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1 Due to the store closure periods in H1 FY21, a comparison to H1 FY20 is also provided
2 Digital includes home delivery, Click & Collect (or Reserve & Collect before October 2019) and tablet -based sales in store
3 Unique active customers who have shopped in the 12 months to December 2021, based on management estimates using Barclays data
4 Free cash flow is defined as net cash generated from operating activities less capex (net of disposals), net interest paid an d loan 
transaction costs, interest on lease liabilities and repayment of lease liabilities
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+10.6%

51p

+36.0%

Total sales 
growth

Interim and 
special

dividends

2YoY total 
sales growth 1

+80bps 

Gross margin 
increase         

£106m

Free cash flow 4

+6.3%

Active 
customer 
growth 3

+121%

2YoY digital 
sales growth 2

+25.3%

Profit before 
tax growth
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Å Our plans to digitise the business are delivering 
accelerated growth

Å Our digital platform is extending the reach of 
our brand and product offer

Å Improving product design, development and 
supply

Å Physical shopping experience, including refits 
and new stores, continuing to differentiate

Å Fulfilment capacity increasing through own and 
partner operations

Å A bigger and better business, well placed to 
continue to grow market share
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Our Ambition
To become ~¯ª g¯«®~{kª«í ¿st choice for home

£0.9bn
Calendar 
year 2016

12 month rolling sales

£1.4bn
Calendar 
year 2021
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1 Free cash flow is defined as net cash generated from operating activities less capex (net of disposals), net interest paid an d loan transaction costs, 
interest on lease liabilities and repayment of lease liabilities

2 Excluding lease liabilities 7
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H1 FY22 H1 FY21 YoY

Sales £795.6m £719.4m +10.6%

Gross margin 52.8% 52.0% +80 bps

Operating cost % sales 34.8% 35.5% (70) bps

Profit before tax £140.8m £112.4m +25.3%

Free cash flow
1 £106.3m £98.0m +£8.3m

Net cash
2 £47.7m £140.6m (£92.9m)

Diluted earnings per share 55.4p 44.1p +25.6%

Interim dividend 14.0p 12.0p +16.7%

Special dividend 37.0p - n/a



Å Strong growth across channels, especially store 
sales

Å Digital sales of £263m, more than double H1 
FY20

Å Q1 growth supported by non -LFL Summer Sale

Å Higher growth in furniture categories driven by 
improved availability and new ranges

Å Outperformed GfK homewares panel by 14%pts, 
also grew furniture market share 3 
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1 Due to the store closure periods in H1 FY21, a comparison to H1 FY20 is also provided
2 Digital includes home delivery, Click & Collect (or Reserve & Collect before October 2019) and 
tablet -based sales in store
3 Based on GfK weekly homewares and furniture panel

H1 FY22 YoY 2YoY

Total sales1 £795.6m +10.6% +36.0%

Digital % total sales
2 33% (2)%pts +13%pts



Å Gross margin +80bps compared to H1 FY21

Å Improvement driven by high full price sell through of seasonal ranges 
and provisions taken in comparative period relating to store closures

Å H2 margin likely to be impacted by two Sale events as we revert to 
historic calendar.  FY22 expected ~30 -50bps lower than FY21

Å Ongoing mitigation and management of cost headwinds and retail 
pricing
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Å Better than expected operating 
leverage in H1 driven by strong 
performance in stores

Å Benefit of JRS repayment in FY21 
substantially offset by 
reinstatement of rates this year

Å Accrued incentives in H1 FY21 
impacted by Covid closures

Å Supply chain investments will 
improve lead times and enable 
growth in furniture category

Å Confidently investing in capability 
which is delivering growth:

Å £5m digital and tec h

Å £2m product development and 
supply

1010

Cost: sales

35.5%
Cost: sales

34.8%
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H1 FY22 H1 FY21 YoY

Selling & distribution costs £220.3m £211.8m +4.0%

Administration costs £56.7m £43.8m +29.5%

Total operating costs £277.0m £255.6m +8.4%

Total sales £795.6m £719.4m +10.6%

Operating costs % sales 34.8% 35.5% (70) bps



Å Financial income and expenses returns to more usual level 
(FY21 impacted by appreciation in GBP vs USD)

Å Effective tax rate 50bps higher than headline rate due to 
disallowable expenditure and 20bps lower than H1 FY21 
due to higher availability of capital allowances

Å Diluted EPS growth of 25.6%
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H1 FY22 H1 FY21

Financial income and expenses (£1.9m) (£5.9m)

Profit before tax £140.8m £112.4m

Tax (£27.4m) (£22.2m)

Effective tax rate 19.5% 19.7%

Profit after tax £113.4m £90.2m

Basic earnings per share 55.9p 44.6p

Diluted earnings per share 55.4p 44.1p



Å Strong cash generation with free cash 
flow: operating profit ratio of 74% (H1 
FY21: 83%) 

ÅWorking capital outflow due to decision 
to build inventory levels to mitigate 
against supply chain disruption

Å Capital investment at more normalised 
level and includes supply chain 
investments and store refits

Å Repayment of lease liabilities returned 
to more normalised level, with H1 FY21 
impacted by Covid deferrals in FY20

Å New £185m sustainability -linked RCF to 
align with our ambitions and plans for a 
Net Zero Pathway
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H1 FY22 H1 FY21

Operating profit £142.7m £118.3m

Depreciation & amortisation 1 £38.1m £38.8m

Working capital (outflow) / inflow (£21.0m) (£1.3m)

Share-based payments £3.2m £1.1m

Tax paid (£15.0m) (£19.4m)

Net cash generated from operating activities £148.0m £137.5m

Capex (net of disposals) (£14.2m) (£6.4m)

Net interest and loan transaction costs (£1.6m) (£0.4m)

Interest on lease liabilities (£2.4m) (£2.8m)

Repayment of lease liabilities (£23.5m) (£29.9m)

Free cash flow £106.3m £98.0m

Net cash / (debt) £47.7m £140.6m

Memo: dividends paid (£178.7m) -

1 Including impairment and loss on disposal
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Capital and dividend policies

Å Target average net debt between 0.2 Ĭand 0.6Ĭ®rk z^«® ¿À {~|®r«í /*7P-" Ý§~«® 74MN ¿Ä f^«s«Þ

Å Ordinary dividend cover of between 1.75 Ĭand 2.25Ĭearnings per share during the financial year to which the 
dividend relates

Å Return surplus cash if net debt consistently falls below the minimum target of 0.2 ĬEBITDA

Å Interim ordinary dividend of 14 pence (FY21: 12 pence) reflecting strong H1 performance and 
confidence in the future 

Å Given the strength of the business performance, latest outlook and net cash position, announcing 
today a further special dividend of 37 pence to return to a modest level of leverage

ÅWe retain a level of prudence given the macro -economic outlook but expect to remain highly 
cash generative and are committed to our published policies

I N T E R I M  R E S U L T S  å F Y 2 2
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Å H2 comparatives impacted by closures in Q3 FY21 and strong 
re-opening in Q4 FY21

Å FY gross margin 30-50bps lower than FY21 åreverting to 
historic Sale calendar

Å Expect H2 investments to accelerate compared to H1 levels as 
new supply chain facilities are fully operational and we invest 
further in digital & tech capabilities

Å Anticipate full year operating cost ratio to sales to be slightly 
below medium term guidance of 38% given strong H1 
profitability

Å Building inventories to maintain availability and mitigate 
against supply chain disruption

Å FY capex c.£30m: expect 2 new stores and 5 major refits in H2

Å Share buyback c.£10m in H2 for employee share options

Å 53rd week for statutory purposes 
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Å For all home -lovers: all tastes and budgets, 
without judgement

Å Underpins the extraordinary steps necessary to 
achieve our carbon targets

Å+~{{s®®ki ®~ ~¯ª g~zzk^q¯k« ìpkkzs|q ^® r~{kÏ 
µrkªk´kª ®rk· µ~ªyí

Å Delighted that nearly 1,000 colleagues share 
£10.8m from the latest sharesave scheme 

Å Ambitious about our brand, being a good 
company and delivering profitable growth

I N T E R I M  R E S U L T S  å F Y 2 2
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c.85% of 
sales 

growth

c.15% of 
sales 

growth

Total 
sales

£1.4bn

Total 
sales

£0.9bn

CAGR 2Yr 5Yr 10Yr

Market +2.2% +1.5% +1.4%

Dunelm +12% +10% +10%
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Market growth based on internal analysis using GlobalData homewares, furniture and decorative DIY markets for calendar years 2021 vs 2016. Excludes bathroom and kitchen furniture.

Long term sales CAGR of 10%In the five years to calendar year 
2021, c.85% of our growth has come 

from market share gains 
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Long term market share gains driven by continuously and 
sustainably improving our customer proposition 



Everyday 
|kgk««s®sk«Ò

used day to day 
but not on show

Rewarding 
k««k|®s^z«Ò

where comfort matters

Decorative 
k|r^|gk{k|®«Ò
that enhance the look

Room 
ªkpªk«rk«Ò

to keep the home up to 
date and refreshed

Considered 
§kª{^|k|®«Ò

to make the home 
comfortable and 

secure 

Pots & pans, utensils, 
everyday crockery & 

glassware

Duvets & pillows, bed 
linen, towels & bath 

mats

Cushions & throws, 
candles, vases & dried 

flowers, pictures

Ready made curtains & 
blinds, rugs, mirrors, 

occasional chairs

Dining, living & 
bedroom furniture, 
made to measure

£6 £13 £8 £25 £120
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Broad based growth with significant opportunity 
for further growth across all categories

1 Contribution to sales growth calendar years 2016 to 2021
2 Market share based on internal analysis using calendar year 2021 GlobalData report. Categorisation into home missions based on Dunelm 
research and analysis 

Customer 
missions 
(in home)

Product 
examples

Average item value

Contribution to 
5Yr sales growth 1

Current market 
share2



All income levels 3

Income levels

All regions3

Regions

All age groups 3

Age groups
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1 Internal analysis based on Barclays data
2 Prompted awareness 3 -month rolling average to December 2021 (BrandVue); note that prior to 2019 brand awareness was reported fr om BrandIndex
3 Analysis of Dunelm customers 2016 to 2021, source: Barclays

Active customers 1

(+3 million since 2016)

Brand awareness2

(+c.10%pts since 2016)

followers of local Facebook community 
groups

We are broadening our appeal across all UK home lovers
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Total 
sales

£1.4bn

Total 
sales

£0.9bn

-sqs®^z qª~µ®r s« s|gªk{k|®^zÒ           Ò^|i s« p¯kzzs|q «®~ªk «^zk«

+30% increase in average store sales2

1 Sales January  to December; digital sales mix from July to December 2021 to exclude impact of store closures
2 Comparison based on July to December 2021 vs the same period in 2016. Store sales include cash & carry, Click & Collect and i n-store tablet sales
3 Internal analysis based on Barclays data. Mix of total active customers for the 12 months to December 2021
4 Internal analysis based on Barclays data. Represents  active customers in the 12 months to June 2021

Å 37% of customers now shop online or multi -channel 3

Å Multi -channel, multi -category customers shop 5x as often and spend 6x as much 4

Digital sales have grown 5x in 5 years
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Churchgate (est. 1984) branded 
free-standing furniture

New collaboration ådesigned for 
sustainability and to inspire all 
generations

Constant innovation across all our 
product ranges

Continuous innovation
of specification and design

22

New 
lower 

price point

More choice 
at great 
prices

50% better 
value than 

comparable 
products
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Take-back textile service introduced 
into all stores

Newly refitted Eastbourne store and 
Pausakitchen café

Maturing capability in digital and tech

23
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Å Strong returns delivered by investments we are 
making and the capabilities we are building

Å Capacity investments the result of confidence in 
long term growth opportunities

Å Digital and tech capabilities becoming well 
established, and we will continue to develop further

Å Investing in product development and supply 
capabilities, with an exciting programme underway 
to upgrade commercial processes and technology

Å Confident to continue to invest to drive long -term 
sustainable growth



Å Strong H1 performance across all key metrics

Å H2 has started well with a strong Winter Sale

Å Macro-economic outlook remains uncertain

Å Well placed to maintain value proposition for customers

Å Largely own brand range with high proportion of 
continuity

Å Close collaboration with committed suppliers

Å Tight operational grip

Å Confident in market outlook given increased 
importance of home

Å A bigger and better business, well placed to continue 
growing market share
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