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The role of food retail 
supporting a shift to healthier 
and more sustainable diets



Γιατί.

Porque. Waarom.
Why. Pourquoi.
Public health issues and climate change are impacting the communities and 

businesses where our brands operate. As an international food retailer, we are in a 

great position to help tackle these global issues.



Which are the leading sustainability trends 
impacting our business?

Biodiversity and agricultural 
systems collapse

Climate Breakdown
Increasing action towards zero waste 

and circularity

Increasing pressures on global 
physical and mental health

Persistent and increasing inequality Shifting global supply chains Changing consumer attitudes



Leading 
in 
eCommerce

Leading in 
sustainable retailing: 

Proud member of DJSI 

150 years 

experience 
in food 
retailing 

top 10 
International
food retailer

Strong 
financial 
profile

Great 
Local

Brands

Weekly customer visits

>54m in stores

>20m online

Shopping 
anytime 
anywhere

Best 
Own BrandsDependable 

Value

Fresher & healthier

Sustainable

~7,000
stores

~380,000
associates

10
Countries

Local, 
Personal & 
Convenient



What.
O que. Wat.

τι. Quoi.
Enable customers to make healthier choices, expanding product transparency and 

eliminate waste.



AD’s Purpose & Values, 
supported by H&S



Our Healthy and 
Sustainable 
ambition

Healthier 
choices

Product
transparency

Eliminate
waste

Climate
impact

Workplace
safety

Human
rights

Product 
integrity

We commit to implement positive solutions to global health crises and climate change



Healthier choices

Ambition

Implement guiding systems for 

healthier products

We will enable healthier eating for customers and 

associates and provide healthier food in stores. 

We want to partner with them to help them live 

better.

Target
51% of our total own brand 

food sales from healthy 

products by 2022.



Product Transparency

Ambition
Using blockchain to make supply 

chain transparent

We will drive transparency about the where 

our fresh products come from and make 

the nutritional value of all products more 

transparent.

Target
More transparency by 2025 starting with 

fresh fruit and vegetables and then moving 

to the seafood and meat supply chains.



Eliminate food waste

Ambition

Using dynamic discount based on 

shelf life of products

We will reduce food waste, both inside our 

own operations and across our supply chain, 

together with customers and suppliers. 

Target
50% reduction of food 

waste in our operations by 

2030.



Eliminate plastic waste

Ambition

Increase recyclable, reusable and 

compostable options.

We will collaborate to create a circular 

economy for plastic - a system where plastic 

packaging does not become waste.

Target
All own brand plastic packaging 

reusable, recyclable, or compostable 

by 2025.



Evolving ‘the basics’ to manage 
risks and stay competitive

Climate impact

Workplace safety

Human rights

Product integrity



Climate impact

Ambition
Committed to TCFD and started journey 

to analyze climate impact on our 

company.

We have committed to science-based targets and 

will take action to support a low-carbon food 

system that secures healthy and sustainable diets 

for future generations.

Target
Reduce absolute emissions from our 

own operations (scope 1 and 2) by 50% 

between 2018-2030.

Reduce absolute emissions from 

our value chain (scope 3) by 15% 

between 2018-2030



Learnings from 
COVID-19 

Food retail is an essential business.

The crisis has abruptly brought to the fore weaknesses in 
our global health, economic and supply chain systems.

Health & Safety for customers and associates becomes 
increasingly important. Healthier eating and product 
sustainability is also more important.

We need to rethink our business and the value we create.



Questões?
Vragen? Des questions?

Pertanyaan? ερωτήσεις?
Questions?


