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Our business model
Creates value for our shareholders, customers and colleagues,  

both now and in the future.

Supply chain
We source products from over 70 
countries, according to the ability of 
suppliers to meet our quality, safety and 
ethical standards. We invest in British 
farming through 1,300 members of our 
farmer and grower Development Groups 
and we are involved in 12 research projects 
to improve agricultural productivity and 
reduce the environmental impact of 
British farming.

Logistics
Seven days a week, we deliver fresh food, 
groceries, general merchandise and 
clothing from suppliers around the world, 
via 33 distribution centres, to our store 
and online customers, meeting their 
requirements for flexible, convenient 
shopping. Argos’s unique Hub and Spoke 
logistics network enables us to fulfil Fast 
Track same day home deliveries and store 
collections.

Channels
We have over 2,300 Sainsbury’s 
supermarkets, convenience stores and 
Argos stores across the UK and Ireland 
and growing online businesses. Our 
popular Groceries Online app now 
accounts for around 20 per cent of food 
orders, while our convenience stores 
outgrew the market on both value and 
volume. Argos is a technology-led retailer 
and the third most visited website in the 
UK, with more than one billion visits 
every year. This strong multi-channel, 
multi-product proposition means 
customers can shop with us whenever 
and wherever they want.

Our values key

Living healthier lives

Making a positive difference 
to our community

Sourcing with integrity

Respect for our environment

A great place to work

Quality
Our passion for quality extends to everything 
we sell – food, general merchandise, clothing 
and financial services. We are consistently 
ranked ahead of our peers on the quality of 
our food and we regularly review and improve 
our own-brand product ranges. 

Value
Offering great quality products and services 
at fair prices is part of our commitment to 
help our customers live well for less. Quality 
and price are both important in the value 
proposition and our regular lower prices 
reassure customers that they can always 
get good value at Sainsbury’s.

Service
We employ 178,000 colleagues who are the 
foundation of our business. They make a real 
difference in the communities they serve, 
offering customers great service day in, day 
out, in our stores, online and over the phone. 

Choice
Through our Sainsbury’s, Argos and Habitat 
brands, we are one of the UK’s largest retailers, 
offering a range of branded and own-brand 
products across food, general merchandise, 
clothing and financial services.
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What makes us different
We are a multi-brand, multi-channel 
business with a strong, 
differentiated proposition across 
Sainsbury’s, Sainsbury’s Bank, 
Argos, Habitat and Nectar.

We benefit from an experienced 
management team, a structurally 
advantaged store estate, world-class 
property assets, an efficient supply 
chain and a significant digital 
presence with fast delivery 
networks. All this is underpinned 
by customer insights that enable 
us to adapt our business to 
customers’ changing lives.

Our values
Our values underpin everything 
we do as a business and help us 
strengthen relationships with all 
our stakeholders. They enable us 
to build trust, reduce operating 
costs, mitigate risks and attract 
and retain talent.

As a business with a global footprint, 
our values help us to drive lasting, 
positive change in the UK and 
internationally.

 See more on page 18

Our business strategy
Our vision is to be the most trusted retailer where people love to work and shop.  

Our goal is to make our customers’ lives easier every day by offering great quality  
and service at fair prices.

W
e know our customers better than anyone else

Colleagues 
making the 
difference

There for our  
customers

Great  
products  

and services  
at fair 
pricesOur values  

make us  
different

Our strategy
We are delivering the strategy we 
set out in November 2014. The 
market is competitive and the way 
customers shop continues to evolve 
in the ways we anticipated. 

Our strategy is based on five pillars: 
knowing our customers better than 
anyone else; great products and 
services at fair prices; being there for 
our customers whenever and 
wherever; colleagues making the 
difference; and our values making 
us different. 

Our priorities
As shopping habits evolve, we 
continue to update our strategic 
priorities. This will help to develop 
and differentiate our customer offer 
and to grow and create value for our 
shareholders. Our five updated 
priorities are: 

Priority 1
Differentiate food and grocery 
through quality, value and 
service

 See more on page 10

Priority 2
Grow General Merchandise 
and Clothing

 See more on page 12

Priority 3
Offer our customers easy 
access to financial services

 See more on page 14

Priority 4
Generate efficiencies to invest 
in our digital future

 See more on page 15

Priority 5
Strengthen the balance sheet

 See more on page 17

Investment case

A strong, differentiated food  
and grocery business

Growth opportunities in 
Clothing, General Merchandise 

and Financial Services

Leveraging our assets: 
store estate, brands, online presence,  

customer knowledge, logistics

Generating strong, consistent 
cash flows, which: 

• Fund a consistent dividend 
• Reduce leverage 

• Can be reinvested in higher return 
growth opportunities
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