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There has been structural change in channels
leading to a fragmentation of the customer shop

Market Value by Channel: £bn
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The good news is that supermarkets will still be
the biggest channel in 2022

Grocery Market Channel Share, 2013-2022: % Take Home Market
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Time has an implicit value to customers

Special Events

Products
that Matter

Essentials that
I Care About

Everyday
Essentials

Customer Need (when I was shopping for)

For Many Days For Tomorrow/ a Couple of Days For Later Today/  For Now
Tonight
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Balancing quality and price for our customers is
the key to success
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This means our commercial strategy has to be
more differentiated than ever before

Strike out
“on our
own” on

price / value

Focus on the
right
“values”

Truly

differentiate Be more
on quality : i efficient—a
i simple
approach

%
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At Sainsbury’s we have a differentiated offer

Committed to a nsbury’s

7 strong set of Tastes 3 : -
values which ifference Quality leader Sainsbury’s Strong value

resonate with ~y - B and customers Brand proposition

who care about underpinned by
(AL T | quality g MatCh Brand Match
and colleagues

Sainsbury’s
2 = Competitivel .
SawsourysBank Growth = dvarr: taged Y T SRR

oo i e ats ﬁf opportunities in pOthOliO; smaller Welcome to Sainsbury's online groceries Convenience
Clothing, General stores in more T e T N and Online
Merchandise and affluent. faster " + businesses
Sainsbury’s Bank growing,locations growing strongly

We know our

Delivering i : :

great service to J:SAINSBURY, Strong brand - customers

our customers el heritage « ¥ Dbetter than
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Value chain analysis will need to be developed
into a key competency

Share the

overlap profitability

£
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Buying strategy will be centred on fewer deeper
relationships

Trading
relationships

Partner
Relations

Commercial | /A

Transactional

in nature interests

align
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Selecting the right products

* Find products which provide
incremental customer usage

* Products with points of difference

* New exciting and innovative
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Meeting the right quality and technical
standards

e Are the factories accredited with BRC
and Sedex

* Do you have a quality management
process?

* Meet quality and brand standards
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Delivering the product efficiently

* Are you able to deliver the products cost
efficiently

* Have you identified the best route to
market

* Are you able to serve our business 7 days
a week?

e (Can you meet he needs of supermarkets
and convenience stores?

we are Sainsbury’sC)




Working together we can be successful

 “COMING TUGETHER IS A BEGINNING: KEEPING.
ATOGETHER IS PROGRESS; WORKING TusEan%_J
r

S50 | IS SUCBESS.”

Challenging market but
lots of opportunity in the
future
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