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TO INSPIRE AND SUPPORT A LIFETIME
OF MOTORING AND CYCLING


P MALONE


Executive Summary
Halfords is a well-known and easily recognised national brand name organisation. It stands out as the nation’s premier service led retailing specialist in the field of domestic everyday motoring and cycling needs. Halfords has three major product and service streams those of Leisure (camping equipment and travel aids) motoring peripherals and consumables and cycles and cycling related products and services. 
The organisation is split between its retail arm and its autocentres the retailing components has visibility in the high street, out of town sites and online. The autocentres are distributed through-out England, Wales and Scotland. In total the organisation has within its entire physical estate 451 retails stores, 25 specialist cycle stores, 317 auto centres and 3 mobile vans.
Turnover for the financial year 2017-2018 was £1.135B an increase of 3.7%. Overall thought even with an increase in turnover every other major KPI(pre-tax profit, share dividend, share earnings and others) have all shown an adverse variation year on year. Of the organisations revenue streams the income split is roughly two thirds motoring and one third cycling.
Halfords sits in a marketplace in which has no direct like for like competition. Rather the environment is one that is highly diverse with a fragmented range of competitors of which there are some 30,000 garages and in excess of 2,500 cycle stores.
Halfords philosophy of customer care is driven to not just satisfying customers in the here and now. Rather it is driven to retain customers for life and that customers become the organisations brand emissaries. Hence Halfords bold cooperate tag line “To inspire and support a lifetime of motoring and cycling”.
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[bookmark: _Toc26816021]Analyse the company in light of digital disruption and nature of opportunity affecting the industry due to digital media technologies. 
Bradford (2018) argues that the traditional bricks-and-mortar retail platform is a model under siege and in decline. There is no denying that recent years has since the rise of online retailing. One example is the article of Banks (2015) which states that half of all Christmas shopping is now conducted online. 
Hagberg et al (2016) wrote Digitalization is one of the most significant on-going transformations of contemporary society and encompasses many elements of business and everyday life. Organisations have to allow time for critically evaluating on how to achieve ongoing success with the resources at their disposal. The social media paradigm is also becoming a major driving force in the way that organisations operate. This has resulted in the need for organisations to create new strategies Hanaysha (2018) argues to remain competitive in the rapidly changing business environment; firms need to implement a social media marketing strategy. Whilst new strategies do need to be devised Clegg (2016) cautions that in highly turbulent times hasty actions and ill-conceived plans can result in strategies becomes a messy and a highly experimental process. 
[bookmark: _Toc26816022]SWOT analysis 
As a result, organisations need to be more aware than ever of the environment in which they operate, and of the organisations own internal capabilities.  Halfords continuously checks itself with the use of internal scanning. In this paper, one such analysis in this case a SWOT analysis explained (Bright hub media 2019).  (Appendix 1) 
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Strengths
Halfords primary strengths in relation to the development of modern media tools lies in its current infrastructure and with the digital and electronic systems, it already has. Halfords has found grafting additional technologies to current systems to be easier than expected, as the new technologies requires only changes to the current infrastructure rather than a complete overhaul. Halfords has a long and established history therefore, the transition to an online presence was achieved by the fact that Halfords is such a well-known name.
Halfords has a well-established supply chain that is continuously evolving organically in line with new systems and methods. This is constantly allowing for an ever-improving value chain and improved channels of product distribution.
Halfords in recent years has implemented robust measures to increase training and colleague development. This approach could echo the sound advice of Peter Senge (1990) who argued that “Organisations learn only through individuals who learn”. This now ingrained philosophy has led to the establishment of the centralised electronic learning platform known as “the hub”. Which has made colleague training and development easier and more universally accessible to all colleagues. Allowing individuals to dip in and out, as when it is possible and convenient for them to do so. 
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Weaknesses
Halfords greatest failing in the modern media era has been to understand the potentially damaging power of social media. That an issue that is shared by a disgruntled customer can be seen instantaneously by a multitude of customers. This inability to address problems when they arise and speak directly to customers across a wide spectrum may have been a large contributing factor to Halfords being rated as the worst high street retailer for customer satisfaction in a national  survey of 11,000 shoppers by consumer magazine Which.
Ramanathan et al (2017) looked “To understand how retail network(s) leverage the potential of social media reviews along with unique service operations to satisfy customers”. Unfortunately, Halfords do seem slow on the uptake and miss opportunities or worse lag behind the competition in this critical area. 

As an organisation, Halfords needs to be more committed to strengthening its human capital to be more flexible and agile for the future. Its current approach to colleague training focusing on its electronic HUB. As an ex trainer for this organisation this author knows very well the value of the human experience in training. Colleague turnover are factors that are addressed, due to that fact as skill sets are lost to colleagues leaving. It places an ever-increasing burden to keep retraining new colleagues whilst individuals never move beyond the basic skill sets required to work in Halfords. There is a more worrying trend of a lack of internal creativity and innovation. Johnson and Scholes(2012) argues there has to be a culture in place to allow colleagues the means and opportunity to create and innovate new ideas for the benefit of the organisation. 

[bookmark: _Toc26816025]
Opportunities
[bookmark: _Hlk26717335]As we have already seen through the works of Ramanathan et al (2017) greater emphasis needs to be placed on how to better leverage greater customer satisfaction through modern social media.  Vizard (2012) highlights how Halfords are pushing forward with its online message that is more orientated to an emotional message. The days of using the internet and all its component platforms purely to show case goods and their prices. Now more than ever Halfords are using the digital media platforms to sell a vision and a dream that customers wish to see and be a part of. Hanaysha (2018) paper shows that social media marketing has a significant effect on customer retention and has proven to be positive and statistically significant. Persuad (2013) took this thinking a step further when he revealed that the greater degree of interaction among consumers on social media has a positive impact on purchase intention
 Verhoef, P and et al (June 2015) show how the traditional retail sector through its ongoing hybridisation with media platforms has transitioned from multi-channel retailing and has coalesced into what they refer to as Omni-channel retailing. Agius (2019) explains Omni-channelling as a multi-channel approach to marketing, selling and serving customers in a way that creates an integrated and cohesive customer experience no matter how or where a customer reaches out. Demko-Rihter (2015) seems to reinforce the thinking of Bradford (2018) that whilst traditional retail possibly seen to be in danger the new offerings of E-commerce and m-commerce offer to customer a more convenient, faster and easier way of shopping. The future is looking to be less a case of tyranny of “or” online or in store. Rather an amalgamation of both.


[bookmark: _Toc26816026]Threats
The threats that are most visible in the current age are those of the overseas supply organisations and online merchandisers. That can now supply individuals in this country just as easily as Halfords UK can and often for a decreased price. Halfords inability to expand overseas has yet to be seen as an issue in the past now that the world is a smaller place that thinking is no doubt changing. As Rugman and Collinson (2012 p5) pointed out “All business is international business” that statement has never been truer than now. Even if the business you are in does not believe, it is an international concern. Your customer base is undoubtedly shopping in an international environment. The increasing encroachment of global companies that can offer purchasing and delivery deals that are difficult to compete with such as Amazon. Specialist companies known as drop shipping whose sole purpose is to source product and organise its direct delivery to customers. In doing so lightening the workload for the customer. Halfords needs to improve and strengthen its multi-channel propositions providing greater flexibility and choice to the customer. 
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Conclusions
The retail environment of today are no longer confined to the four walls of buildings as it was once. As a result, organisations need to look to the internet ether for the future of their organisations. As seen, that does not mean that the internet will be the be all and end all of retail. Rather it serves to add a new dimension to the retailing experience. Organisations need to get a true grip on this arena it is not enough just to advertise and let customers know where you are. Rather a new approach is needed one that incorporates the same intent of providing customer experience as is provided in store. 
[bookmark: _Toc26816028]Recommendations

A new generation of media savvy colleagues are required on the shop floor who are aware a mistake in the shop environment can be the most talked about comment online. These new generational retailers need to be educated and have the ability to speak directly to their customer base and engage them in a way that is beneficial to both the customers and the organisation. As we have seen mentioned a new form of strategy needs to be constructed for the media era. One that includes an ability to engage customers online that adds experiential value to the engagement. The new digital media tools need to be as pertinent and everyday as any other tool in the business. Technologies need to be modernised to include the digital media services in store. Such as internet access points that allow in store colleagues to have direct access to customers who are placing orders, have issues or just wish to make product and services enquires. Halfords needs to implement the future now.
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Appendix 1
	Strengths:

	Customer orientated
Highly recognised brand name
Well imbedded technical facilities
Strong product knowledge
Competitive price policy
Increasing online presence
Increasingly well-developed digital media policy
Strong financial position
Well established supply chain
Wide range of product and service offerings
The only single destination point retailer that can service such diverse products.
A strong stakeholder’s strategic philosophy
An improving human/Technological hybridisation

	Weaknesses

	Inability to grow beyond national borders
Marketing appeal
Slow to develop new technical skills in the business
Too bureaucratic
Not agile enough
Poor knowledge management
Poor profit protection
Waste too much money
Lack of adventurous/creative/innovative thinking and personnel
A separate and distinct digital era philosophy

	Opportunities

	Increased online development
Personnel training
Purchase of speciality companies
New technology
Product development partnerships
Environmental developments
National lifestyle changes
Car ownership longevity
Economic stability and growth
Increase in family free cash
Improved STEM’s programmes and increased vocational programmes

	Threats

	Ever increasing competition locally/nationally/globally
Online/digital competition
Ever increasing legislation and oversight
Financial constraints
Lack of consumer confidence
Weather
Changing social attitudes
Changing younger generational attitudes
New technologies
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