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• Originally seen as a small convenience business built on
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Income
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Availability / Quality
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Accessible shopsAccessible shops
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• We operate Express as convenience stores, not small superstores

• Price premium of 3% on some products compared with Tesco normal price
basket (average convenience stores 20 – 30% more expensive)

• Dedicated management and support team

• Store team’s remuneration based on store success

• Fast to build (10 days) and flexible format

• Average site land and build cost £1.2m

• Consolidated deliveries
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• Average Express turnover £53k per week (average UK convenience
store turnover of £12k per week)

• Profitable from £35k per week

• Some stores’ turnover in excess of £100k per week

• Faster initial growth than superstores

• CROI: 17 – 20% over three years
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• Opening an average of one Express per week

• Diverse range of locations e.g.

_ Inner City (Maida Vale, Chelsea, Camden)
_ Suburban (e.g. Harrow, Bushey, Barnet)
_ Town Neighbourhoods (e.g. Horsham, Witney)
_ Villages (e.g. Battle, Forest Row,Yateley)
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- Lack of range on deli (add hot chicken counters etc)
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• 30 Refreshed by end of March

• In 02/03 we will complete over 100 stores

• 106 customer question times held so far

• Average Cost £1.5m

• Meeting target of increase in LFL sales of 3%

• CROI is over 20%

• Customer and staff feedback positive
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