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Albertson’s Company Profile is published to present an easy-to-
read description of the Company, including certain core values,
objectives and performance highlights. The information con-
tained in Albertson’s Company Profile is not to be construed as
an offer to sell or a solicitation of an offer.
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Albertson’s, Inc.

Albertson’s, Inc., is one of the largest retail food-drug
companies in the United States. The Company operates
983 stores in 25 Western, Midwestern and Southern
states. Retail operations are supported by 11 Company-
owned distribution centers. Albertson’s is headquartered
in Boise, Idaho, and employs 100,000 people.
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0 1998 was the Company's 29th consecutive year of

increased sales and earnings.

On March 1, 1999, the Board of Directors increased the
regular quarterly cash dividend 5.9% to $0.18 per share
from $0.17 per share, for an annual rate of $0.72 per
share.

The Company has paid dividends on its common
stock for the last 39 years and has increased dividends
for 28 consecutive years.

Fortune® magazine recognized Albertson’s as one of
“America’s Most Admired Companies” in 1999—the fifth
consecutive year.
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Albertson’s, Inc.

o Stock symbol: ABS
o Listed on the New York and Pacific stock exchanges

o Options traded on the American and Philadelphia
stock exchanges

o Shares of common stock outstanding on
January 28, 1999: 245,697,363

o Fiscal year end: Thursday closest to January 31

o Annual Meeting of Stockholders:
10:00 a.m. Friday, May 28, 1999
Boise Centre on the Grove
850 Front Street
Boise, Idaho

o Fiscal 1999 (53-week year) quarter end dates:
April 29, 1999
July 29, 1999
October 28, 1999
February 3, 2000 (14-week quarter)
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Albertson’s, Inc.

Mission
Be “The Best Supermarket In Your Neighborhood” by
creating value through superior service, quality products
and one-stop shopping at our combination food-drug
stores.

Values

o Maintain integrity in all dealings at all levels of
the Company

o Have respect for all people
0 Promote teamwork
o Provide equal employment opportunities
o Use Company resources efficiently
Vision
o Be “The Performance Leader” in the retail food-drug
industry

o Offer fair, rewarding and challenging opportunities for
employees

o Be a price/quality leader in the items we sell
o Practice responsible corporate citizenship
o Demonstrate financial leadership

o Provide superior investment returns for our
stockholders

O
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Objectives

Open and operate a better neighborhood store
Utilize customer-focused marketing
Operate each store as if it were our only store

Price competitively with all food operators, both
traditional and non-traditional

Maintain the highest standards in food safety and
sanitation

Target comparable store sales increases of 2% above
inflation

Maintain approximately 8% annual increase in net retail
square footage

Target 15% annual earnings per share growth

Maintain one of the strongest balance sheets in the
industry

Maintain a cultural system that promotes ownership and
accountability

Maintain incentive systems and tracking systems at
retail and distribution levels

Invest in employee recruitment, training and retention
Encourage involvement in the communities we serve

Encourage an environment where the diverse
backgrounds and experiences of employees,
customers, suppliers and stockholders are appreciated
as major strengths

Utilize information and technology that allow the
Company to grow and prosper
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Diversity and Community Relations

Albertson’s is committed to responding to a multicultural,
diverse marketplace. Diversity strategies link employees,
customers, suppliers and stockholders to achieve desired
corporate values and business objectives. Managing
diversity in its many forms maximizes our ability to create
value through superior service, quality products and
one-stop shopping at our combination food-drug stores.

The Diversity and Community Relations Department
develops, coordinates and manages diversity outreach
initiatives. In April 1998 the Diversity Action Council (DAC)
was established to facilitate an exchange, and coordi-
nation, of diversity efforts among departments. The DAC
members are top executives representing the following
departments: Real Estate, Corporate Finance, Procure-
ment, Merchandising, Employee Development, Economic
Research, Public Relations and Governmental Affairs,
Marketing, Front End Systems, and Distribution.

Total Minority Employment*

(number of employees, in thousands)

The Diversity and Community Relations Department, in
conjunction with the DAC, recommends, promotes and
supports specific diversity projects to reinforce the
Company mission to be “The Best Supermarket In Your
Neighborhood.” Supporting that mission includes:

Employing a Diverse Workforce Albertson’s strives to
maintain a diverse workforce. The Company participates
in minority job fairs and college campus recruiting across
the country. Albertson’s stores work with schools, govern-
ment agencies and other organizations to hire and train
disabled employees. Employees range in age from 16 to
89. Our workforce of 100,000 employees is approximately
50% female and approximately 28% minority, as classified
by the Equal Employment Opportunity Commission.

Attracting Diverse Candidates The goal of our
Accelerated Management Development Program is to
attract new or recent college graduates into the retail
food and drug industry. The program seeks potential
leaders, with an emphasis on female and minority
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students. This fast-paced, 16-month training program is
designed to prepare trainees to become part of Albertson’s
retail management team. The trainees develop skills in

the areas of customer service, ordering, inventory control
and promotional sales planning, just to name a few.

Tailoring Stores to Serve Diverse Customers Specific
proactive diversity projects are identified to ensure that
customer needs and preferences are met. For example,
community relations activities are planned for selected
new store sites. Customer surveys are conducted,
particularly in urban markets, to develop marketing data
and identify store product and service preferences.
Female and minority entrepreneurs and companies are
utilized in Albertson’s construction and procurement
activities.

Partnering with Diverse Community Organizations
Albertson’s partners with community organizations,
churches and schools to build neighborhood alliances. For
example, Albertson’s collaborates with leading community
organizations to announce its career fairs, grand openings
and Company-sponsored events. Albertson’s advertises
products and employment opportunities in newspapers
and magazines that serve diverse markets.

Employee Career Development

Computer Guided Training Our store directors and
department managers interview and select employees for
their individual stores, as well as provide orientation and
skills training. New employees receive thorough and
consistent orientation, including customer service skills
and specific skills training, through Computer Guided
Training modules. These interactive multimedia computer
programs and printed training workbooks are combined
with traditional hands-on instruction to accelerate the
development of our entry-level employees. Orientation,
service deli, checker and courtesy clerk training modules
were in our stores as of year end. Produce, bakery, and
service seafood and meat programs are being completed
and will be introduced during fiscal year 1999.

Job Posting Program Our Companywide Job Posting
Program standardizes the way we notify employees of
available jobs in our stores. It gives employees at the
retail level an equal opportunity to apply for job openings.

Career Interest Survey Store employees may voluntarily
complete a Career Interest Survey, which enables
Albertson’s to identify the career interests of employees.
Employees who express a desire to advance their careers
are given information regarding future training programs
and requirements for management positions.

Career Advancement Program For qualified employees
who express an interest in supervisory and managerial
positions within our stores, our Career Advancement
Program (CAP) is the first step they take. The eight to
ten CAP classes teach them the necessary operational
and supervisory skills to run a department, including
in-depth food safety and sanitation training. In 1998 over
2,700 employees completed CAP classes.

Management Advisor Program This program is
designed to give store employees an opportunity to talk
informally about their career options and plans. Store
directors, identified as Management Advisors, are listed
on posters placed in our stores. These Management
Advisors receive training on employee career counseling.
Career counseling involves helping employees develop
their individual careers. For example, advisors share their
own career experiences and inform employees about
correspondence courses offered by Cornell University and
other training opportunities. Management Advisors also
suggest career enhancement tools, such as the various
books, videotapes and other educational materials found
in the Albertson’s Lending Library.
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Training Tomorrow's Leaders

Our rapid growth has fueled a tremendous need for more
managers, providing Albertson’s with the opportunity to

develop and advance employees from within the Company.

Several management development programs identify and
train future management leaders.

Store Director Training Selected department managers
participate in Store Director Training to ready themselves
for the highest store-level position. Training time is spent
with other department managers, store directors and
division office employees. Participants also attend a week-
long Supervisory Skills Center at Albertson’s corporate
headquarters, where selected corporate personnel teach
them essential management skills. In 1998, 162 depart-
ment managers participated in Store Director Training.

Division Management Training Store directors and
department managers who have shown the ability and

are interested in division office management positions are
selected for this training. Their management skills are
assessed, and they are given a self-development plan.
These individuals also work with division personnel to
learn the technical side of management positions. In 1998
we had 632 division management trainees.

Management Leadership Training Store directors,
assistant division sales managers and distribution center
managers who have demonstrated exceptional job
performance and aspire to higher positions participate in
this intensive 11-week program. It includes traveling with
corporate vice presidents to several divisions and
distribution centers.

Diversity Training Management employees participate
in a 1Y/2-day diversity training course. The course focuses
on managing individual and cultural diversity in a way that
will contribute to the continued success of the Company.
Newly promoted managers also participate in this course.

Sexual Harassment Prevention Training This
important program gives our managers, key persons and
management trainees the tools to respond to sexual
harassment in the workplace. Through videos and
interactive training, they learn to recognize the different
types of sexual harassment and what actions they can
take to prevent and resolve these situations.

Employee Communications

The Company uses several communication tools to reach
stores, offices and distribution centers.

Albertson’s Today Published every six weeks, this
employee newsletter contains Company news and
recognizes outstanding employees.

Team Albertson’s Success Stories This quarterly video
showcases the best creative sales and service ideas
from across the Company. Our stores are encouraged

to use home video cameras to record their own special
promotions. The best tapes are selected and edited for
Success Stories, along with customer service stories and
a message from management.

Managing This quarterly newsletter is filled with advice
for managers on how to get the best from themselves
and their employees. It also shares ideas sent in by
individual managers on how they handle various manage-
ment challenges.

Number of Employees
by Role

92.5%
92,500
Retail
Operations

6.0%
1.5% 6,000
1,500 Distribution
Administrative Operations
Support
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Albertson’s realizes that being “your store” includes
actively participating in the communities we serve.
Neighborhood needs are as diverse and broad as our
operating areas. Last year, Albertson’s donated over
$7.6 million in cash and in-kind donations to help meet
community needs. And that doesn't count the donations
of money, time and talent our employees individually
chose to make to their favorite charities.

Albertson’s history of supporting local communities and
youth activities dates back to our founding in 1939 and
has earned us a reputation of meeting more than just
customers’ grocery needs. Company founder Joe
Albertson’s generosity touched a great many lives. Joe's
leadership provided the necessary guidance to instill in
Albertson’s the importance of being involved in the
communities we serve. His legacy of partnership and
community responsibility continues to inspire Albertson’s
to be a leader and a friend in each community we serve.
This has created a spirit we call Team Albertson’s.

Team Albertson’s Cares

During 1998 thousands of Team Albertson’s members
volunteered in and supported hundreds of communities,
conducting store tours, helping local non-profit organi-
zations, and coordinating gift drives for children and
others in need. Albertson’s enthusiastic employees provide
support to our communities not only in their official
capacity as Albertson’s representatives but also on an
individual basis. Our insightful and talented team members
continually find new ways to demonstrate, individually and
as a group, the meaning of Team Albertson’s.

One Team Member at a Time Essex Webb, Store
Director at Store #2250 in Wichita, Kansas, knows his
neighborhood and makes taking care of the community
part of his everyday responsibilities. He takes the Team
Albertson’s philosophy quite seriously by seeking to know
what affects his customers and employees.

When Essex visited the La Familia Senior Community
Center, which serves the community’s retired seniors, he
quickly noticed an opportunity to brighten the seniors’
mornings. Every Thursday and Friday, Albertson’s provides
the seniors with breakfast rolls and French bread. Through
interaction with the center, Essex found a new Team
Albertson’s member, the daughter of one of the center’s
patrons. She now works in the store’s bakery.

In the midst of bad flooding in Wichita, St. Jude Catholic
School was to hold its annual Fun Night. Essex didn't let
a little water get in the way of the commitment he had
made. The store catered the event and helped make it a
tremendous success. The school’s principal wrote: “I had
no idea that your store would be so giving. The donations
made by the store were overwhelming and allowed for the
participants of Fun Night to enjoy not only the booths we
had set up, but dinner as well.”

Team Efforts Over 950 families in La Plata and
Archuleta counties in Colorado have two members of
Team Albertson’s to thank for helping make their
households safer for their infants and toddlers. The thanks
go to Terri Sickler, Store Director, and Chris Redding,
General Merchandise Manager, both from Store #801 in
Durango, Colorado.

Team Albertson’s responded to a call from Colorado
Action for Healthy People to assist with their Early
Childhood Injury Prevention Project—a program seeking
to reduce household injuries among infants and toddlers
up to three years old. Our store makes risk reduction
devices for safety kits—such as Ipecac, safety latches
and door knob covers—available at cost. These kits are
assembled at the store and then distributed at elementary
schools in the community.

Five Albertson’s stores in Arizona partnered with Westside
Food Bank and the Kids Café to “raise dough” to feed
hungry children. The stores and their customers donated
2,247 loaves of French bread. Bill Ennis, Executive
Director of Westside Food Bank, wrote: “It is very
gratifying to know that your store personnel are closely
involved in community activities and are aware of the
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problems of low income families in the area. Only with
the help of concerned friends, such as yourselves, can
Westside Food Bank fulfill our mission of helping needy
people feed their families.”

Partnering with Communities to Face Disaster
Head-On Albertson’s partners with its communities to
help residents face emergencies and natural disasters.
Community members have come to rely on Albertson’s
reputation of being there to help. From Albertson’s Brands
products provided to affected communities in the wake

of hurricane Georges to truckloads of water delivered to
the communities of Del Rio and Laredo, Texas, during
extensive flooding, Albertson’s is a faithful partner in times
of need.

When a fire broke out in Medford, Oregon, destroying a
mill, nearly 500 community members were left jobless.
When concerned Albertson’s Checker Gary Wise requested
assistance, Store Director Donald Lubonski and staff and
the Oregon division office quickly committed to help.
Families displaced by the fire were mailed a voucher for
a 25% discount on groceries. A letter from the Jackson
County Board of Commissioners commended Gary’s
conduct, stating: “This kind of act by one of your clerks
speaks volumes about Albertson’s as a community
partner.”

Fighting Against Hunger Hunger is an unhealthy reality
our nation faces. Team Albertson’s is committed to
meeting increased food needs and to fighting against
hunger. Our distribution centers, in conjunction with our
suppliers, collected and donated over 13 million pounds of
food and household goods to food banks affiliated with
Second Harvest, churches and other local hunger relief
operations in 1998.

Store #2243 in Topeka, Kansas, helped the community
kick off its annual food drive by donating 35,000 pounds
of food to feed Topeka’s hungry. Statistics indicate that
41% of Topeka's hungry are children and 8% are senior
citizens. Mary Walker, Project Topeka Co-Chair, wrote:
“The commitment and caring attitude of Store Director
Mark Sallaway and his staff at the Topeka Albertson’s are
an example we can only hope other grocery professionals

can follow. We also want to thank Truck Driver Charlie
Travis. He is obviously proud to be part of Albertson’s.”

Working Together The United Way seeks to increase
and unite the organized capacity of people to care for
one another. Each year, Team Albertson’s supports the
United Way through the generosity of employee payroll
deductions and corporate contributions.

Building Community Partnerships

Team Albertson’s is making a difference by focusing on
our nation’s children. Last year, the Company participated
in a number of programs designed to enhance the well-
being of our youth.

Committed to a Drug-Free America Like many
residents of the communities we serve, Albertson’s is
concerned about the negative effects our nation is
experiencing from drug abuse. In an effort to enhance
the quality of life in the communities we serve, Albertson’s
has joined hands with law enforcement to help control
large-scale purchases of certain over-the-counter products
containing pseudoephedrine, ephedrine and phenylpro-
panolamine. These three ingredients, found in a variety

of over-the-counter diet supplements, and cough, cold,
allergy, sinus and asthma medications, are being used

to make the illegal drug methamphetamine.

Employees Companywide are being educated about
methamphetamine and the negative effects our nation is
experiencing from the drug. Cash registers in Albertson’s
stores have been programmed to limit sales per customer
of items containing pseudoephedrine, ephedrine and
phenylpropanolamine. Albertson’s no longer carries
100-count packages of these particular over-the-counter
drugs. These controls have been implemented to aid the
nationwide fight against illegal drug trafficking, and are
not meant to inconvenience cold and allergy sufferers or
dieters.

Albertson’s Stores Host Project KidCare Albertson’s
stores joined forces with law enforcement and led super-
markets throughout the country in an effort to safeguard
children through Project KidCare. According to the U.S.
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Department of Justice, over one million children are
reported missing in our country each year. In an effort

to help parents safeguard their children, nearly 100
Albertson’s stores provided child “passports” to thousands
of children as they hosted Project KidCare events during
spring and summer 1998. Passports included a current
photo, fingerprints and vital information about the child.

According to the National Center for Missing and Exploited
Children, the single most important tool in helping to
recover missing children is a current photo. The Project
KidCare events increased awareness of the issue of
missing children, educated both parents and children
about child safety and, most importantly, provided parents
with current photos of their children.

Team Albertson’s Thinks Green by Donating Trees

In conjunction with Albertson’s new store opening
celebrations, environmentally friendly donations are made
to surrounding elementary schools. To accomplish this,
Albertson’s joined forces with the National Arbor Day
Foundation. The donation includes 10 seedling trees,
complete with planting directions and materials, to assist
in teaching students about the importance of trees and
the environment. Almost 5,500 trees were donated in
1998.

Community Partners Card Albertson’s extended its
community support in 1997 by creating and implementing
the Community Partners Card program—a simple and
innovative fund-raising program for community organi-
zations. This card represents a true partnership between
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Albertson’s and youth-oriented non-profit organizations.
Albertson’s donates a percentage of purchases made

by the supporters of non-profit organizations (schools,
churches and those directly benefiting youth). As
supporters of qualifying organizations purchase products,

they also help their organizations. At the end of each
fiscal quarter, the supporters’ purchases are totaled and
a donation of up to $1,800 per quarter is contributed to
the organization. When members of participating organi-
zations stop at their neighborhood Albertson’s to pick up
dinner, rent a movie or fill a prescription, they are helping
to strengthen youth programs in their communities. During
1998 we gave over $4.3 million back to our communities
through the Community Partners Card program.

Warren E. McCain
Community Volunteer Award

The award, named after Warren E. McCain, our CEO
from 1976 to 1991, symbolizes the community efforts
of our employees. Each year, the award recognizes the
outstanding community involvement and volunteerism of
one employee in each of our 16 operating divisions and
one employee in our distribution system. Albertson’s
donates $500 in the name of each winner to a charity
of his or her choice.

Each year one person is selected from among the
winners to be recognized at our Annual Meeting of
Stockholders. At the 1998 meeting, David Dugger, Bakery
Maintenance Mechanic at our Brea Distribution Center

in Brea, California, received this special recognition.
David's community volunteer work is centered around
helping people with muscular dystrophy.

By being part of the community, Albertson’s strives to
help our neighbors by sharing joys and dividing sorrows.
We hope that by joining together, we can make all our
neighborhoods better places every day.
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Albertson’s Brands Quality Assurance

Approximately 280 vendors supply the more than 2,000
different products we sell under our own labels. In order
to deliver the quality we know our customers expect,
we follow an extensive quality assurance program. Our
program is made up of five basic elements: written
specifications, vendor plant audits, product testing,
enforcement actions and customer inquiry responses.

We pride ourselves on having a thorough and effective
quality assurance program that will keep our products
among the best values available in the highly competitive
and ever-changing retail marketplace.

Food Safety and Sanitation

We are committed to offering safe, high-quality food in
clean, attractive stores.

Food Safety We train all food-handling employees,
department managers, store directors and upper
management in safe food-handling practices.

Every quarter a food safety and sanitation training update
is presented to over 50,000 Albertson’s front-line
employees.

All new retail employees receive a short orientation to
Albertson’s food safety and sanitation commitment,
regardless of the department in which they will work.

In addition, employees and managers who aren't required
to prepare food (such as product receivers, front end
managers, lobby managers, pharmacy managers, general
merchandise/drug managers and scan coordinators)
receive abbreviated food safety training. This helps
acquaint those employees with the vital principles of safe
food handling.

Food handlers receive more extensive training during their
department orientation and during the course of their
employment so that they can meet Albertson’s high
standards of food safety and sanitation.

Consumer Education Albertson’s works cooperatively
with health departments across the country to provide
customers with valuable information on how to keep food
safe at home. Providing this information allows Albertson’s
to extend our food safety efforts from the store to our
customers’ kitchens.

We have produced materials for our customers using the
“Fight BAC" (fight bacteria) theme developed by the Food
Marketing Institute and other industry associations,
government agencies and consumer groups.

Clean Stores Repeated consumer surveys show that
clean stores are the most important factor in selecting a
place to shop. Albertson’s goal is to have the cleanest
stores in the industry. Each store’s Clean Team Leader
assists store personnel to achieve this goal through
coordination of the store cleaning program. We are
interested in suggestions from employees and customers
that will help us achieve this goal.

We view many others as partners in reaching this
ambitious goal. We appreciate the assistance of our
cleaning supplies vendors, our floor maintenance workers,
our pest control operators, and other associated service
people and maintenance workers.

Environment

Every Albertson’s store is committed to recycling and to
protecting our environment—not only for this generation
but for generations to come.

Albertson’s recycles solid waste generated by the
Company. This saves substantial amounts in disposal
costs, brings revenue to the Company from the sale of
recyclables and in 1998 kept approximately 194,000 tons
of waste out of landfills. In addition to the recycling
programs described here, we also recycle aluminum,
office paper and other miscellaneous items.

Cardboard During 1998 we recycled almost 178,000 tons
of cardboard, saving $13 million in disposal costs and
generating over $13 million in revenue.

10
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Plastic Stores collect used plastic grocery bags and
distribution centers collect plastic pallet wrap. During 1998
over 1,700 tons of this waste plastic was recycled into
plastic lumber, which is used to make benches for new
and remodeled Albertson’s stores.

Our bakeries recycle plastic ingredient buckets, which are
made into plastic drainfield pipe. During 1998 we recycled
over 110,000 buckets and saved almost $7,000 in trash-
hauling costs.

We use plastic pallets to ship products to our stores,
which helps us save fuel and equipment costs. Made

from recycled plastic and fully recyclable, plastic pallets
last up to 60 times longer than wood and are safer to
use. They weigh only 20 pounds, compared with 60
pounds for wooden pallets. They allow more pallets to fit
into a trailer, increasing the load volume and reducing the
number of trips. Plastic pallets also nest inside each other

and take up less room on the return trip; 40 plastic
pallets stack in the same space as 17 wooden pallets.

Other In 1998 over 14,000 tons of meat and fish by-
products were recycled into protein for pet food, which
saved over $1 million in trash-hauling costs.

We also recycle printer toner cartridges; in 1998 we
returned 3,400 cartridges for a savings on new
replacements of almost $24,000.

Special Recognition Albertson’s was named one of the
1998 Waste Reduction Awards Program (WRAP) winners
by the California Integrated Waste Management Board,
which recognizes businesses that are making contributions
to waste reduction and resource efficiency. Albertson’s
recycling activities helped reduce California’s trash, saved
money through resource efficiency and protected the
environment while saving real business dollars.

Bench Made from Recycled Grocery Bags and Plastic Pallet Wrap

11




Albertson’s, Inc.

o At fiscal year end, Albertson’s operated 983 retail
stores in 25 Western, Midwestern and Southern states.

o Albertson’s has three operating regions and 16
operating divisions. Each region oversees several
divisions. Each division oversees the stores in its
operating area.

o To maintain continuity throughout the Company, each
regional president directs several divisions in retail
strategies, marketing approaches and employee
development.

o Division offices located in each market area increase
our responsiveness to local conditions by placing
decision-making closest to the consumer.

o Store-level management teams, including department
managers, participate in a quarterly performance-based
bonus program.

o Our Neighborhood Marketing system provides
demographic and lifestyle information on each store’s
market area. Information on income, age, ethnic mix
and family size helps us design the best product
selection and display space for each store.

o We use telephone surveys, focus groups, mail surveys
and one-on-one interviews, as well as customer com-
ment cards, to stay in touch with our shoppers.

o Our front end managers keep us focused on customer
service and convenience at the checkstands.

O Quick Fixin' Ideas® allow customers to pick up meal

ideas and recipes to make quickly at home, or to select

from a variety of meals already prepared—or both.

o Albertson’s Better Care® pharmacies unite pharmacy,

over-the-counter, and health and personal care products
and information to help customers achieve and maintain

good health.

o During 1998 we partnered with local banks to open an

additional 132 in-store bank branches, for a total of 560

at year end. In addition, we have 362 automated teller
machines in our stores for customer safety and
convenience.

Major Acquisitions

Seessel’s
o Completed January 30, 1998

o Memphis, Tennessee, metropolitan area

0 10 supermarkets, a central bakery and a central kitchen

Smitty’s
o Completed April 20, 1998
o Springfield and Joplin, Missouri, areas

0 10 combination stores, including 3 with fuel centers
and convenience stores

Super One
o Completed June 21, 1998
o Des Moines, lowa

o 3 warehouse-type stores that will be remodeled and
converted to our name in 1999

Bruno’s
o Completed August 24, 1998

o Nashville and Chattanooga, Tennessee, metropolitan
areas

O 14 operating stores and 1 store under construction

Buttrey
o Completed October 1, 1998
o Montana, North Dakota and Wyoming

o Net 29 stores after divesting 9 Buttrey stores and
6 Albertson’s stores as required by the Federal Trade
Commission

12



Albertson’s, Inc.

Retail Stores
(as of January 28, 1999)

Total Combination Conventional Max
Al‘déﬁnc‘)mlj‘i'wsion """""" Idaho 2 23 g
Nevada 11 10 1
Oregon 1 1
Wyoming Lo L e
"""""""""""""""""""""""""" 45 34 1
Inland Empire Division Washington 18 16 2
Oregon 3 3
Idaho 3. Lo 2
444444444444444444444444444444444444444444 24 20 4
Utah Division Utah 43 40 3
Wyoming Lo L e
""""" 44 41 3
Washington 54 43 nm-
Oregon 46 39 7
Washington S D e
""""" 51 7
California 128 15 16
Nevada 20 o 19 Lo
148
California 48
Colorado 50
Wyoming 10 2
South Dakota 1 1
New Mexico r 1
444444444444444444444444444444444444444444 62 02 2 .8
Southwest Division Arizona 41 41
New Mexico 21 19 2
Texas 3 3
California 1o L e
""""""""""" 66 64 2
Big Sky Division Montana 34 18 16
North Dakota 2 L
"""""""""""""""""""""""""" 36 20 16
Midwest Division Oklahoma 25 25
Missouri 10 10
Nebraska 10 10
Kansas 6 6
lowa 3 3 e
444444444444444444444444444444444444444444 54 54
Houston Division Texas 35 35
Louisiana 19 .. 1
444444444444444444444444444444444444444444 54 54
§‘aur‘1mAn't‘9nio Division Texas 47 47
Dallas/Fort Worth Division Texas 112 107 5
Louisiana 4 4
Arkansas 1o L e .
‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘ 117 112 )
Tennessee Division Tennessee 21 19 2
Mississippi 6 5 1
Georgia 1 1
Arkansas 1o L
444444444444444444444444444444444444444444 29 26 3
Florida Division Florida o4 w4
Total—All Divisions 983 866 86 31




Albertson’s, Inc.

Retail Formats
(as of January 28, 1999)

Combination Food-Drug Stores Super grocery/super
drugstores under one roof. Most offer prescription drugs,
an expanded section of cosmetics and non-foods, and
specialty departments such as service seafood and meat,
bakery, lobby/video, service delicatessen, liquor and
floral. Many also offer meal centers, party supply centers,
coffee bars, in-store banks, dry cleaning and destination
categories for beverages, snacks, pet care products,
paper products and baby care merchandise.

o Size: 35,000 - 82,000 square feet

O 866 stores in 25 states

Conventional Stores Supermarkets offering a full
selection in the basic departments of grocery, meat,
produce and dairy as well as limited non-food lines. Many
have an in-store bakery and a service delicatessen.

o Size: 8,000 — 35,000 square feet

O 86 stores in 11 states

Max Stores No-frills stores offering significant savings
with special emphasis on discounted meat and produce.
Max stores offer shoppers the opportunity to save by
purchasing in quantity.

o Size: 17,000 — 73,000 square feet
o 31 stores in 4 states

Fuel Centers Convenient centers located near existing
stores and featuring three to six fuel pumps and a small
building, ranging in size from a pay-only kiosk to a
convenience store featuring such items as candy, soft
drinks and snack foods.

o Size: 70 - 2,500 square feet
O 17 centers in 6 states

Specialty Department Growth

(as of fiscal year end)

1/28/99 1/29/98 1/30/97 2/1/96 2/2/95
Pharmacy 705 603 544 481 450
Service Seafood and Meat 881 790 725 641 573
Service Delicatessen 952 854 801 735 687
Bakery 919 811 757 693 640
Lobby/Video 868 763 707 634 572
Liquor 422 393 371 343 327
Coffee Bar 78
Fuel Center 17 1
Total Number of Stores 983 878 826 764 720
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Albertson’s, Inc.

Retail Square Footage Comparison

1988 Retail Square Footage—Y/E 2/2/89 1998 Retail Square Footage—Y/E 1/28/99

Total Retail Square Footage 20.3 million Total Retail Square Footage 48.4 million

7% 95%

over 35,000 over 35,000
square feet square feet

23%
under 35,000

5%
square feet

under 35,000
square feet

Square Footage by Store Format Numbers of Stores by Store Format
(in millions)

50.0 48.4 1,000 983
42.8 . 878
40.0 39.8 764 ]
36.4 750 720 —
33.8 — 720
30.0
500
20.0
87% 89% 90% 91% 92% 588 646 715 768 866
250
10.0
7% 6% 5% 5% —{5% g8 [ 78 [Tz [72 [Tss
0.0 6% [15% 5% 4% 3% 0 044  [140 |39 38 31
94 '95 '96 97 '08 '94 '95 96 97 '98

Key to store format Key to store format

] Combination ] Combination

[ Conventional [ conventional

E Max [ Max
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Albertson’s, Inc.

o During 1998 we opened 132 stores, including 74 stores
that were acquired. Acquisitions included, among
others, Seessel's (10 stores), Smitty’s (10 stores),
Super One (3 stores), Bruno’s (14 stores) and Buttrey
(35 stores).

o We completed 27 remodels, including 9 expansions, in 1998.

o During 1998 we completed 30 strategic retrofits, which
allowed us to fine-tune existing stores to fit their neigh-
borhoods better. Retrofits include adding one or more
destination categories or adding new departments.

o We added 132 in-store banks during the year, for a
total of 560 banks at year end. We plan to continue to
expand this program aggressively.

o Exclusive of acquisitions, we plan to open approximately
68 new stores and remodel approximately 38 stores
in 1999.

o We primarily build combination food-drug stores of
between 57,000 and 67,000 square feet. A limited num-
ber of 40,000-square-foot stores are used for smaller
cities or smaller land parcels.

o Our average store size at year end was 49,200 square
feet.

o A Neighborhood Marketing approach is utilized in
selecting store sites to maximize sales and profits
within individual trade areas.

o Cross-functional development teams increase efficiency
and continuity in the development of new stores. Each
of the 14 teams is composed of a real estate
specialist, an attorney, an architect and a construction
manager. The teams are supported by economic
research analysts, store planners, engineers and

o Our efficient, phased remodel process minimizes
customer disruption.

o We continually review all stores and eliminate marginal
performers; surplus stores are sold, leased or
subleased. We closed 27 stores in 1998 and have
closed 446 stores in the history of the Company.

0 93% of our retail square footage has been opened or
remodeled within the last 10 years.

o 60% of our retail square footage has been opened or
remodeled within the last 5 years.

o At 53% of our store sites, the Company owns both the
building and the land. At an additional 10% of our sites,
the Company owns the building and leases the land.

o We continue to review all potential acquisitions that
meet our criteria.

o We have implemented “Village Market,” “Southwest”
and “Florida” decor packages in many new stores and
remodels. We have also developed a new “Plaza” decor.

o We are adding destination categories/departments
in many new stores and remodels. These include
beverages, snacks, video, party supplies, floral, pet
care, paper products, baby care, beauty care, reading,
dry cleaning, coffee/ice cream and photo.

o In 1998 we opened 16 Albertson’s Express™ Fuel
Centers. In 1999 we plan to open 60 additional fuel
centers.

1998 Retail Store Activity

purchasing agents. We are adding similar teams to Opened 132 stores
work on remodel projects. Remodeled 27 stores
Strategic Retrofits 30 stores
o Our computerized Store Development Information Closed 27 stores
System tracks all new store, remodel and fuel center
projects.
o All prospective store sites are visited by four members Net addition of 5,601,700 retail square feet, an increase of 13.1%.

of our top management team.
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Albertson’s, Inc.

1998 Capital Expenditures by Type*

(percent to total capital expenditures)

72%
New Stores 13%
Remodels
6%
Retail Replacement Equipment
3% and Technological Upgrades
Other
6%
Distribution Facilities and Equipment
Net Percentage Increase in Capital Expenditures™
Total Retail Square Footage (dollars in millions)
15.0 1,100
13.1 1043
o 1,000
12.0
900
9.6
9.0 ]
7.7 7.6 7.4 800
696
6.0 700 664 686
600
3.0 500 499
0.0 400 ﬂ
'94 '95 '96 97 '98 '94 '95 '96 97 '98

* Includes acquisitions and excludes operating leases.




Albertson’s, Inc.

o All Albertson’s stores are supplied by Albertson’s
distribution centers.

Distribution Facilities

Location Square Footage

o 75% of all products purchased by Albertson’s retail

) R Fort Worth, Texas: 1,100,000
stores are supplied from Company distribution centers. Groceries, Frozen Food, Produce, Meat and Del
Distribution centers service only Albertson’s stores. Brea, California: 1,018,000
. Groceries, F Food, Liquor, Produce, Meat and Deli
Sales of Albertson’s Brands products in 1998 were 14% | Jrocenies, Trozen Tood, Hauor, Frocuee, e A e
of total sales (excluding products produced “in-store”). Plant City, Florida: 979,000
Groceries, Frozen Food, Liquor, Produce, Meat,
The distribution centers operate as profit centers and Deli and high-volume Health and Beauty Care
the profits earned are rebated back to each store Portland, Oregon: 790,000
based on its purchases from the distribution centers. Groceries, Frozen Food, Produce, Meat and Deli
The Ponca City general merchandise center supplies Houston, Texas: 747,000
pharmaceutical products to the 705 Albertson’s stores Groceries, Frozen Food, Produce, Meat and Deli
that have pharmacies. Phoenix, Arizona: 687,000
. . P . Groceries, Frozen Food, Liquor, Produce, Meat,
The Plant City and Phoenix distribution centers supply a Deli and highvolume Health and Beauty Care
limited line of high-volume health and beauty care items = s
to the stores in their regions, reducing transportation Salt Lake City, Utah: 680,000
Groceries, Frozen Food, Produce, Meat and Deli
COSES. e
B . b distributi bl § Ponca City, Oklahoma: 422,000
uyers in each distribution center are responsible for Health and Beauty Care, General Merchandise
procuring quality products at the best possible costs and Pharmaceuticals
and for maintaining proper levels of inventory. Sacramento, California: 421,000
The Corporate Procurement Department enhances Groceries, Frozen Food, Liquor, Produce, Meat and Deli
Albertson’s buying and selling power by working with Denver, Colorado: 372,000
distribution centers, retail operations and suppliers to Groceries, Frozen Food, Produce, Meat and Deli
ensure thg lowest possllble costst maximum promotional Boise, Idaho: 238,000
opportunities and consistent quality of all products, both Health and Beauty Care and General Merchandise
national brands and Albertson’s Brands. e T
Brea, California: 41,000
The 6,000 people in our distribution operations are Central Bakery
comm|tt§d to providing the best possible support for Memphis, Tennessee: 29000
our retail stores. Central Bakery
Boise, Idaho: 11,000
Ice Cream
Memphis, Tennessee: 7,000
Central Kitchen
Total Square Footage 7,542,000
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Albertson’s, Inc.

Philosophy Information and technology are valuable
assets through which we increase sales and manage
expenses. We use these assets to satisfy customer,

supplier and employee needs.

Information Network A private data communications
network links the entire Company and the Internet. This
network interconnects large-scale computers, in-store
processors and personal computers, providing the
infrastructure for Companywide/worldwide communications
and information access.

Front-End Systems Our new PC-based register
system—including computerized intuitive keyboards for
checkers and color computer screens for customer-
friendly display—is being installed in all stores. Debit and
credit card payment capabilities, along with electronic
benefit payments, increase customer convenience and
speed checkout. Handheld scanners installed in front-end
checkstands and selected departments, such as liquor,
lobby and pharmacy, make our employees’ jobs easier.

Front-End Sales Forecasting Individual store activity-

based forecasting systems are installed in each store to
create front-end labor schedules based on actual sales

patterns in each store.

Pharmacy Computer Systems A state-of-the-art
pharmacy computer system provides enhanced drug
interaction and allergy screening, insurance billing, patient
counseling information and drug verification to increase
accuracy of all prescriptions. For customer convenience,
touch-tone phone refills will also be added.

Web Technology Both the Internet and our intranet are
playing an increasing role in our Company. The intranet
provides Company information to Albertson’s employees.
Internet connections with our suppliers and customers
provide low-cost, convenient communication. We are also
testing Web-based shopping in the Dallas/Fort Worth
market via www.albertsons.com.

Check Authorization and Automated Returned Check
System We are adding to our front-end processors the
ability to authorize and audit all checks written by any
customer in any Albertson’s store. Once a customer’s
identification is entered into the system, that customer’s
check will be recognized at any of our stores.

Electronic Data Transmission We capture employee
time and attendance figures, daily sales information,
inventories and direct store delivery invoice data at store
level and electronically transmit it to the corporate and
division offices.

Common Wireless Platform Each store is equipped
with a local area network connected to radio-frequency
handheld units. This provides a common wireless
backbone, which increases productivity and accuracy in
ordering, receiving and inventory management.

Neighborhood Marketing System We use a
demographic and lifestyle-based system for mapping
neighborhoods, selecting store sites, creating special
marketing events and merchandising our destination
categories.

Schematic System This powerful shelf management tool
combines graphic interpretations of each item's sales and
profit along with shelf allocation.

Electronic Data Interchange (EDI) 2,200 suppliers
communicate with our distribution centers via EDI for
purchase orders, invoices and pricing. Select direct-
delivery suppliers also use EDI for price maintenance. We
deploy Internet technology in the EDI area to reduce the
cost of communication.

Distribution Center Technology A comprehensive
computerized ordering, receiving and inventory
management system increases distribution center
efficiency. Radio-frequency technology and high-speed
scanning systems audit each store’s orders to ensure
accuracy.
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Albertson’s, Inc.

Sales

Income Statement

Gross Margin

(dollars in hillions) (percent)
16.0 16.0 28.00
27.39
15.0 14.7 27.00
26.43
14.0 13.8 26.00 25.88
25.58
25.29
13.0 25.00
12.6
12.0 11.9 24.00
11.0 H 23.00
‘94 ‘95 '96 ‘97 ‘98 ‘94 ‘95 ‘96 ‘97 ‘98
Sales Percentage Increases Selling, General and Administrative
Expenses as a Percent to Sales
8.1 3.64 2.50
3.69 3.54 2.36
3.51 38 .o, B 2.30
amy o : = ]
2.25
82 2.08
2.00 1.95
3.00
1.83
1.75
1.64
275 1.57
2.50 1.50 H
‘94 ‘95 '96 ‘97 ‘98 ‘94 ‘95 '96 ‘97 '98

[J Actual [ Identical

O Identical Store Sales — Stores open two full fiscal years, excluding replace-
ment stores.

O Comparable Store Sales — Stores open two full fiscal years, including replace-
ment stores; 2.6% in 1994, 1.0% in 1995, 2.1% in 1996, 0.4% in 1997 and 0.5%

in 1998.
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Albertson’s, Inc.

Operating Profit

(dollars in millions)

Net Earnings

(dollars in millions)

583
1,050 o 600 567
973 -
] 550
950 517
500 494 ]
892 =
850 ] 4£5
850 0 a7
807 400
400
750 743
350
650 300
‘94 ‘95 ‘96 ‘97 ‘98 ‘94 ‘95 ‘96 ‘97 ‘98
Net Earnings as a Percent to Sales Earnings Per Share — Diluted
(dollars)
3.75 3.64 2.50
SH 3.54 2.36
351 38 .o, B 2.30
350 337 - - ]
2.25
3.25 2.08
2.00 1.95
3.00
1.83
1.75
1.64
2.75 157
2.50 1.50 H
‘94 ‘95 ‘96 ‘97 ‘98 ‘94 ‘95 '96 ‘97 ‘98

[ This presentation includes the following: 1994 results have been adjusted to
exclude the effect of an accounting adjustment and 1998 results have been
adjusted to exclude the effect of a charge for Impairment — store closures

(see page 32 for details).

O Certain reclassifications have been made in prior years to conform to classifi-
cations used in the current year.
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Albertson’s, Inc.

Balance Sheet

Total Assets Return on Average Assets
(dollars in hillions) (percent)
7.0 14.0
12.1
6.2
6.0 = 12.0 116 121 2
[ i 10.2
5.2 1&6 10.0
5.0 4.7 10.0 =
40 4.1 8.0
3.6
3.0 6.0
2.0 4.0
1.0 2.0
‘94 '95 '96 97 '98 ‘94 ‘95 '96 97 '98
Stockholders’ Equity Return on Average Stockholders’ Equity
(dollars in hillions) (percent)
3.0 30.0 27.5
2.8 26.4
] 25.0 m 2.1 22.4
: ] 23.5 :
— 22.6 21.9
28 2.4 ] =
20.0
2.2
2.0 2.0 15.0
1.7 10.0
15
5.0
1.0 0.0
‘94 '95 '96 97 '98 '94 '95 '96 97 '98
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Albertson’s, Inc.

Total Capital* Return on Average Total Capital*
(dollars in billions) (percent)
5.0 22.0 20.1
= 19.1
4.5 ]
45 ] 18.0 .
65 15.6 14.5
4.0 ] 14.1
14.0 =
3.6
&5 ]
3.3
10.0
3.0
2.7
25 6.0
2.2
2.0 [ ] 2.0
‘94 ‘95 ‘96 97 ‘98 ‘94 ‘95 ‘96 97 ‘98
Long-Term Debt Long-Term Debt as a
(dollars in millions) Percent to Total Capital*
1,600 1,527 40.0
34.0
32.0
1,200 27.9 27.9
990
922 ] 24.0 225
800
17.4
603 16.0
400 383
8.0
0 0.0
‘94 ‘95 ‘96 97 ‘98 ‘94 ‘95 '96 ‘97 ‘98
[ This presentation includes the following: 1994 results have been adjusted to O Certain reclassifications have been made in prior years to conform to classifi-
exclude the effect of an accounting adjustment and 1998 results have been cations used in the current year.

adjusted to exclude the effect of a charge for Impairment — store closures

' O Balance sheet amounts are as of the fiscal year end.
(see page 32 for details).

* Total capital includes stockholders’ equity, long-term debt and long-term capi-
talized lease obligations.
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Albertson’s, Inc.

Cash Flow
Cash and Cash Equivalents Net Cash Provided by Operating Activities
(dollars in millions) (dollars in millions)
110 ]£8 900 868
A7
91 766
85 ﬁ 700 @
69 597
60 500
50
85 300
10 100
‘94 ‘95 '96 ‘97 ‘98 ‘94 ‘95 ‘96 ‘97 ‘98
Annual Dividends per Share* Cash Dividends on Common Stock*
(dollars) (dollars in millions)
0.70 0.68 170 167
0.64 158
0.60 0.60 150 151
0.52
0.50 [ ] 130 131
0.44
112
0.40 110
0.30 90
‘94 ‘95 '96 ‘97 ‘98 ‘94 ‘95 ‘96 ‘97 ‘98

* Cash dividends declared.
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Albertson’s, Inc.

Store Information

Average Pretax Earnings per Store Average Weekly Sales per Store
(dollars in thousands) (dollars in thousands)
1,000 993 340
943 [] 962 935
904 — 942 910 335 334 44,
] E—— 332 332 m—
900 —| — 330
800 320
700 310
600 300
‘94 ‘95 ‘96 ‘97 ‘98 ‘94 ‘95 ‘96 97 ‘98
Average Store Size Average Weekly Sales per Square Foot
(square footage in thousands) (dollars)
50.0 7.50
7.12
49.2 = [ 89 ggo
49.0 BERAS
’ 48.7 6.50
48.2
48.0 [
47.6
i 5.50
47.0 46.9
4.50
46.0
45.0 3.50
‘94 ‘95 ‘96 ‘97 '98 ‘94 ‘95 ‘96 97 ‘98
[ This presentation includes the following: 1994 results have been adjusted to O Certain reclassifications have been made in prior years to conform to classifi-
exclude the effect of an accounting adjustment and 1998 results have been cations used in the current year.

adjusted to exclude the effect of a charge for Impairment — store closures

' O Balance sheet amounts and average store size are as of the fiscal year end.
(see page 32 for details).
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Albertson’s, Inc.

(dollars in thousands except per share amounts)

First

Second

Fourth

Sales

1998 $ 3,848,253
1997 3,607,541
1996 3,343,941
1995 3,083,424
1994 2,909,808

$ 3,995,052
3,680,509
3,481,131
3,119,216
2,987,680

$ 3,990,459
3,612,032
3,375,771
3,103,578
2,928,012

$ 4,171,351
3,789,429
3,575,835
3,278,816
3,069,121

Sales Increase Over Prior Year

1998 6.7%
1997 7.9
1996 8.4
1995 6.0
1994 7.0

Net Earnings

1998 $ 110,601
1997 109,266
1996 112,377
1995 99,274
1994 68,151

$128,418
109,440
120,712
106,229

$ 137,746
123,405
106,424
105,350

$ 190,388
174,703
154,266
154,108
144,211

Net Earnings Percent to Sales

1998 2.87%
1997 3.03
1996 3.36
1995 3.22
1994 2.34

3.21%
2.97
3.47
3.41
3.14

Earnings Per Share — Basic

1998 $0.45
1997 0.44
1996 0.45
1995 0.39
1994 0.27

$0.52
0.44
0.48
0.42
0.37

Earnings Per Share — Diluted

1998 $0.45
1997 0.43
1996 0.44
1995 0.39
1994 0.27

$0.52
0.44
0.48
0.42
0.37
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Albertson’s, Inc.

First Second Third Fourth
Gross Margin
1998 26.62% 26.77% 27.69% 28.39%
1997 25.74 25.32 26.97 27.63
1996 25.68 25.88 25.72 26.22
1995 25.00 25.43 25.59 26.07
1994 24.73 25.08 25.22 26.09
LIFO Charges (Credits) Before Income Taxes
1998 $ 8,000 $ 5,200 $ 5,200 $(10,115)
1997 10,900 10,900 3,750 (16,379)
1996 12,400 12,400 5,400 (15,182)
1995 11,100 11,100 4,100 (9,207)
1994 12,000 9,700 2,700 (15,254)
Selling, General and Administrative Expenses Percent to Sales
1998 20.88% 21.08% 21.45% 21.19%
1997 20.29 20.28 20.81 20.06
1996 19.80 19.79 20.13 19.17
1995 19.29 19.42 19.63 18.18

1994 19.29 19.43 19.31 18.16

Other Income (Expenses) Percent to Sales

1998 0.23% 0.15% (0.04)% 0.38%
1997 (0.01) 0.25 (0.03) 0.26
1996 0.02 (0.04) (0.01) 0.31
1995 0.01 (0.02) 0.03 0.19
1994 (0.12) (0.03) (0.14) 0.21
Notes
O The results for first quarter of 1998 include the effect of a charge for O Year refers to the calendar year in which fiscal year commences.

Impairment - store closures. The results for fourth quarter of 1998 include the

{ € ! 0 Certain reclassifications have been made to prior years to conform to classifi-
effect of a credit for Impairment — store closures (see page 32 for details). cations used in the current year.

O The results for first quarter of 1994 include the effect of an accounting adjust-
ment (see page 32 for details).

O Due to rounding and different periods used to compute weighted average out-
standing shares, the sum of the quarterly Earnings Per Share — Diluted may not
equal the annual Earnings Per Share - Diluted.
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Albertson’s, Inc.

(dollars in thousands)

Selling,
Comparable General &
52/53 Selling, Administrative
Week General & Expenses
Percent Percent Gross Gross Administrative Percent
Year Sales Increase Increase Profit Margin Expenses to Sales
1998 $ 16,005,115 9.0% $ 4,383,089 27.39% $ 3,385,532 21.15%
1997 14,689,511 6.6 3,881,824 26.43 2,990,172 20.36
1996 13,776,678 9.5 3,565,330 25.88 2,715,776 19.71
1995 12,585,034 5.8 3,213,298 25.53 2,406,082 19.12
1994 11,894,621 5.4 7.4% 3,007,894 25.29 2,264,756 19.04
1993 11,283,678 10.9 8.8 2,779,671 24.63 2,140,661 18.97
1992 10,173,676 17.2 2,416,246 23.75 1,929,084 18.96
1991 8,680,467 5.6 2,043,569 23.54 1,621,982 18.69
1990 8,218,562 10.7 1,891,605 23.02 1,510,526 18.38
1989 7,422,663 9.6 11.6 1,666,821 22.46 1,343,367 18.10
1988 6,773,061 15.4 13.0 1,471,227 21.72 1,207,272 17.82
Sales 10-year compounded annual increase: 9.0%
Earnings Before Net Net
Income Taxes & Earnings Earnings
Operating Cumulative Effects of Income Effective Net Percent Percent
Year Margin Accounting Changes Taxes Tax Rate Earnings to Sales Increase
1998 6.08% $ 894,845 $ 327,692 36.6% $ 567,153 3.54% 9.7%
1997 6.07 826,903 310,089 37.5 516,814 3.52 4.7
1996 6.17 794,847 301,068 37.9 493,779 3.58 6.2
1995 6.41 758,501 293,540 38.7 464,961 3.69 16.1
1994 6.25 678,652 261,281 38.5 400,365 3.37 17.9
1993 5.66 552,215 212,534 38.5 339,681 3.01 26.2
1992 4.79 443,721 167,646 37.8 269,217 2.65 4.4
1991 4.86 406,394 148,600 36.6 257,794 2.97 10.3
1990 4.64 366,009 132,235 36.1 233,774 2.84 18.9
1989 4.36 309,776 113,225 36.6 196,551 2.65 20.9
1988 3.90 256,994 94,449 36.8 162,545 2.40 29.6

Net earnings 10-year compounded annual increase: 13.3%

See Notes on page 30 and Footnotes on page 32.

28



Albertson’s, Inc.

Earnings Before
Earnings Before Interest, Taxes,

Interest Interest, Taxes, Depreciation
Interest Expense LIFO Charge Depreciation & Amortization

Depreciation & Rent Expense Capitalized Before & Amortization Percent to Sales

Year Amortization Expense Debt Leases Income Taxes (LIFO Basis) (LIFO Basis)

1998 $ 375,395 $ 57,485 $ 78,804 $18,132 $ 8,285 $ 1,401,721 8.76%
1997 328,795 53,751 57,735 16,629 9,171 1,238,261 8.43
1996 294,341 57,871 42,156 15,168 15,018 1,153,757 8.37
1995 251,450 53,043 31,895 15,234 17,093 1,065,584 8.47
1994 226,467 51,145 38,806 13,412 9,146 967,260 8.13
1993 196,427 53,915 27,945 12,233 6,443 799,625 7.09
1992 171,724 54,622 22,245 11,560 12,679 658,570 6.47
1991 132,813 46,627 5,863 12,278 11,594 562,312 6.48
1990 122,185 49,150 9,351 11,786 23,073 513,007 6.24
1989 105,920 47,492 5,257 13,162 23,319 434,595 5.86
1988 85,677 45,876 3,822 12,654 17,404 354,649 5.24
Capital

Land, Expenditures
Buildings and (Excluding
Current Current Working Equipment, Total Inventories Operating

Year Assets Liabilities Capital Net Assets (LIFO) Leases)
1998 $ 1,833,905 $ 1,378,831 $ 455,074 $ 3,974,013 $ 6,233,968 $1,503,164 $1,042,817
1997 1,627,857 1,275,519 352,338 3,383,373 5,218,590 1,308,577 696,431
1996 1,475,923 1,055,093 420,830 3,054,640 4,714,633 1,201,067 686,007
1995 1,283,002 1,088,493 194,509 2,697,482 4,135,911 1,030,246 664,257
1994 1,189,589 1,095,439 94,150 2,309,359 3,621,729 948,561 498,933
1993 1,122,231 990,062 132,169 2,081,854 3,294,895 871,719 456,164
1992 1,013,463 812,980 200,483 1,845,019 2,945,573 830,086 642,857
1991 751,286 652,247 99,039 1,392,678 2,216,247 613,233 272,996
1990 677,391 585,567 91,824 1,268,454 2,013,510 562,713 257,576
1989 668,105 554,983 113,122 1,146,712 1,862,689 544,676 303,412
1988 591,950 488,390 103,560 959,707 1,590,986 432,322 327,254

29




Albertson’s, Inc.

(dollars in thousands except per share amounts)

Long-Term Number Earnings Earnings Cash

Capitalized of Shares Per Per Dividends

Long-Term Lease Stockholders’ Outstanding Share Share Per
Year Debt Obligations Equity (000's) - Basic — Diluted Share*
1998 $ 1,527,432 $ 157,102 $ 2,810,454 245,697 §2.31 $2.30 $0.68
1997 989,650 140,957 2,419,456 245,736 2.09 2.08 0.64
1996 921,704 130,050 2,247,018 250,690 1.96 1.95 0.60
1995 602,993 129,265 1,952,523 251,919 1.84 1.83 0.52
1994 382,775 129,573 1,687,893 253,984 1.58 1.57 0.44
1993 554,092 110,919 1,389,379 253,407 1.34 1.33 0.36
1992 404,476 103,764 1,388,428 132,330 1.02 0.32
1991 52,510 99,159 1,199,452 132,131 .97 0.28
1990 56,056 103,039 1,087,882 133,820 .87 0.24
1989 111,503 106,949 929,492 66,960 73 0.20
1988 64,041 113,046 800,496 66,929 .61 0.14

Fiscal Fiscal Total Return

Total Cash Price Range of Year End Year End on Common Number Number of

Year Dividends* Stock (NYSE) Stock Price P/E Ratio Stock** of Stores Employees
1998 $ 167,034 67% — 44 616 26.8 31.3% 983 100,000
1997 157,976 48% — 30% 47 Y 22.8 38.0 878 94,000
1996 150,914 43% - 33% 34 7% 17.9 0.6 826 88,000
1995 131,483 35% — 27% 35 Va 19.3 19.2 764 80,000
1994 111,633 30% - 25Y 30 19.1 16.0 720 76,000
1993 91,167 29% - 23% 26 Ya 19.7 9.2 676 75,000
1992 84,631 26% - 18 24 ¥ 23.9 25.9 656 71,000
1991 74,446 25% - 16% 19 % 20.2 2.4 562 60,000
1990 64,215 19% - 12% 19 % 22.1 47.3 531 58,000
1989 53,615 15% - 9% 13 % 18.2 27.8 523 55,000
1988 37,342 10% - 6% 10 % 17.3 62.2 497 50,000

* Cash dividends declared. ** Stock price appreciation plus dividends declared.

Notes

O The results for 1998 include the effect of a charge for Impairment — store
closures (see page 32 for details).

O The results for 1994 include the effect of an accounting adjustment (see page
32 for details).

O The results for 1993 include adjustments for a nonrecurring charge for the
settlement of a lawsuit and the successful resolution of a tax issue (see page
32 for details).

0 1993 and 1988 were 53-week years.

O The results for 1992 include certain one-time costs primarily associated with the
Jewel Osco Acquisition and two accounting adjustments (see page 32 for details).

O All amounts have been restated, except number of shares outstanding, to
reflect prior stock splits and any accounting adjustments retroactively applied.

O Year refers to the calendar year in which fiscal year commences.

O Certain reclassifications have been made to prior years to conform to classifi-
cations used in the current year.

O Balance sheet amounts, number of shares outstanding, number of stores and
number of employees are as of the fiscal year end.

O Fiscal Year End P/E Ratio was calculated using Earnings Per Share - Diluted for
fiscal years 1993 through 1997. Previous years use Earnings Per Share — Basic.

30



Albertson’s, Inc.

On August 2, 1998, Albertson’s entered into a definitive
merger agreement with American Stores Company (ASC). The
agreement was approved by the stockholders of Albertson’s
and ASC on November 12, 1998. The transaction is subject
to certain regulatory clearance and is expected to close
during the latter part of Albertson’s first fiscal quarter or
early in the second fiscal quarter of 1999.

Strategic Rationale

O Creates second-largest retail food and drug
company in the United States

— Estimated annual revenues of $35 billion, based on
1998 reported results
— Approximately 2,500 stores in 38 states

— Estimated 200,000 full-time and part-time employees

Strengthens Albertson’s position in Northern
California, Southern California and the Southwest

Enables Albertson’s to enter stand-alone drugstore
business

Enables Albertson’s to enter important new urban
markets in Chicago and Philadelphia

Creates tremendous opportunities for fast-growing
pharmacy business

- Lower cost of goods sold
— Enhanced participation in third-party pharmacy
reimbursement plans

Accelerates Albertson’s earnings growth

— Accretive in first full year, excluding merger-related costs

— $300 million of annual cost savings by the third year

Store Locations

Washington
7

Montana North Dakota
34 2

Oregon

Colorado
50

California

177

Arizona
41
983 Albertson’s, Inc. —

supermarkets and combo stores

American Stores —
supermarkets and combo stores®

American Stores —
stand-alone drugstores

2,563 Total

(as of Albertson’s and ASC’s 1998 fiscal year ends)

Kansas
6

South Dakota
1
Nebraska
Nevada 10 m

Oklahoma
25

*-Vermont

r-New Hampshire

:Massachusetts

B

New Jersey
Delaware

Maryland

Tennessee
21

Georgia

Louisiana /

Florida

1 Includes 283 food and drug combination stores.

31




Albertson’s, Inc.

Adjustment Recognized in 1998 (Q/E 4/30/98 and Q/E 1/28/99)

Net of Tax
(in millions)

EPS
Basic

Net earnings as reported Y/E 1/28/99 $ 567.2
Impairment — store closures 15.4

Net earnings excluding adjustment $ 582.6

EPS
Diluted

Adjustment Recognized in 1994 (Q/E 5/5/94)

Net of Tax
(in millions)

Net earnings as reported Y/E 2/2/95 $ 400.4
Adoption of SFAS No. 112, “Employers’ Accounting for
Postemployment Benefits” 17.0

Net earnings excluding adjustment $417.4

EPS
Diluted

Adjustments Recognized in 1993 (Q/E 10/28/93)

Net of Tax
(in millions)

Net earnings as reported Y/E 2/3/94 § 339.7
Nonrecurring charge for the settlement of a lawsuit 18.4
Decrease in interest expense due to the successful resolution

of a tax issue for which interest had previously been accrued (6.0)

Net earnings excluding adjustments $ 352.1

EPS
Diluted

Adjustments Recognized in 1992 (Q/E 4/30/92)

Net of Tax

(in millions)

Net earnings as reported Y/E 1/28/93 $ 269.2

One-time costs associated with Jewel Osco Acquisition 26.8

One-time cost of changing suppliers in Florida 1.6

Retroactive change of Texas Franchise Tax to an income-based tax 2.5
Adoption of SFAS No. 106, “Employers’ Accounting for Postretirement

Benefits Other Than Pensions” 4.1

Adoption of SFAS No. 109, “Accounting for Income Taxes” 2.8

Net earnings excluding adjustments $ 307.1

EPS
Basic
$1.02
0.10
0.01
0.01

0.01
0.01

S 1.16
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Forward-Looking Information

Cautionary Statement for Purposes of “Safe Harbor Provisions”
of the Private Securities Litigation Reform Act of 1995

From time to time, information provided by the Company, including written or oral statements made by its representatives,
may contain forward-looking information as defined in the Private Securities Litigation Reform Act of 1995, including
statements about the ability of the Company and ASC to obtain the necessary regulatory approvals and satisfy other
conditions to the closing of the merger transaction and with respect to the future performance of the combined companies.
All statements, other than statements of historical facts, which address activities, events or developments that the Company
expects or anticipates will or may occur in the future, including such things as expansion and growth of the Company’s
business, future capital expenditures and the Company’s business strategy, contain forward-looking information. In reviewing
such information, it should be kept in mind that actual results may differ materially from those projected or suggested in
such forward-looking information. This forward-looking information is based on various factors and was derived utilizing
numerous assumptions. Many of these factors have previously been identified in filings or statements made by or on behalf
of the Company.

Important assumptions and other important factors that could cause actual results to differ materially from those set forth in
the forward-looking information include changes in the general economy, changes in consumer spending, competitive factors
and other factors affecting the Company’s business in or beyond the Company’s control. These factors include changes in
the rate of inflation, changes in state or federal legislation or regulation, adverse determinations with respect to litigation or
other claims (including environmental matters), labor negotiations, adverse effects of failure to achieve Year 2000
compliance, the Company's ability to recruit and develop employees, its ability to develop new stores or complete remodels
as rapidly as planned, its ability to implement new technology successfully, stability of product costs, the ability of the
Company and ASC to obtain the required regulatory approvals on terms acceptable to them, adverse changes in the
business or financial condition of the Company or ASC prior to the closing of the merger transaction and the Company’s
ability to integrate the operations of ASC.

Other factors and assumptions not identified above could also cause the actual results to differ materially from those set
forth in the forward-looking information. The Company does not undertake to update forward-looking information contained
herein or elsewhere to reflect actual results, changes in assumptions or changes in other factors affecting such forward-
looking information.
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