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Introduction

Strong momentum and consistent delivery

and share. _

Strengthened
our
competitive
position

J Sainsbury plc April 2026
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More food range
in more locations
+ improved
availability

TANDOORI
MASALA
CHICKEN

Market leading
Taste the
Difference
growth

Launched
Nectar360 Pollen
+ Your Nectar
Prices all
checkouts

Sainsbury’s

Investing to build
efficiency,
resilience and
long-term value
creation

Delivered over
£330m of cost

savings and
improved
productivity
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Introduction

Our winning combination sets us apart

Consistently leading on customer service!

Sainsbury’s

—\/\/_ Tesco
_

Morrisons
Q1 Q4
24/25 25/26

1. CSAT Supermarket Competitor Benchmarking data — Overall Supermarket Satisfaction
2. CSAT Supermarket Competitor Benchmarking data — YoY key metric improvements
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Sainsbury’s

Strong improvement across key metrics’

+2 ppts +3ppts +4 ppts
Overall Product Value for
satisfaction quality money
+3 ppts +3 ppts +3 ppts
Product Product Appealing
availability range promotions
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Introduction

Sainsbury’s

More customers, more range, more locations

c.1.2 million more primary
customers in 5 years' Invested in 70 stores

170,000 sqft

More food space
across the estate

c.1,000

Additional food
products added

2%
Food volume growth
outperformance

5%
Trading intensity YoY
20/21 21/22 22/23 23/24 24/25 25/26 improvement

1. Worldpanel by Numerator Panel (Kantar), Total Fresh & Grocery exc. Kiosk & Tobacco, Primary shopper
number growth (actual) 2020/21 to 2025/26, 52 weeks to 22 February 2026. Primary shopper is defined as any
shopper who bought 40% or more of their groceries at particular retailer within the time period indicated
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New stores in key target locations

+10

Supermarkets

vee 33

Convenience Stores
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Introduction

Highest volume market share in 10 years

Sainsbury’s

13.2%
12.8%
12.4%
12.0%

11.6%

11.2%
16/17 17/18 18/19 19/20 20/21 21/22 22/23 23/24 24/25 25/26

1. Worldpanel by Numerator Panel (Kantar), Universe: City read Grocery,
Volume market share, 2016/17 to 2025/26, 52 weeks to 1 March 2026
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Introduction Sainsbury's
Consistently strong volume growth

2% B Sainsbury’s!
B Total market
(excluding
Sainsbury’s)®
1%
0%
-1%

1. Internal Sainsbury’s volume growth by quarter
2. Worldpanel by Numerator Panel (Kantar), Total Fresh & Grocery inc. Kiosk
& Tobacco, Total market excluding Sainsbury’s, volume growth by quarter
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Introduction

Growing basket size in a declining market

Sainsbury’s Waitrose
— I L

Lidl Morrisons

Market

1. Worldpanel by Numerator Panel (Kantar), Total FMCG exc. Kiosk, Growth in
average items per basket YoY, 24 weeks to 1 March 2026

J Sainsbury plc April 2026

M&S

Tesco

Asda

Aldi

Sainsbury’s

Preliminary Results 2025/26
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Introduction Sainsbury’s
Winning in food from the centre of the plate

Outperforming the market in key fresh categories'

Il Sainsbury’s
B Total market

(excluding Sainsbury’s)

+ 80/0 Fresh food

sales growth

TTD Fresh
+ 160/ O sales g:?)f/vth

Total Dairy Produce Meal Meat, Fish
Fresh Food Frozen Solutions & Poultry Food

for Now

1. NielsenIQ EPOS, Total FMCG excl. Kiosk & Tobacco, Fresh categories (Sainsburys
defined category hierarchy) volume growth YoY, 52 weeks to 28 February 2026
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Introduction

Our strength in fresh food sets us apart

Health is increasingly
important to customers...

of customers

>"750/y  wouldlike their diet

to be healthier!

of UK consumers

4 O 0/0 have increased their

protein intake’

Households

1 in 4 are searching for

high in fibre foods®

1. Sainsbury’s Barriers to Healthy Eating 2022 Research
2. Kantar usage panel — 52 weeks ending December 2024
3. Kantar who cares? Survey 2025

J Sainsbury plc April 2026

... but customers say there are
barriers to eating healthily...

Affordability

Inspiration

Time

Effort

Sainsbury’s

... SO we are accelerating plans
to deliver good food for all of us

M

[

(&89 season
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Introduction Sainsbury’s
Driven by clear purpose, making us stronger

157 years at the heart of
Britain’s relationship with good food

Amplifying our points of difference

TIT) More food to more customers
in more locations

>(@¥)- Strengthening our
innovation muscle

,‘,"\ Renewed commi.tment to .
¥ long-term supplier partnerships

A Trusted for own brand quality and range
A Acting with purpose and doing the right thing
AFood first, people first - investing in people and capabilities

Increasing engagement
through personalisation

J Sainsbury plc April 2026 Preliminary Results 2025/26 10



Introduction

Al is unlocking strategic opportunities

Advanced Hyper-personalised
forecasting customer Connected stores
supply-chain experience
Intelligent and Predictive shrink Value and
autonomous prevention planograms

retail media

Sainsbury’s

Agentic
commerce

Step-change
productivity and
innovation

AI Centre of Excellence
Overseeing and encouraging responsible and strategic use of AI tools and technologies

J Sainsbury plc April 2026
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Introduction

Al deeply embedded across our business

Predictive shrink

prevention

>£4m

saved annually
through
rescanning
algorithms in
SmartShop
which target
high risk baskets

26 features

used to
identifyhigh >250,000
risk baskets real time
decisions daily

Optimising

inventory accuracy

J Sainsbury plc April 2026

Productivity and value

56 billion
pricing scenarios
evaluated inreal time to set
the optimal price as products
approach expiry

LI N |

Revenue Food  Colleague
recovery waste productivity

Hyper-personalised

customer experience

Target: 500 million
personalised product offers
each week

\/ Always-on
V' Dynamic

\/ Adapts to
customer
behaviour

L}

Loyalty + Primary
repeat shops customers

s
!.!." v
m

Sainsbury’s

Intelligent and
autonomous
retail media

Nectar360

Pollen

. Planning: data-driven media

planning, optimised
forecasts

. Creative: content scored and

optimised to improve media
performance

. Measurement: attribution-

led data and intelligent
recommendations driving
actionable insights
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Introduction SainSbU I‘y’S

Our commitments
Food volume growth ahead of the market  (II® Deliver profit leverage from sales growth ao
Customer satisfaction higher 26/27 vs 23/24 (2D £1bn cost savings over three years to 26/27 adle

Deliver our Plan for Better commitments (2D Higher return on capital employed' Q00)

1. Return is defined as a 52 week rolling underlying profit before interest and tax. Capital employed is defined as group
net assets excluding the pension surplus and less Retail net debt. The average is calculated on a 14 point basis
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Introduction

Sainsbury’s
Balanced choices delivering for all stakeholders

>£5bn

committed spend
through long-term
partnerships with
British and Irish
farmers

c.£1.3bn

invested in value
over 5 years

investment in

c.£800m Eg Y PEE N @ >£800m

returned to
colleague pay since shareholders
2021, c40% increase in 2025/26

J Sainsbury plc April 2026 Preliminary Results 2025/26 14



Financial
highlights

Blathnaid Bergin
Chief Financial Officer




Financials

Our financial framework

Food volume growth

+
SG&A/sales reduction

+

Robust profitability
+

Disciplined capital investment

Measured reinvestment in the
customer proposition

Profit leverage
from sales growth

Strong sustained cash flows
and
higher return on capital

J Sainsbury plc April 2026

Sainsbury’s

Strong sustained
cash flows

+

Focused capital allocation

Enhanced
shareholder returns
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Financials SainSbU ry,s

Retail sales growth by category

Sainsbury’s’ Argos' Total Retail sales growth

FY25/26 FY25/26 FY25/26

2.8%
Fuel

Excl. Fuel Inc. Fuel
Grocery General Sainsbury's Argos sales growth sales growth
Merchandise
& Clothing

1. Excl. VAT, excl. Fuel

J Sainsbury plc April 2026 Preliminary Results 2025/26 17



Financials Sainsbury’s
Retail underlying operating profit

Retail underlying Sainsbury’s Argos
operating profit operating profit’ operating profit'
(1 1)0/0 2026/27 Guidance
We expect to deliver Total
£1,036m underlying operating profit
of between £975 million
and £1,075 million

FY FY FY FY FY FY
24/25 25/26 24/25 25/26 24/25 25/26

1. Operating profit post-allocation of group costs, pre-allocation of store-in-store concession rent costs to Argos

J Sainsbury plc April 2026 Preliminary Results 2025/26 18



Financials SainSbUI‘y’S

Argos operating profit

Argos operating profit’

FY24/25 FY25/26

H1 - [

H2 FY

1. Operating profit post-allocation of group costs, pre-allocation of store-in-store concession rent costs to Argos

J Sainsbury plc April 2026 Preliminary Results 2025/26 19



Financials

Financial Services

Financial Services withdrawal
and future strategy

\/ Completed the sale of Sainsbury’s Bank personal loan,
credit card and retail deposit portfolios to NatWest Group
in May. All migrations completed

NewDay Group acquired beneficial title to Argos
Financial Services to create a new Argos-branded digital
credit proposition, which went live in February 2026

Agreement with Allianz UK on car and home insurance

v
v
\/ Commission income stream deals with:
— NoteMachine for ATM managed services
— Fexco Group for Travel Money
\/ New partnership with NatWest announced in April 2026,
providing loans, savings products and a new NatWest
Nectar credit card

Sainsbury's
Financial Services' 2025/26 2024/25
Underlying revenue £96m £142m
Underlying operating profit / (1oss) £0m £(22m

Guidance

A Following completion of the exit from core banking, Financial
Services will no longer be reported as a separate operating
segment

A Ongoing Financial Services contribution will be generated from
Argos Care, commission income from Insurance, Travel Money,
ATMSs, and white label banking products, alongside income
from the NewDay Argos Pay partnership

1. Prior year restatement: Discontinued operations were previously included in underlying measures whilst the associated trading activities remained ongoing. Following completion of the NatWest, NewDay and NoteMachine
disposals, these activities are substantially ceased and have therefore been reclassified to non-underlying so as to only reflect ongoing trading performance within underlying results. In July 2025, we agreed the sale of the Travel
Money business to Fexco Group, with the sale completing in January 2026. The Travel Money business is presented as a discontinued operation in both the current and comparative periods.

1 Sainsbury plc April 2026
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Financials

Sainsbury’s

Underlying profit before tax

UPBT YoY movement'

-

£(11)m £22m
Retail Financial
Services

£(2)m

Finance
costs

Earnings per Share***

UPBT up up 3.2% YoY 2026/27 Guidance

1.3% Yoy We expect an underlying tax
rate of around 29 per cent.

We expect underlying net
finance costs to be around
£320 million in 2026/27.

FY
24/25

FY FY FY
25/26 24/25 25/26

1. Discontinued operations were previously included in underlying measures whilst the associated trading activities remained ongoing. Following completion of the NatWest, NewDay and NoteMachine disposals,
these activities are substantially ceased and have therefore been reclassified to non-underlying so as to only reflect ongoing trading performance within underlying results. In July 2025, we agreed the sale of the
Travel Money business to Fexco Group, with the sale completing in January 2026. The Travel Money business is presented as a discontinued operation in both the current and comparative periods.

2. Underlying basic eps

3. The comparative period has been restated to reflect the deferred tax impact of an increased proportion of assets qualifying for tax allowances.

J Sainsbury plc April 2026
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Financials Sainsbury’s
Items excluded from underlying pre-tax results

FY FY
fm 2025/26 2024/25
Financial Services phased withdrawal 8) (16) 2026/27 Guidance
Retail restructuring programmes (74) (128) We expect to incur non-underlying
IAS 19 pension income 33 28 cash costs relating to Retail
restructuring programmes of
Other (50) 14 around £50 million in 2026/27.
Items excluded from underlying results - continuing operations (99) (102)
We expect to incur total non-
underlying cash costs relating to
Financial Services gain/(loss) on disposal’ 12 (141) our Next Level Sainsbury’s
; ; ; ; 23 strategy implementation of
Financial Services phased withdrawal (41 82 around £150 million over the
Items excluded from underlying — discontinued operations (29) (223) three year programme.
Total items excluded from underlying results (128) (325)

1. A pre-tax gain on disposal of £12m (2024/25 pre-tax loss on disposal of £141m) was recognised in relation to Financial Services

2. Discontinued financial services phased withdrawal includes pre-tax operating loss of £16 million (2024/25: £52 million operating profit) and restructuring costs and impairment of £25 million (2024/25: £134 million)

3. Discontinued operations were previously included in underlying measures whilst the associated trading activities remained ongoing. Following completion of the NatWest, NewDay and NoteMachine disposals, these activities are
substantially ceased and have therefore been reclassified to non-underlying so as to only reflect ongoing trading performance within underlying results. In July 2025, we agreed the sale of the Travel Money business to Fexco Group,
with the sale completing in January 2026. The Travel Money business is presented as a discontinued operation in both the current and comparative periods.
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Financials Sainsbury’s
Cash flow metrics

Working Capital
Retail Free Cash Flow movement Capital expenditure Net debt'

£825m [ £843m i kY

24/25 25/26
£(264)m £(203)m
eas loase
ha}g?ﬁges liabilities

£98m £128m
£(5,758)m £(5,743)m
FY o kY FY FY FY incl. incl.
e 2425 25026 2425 25726 S S

1. Net debt is defined as Retail net debt
J Sainsbury plc April 2026 Preliminary Results 2025/26 23



Financials

Net debt and Retail free cash flow

FY FY

fm 2025/26 2024/25
Net cash from operating activities 1,865 1,805
of which working capital movements 128 98
of which pension cash contributions (27) (45)
Capital expenditure (843) (825)
Disposal proceeds, Interest income 64 72
Lease repayments’ (512 (521)
Retail free cash flow 574 531
Dividends paid on ordinary shares (316) (308)
Share buyback? (251) (200)
Special dividend paid (250) -
Proceeds from Financial Services phased withdrawal 400 -
Financial Services Strategic Review (59) (52)
Other?® (83) (175)
Movement in net debt 15 (204)
Opening net debt* (5,758) (5,554)
Closing net debt* (5,743) (5,758)
of which Lease liabilities (5,540) (5,494)
of which Net debt exc. lease liabilities* (203) (264)

J Sainsbury plc April 2026

Sainsbury’s

2026/27 Guidance

We expect to generate more than £500 million of retail
free cash flow in 2026/27, in line with our commitment
to generate at least £1.6 billion of retail free cash flow
over the three years to 2026/27.

The latest triennial valuation was completed in March
2026. We expect total defined benefit pension scheme
cash contributions to be around £27 million in 2026/27.

w N e

4.

. Includes initial direct costs on right-of-use assets
. Includes directly attributable costs on the purchase of own shares for cancellation
. Includes the net movement in lease liabilities, reflecting non-cash additions and

modifications offset by payments made. Also includes cash impact of share purchases
(excluding share buyback) and proceeds from issuance of shares. In FY25 one-off
impacts on the lease liability resulting from the new head office and store acquisitions
from Homebase and Co-Op were disclosed separately but have been combined in the
comparatives.

Net debt definition excludes derivatives not linked to borrowings. Net debt is defined as
Retail net debt.
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Financials SainSbU ry,s
Capital expenditure

2026/27 Guidance

We expect core retail cash capital
expenditure in 2026/27 to be between
£800 million and £850 million.

FY 24/25 + FY 25/26 FY 26/27e

00

B Maintenance M Growth M Efficiency
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Sainsbury’s

Financials

Balance sheet metrics

Return on capital employed’

Net debt / EBITDA'
9.0% 8.9%

34

33
7.4%

32
7.4%

3.0

25/26

18/19 19/20 20/21 21/22 22/23 23/24 24/25

25/26

18/19 19/20 20/21 21/22 22/23 23/24 24/25

\?Vlelzgrii?lﬁ:to target leverage of FY 25-27 commitment:
net debt to EBITDA of 3.0x to 2.4x Higher return on capital employed

1. 2025/26 net debt including leases of £5,743 million divided by Group underlying EBITDA of £2,211 million based on a 52 week rolling basis. Net debt is defined as Retail Net Debt.
2. Return is defined as a 52 week rolling underlying profit before interest and tax. Capital employed is defined as group net assets excluding the pension surplus and net debt.

The average is calculated on a 14 point basis, on an inclusive of discontinued operations basis
Preliminary Results 2025/26 26
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Financials

Shareholder returns

Sainsbury’s

Shareholder Returns 25/26

s0l0ln] Buyback

3yl Dividend EEE[ITM Buyback
2410 ) 8 Special

Dividend

FY
25/26

Dividend per Share Shareholder Returns 24/25
]
FCF

A7 Buyback

Dividend

FY FY FY
24/25 25/26 24/25
2026/27 Guidance

A £200m will be returned to shareholders via a core buyback

Awe will also return an additional £100m of bank proceeds in 2026/27, alongside the £300m returned
in 2025/26, amounting to a total of £400m of net bank proceeds returned to shareholders

J Sainsbury plc April 2026
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Financials Sainsbury’s
Summary

What we’ve
delivered

Looking

ahead

in FY 25/26

ATotal operating profit of between

AGrocery volume growth / continued market £975 million and £1075 million

outperformance
Astrong free cash flow generation ASusjca}mmg S SO CME e
position
ACompl_etlon of the disposal of our banking AMore than £500 million retail free
operations cash flow
AEnhanced cash returns to shareholders Ashareholder returns.
- £200m core buyback

- £100m additional share buyback
from the bank disposal

J Sainsbury plc April 2026 Preliminary Results 2025/26 28



Consistently
for all our
stakeholders

Simon Roberts
Chief Executive
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Sainsbury’s
Next Level Sainsbury’s

We make good food joyful, accessible and
affordable for everyone, every day

ILITER AT

First choice More Argos,

everyone
loves

——

Build a world-leading

for food more often

Attract many more people Unleash and transform

to choose Sainsbury’s as loyalty platform Argos around the three
the place they come to - more personalised, things that have always
for good food joyful, rewarding and made it brilliant

and play a leading role in
creating a sustainable food
system in the UK

transparent — for everyone - curated range, famously

convenient experience and
great value — so more
customers buy more
complete baskets
more often

J Sainsbury plc April 2026

Save and
invest

to win

Save £1 billion and
invest in transforming
our capabilities
- taking another big leap
forward in efficiency,
productivity and customer
focus, continuing to build a
platform for growth
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First choice
for food

Attract many more people to
choose Sainsbury’s as the place
they come to for good food — and

play a leading role in creating a
sustainable food system in the UK

First choice
for food

/AMore food choice for more customers
AConsistent value, every day

AThe leader in freshness, availability
and innovation

AA complementary range of relevant
products and services

AA more resilient UK food system
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Consistently delivering for all stakeholders

First choice

More customers are shopping our full offer for food

More customers are choosing 69% of customers shopped both Aldi Price Match
Sainsbury’s for their big trolley shop* and Taste the Difference in the same trolley?
Aldi Price Match Taste the Difference
EEE Participation Participation
+130bps
YoY

Sainsbury’s Tesco

Morrisons
+50bps
YoY

Asda

24/25 25/26 24/25 25/26

1. Worldpanel by Numerator Panel (Kantar), Total Fresh & Grocery exc.Kiosk, Main Shop Buyers, 52 weeks to 1 March 2026
2. Nectar / Groceries Online customers shopping both Aldi Price Match and Taste the Difference at least once during 2025/26
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Consistently delivering for all stakeholders

Sustaining our strong competitive position

Value Index vs all competitors since year-end 2024/25'

-190bps -115bps
S

Unchanged Unchanged

- -

Lidl Aldi Morrisons Asda Tesco

1. Value Reality, February 2026 vs February 2025; Acuity, internal modelling
J Sainsbury plc April 2026

First choice

for food
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Consistently delivering for all stakeholders

First choice

Consistent focus on value at the centre of plate i

Centre of Plate Value Index vs all competitors since year-end 2024/25"

-210bps -210bps
S

Lidl Aldi Morrisons Asda Tesco

1. Value Reality, Meat, Fish, Poultry and Produce categories, February 2026 vs February 2025; Acuity, internal modelling
J Sainsbury plc April 2026 Preliminary Results 2025/26 34



Consistently delivering for all stakeholders

First choice

Improved value perception forfood

l Market
B Sainsbury’s

/\/\/\/\

/\/\/\/\/ £5.5bn SaVingS
nectar 4 for customers since

prices
launch in April 2023

Biggest Aldi Price Match

in the market

c.350m

nectar personalised offers
each week

P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 P13

1. YouGov Brand Index — Supermarket Value for Money Perception metric
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Consistently delivering for all stakeholders

First choice

Market leading Taste the Difference growth for food

Fastest growing Premium Own Label Doubled size of
in the market' Taste the Difference brand
15% 250 1
10% Customers?
2,000
5%
1,500 1
0% Sainsbury’s T Lidl Morri M&S Aldi Wait 2
alnsbury's lesco 1 orrisons 1 altrose 1’000 Frequencg
-5%
500
-10%
Asda £m i 2
-15% 19/20 25/26 Basket Size

1. Worldpanel by Numerator Panel (Kantar), Total Fresh & Grocery exc.Kiosk, Premium Own Label tier
(excl. Premium Plus tier), Volume growth YoV, 52 weeks to 1 March 2026

2. Worldpanel by Numerator Panel (Kantar), Total Fresh & Grocery exc.Kiosk, Premium Own Label tier
(excl. Premium Plus tier), Basket size - number of Taste the Difference items per basket, Frequency
and Buyers YoY growth, 52 weeks to 1 March 2026
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Consistently delivering for all stakeholders

. First choice
Consistently strengthening our quality and
innovation, particularly in Fresh food

>1,200

new Own Brand products
launched, c.50% TTD

20%

Meat, Fish and Poultry sales
now Taste the Difference

crocourcs [ Best ever availability
MELTING s nP | , + improved stock flow and
e " wastage metrics
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Consistently delivering for all stakeholders

First choice

Securing the future of good food through long-term forfood
supplier partnerships

> 2, 5 O O British and Irish farms supported

by multi-year arrangements

spend to protect future of
>$5bn

good food over the coming years

6 O 0 / of own-brand fresh food products
o in contracts >5 years!

1 T 1 1

Stability Animal Sustainable Innovation
and resilience welfare farming and value for
customers

1. Based on Cost Of Goods Sold (COGS) from suppliers (Dairy, Meat, Fish,
Poultry, Produce) with minimum five-year long-term agreements in
place or planned, divided by total COGS of these categories
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Consistently delivering for all stakeholders

First choice

Investing to grow and strengthen our food footprint forfood

More for More
investment

convenience
stores

J Sainsbury plc April 2026

EAT & FISH

New
supermarkets

Targeted
investment in
key
supermarkets

2026/27 Guidance

Awe expect to open
around 10 new
supermarkets and at
least 20 new
convenience stores

Awe expect net new
space to add around
0.5% to sales

Awe plan toinvestin a
further30
supermarkets as part
of our More for More
plan
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Consistently delivering for all stakeholders

First choice

Delivering for customers however they want to shop forfood

Strong performance across our channels

15%
A
A
10%
5%
0% .
Supermarkets Convenience Groceries
Online!

s
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