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Market share gains with further opportunity 
Sainsbury's 

We're winning market share ... 

YoY % volume differential to the market1 

18/19 19/20 20/21 21/22 22/23 23/24 

But there is further opportunity to 
increase our primary shopper numbers 

% of total customers that are primary shoppers2 

Sainsbury's Key competitor 

1. Nielsen panel data, Total FMCG excl. Kiosk and Tobacco. Volume growth differential to the market. 23/24 - 44 weeks to 6 Januar� 2024 
2. Nielsen panel data, Total FMCG excl. Kiosk & Tobacco. Proportion of primary shoppers. 44 weeks to 6 January 2024 
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