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1. Operating costs attributed to Worldstores transfer include the benefit of certain cost synergies

Å The overall profit impact during the year of Worldstores was -£8.4m before exceptional items

Å Total anticipated cash investment in Worldstores remains at £30m net of tax impact
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ÅDunelm.com sales (including Reserve and Collect)  represented 13.5% of total 
Dunelm sales in FY18 (FY17:11.2%)

Å Ten superstores opened in FY18, including one relocation (FY17: seven new 
superstores)

ÅMarket leader with 8.1% (FY17 8.0%) share in UK homewares (Source: Global data)

1. Includes sales of lines transferred from Worldstores per page 5 

Quarterly LFL growth

Quarterly homewares performance vs market 

Source: GFK homewares panel & Dunelm estimates
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Å Dilutive impact of FX on direct sourced goods of -110 bps in FY18 
(FY17: -80bps)

Å -20 bps impact from increase in FY18 year -end obsolete stock provision

Å FY18 year on year performance strengthened in H2
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Effective tax rate impacted by higher than normal disallowables (mainly 
exceptional charges relating to asset write -offs)  
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Target cover range 1.75x to 2.25x
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UK Consumer Segments

Average 
annual 
spend / 

customer

Segment 
% share 

of market

Dunelm 
presence 

in 
segment

Classic & Content

Stylish & Settled

Savvy Home Lovers

Confident Nest Builders

Necessity Buyers

Quality Replacers

Price Replacers
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Footnote: Internally commissioned customer research; 4 Home Lover Segments shaded green; segments with greatest growth opportunity in red



Page 24A N N U A L  R E S U L T S  ƈ F Y 1 8

O U R  P U R P O S E

Å

Å

o

o

o

o

Å



C U S T O M E R  F I R S T

Page 25A N N U A L  R E S U L T S  ƈ F Y 1 8



Å

Å

Å

Å

Å

Å

Page 26A N N U A L  R E S U L T S  ƈ F Y 1 8


