SKILL BUILDER 4: 

Summaries and Paraphrases

This Skill Builder consists of two parts.  Please complete both parts.  

A.  As a skill building exercise, please paraphrase the paragraph listed below.  
There are lineups out the door every morning, and “double-double” is in the Canadian Oxford Dictionary.  But lately Tim Hortons’ status as perhaps this country’s most iconic and beloved brand hasn’t been reflected in its stock price. It’s down nearly 10.00 from a high of 57.91 last May.

Part of the company’s challenge has been the likes of McDonald’s and Starbucks stepping up their game in Canada, while newer entrants to the lucrative breakfast niche like Subway and Wendy’s also try to get a taste.  Tim’s isn’t taking these challenges lying down.  It’s actively expanding its menu, most recently with Panini sandwiches, to attract more food dollars beyond the breakfast hours.  Still, McDonald’s alone has boosted its coffee market share in Canada to almost 10%, up from less than 5% in 2008, thanks to regular coffee giveaways and the cozier confines of its McCafé store design, which feature comfortable seating and fireplaces.

Tim Hortons, perhaps Canada’s most adored brand, has demonstrated its popularity through its long lines each morning and even its own Oxford Dictionary definition for “double-double.” However, the recent stock price statistics for the admired coffee shop has shown otherwise, with a drop from 57.91 to 10.00 since last May.
Competition from other well-known brands like McDonald’s and Starbucks, as well as newer companies like Subway and Wendy’s, all have an impact on the challenges that Tim Horton’s must face. Competitors like McDonald’s has doubled its coffee market share in Canada from 5% in 2008 by their coffee giveaway tradition, while providing a nice atmosphere with their McCafé store design. These challenges, however, only motivate Tim’s to make improvements by adding to its menu with new products like the Panini sandwiches. This results in attracting more customers, not only with breakfast foods, but also lunch and dinner meals.
Helping Tips:
When paraphrasing, follow the guidelines listed below: 

Include all important ideas mentioned in the original passage but not in the same order.

Keep the length approximately the same as the original.

Do not stress any single point more than another.

Do not change the meaning by adding your own thoughts or views.

Do not use the original sentence structure.
B.  As a skill building exercise, please summarize in one short paragraph and in your own words the following text. Your summary should be approximately one-two fully developed paragraphs. 
Helping tips:

Before you draft your summary, identify three-four main points in the passage. Your next step will be to write a summary based on the main points that you’ve chosen. 

Topic Sentence: All-day breakfast is now served in McDonald’s Restaurants in Canada.
Main points:
1. Many food industries must reconsider how to approach serving breakfast based on the research that 60 percent of millennials eat breakfast somewhere other than home.
2. The fast food restaurant’s all-day breakfast strategy was a very successful change in the United States.
3. McDonald’s Canada has proven themselves to be better than their competitors– Tim Horton’s and Starbucks.
4. The demographic trends around the world indicate otherwise, which will stutter the growth of business in this field.
5.  
All-day breakfast is now served in McDonald’s Restaurants in Canada, resulting in more control over the marketplace by millennials. In our fast-paced lifestyles, many food industries must reconsider how to approach serving breakfast based on the research that 60 percent of millennials eat breakfast somewhere other than home even if 80 percent of meals are quick to make. The fast food restaurant’s all-day breakfast strategy was a very successful change in the United States, since there was an increase in the company’s share price by 25 percent and its sales by 6 percent from last year. McDonald’s Canada has proven themselves to be better than their competitors– Tim Horton’s and Starbucks, by offering free coffee for a month to compliment and promote their all-day breakfast menu. Although some may say this plan is strategic, the demographic trends around the world indicate otherwise, which will stutter the growth of business in this field.
 To mirror our friends in the United States, McDonald’s Restaurants of Canada Ltd. is now slowly rolling out its all-day breakfast by testing it at several locations across the country. The blurring of divisions of time between meals is becoming more obvious as millennials are starting to get a hold in the marketplace. The standard three-meals-a-day approach is slowly becoming more of an ideal than a reality. This is likely what the McDonald’s decision means to the rest of us.

This phenomenon was highly predictable. Over the past 10 years, most institutions, such as universities and colleges, have gotten away from setting specific hours for meals to accommodate schedules and fast-paced lifestyles. While boomers want to indulge, millennials want choice. Most boomers still prefer to eat breakfast at home; millennials, on the other hand, eat on the go. According to new research findings from Mintel, 65 per cent of boomers eat breakfast at home most days, while 60 per cent of millennials eat breakfast somewhere else. And if breakfast is prepared at home, more than 80 per cent of meals will take fewer than five minutes of preparation. Most of it is ready-to-eat bars or juices. The ever-complicated modern morning rush is disrupting market rules and forcing the food-service industry to reorganize its approach to serving breakfast.

It is hard to blame McDonald’s for trying to capitalize on this monumental demographic shift. When McDonald’s in the United States committed to the all-day breakfast strategy, the company’s share price was at about $96 (U.S.). Now, it is up by almost 25 per cent at about $122 and same-store sales are up 6 per cent from last year. It was a highly successful change. The company added new menu items with healthier ingredients such as the “super-food” kale, something millennials look for. Top-line growth and sound financial results all across the United States have kept franchise owners happy.

In Canada, McDonald’s has deployed an aggressive strategy to cater to millennials. Hormone-free chicken in a few years, cage-free eggs by 2025 – its procurement is going through a complete transformation. As a breakfast space, McDonald’s Canada has made a name for itself and is giving Starbucks, Tim Hortons and other coffee shops a run for their money. Any Canadian business that generates a significant amount of its revenue between 6 a.m. and 9 a.m. should be anxious. With all-day breakfast, habits can easily change. Offering free coffee for a month helped McDonald’s establish itself as a breakfast contender. Since 60 per cent of all breakfasts eaten outside the home include a coffee, McDonald’s Canada knew the free-coffee offer was the hook it needed to move the profitable McMuffin. It also likely knew that all the top breakfast restaurant chains in Canada –Tim Hortons, McDonald’s and Starbucks – have achieved higher sales when their coffee gained market currency, one way or another. With tea and now cold brew, things are going to get interesting again.

Some may suggest that this decision by McDonald’s Canada is opportunistic and strategic. But, given global demographic trends, the company may literally be late to the table – no pun. All-day breakfasts are already a well-established offering in the fast casual, full-service and brunch domains. But you need time to eat a meal at one of these establishments. A brunch with friends on the weekends is enjoyable, but impossible to manage through the week with daily commutes and other obligations. In fact, we have seen some consolidation in this sector of late, which may indicate that growing business in this field is facing headwinds.

