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https://sainsburys-2025-26-first-quarter-trading-statement.open-exchange.net/
http://www.about.sainsburys.co.uk/investors/results-reports-and-presentations
http://www.about.sainsburys.co.uk/investors/results-reports-and-presentations


4 

 

 

Title Worldpanel by Numerator Panel (Kantar), City Read. Total Grocery, Volume market share – From Q1 16/17 to Q1 25/26, 16 weeks to 15 June 
2025 
1 Worldpanel by Numerator Continuous Panel (Kantar), Total Fresh & Grocery exc. Kiosk. Primary shopper numbers growth YoY. 16 weeks to 15 
June 2025 vs 16 weeks to 16 June 2024. Primary shopper is defined as any shopper who bought 40% of more of their groceries at particular retailer 
within the time period indicated 
2 Worldpanel by Numerator Continuous Panel (Kantar), Total FMCG exc. Kiosk & Tobacco. Primary shopper numbers YoY growth, 12-week rolling, 
trended by period to 15 June 2025 
3 Worldpanel by Numerator Panel (Kantar), Total FMCG exc. Kiosk & Tobacco. Volume growth vs the Market: 5 weeks to 27 April 2025 vs 5 weeks 
to 7 April 2024 
4 Worldpanel by Numerator Panel (Kantar), Total FMCG exc. Kiosk & Tobacco. Volume market share gains: 16 weeks to 15 June 2025, 16 weeks to 
16 June 2024 and 16 weeks to 18 June 2023 
5 Value Reality. Latest 4-week average Value Index data 25/26 vs 24/25 (w/c 26 May 2025 to w/c 16 June 2025, vs w/c 27 May 2024 to w/c 17 June 
2024). Acuity, Internal modelling 
6 Lettuce Know. Supermarket Value for Money customer satisfaction scores. Highest quarterly score since programme began in Q1 22/23 
7 Worldpanel by Numerator Panel (Kantar), Total FMCG exc. Kiosk & Tobacco. Premium Own Label, sales value growth YoY: 16 weeks to 15 June 
2025 
8 Lettuce Know. Customer satisfaction scores. Q1 25/26 vs Q1 24/25 
9 Lettuce Know. Convenience customer satisfaction scores. Highest quarterly scores since programme began in Q1 22/23 
10 Lettuce Know. Groceries Online customer satisfaction scores in “Overall Satisfaction”. Q1 25/26 vs Q1 24/25 
11 Worldpanel by Numerator Continuous Panel (Kantar), Total Clothing, Footwear and Accessories. Volume growth, 12 weeks to 25 May 2025 
12 BRC, Total NFNC exc. H&B & Stationary. Growth vs the Market: 16 weeks to 21 June 2025 
13 Argos CSAT survey – Value for Money – Q1 25/26 vs Q1 24/25 

 


