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9.30 Site tour

12.00 Lunch

12.30 Presentations

3.10 Return to Newark station

Agenda
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John Browett
Chief Executive
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Service led business model
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Store Internet Products
After-Sale 

Service
Support

Value Choice Service

Customer insight

ÅSales advice

ÅEasy to shop

ÅPlaytables

ÅMultichannel

ÅNavigation

ÅSpecialist

ÅFull range

ÅExclusivity

ÅOwn brand

ÅScale

ÅUnbeatable Offer

ÅHigher standards
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SETUP & 

UPGRADE

HELP & 

SUPPORT

REPAIR & 

PROTECT

DELIVER & 

INSTALL

ǒPersonalised 

hassle free set up

ǒMake it easy for 

the customer

ǒRange of 

upgrades 

designed to 

maximise the 

performance of 

the products for 

customers

Market leading services

ǒñHelp me 

understand itò

ǒRemove the 

frustration of 

technology

ǒTelephone, 

online and in-

home support

ǒMarket leading 

delivery & 

installation

ǒFlexible, 

reliable and 

unbeatable 

value

ǒChoices to suit 

the customer

5 Newark Visit

ǒPeace of mind 

if something 

goes wrong

ǒAlways there to 

help get it fixed
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ÅBuilt in 2003

ÅBuilding 2 added 2007

Å1.5 million ft² of warehousing 

ÅEquivalent to 65 football pitches

ÅStore and home delivery centre

ÅSmall product automation

ÅRepair lab for TVôs and laptops

Introduction
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ÅHigh Vis Vests

ÅTrucks & Cranes

ÅKeep within the yellow lines

ÅKPI Boards

ÅAutomation

ÅStore orders

ÅHome pick orders

ÅOnline Packing

ÅReverse logistics

ÅReturns and WEEE

Introduction
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Remain here

Group leaders

Group 1

ÅNeil Smith

ÅRuss Winfrow

ÅJohn Jeffery

Group 2

ÅDebra Wilson

ÅStefan Francis

ÅRobert McBlane

Site Tours
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Groups 1 & 2

Transfer to building 1

Buses outside main entrance

Group leaders

Group 3

ÅEddie Smith

ÅDavid Edwards

Group 4

ÅLammas Fairbrother

ÅLee Gray

Groups 3 & 4
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Katie Bickerstaffe
Group Marketing, People                              

and Property Director 
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ÅCustomer insight

ÅCustomer relationship management

ÅFirst class services
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Customer insight supporting the Customer Plan
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Store Exit Surveys ςamongst store visitors
c. 7,200 interviews per month

Mystery Shopping of5ƛȄƻƴǎΩ ŎƻƭƭŜŀƎǳŜǎ
c.295 stores per month

Online Customer Experience ςamongst on-line visitors
c. Post Purchase evaluation of our websites

Competitorprice Index ςweekly track of competitor prices

KNOWHOW Service Tracker: Monthly interviews amongst 
KNOWHOW service users rating the experience across 7 
KNOWHOW Customer Touch-points e.g. Installation, TV 
Repair

Brand &Ad Tracker ςmeasuring customer perceptions of 
our advertising and brands as well as the strength of our 
association with the shopping trip statements

We have built insight programmes 

to track our performance on the 

shopping trip over time

Tracking our delivery of the Customer Plan
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The Customer Dashboard
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Successful on time 

up 5% in 3 months

Number of very 

dissatisfied customers 

down from 12% to 0%. 
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Ensuring improvement and consistency

Jan Feb Mar



ÅAcross all store brands, the 41% of customers that were óapproached and helpedô         

by our staff, give significantly higher performance scores and better conversion. 
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Approach improves both customer experience & sales

64

47

51

24

39

Approached and 

helped

Approached but no 

help needed

Not approached, 

sought help

Not approached, 

couldnôt find help

Not 

approached, no 

help needed

Very Satisfied 

With Store Visit  

(%)

Very Satisfied 

With Staff  

(%)

Very Likely To 

Recommend 

(%)

80

56

= Metric with greatest impact

Purchase Conversion 

(came to buy & 

bought) (%)

83

84

75

39

76

63

48

49

33

42
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-5%

46%
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P6/7 P8/9 P10/11

Strong advocacy - very likely to recommend -
Megastores

+4%

In Dec, the business was re-focused on 
Approach and Satisfaction with Staff to 

drive improved behaviour. This has 
immediately improved advocacy

In Megastores we were able to respond to impact of 

payroll cuts
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ÅLanding the KNOWHOW brand

ïEnsure key brand values are understood by customers

ïMaintain high service standards

ÅBuilding seasonal activity, e.g. Back to School, Peak

ïRange

ïPromotions

ïMarketing activity

ÅService
ÅCustomer interaction with colleagues

Customer insight priorities for 2011

Voice of the Customer
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ÅCustomer insight

ÅCustomer relationship management

ÅFirst class services
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Brand 
Marketing & 
Propositions

CRM :         
Direct Mail, 
Email, Till 
couponing

Product 
Selection & 

Ranging

Performance 
Analysis and 

Reviews

Format 
Development

Brand / 
Supplier 
support

KNOWHOW   
& Services 

Development

Customer insight is at the heart of our transformation é

ÅSingle customer database

Å>80% of spend tagged 

Å>22M customers

ÅComprehensive behavioural 

and attitudinal segmentation

Customer Insight
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Customers 
who have 

shopped in 
the last 3 

years

Customers

22.3m

Families

19.6m

70% of 
units

90% spend

Contactable 
Families

12.6m

Emailable

2.6m
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The Customer Database drives Insight & CRM activity



Customer insight is at the heart of our transformation é
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éhelping us identify and target key customers

Likelihood to purchase Tablet PC by Segment

.ŀǎŜΥ !ƭƭ bŀǘ ǊŜǇ ǘƘŀǘ ŘƻƴΩǘ ƻǿƴ ŀ ǘŀōƭŜǘ όнлпуύ !ƭƭ Ƙƻǘ ǇǊƻǎǇŜŎǘǎ όнстύ
P475Q1: Using a scale of 1 to 10 where 1 is not at all likely and 10 is extremely likely, how likely or unlikely are you to consider purchasing a tablet in the future, assuming price was acceptable? 

Net top 3 box

Propensity to 

purchase new Tablet 

varies significantly by 

segment enabling us 

to tailor marketing 

activity and improve 

customer focus
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We are tailoring our marketing to specific customers

Examples of CRM mailings
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Customer couponing is driving repeat purchase

Objectives
ÅDrive 2nd purchase & overall 

purchase frequency
Å Increase level of attachment
ÅEnable targeted local 

promotional activity

Till Coupons

Multiple options for 
configuring coupon 
promotions for both 
consumer & business.

CRM Coupons

Ability to have truly 
exclusive targeted 
customer offers. 

Effective and low cost channel

ÅLaunched October 2010

Å2.8m coupons issued to date

ÅHigh redemption rates, many over 5%
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Targeted email follow up activity to recent customers

27 Newark Visit18 May 2011



28 Newark Visit18 May 2011

ÅCustomer insight

ÅCustomer relationship management

ÅFirst class services



MARKET

ÅTechnology services market enjoying rapid growth

ÅCustomers getting more & more wired, gadgets getting more complicated & 

technology continues to converge 

ÅHighly fragmented, dominated by 1,000ôs of local players

ÅAdded Value Services market worth c.£500m+

ÅBased on our electrical share our AVS revenue should be £150m 

ÅSignificant margin opportunity. 

OPPORTUNITY

ÅTo define, consolidate and dominate this growing market (Consumers and 

business customers)

ÅTo create a new, high volume, high margin business

ÅTo create a new type of customer relationship 
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The Big Picture



The Customers World

CORE INSIGHTS

ÅLack of technology knowledge causes problems & anxiety across the 

entire customer journey: 
óóHow do I get the most out of it?ò

ñWhat should I do if thereôs a problem?ò

ñWho do I phone?ò

ÅCustomers believe this lack of knowledge is often exploited by other 

people: 
ñWho can I trust?ò

ñWhoôs on my sideò

ñWill they actually fix it?ò

ÅFinally, customers also believe many experts (sales, service & repair) 

lack the right knowledge to help: 
ñWho can really help me?ò

ñThey donôt know me ïthey say I havenôt got coverò
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Source: Seymourpowell ethnography 2010

Customer journey knowledge gaps
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KNOWHOW

Customer Insight video
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The result

ÅWasted time and money

ÅCreates unnecessary stress and anxiety

ÅPrevents them getting the most out of the products we sell

ÅMeans the ownership experience isnôt as fantastic as it should be

ÅErodes our core promise - óbringing life to technologyô 

WHETHER THE CUSTOMER KNOWS IT OR NOT
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The relationship opportunity

A NEW ROLE

ÅA trusted, knowledgeable technology expert whoôs always by your side 

and on your side

A NEW RELATIONSHIP OPPORTUNITY

ÅConvert óservice-mindedô segments from occasional customers into           

life time members 

INCREASED VOLUME & QUALITY OF SALES OPPORTUNITIES

ÅStep-change sales of existing attached services 

ÅCreate new range of AVS services to enable customers to get ómore out oféô

ÅDrive sales of repair and fix services as default/trusted option

ÅCreate relationships with non-Currys/PC World customers
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A new brand opportunity
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ÅKnowledge is the category & customer need 
ñI need somebody who knows how toéò, ñI need to know how toéò

ÅEmbodies óknowledgeô & óexpertiseô in an everyman not techie way
ñHave you got the knowhow?ò

ÅóImproving partnerô & óknowledge injectorô into store brands
Currys have Knowhow, PC World have Knowhow

ÅDifferentiates from & plays a different game to the competition 
e.g. Digital, Help, Squad, Support, On Call , Clinic etcé

ÅSignals purpose of business to colleagues 

ñOur job is óto know how toéô and óhelp our customers to know how to..ò

ÅA source of pride & ambition for colleagues
ñI know how toéò, ñWeôve got Knowhowò , ñIôm getting the Knowhowò

Why KNOWHOW
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KNOWHOWôs Mission

To create a 100 million óphewsô 

and óahaahsô a year for our 

customers
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The KNOWHOW promise

set up to support to repair

To be generous & personal the experience 

we give to our customers 

will be liberating & enlightening  

To never leave customers to fend for 

themselves or leave a problem unresolved
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A MARKET LEADING WEBSITE

A WORLD CLASS CALL CENTRE

A SPEEDY REPAIR SERVICE & A LOANER IF I WANT ONE 

AMAZING IN-STORE EXPERIENCE ïPEOPLE & THEATRE 

ON TIME DELIVERIES WITH A GREAT CUSTOMER EXPERIENCE

EVERY COLLEAGUE IS AN ADVOCATES OF SERVICE

HIGHLY VISIBLE OFFERS THAT APPEAL TO OUR CUSTOMERS 

The critical operational requirements
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Helpful website
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In store branding - Megastore
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In store branding ïSuperstore and High Street
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Clear proposition

DELIVER & 

INSTALL

SET UP & 

UPGRADE

ÅDelivery ops 

ïExpress

ïTime to suit

ïLocal and Dynamic

ïVariable D+I on web

ÅInstallation Standalone

ïComputer

ïAerial/Free-sat

ïOther Post sale

ÅInstallation with delivery

ïLaundry

ïRefrigeration

ïUS Style

ïSwap doors

ïCooking

ïGas + Electric

ïBuilt-In

ïTV system set-up

ïTV Wall Mount

ÅAV equipment set-up

ÅHome Network set-up

ÅComputer set up

ÅInternet ready set-up

ÅCamera Set-up

ÅMemory Upgrade

ÅSoftware Installation

ÅOperating System install

ÅComponent  Upgrade 

ÅOnline tutorials

ÅWEH Club Computing

ÅWEH Club Vision

ÅWEH Club MDA

ÅWEH Club Other 

ÅWEH Premier Computing

ÅWEH Premier Vision

ÅWEH Premier MDA

ÅWEH Web Term

ÅWEH Web PAYG

ÅInstant Replacement      

(Under £150)

ÅRepair & Protect (Direct 

sales channel only)

ÅWEH for Business (based 

on Premier)

ÅKNOWHOW membership

ÅData Transfer

ÅData Wipe

ÅSystem Rescue

ÅOnline storage/sharing

ÅIPad media stream

ÅVirus Removal

ÅHome Network trouble 

shooting 

ÅDriver Downloads

ÅHealth Check

ÅData Rescue

ÅData Rescue (Advanced)

ÅPC/Laptop Repair

ÅTV Repair

ÅGames Console repair

ÅDigi Box Repair

HELP & 

SUPPORT
REPAIR & 

PROTECT
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All TVs & laptops 

repaired in house

Calendar 2011 roll out

Operations

Contact Centres

Proposition 

7 day turnarounds   

on all repairs

One site

New range & POS

All colleagues have

some Knowhow

New IVR & ASR

Express trialled with 

Phones4u

Experts in all Clinic 

Stores

Track & trace

Brand
Internal launch to 

Services,  

Website

Great people

5 x 3pl contracts

Start Primary business

97% right first time

Chase calls down

30% from launch

Social media team

Support agreements 

with  Phones4u

Google search

advertising

Workshops in all stores

Launch transactional website

Above the line 

advertising

Membership includes   

WEH

Knowledge base

Website and 

range launch in 

all stores

Jan -Mar April-June July - Sept Oct - Dec
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Group rollout

NORDICS

ITALY

CZECH

GREECE

TURKEY
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Summary

ÅListen to customers

ÅSimple easy to understand proposition

ÅGo the extra mile

ÅTake responsibility

Å3rd party opportunity

ÅUnderpin our core promise - óbringing life to technologyô 
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Sebastian James
Group Operations Director
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Dixons Retail UK Operations
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What it is made up of é.

RETAIL HOME SERVICES BRANCH SERVICES

ÅStoreoperations
ÅAirports
ÅPC World Business
ÅKNOWHOW execution 

in-store

ÅContact Centre
ÅKNOWHOWdelivery, 

installations and in-home 
services

ÅLaptop & TV repair 
operations

ÅStores  Supply Chain
ÅDirect  Fulfilment
ÅReturns
ÅTechnical Services



Scale of operation 

RETAIL HOME SERVICES BRANCH SERVICES

Å 29 million customers
Å 634 stores
Å £3.9 billion annual sales
Å 15,565 colleagues
Å 347 operating processes
Å 74 transformations last year

Å 10.5 million calls
Å 1,300 Contact Centre staff
Å 3 million home visits/year
Å 900 engineers
Å 610,000 TV and laptop 

repairs/year
Å 32,000 parts (SKUs) in stock

Å 1.5 million sq ft total space
Å 12,000 plus SKUs
Å £150m (max)stock held in 

Newark
Å 1,007,945 home delivered 

parcels/year
Å £150m/year of stock processed 

through Returns
Å 211 factories audited in China 

last year
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In each area, we had a simple four year approach
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YEAR 1 YEAR 2 YEAR 3 YEAR 4

/ƭŜŀǊ ǘƘŜ ǊǳōōƭŜΧMeasurably Best in 
/ƭŀǎǎΧ

CŀƳƻǳǎ ŦƻǊ ΧMoving too fast to 
ōŜ ŎŀǳƎƘǘΧ

Å Identify and fix 
broken processes

ÅReduce costs
Å Improve service 

to άnormalέ
levels

ÅFix team

ÅBenchmark 
metrics best in 
class in UK

ÅInnovative ranges

ÅCustomer 
communication

Åάmagic momentsέ

ÅInnovation

ÅMarket-driving 
propositions

ÅWorld 
benchmarks



Where we are
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Clear the rubble .. Measurably Best in 
Class .....

Famous for .... Moving too fast to 
be caught ....

Delivery & 
Installation

Logistics

Retail Operations

Contact Centre

Repair



One guiding principle
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Better quality at 
lower cost



Over 2 yearsôcosts in Operations have decreased by £89m
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33.1

27.0

15.1

11.1

2.3

699.2

610.6

560

580

600

620

640

660

680

700

720

2008/09 Retail Home Services Branch Services Returns Other 2010/11

£
m

Costs in Operations over 2 years



Retail
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ACTION IN LAST 2 YEARS IMPACT

ÅDrive customer focus and training ÅStrong advocacy (very likely to 
ǊŜŎƻƳƳŜƴŘύ ƳƻǾŜŘ ŦǊƻƳ рн҈όaŀȅ Ψмлύ 
ǘƻ рт҈ ό!ǇǊƛƭ Ψммύ

ÅTransform 169 stores Å20+% average uplift in transformed 
profit contribution

Å Implement rational rostering ÅStaff costs down by £18 million with 
improved coverage

Å Improve stock loss process ÅStock loss moved from £18m in 08/09 
to £9m in 10/11 ςnow below 0.3%

ÅFocus on solutions service Å c2% point increase in share of margin of 
solutions in just one year

Å Insist on perfection in store ÅVery rare to see a bad store

ÅLaunch KNOWHOW ÅToo early to tell



Retail ïExamples of improved in store operations
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Solution bundles Replenishment  baskets



Retail : The Year Ahead
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GOALS ACTIVITIES

Å100%of customers approached ÅChange in incentives
ÅRemoval of non value-added tasks
ÅProcess improvement of valuable tasks

ÅEvery colleague able to serve the 
customer

ÅTraining of all non customer-facingstaff
ÅKNOWHOW

ÅBetter coverage with lower costs ÅSophisticated workloadmanagement
ÅDrive for flexibility

ÅStores broughtto life ÅAutonomy within a framework
ÅBetter metrics

ÅFurther gains in key performance 
indicators

ÅEnd-to End approach
џStores and commercial together
џSimpler bundles
џTough targeting



Home Services : Delivery and Installation
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ACTION IN LAST 2 YEARS IMPACT

ÅTotal integration of TechGuys and 
delivery engineers

ÅCost reduction of20%/drop
Å Improved colleague satisfaction
ÅSimplified operation

ÅFocus on Right First Time and Right 
Second Time

ÅMoved from 88% to 96% and 40% to 
98% respectively

ÅFocus on flexibilityand new products ÅGas, Freesat, network setup, TV home 
fix, etc

ÅVariable pricing

ÅRational approach to routing and 
introduction of handhelddevices

ÅReal-time customer satisfaction 
measures (95.3% for Delivery & 
Installation last week)

ÅFurther gains in key performance 
indicators

ÅReduced costs
ÅTime slots to suit the customer

ÅKNOWHOW Å Immediate customer response to 
behaviouraltraining



Home Services : Delivery and installation
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Embedding Magic MomentsDeployment of PDAs



Home Services : Delivery  & Installation ïThe Year Ahead
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GOAL ACTIVITIES

ÅPrecision on customerand productivity 
by engineer

ÅRollout of PDAs
Å Introduction of real-time customer 

satisfaction data

ÅTotal flexibility ÅOne man ςTwo man
ÅSimple - complex

ÅReduce cost/drop by £4.50 ÅBetter routing
Å Improved productivity

ÅRight First Time / Second Time to 
97.5%/99%

ÅPhilosophicalshift ςάLŦ ǿŜ ŎŀƴΣ ǿŜ ǿƛƭƭέ
ÅBetter communication

ÅBuild a profitable 3rd Party business ÅActive selling in market
ÅOne customer won, four pilots booked



Home Services : Repair
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ACTION IN FIRST 2 YEARS ACTIVITIES

ÅTransferred Parts warehouse in Lincoln 
and Laptop Repair shop in Mansfield to 
single, state-of-the-art facility in 
Newark

ÅReduced cost/fix from £99.00 to £89.00
ÅReduced time to fix from 18days to just 

over7 days
ÅReducedparts delivery time from 24 

hours to 15 minutes

ÅFocus on quality ÅRepeat jobs from 8% to 4%
ÅFewer complaints

Å IntroducedDevelopment Lab ÅOpportunities to reduce costs sharply 
while improving quality and speed

Å In-sourced 3rd Party laptop repairs ÅReduced costs
Å Improved quality
ÅBetter information



Home Services : Repair
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TV Dolly Component repairTellyTainer



Home Services : Repair ïThe Year Ahead
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GOAL ACTIVITIES

Å7 day promise ÅParts fulfilment increase to 95%
ÅAccelerated handoff between stages
ÅSix Sigma approach

ÅComponent repair ÅParts harvesting
Å[ŀō ǘƻ άōǳǎƛƴŜǎǎ ŀǎ ǳǎǳŀƭέ

ÅReduce cost to repair by15%/unit ÅCellular manufacturing
Å Improved productivity

ÅTrack and trace ÅKNOWHOW web tracking of repairs and 
text communication



Home Services : Contact Centre
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ACTION IN FIRST 2 YEARS ACTIVITIES

ÅBrought in-house from Capita ÅReduced cost/contactby 25%

Å Integration intoone fit-for-purpose 
facility

ÅBetter cost management
ÅOptimisation of workforce
Å Innovation in home working

ÅOptimisation of team ςflexibility and 
behavioural training

ÅAnnualised hours
ÅFlexibility
ÅBehaviour as key measure of success

ÅRefocus on customers ςFirst contact 
resolution, IVR ease of use, 90th %ile 
wait time, KNOWHOW case 
management

ÅFirst contact resolution on service at 85%
Å IVR options from over 130 to 12 (no 

more than three buttons)
Å90% of calls answered within 3 minutes
ÅOwnership of customer issues



Home Services : Contact Centre
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Customer Action Team Unify



Home Services : Contact Centre ïThe Year Ahead
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GOAL ACTIVITIES

ÅNo buttons to press ÅCustomer gets real person saying   
άIƻǿ Ŏŀƴ L ƘŜƭǇέ ŀǎ ŦƛǊǎǘ ǿƻǊŘǎ

ÅCall reduction ÅBetter communication
ÅTrack and trace
ÅPromise on pickup

ÅEvery issue managed and owned ÅUnify
ÅCost released through call reduction

ÅNew range of technical services ÅExpand remote fix
ÅUse of new technology, eg; lost unit 

location



Summary
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ÅSeismic shift towards simplified & modern operations

ÅVery significant cost reductions

ÅAt or exceeding all known UK competitors on objective 

customer metrics

ÅIncreased flexibility and resilience in colleagues and 

processes

ÅStarting to monetise this advantage

ÅFocusing on speed of improvement rather than any 

particular goal



Steve Ager
Group Commercial Director
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External backdrop
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Limited economic growth is expected 
with Electricals forecast to decline 

further

Consumer confidence has fallen back to 
its lowest level since 08

Continued Electricals deflation combined 
with rising inflation in the wider economy 



Where we started in 2008
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ÅRanges launched later than competitors meaning margin rich part of 

product cycle was missed

ÅRanges were not customer focused 

Å£63m of obsolete stock

Å£12m of branch overstock due to poor performing promotions

Å90,000 skus with stock

Å16% of promotions went backwards in volume

Å£13m per annum spent on Point of Sale

Å300 promotions per week making it confusing for customers and 

complex to plan and manage stock

ÅSeparate buying and merchandising functions by chain

Å35% of our range was not listed on our websites



Action plan
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1. Fix the basics

ïCentralise buying and merchandising

ïCustomer focused ranges

ïFix stock profile (new, fresher ranges)

ïBetter promotions

2. This allows us to

ïBe first for technology

ïManage cash better

ïMakes it easier for stores to sell

3. What is next

ïImprove supplier relationships

ïBetter Category management

ïBetter extended online ranges and multichannel fulfilment

ïImproved OEM



Simplifying the business ïone way of working
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Centralised Commercial 

Function

ÅBetter terms with 

suppliers

ÅHeadcount reduction

ÅSingle stock file

ÅOne recruitment process

ÅBetter stock 

management

ÅStandard training/ talent 

management 

ÅOne standard way of 

working (KPIôs & 

process)
Ireland



Clear focused range was catalyst for fixing the basics
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Declare Customer 

Focused Ranges

Get control of SKUôs 

and report on declared 

range performance

Clear  through 

stock not 

needed

Tune the 

ranges

1 2 3 4

1

2

3

4

Customer insight work helped determine what the range should be

Once we had declared ranges we could make informed business 

decisions
ïStores knew exactly what they should have in stock by week

ïClear up the mess in the system

Work to clear excess stock could then begin
ïSKU specific plans for clearance

We then benchmarked our ranges and looked at accurate store 

distribution
ïCleaner and clearer position meant that continual improvement processes could begin



The discipline around clean exit and launches of ranges 

is imperative to maintaining gross margin
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Customer 
Focused 
Ranges

Exit old stock

Margin 
improves

Focus on new 
range 

availability

Better 
planned 

promotions

Launch new range at high 

availability as we see higher margin 

at the beginning of the product 

lifecycle

Take price action early to 

clear out old range and 

avoid cannibalisation

No old range left, only new 

range at higher margin

Cleaner stock file 

to manage

Improved promotional 

processes reduce 

overstocks and benefits 

work with suppliers



The range change process allows us to manage the product 

lifecycle and launch ranges on time in store and online
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Strategy/ 

1D
2D 3D T0

In-

Season

A customer 

centric strategy 

covering:

ÅMarket

ÅCustomer

ÅCompetitor

ÅSupplier 

ÅFinancial

1D Range 

Matrix

ÅIntent to buy  

top down

A sku level range 

plan:

ÅMeets financial 

target

ÅProduct samples

ÅMerchandise 

execution sign off

ÅGrading and 

range architecture 

sign off

ÅStore input

ÅHigh level exit 

plan

Agreement to 

buy range:

ÅPoint of sale 

sign off

ÅMarketing 

messages sign 

off

ÅWebsite mock 

up

ÅStore input

ÅExit plan for 

outgoing range

Launch of range 

in stores:

ÅTarget of 95% 

availability

ÅStore planning

ÅClean break of 

new and old 

range

ÅExit 

management

In Range 

Management:

ÅSupplier support

ÅStock 

management

ÅExit management

ÅSupplier support

ÅMarkdown/ 

clearance

R a n g e    C h a n g e    C a l e n d a r

O
u

tp
u

t

All ranges scrutinised in 

merchandising centre 

before deployment
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Customer insight has helped fine tune the ranges
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No premium or 

Entry Price 

Point in last 

years range



We had too much stock in store
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2008 2010

DC Branch

70%

30%

60%

40%

20% reduction overall in stock and a better    
mix between DC and branch

£
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Aged stock reduced 45%
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£75m

£40m



We have significantly reduced aged stock, SKUs with 

stock and improved cover
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Skus with stock reduced 77% Weeks cover reduced c.25%
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SKUs with Stock



Fewer, better planned and timed promotions have 

several benefits 
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Better promotions for 

our customers

ÅStronger, better planned key deals

ÅBetter forecast accuracy

Easier for our 

colleagues

ÅFewer deals, on generic ends means 

less work

ÅEasier for colleagues to sell

ÅPOS is generic which reduces workload 

for marketing, stores and commercial

Cheaper for Dixons

Å4 week deals means less overstocks 

(saves £12m a year)

ÅGeneric POS saves £6m a year

ÅBetter margins



Standard fixtures and generic Point Of Sale have been 

implemented across the estate saving £6m in costs
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BEFORE ïDeal specific POS AFTER ïGeneric POS



Fixing the basics has allowed us to be first for technology
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Suppliers want to work with us

ÅWe give suppliers confidence 

to launch new products on 

time
ïiPad exclusivity

ïWindows 7

ÅManage our stock efficiently 

as we have best availability

ÅWe have best customer 

service to explain technology

ÅWe are taking share from 

competition 

ï3D TVôs ï30%share



Supplier segmentation 

and strategy

Introduced a standard supplier management framework 

that will give us consistent  measures
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Freeze 

Plans 

(annually)

Weekly 

Management

Period 

Management

Quarterly 

Business 

Reviews

ÅSupplier segmentation 

analysis

ÅVendor Plans

ÅAccurate data

ÅNegotiation levers

ÅLead Trader 

Agreement

ÅMerit Opportunities

ÅJoint Business Plan

ÅRate card 

ÅSupplier Price Index

ÅSimplified Term 

Sheets

ÅNegotiating sheets

ÅSupplier sign off 

meetings with Std 

Agendas

ÅStd Supplier 

Performance 

Weekly reports

ÅSupplier Price Index

ÅSupplier calls and 

checklists

ÅStd Supplier 

Performance Period 

reports

ÅSupplier Price Index

ÅSupplier calls and 

checklists

ÅInternal Supplier 

period end reviews

ÅQuarterly Supplier 

performance packs

ÅLead trader  update

ÅStd meeting Agenda

ÅSupplier scorecard

ÅSupplier price index

ÅExec brief pack

Joint Business PlanningPlanning

Segment our suppliers into Gold, 

Silver and Bronze

Agree Joint Business Plans

Supplier Planning

Weekly supplier reviews

Supplier scorecards and league tables

Quarterly Business Reviews

Supplier Measurement



Clear strategic commercial plan aiming for best practice
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best people, best 

commercial 

decisions

best people, best 

commercial 

decisions

Best-in-class 

supplier 

relationships

Best-in-class category 

management, buying 

& negotiation

Best-in-class 

merchandising    

& stock 

management

óall colleagues ïone teamô óbest for customerô

ódrive availability & retain profitô

ódrive customer value & top-line profitô

óengage & drive additional valueôcustomers

suppliers

colleagues



Improvements to e-commerce and OEM operations
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Simplified OEM

ÅReduced from 26 different brands to 3 

covering all price points

ÅRelocated the Hong Kong office to a low 

cost office

ÅImproved sourcing operations

e-commerce

ÅImproved DC availability for online customers

ÅBetter quality online ranges (customer first)

ÅFixed online set up process so ranges are 

launched online on time

ÅOnline is our biggest store and we must be 

first to launch



Exciting product pipeline
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