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Canadian Tire Corporationisa |
growing network of five interrelated/, >
" businesses that offer a range of =

goods and services that meet life’s
everyday needs
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Can ad lan T| re Facts
5 Businesses (CTR, CTP, PS, CTFS, MWW)
11 Presence in 10 Provinces and 1 Territory
74 Carwashes
86 PartSource Stores
266 Convenience Stores
273 Gas Bars
372 Mark’s Work Wearhouse Stores
479 Canadian Tire Retail Stores
58,000 Canadian employees
500,000+ Products
12M Square feet of retail space
$100M Canadian Tire in the Canadian Market (ann.)
$10B Total sales in 2009




Canadraé Leadlg Retaller

+» 98% unaided brand awareness
*» 90% of Canadians live within 25km of store
% 2/3 of Canadian men read our flyer every week

% 58 million website visits and 650 million page
views in 2009

% Market leader in 17/20 categories




Sustainability at Canadian Tire

v Canadian Tire’s objective is to profitably grow the
business while enhancing environmental and social
performance

« CTC Business Sustainability Strategy:

1. Profitably grow the business without contributing to
an increase Iin the carbon footprint of the economy

2. Send zero waste to landfill

3. Introduce product and service innovations that meet
the needs of today’s customer and those of future
generations
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Sustal n'ablllty{ Partnershlps

Ontario-based partnership with ENGO re: fuel efficiency

» Partnership with OneChange.org to emphasize the
environmental and economic importance of proper tire pressure

Go-Eco

» Pilot project in Quebec to increase diversion rates of automotive
waste, such as oil, oil filters, anti-freeze, etc.

Zero Waste

» In partnership with building management we are striving for Zero
Waste at Home Office

Take back the Light

» In partnership with Recycling Council of Ontario CTC developed a
CFL take back and recycling program for all 200 Ontario Stores




Our Storés

1. Upgrading our Stores
»  Commitment to building up, not out, to minimize urban sprawl

»  Greater energy efficiency — many new stores LEED certified

2. Solar Panels on Rooftops

»  Participating in Ontario’s Feed-in-Tariff (FIT) program and
interested in seeing similar program in across country

3. Energy Management Program

» Centralized energy management system to reduce our electricity
and gas consumption




Our Transportatlon

1. Long Combination Vehicles
»  33% reduction in emissions
» 100% safety record

2. Replacement of 30 trucks to higher efficiency models
»  Entire fleet of 80 trucks

3. Hydrogen additive in fuel

»  Small device takes distilled water, separates the hydrogen from
the oxygen, and injects hydrogen into combustion chamber

» Leads to almost complete burn of the fuel
» 10% improvement in fuel efficiency for vehicle
4. Waste diversion AJ Billes 84% & Brampton 75%?




‘Our Products

1. Right-sized packaging
» Guidelines and specifications to lead vendors; promote recyclability or reusability
» Integrating guidelines/decision tools directly into review process and vendor guides

» Fewer returns, more products per SKU (greater ROI), less waste created

2. Blue Planet and Eco-logo products
» Canadian Tire is now the largest seller of renewable energy products in Canada

» Offer everything from rechargeable batteries to solar panels and wind turbines

3. Product Packaging Data

» Working with vendors to collect product packaging data to establish a base line for
diversion efforts

4. Industry Stewardship Program (ISP)
» Establishes Canadian Tire stores as recycling depot for CFL light bulbs
» Our first ISP in Ontario will apply across 200 Ontario stores

» CT will also collect other used light-bulbs with this program




Product Stewardshlp

Canadian Tire supports environmentally responsible business practices
and continues to be a leader in diverting waste from Canada’s landfills.

»
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Currently CT participates in more than 80 programs across Canada.

»  CTRis liable for remittance on 40 programs, CTR Dealers are liable for 25 programs, and 20
programs are voluntary

>
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16,000 products impacted by eco fees.

>
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For 95% of the programs, eco fees are collected from customers for
remittance to the various stewardship organizations that in turn fund
waste processing.
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Building the foundation for the future

Vision:

Develop an integrated product stewardship strategy for CTR (including Automotive)
to strengthen overall business sustainability, and mitigate financial, reputation, and
legislative risk

v' Objectives:
1) Integrate environmental considerations and metrics within the CTR sourcing
strategy

2) Identify sustainable activities for product, packaging and waste diversion or
recovery

3) Determine the optimal product ‘return to retail’ program to satisfy diversion
mandates

4) Integrate a holistic ‘cradle to cradle’ approach to product life cycle management




Cradle to Cradle

‘Cradle to Cradle’ is a product life cycle approach that recycles manufactured product at the
end of its life into new products, rather than disposal in a landfill
- Traditional ‘Cradle to Grave’ approach ends with product disposal
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Integrated Product Stewardship Overview

v"An integrated view of Product Stewardship has three main components: up front sourcing
considerations, waste management and product stewardship programs

— The deep dive will follow this framework and uncover risks and opportunities within
each component

\ . o .
* Business sustainability metrics
* Product Design & Materials
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 Stewardship compliance * Why is waste an issue?
» Stewardship process » Waste at Distribution Centers
» \Waste at Stores
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 Consideration for Business Sustainabllity

CTR needs to build a strong foundation to supplement traditional sourcing considerations that
currently have no ability to measure the environmental impact and cost from sourcing
decisions

Merchandising Sourcing Considerations

. * Traditional considerations lack an
Business .. . . . .
Vendor Sustainability additional complexity including Business

Relationshi . - .
aﬁdas'ﬁBio'ﬁ Sustainability metrics

« Embedded carbon in product and
Market transportation — total footprint

Opportunity i i
and Strategy including damages

Retail Space &
Execution

« Stewardship costs associated with

Supply Chain Product the product and packaging

Efficiency Attributes -« Product design, raw materials and

e end of life recovery

Allowance ‘ T
Terms « Support of ‘return to retail’ programs




Waste Management From a Corporate Perspective

v Canadian Tire’s current structure also does not lend itself to an integrated approach to
waste management

Business Product Merchandisi
Sustainability Stewardship EeNancisng Corporate Issues:

« Canadian Tire is at risk for future
non-compliance to legislation

* Silo approach with respect to
program management

» No centralized monitoring of waste
including store transparency

» Resource constraints to manage
changing legislation/programs

Marketing

* No waste tracking or targets

Waste Generation
Diversion vs. Landfill




Keys to building a strong Foundation for the Future

v Organizational understanding of all impacts and roles
v’ Strategy to support decision making

v Development of tools to apply strategy

v" Tracking and reporting

v Resources and clear accountabilities

v Time to build for the future




Thank you

For more information or questions

Sarah Webb

Manager, Product & Environmental Stewardship Programs
Canadian Tire
Office: (416) 480-3639
Cell: (647) 822-0929

Sarah.webb@cantire.com
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