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H1 Performance Summary  

In-store service income  Car Parts  
Connectivity and  

dash cams 

Transition to  

3-day-a-week deliveries  
Cycling  
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H1 Performance  
 

Jonny Mason  
Chief Financial Officer 
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Group Income Statement  

H1 FY16 £m H1 FY15 £m Change  

Revenue 533.5 524.1 +1.8% 

Gross Profit 279.2 274.7 +1.6% 

Operating Costs (231.2) (223.5) +3.5% 

EBIT 47.9 51.2 -6.4% 

EBIT Margin % 9.0% 9.8% 

EBITDA 62.3 63.6 -1.9% 

EBITDA Margin % 11.7% 12.1% 

Net Finance Costs (1.5) (1.8) 

PROFIT BEFORE TAX 46.4 49.4 -6.3% 

Basic Earnings Per Share 19.2p 20.1p -4.5% 

Effective Tax Rate 19.5% 21.0% 

Notes : All numbers are presented before non-recurring income of £0.2m in  H1 FY15 5 



Retail Income Statement  

H1 FY16 £m H1 FY15 £m Change  

Revenue 458.0 451.9 +1.3% 

Gross Profit 230.4 228.6 +0.8% 

Gross Margin 50.3% 50.6% -29 bps 

Operating Costs (183.5) (178.4) +2.8% 

EBIT 46.9 50.2 -6.6% 

EBIT Margin 10.2% 11.1% 

EBITDA 58.4 60.2 -2.7% 

EBITDA Margin 12.8% 13.3% 

6 Notes : All numbers are presented before non-recurring income of £0.2m in  H1 FY15 



Total Retail  Q1 LFL % Q2 LFL % H1 LFL % 

Cycling +2.0 -7.6 -2.9 

Car Maintenance +5.9 +7.1 +6.5 

Car Enhancement -0.3 +1.5 +0.6 

Travel Solutions +9.2 +1.1 +4.7 

Total  +3.5 -0.6 +1.4 

Notes :   

1. Like-for-like sales growth is calculated at constant currency rates 

2. Revenue from non-LFL stores amounted to £3.8m in H1 FY16 

 

 

 

H1 FY16 Retail Revenues  

Online Retail sales grew by 0.9% and represented 12.1% of sales. 90% of sales were collected 

in store with Click & Collect sales down 1.8% and Home Delivery sales up 33.9% 
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Cycling sales in Q2  
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Gross Margin % Influences  

Strong Car Maintenance sales  

 

In-store services  

Cycling promotional activity and 

discounts  

 

Third -party brands  

 

Premium Bikes  
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Retail Operating Costs  

  

*Net of sublet income 

H1 FY16 £m H1 FY15 £m Change  

Store Staffing 52.1 49.2 +5.8% 

Store Occupancy 69.8 68.6 +1.7% 

Warehouse & Distribution 24.5 19.7 +24.4% 

Support Costs 37.1 40.9 -9.3% 

Total  183.5 178.4 +2.8% 

Depreciation / Amortisation 11.5 10.0 +15.0% 

Rent* 42.9 42.9 - 
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Autocentres Income Statement  

H1 FY16 £m H1 FY15 £m Change  

Revenue 75.5 72.2 +4.6% 

LFL% +3.3% 

Gross Profit 48.8 46.1 +5.9% 

Gross Margin  64.6% 63.8% +76 bps 

Operating Costs (47.2) (44.5) +6.0% 

EBIT 1.6 1.6 +0.5% 

EBIT Margin 2.1% 2.2% 

EBITDA 3.9 3.4 +12.1% 

EBITDA Margin 5.2% 4.7% 
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Cashflow and Net Debt  

Operating Cashflow  £m Free Cashflow  £m Net Debt  £m 

EBIT 47.9 
Operating 

Cashflow 
47.4 Opening Net Debt (61.8) 

Depreciation/ 

Amortisation/ 

Loss On Disposal 

14.5 
Capital 

Expenditure 
(17.5) Free Cashflow 19.5 

Employee Share 

Scheme 
1.1 Net Finance Costs (0.8) Dividends (21.4) 

Working Capital (14.7) Taxation (9.9) Lease/Other (1.3) 

Provisions/Other (1.4) Other 0.3 
Purchase of own 

shares 
2.6 

Operating Cashflow  47.4 Free Cashflow  19.5 Closing Net Debt  (62.4) 

Net debt to EBITDA at 0.6x versus 0.7x at H1 FY15  

Interim dividend up 2.9% to 5.66p  
12 



FY16 Full Year Guidance  

Updated  Previous  

Cycle Republic share of 

Retail sales growth * 
c. 0.5 % c. 1% 

Retail Gross Margin  A decline of 25-75bps A decline of 25-75bps 

Retail Operating Costs  2.5 ï 3.5% 4-5% 

Retail Capital Expenditure  c. £40m c. £45m 

Autocentres EBIT DA 
Low double-digit %  

increase on FY15 

Low double-digit %  

increase on FY15 

Autocentres Capital 

Expenditure  
c. £8m c. £8m 

Group depreciation charge  c. £30m c. £30m 

Net Finance Costs  c. £3m c. £3m 

Effective Tax Rate  c. 20% c. 20% 
  

*This represents the impact of the non-LFL Cycle Republic sales on the total Retail sales growth 13 



Strategy Update  
 

Jill McDonald  
Chief Executive 
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Introduction  
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What Iôll  

cover today  

ÅMarket context  

ÅBusiness Review  

ÅñMoving Up a Gearò 

ÅThe 5 Strategic Pillars  

ÅSummary  
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Halfordsô Revenue Split 

Car 

Maintenance  

Car 

Enhancement  

Travel 

Solutions  
Autocentres  Cycling  

55% 15% 

70%  
motoring  

30% 
cycling  
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Market context - motoring  

Note: Market size represents annual sales and the growth rates are in respect of 2012-2015 
Source: Halfords estimates.. 
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Car parts, 

accessories, 

consumables 

and technology  

c. £7bn  

3% annual 

growth  
over last 3 years  

 

 

 

Car servicing & 

aftercare  

c. £9bn  

2% annual 

growth  
over last 3 years  



Market context - motoring  

Source: Department for Transport National Statistics, BCA Used Car Market Report, SMMT 
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Market context - motoring  

Source: Halfords estimates 20 

Car parts, 

accessories, 

consumables and 

technology  

Car servicing and 

aftercare  



 
Note: Market size figures are annual market sales including VAT 
Source: Halfords estimates 

Market context - cycling  
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Two years of exceptional  

growth due to:  

 
Å Recovery in disposable income 

 

Å Rising awareness 

 

Å Government infrastructure 

 

Å Cycle to Work scheme 

 

ÅWarm, sunny summers 

 

 

 

Market context - 

Cycling  
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Source: Halfords research 

Market context - cycling  

c. 50%  
of participants  

Leisure  Commuting  Fitness / competitor  

c. 25%  
of participants  

c. 25%  
of participants  
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Future growth drivers:  

 
Å Increased pool of cyclists 

 

Å Higher engagement levels 

 

Å Participation still low: 

large scope for new entrants 

 

Å Increased government spend  

on infrastructure 

 

Å Female participation 

 

 

 

 

Market context - 

Cycling  
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ÅWell-known brand 

 

Å Reputation for quality 

 

Å Market leaders 

 

Å High motoring and  

cycling cross shop 

 

Å Specialist retailer 

 

Å Service proposition 

 

Å Stores are an asset 

 

 

 

 

 

Business review:  

Strengths  
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Å Market share headroom in 

cycling and motoring 

 

Å More cars, increasing complexity 

and new technology 

 

Å Unfulfilled potential in PACs 

 

 

Business review: 

Market 

opportunities  
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Business review:  

Customer opportunities  

Opportunity to improve lifetime customer value  
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Å Awareness of the  

categories we serve 

 

Å Consideration amongst  

younger customers 

 

Å Increasing conversion  

to purchase 

 

Å Innovation and newness 

Business review: 

Customer 

opportunities  
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Business review:  

Infrastructure opportunities  
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Business review: 

Watch outs  

ÅCompetitors 

ī Fulfilment 

ī Price 

 

ÅChanging customer  

expectations 
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5 Strategic Pillars for Retail  

Putting Customers  

in the Driving Seat  
Service in  

our DNA  
Building on  

our Uniqueness  

Better Shopping 

Experience  
Fit for Future 

Infrastructure  
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Putting Customers in the Driving Seat  

33 

GOAL 
First choice for customersô life on the 

move  

Committed to making our customersô 

journeys better  

For lifeôs journeys 

PURPOSE 

END LINE 



Single view of customer 

Putting Customers in the Driving Seat  

Maximising lifetime customer value  
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Putting Customers in the Driving Seat  
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Service in our DNA  
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New joiner 

(over 25) 

National 

Living 

Wage 

New joiner  

(25 & under) 

Starting 

rate  

Gear 1 

premium 

Gear 2 

premium 

Gear 3 

premium 

Service in our DNA  
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32% 

9% 

8% 

Service in our DNA  

Note: Service-related sales are defined as the income from the sale of fitting and repair services, in motoring and cycling, plus the associated product revenue. 



Building on our Uniqueness  
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