
 

 

 

 

 

                                                           

1 Total Retail sales excluding the impact of the sale of the Pharmacy business and including Argos in the prior year base  
2 After adjusting for the estimated seasonal impact of the timing of this year’s late Mother’s Day and Easter, like-for-like sales would have been up 2.0 per cent 
3 Total Retail like-for-like sales are based on a combination of Sainsbury’s like-for-like sales and Argos like-for-like sales for the 16 weeks to 1 July 2017 
4 Nielsen Panel, 12 weeks to 3 June 2017 
5 Kantar Worldpanel, 12 weeks to 18 June 2017 
6 Sainsbury’s was awarded the Grocer Gold award for both Service and Availability for the fifth consecutive year 
7 General Merchandise, Clothing and Total Retail sales growth performances include Argos in the prior year base 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

http://www.j-sainsbury.co.uk/investor-centre/results-and-presentations/
http://www.j-sainsbury.co.uk/investors
http://www.j-sainsbury.co.uk/investors

