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1 Canadian Tire Retail – Teaching Note 

________________________________________________________________________________________________ 

Conor Vibert developed this teaching note to guide the use of the multimedia case entitled Canadian Tire Retail for instructional 

purposes.  It is not the purpose of this material to serve as an illustration of how to effectively or ineffectively address a 

managerial situation.   

 
Copyright @ 2014, Acadia International Executive Insight Series  

______________________________________________________________________ 
 

SUMMARY  
Allan Macdonald, President of Canadian Tire's retail operation faces a quandary. How should digital 

images of products sold in its stores be highlighted in its digital sales catalogue?  Advice is being sought 

as to how to proceed in resolving this real life issue. Students are offered access to a set of transcribed 

video clips that outline the issue and its cause along with providing context for the issue.  In order to 

arrive at alternative solutions and justify their choice of a solution, students are expected to use sources of 

information not found in the case. 
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CASENET VIDEOS 

 

Each video in this multimedia case features a segment of an interview with one of the organization’s key 

decision makers. The videos describe: 

1. the Issue facing the individual or organization 

2. the Cause of the issue 

3. Background information for the individual, organization and industry 

4. Alternatives for addressing the issue 

5. A suggested Solution and justification 

 

Transcriptions for each video are also available.  Students may not access the Alternatives and Solution 

videos or transcripts. 

 

 

OBJECTIVES FOR TEACHING 

 

There are a number of instructional objectives for this case.  

 

 To enhance the decision making skills of students by having them address a real life issue faced 

by managers of Canadian or international companies.       

 To provide students with a brief introduction to the consumer retail sales industry. 

 To offer students an opportunity to analyze a situation using concepts that illustrate the challenges 

associated with digital marketing. 

                                                 
1 The Author wishes to thank Allan Macdonald for his/her support of this project. At Acadia University, thanks are in order for 

Dave Sheehan.   
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POSSIBLE TEACHING STRATEGY 

 

This case is ideal for in-class case analysis or as an assignment. Assuming an 80 minute class, here is an 

approximate class schedule: 

 

Time 

(minutes) 

Task 

5 Introduce case and divide students into groups. 

15 Students view Background case videos and make notes. 

5 Instructor plays the Issue and Cause clip(s). 

25 Students identify alternatives, a solution and rationale. 

20 Instructor guides a discussion around alternatives, solution and rationale. 

10 Instructor plays the Alternatives and Solution clips.  

 

If the case is used as an assignment, the instructor may want to focus assessment on: 

1) Decision-making process. The instructor would evaluate writing style, appropriateness of 

information sources, alternatives, solution and rationale. This approach recognizes that the 

alternatives and solutions offered in the case are not necessarily optimal, and other choices may 

be equally effective. Students can be rewarded for their selection of decision making approaches, 

analytical frameworks and cited reference material. 

2) Outcomes. The instructor would evaluate how closely student responses match those offered in 

the Alternatives and Solution video clips. Or, the instructor could use the insight of an existing 

research paper or analytical framework as the basis for judging outcomes. 

3) A combination of process and outcome. The instructor may apportion the grade between 

process and outcomes.       

  

 

POSSIBLE QUESTIONS FOR ASSIGNMENTS 

 

Students can be asked to identify a set of alternatives to address the issue outlined in the case, a solution 

and rationale. Other questions that will help students prepare for their case analysis include:   

 

 How can Omni-channel enhance revenue, customer service, and overall growth? 

 What are the associated costs with Omni-channel? 

 What influences does social media have on consumers? 

 

CASE ANALYSIS 

Issue:   The Issue and Cause video clips outline the problem or challenge of the case.  

 Hi, my name is Allan MacDonald from Canadian Tire. The issue we are dealing with is 

how do you cost effectively represent your product catalogue which in our case has 

approximately one hundred and twenty thousand different products in a digital space to 

satisfy both e-commerce and electronic catalogues in both still and video formats. In 

terms of the need for our response in this regard when you think about how we represent 

the company it is often described as an omni-channel type of environment. When you are 
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merchandising a store the shopping experience is incredibly important. You need to be 

able to walk down the aisle and find what you are looking for. But just as importantly you 

want to be inspired or surprised almost every aisle that you walk down. Visually 

merchandising is incredibly important in the retail business and you see it in so many 

examples. Well in a digital space, that type of merchandising is just as important. You 

have to be innovative. You have to be thorough. You have to be complete. People need to 

be able to find your product and have the same level of inspiration and discovery. We and 

other retailers are trying to figure that out because it is not an industry that has been 

around for generations and generations. 

 

Analysis: 

To start their analysis of the case, students should view the Background video clips.  These clips should 

help students grasp the following points or case facts.   

 An important issue for Canadian Tire is understanding the impact of the intersection of mobile 

computing web surfing, omni channels and personal interaction in stores 

 The typical customer is someone who has grown up with Canadian Tire, who has a house 

and car, probably a family and who enjoys the seasons 

 In terms of business model, Canadian Tire retail is somewhere between a wholesaler and a 

franchisee 

 The entrance of Walmart into Canada has been the biggest external event. 

 Canadian Tire is structured like a typical multi-banner mass-merchant 

Researching information sources other than the content of the cases should enable students to garner the 

following insights: 

 In 2012, the value of orders placed online in Canada reached $18.9 billion (statscan) 

 Retailers are turning to tablets and iPads to showcase their entire product lines in-store, along 

with using the technology to help modify the selection process (retailcouncil.org) 

 Omni-channel can increase revenues and better customer service (financial post) 

 “Social media is the top activity performed on portable devices, such as laptops and 

mobile devices like tablets and smartphones,” (CIRA) 

 Of those surveyed, 33% of Canadians use their smartphones for online shopping while 22% use 

tablets (IPSOS) 

 Advertising revenues for Twitter rose 121% in Q4 in 2013 to $220 million (Marketingmag.ca) 

With this information in hand students can be challenged to identify an analytic framework that will help 

them organize their thoughts.   

 This case is a good fit with a discussion of omni-channel or multi-channel marketing. Canadian 

Tire and Allan MacDonald operate in an omni-channel.    Student derived alternatives and 

solutions to his challenge should take into account the differences suggested in a 2015 article by 

Pophal for E-content Magazine. 
 

"Multichannel is very much a kind of corporate, or brand, view of the 

world based on the various channels or touchpoints they're focused on in 
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engaging their customers," he says. These might include social media, 

email, a website, and other traditional means of marketing. The 

difference, he says, is that while multichannel tends to be based on an 

inside-out approach, omnichannel is more outside in, a consideration of 

the customer experience from his perspective. "It's how a customer 

would see the world," he says, "including what they would do, 

potentially, in the brick-and-mortar space if there is a physical store, how 

they would engage with a call center, etc.-it brings all of these together; 

it's really about connecting the dots." 

Effort focused on research coupled with analysis should enable students to present a series of options.  

These can be compared to the options offered by the interviewee which are also summarized below and 

found in the Alternatives video clip. 

 Well some of the alternatives that we reviewed would include just not using photography 

or video on our website for the majority of our products and avoiding the costs in that 

case. There is an argument that it only adds value in certain areas. A second would be to 

go the other extreme and shoot it all ourselves and to make sure that there is a consistent 

look and feel. The third would be to select certain products that are really relevant to our 

customers or are high value in terms of revenue and profitability and represent a portion 

of our catalogue online and have the rest with text description. The fourth would be 4a 

and 4b. One would be to provide hypertext links where we link to the manufacturer 

website and we use their catalogue. Or we could ask our vendors to submit both video 

and photography on our behalf. Option number 5 would be for consumers to submit 

photography video on behalf of the organization. 

 

The Solutions video clip offers the interviewees’ solution to the issue along with a rationale.  Highlighted 

below, this can be compared to the student response and explanation. 

 

 Our solution actually is to invite our customers to submit photography and video to 

Canadian Tire for use in our public domain. It is a very Canadian tire thing to do to invite 

Canadians to become part of our catalogue or the next generation of our catalogue. The 

photography is incredibly good. The price point is fantastic. For us we think it has an 

authenticity that we think is part of our brand. To not represent your product online is 

going to be a non-competitive response. It is incredibly important to have an online 

presence and consumers demand it and our competitors have it. To go ahead and film 

video and do still shoots of all of our products, even half of our products which are sixty 

thousand, you would be into not only cost prohibitive expense especially if you think of 

video as the introductory video, the how to video, the FAQ video, etc., but the expense 

would be enormous and the time it would take to do it would be prohibitive. So that was 

not a solution for us. To get our vendors to submit photos and videos on our behalf means 

that we lose our brand consistency. If you look at one barbecue versus another barbecue, 

you should be able to look at them and get a feel for Canadian Tire. We are here to 

represent our brand and not someone else's. Although some of their work is fantastic, it is 

very inconsistent from vendor to vendor. Finally to take a specific portion of our 

assortment is not really leading edge in terms of our competitive set. In the interim we 

will be doing some of that. Because the products that are new and exciting will have to be 
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marketed on TV and we will pay special attention to. Our latest barbecue is a different 

type of marketing than a brake pad for example. But to exclude other products from our 

catalogue does not represent who we are as Canadian Tire because one of our value 

propositions is the breadth of our assortment and we want to represent that really 

strongly. 
 

 

SUGGESTED COURSES 

 

We suggest that this case would be suitable for a number of courses. These courses include: 

 

 Marketing  

 Advertising 

 Strategy 

 

ADDITIONAL RESEARCH 

 

The case offers students opportunities to undertake interesting additional research.  

 

Students may want to delve deeper into how managers make decisions. Classic approaches to decision 

making include works by Cyert and March (1963) and Tversky and Kahnemann (1974).     

 

Students interested in learning more about the industry in general might make use of numerous online 

information sources some of which are noted below.  

 

 Statistics Canada, http://www.statcan.gc.ca, statistical analysis of Canada’s economic & social 

structure.  

 Retail Council of Canada, http://www.retailcouncil.org/sites/default/files/documents/Deloitte-

RCC-Retail-Study.pdf, 2014 retail study on Omni-channel.  

 The Canadian Internet, http://www.cira.ca/factbook/2014/the-canadian-internet.html, 2014 CIRA 

factbook.  
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