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Tim Hortons  
A Long and Proven History 

Generally long 
and healthy 

relationships 
with 

franchisees, 
suppliers and 

partners 

Iconic brand 
and market 

leadership in 
Canada with 
unparalleled 

customer 
loyalty 

Financial 
performance 

among leaders 
in the North 
American 
restaurant 

sector. 

46-year history:   

4 years as a 
publicly-traded 

company 
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Source: NPD Crest 
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More than a Great Cup of Coffee 



5 



LITTER AWARENESS 





Supply Chain – Ensure best practices are 
embedded across our supply chain. 

Implement our Business Partner & Supplier Code of Conduct & 
develop a supporting auditing program in 2010. 
Develop an independent audit & verification program for our coffee 
sourcing in 2010 & begin auditing & verification in 2011. 



  Reducing the energy, carbon emissions & 
resources we use in all aspects of our business. 



 5% energy & water use reduction for all our corporate 
buildings and new restaurant construction by 2011. 

Register 2 pilot restaurants for LEED certification in 2010. 

5% increase in fuel efficiency for our distribution fleet by 
2011. 



Reducing packaging by  
5% across operations by 2012 

Work to achieve a solution so that our  
paper cup is accepted in recycling and  

composting systems in local municipalities 



REDUCING WASTE 



Travel Mug Discount 



Napkins 



Always Fresh Baking  


   - Baking smaller batches more often 


   - Decreased organic waste 



claudianew
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Green Police video
view at http://www.youtubefunnyvideoclips.com/funnytvcommercials/102607/superbowl-ad-green-police.html
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http://www.youtubefunnyvideoclips.com/funnytvcommercials/102607/superbowl-ad-green-police.html


Toronto Hot Drink Cup Task Force – 
Media Coverage 



Cup Recycling 

STEP 1 – 
Collection 
& Sorting 

(Customer and MRF) 

STEP 2 – 
Material 
Brokers  

(from MRF to Mill) 

STEP 3 – 
End-Markets 

(Mill or Compost Facility) 



Cup Recycling – STEP 1 



Cup Recycling – STEP 2 



Cup Recycling – STEP 3 



Cup Recycling – STEP 3 



Cup Recycling – STEP 3 



Organics Diversion 


  HAVE BEEN introducing coffee grind & organics 
diversion where & when we can 


  May represent between 40 to 60 % of our waste by 
weight 


  Interior dewatering buckets – help to remove water 
and reduce the weight by up to 25% 



At the Store Level - Organics Collection 


  In a number of markets this is added as part of the market 
pricing initiative 



At the Store Level  
Where are we now 

19 stores 

30 stores 

98 stores 

400 stores 150 stores 

30 stores 

36 stores 

3 stores 

300 stores 

10 stores 

69 stores 

3 stores 

12 stores 

50 stores 

1 store 

1 store 

30 stores 



Challenges 


  Variance in what is and is not accepted for 
recycling 


  Variance in what is and is not accepted for 
composting 


  Mixed messages to consumers 



How to take the Success Further 


  Understand from the mills how best to 
receive materials 


  Build volume by offering cup recycling 
wherever possible 


  All parties to send the same message to 
consumers – The Cup is Recyclable/
Compostable!  



Thank you! 

Irene Korgul 

(604) 857-6332 

korgul_irene@timhortons.com 




