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9.10

9.30

12.00

12.30

3.10

Welcome and Introduction

Site tour

Lunch

Presentations

Return to Newark station



John Browett

Chief Executive
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Service led business model

Customer insight

After-Sale

( 1

Store Internet Products : Serliins Support :

I |

| !

Asales advice ~ Avultichannel Aeull range | Ascale :

AEasy to shop ANavigation AExclusivity | AUnbeatable Offer :
!

Aplaytables Aspecialist Fown brand 1 Adigher standards :
\
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Market leading services

-) KNOWHOW"

(@]

(@]

O«

DELIVER &

INSTALL

Market leading
delivery &
Installation

Flexible,
reliable and
unbeatable
value

Choices to suit
the customer

SETUP &
UPGRADE

0 Personalised
hassle free set up

0 Make it easy for
the customer

0 Range of
upgrades
designed to
maximise the
performance of
the products for
customers

oNnHel p me

0 Remove the

0 Telephone,

HELP &
SUPPORT

under st and

frustration of
technology

online and in-
home support

0 Peace of mind

0 Always there to

REPAIR &
PROTECT

if omething
goes wrong

help get it fixed
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Introduction

ABuilt in 2003

ABuilding 2 added 2007

A 1.5 million ft2 of warehousing
AEquivalent to 65 football pitches
A Store and home delivery centre
ASmall product automation

ARepair | ab for
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Introduction

AHigh Vis Vests
ATrucks & Cranes
AKeep within the yellow lines

AKPI Boards

A Automation

A Store orders
AHome pick orders
AOnline Packing
AReverse logistics
AReturns and WEEE
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Site Tours

Groups 1 & 2 Groups 3 &4

Remain here Transfer to building 1
Buses outside main entrance
Group leaders Group leaders
Group 1 Group 3
ANeil Smith A Eddie Smith
A Russ Winfrow A David Edwards
A John Jeffery
Group 2 Group 4
A Debra Wilson A Lammas Fairbrother
A Stefan Francis ALee Gray

A Robert McBlane
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Agenda

9.10

9.30

12.00

12.30

3.10

Welcome and Introduction

Site tour

Lunch

Presentations

Return to Newark station



Katie Bickerstaffe

Group Marketing, People
and Property Director
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| ACustomer insight ]

A Customer relationship management

AFirst class services
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Customer insight supporting the Customer Plan

Colleagues
They're
interested in
working out

hat’s right
Problems i

Stores
It's an exciting
and complaints place to be
brilliantly

Post Purchase life to
They make
T work technology
and keep
them working

Products

| can get
what | want
when | want it
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Tracking our delivery of the Customer Plan

We have built insight programmes
to track our performance on the

working out ) ) .
wheta right shopping trip over time

for me

Stores
It's an exciting
and complamts place to be
brilliantly

Store Exit Surveys amongst store visitors
c. 7,200 interviews per month

Mystery Shoppingob AE2y &4Q O2f t S| 3dzS
€.295 stores per month

Post Purchase Iife to

o o technology

and keep
them working

Online Customer Experienagamongst online visitors
c. Post Purchase evaluation of our websites

Competitorprice Indexc weekly track of competitor prices

KNOWHOW Service Tracker: Monthly interviews amongs
KNOWHOW service users rating the experience across 7
KNOWHOW Customer Tougioints e.g. Installation, TV

Products Repair

| can get
what | want
when | want it

Brand &Ad Trackeig measuring customer perceptions of
our advertising and brands as well as the strength of our
association with the shopping trip statements
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The Customer Dashboard

Currys (@ @ PCcWorld

1

Customer

1 Dashboard
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Ensuring improvement and consistency

77% 4% 829 Succegsful on time
up 5% in 3 months

I o

) o

66% 62% 67%
== G-
4l Number of very
179, dissatisfied customers
down from 12% to 0%.
10%
7%
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Approach improves both customer experience & sales

AAcross all store brands, tappeoachdd%nddélpedéu st o me
by our staff, give significantly higher performance scores and better conversion.

Purchase Conversion

Very Satisfied Very Satisfied Very Likely To
With Store Visit With Staff Recommend (Cf;me tﬁ buy &
(%) (%) (%) ought) (%)
- Approachedand
: helped
Approached butno

help needed

Notapproached,
soughthelp

Notapproached,
c o u | fohahh@lp

Not
approached, no
help needed
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In Megastores we were able to respond to impact of

payroll cuts

Strong advocacy - very likely to recommend -
Megastores

P2/3 P4/5 P6/7

In Dec, the business wasf@used on
Approach and Satisfaction with Staff
drive improved behaviour. This has

immediately improved advocacy

100%
80% -
60%
40%
20% -

Strong advocacy very likely to recommend

0% -

P6/7

Megastores

P8/9 P10/11
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Customer insight priorities for 2011

ALanding the KNOWHOW brand

I Ensure key brand values are understood by customers
I Maintain high service standards

ABuilding seasonal activity, e.g. Back to School, Peak
I Range
I Promotions
I Marketing activity

AService
A Customer interaction with colleagues

Voice of the Customer
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A Customer insight

[ACustomer relationship management]

A First class services
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Brand
Marketing &
Propositions
CRM:

KNOwHOW W w Direct Mail.
D& Sler‘"ces , . ' Emalil, Til
evelopment /, . S

L \
- . N
7 Customer Insight \.
ASingle customer database

A>80% of spend tagged
Brand / ]\ A>22M customers ) Product

Supplier \AComprehensive behavioural

SUppOI’t . and attitudinal segmentatlon Selection &

Ranging

Format J Performance

Development | I Analysis and
/ ‘ Reviews
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The Customer Database drives Insight & CRM activity

22

18 May 2011

Emailable
2.6m

Contactable
Families

12.6m

Newark Visit

Customers
who have
shopped in
the last 3
years

Families
19.6m

70% of
units
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éhel ping us 1 denti fy and tar gce

Likelihood to purchase Tablet PC by Segment

Net top 3 box

Technuts [ 30%

I 020 -
Older Tech Confident _ 22% Propensity to
Young Tech Confident [N 22% purchase new Tablet
Desion Drven spendrs M 18% varies significantly by
_ segment enabling us
Older Discerning | NN 10% to tailor marketing
Unengaged NN 10% activity and improve

customer focus
Price Driven NN 10%

Unenthusiastic [N 0%
Older Tech Rejecting _ 8':'/43}
Traditional Empty Nesters - 4%

0% 5% 10% 15% 20% 25% 30% 35%

.Fhasy 1ff bld NBL GKIFIG R2y QG 2¢6y F+ GFofSG onnny0o !t K234 LINRPaALISOGA d6HcCTO
P475Q1: Using a scale of 1 to 10 where 1 is not at all likely and 10 is extremely likely, how likely or unlikely amagder foucchasing a tablet in the future, assuming price was acceptable?
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We are tailoring our marketing to specific customers

Examples of CRM mailings

‘ PC Worlh VWMWY CWOLID 00wl

Laptups [ Paintere Tahlale & Dutharie W, bVD
R TR AMaNHom R CLCTIE) Caminy SR SAuNe

iPad 2

Thinner. Lighter. Faster,
FaceTime. Smart Covers. 10-hour battery.

vme ylmu_ LA

Back in stock in-store and online,

Hurry while stocks last.
Available in selected stores, CLICK HERE to find your nearest store,

The all-new thinner and lighter design makes (Pad 2 even more comfortable to
hold. It's even more pawerful with the dual-core AS chip, yet has the same 10
hours of battery life,' With two cameras, you can make FaceTime video calls,

record HD video and put a twist an your snapshots in Photo Booth, And the

IPad Smart Cover attaches magnetically and wakes up, stands up and brightens

up your iPad 2.

11l o Uk

18 May 2011 Newark Visit

Commuiaioe
B

Currys(# )PCWorld

Homa Laptops Desdop PC Printers Tablets & Sothmare TV, DV Fhate Communications
L Metbodic  &Monitorn &k efesden  Gaming&Books & Audio St Ny

Smile... your oo
exclusive invitation

has arrived

| Save
o remind you the 10%

been invited to an ex 0N cameras,
woek camcorders,

S cases and
memory cards

Wa'd |l

Don't miss the live produc
jemonstrations fi

Where:
= ° Currys and PC World Megastore
= ., 130 -136 Kings Inch Drive
N s, Currys @ PC Workd Braehead Retail Park

st AT Glasgow

G51 4BT
.
.

Currys (¥ )PCWorld

DIXONS RE

TECHN
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Customer couponing is driving repeat purchase

Effective and low cost channel

A Launched October 2010
A 2.8m coupons issued to date
A High redemption rates, many over 5%

( Objectives \

A Drive 29 purchase & overall
purchase frequency
A Increase level of attachment

A Enable targeted local

romotional activit
N Y _J
( Till Coupons \ ( CRM Coupons
Multiple options for Ability to have truly
configuring coupon exclusive targeted
promotions for both customer offers.
consumer & business

\ _J \

~

_/
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“CuIrys

Branch: 2215 PCRTSMOUTH MK/PL
Unit 5, Burrfields Read
Portsmecuth, PO3 SNP

08445 616263
WAWW.CUITYS. co.UK
Coupon Code: 100786280143066
Get £10 off for total spend
over £100 at any Currys /

Currys.Digital Store

Valid from: 20/07/2010
Valid Until: 30/07/2010

IIHIHIIII
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Targeted email follow up activity to recent customers

CUrryS e sias Curr ys www.currys.co.uk '

T ¥ B DamoNty  Ade Gaveg  Cavnration

Home Household Appliances TV, DVD & Blursy Computing Photography Audic Gaming Communicstion:

cya Office

Your £10 money-off
voucher is ready to be
redeemed

¥aralorm you
304 2'Ade

Heved ma

Take advantage of your exclusive £10 money-off voucher today

We hope you've aiready started to enjoy the Tablet Computer you purchased from currys.co.uk

As a thank

when you s

will save you £10

this email and

Office 2010 Home and Student 1 PC

Your unique voucher code is: {VoucherCode}

& Prduct ey s £59.89 with money-off code below

Dastl vagicy preo OO 99

m (VOUChefCOde) We look forward to seeing you in-store soon
) T Offer OAly 2vailatie in-2birs wilh 3 Copy olitvs emal -
o v 'ifvl .IIJ::!:JI' :JLIJCHI P s Find a store
-
=
e

Flegae prookts 0 4% inGie 20ute

Qritne pron £79 59

WH K PN Currys www.currys.co.uk
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A Customer insight

A Customer relationship management

| AFirst class services ]
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The Big Picture

MARKET
A Technology services market enjoying rapid growth

A Customers getting more & more wired, gadgets getting more complicated &
technology continues to converge

AHi ghly fragmented, dominated by 1, 00C(
A Added Value Services market worth c.£500m+
A Based on our electrical share our AVS revenue should be £150m

A Significant margin opportunity.

OPPORTUNITY

A To define, consolidate and dominate this growing market (Consumers and
business customers)

A To create a new, high volume, high margin business
A To create a new type of customer relationship

29 18 May 2011 Newark Visit




The Customers World

CORE INSIGHTS

A Lack of technology knowledge causes problems & anxiety across the
entire customer journey:

0O0How do | get the most out of i1t?20
AWhat shoul d | do I f therebébs a probl em?0o0
AWho do | phone?0

A Customers believe this lack of knowledge is often exploited by other

people:

Mmho can | trust?0

AWhob6és on my sideo

AWIi Il they actually fix 1t?0

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

lack the right knowledge to help:
MWho can really help me?0
ARnThey donoitt hkenyo vs anye | havendédt got covero

30 18 May 2011 Newark Visit D l XO N S R E TA| L @
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Customer journey knowledge gaps

Is it worth the money?” “What should | buy?”

“Should |?” "Am | getting the best deal?”
U :

‘ . & | trust this persc
‘When will | get it back?” S
"What do | do?”
I} f=s ] AP\ 1
Who do | call? rvice
ow do | stop this?” : ; :
"Will it armve undamaged?”
) | { ' 1
How do | do this?
] et itup anar Ng
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KNOWHOW

Customer Insight video

DIZONS RETAE @)




The result

33

AWasted time and money

A Creates unnecessary stress and anxiety

A Prevents them getting the most out of the products we sell

AMeans the ownership experience is

AErodes our core promise- 6 br i nging | ife to tec

WHETHER THE CUSTOMER KNOWS IT OR NOT

18 May 2011 Newark Visit D l XO N S R ETA | I_ @
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The relationship opportunity

A NEW ROLE

AA trusted, knowl edgeabl e technol ogy e
and on your side

A NEW RELATIONSHIP OPPORTUNITY

AConvert -nisnedrevdiébc esegment s from occasio
life time members

INCREASED VOLUME & QUALITY OF SALES OPPORTUNITIES

A Step-change sales of existing attached services

ACreate new range of AVS services to ¢
A Drive sales of repair and fix services as default/trusted option

A Create relationships with non-Currys/PC World customers
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A new brand opportunity

KNOWHOW"
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Why KNOWHOW

AKnowledge is the category & customer need
Al need somebody who knows how toéo, fAl need

AEmbodi es Oknowledged & Oexpertisecdc
AHave you got the knowhow?o

A6l mproving partnero6 & O6knowledge |
Currys have Knowhow, PC World have Knowhow

A Differentiates from & plays a different game to the competition
e.g. Digital, Help, Squad, Support, On Call

ASignals purpose of business to colleagues

AOur job is 6to know how toéd and béhelp our

AA source of pride & ambition for colleagues
Al know how toéo, AWedbve got Knowhowo , Al &n
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KNOWHOWb6s Mi ssi on

To create a 100 million o p h e w
and 0 a h a a gesrdor our
customers

Lo el (©)




The KNOWHOW promise

@ To solve customers’ problems from delivery to
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

38 18 May 2011 Newark Visit D l XO N S R E TAl L @
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The critical operational requirements

A MARKET LEADING WEBSITE

A WORLD CLASS CALL CENTRE

A SPEEDY REPAIR SERVICE & A LOANER IF | WANT ONE

AMAZING IN-STORE EXPERIENCE T PEOPLE & THEATRE

ON TIME DELIVERIES WITH A GREAT CUSTOMER EXPERIENCE

EVERY COLLEAGUE IS AN ADVOCATES OF SERVICE

HIGHLY VISIBLE OFFERS THAT APPEAL TO OUR CUSTOMERS
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Helpful website

() KNOWHOW

CETEXPIRT RV NELPNC YOURSALF TRACK T

WE KNOWHOW™ ==
TO HELP YOU

EVERY STEP . el
OF THE WAY o

DELIVER & HELP & REPAIR &
INSTALL SUPPORT PROTECT

N
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store branding - Megastore

RESERVE
AND
CoLLECT
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In store branding i Superstore and High Street

18 May 2011 Newark Visit D | XO N S R E TA I L @

BRINGING LIFE TO TECHNOLOGY




Clear proposition

DELIVER &

INSTALL

SET UP &
UPGRADE

AComputer set up
Ainternet ready set-up
ACamera Set-up
AMemory Upgrade
ASoftware Installation
AOperating System install
AComponent Upgrade

AOnline tutorials

HELP &
SUPPORT

REPAIR &
PROTECT

AWEH Club Computing
AWEH Club Vision
AWEH Club MDA
AWEH Club Other

AWEH Premier Computing
AWEH Premier Vision
AWEH Premier MDA

AWEH Web Term
AWEH Web PAYG

Alnstant Replacement
(Under £150)

ARepair & Protect (Direct
sales channel only)

AWEH for Business (based
on Premier)
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Calendar 2011 roll out

Jan-Mar

April-June July- Sept Oct-Dec

7 day turnarounds All TVs & laptops

5 x 3pl contracts 97% right first time
Operations on all repairs repaired in house

Start Primary business

_ Chase calls down Social media team
Contact Centres [ESUEEIIE New IVR & ASR 30% from launch

iy Express trialled with ~ Support agreements Membership includes
Proposition New range & POS Phones4u with Phones4u WEH

All colleagues have Experts in all Clinic Workshops in all stores
Great people some Knowhow Stores P

Knowledge base Track & trace

Launch transactional website

Internal launch to

_ Website and C:\?j?/gfi Si?]amh Above the line
Services, range launch in sing advertising
all stores

18 May 2011 Newark Visit
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Group rollout

Fenplef Delive i
training y Repairs
b — g —_ -‘—- ; e cndl Post peak
NORDICS Vel ) o | @Dl | 2011

ITALY lol.5n il e 2" RRERY  prepea
= N Umall SN 2011

Review

CZECH ORI | : post peak

1%t stage

P - our L 9%
;s ] T ( W : o e
GREECE 10, .. §§ y 1| & iy e R | prepeak
AL s , — o 2011

TURKEY - — . el o R
O e 4 Sedd post peak

2011
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Summary

AListen to customers

ASimple easy to understand proposition
AGo the extra mile

ATake responsibility

A3 party opportunity

AUnderpin our core promise- 6 br i ngi ng | i fe
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KNOWHOW"
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Sebastian James

Group Operations Director
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Dixons Retail UK Operations
What it i s made up of €.

_ MEGASTORE y

e 14wt Stoples Co

RETAIL HOME SERVICES BRANCH SERVICES

A Storeoperations A Contact Centre A Stores Supply Chain
A Airports A KNOWHOWelivery, A Direct Fulfilment
A PC World Business installations and ihome A Returns
A KNOWHOW execution services A Technical Services
in-store A Laptop & TV repair
operations

49 18 May 2011 Newark Visit D | XQ N:S__' RETAl L @




Scale of operation

RETAIL HOME SERVICES BRANCH SERVICES

29 million customers 10.5 million calls 1.5 million sq ft total space

634 stores 1,300 Contact Centre staff 12,000 plus SKUs

£3.9 billion annual sales 3 million home visits/year £150m (max}ptock held in
15,565 colleagues 900 engineers Newark

347 operating processes 610,000 TV and laptop 1,007,945 home delivered

74 transformations last year repairs/year parcels/year

32,000 parts (SKUSs) in stock £150m/year of stock processed
through Returns

211 factories audited in China
last year

To T To o T To
To o Do To Do Do
o Do B» Do To o
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In each area, we had a simple four year approach

YEAR 1 YEAR 2 YEAR 3 YEAR 4

/[ £ S NJ UKS MNdszoably Bestin Cl Y2 dza T 2 Mdovihg too fast to

[ £ 1 aax 0S Ol dzZa3KG X

A Identify and fix A Benchmark Alnnovative ranges A Innovation

broken processes  metrics bestin & cystomer A Market-driving
é ::zeduce costs class in UK communication propositions

mprove service . ,

b b A dmagic moments A\é\ézr(l)cﬂlmarks

levels
A Fix team
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Where we are

Clear the rubble .. | Measurably Best in Famous for .... Moving too fast to
be caught ....

Delivery &
Contact Centre el B
Retail Operations
Repair Logistics
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One guiding principle

Better quality at
lower cost




Over 2 yearsocosts in Operations have decreased by £89m

Costs in Operations over 2 years
720

700

660
27.0

£m

640

699.2 15.1
620 11.1

600

610.6
580

560
2008/09 Retail Home Services Branch Services Returns Other 2010/11
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Retall

ACTION IN LAST 2 YEARS IMPACT

A Drive customer focus and training A Strong advocacy (very likely to
NEO2YYSYRUO Y2OSR F
G2 pt12 0! LINAE WmMmMO
A Transform 169 stores A 20+% average uplift in transformed
profit contribution

A Implement rational rostering A Staff costs down by £18 million with
improved coverage

A Improve stock loss process A Stock loss moved from £18m in 08/09
to £9m in 10/11¢ now below 0.3%

A Focus on solutions service A c2% point increase in share of margin of
solutions in just one year

A Insist on perfection in store A Very rare to see a bad store

A Launch KNOWHOW A Too early to tell
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Retail I Examples of improved in store operations

Solution bundles Replenishment baskets

Ay ¢ & J . '
s

-------------
ooooo

Complete starter

bundie s E
Qutie code: TN 20,

Podet cocks 10349, TOTECE,

TIOLT9, TAOIYG, AUS42E

Tolcl separte sl g phoe £590 56 whon you by any PC.laptop or nefbook
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Retaill : The Year Ahead

GOALS ACTIVITIES

A 100%of customers approached A Change in incentives
A Removal of non valuadded tasks
A Process improvement of valuable task

A Every colleague able to serve the A Training of all non customdacingstaff
customer A KNOWHOW
A Better coverage with lower costs A Sophisticated workloathanagement
A Drive for flexibility
A Stores broughto life A Autonomy within a framework
A Better metrics
A Further gains in key performance A Endto End approach
indicators LI Stores and commercial together

I Simpler bundles
|1 Tough targeting

[5Y4 18 May 2011 Newark Visit D ' XO N S R ETA | I_ @
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Home Services : Delivery and Installation

ACTION IN LAST 2 YEARS IMPACT

A Total integration of TechGuys and
delivery engineers

A Focus on Right First Time and Right
Second Time

A Focus on flexibilitand new products

A Rational approach to routing and
introduction of handheldlevices

A Further gains in key performance
indicators

A KNOWHOW

58 18 May 2011 Newark Visit

A Cost reduction 020%drop
A Improved colleague satisfaction
A Simplified operation

A Moved from 88% to 96% and 40% to
98% respectively

A Gas, Freesat, network setup, TV hom
fix, etc
A Variable pricing

A Realtime customer satisfaction
measures (95.3% for Delivery &
Installation last week)

A Reduced costs
A Time slots to suit the customer

A Immediate customer response to
behaviouralraining

DIZONS RETAE @)




Home Services : Delivery and installation

Deployment of PDAs Embedding Magic Moments

— -

oy F—
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Home Services : Delivery & Installation i The Year Ahead

GOAL ACTIVITIES

A Precision on customeand productivity A Rollout of PDAS
by engineer A Introduction of reaftime customer
satisfaction data

A Total flexibility A One manc Two man
A Simple- complex

A Reduce cost/drop by £4.50 A Better routing
A Improved productivity

A Right First Time / Second Time to A Philosophicashiftca L ¥ S OF
97.5%/99% A Better communication

A Build a profitable 8 Party business A Active selling in market
A One customer won, four pilots bookec
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Home Services : Repair

ACTION IN FIRST 2 YEARS ACTIVITIES

A Transferred Parts warehouse in Lincol A Reduced cost/fix from £99.00 to £89.(
and Laptop Repair shop in Mansfield - A Reduced time to fix from 18aysto just
single, stateof-the-art facility in over7 days
Newark A Reducedparts delivery time from 24

hours to 15 minutes

A Focus on quality A Repeat jobs from 8% to 4%
A Fewer complaints

A IntroducedDevelopment Lab A Opportunities to reduce costs sharply
while improving quality and speed

A In-sourced 3! Party laptop repairs A Reduced costs
A Improved quality
A Better information
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Home Services : Repair

TV Dolly TellyTainer Component repair
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Home Services : Repair T The Year Ahead

GOAL ACTIVITIES

A 7 day promise A Parts fulfilment increase to 95%
A Accelerated handoff between stages
A Six Sigma approach

A Component repair A Parts harvesting
A[+o (2 GodaAiySaa

A Reduce cost to repair B5%/unit A Cellular manufacturing
A Improved productivity

A Track and trace A KNOWHOW web tracking of repairs a
text communication
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Home Services : Contact Centre

ACTION IN FIRST 2 YEARS ACTIVITIES

A Brought irhouse from Capita A Reduced cost/contadiy 25%

A Integration intoone fit-for-purpose A Better cost management
facility A Optimisation of workforce
A Innovation in home working

A Optimisation of teant flexibility and A Annualised hours
behavioural training A Flexibility
A Behaviour as key measure of success

A Refocus on customersFirst contact A First contact resolution on service at 8¢
resolution, IVR ease of use,'0%ile A IVR options from over 130 to 12 (no
wait time, KNOWHOW case more than three buttons)
management A 90% of calls answered within 3 minute:

A Ownership of customer issues
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Home Services : Contact Centre

Customer Action Team
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Home Services : Contact Centre 1 The Year Ahead

GOAL ACTIVITIES

A No buttons to press A Customer gets real person saying
a4l 26 OFYy L KSft LX

A Call reduction A Better communication
A Track and trace
A Promise on pickup

A Every issue managed and owned A Unify
A Cost released through call reduction

A New range of technical services A Expand remote fix
A Use of new technology, eg; lost unit
location
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Summary

A Seismic shift towards simplified & modern operations
A Very significant cost reductions

A At or exceeding all known UK competitors on objective
customer metrics

A Increased flexibility and resilience in colleagues and
processes

A Starting to monetise this advantage

A Focusing on speed of improvement rather than any
particular goal

Lo el (©)




Steve Ager

Group Commercial Director

DIZONS RETAE @)




YonYchange

External backdrop

Limited economic growth is expected

with Electricals forecast to decline

further
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Where we started in 2008

ARanges launched later than competitors meaning margin rich part of
product cycle was missed

ARanges were not customer focused

A£63m of obsolete stock

A£12m of branch overstock due to poor performing promotions
A90,000 skus with stock

A16% of promotions went backwards in volume

A£13m per annum spent on Point of Sale

A300 promotions per week making it confusing for customers and
complex to plan and manage stock

ASeparate buying and merchandising functions by chain

A 35% of our range was not listed on our websites
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Action plan

1. Fix the basics
i Centralise buying and merchandising
i Customer focused ranges
i Fix stock profile (new, fresher ranges)
i Better promotions

2. This allows us to
i Be first for technology
i Manage cash better
i Makes it easier for stores to sell

3. What is next
i Improve supplier relationships
i Better Category management
i Better extended online ranges and multichannel fulfilment
i Improved OEM
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Simplifying the business T one way of working

Centralised Commercial
Function

A Better terms with
suppliers

A Headcount reduction

A Single stock file

A One recruitment process
PC World A Better stock

Dixons.co.uk

(@ PC World
BUSINESS

management
A Standard training/ talent
management
A One standard way of Dixons
—— wor king (KPI|0s Ireland

9gest electrical store {

in London! oy process)
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Clear focused range was catalyst for fixing the basics

73

Get control o Clear through

Tune the
and report on declared stock not

ranges
range performance needed

Customer insight work helped determine what the range should be

Once we had declared ranges we could make informed business
decisions

I Stores knew exactly what they should have in stock by week
I Clear up the mess in the system

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

We then benchmarked our ranges and looked at accurate store
distribution

I Cleaner and clearer position meant that continual improvement processes could begin
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The discipline around clean exit and launches of ranges
IS Imperative to maintaining gross margin

Launch new range at high
availability as we see higher margin
Focused at the beginning of the product

Ranges L lifecycle

Improved promotional Customer
processes reduce

overstocks and benefits

work with suppliers ]

Better
planned Exit old stock
promotions
Take price action early to
. clear out old range and
Clefon;ra?ggg file avoid cannibalisation

Focus on ne
range
availability

Margin
improves

é—

No old range left, only new
range at higher margin
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The range change process allows us to manage the product
lifecycle and launch ranges on time in store and online

Range Change Calendar

Strategy/ 3D

1D
A customer A sku level range Agreement to Launch of range In Range
centric strategy plan: buy range: in stores: Management:
covering:
AMarket AMeets financial APoint of sale ATarget of 95% ASupplier support
ACustomer target sign off availability AStock
ACompetitor AProduct samples AMarketing AStore planning management
ASupplier AMerchandise messages sign AClean break of AExit management
AFinancial execution sign o off new and old A Supplier support

AGrading and Awebsite mock range AMarkdown/
1D Range range architecture up AEXxit clearance
Matrix sign off Astore input management
Alntent to buy AsStore input AExit plan for
top down AHigh level exit outgoing range
plan

All ranges scrutinised in
merchandising centre
before deployment
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Customer insight has helped fine tune the ranges

Merchandise Area 1
£800.00
£750.00 —
£700.00 ‘ '—
£650.00 -
£600.00 —
£550.00 -
£500.00 o
£450.00 — No premium or
£400.00 3 7 En'try'Prlce
Point in last
£ i —_ (R A
350.00 1 2 years range
£300.00 — 2 — . 1
£25000 — .+ 2
{ 1 1
£20000 —\ 3 /4 4 1
1
£150.00 i 2 —
2 3 1

£10000 — ok —— N3 1
£50.00 =4 2

1

£0.00
Dixons
10/11
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We had too much stock in store

20% reduction overall in stock and a better

mix between DC and branch

£ million

2008 2010

EDC ®EBranch
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2008

Aged stock reduced 45%
A

£75m

B Aged Stock

2010
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We have significantly reduced aged stock, SKUs with
stock and improved cover

Skus with stock reduced 77% Weeks cover reduced ¢.25%

A N
90,500

4 =
o 2
(] (5]
S 2
z ®

(9]

=

2008 2010 2008 2010
B SKUs with Stock m\\eeks cover
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Fewer, better planned and timed promotions have
several benefits

Better promotions for A Stronger, better planned key deals
our customers A Better forecast accuracy

A Fewer deals, on generic ends means
less work

Easier for our

A Easier for colleagues to sell

APOS is generic which reduces workload
for marketing, stores and commercial

colleagues

A 4 week deals means less overstocks
(saves £12m a year)

A Generic POS saves £6m a year
A Better margins

Cheaper for Dixons
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Standard fixtures and generic Point Of Sale have been
Implemented across the estate saving £6m in costs

AFTER i Generic POS
( S 2 s | -

i Srive d oave pe : .
3 ks T KL
;! al .,'_'\."_ B ==
-3 i o |
= . . = g
- i . )
- i h :\'
v
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Fixing the basics has allowed us to be first for technology

Suppliers want to work with us é

AWe give suppliers confidence
to launch new products on
time

I iPad exclusivity
I Windows 7

A Manage our stock efficiently
as we have best availability

AWe have best customer
service to explain technology

AWe are taking share from
competition
I 3D TivV®%share
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Introduced a standard supplier management framework
that will give us consistent measures

Freeze Weekly Period Quqrterly
Plans EIISESS

Management .
(annually) MEMEGETEI g Reviews

Supplier segmentation

and strategy

Planning Joint Business Planning

' ASupplier segmentation | AJoint Business Plan AStd Supplier AsStd Supplier AQuarterly Supplier

Alnternal Supplier

. analysis ' ARate card Performance Performance Period performance packs

' Avendor Plans ' Asupplier Price Index ! Weekly reports reports AlLead trader update
' AAccurate data ' Asimplified Term ASupplier Price Index |  ASupplier Price Index Astd meeting Agenda
' ANegotiation levers ' Sheets . ASupplier calls and ASupplier calls and ASupplier scorecard

' ALead Trader ' ANegotiating sheets . ENECKISES ASupplier price index

Agreement ' Asupplier sign off od end revi AExec brief pack
' AMerit Opportunities ' meetings with Std period end reviews
' Agendas
Supplier Planning Supplier Measurement
Segment our suppliers into Gold, Weekly supplier reviews
Silver and Bronze Supplier scorecards and league tables
Agree Joint Business Plans Quarterly Business Reviews
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Clear strategic commercial plan aiming for best practice

6al | coilolneea g LLeasnd 6best for customerd
best people, best | """ === Dbest people, best
commercial commercial
decisions decisions

6drive avail ab

ity & , .
cudtomers S P 6engage & drive a

Best-in-class Best-in-class
merchandising supplier
& stock relationships
management

0drive cust orhdrnev alr 1& 6t op
Best-in-class category

management, buying
& negotiation
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Improvements to e-commerce and OEM operations

A Reduced from 26 different brands to 3
covering all price points

Sim pIifi ed OEM A Relocated the Hong Kong office to a low
cost office

A Improved sourcing operations

A Improved DC availability for online customers
A Better quality online ranges (customer first)

e-commerce A Fixed online set up process so ranges are
launched online on time

A Online is our biggest store and we must be
first to launch
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Exciting product pipeline
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