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Welcome

halfords

Graham Stapleton

Group Chief Executive Officer







Jo Hartley
Group Chief
Financial Officer




Karen Bellairs

Group Chief Customer
& Commercial Officer




Rob Keates

Group Chief Operating
Officer




Chris McShane

Director, Avayler




Our journey Mid-term plan: Mid-to-long-term Avayler Summary
since 2018 leveraging the plan: further and Q&A
platform transformation




——p

.I’
. Se TSN
™ o -
o &
s >
o~
”» ..
IS
LR
, 53‘
+ > TR
2, o

"'\'
b LN
AR

L)

LEVERAGING OUR F

e —




Cc.£13C150m PB

m £2.2bn sales
= 6.5% operating margin
m Positive free cash flow

c.£9Q110m PB generation

m Growth in ROCE >20%

£1.9bn sales

Gross margin maintainep
5.5% operating margin
Positive free cash flow
generation

Growth in ROCE15%

£50-60m PBT

s £1.6bn sales

» 3-4% operating margin

FY23 Mid-term Mid-to-long-term



Our journey since 2018




2013

Predominantly aretail products
business with a low services mix

Asmall B2B and commercia
business

Separatecollection of brands
across disconnected and
fragmented channels

A great brand withStrong
heritageand good awareness

Fantastic engaged colleagues

76% Products

autocentre
halfords
mobile expert

P—_—

88% Consumer
mix in 2018

476
Stores




Toinspireand supporta

lifetime of motoring and cycling.




To evolve Into econsumer and B2B
servicesfocusedbusiness,
with a greater emphasis omotoring,

generating higherand more sustainable financial
returns.




Our strategy was designed to drive more compelling financial returns

Reminder of the 2019 segment bubble chart

Mainstream Cycling Retglép\/l/%ggng

Products

V 4
Motoring
% Products
V 4
7

Performance Retail'Cycling
Cycling Services
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Bubble sizeare indicative of scale of business in FY19




2018 Today

One Halfords Group website

halfords

autocentre

halfords L8 iE)

MobleFiting Servioss  Boctric  Cycing  Motoring  CarServicing  CorRopars  MOT  Tyes  Tooks  lechokogy BabyChid  Clristmas

Halfords Autocentre website

oy 2
.l-m-— 10 you e our Hafords Motie: l = =N

halfords

mobile expert

Halfords Mobile Expert website

halfords .com

Halfords Retail website




We have significantly changed our channel mix and halved
drivetime for services

476 Stores

737 Vans

51 Stores

autocentre

317

Garages 650 Garages

796 1,781
30- Under20-

17



2018 Today

7m service jobs 10m+ service jobs

Consumer
Garages

Consumer Mobile

Garages Retail Commercial
Stores

Retail Stores




Unigue, own-brand product innovation Multiple awards

for our own-brand propositions

hyS 2F (KS Apollo and One of the fastest
biggest engine Carrera are two of growing budget
oil brands 0KS ! YQ&a f{F NEO®&biandotyreb S
brands in the UK

19



Collecting customer and :
vehicle data crosshannel Analysing data

Single Customer View
CRM

°In & store

- Group Data Platform




Known Customers

2019:7.2m

Today30m

Vehicle Records

2019:0.9m

Todayl6m

NetPromoter Score

2019:62.9

Today69.1




£20m

savings

From retail rent and rates
savings, closing over 80
retail stores.

+7 Ysales densities ;

>£30m

saving ' savings

From restructure and ’ ’r' ¢ KNRdAK 2 dzNJ &
organisational N re-al £t S¢ STFAO
design. . programme




We have significantly grown our revenue, particularly in the
more profitable parts of our business

FY19 FY23

£1.1bn c£1.6bn

Group Revenue

Revenue from Services 24% of Group

c.47% of Group

Revenue from Motoring 66% of Group C.77% of Group

12% of Group

Revenue from B2B

c.22% of Group

N
w




Autocentres and B2B now represent a more significant proportion of the Gro

Autocentres

Mainstream Cycling Retg'ér'\\/',%ggng
Products

@ Motoring
Products

Performance Retail Cycling
Cycling Services

P
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Bubble sizes are indicative of scale of business




% of B2B revenue

% of needsased revenue

% of Group COGS boughtin USD $

FY19:12%
FY23: 22%

FY19: 49%

FY23: 62%

FY19: 35%
FY23: 23%




1

We haveincreased
revenues by 40%nd
more thandoubled the
sizeof our B2B and
services business.

We have developed a
unique, digital and
data-enabled
omnichannel platform.

2

A combination of core
market recovery, and
leveraging our
Investments and
platform will deliver
£1.9bn of revenue,
£90-£110m PBT, and
5.5% operating margi
In the mid-term.

S

There is potential for
further significant
transformationin the
mid-to-long-term,
Increasing revenues tg
£2.2bn, PBT to £130
£150m, operating
margin to 6.5% and
ROCE to >20%.




e @ - -
long-term




Mid-term plan: leveraging the platform




Our midterm plang
leveraging the platform

halfords

Jo Hartley

Group Chief Financial Officer




The recent Monetary Policy Report highlighted how uncertain the macomomic environment remains. Forecasting,
therefore, remains particularly challenging.

1 2 3

We have raised interest rates to help inflation return to our Chart 1.4: CPl inflation projection based on market interest rate expectations, other Chan 2.13: Real household Inc ome growth has slowed since the beginnin g of 2021
2% target policy measures as announced expected to fall further in the near term reflecting high energy prict
Four-quarter real household income growth (@)

gank Rate (%) Percentage increase in prices on a year earlier

i MPC! i
| response !

i 10
1 toCovid;
i i

=}
S

Shdbowmsoox
Shdbonsooe

Financial crisis | EU referendum
' '

Real post-tax household
_ imcomegrowth  NovemberReport

S &
S &

0

2002 los o8 I 14 17 ‘ 2000 loe I i3

Note: all references to FY23 should be takennaicative and: NB Yy 2-8los€ & & LIND
All references to future years should not be taken as formal company guidance.



British
Cycling

Association

Used to quantify cycling
market size, and forecast.

GFK

Used to quantify motoring
product and tyre market
sizes.

GIPA &
SMMT data

Used for motoring
product, motoring

servicing market, and tyre

market forecasts.

Costsaving
plans

Supported by strong trac
record of cost delivery
over the last 5 years



Our significant growth since FY20 has been offset by exceptional
cost and market headwinds

Cost efficiency _

Market share market decline

£55.9m £50-£60m

Underlying PB Underlying PB

(Reported) _ _ o _ (Guidance)
The markets in which we operate have been more significantly impacted tha

most consumer facing marketsbased on data from GFK, Kantar and ONS




Underlying PBT forecast to grow to £906110m over the migerm

Group PBT BridgeFY23 to mieterm

Group Revenue.£1.6bn Group Revenue.£1.9bn
Operating Marginc.34% Operating Marginc.5.5%

£110m

&

l [ [ I

Market Market Share Inflation Cost & Efficiency Leveraging Value Acquisition Mid-term
Recovery from Data Synergy Growth PBT

*FY23 as per current guidance




Looking forward, capital expenditures expected taall from
the transformational peaks in FY22 and FY23

£112m

. Other Capex . Acquisition

C.£50m£60m
per annum

\
|
1
1
|
1
1
|
1
1
|
1
1
|
1
1
|
1
1
|
1
1
|
1
t
|
1

FY20 FY21

Total Capex as #oof Revenue




We expect strong cash generation in the midrm

Free cash flow* (Em) Net Debt/(Cash) : EBITDAre-lease

debt
£4555m

(0.3)x

FY21-FY23 (average) Mid-term (average) FY21-FY23 (average) Mid-term (average)

\.

(Cash flow before dividends and acquisition expenditure)




ROCE is expected to reach over 15% in the-tenh

Alnflationary and
consumer headwinds
drive FY23 decline

AMid-term focus on
optimisation and
leveraging the
platform will see a

AThere was underlying
growth excluding these

factors Profit

- —

Mid-term




Market recovery and market share growth

Group PBT BridgeFY23 to mieerm

[ [ I I

Market Market Share Inflation Cost & Efficiency Leveraging Value Acquisition Mid-term
Recovery from Data Synergy Growth PBT




Consumer Tyres | Motoring Servicing

O =

Market Sze c.£4bn c.£1.2bn c.£2.2bn c.£9bn

Retail Motoring

o ama

Market Volumes vs preCOVID Broadly flat C-24% c-14% Cc+4%
5§ |

Approximate Volume Share c.41.8% c.37.0% c.9.5% c.3.5%



We expect c.£17m of profit growth as markets recover

Motoring
Products

+ Cc.£6Mm

s

39



motoring products .
N

Today Mid-term

+£6m profit*
Market Vol Broadly flat C.+2%
arket volumes (vs. preCOVID) (vs. preCOVID)

= Market Overall market grows +2% vs{@©®VID levels dhe midterm.

= GIPA indicates the car parc ages from 7.9 years to 9.7 years, leading to more cars within aftermarket segment
and an expanding market for motoring products.



cycling market

FY20

Bike Market Volume (m units)
3.06

1.99

>20% downvs FY20

FY21 FY22 FY23 FY24

FY23 expected to be20% below FY20

2.20

FY25

2.48

FY26




Cycling volumes have declined vs FY20 while prices have
Increased materially. Looking forward we expect market

recovery will require some price deflation.

Fy21
Demandpeaks through
COVID, prices rise due
supply shortage.

==

FY22
Demand normalises,
prices continue to rise

given supply challenges

FY23
Further price increases
driven by freight and

commodity costincreases

and weakening FX. Dema
falls in cosff-living crisis.

Mid-term
Prices decrease as
commodity prices and
freight normalise, driving
recovery of demand an
volumes.

== Pricing == Volumes

Cycling Market Price and Volumes indexed to FY20

Source- British Cycling Association, Halfords estimates

Mid-term




cycling market

Today Mid-term

i +£5m profit* P
Market Volumes (vs. preCOVID) (vs. preCOVID)

= Price investment drives volume growth across the market.



(¢

31.7

FY20

consumertyre market

TyreMarket Volume (m units)

27.9

-14% vs FY20

FY21 FY22 FY23 FY24

FY23 expected to bd. 4% below FY20

28.6

FY25

30.6

FY26

(



Consumer tyre volumes have remained consistently below
@ pre-COVID levels. Since FY20 there has been significant
v retail price inflation. Some market deflation is assumed v

to drive mid-term volume recovery.

FY21cFY23 Mid-term
Volumes suppressed as miles driven falls go&tVID and customers del Volumes recover as
tyre replacement. Prices increase driven by commodity cost inflation B market normalises,
and freight prices. supported by some

price deflation.
Mid-term
= Pricing == Volumes \ /

Tyre Market- Price and Volumes indexed to FY20

/

Source- GFK, GIPA, SMMT, DVSA, Halfords estimates




O consumertyre market O
N\

Today Mid-term

+£6m profit*
c.-14% c.-3%

Market Volumes (vs. preCOVID) (vs. preCOVID)

= Market recovers t63% vs preCOVID in the miterm
= Based on GIPA forecast of miles travelled reaching 97%-&@D levels



motoring servicing

+nil profit*

c.+4%
(vs. preCOVID)

Market Volumes

SMMT forecast the car parc to remain broadly flat in the-tart.

Mid-term

Broadly flat



A further c.£22m of profit growth is expected from
volume market share gains

Motoring

: Products
Motoring
Servicing +C.£10m

+ Cc.£5m

s

48



(

Market Share

c.41.8%

motoring products

+£10m profit*

c.+43%

(

Share Gains From

General Retailerg

Online Retailers

FY23
Share

|

Data &
Personalisation

| Extended Ranges’

Value
Proposition

| Mid-term
Share

» Improvedpersonalisatiorand CRM, supported
by Motoring Club, drives incremental spend
andvisitfrequency.

» Extended ranges launched in low share
categories at competitive prices e.g., car parts.

» Improved value proposition through growth of
own brand, enhanced promotional activity and
increasing proportion of produssold with
fitting or other services.



Cycling marke:

+£2m profit*
Market Share c.37% c.39%

Share Gains From

Independents

Generalists

Mid Market

FY23 [ Data & [ Range [ c2w | Cycling | Servicing | Mid-term Share
Share Personalisation Development Platform Club

Improvedpersonalisatiorand CRM drives
greater spend and visit frequency.

Range development arremiumisationof
adult and Ebikes.No change to legal status of
E-scooters assumed.

Growth in Cycle To Work through digital
platform enhancementsmaking it easier for
companies and employees to benefit from the
scheme.

Launch of cycling loyalty club.
Enhanced cycle servicing proposition



Consumeltyre market

N \

Share Gains From

- - National Garage Chains
Volume Market +Lom profit
Share c.9.5% c.11% Local Garages

s Data andobersonalisatiorexpands customer
base supported by Motoring Club.

st NPLR2aAGAZ2Y I E OKIy3Sa
tyre fitting (bookable online).

» Improved value proposition through enhanced
promotional activity and increasing financial
services penetration.

FY23 / Motoring Club, / Proposition Value | Own-brand | Mid-term Share
Share Data & Improvements Proposition Development & » Development of owrbrandtyres, growing
Personalisation Penetration

customer accessibility and choice.



= motoring servicing =

(
(

Share Gains From

Local Garages

+£5m profit*

Market Share c.3.5% c.3.8%
» Demand growth driven by rewarding loyalty
through Motoring Club, car parkferrals
from retail estate and drivingersonalisation
through CRM.
» Matching local demand and capacity through
a newutilisation model.
: , » Improved value proposition through
FY23 [ Data & | Local Capacity & | Value | Mid-term Share . ..
Share Personalisation Demand Proposition enhanced promotional activity and

W Increasing financial services penetration.



£39m of profit growth expected from externally forecast market
recovery, and increasing market share

Market Recovery +£17m profit growth

Motoring
Products
+ Cc.£6m

o

53

Market Share- +£22m profit growth

Cyclin _
_,_}é_ﬁ 2 Motoring

Products
+ Cc.£10m

Motoring

Servicing ﬁ

+ C.£5m



Cost and efficiency

Group PBT BridgeFY23 to mieerm
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Market Market Share Inflation Cost & Efficiency Leveraging Value Acquisition Mid-term
Recovery from Data Synergy Growth PBT

*FY23 as per current guidance




Cost efficiencies more than offset inflation over the mtdrm

, Costinflation Product Cost , Property , Other Support Cost!
Reduction Savings

: Cost Inflation

Cost & Efficiency c.£51m




FX Rate

Assumed at $1.23
throughout plan

Utilities
Broadly back to
FY22 levels

=)

Wages

4% average per
annum vs FY23

h

Freight

Assumed-20%
reductionvs FY23

2




"4
" S
mlle

Productcost
reduction

c. 3.5% cost
of goods

Retail
property savings
Up to 20 closures

10% saving olease
renewals

Other efficienc
programmes
Support costs, org

design, W&D, store anc
garagecosts




Product costs represent the largest part of ¢
the cost base and the most significant L
opportunity looking forward

£0.85bn
Group Cost of GoodSold

. . Suppliers
(excluding freight, FX held constant)

£0.55bn £0.55bn

+13% growth

Product cost inflation
vs FY21

Mid-term




Strategic Supplier Partnerships

Partnering with key suppliers over the losgrm to drive:
A Growth and value more for more

A Innovation and creativity

A Supply chain flexibility

A Sustainability supporting ESG agenda

ValueEngineering
Revisiting the formulation and componentry of owhrand
products to reduce cost.

Top 20 suppliers represent
50% of the cost of goods
sold

4% reduction ircosts
delivered historically
through individual product
re-engineering




Own-Brand Growth

Targeted increases in owhrand penetration delivering

lower COGS and higher margin through:

A Increasing the proportion of goods sourced directly
through Halfords Hong Kong sourcing office

A Increased use of supplier tenders

GroupBuyingSynergiegscale

Leveraging the enlarged scale of the group to reduce cost
prices

A Consolidation of the supply base

A Groupwide agreements across retail/garages/mobile

Ownbrand margins
>2%pts higher due to
lower cost of goods sold

Oursuppler basehave
seen36% increases in the
cost of goods purchased
since FY20




Dataenabled betterbuying program underway, supported by
3rd party consultants

Negotiations strengthened as Halfords offers suppliers
unparalleled growtlopportunities following investment
in physical and digital infrastructure atalinch of loyalty club

Targets supported by externaénchmarks

£30m

Targeted reduction
over midterm

3.9%

Cum. midterm
COGS reduction




Freight markets are forecast tnormaliseclose to preCOVIDOevels

Market Spot Rate

Halfords Rate I




We expect to maintairgrossmargin% over the midterm

Autocentres

Retail

FY23 GP%

Group Gross Margin (%) BridgeéY23 miderm

Autocentres
broadly flat

Retail
c.-100bps to
-200bps

Price investment

FX impact

Product cost reduction

Freight

Autocentres mix Mid-term GP%




Stores

FY18 FY23 Mid-Term
Locations 480 c.394 c.380
Lease Renewals p.a. c40 c45
Average Saving (%) c.-15% c.-10% motoring & cycling experts
Average Lease Length >5.7yrs c.3yrs c.<3yrs

Retail portfolio costs will be reduced through lease renewals and/or closures.

Flexibility will be retained within the store base.

Our assumption on garages is that we will broadly hold the number of garages flat, 3
have not assumed a saving on rent.

Retail densities expected to improve by >15% following a ddiditeincrease in sales,
and c.4% reduction in store numbers.




Central Support Costs

Rationalisation of GNFR supplier base

Introduction of Group Data Platform and related
efficiencies

Consolidation and efficiencies in organisational design

Optimisation of contact centres

c.£8m

Warehouse & Distribution

s  Warehouse Management System
s Customs and Duty Platform
s Small, frequenpick automation

c.£3m

Store & Garage Operating
Costs

= Energy consumption reductions through building
management systems and LED

Continuation of established "We Operate For Less"
program

Improved garageitilisation

c.£4m




Our cost and market assumptions drive >£40m of profit growth in the rgaim

Group PBT BridgeFY23 to mieerm
Group Revenue. £1.6bn Group Revenue. £1.9bn
Operating Marginc. 34% Operating Marginc. 5.5%

£110m

’,
1
1
1
1
1
1
1
1

l [ [ [

FY23 Market Market Share Inflation Cost & Efficiency Leveraging Value Acquisition Mid-term
PBT Recovery from Data Synergy Growth PBT

*FY23 as per current guidance




1

FY23 & FY24 expected
profit suppressedby
market and inflationary
headwinds.

Mid-term PBT forecast

to growto £90m£110m
as markets recover, we
grow market share, and
focus on cost reduction.

2

Capex expected to fall
to £50-60m per annum
In the midterm (c.3%
of revenue)

No significantM&A
expected as we focus
on leveraging the
platform we have
created.

S

Investment returns

have been supressed
by current market and
Inflationary pressures.

Return on Capital
Employed is expected tg
grow to over 15% in the
mid-term, supported by
stronger cash
generation




Q
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data

IrS

Group Chief Customer & Commercial Officer

INg

halfords
Karen Bella

Leverag
and lifetime va




The valuethat data and lifetimeis expected tohave on
our mid-term performance

Group PBT BridgeFY23 to mieterm

Group Revenue. £1.6bn Group Revenue. £1.9bn
Operating Marginc. 3-4% Operating Marginc. 5.5%

£110m

[ [ I I

Market Market Share Inflation Cost & Efficiency Leveraging Value Acquisition Mid-term
Recovery from Data Synergy Growth PBT




Name

Address

Email

Phone

Mailable status

Age

Income

Gender

Life stage

CRM engagement levels
Purchase history
Products purchased
Channels shopped
Payment method

Car and bike service history

Products fitted

Service work recommendations
Service work taken

Value of service work taken
Nearest store, garage

Most used store, garage

Web browse history

Web conversion

Vehicle registration number
Motoring Club membership details
Motoring Club engagement
Motoring Club redemption
Customer service interactions
NPS scores

Propensity to respond
Propensity to spend on category

Segment type



Vehicle condition

Car make model mileage
Vehicle registration number
MOT advisories

Tyre tread

Mileage

MOT due

Service due

MOT fail criteria

Brake pad condition
Wiper blade condition
Bulb condition

Body condition e.g., chips

Wheel alignment

-
//\/‘ <

EAS52 RXZ

Engine health diagnostics

Fluid levels

Suspension

Service history (Halfords delivered)
WeCheck assessments

Fitting needs related to product
purchase

Purchase history
Next likely product purchase

Compatible product for car
- what you need

Car seats that fit your car
WeFit health assessment

WeFit history — how we’ve

-4
—l ' changed your car



halfords

SAVEUPTO £33

Snop now

WE'LL COME T0 YOU

Sook row




Avayler

insta‘ "‘efits.

e

halfords

our Fao;er:f:'_Pret Instant benefits,
o S instant savings
Visit halfords.com/motor R,

= v
FREE £10 voucher







35m

vehicle records checked

16m

vehicle registration numbers

B AS52 RXZ

Nearly half the U.K. car parc.




Vehicleregistrationnumbers Email records

2019:0.9m 2019:7.1m

Today16m Today14.7m

Visible customers Sales linked to customer records

2019:7.2m 2019:18%

Today30m Today76%




Data

Collection

Data science and analytics

Personalised
emails

Personalised

web pages

Personalised
social posts




halfords

stores | garages | mobile experts

e e Recommended
for you...

Your nearest Autocentre: Redditch

OF

Garags

Only £25 Only £30 Only £75

k- K

Cycling product
recommender

MOT reminder email

1

Helping yo

[ We’ll come to yo

t hroughf:\g’lliﬁr
=

With the help of our
Halfords Mobile Experts

the colder months
ahead

Read more

We can visit 7 days a week
between 8am - 8pm, at home or at work

Halfords Mobile
Expert email

Shop By Category

&l =3
20% OFF
N\ gl
' ')v'-'\ B e
L4/ P

Tyre web
personalisation

Frosty:. ‘: rq'\‘lﬂ |G :4
are here!

Shop Winter essentials

Battery
Health Check

Weatherpersonalisation
email



1.5x

Increase in conversion
of web pages

£282m

CRM sales v £60m FY1

1.5X

Spend per customer
with opt-in*

2.4X

Spend per customer
with opt-in and VRN
capture*




