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Canadian	
  Tire	
  Retail	
  
488	
  stores	
  
	
  
• General	
  merchandise	
  
retailer	
  –	
  Living,	
  Fixing,	
  
Playing	
  and	
  Auto	
  

	
  
•  Stores	
  are	
  operated	
  by	
  
Associate	
  Dealers	
  

Petroleum	
  
289	
  gas	
  bars	
  
	
  
• Gasoline	
  retailer	
  

	
  
•  CTC	
  owns	
  the	
  sites	
  
while	
  independent	
  
Agents	
  operate	
  them	
  

Financial	
  Services	
  
>4	
  MM	
  MasterCard	
  accts	
  
	
  
•  Canadian	
  Tire-­‐branded	
  
credit	
  cards,	
  personal	
  
loans,	
  insurance	
  

	
  
•  CTC	
  owns	
  and	
  finances	
  
all	
  receivables	
  

PartSource	
  
87	
  stores	
  
	
  
•  Specialty	
  automoKve	
  
stores	
  

	
  

	
  
• Majority	
  of	
  stores	
  are	
  
corporately	
  owned	
  
and	
  operated	
  

Mark’s	
  
385	
  stores	
  
	
  
•  Industrial	
  and	
  casual	
  
clothing	
  and	
  footwear	
  
retailer	
  

	
  
•  Primarily	
  corporate	
  
model,	
  some	
  franchises	
  

Business	
  Model	
  

Profile	
  

	
  One	
  of	
  Canada’s	
  most-­‐shopped	
  general	
  retailers	
  with	
  over	
  1,700	
  retail	
  and	
  gasoline	
  outlets	
  

Canadian	
  Tire	
  

FGL	
  Sports	
  
534	
  stores,	
  12	
  banners	
  
	
  
•  SporKng	
  goods	
  retailer:	
  
apparel,	
  	
  footwear	
  and	
  
equipment	
  

	
  	
  
•  Sport	
  Chek:	
  corporately	
  
owned	
  and	
  operated;	
  
Sports	
  Experts:	
  
franchised	
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Strengthen	
  core	
  retail	
  

Build	
  a	
  high-­‐
performing	
  
organizaKon	
  

Create	
  new	
  plaYorms	
  
for	
  growth	
  

Corporate	
  
Strategy	
   Energy	
  and	
  Climate	
  

Waste	
  

Products	
  

Business	
  
Sustainability	
   Products	
  

Buildings	
  

TransportaKon	
  

Footprint	
  
reporKng:	
  
carbon	
  and	
  

waste	
  

Business Sustainability Strategy  

Profitably grow the business... 

• Energy & Climate without increasing the net carbon footprint of the 
economy 

• Waste  While eliminating unnecessary packaging and send 
zero to landfills  

• Products  Providing innovative products and services that 
meet customers’ needs without compromising the 
ability of future generations to meet their needs 
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Packaging Initiatives 
 Our packaging and waste reduction strategy includes reducing 
the packaging in our house and national brands. Working with our 
vendors, we have implemented sustainable packaging guidelines 
to: 

•  Protect and deliver goods efficiently with fewer environmental 
impacts and reduced product damage;  

•  Right-size the packaging to the product, so few vehicles are 
needed to transport products and we can reduce both waste and 
greenhouse gas emissions;  

•  Use resources more efficiently;  

•  Reduce the amount of waste and litter generated by packaging 
and promoting materials that may be reused and recycled 
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Some Examples: 
Canadian Tire's Likewise brand of outdoor swift tie garbage bags.  

•  Product packaging changed - flat-fold format to new roll format 

•  Reduced the size of the package and related product by 30% 

•  Reduced the weight by 11%.  

One of Canadian Tire’s products within the Living category, a six-foot 
folding table,  

•  Product and packaging redesign 

•  Reduced weight by 11.5%  

•  Volume Reduction of 15% while still meeting quality requirements.  



  

6 

Packaging Data  
 

Sports & Recreation  
•  9 vendors saved 63% of Blue Box fees 

Automotive  

•  7 vendors saved 22% of Blue Box fees 

Going Forward 
•  In 2011 nearly 5200 SKUs were collected with actual packaging 

data. 

•  We have targeted a goal of 10,000 for 2012. 
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Approach	
  	
  
St
ag
es
	
  

STAGE	
  1	
  

•  Retrieve	
  site	
  specific	
  waste	
  cost	
  and	
  
weight	
  data	
  

•  Determine	
  how	
  waste	
  is	
  managed	
  
(vendors,	
  diversion	
  vs.	
  landfill)	
  

•  Determine	
  scope	
  for	
  the	
  waste	
  
footprint	
  and	
  RFP	
  for	
  Consolidated	
  
Waste	
  Services	
  

Internal	
  Data	
  Gathering	
  

STAGE	
  2	
  

•  Retrieve	
  site	
  specific	
  waste	
  service	
  
requirements	
  and	
  weight	
  data	
  from	
  
top	
  3	
  waste	
  management	
  vendors	
  

External	
  Data	
  Gathering	
  

STAGE	
  3	
  (current)	
  

•  Understand	
  reporKng	
  processes	
  
•  Select	
  naKonal/regional	
  provider(s)	
  

RFP	
  –	
  AggregaRon	
  

STAGE	
  5	
  

•  Consolidate	
  weight	
  and	
  cost	
  data	
  for	
  
comprehensive	
  waste	
  footprint	
  	
  

•  Create	
  processes	
  and	
  systems	
  for	
  
accurate,	
  reliable	
  and	
  efficient	
  
reporKng	
  

Integrated	
  ReporRng	
  

Create	
  a	
  cross-­‐SBU	
  waste	
  footprint	
  for	
  transparency	
  and	
  to	
  evaluate	
  economic	
  and	
  environmental	
  benefits.	
  	
  

Ke
y	
  

Q
ue

sR
on

s	
   -­‐ 	
  What	
  does	
  the	
  company	
  know	
  about	
  
its	
  waste	
  stream?	
  
-­‐ 	
  What	
  is	
  the	
  cost	
  to	
  managing	
  CTCs	
  
waste?	
  

-­‐ 	
  What	
  is	
  the	
  quan:ty	
  of	
  waste	
  
generated	
  by	
  top	
  3	
  vendors?	
  	
  

-­‐ 	
  Which	
  vendor	
  provides	
  the	
  best	
  value	
  
to	
  CTC?	
  
-­‐ 	
  What	
  is	
  CTCs	
  ability	
  to	
  generate	
  a	
  
waste	
  footprint	
  with	
  reasonable	
  
confidence?	
  

-­‐	
  	
  How	
  does	
  CTC	
  integrate	
  waste	
  data	
  into	
  
sustainability	
  repor:ng?	
  

Fi
nd

in
gs
	
  

• 	
  Collected	
  cost	
  data	
  on	
  50%	
  of	
  	
  
locaKons	
  and	
  waste	
  audits	
  from	
  1%	
  
• 	
  Over	
  120	
  vendors;	
  idenKfied	
  3	
  major	
  
companies	
  managing	
  over	
  40%	
  of	
  sites	
  
• 	
  Cost	
  and	
  weight	
  data	
  on	
  garbage,	
  
cardboard,	
  plasKc,	
  metal,	
  wood	
  and	
  
organics	
  was	
  collected	
  from	
  offices	
  &	
  
DC	
  	
  locaKons	
  only	
  
• 	
  Retail	
  locaKons	
  only	
  have	
  waste	
  and	
  
cardboard	
  costs,	
  no	
  weight	
  data	
  
• 	
  Only	
  the	
  Brampton	
  DistribuKon	
  
centres	
  have	
  no	
  costs	
  for	
  waste,	
  a	
  
revenue	
  stream	
  	
  

• 	
  Received	
  service	
  data	
  for	
  33%	
  of	
  in-­‐
scope	
  sites	
  (frequency,	
  bin	
  size	
  and	
  bin	
  
quanKty)	
  
• 	
  Limited	
  weight	
  data	
  provided	
  (1.5%	
  
of	
  in-­‐scope	
  sites)	
  
• 	
  Gained	
  insight	
  into	
  the	
  waste	
  
management	
  industry	
  and	
  their	
  
pracKces	
  

• 	
  Work-­‐in-­‐progress	
  (remainder	
  of	
  2012)	
  
• 	
  8	
  vendor	
  RFP	
  responses	
  received,	
  
currently	
  being	
  reviewed	
  
• Engaged	
  3rd	
  party	
  consultant	
  to	
  
determine	
  methodology	
  for	
  weight	
  
esKmaKon	
  
• 	
  Error	
  rate	
  is	
  expected	
  to	
  be	
  20-­‐40%	
  
• 	
  Further	
  internal	
  data	
  collected	
  for	
  
correlaKng	
  weight	
  to	
  locaKons	
  specific	
  
parameters	
  (e.g.	
  sales,	
  store	
  size	
  and	
  
type,	
  number	
  of	
  employees)	
  

• 	
  TBD	
  

Ke
y	
  
G
ap

s	
   • No	
  weight	
  data	
  available	
  for	
  retail	
  
locaKons	
  

•  Very	
  limited	
  waste	
  audits	
  available	
  
•  CTR	
  stores	
  (489	
  locaKons)	
  out	
  of	
  
scope	
  for	
  waste	
  footprint	
  

•  Incomplete	
  service	
  data	
  
• No	
  weight	
  data	
  
•  Lack	
  of	
  industry	
  knowledge	
  

•  Lack	
  of	
  current	
  vendors	
  contracts	
  
•  IndicaKon	
  of	
  poor	
  accessibility	
  to	
  
reporKng	
  

•  Risk	
  of	
  inaccurate	
  weight	
  data	
  
•  SKll	
  to	
  be	
  determined	
  if	
  the	
  Dealers	
  
will	
  opt	
  in	
  to	
  the	
  Corporate	
  program	
  

G
oa

ls
	
  

STAGE	
  4	
  

Weight	
  EsRmaRon	
  

•  Determine	
  weight	
  data	
  for	
  
preliminary	
  baseline	
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Opportunity	
  Overview	
  

• Number	
  of	
  total	
  locaKons:	
  16	
  sites	
  

• Weight	
  data	
  from	
  56%	
  of	
  DCs	
  

• Cost	
  data	
  from	
  75%	
  

• Diverted	
  streams:	
  Cardboard,	
  PlasKc,	
  
Metal,	
  Organics,	
  Wood,	
  Baieries	
  

Understanding	
  our	
  waste	
  enables	
  the	
  strategy	
  and	
  allows	
  CTC	
  to	
  build	
  iniRaRves	
  focused	
  on	
  
diversion,	
  cost	
  reducRon	
  and	
  revenue	
  opportuniRes.	
  

DistribuRon	
  Centres	
  

• Number	
  of	
  total	
  locaKons:	
  390	
  stores	
  

• Weight	
  data	
  from	
  0.05%	
  of	
  Mark’s	
  stores	
  

• 	
  Cost	
  data	
  from	
  45%	
  

• Diverted	
  streams:	
  Cardboard	
  

Mark’s	
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Current Contract Challenges 

•  Waste contracts typically have aggressive terms and conditions 

•  Right to Match Offer 

•  Auto renewal 

•  Termination fees 

•  If and when CTC awards the waste management services contract to one 
or more vendors, given our current contract challenges, we should expect 
to encounter some contractual challenges from the current 122 service 
providers. 
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Problem	
  Statement	
  

How does Canadian Tire Corporation best quantify the waste generated 
from multiple brands, stores and business units? 

 
•  Aiain	
  transparency	
  to	
  waste	
  streams,	
  costs	
  and	
  revenue	
  opportuniKes	
  

•  Develop	
  a	
  waste	
  footprint	
  to	
  jusKfy	
  and	
  measure	
  waste	
  reducKon	
  and	
  opportunity	
  

•  Achieve	
  sustainability	
  goals	
  to	
  reduce	
  waste	
  generaKon	
  and	
  increase	
  diversion	
  rates	
  

•  Uncover	
  revenue	
  opportuniKes	
  from	
  waste	
  streams	
  	
  

•  Consolidate	
  waste	
  management	
  operaKons	
  and	
  improve	
  processes	
  	
  

•  Strengthen	
  our	
  ability	
  to	
  negoKate	
  waste	
  management	
  services;	
  economies	
  of	
  scale	
  	
  

•  Showcase	
  the	
  value	
  proposiKon	
  of	
  a	
  consolidated	
  waste	
  management	
  contract	
  with	
  

the	
  intent	
  that	
  Dealers	
  and	
  other	
  non-­‐Corporate	
  can	
  opt	
  in	
  

•  Innovate	
  new	
  product	
  development	
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Thank you  
 

For more information or questions  

 

Sarah Webb, Manager Product & Environmental Stewardship Programs 

Canadian Tire Corporation, Limited 

Cell: (647) 822-0929 

Sarah.webb@cantire.com 

 


