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MarketingWeek

Dunelm on changing
perceptions by ‘shining a
light’ on what's already
there

Dunelm’s marketing lead on hoping to alter customer perceptions
around the breadth of its range through focusing on what the
company already has rather than reinventing the wheel.
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He recalls how he would walk around stores upon starting the r
customers seemed quite blinkered and would be in and out of
considering the breadth of the range.

Cl had a bit of insight [from that] but then it came through in droves from@
segmentation research,” says McGintyﬁ)ur biggest issue was that customers
didn’t understand what Dunelm was and almost what it sold. And so, in previous
campaigns, it would have been around driving consideration, but we knew we were
higher up the funnel, people just didn’t know what we are.”

Sean McGinty, Marketing Director
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We're xx’% of consumers

x% of us claim to have shopped
with Dunelm in the last year

We have the x highest
hoadroom (Exm)

We have the xox affluence of
all segments

xx% of us have kids at home (of
all ages)
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Some of us are more likely to
move or change what we

on our home next year
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A gréen number shows whefe a Segment over Indexos, whereas a red shows whare they under Index

While a segmentation is all about
appreciating the differences
between consumers, we have

identified some universal truths
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