[bookmark: OLE_LINK1][bookmark: OLE_LINK2]Canadian Tire Corporation Limited is a Canadian company founded in 1922 by two brothers, John W. and Alfred J. Billes. It originated in Hamilton and was first called Hamilton Tire and Garage Ltd. It wasn’t until 1927 that the brothers renamed it to Canadian Tire Corporation Ltd. [footnoteRef:1] Today, the company can be found all throughout the country and their main objective is to launch new and innovative products at unbeatable prices.  This company has a diverse mix of products and services and provides Canadians with a one stop shop. Over the years, Canadian Tire has become a successful company with one of the most trusted brands in Canada thus making them a symbolic Canadian enterprise. [1:  History. (n.d.). Retrieved November 30, 2015 from http://corp.canadiantire.ca/EN/ABOUTUS/Pages/Loyalty.aspx ] 

Products and Services
Canadian Tire Corporation is a group of businesses that include retailing, financial management and CT REIT (Canadian Tire Real Estate Investment Trust). CT REIT is the division of the company that acquires the building space for future Canadian tire stores. Canadian Tire’s retail stores include the Canadian Tire store itself, petroleum stations, FGL sports (Sport Chek, Atmosphere, Nevada Bob’s Golf, Etc.) and Mark’s Work Wearhouse. This is the largest segment of the corporation because it accounts for 91.3 % of all the company’s revenue. To give a better view of the scale of the retail sector vs. the financial sector the division of revenue for Canadian Tire Corporation can be seen in figure 1.1[footnoteRef:2]. Canadian Tire is truly the best retailer for products promoting Canadian culture. The Canadian Tire mission statement says: “We are a proud Canadian company that knows life in Canada better than anyone else. We offer products and services that help Canadians live active, healthy lifestyles.”[footnoteRef:3] The products and services offered by Canadian Tire are designed to accommodate the daily Canadian lifestyle and include sportswear, sports equipment, auto parts, auto repair, tools, hardware, kitchen appliances, seasonal offerings (eg. Christmas decorations), petroleum and financial services (credit card provider)[footnoteRef:4]. [2:  Bloomberg Terminal]  [3:  Welcome to Canadian Tire Corporation. (n.d.). Retrieved November 26, 2015, from http://corp.canadiantire.ca/EN/Pages/default.aspx ]  [4:  Departments. (n.d.). Retrieved November 26, 2015, from http://www.canadiantire.ca/en.html# ] 

Canadian Tire’s products are not unique in the usual sense. What makes the company’s products unique is that the physical store is a one stop shop for a large variety of products that aren’t effectively offered together anywhere else. They have services from gas and auto repair for convenient auto maintenance to home improvement products and sportswear. The company truly operates in line with their mission statement by providing all essential products and services for daily Canadian life. Another aspect that makes the company unique is that they offer quick completion times (on most repairs) in their auto services department. This is so that the customer can come and get their car fixed while shopping around the store and doing daily errands. Auto repair is an idea that is longstanding but Canadian Tire upgrades and makes it unique by making the process as quick and easy as possible. Can’t pay for the repair? That’s no problem for Canadian Tire because they will gladly set you up with one of their easy to use credit cards. Again, credit is a longstanding service but Canadian Tire has upgraded it so that customers can get it quickly and easily while offering them unique deals on products like petroleum (10 cents off with a platinum card) or increases in Canadian Tire Money when shopping[footnoteRef:5]. Competing products are mostly longstanding products that haven’t involved any sort of extensive upgrade process. [5:  Options MasterCard. (n.d.). Retrieved November 26, 2015, from https://www.ctfs.com/content/ctfs/en/cards/options_mastercard.html 
] 

Competing products for Canadian Tire merchandise are widely offered. The difference being that a customer will be hard-pressed to go to a single store and find everything they can at a Canadian Tire location. For example, a customer could go get their car repaired but at any other auto repair shop they wouldn’t be able to pick up that new pair of boots and/or the fishing gear they’ve wanted to buy. Even the affiliate stores Mark’s and FGL Sports offer such a wide variety of work clothing and sporting equipment that all their products can’t be found in a single location anywhere else. The main driver of the business is convenience. Canadian Tire knows that the Canadian lifestyle is a very busy and active one, which is why they offer such convenience. This lifestyle is what makes Canadian Tire so successful today. Because of the busy lifestyle most Canadian customers would prefer to get their shopping done all in one location rather than going all over a city and expending additional unneeded time on finding different locations to buy their goods. Even getting a credit card under their financial service division is a quick and convenient process. Canadian Tire allows you to apply in store, by phone or online and has a 24/7 call center that has won awards for its customer service4. Even though there are many substitutes for Canadian Tire products it is the convenience and knowledge of Canadian culture that makes Canadian Tire successful. It is truly the best company in terms of products that promote Canadian culture. 
STP is a systematic process that is broken down into three main groups; segmentation, targeting and positioning. Segmentation is “the process of dividing the market into distinct groups of customers where each individual group has similar needs, wants, or characteristics - who therefore might appreciate products or services geared especially for them in similar ways.” [footnoteRef:6] With Canadian Tire’s large and unique mix of products they are able to serve too many groups of consumers. For instance, they have segmented their store into groups of people who enjoy an active lifestyle, outdoor living, automotive parts and home products just to name a few. They aim to target different categories of Canadian consumers and by dividing them into distinct groups, they can tailor their products to the needs and desires of their consumers.  [6:  Grewal, D., Levy, M., Lichti, S., & Persaud, A. (2012). Marketing (Second Canadian ed.). McGraw-Hill Ryerson Limited.] 

Targeting is “the process of evaluating the attractiveness of various segments and then deciding which to pursue as a market”. 6 Canadian tire has implemented a differentiated segmentation strategy as they target several markets with different products for each. The company determined which segments were worth pursuing and as a result have increased their customer base, sales and profits. Targeting as many consumers as possible across the nation is one of the main reasons Canadian Tire has become one of Canada’s most shopped merchandise retailers. 
Positioning is “the mental picture that people have about a company and its products or services relative to its competitors.”6 Canadian Tire is effectively portrayed as a company that offers quality products at lower prices. With their unique mix of products, they continue to strive to be the number one shopped retailer to Canadian families and do so by offering everyday products at affordable prices. They are also willing to match prices offered by competing companies. The perception of their company can also be influenced my many things such as TV, family and friends, a customer’s own experience, etc. Another way Canadian Tire effectively positions their company is by attempting to create a positive experience with consumers. Canadian Tire has employees specialized in all different departments to ensure you get professional help on making an informed decision about a product or service. In other words, Canadian Tire is constantly aiming to be consumers preferred place to shop for their products.
Marketing Mix 
A marketing mix enables marketers to implement the following four P’s – product, price, promotion, and place. This is done for a product based on what a firm believes its target markets will value. 
Product is the first part of the marketing mix. Canadian Tire offers a variety of innovative products such as home and leisure products, automotive parts, outdoor living and sporting goods. They have 14 suppliers that they purchase from and then their products are sold directly to consumers. Due to their large variety of products, they are able to target a number of consumers and this has made them Canada’s most shopped general merchandise retailers.  
Price is the second part of the marketing mix. This covers the actual price consumers are expected to pay for a product, which determines the company’s success. It is also directly related to how consumers value the company and their products. Canadian Tire is known for its affordable prices as they aim to target everyone. 
Promotion is the third part of the marketing mix and it involves communication with consumers. Canadian Tire effectively does this through the use of their weekly flyer, their website and advertisements. This informs consumers of special offers, discounts, sales and other promotions.  It is a way of pulling consumers into stores and increases sales and profit. 
Place is the fourth part of the marketing mix. Over the years, Canadian Tire has opened 491 locations across Canada. They have made their company accessible to everyone, in fact, 90% of the Canadian population live within fifteen minutes of a Canadian Tire and 80% of Canadians shop at a Canadian Tire every year. [footnoteRef:7]  [7:  Fast Facts. (n.d.). Retrieved November 24, 2015 from http://corp.canadiantire.ca/EN/ABOUTUS/Pages/FastFacts.aspx] 

Growth Strategies 
Ever since the opening of their first location in Toronto, CTC has constantly grown their business and are always striving to increase their sales and profits. In order to do so, the company implemented four growth strategies that have increased the development of the company and have displayed the success that this corporation has achieved over the years.   
Market Penetration can be defined as “a growth strategy that employs the existing marketing mix and focuses the firm’s efforts on existing customers.”6 Canadian Tire Corporation, Ltd incorporated this growth strategy when they implemented the use of Canadian Tire “money” into their business plan. This program offers paper bills ranging from 5 cents to 2 dollars that are given to customers when they buy a product. With continuous technology advancements, Canadian Tire has also created a digital reward program that allows for the collection of e-Canadian Tire “money”. Both forms of “money” have no expiry date and can be used to purchase any product at one of their many retail locations. Through this reward program, Canadian Tire has awarded more then 100 million dollars to customers each year. 
Market development strategy can be defined as “a growth strategy that employs the existing marketing offering to reach new market segments, whether domestic or international or segments not currently served by the firm.”6 CTC started off in the city of Toronto and has grown tremendously to offer 491 locations across Canada. Although nearly half of the CTR locations can be found in the province of Ontario, the company has stores from coast to coast.  Canadian Tire targeted new geographical markets when they expanded outside of their initial location. CTC used market research to establish where it would be most beneficial to open their business. In other words, they found new locations across the nation for their already existing products and services and this has made Canadian Tire one of Canada’s most shopped general merchandise retailers. In 2014, CTR had a total revenue of 6.2 billion dollars. Canadian Tire is unique in the sense it’s only offered in Canada and stores have a wide variety of products however, one of their close competitors in the industry is Hudson’s Bay Company who are a retail company selling similar products. In 2014, the company had total revenue of 2.7 billion dollars. When comparing these two different Canadian companies, it really goes to show you that Canadian Tire is a top retailer with much higher revenue and they truly are a symbolic Canadian enterprise. 
Product development strategy can be defined as “a growth strategy that offers a new product or service to a firms current target market.”6 Canadian Tire expanded their selection of products and services buy creating gas bars and convenience stores as well as Canadian Tire Banks. In 1958, CTC opened their first ever gas bar. Today, CTC gas bars are one of Canada’s largest independent retailers of gasoline. There are approximately 300 found throughout Canada and most are associated with convenience stores. In 2014, Canadian Tire Petroleum brought in approximately 2.1 billion dollars in revenue. Another company in the industry is Suncor. This is a Canadian energy company that sells gas under the name Petro-Canada. They have over 1500 locations throughout Canada and are known as “Canada’s Gas station.” [footnoteRef:8] As petroleum this is this company’s primary business activity, they have proven to be much more successful with revenue of 31.8 billion dollars in Canada for 2014. [footnoteRef:9]  [8:  Petro-Canada Products, Services - Suncor. (n.d.). Retrieved November 28, 2015 from http://www.suncor.com/en/about/914.aspx ]  [9:  Bloomberg – Company Financials
Bloomberg L.P. (2014) Canadian Tire Corp, Ltd: Revenue 2014. Retrieved from Bloomberg Professional] 

Canadian Tire banks were first created in 1968. It offers online banking, savings accounts, Guaranteed Investment Certificates’ (GIC), tax-free savings accounts and credit cards. Once again, the credit cards that the bank issues provide customers with another way of collecting Canadian Tire “money”. In 2014, Canadian Tire Financial Services brought in 1.1 billion dollars in revenue for the company. RBC is another company in the industry who had revenue of 21 billion dollars however they solely do banking, which is why they have a much higher revenue. CTB was the company’s most recent product development and still has room for improvement.13
Diversification strategy can be defined as “a growth strategy whereby a firm introduces a new product or service to a market segment that it does not currently serve”[footnoteRef:10] In the case of Canadian Tire they did not implement this strategy because [10: 
] 

diversification is really about implementing a new product into a brand new market. Due to the fact that CTC is a company found only in Canada, they have not diversified across the world. Even when they did expand to new markets within Canada (other provinces), the company simply offered their same products and services, which are Canadian Tire retail, petroleum and financial services to everyone. 
Corporate Partners
Canadian Tire’s corporate partners all center on their belief in the “Power of Sport”, this is the belief they have of the positive impact sports can have on children, families, and communities across Canada. As one of the leaders in sporting goods and athletic apparel in Canada it is very clear to see why Canadian Tire has partnered with some of the most successful and influential sporting organizations in the nation. Canadian Tire has formed strong relationship with the following sport related organizations:
Canadian Olympic and Paralympic Committee, Canadian Soccer Association, Canada Snowboard, Skate Canada, NHL, Ottawa Senators / Canadian Tire Center, Montreal Canadians, Alpine Canada, Canada Games, Maple Leaf Sports and Entertainment, Canadian Tire Motorsport Park[footnoteRef:11] [11:  The Power of Sport.(n.d). Retrieved November 26, 2015 from http://corp.canadiantire.ca/EN/CORPORATECITIZENSHIP/COMMITMENT/Pages/Sponsorships.aspx] 

Some of these partnerships are obviously stronger and more promoted than others but they are all focused on the Power of Sport and promoting healthy lifestyles across Canada. Canadian Tire is ending its partnership with the Canadian NASCAR series at the end of 2015 after a good ten years, it has become clear that it is time to part ways seeing as NASCAR is not very popular with Canadians and it does not seem to bring much to the table for CTC.[footnoteRef:12] Canadian Tire is designed around satisfying to culture of our great nation and all of these partnerships really capture what it means to be Canadian and how proud we are of our sports organizations. [12:  Pappone, Jeff. (2015) Canadian Tire ending partnership with Canadian NASCAR series.  Retrieved November 26, 2015 from http://www.theglobeandmail.com/globe-drive/news/motorsports/canadian-tire-looking-to-end-partnership-with-canadian-nascar-series/article23023894/] 

 Supply Chain
[bookmark: _GoBack]The distribution system Canadian Tire uses for their products and services is an indirect supply chain and it goes from the supplier to the manufacturer to the distributer to the consumer. The suppliers that they receive their materials from are mainly North American and a smaller percentage are from offshore suppliers. The supplier distribution is as follows: Canada 64%, USA/Mexico 16%, and Offshore 20%[footnoteRef:13]. The transportation of Canadian Tire’s products and materials is managed by three modes of transportation: CTC private fleet (2600 trailers only used in Quebec and Ontario) all covered in Canadian Tire Logos referred to as “Rolling Billboards”, Common carriers that are just normal transport trucks which are used across the rest of Canada and in the US, CP rail containers called CDAU’s which are used for transporting offshore products from ports to in land centers.14 [13:  Wang, Jie. (n.d.) Supply Chain Management in Canadian Tire. Retrieved November 27, 2015 from http://image.sciencenet.cn/olddata/kexue.com.cn/upload/blog/file/2009/6/2009613132746484183.pdf] 

CTC and Canadian Pacific Railway have been working together for more than 80 years and have recently solidified an agreement that will extend to 2017 which gives CP Railway the large majority of Canadian Tire’s domestic container traffic. CP Railway is an extremely reliable and efficient partner to have and ensure all of Canadian Tire’s products are where they need to be just in time.[footnoteRef:14]  [14:  CP, Canadian Tire ink new five-year contract. (n.d). Retrieved November 25, 2015 from http://www.canadianshipper.com/transportation-and-logistics/cp-canadian-tire-ink-new-five-year-contract/1000832230/] 

Canadian Tire’s supply chain is broken up into 5 different steps. The first step is setting a business strategy and a financial plan. In this step, annual growth targets are set by the board of directors and marketers formulate a business strategy to achieve those goals. In the second step, CTC has to determine what is required in terms of what products are to be carried to ensure that the goals are met (eg. Market leader vs. offering convenience). The third step is forecasting their products. In this step CTC uses forecasting software to generate a statistical model by analyzing sales history, the goal of this stage is to formulate an accurate representation of the future demand of dealers and consumers. The fourth stage is based on product replenishment and this is where CTC analyzes the process of when the orders from the stores are met and then inventory of the distribution centers are depleted and therefore need to be restocked. The obvious goal is to have enough products on hand to satisfy the dealer demand while having as little excess inventory as possible. Having large quantities of stationary inventory physically clogs the supply chain because those products are taking up room and thus decreasing efficiency. The forecasting software used in the pervious step generates a 26-week demand schedule that shows the weekly demand for all products. This schedule is extremely important to follow because if they fall behind store will be missing products and if the shipments arrive ahead of schedule there will be too many products and they will be taking up space and costing the company money. Lastly the final stage of the supply chain is selling products. In this last step products are sold in CTR stores to consumers.14 Because the supply chain is based on a strict weekly schedule there are some risks that come with having such a tight schedule. For example: delays in store inventory replenishment and distribution center stocks can be results of supply chain disruptions that can be caused by a shipping slowdown or disruption due to extreme weather conditions. All of Canadian Tire’s retail stores are operated by third party Associate dealers who have to follow the rules and strategies set out by CTC. These Associate dealers are in charge of everything in store including what stock is for sale. In terms of Canadian Tire’s pull system the Associate dealers determine what products they want to have in store and then Canadian Tire Corporate tries their best to meet those demands. This pull system is beneficial because it allows the Associate dealer to use knowledge that they have gained through sales history at their local store and use this expertise to decide on the preferred inventory. The advantages of a pull system compared to a push system are clear because in a push system the Corporate Distributers make the decision and push or force the inventory that they think is best in to the stores but in Canadian Tire’s pull system the individual associate dealers or retailers have all the power in deciding what they want to have on their shelves.[footnoteRef:15] [15:  Tyghe, Henric S., Katai, Krisztina. (2015) Canadian Tire Corporation. Retrieved November 27, 2015 from  https://www.raymondjames.ca/en_ca/equity_capital_markets/equity_research/sample_research/docs/CanadianTireCorporation.pdf] 

Canadian Tire has 14 Suppliers and here is a list of them in no particular order: 
Jarden Corp, Griffon Corp, Fortune Brands & Security, Adidas, Manitoba Telecom Services, RPM International, PPG Industries, Goodyear Tire & Rubber, Michelin, Standard Motor Products, Federal Mogul Ho, Worthington Industries, Remy International, Sherwin-Williams.2
Globalization
Globalization can be defined as “the increased flow of goods, services, people, technologies, capital, information, and ideas around the world; has economic, political, social, cultural and environmental impacts.” 6 Some advantages of globalization include: consumers get a wider variety of products and services, businesses and investors get more investment opportunities and companies get access to wider markets. Some disadvantages are: companies face greater competition, environmental degradation and a loss of culture.
Canadian Tire Corporation Ltd. is a very developed company throughout Canada. Being so developed across the nation, the next logical step was to dominate the global automotive and retail market by expanding to other countries. Canadian Tire was not yet established in the United States and globalization influenced the company’s decision to enter into this new market. 
	It was in 1982, they bought a U.S. chain called Whites stores, Inc. for 114 million dollars; this was their foot in the door. Whites stores were an automotive retail chain based out of Texas with more than 400 locations. Whites had a similar product mix to Canadian Tire and CTC attempted to make an American version of Canadian Tire. They redesigned the stores into the Canadian format but were unsuccessful. Three years later, Canadian Tire decided to pull out of the American market after loosing 300 million dollars.[footnoteRef:16]  [16:  Canadian Tire Corporation, Limited History. (n.d.). Retrieved November 23, 2015, from http://www.fundinguniverse.com/company-histories/canadian-tire-corporation-limited-history/] 

	Canadian Tire took several years to recuperate after the enormous loss they suffered. In 1990, CTC opened two Car Care USA locations in as an experiment to reintegrate into the market. Learning from their mistakes, they did not format these stores like the Canadian designs but instead mimicked Pep Boys centers, a very successful automotive company in the U.S. Soon after, in 1991, CTC changed their name from Car Care USA to Auto Source and reformatted their stores. Auto Source was never able to break-even and were losing millions of dollars. Left with no choice, Canadian Tire Corporation was forced to pull out of the American automotive market for a second time in 1996.17 
Canadian Tire decided the company needed to globalize even though there were obvious cultural differences. Canadian Tire didn’t put much effort into new marketing strategies when expanding into this new country. Americans tend to purchase strong, reliable products that they are confident will improve their everyday life. American consumers were not aware of what Canadian Tire represents.[footnoteRef:17] American consumers didn’t seem to trust this Canadian company, with no loyalty or willingness to try Canadian Tire consumers continued to shop at their U.S.-based stores such as Wal-Mart and Home Depot. [17:  Doing business with Americans? HSBC has some (hilarious) cultural advice - Macleans.ca. (2012, July 20). Retrieved November 26, 2015.
] 

This leads us to conclude that Canadian Tire’s entrance into the U.S. was primarily driven by globalization because they chose to expand and potentially increase sales before taking the cultural and social factors into account. In other words, they drove forward ignoring their target market, all in the name of globalization. Unfortunately, American consumers still didn’t adopt this company into their automotive market. As a result, Canadian Tire failed, twice.
Using Hofstede’s cultural dimensions allows us to analyze the results and patterns of national cultural differences. Comparing Canada to the United States, they match up pretty equally in most areas; this tells us they are similar. The dimensions are scored using a scale of 0 to 100. The higher the score, the more that dimension is exhibited in society.  Hofstede graph, figure 1.2. 
	The two countries score very similarly in the following 3 dimensions; Power Distance, Uncertainty Avoidance, and Indulgence. Power Distance is defined as “the extent to which the less powerful members of institutions and organizations within a country expect and accept that power is distributed unequally.”[footnoteRef:18] Canada, scoring an average of 39 and the U.S., scoring 40, means that these two countries equally understand the established hierarchy, valuing a straightforward exchange of information. Uncertainty Avoidance is “the extent to which the members of a culture feel threatened by ambiguous or unknown situations and have created beliefs and institutions that try to avoid these.”20 Canada scoring 48 and the U.S. scoring 46 means they are both willing to try new things, accept new ideas and innovative products all while allowing freedom of expression, are traditional could be resistant on many things. “The extent to which people try to control their desires and impulses”20 is the definition of Indulgence. Both countries scored a high 68 meaning they are equally willing to allow themselves to be impulsive to enjoy life, have fun during their leisure time and look at life with a positive outlook.  [18:  What about Canada? (n.d.). Retrieved November 26, 2015. From http://geert-hofstede.com/canada.html] 

	Individualism, Masculinity, and Long Term Orientation are the last three dimensions of the Hofstede model of Canada and the U.S. did not have similar scores. Individualism is “the degree of interdependence a society maintains among its members”.33Both countries scored very high, Canada with 80, and the U.S. with 91, meaning the U.S. places more emphasis on expectation of taking care of yourself and their immediate to show their strength, showing now sign of weakness. Masculinity is defined as “the fundamental issue here is what motivates people, wanting to be the best (Masculine) or liking what you do (Feminine)”.33 Both countries scoring an average of 52 for Canada and 62 for the U.S. and this shows they both have high standards for succeeding in sports and work. Winning and achieving surround their lives. Lastly, Long Term Orientation, is described as “how every society has to maintain some links with its own past while dealing with the challenges of the present and future”.33Both scoring very low, Canada at 36, and the U.S. at 26, shows they have great concerns for traditions and save a little for the future, focusing on achieving in the short term. 
	Although the correlations show that the two countries in North American culture are very similar, the differences between them played at a disadvantage when globalizing Canadian Tire into the U.S. Overall Hofstede’s cultural dimensions concepts really help to understand how both of these countries conduct business differently and similarly.  
Financial and Marketing Metrics Analysis
As written in the “Products and Services” heading CTC has a very wide range of product lines and brands in their stores which are unique and diversified. As diverse as CTC is regarding their retail product lines, this diversity does not end there. To be truly considered as a symbolic company, this company must excel and provide evidence that they are indeed a symbolic enterprise. Canadian Tire Company proves they are a symbolic Canadian company by providing customers with the necessary products needed for Canadian life as well as creating a “Family of Companies” that together form the symbolic Canadian Tire Corporation[footnoteRef:19].  [19:  About Us. (n.d.). Retrieved November 30, 2015, from http://corp.canadiantire.ca/en/aboutus/Pages/default] 

Number of markets served:
Canadian Tire Corporation is a symbolic Canadian company that only has locations in Canada. This allows Canadian Tire to further expand and excel their corporation in Canada and it allows them to become an increasingly dominant Canadian corporation. Canadian Tire has the ability focus on the Canadian market to enhance products designed for the Canadian consumer and the ability to increase the number of markets they are in, for example their partnership with Scotiabank in 2014 allowed them to further penetrate the banking market[footnoteRef:20]. These possibilities increase consumer loyalty, as the products are strategically designed for the Canadian consumer, and this increases Canadian Tire brand recognition as there are more Canadian Tire entities around Canada. This example enhances the notion that Canadian Tire is a symbolic Canadian corporation. [20:  Canadian Tire Corporation Announces Innovative Strategic Business Partnership with Scotiabank and Reports Solid Q1 2014 Results. (n.d.). Retrieved November 30, 2015, from http://micro.newswire.ca/release.cgi?rkey=2205087275&view=80460-4&Start=130&htm=0] 

Revenue growth: 
In order for a company to succeed as a company, revenue growth is the stepping stone to this success. If a company has no revenue growth, they will not be able to expand their operations and grow as a corporation. 
Canadian Tire Corporations revenue for the 2014 fiscal year was $12,462.9 billion CAD. This revenue is 5.7% greater than the 2013 fiscal year2. Therefore, Canadian Tire Corporations revenue growth of 5.7% signifies a growing corporation. A company that has been around for more than 90 years and continues to see revenue growth shows how strong of a company and proves it to be one of Canada’s most symbolic Canadian corporation.
Level of globalization:
Canadian Tire Corporation, Ltd mainly receives their inputs from Canadian suppliers. A very large percentage of inputs that Canadian Tire receives is from Canadian suppliers which increases the level of satisfaction Canadian consumers have towards Canadian Tire. This is because Canadian consumers would believe that a Canadian supplier would produce quality inputs that meet the expectations of the average Canadian consumer. By this strategy, it creates a positive view on Canadian Tire in the eyes of Canadian consumers, enforcing the fact that Canadian Tire Corporation is a symbolic Canadian enterprise.
Customer metrics:
CTC has great success when it comes to customer satisfaction, loyalty and retention. Since Canadian Tire Corporation has the oldest loyalty rewards program, it is evident that customers continue to return to Canadian Tire stores and therefore Canadian Tire Corporation’s customer satisfaction, loyalty and retention continues to be one of the best.
Competitive position:
Canadian Tire Corporation holds a high competitive position in the markets in which it is established. Canadian Tire Corporation creates its competitive advantage with these powerful businesses: Canadian Tire Retail (CTR), PartSource, Canadian Tire Financial Services Limited (CTFSL), Canadian Tire Petroleum, Mark’s, and FGL Sports Ltd. These companies together create a recognizable competitive advantage as they are all very successful and enforces that Canadian Tire Corporation, Ltd is a symbolic Canadian Corporation.
Brand value ranking:
In 2014, interbrand.com website ranked Canadian Tire as the 13th best Canadian brand with a Brand Value of $1,708 million Canadian dollars. The expanding Walmart and Costco corporations in Canada, as well as the entry of Target into Canada, Canadian Tire has been focusing on keeping its reputation by enhancing different aspects of their company[footnoteRef:21]. Canadian Tire continuously fends off the competition and remains an iconic and symbolic Canadian corporation.  [21:  Best Canadian Brands 2014. (n.d.). Retrieved November 30, 2015, from http://interbrand.com/wp-content/uploads/2015/08/Interbrand-Best-Canadian-Brands-2014.pdf] 

Innovativeness:
Canadian Tire Corporation, Ltd is always searching for ways to better their corporation, create more opportunities for themselves and expand their operations. In 2014, Canadian Tire Corporation entered into a strategic business partnership with Scotiabank to increase the number markets in which they are established in. The words of the Canadian Tire Corporation’s CEO, Stephen Wetmore, shows what Canadian Tire Corporation focuses on; “With Scotiabank's great brand and a shared focus on community, this partnership will serve as a basis for continued innovation that we believe will drive additional traffic to our Canadian Tire, Mark's and Sport Chek stores and provides new opportunities to reward loyal customers."[footnoteRef:22] This shows the drive Canadian Tire Corporation has for innovation and increased customer loyalty when expanding their operations. [22:  Canadian Tire Corporation Announces Innovative Strategic Business Partnership with Scotiabank and Reports Solid Q1 2014 Results. (n.d.). Retrieved November 30, 2015, from http://micro.newswire.ca/release.cgi?rkey=2205087275&view=80460-4&Start=130&htm=0] 


Financial Metrics
Sources of revenues by products or product category and markets:
Canadian Tire Corporation produces revenue from multiple sources and markets. The first source, Canadian Tire Retail stores produces $6,268.6 billion CAD which is 50.3% of all revenue coming from the retail market. The second source and market, Petroleum, produces $2,079.3 million CAD which is 16.7% of all revenue. The third source, FGL Sports produces $1,905.5 million CAD which is 15.3% of all revenue. The fourth source, Mark’s, produces $1,121.6 million CAD which is 9% of all revenue. Finally, Financial Services produces $1,075.7 million CAD which is 8.6% of all revenue.2 
It is clear that Canadian Tire Corporation produces revenue from multiple sources and markets. Canadian Tire Corporations being part of many revenue streams from different markets ensures some safety in knowing the fate of the company does not rest on one market. This shows the diversity in CTC along with the success it has in the different markets.
Profitability and Margins:
An important margin that tells us the profit a company makes on its cost of sales and if it is financially healthy is the gross profit margin. Canadian Tire Corporation shows a gross margin percentage of 32.5%. This means for every dollar CTC earns, they actually receive $0.325. The higher the gross margin, the more financially healthy the corporation. By comparing the gross profit margin of CTC to the gross profit margin of its competitor Walmart, Walmart showing gross profit margin of 24.3%[footnoteRef:23], we can conclude that Canadian Tire Corporation is producing efficiently and is a profitable corporation.  [23:  Walmart 2014 Annual Report. (n.d.). Retrieved November 30, 2015, from http://cdn.corporate.walmart.com/66/e5/9ff9a87445949173fde56316ac5f/2014-annual-report.pdf] 

The EBITDA margin provides some insight on a company’s profitability. Canadian Tire Corporation shows an 11% margin which suggests a profitable company. 
The earnings per share margin shows the amount of profit for each outstanding share of common stock. Canadian Tire Company reports $10.03 earnings per share, this is an increase of 45.2% from the previous year. This shows that CTC is a profitable company as its earnings per share increased over the last few years.
The last margin is net income margin percentage. This shows the percentage of net income over revenue. Canadian Tire Corporation has a net income margin percentage of 6.4%. This shows that CTC makes 6.4% profit from selling its products.2 
These four functions makes it clear that Canadian Tire Company is a very profitable corporation and enforces that CTC is a symbolic Canadian corporation.
Costs:
[bookmark: OLE_LINK3][bookmark: OLE_LINK4]Canadian Tire Corporation’s cost of producing revenue for FY: 2014 totals $8,416.9 million CAD and was $8,063.3 million CAD in 2013.2This shows that CTC is spending more each year to produce revenue which increases the amount of units for sale.

SWOT Analysis (Figure 1.3)
A SWOT analysis is a situational analysis in which a business must evaluate the strengths and weaknesses of their company (internal environment) followed by an evaluation of the opportunities and threats (external environment). Looking internally at Canadian Tire, more precisely into their strengths, CTR was a successful company in Canada with a strong base of loyal customers and this was due in part to their successful loyalty program that has been around for years. CTR offers not only innovative products and services but also a unique and diversified mix of products in their stores. They had strong financial resources and capabilities and also had a strong brand name in Canada. In terms of weaknesses, CTR attempted to expand their company into the United States. However, they had no brand recognition outside of the country therefore were unsuccessful in their growth beyond Canada. When expanding into the U.S., they had limited market research about U.S. consumers, had limited customer base and loyalty and had a lack of credibility for this new company. As well, over the years, several items sold in Canadian Tire locations had manufacturing errors which forced CTR to recall these items, slowly giving them a bad reputation. Looking at the company externally, more precisely opportunities, Canadian Tire Corporation Ltd decided that they had a huge market opportunity when they went ahead and invested into the Forzani Group for 771 million dollars as well as Mark’s Work Wearhouse for 116 million dollars. When interest in fashionable apparel in Canada became more popular, Canadian Tire saw an opportunity to invest in Mark’s Work Wearhouse which offers consumers comfortable, quality, stylish and innovative clothing. In terms of threats, Canadian Tire Corporation, Ltd competes against global giant corporations such as Lowe’s, Walmart and Home Depot, but still succeed due to their loyal customer base. CTR faces seasonal risks as they offer a variety of products tailored for all Canadian seasons. Seasons lengths and temperatures vary from year to year, affecting their sales in various departments. For instance, a slow winter has the potential to decrease sales related to these products causing CTR to have decreased profits. Also, Canadian Tire Corporation, Ltd expanded their brand and created Canadian Tire Petroleum. This means the fall in oil prices can greatly impact their success. 
[bookmark: OLE_LINK5][bookmark: OLE_LINK6]	Implementing a SWOT analysis really allows for a company to reach their full potential and gain perspective on their company. Canadian Tire is able to learn and benefit from their analysis in a variety of different ways. Firstly, they can focus on improving areas the company is weak and vulnerable.  This informs them of areas where they need to focus their time, resources and money in order to improve the overall company. Secondly, it provides a proactive approach instead of reactive one and lowers the risk of surprises and can better prepare the company for anything. Thirdly, it provides a clear view of where the company is strong and allows them to build upon it in order to continue to meet business objectives. For example, the analysis of strengths within the Canadian Tire Corporation shows they are one of Canada’s most shopped general merchandise retailers. 
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Figure 1.2
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Figure 1.3


	Strengths
	Weaknesses

	· Innovative products and services
· Successful loyalty program
· Unique and diversified mix of products
	· Recalled items
· Failure to grow successfully beyond Canada


	Opportunities
	Threats

	· Online store presence
· Investment into the Forzani Group
· Investment into Mark’s (apparel)
	· Global giant corporations (i.e. Walmart, Home Depot, and Lowes)
· Seasonal risks
· Fall in oil prices





Revenue of all Canadian Tire Corp Ltd segments 

  CTR	  Petroleum	  FGL Sports	  Mark's Work Wearhouse	  Financial Services	6268.6	2079.3	1905.5	1121.6	1075.7	
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