DFS:
Data Driven Insights Propel 30% Rise in
Customer Satisfaction

The opportunity

DFS, a leading furniture retailer in the UK,
recognised the need to adapt to the
evolving retail landscape driven by
e-commerce and shifting consumer
behaviours. To stay competitive, DFS
aimed to integrate digital solutions into
its core business, creating a seamless
omnichannel experience. This
transformation sought to enhance
customer engagement, streamline

operations, and drive growth.

“There are lots of companies out there
who can do big data stuff and we get
them all the time every week talking
about big data, what they don't do is
apply it to show how to make better
decisions day in day out. | think it's the
application of the thinking based on the
understanding of the business and
based on good relationships that means
that Beyond are like an intel inside of
smart data people with the right tools
who can simplify the things that we do.”

- Tim Stacey, Group CEO - DFS

PUTTING DATA TO WORK™

The solution

Integrating Digital Technologies to Enhance
Customer Experiences

To achieve this transformation, DFS embarked on a
comprehensive digital strategy with the support of McKinsey,

focusing on several key areas:

1. Omnichannel Customer Experience: DFS aimed to create a
cohesive experience across all customer touchpoints,
whether online or in-store. The company invested in an
advanced e-commerce platform that integrated seamlessly
with its physical stores, allowing customers to browse,
customise, and purchase products effortlessly across

different channels.

2. Advanced Data Analytics: By implementing sophisticated
data analytics tools, DFS gained deeper insights into
customer preferences and behaviours. This data-driven
approach enabled the company to personalise marketing
efforts, optimise inventory management, and improve the

overall customer experience.

3. Al-Driven Solutions: DFS leveraged Al to enhance its
customer service capabilities. This included the deployment
of Al-powered chatbots and virtual assistants that could
handle customer enquiries in real-time, providing quick and

accurate responses to common questions and issues.



) beyond

The impact

15%

Following the integration of
an advanced e-commerce
platform and omnichannel
strategy, DFS saw a
significant 15% increase in
online sales within the first
year of implementation.

25%

Enhanced customer
experiences, driven by
personalised interactions and
seamless online-to-offline
transitions, led to a 25%
improvement in customer
satisfaction scores.

30%

By optimising its supply
chain and inventory
management through digital
tools, DFS achieved a 30%
reduction in operational
costs, contributing to
improved profitability.

20%

The streamlining of logistics
and inventory processes
resulted in a 20% decrease in
delivery times, enhancing
customer satisfaction and
loyalty.

40%

Personalised marketing
efforts, supported by
data-driven insights, led to a
40% increase in conversion
rates, boosting both online
and in-store sales.
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4. Supply Chain Optimisation: A key part of the transformation
involved streamlining the supply chain to ensure faster delivery
times and improved product availability. DFS utilised digital tools
to enhance its logistics and inventory management processes,

reducing lead times and increasing customer satisfaction.

Lessons learned

Invest in a Unified Customer Experience: The success of
* DFS's transformation was largely due to its commitment
-3fy to creating a unified customer experience across all
:“ channels. By ensuring that the online and in-store
experiences were seamless, DFS was able to meet

customer expectations and drive engagement.

Leverage Data for Personalisation: The use of advanced
data analytics allowed DFS to personalise its marketing
and customer service efforts, leading to higher conversion

rates and increased customer loyalty.

Agile Implementation is Crucial: Adopting an agile )
Em o' 3pproach enabled DFS to quickly adapt to changes and
\r’*\ continuously improve its digital offerings. This flexibility
v R \was key to maintaining momentum throughout the

transformation.

Optimise the Supply Chain: Streamlining supply chain _
,&\ operations was essential for improving delivery times and
h E reducing costs. By investing in digital tools for logistics
-/ and inventory management, DFS enhanced its

operational efficiency and customer satisfaction.

DFS's digital transformation serves as a compelling example of
how traditional retailers can successfully adapt to the digital age
by integrating technology into every aspect of their business.
Through a focus on omnichannel experiences, data-driven
decision-making, and agile implementation, DFS has positioned

itself as a leader in the modern retail landscape.



