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DFS GROUP
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Welcome & Introduction
DFS STORE VISIT

117 stores
Across UK & ROI

Leading own 
product brands

54/46 male/female
colleagues

80/20 Gender split 
in our leadership team

Best exclusive 
brands

Our People

Breakthrough 
new brand 
marketing

Best companies to work 
for in the retail sector

7th place

Our Brand

PT 43% Mix
Flexibility

Nick Smith
DFS CEO

Louise Rix
Retail Director
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CAPITAL MARKETS DAY

DFS 3.0
Simpler, Smarter, Better

MARKETING

INSIGHTS

DATA

INTEGRATED 
RETAIL

PRODUCT & 
COMMERCIAL

SERVICE & 
SUPPORT

THINK CUSTOMER BE REAL AIM HIGH

Simpler, Smarter, Better

5



6

6

Welcome

‘Future, Back’ Strategy

‘Today, Forward’ Priorities

Store walk

Recap & Summary

Q&A

Welcome to DFS
CAPITAL MARKETS DAY

6



7

7

Top 3 Priorities
CAPITAL MARKETS DAY

1. On-going investment in format

2. Strategic range development

3. Intelligent Lending Platform
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1. On-going investment in format
CAPITAL MARKETS DAY

50+ stores
Refitted to Format 1 by 

end of FY23

More sofa bays
Through smarter space 

allocation

Customer 
driven concept

Home 
Proposition where space 

permits

Consistency
of retail estate with other 

channels

NEW vOLD 
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2. Strategic Range Development
CAPITAL MARKETS DAY
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Addresses two key challenges

Trialled in 15 stores Jan ‘22.  Rollout across the estate from March onwards

3. Intelligent Lending Platform
CAPITAL MARKETS DAY

Key changes/impact:

Applications across multiple lenders in real 
time, maximising acceptance & efficiency

Customers don’t have to have their IDs with 
them and can email/sign at home

Process now takes approx. 15 mins less

Finance: a critical but time consuming 
part of the process…
for both customers & colleagues alike

At peak periods, finance processing 
prevents us from serving as many 
customers as possible 

I. II.
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“It’s a lot less intrusive from a customers point of view, 
more simple to follow and much quicker.”  

Courtney, Darley Dale

“Far quicker sales process and supports the ESG agenda!” 
Barry, Paisley, BGM

“It is a lot quicker and more effective when you're with a customer. Which gives 
us more opportunity to serve more customers.  

Also it's great now we have four finance providers.” 
Dan, Gateshead

“Easy to use system that ticks all the boxes for our customers and us.”
Stephen, Maidstone

3. Intelligent Lending Platform
CAPITAL MARKETS DAY
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Three highlights
CAPITAL MARKETS DAY

1. Leading the way on sustainability

2. New manufacturing partnership

3. New ‘Home’ proposition

13



14

14

Welcome

‘Future, Back’ Strategy

‘Today, Forward’ Priorities

Store walk

Recap & Summary

Q&A

Welcome to DFS
CAPITAL MARKETS DAY

14



15

15

Our winning Integrated Retail model
CAPITAL MARKETS DAY

DIGITAL

Best Online Brand Strength
‘DFS’ is searched for 2.3x more 

than the term ‘Sofas
87% of store customers research 

online before coming instore

Best Range
UK’s largest sofa range, more 

bays & choice than any retailer 
(3,600+ online skus. 

Next biggest with 752)

Best enhanced 
technology

World’s largest collection of 
AR-enhanced products within 

furniture category  

Best Ecommerce Platform
Europe’s first implementation of 

HCL Commerce v9

Source: DFS Market Update Tracker (August 2021),DFS Project Unravel about Purchase Decision Making 
(October 2019); Bolda 2022, Refit research Trinity McQueen,  

PHYSICAL

Best Retail Estate
More stores in more locations.  
Plus, if people visit our stores, 
57% more likely to purchase

Best Sales Teams 
Nearly 9 in 10 people would 
recommend DFS having 
purchased within a DFS store

Best New Formats
Post store refit, 58% of 
consumers said store was 
better than the competition 
(pre-refit = c.46%)

Best Experience
Biggest range + the critical 
‘sit test’: over 85% of DFS 
customers visit a store before 
buying
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Marketing transformation
CAPITAL MARKETS DAY

16

https://docs.google.com/file/d/1NTBDblyBBy7uvcHdpxLQWPODt3q8CIG7/preview
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In summary…
CAPITAL MARKETS DAY

Our ongoing, transformation journey Our key, short-term priorities
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