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History of Canadian Tire

The first store was opened in Sept. 15, 1925 
The first associated store was opened in 
$1800
There are 470 Stores, 460 service centers 
265 gas bars, and over 350 MMW stores, 
57000 employees 
In any part of Canada, you can find a 
Canadian store  within 15 minutes driving 
rime
New Auto Express Stores and GPS stores 
have open in some cities as part of new 
business plan
Canadian master card, Canadian Financial 
servicemen
2008 operation venue 5,699 (CTR) millions, 
increase by 3.57%, earning before tax 249 
millions.   



Canadian Tire’s Business
Canadian Tire 

Petroleum

Canadian 
Tire 

Financial 
Services 
(CTFS))

Canadian 
Tire Retail 

(CTR)

PartSource 
Stores

Canadian
Tire 

Stores +
Online



Basic Supply Chain

- Material flow between Supplier / Manufacture to final consumers 
- Cash Flow from Customer to Manufactures 
- Information Flow – Messenger to connect Manufacturer to consumers



Customer (Renovate CTC Store, Reduce store 
inventory, retail city)

Promote the sales by improving shopping environment
Improve store market awareness

Improve distribution network (CuntomLink Program)
Build the most automated warehouse in Canada
Build more distribution centers

Improve IT Service
Implement EPR system for Supply Chain
Improve visibility 
Improve data warehouse
Improve decision support system - BI

Highlights of SCM in CTC
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Canadian Tire SCM

Associate Store

Transportation

Supplier Distribution

Transportation

Forecasting
Replenishment

In

Out
Operations 
Planning



Store Locations

480 stores



Stores

Stores differ in size and characteristics
Regardless of size, stores have same ‘look 
and feel’
75% of sales generated from A,B and C 
formats
79 New store openings scheduled for 2006

Store Size # Stores Old Sq Ft (1000's)
A 90
B 76

C+ 4
C 121
D 62
E 48
F 63

26-31
<26

New Sq Ft (1000's)
48+

36-48

25-36

62+
47-62
45-47
31-45

19-25
13-19
<13



Supplier Locations in Canada

78% 15%

7% rest of 
Canada



Supplier in US & Mexico

16% total 
inbound from 
US + Mexico



Total Inbound Volume

Domestic = 64% 
USA/Mexico = 16% 
Offshore = 20%



~2000 Suppliers Worldwide In 25 Countries

Suppliers

Canada 55%

USA & Mexico 18%

Offshore 27%

Collaborate with CTC on 26 week forecasts
Receive POs and notify CTC of Intent to Ship
Ship Required product on PO Due Date
Provide documentation as required to CTC



CTC Products

Leisure
Outdoor Recreation
and Sports

Lawn & Garden 
and Seasonal

Home
Housewares Tools and EnergyHome Décor, Repair and 

Maintenance

Automotive
Automotive Parts and Tires

Car Care and Accessories
Auto Custom



Distribution Center Locations

Calgary(07)

Brampton(03)

Montreal(08)

A J Billes(05)•173 store

•5300 SKUs

•385 stores

•6000 SKUs

•36000 SKUs

•504 stores

•15000 SKUs



CTR Business Cycle

Set Business 
Strategy and 

Financial 
Plans

Plan 
Assortment

(Line 
Review)

Forecast 
Product

Replenish 
Product Sell Product

Review Performance

Plan 
Assortment 

(Line 
Review)

Forecast 
Product

Replenish 
Product



Revenue / Sales   
- Cost Of Goods Sold (COGS)

Gross Margin
Expenses-

Net Profit

Net Profit / # of Shares = Earnings per Share

EPS - A key measure of a company’s health

Business Strategy and
Financial Plans

Set Business 
Strategy and 

Financial Plans

Sell More

Spend Less

Make More 
Money!$



Business Strategy & 
Financial Plans

Annual growth targets are set by BOD
Earnings per Share (EPS)
Target of company net income

Marketing formulates a Business 
Strategy to achieve growth targets

Review previous year’s results and current Product 
Assortment
Set Sales and Expense targets 

Will the current assortment generate 
enough Profit to meet growth target?

Set Business 
Strategy and 

Financial Plans



Corporation Business Target
Set Business 
Strategy and 

Financial Plans



Week 17 Year To Date
2009 2008 Difference 2009 2008 Difference

Service Level
Order Management Service Level 94.3% 90.4% +392 bp 89.3% 88.0% +129 bp 
Shipments (In Millions) **
Corp Shipments, COGS $ $90.7 $101.6  -$10.9 $1156.0 $1182.6  -$26.6
EAP Shipments, COGS $ $4.0 $4.3  -$0.2 $53.0 $54.5  -$1.4
Total Corp and EAP Shipments, COGS $ $94.7 $105.8  -$11.1 $1209.0 $1237.1  -$28.0

Inventory (In Millions) *** Rolling 52 Weeks
0819 - 0917 0718 - 0817 Difference

Corp Inventory & Ingates, COGS $ $614.3 $539.0 +$75.29 +$591.9 465.514023 126.414855
EAP Inventory & Ingates,  COGS $ $36.7 $29.9 +$6.77 +$32.5 27.6198369 4.84147561
Total Corp and EAP Inventory & Ingates, COGS $ $650.9 $568.9 +$82.05 $625.0 $487.4 +$137.6 
Turns (Rolling Week) ****
Corp Turns, COGS $ 8.08 10.61  -2.54 7.55 9.93  -2.38
EAP Turns, COGS $ 5.93 7.64  -1.71 6.35 6.52  -0.17

* Rolling 52 Consecutive data



All Divisions -Total Gross POS$
vs Store Inventory @ ADLR

$0

$50,000,000

$100,000,000

$150,000,000

$200,000,000

$250,000,000

$300,000,000

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 49 50 51 52 53

We e k s

0

500,000,000

1,000,000,000

1,500,000,000

2,000,000,000

TOTAL POS ALL DIVISIONS  2007
TOTAL POS ALL DIVISIONS 2008
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Data does not represent Comp. Stores.
Retail space increased by approx 0.7 M M  sq. f t ., 
4.0%, f rom week 200818 to 200917.

Gross POS$ Overall: Week 17 YOY % change Week16 WOW % change Store Inv ADLR: Week 17 YOY % change Week16 WOW % change
2008 $ 163,014,704$         148,607,074$         9.70% 2008 ADLR 2,066,332,282$          2,053,642,148$     0.62%
2009 $ 164,911,081$         145,484,647$         13.35% 2009 ADLR 2,063,818,726$          2,067,227,025$     -0.16%
YTD 2008 1,772,574,207$      AVG YTD 2008 1,934,849,834$          
YTD 2009 1,811,864,495$      AVG YTD 2009 1,969,937,537$          

1.16%

2.22%

-0.12%

1.81%



Planning Assortment Strategy

IF the goal is to be… THEN the product category must 
offer our customers… 

Leader (Dominant) The widest assortment in the 
marketplace (e.g. tires, hockey) 

Player (Competitive) An assortment which is 
comparable to the best in the 
marketplace (e.g. tools) 

Convenient A convenient assortment of 
products, designed to meet their 
basic needs (e.g. dishwasher 
detergent, pet supplies) 

 

 

Plan Assortment
(Line Review)



Forecast Product

Forecasting software is used to analyze 
history and generate a Statistical Model

Incorporating both History and Judgment
Goal is to make as accurate a prediction as 
possible of future Dealer Demand

Forecast Product



Forecast Product

History provides: 
Seasonality (Winter vs 
Summer demand)
Sales Trend (What’s hot, 
what’s not?)

Marketing Savvy provides:
Annual Forecast
Promotional Plan

For New products the 
historical Sales Pattern of a 
similar product is used

Forecast Product

Un
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Forecast Product

Time (weeks)

D
em
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d 

(u
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)

Past

Imported Historical Demand

Statistical Model

In general, the closer the ‘fit’
between Statistical Model 

and History, the more 
accurate the Forecast

Forecast Product

Future
Forecast of 

Future Dealer 
Demand



Replenish Product
Receive current week’s Demand as Store 
Orders
As Store Orders are filled, the inventory at the 
Distribution Centers (DC’s) is depleted
Plan to Re-Stock DC’s must be formulated -
Replenish
For each product we must determine:

How much to order? 
When to order it?
Where it is needed?

Replenish 
Product



Replenish Product

Goal: to have enough product in 
pipeline to satisfy projected Dealer 
Demand without having excess 
inventory

Replenish Product

Excess Inventory 
ties-up capital and 
physically ‘clogs’

pipeline

Increased Dealer 
Demand results in 

unfilled orders



Replenish Product

Statistical Forecast Model feeds into our 
replenishment software and generates a 
Replenishment Plan

Accuracy of Forecast 
determines 

Accuracy of Replenishment Plan

Replenish Product



Forecast

Replenish ProductReplenish Product

Forecasted weekly demand for all products
26 week view transmitted weekly to 
Supplier

Supplier Schedule



SCA Role

Forecasting & Replenishment Training (Log-
Train)
Forecasting & Replenishment Support (F&R)
Supply Chain Improvement (SCI)
Packaging (PKG)
Supplier Performance (Log-SP)
Offshore (offshore.logistics@cantire.com)
Special Promos (CPFR/IEP/STM)
Cross Dock (XD)
Electronic Commerce (UECOM)
… along with many other teams

DC’s

Stores

Suppliers

The Supply Chain Network supports CTR’s 
Business Cycle.

But who supports ME?



SCA Role - Summary

Ensuring product availability 

Managing the flow of inventory (forward and reverse)

Forecasting future demand for regular sales and promotions 

Managing product suppliers from North America and Offshore 

Negotiating with suppliers for additional manufacturing capacity or 
inventory, shorter lead times 

Acting as single point of contact between Category Management 
teams and the Supply Chain 

Communicating with Suppliers, Merchandising, Advertising, 
Associate Stores and the Supply Chain

Setting up new products while maintaining and developing existing 
product lines.



SCA Role

Category 
Analyst

Category 
Analyst

Marketing 
Pricing 

Specialist

Marketing 
Pricing 

Specialist

Category 
Advertising 

Analyst

Category 
Advertising 

Analyst

Retail 
Branding 
Assistant

Retail 
Branding 
Assistant

Retail 
Merchandising

Analyst

Retail 
Merchandising

Analyst

Supply 
Chain 

Analyst

Supply 
Chain 

Analyst
Category 
Manager
Category 
Manager

CM
SCA

CA
RBA

RMA
CAA

MPS

LOB

CA

CM

 LOB LOB LOB

VP Home Marketing

LOB LOB LOB LOB

VP  Leisure Marketing

LOB LOB LOB

VP Automotive Marketing

Sr.VP Marketing

DLM DLM DLM

SCA

DLM DLM DLM DLM DLM DLM

Dir F&R

VP Logistics

SrVP Supply Chain

President CTR



Sell Product

DealerCorporation

Sell Product

Sells to Dealers

Determines Assortment

Runs Distribution Network

Controls Corp Inventory

Selects Dealers

Owns land and building

Develops Advertising and 
Promotional programs

Buys product from Suppliers

Sells to Consumers

Selects from Assortment

Pulls from Network

Controls Store inventory

Hires and Trains staff

Owns fixed assets & Leases 
property 

Supports with In-store Promotional 
activity

Buys product from Corporation



Sale Product

Unique Dealer / 
Corporation 
relationship

Pull Pull vsvs Push ... Push ...

Sell Product

Splitting the ProfitsSplitting the Profits......

$1.00 Total Profit
DealerDealer

CorpCorp
We can Forecast it 
and Replenish it, but 
we can’t make them 
buy it !



CTR Business Cycle

Set Business 
Strategy and 

Financial Plans

Plan Assortment
(Line Review) Forecast Product Replenish Product Sell Product

Performance is continually 
reviewed to ensure we remain 

on track

Review Performance
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Supply Chain Logistics 
Logistics creates 

Forecast by 
analyzing 
historical 

Demand and 
generates a 

Replenishment Plan

OPC Creates and Coordinates 
Execution Plans

Stores ‘pull’ product from 
Corporate DC’s creating 

Dealer Demand

Suppliers receive 
Replenishment Plan as 

Supplier Schedule and Plan 
Production

Transportation and 
Distribution Execute 

Plans

Successful Execution
of the Plans relies on 
communication and 

co-operation between 
all 

links in the Supply 
Chain



Comprised of many business function groups which 
assist in the efficient flow of product across the 
Supply Chain

Product Introduction
Forecasting
Replenishment
Operations and Capacity Planning
Support Functions

Supply Chain Integration (channel enablement, supplier 
management, marketing support, process integration)
Order and Information Management 
Operational Support Teams (Business logic layer support)

SCA/planner 
Role

Logistics



OPC

Inbound Product Flow Support
Product Flow Support Representatives 
Product Flow Analysts (PFA)

Outbound Transportation: 
DC to Supplier

Distribution

Inbound Transportation: 
Supplier to DC

Stores

Ordering 
Operations

Operations Planning Centre
Mandate is to maximize service levels and minimize costs by planning



Supply Chain Planning Stages

Forecasting and 
Replenishment

26 Weeks
Forecast

Production 
Planning

3 Weeks
Weekly 

Production 
Plan

Daily Planning

48 - 72 Hrs
Daily Inbound Outbound

and 
Integrated Plans

Capacity Planning

26 Weeks
Seasonal Plan

11 Weeks
Deal Tab

9 Weeks
Channel Plan

5 Weeks
Work Area 

Plan



Primary Goal: To ensure that our capacity (people and 
buildings) is balanced and in place to meet the 
forecasted demand.

How?

Translate 26 week Manugistics Forecast into 
hrs/cube/picks/lines

Analyse capability of Distribution Network to handle 
volume

Use various levers to adjust for forecast/capacity gaps

Planning visibility (for all of CTR) to over a 26 week 
horizon at a week aggregate level

Support all systems and EUCs used within the OPC

Capacity Planning



Production and Daily Planning

optimize DC capacity
balance cube by DC, across 
the week, to achieve a 
consistent work load
plans and manages store 
delivery scheduling from the 
DC network
plans and manages the 
inbound pick up scheduling 
into the DC network
planning visibility is over a 3 
week horizon at a daily level



Distribution Channels

Flow-through
Pick 
ProductCTC DC Receive 

Product
Ship
Product

Cross Dock

Receive 
Product

Ship
ProductCTC DC

CTR Store 
Receives 
Shipment

Supplier

Storage
CTC DC Put Away 

Product
Pick 
Product

Stage
Product

Receive 
Product

Ship
Product

Domestic Direct Ship

Offshore Direct Ship
Transload Regional Hub



Central Storage

CTR Store 
Receives 
Shipment

Supplier

Storage
CTC DC Put Away 

Product
Pick 
Product

Stage
Product

Receive 
Product

Ship
Product

Advantages:
• Product is readily available when dealer demand 

requires dictates
Disadvantages:
• Space limitations
• Inventory carrying costs
• Associated building and labor costs



Flow Through

Flow-through
Pick 
ProductCTC DC Receive 

Product
Ship
Product

CTR Store 
Receives 
Shipment

Supplier

Types of Product:
• High volume 
• Seasonal or promotional SKUs
• High cube

Advantages:
• More cost-effective than storage
• Reduced handling & associated costs



Cross Dock

Cross Dock
Receive 
Product

Ship
ProductCTC DC

CTR Store 
Receives 
Shipment

Supplier

Types of Product:
• Small cube, pick intensive
• Specialty products / programs
• Inexpensive items

Advantages:
• Frees up space at the DCs
• Reduced handling & associated costs



Direct Ship

CTR Store 
Receives 
Shipment

Supplier

Domestic Direct Ship

Offshore Direct Ship
Transload Regional Hub

Types of Product:
• Bulky or high volume product

- seasonal (i.e. fertilizer) or promotional
• Specialty products (i.e. live goods/sunglasses)
• Dangerous goods (i.e. propane/fireworks)
Advantages:
• Most cost-effective channel for flowing product
• No DC inventory carrying costs
• Alleviates stress on DCs



Transportation

CTC private fleet (2,600 trailers) - ‘Rolling 
Billboard’

only used in Quebec and Ontario

Common Carriers
used in Rest of Canada and the US

Rail Containers, called CDAU’s
used for moving offshore product from port inland



Transportation
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Information Flow



Triangle of Information Service

IT Infrastructure

EDI / Database / IW

OLAP / BI

Knowledge

Culture

Information Service



Load Forecasting



Store Template



Load Forecast



Load Summary



Load Details



Trans-load Rail Summary



KPI



Store Ranking
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Finance Triangle

Inventory

Revenue/Expenses

Assets

Profit

POS

Finance
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Summary

Question and Answer


