFC, 46

3.7 Limitations on report scope full IFC, 46

3.8 Subsidiaries full IFC

3.9 Data measurement techniques partial 46

3.10 Restatements n/a

3.11 Significant changes in scope and methods n/a

3.12 GRI content index full 50-51

3.13 Assurance statement full IFC, 49

Governance, Commitments and Engagements

4.1 Governance structure full 47-48

4.2 Chair/executive officer status full 47-48

4.3 Board structure full 48, AR

4.4 Board: mechanisms for feedback full 48, AR

4.5 Remuneration linkage full 48, AR

4.6 Conflicts of interest full AR

4.7 Board: qualifications and expertise full AR

4.8 Code of ethics full 48, AR

4.9 Board: oversight of performance partial 47, AR

4.10 Board: evaluating own performance full AR

Commitments to External Initiatives

4.11 Precautionary principles none

4.12 External charters or initiatives endorsed none

4.13 Memberships in industry associations partial 17, 19, 21, 21, 36, 39, 41

Stakeholder Engagement

4.14-4.17 none

Profile
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table
 GRI Reference Disclosure Page

Economic performance 

EC1 Economic profile full 2-3, AR

EC6 Local suppliers: practices and spending full 20-21

Management approach, EC2-EC5, EC7 –EC8 none

Environmental performance 

EN3, EN5, EN6 Energy usage full 36-39

EN8 Water consumption full 37

EN18 Reduction of greenhouse gas emissions full 40-41

EN22 Waste full 43

EN26 Environmental impacts of products and services partial 20-21

EN29 Environmental impacts of transporting products full 40-41

EN1-EN2, EN4, EN7 n/a

Management approach, EN9-EN17, EN19-EN21, EN23-EN25, EN27, EN28, EN30 none

Labor practices and Decent Work Performance 

LA1 Employment data full 28-31, AR

LA2 Employee turnover full 31

LA3 Benefits partial 31

LA8 Prevention regarding serious diseases full 24-27

LA10 Average hours of training per associate full 31

LA11 Skills management and lifelong learning partial 30-31

LA12 Performance and career development reviews partial 31

LA13 Workforce diversity full 28-29, AR

Management approach, LA4-LA7, LA9, LA12, LA14 none

Human Rights Performance 

Management approach, HR1-HR9 none

Society Performance

Management approach, SO1-SO9 none

Product Responsibility Performance

PR1 Customer product safety assessments full 18-19

PR2 Non-compliance partial 19

PR3 Product information requirements full 12-13, 18-19

Management approach, PR4-9 none

Management Approach & Performance Indicators

AR Annual Report

IFC Inside Front Cover

IBC Inside Back Cover

n/a not applicable
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glossary
Carbon Footprint – A measurement of the amount of green-

house gases produced, measured in units of carbon, for a given 

activity or process. Companies are increasingly measuring the 

carbon footprint of their operations and of particular products. 

Celiac Disease – An auto-immune disorder of the small intes-

tine that occurs in genetically predisposed people. Symptoms 

include chronic diarrhea, failure to thrive (in children), and 

fatigue. Celiac disease is caused by a reaction to a gluten protein 

found in wheat (but also in other cultivars as barley and rye), 

leading to an infl ammatory reaction in the bowel tissue and 

interference with nutrient absorption. Th e only eff ective treat-

ment is a lifelong gluten-free diet.

CFC – Chlorofl uorocarbons are chemical products contain-

ing chlorine, fl uorine and carbon, but no hydrogen. Th ey were 

formerly used widely in industry, for example as refrigerants 

and cleaning solvents. Th eir use has been regularly prohibited 

because of eff ects on the ozone layer. Th ey are also powerful 

greenhouse gases.

HCFC – Hydrochlorofl uorocarbons are chemical products 

containing chlorine and fl uoride as well as hydrogen, which 

makes them less stable and thus less harmful to the ozone layer 

than CFCs.

HFC – Hydrofl uorocarbons are products containing fl uoride 

and hydrogen, but no chlorine or bromide, and thus not harm-

ful to the ozone layer.

Cold Chain – A temperature-controlled supply chain. An unbro-

ken cold chain is an uninterrupted series of storage and distribu-

tion activities which maintain a given temperature range.

Compostable Packaging – Packaging that under proper condi-

tions can be degraded to the point living organisms can metabo-

lize them.

Commodities – Goods which are supplied without a signifi cant 

qualitative diff erentiation across diff erent markets. For many 

commodities there are global prices, and these can fl uctuate 

daily based on supply and demand. Examples of food commodi-

ties include basic products such as sugar, coff ee beans, soybeans, 

rice and wheat.

CR – Corporate Responsibility is the achievement of com-

mercial success while meeting and exceeding the ethical and 

legal expectations that society has for business in terms of its 

impact on the environment, civil society, and the social fabric 

of communities. Business does this through the integration of 

economic, environmental and social objectives into its decision 

making processes. 

Energy Star – Energy Star is a joint program of the U.S. 

Environmental Protection Agency (EPA) and the U.S. 

Department of Energy that identifi es, promotes, and provides a 

label for energy effi  cient products and practices. 

Fair Trade – Trading partnership based on dialogue, transpar-

ency and respect, aimed at fostering increased fairness in interna-

tional trade. Fair Trade contributes to sustainable development 

by off ering optimal trade conditions to disadvantaged producers 

(essentially in the countries of the southern hemisphere) .e.g. by 

paying a fair price for the goods they produce and by protec-

ting their rights. (Defi nition by the FLO, Fair Trade Labeling 

organization)

Greenhouse Gases – Gases that when accumulated in the atmo-

sphere in suffi  cient quantity can have an eff ect on the earth’s tem-

perature regulating processes. Industrially produced greenhouse 

gases add to the natural greenhouse gases in the atmosphere. 

Carbon dioxide is the most important greenhouse gas.

GRI – Th e Global Reporting Initiative is a multi-stakeholder 

network that pioneered the development of a widely used 

sustainability reporting framework (Sustainability Reporting 

Guidelines) that sets out the principles and indicators that 

organizations can use to measure and report their economic, 

environmental, and social performance. As such, it provides 

stakeholders with a universally-applicable and comparable 

framework that helps understand company CR reports. 

ISO 9001 Certifi cation – ISO 9000 is a family of stan-

dards maintained by the International Organization for 

Standardization that represents an international consensus on 

good quality management practices. ISO 9001 is the standard 

in this series that provides a set of standardized requirements for 

a quality management system and is the only standard in the fa-

mily against which organizations can be certifi ed.

LEED – Th e Leadership in Energy and Environmental Design 

rating system is a third-party certifi cation program for the design, 

construction and operation of high performance green build-

ings. It encourages and accelerates the adoption of sustainable 

green building and development practices through the creation 

and implementation of universally understood and accepted 

tools and performance criteria. (www.usgbc.org)

Marine Stewardship Council – Th e MSC is a global, non-

profi t organization whose role is to recognize, via a certifi cation 

program, well-managed fi sheries and to harness consumer pre-

ference for seafood products bearing the MSC label of approval.

Materiality – Th e process of identifying a company’s most sig-

nifi cant economic, environmental, and social impacts by ranking 

them in accordance with criteria both external and internal to 

the company. Information and indicators in a CR report should 

cover a company’s most material impacts.

Natural Foods – Foods that are minimally processed. Natural 

foods do not include ingredients such as refi ned sugars, refi ned 

fl ours, milled grains, hydrogenated oils, sweeteners, food colors, 

or fl avorings.

Organic Farming – Farming methods that are intended to 

reduce the impact of agricultural production on the natural 

environment by forgoing the use of pesticides, herbicides, and 

antibiotics and employing practices that enhance biological 

cycles and soil biological activity. 

Ozone Depleting Substances – Substances that weaken the 

ozone layer (making it thinner and causing a “hole” at the polar 

regions) that protects the planet from harmful UV sunlight. 

Ozone particles are destroyed by the halogen atoms chlorine and 

bromine. Th ese atoms come from ozone depleting substances, 

emitted from the earth and broken down higher up in the strato-

sphere. CFCs are the most harmful ozone depleting substances.

Private Label Product – Refers to a product that is labeled 

with the retailers’ name or with a brand name created exclusively 

by the retailer, but is manufactured or provided by supplier 

companies.

Renewable Energy – Th e production of energy based on the 

use of resources that are regularly renewed through natural pro-

cesses; these resources include solar, wind, biomass, hydrogen, 

geothermal, ocean, and hydropower. 

Saturated Fats – Most oft en of animal origin, saturated fats 

are characterized by fatty acid chains that cannot incorporate 

additional hydrogen atoms (in “unsaturated” fats hydrogen can 

still bind to the molecule). An excess of these fats in the diet is 

thought to raise the cholesterol level in the bloodstream.

Stakeholders – Stakeholders are organizations or individu-

als that either aff ect or are aff ected by a company’s activities 

and delivery of products and/or services. As such, stakehold-

ers are positioned to impact (both positively and negatively) 

a company’s ability to implement its strategies and achieve its 

objectives. Stakeholders include associates, customers, inves-

tors, government entities, media, NGOs (Non Governmental 

Organizations), suppliers, shareholders, and unions. 

Sustainable Agriculture – An integrated system of agricul-

tural production that protects and conserves the environment, 

provides a fair economic return to farmers, and contributes 

to the prosperity, social cohesion, and quality of life of local 

communities.

Sustainable Development – Sustainable development is that 

which “meets the needs of the present without compromising 

the ability of future generations to meet their own needs.” - 

(Defi nition by the Brundtveld Report, “Our Common Future”, 

1987, 43)

Trans Fats – A type of unsaturated fat with hydrogen atoms 

across from each other (in trans position). Trans fats are mainly 

created through an industrial process called ‘hardening’: liquid 

oils are altered to more solid fats by adding hydrogen atoms, 

making them more stable and extending their shelf-life. Th e con-

sumption of trans fats increases the risk of coronary heart disease 

by raising levels of cholesterol in the bloodstream.
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Registered Offi ce
Delhaize Group SA
Rue Osseghem 53
1080 Brussels - Belgium
Tel: +32 2 412 21 11 - Fax: +32 2 412 21 94

Company Support Offi ce
Delhaize Group
Square Marie Curie 40
1070 Brussels - Belgium
Tel: +32 2 412 22 11 - Fax: +32 2 412 22 22

www.delhaizegroup.com

CR Contact 

If you have any feedback or questions on this report, please contact us at 
corporate-responsibility@delhaizegroup.com

About the Paper Used in this Report 

To reduce the environmental impact, this report was 
printed on FSC certifi ed paper, proof of sustainable 
forest management. We strongly encourage the 
consultation of this report via our corporate website 
www.delhaizegroup.com.
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Company Information

Caution Concerning Forward-
Looking Statements

All statements that are included or incorporated by reference in this Corporate Responsibility 
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 limi-
tation, statements regarding programs to achieve goals for key performance indicators; meeting 
goals for key performance indicators; the expected benefi ts of achieving goals for key performance 
indicators; consumer demand for particular types of products or practices; future capital expendi-
tures; efforts to control or reduce costs, improve buying practices and control shrink; contingent 
liabilities; future consumer spending; expected competition; and business strategy, 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 identifi ed as statements 
that include phrases such as “believe”, “project”, “target”, “predict”, “estimate”, “forecast”, “stra-
tegy”, “may”, “goal”, “expect”, “anticipate”, “intend”, “plan”, “foresee”, “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 statements should be evaluated with the understanding of their 
inherent uncertainty. Important factors that could cause actual results to differ materially from ex-
pectations of Delhaize Group include, but are not limited to, those factors described in this report 
and in the Annual Report in the chapter entitled “Risk Factors” on page 56 and under Section B 
of Item 3 of Delhaize Group’s Annual Report on Form 20-F for the fi scal year ended December 31, 
2007, fi led with the U.S. Securities And Exchange Commission on June 27, 2008. Delhaize Group 
undertakes no obligation to update forward-looking statements, whether as a result of new infor-
mation, future developments or otherwise, and disclaims any obligation to do so.

Th e Report
For several years, we have included a summary of 
our Corporate Responsibility (CR) activities in 
our Annual Report. Given the growing interest 
of our stakeholders in this subject and the fact 
that CR is one of the three pillars of our business 
strategy, we are now producing our fi rst separate 
CR report. 
We are committed to publishing subsequent 
issues taking into consideration the input of our 
stakeholders to determine the frequency. 

Reporting Year
All information in the report refers to our per-
formance and activities during the calendar year 
of  2007, unless otherwise stated.

Scope
Th is report covers our CR performance for the 
Group, including its individual operating compa-
nies. All information in the report refers to 
Delhaize Group as a whole, unless otherwise 
stated.

Economic Performance
We refer to our Annual Report as the appropriate 
reporting document for our fi nancial perfor-
mance. In this report, the dollar sign ($) refers to 
U.S. dollars. 

Report Structure 
and Materiality
Th e report is structured around the three themes: 
“Products”, “People” and “Planet”. As an interna-
tional retail company, we deal with an extensive 
and evolving set of issues. In this report, we cover 
only those issues that we believe are most mate-
rial to our business and our stakeholder commu-
nity. Within the three themes of the report, we 
focus on the following priorities: food safety and 
health, associate development and energy 
conservation. 

We plan to continue to monitor existing and 
emerging issues and engage in dialogues on these 
issues with our stakeholders around the world.

Global Reporting Initiative
We used the GRI Standard Disclosures and 
Reporting Principles (version 3) as a reference in 
determining relevant content and metrics for this 
report. GRI sets out a standardized framework of 
principles and indicators that organizations can 
use to measure and report their economic, envi-
ronmental and social performance. More informa-
tion can be found on www.globalreporting.org. 
We have included a GRI cross-reference table on 
p. 50-51 to help readers fi nd GRI-related content 
and data. 

Information Integrity
Delhaize Group’s management is responsible for 
the preparation and integrity of the information 
of this report. We believe this CR report fairly 
represents our CR performance during 2007. 
However, there is no independent external verifi -
cation of this report. We plan to integrate inde-
pendent assurance in the future.

External Advisors
Business for Social Responsibility (BSR), a non-
profi t business association that works with cor-
porations and stakeholders to create a more just 
and sustainable global economy, has advised 
Delhaize Group on report content and metrics 
during the creation of this report. Delhaize 
Group has been a BSR member company since 
2007. 

Feedback
To help us improve and evolve our CR reporting 
and strategy, we plan to conduct comprehensive 
and constructive discussions with our stakehol-
ders. In the meantime, if you have any feedback 
or questions on this report, please contact us at 
 corporate-responsibility@delhaizegroup.com.
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