
                 
 
 
Halfords 
 
History 
Founded as a local hardware store in Birmingham in 1892 by F W Rushbrooke, Halfords has 
since grown to establish its position as the leading retailer of car parts, car enhancement, 
cycles and travel solutions in the UK. 
 
The eighties was a decade of change for Halfords, as it was one 
of the first retail groups to make the move from the high street to 
edge of town locations, recognising customers' needs for bigger 
stores, more choice and convenient parking. It also introduced its 
well-known corporate identity.  

  
 
 
 
 
 
 
 

Within new style "Arcade" stores, there are sub-shops for Bikehut, Audio, Parts, Ripspeed 
and Touring. More product ranges, specialist staff who are enthusiasts in their particular areas 
and a brighter, more contemporary shopping environment, are all attracting customers into its 
stores.  
 
Halfords employs approximately 10,000 people supporting 460 stores in the UK and 
Republic of Ireland, five in the Czech Republic and one in Poland. 
 
Product Areas 
Car maintenance 
 

 
In recent years, the car maintenance market has declined marginally in size due to 
improvements in part quality and the increased complexity of cars and car parts, which has 
led to consumers being less able, or less inclined, to perform their own maintenance.  
 
However, key drivers of growth within remain, including: 
  



-the growing number of vehicles registered in the UK (known as the “UK car park”). Due to 
UK population growth, increasing numbers of two-car families and the relative affordability 
of cars, the car park has grown consistently which will continue to drive demand for car 
maintenance and car enhancement products;  
 
-favourable trends within the UK car park:  
the car park is continuing to age as cars become more durable, resulting in a longer period 
over which maintenance occurs and during which owners invest in the appearance of their 
vehicles. Older vehicles are also less likely to be supported by original equipment 
manufacturers’ warranties, resulting in greater reliance on other providers, such as Halfords;  
 
-private car ownership is increasing, driven in part by changes in UK taxation policy. Private 
owners are more likely to spend on vehicle improvements and enhancement than company 
car drivers;  
 
-the proportion of drivers covering over 10,000 miles per annum is increasing and this 
increase in the amount of time spent in cars, together with the trend towards replicating home 
entertainment systems in-car, has driven growth in in-car entertainment products; 
 
-technological improvements have increased the sophistication and complexity of car parts 
and of motor oils, and consequently their cost. The resulting price inflation has partially 
offset any decline in volume of sales of car parts due to extended part life and car reliability. 
In addition, the relatively non-discretionary nature of vehicle repairs and servicing provides 
some protection against macro-economic conditions in the car parts segment. 
 
Car Enhancement 
-a growing “enthusiast” segment, focused on car enhancement. 

 
 
Leisure – Cycling 

 
Halfords sells new cycles and cycle accessories (such as lights, locks and cycle safety 
helmets).  
 
The company’s bike brands include Apollo, Carrera and the premium Boardman range, 
developed by Olympic cycling gold medallist Chris Boardman. 
 
The new cycle market is mature, however factors such as the increasing popularity of cycling 
as a leisure activity and for commuting and Government initiatives encouraging cycling are 
underpinning sales of cycles. 



 
The Government’s Cycle2Work scheme for example, whereby consumers can buy bikes tax-
free if they use them to travel to work, is dramatically increasing sales. What’s more, cycling 
is the higher margin end of the business. 
 
As the Chief Executive remarked “It’s economical, healthy and it’s doing your bit for the 
environment”. 
 
Leisure - Travel solutions 

 
Halfords provides travel solutions products, including car travel equipment such as roof 
boxes and cycle carriers, travel accessories such as batteries, safety equipment, child travel 
and safety products (including child car seats) and outdoor leisure equipment.  
 
Balanced mix of defensive and growth markets  
The car maintenance segment provides a strong and reliable core customer base for Halfords 
stores, and a solid financial foundation for the Group. Halfords’ competitive position has 
allowed Halfords to steadily increase sales from car maintenance products, demonstrating the 
relative stability and resilience of this product market during different stages of the overall 
UK economic cycle.  
 
Leading market position 
Halfords is the UK’s leading retailer, on the basis of turnover, in each of the four product 
markets in which it operates. Competition in these markets is highly fragmented, 
predominantly consisting of small, independent retailers who cannot compete on range or 
price. 
 
Halfords aims to attract customers with an extensive service offering and competitive pricing 
to compete with small independent stores, whilst offering skilful and knowledgeable 
customer service to differentiate itself from other large retailers.  
 
The only other national retailer operating in the same space is Motor World. Halfords’ 
turnover is more than twelve times larger than MotorWorld’s turnover (based on its latest 
published accounts) and Halfords has a more comprehensive store portfolio with convenient 
out-of-town sites, whereas Motor World operates mostly from high street locations.  
 
Barriers to Entry 
The limited availability of good quality out-of-town sites and the high cost of establishing an 
extensive store and associated distribution network creates a significant barrier to prospective 
new market entrants and limits the potential growth of current high street competitors. 
 
National brand recognition 
Market research indicates that customers associate the Halfords brand with qualities such as 
trustworthiness, high product quality, reliability and a broad product range. Market research 



also suggests that the Halfords brand is the most recognised UK store brand in the cycling, 
car maintenance and car enhancement product markets.  
 
The Ripspeed and Bikehut sub-shops in the Group’s Arcade superstores are perceived by 
both mainstream and enthusiast customers as shopping destinations in their own right. 
 
National store portfolio 
Halfords operates 460 stores (395 of which were superstores) of which 431 are located across 
the UK, servicing major UK conurbations, cities and towns. Halfords is represented in 95 of 
the UK’s top 100 retail catchments. 
 
Halfords enjoys a considerable advantage over many of its competitors that are 
predominantly based in high street locations, as its out-of-town superstores offer a broad 
product range, parking facilities and longer opening hours. 
 
Halfords’ portfolio strategy is to continue to improve the quality of its store portfolio by 
closing less attractive stores and opening new ones in more profitable locations. Of the 
Group’s 460 stores, 99% were cash profitable in the 2008 financial year. 
 
The Group has considerable experience in both converting existing stores and opening new 
stores. The potential addition of mezzanine floors in over 200 superstores for example, could 
potentially increase Halfords’ retail selling space by approximately 20% without, in general, 
any concurrent increase in rent. 
 
Strong track record of earnings growth and cash generation  
Halfords’ strong track record of turnover growth over the past 20 years demonstrates the 
strength of the business within the UK economic cycle. The company’s consistently high 
level of conversion of earnings to cash flow allows it to support the Group’s growth strategy 
and provides the Group with further financial flexibility.  
 
Purchasing power 
Halfords is the largest UK customer of many of its key suppliers and therefore is well-
positioned to negotiate preferential terms of supply and volume discounts.  
 
Their portfolio of stores also offers suppliers an attractive selling platform for bringing new 
and innovative products to the UK market, and this strength enables Halfords to secure 
periods of exclusive distribution of certain new product lines. 
 
The Group's intention is to review its sourcing of merchandise with the objective of reducing 
its total number of suppliers. Doing so improves buying terms and provides the opportunity 
to increase margins.  
 
Sourcing products directly from the Far East continues to represent a significant opportunity 
to further expand the Group's margin particularly in respect of own branded products. 
 
International Expansion 
International expansion is not a core element of the Group's strategy and the “Halfords” name 
is registered as a trademark by another proprietor in a number of European countries. 
However, the group has entered key targeted Central European markets of Poland and the 
Czech Republic which provide opportunities for further growth through their combined 50 



million inhabitants, relatively high GDP growth and growing levels of personal disposable 
income and car ownership. 
  
Marketing Strategy 

 
Halfords' marketing strategy aims to maximise like-for-like sales growth. The strategy 
focuses on the communication of discounted product promotions to increase footfall and 
enhance the perception of Halfords as a price leader, whilst also promoting its sub-brands, 
such as Ripspeed and Bikehut, to increase and diversify the customer base. 
 
Trading Strategy 
Halfords' trading strategy aims to increase the number of products purchased by customers on 
each visit to a store through the dynamic use of store space in order to sell products which are 
seasonally relevant or which are otherwise being specifically promoted. Staff participation 
has been increased in sales-related incentive schemes and specific incentives at peak trading 
periods have been implemented. 
 
Leveraging like-for-like sales 
The Directors are continuing to increase like-for-like sales by focussing on: 
 
-outdoor leisure 
 
-child travel and safety 
Consisting primarily of child car seats, this has been one of Halfords' fastest growing product 
areas; 
 
-expanded and new customer service offerings 
The “We'll fit it” and “We'll repair it” service offerings differentiate Halfords from its 
competitors. This offering will be grown by expanding the range of products for which fitting 
and repairing is available. Existing examples include oil changing, battery changing and child 
seat fitting. 
 
-business-to-business 
Halfords is targeting independent car mechanics and small owner-managed garages through 
the roll out of the Halfords tradecard discount programme together with its in-store trade 
counters in a number of superstores. In addition, the Group is expanding its market by 
supplying products direct to businesses. For example, Halfords supplies a focused range of 



Halfords and independently branded car-related products to BP to be retailed through BP 
Connect forecourts; and 
 
-in-car technology 
The Group closely follows market trends such as the introduction of CD and DVD systems 
and satellite navigation and updates its product ranges and fitting capability accordingly. 
 
Cost control 
In recent years operational efficiencies have been made and the company places a high 
emphasis on focussing on cost and working capital control. There are three areas in which the 
Group is maintaining particular focus: distribution and sourcing costs, information 
technology costs and packaging related expenditure.  
 
Leveraging the Halfords brand in multi-channel 

 
 
Customers generally prefer the option of shopping in store where they can interact with 
knowledgeable staff ensuring their purchase is the right one, and take advantage of the full 
range of fitting services. However, the online offerings are designed to extend the customer 
shopping experience. “Reserve (on-line) and Collect (in-store)” fit precisely to this model and 
the number of customers using the Halfords website continues to grow. 
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