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Introduction
At Canadian Tire Corporation, Limited (CTC), we are committed to being there for 
Canadians by providing the products and services they need to make life in Canada 
better. Our retail business is led by Canadian Tire Retail (CTR), which provides 
Canadians with products across its Living, Fixing, Playing, Automotive, and Seasonal 
divisions. Besides CTR, our other banners include retailers like Mark’s, Pro Hockey 
Life, Sport Chek, Party City, and Gas+. With over 11 million active users, our Triangle 
Rewards loyalty program adds value by allowing customers to collect and redeem 
Canadian Tire Money® (eCTM) across our banners. We are a family of companies 
in which our brands come together to provide a seamless experience for our 
customers. 

As Canada’s Store, we are here to provide the essentials for life in Canada to people 
and their pets. Since CTR began carrying pet products in the 1980s, we have 
continued to expand our assortment and grow this area of the business. With brands 
like Blue Buffalo, Greenies, WholeHearted, and Petco, we are now able to meet a 
variety of pet parents’ needs with a wide assortment of food, treats, and accessories 
for dogs, cats, and wild birds. Interestingly, customers are not only looking for 
these core pet essentials when shopping for products, but rather for a holistic pet 
experience, including vacuums and pet specific cleaning products. With this in mind, 
CTR aims to act as a one-stop-shop to help Canadians find everything they need to 
be the best pet parents they can be. 



Background
With the growing number of pet owners in Canada, the pet business is a must-win 
category for CTR. According to a recent survey, 6 in 10 Canadians have a pet at 
home, with 28% of Canadians indicating that they have adopted a pet during the last 
year1. The pet category represents a significant opportunity for CTR because it is 
shopped frequently and with so many adjacent categories, has high basket building 
potential. Although Active Families (30-49) have been the primary target for CTR 
in the past, there is a growing opportunity within the Millennial and Gen Z customer 
segments. 36% of Gen Z and Millennials are likely to have adopted a pet during the 
pandemic – a rate higher than the average Canadian1. This segment is also primarily 
made up of first-time pet parents, with 48% of Millennials stating they adopted their 
first pet during this time1. Additionally, Millennials have a Customer Lifetime Value 
that is 2x higher than the average CTR customer, with the pet food and accessories 
business driving a higher conversion rate than our other categories2. Given the 
emergence of this new customer segment, there is a growing priority for CTR to 
increase its reach to younger audiences.  

CTR has made a concerted effort over the past few years to build out a wider 
assortment of food, treats, toys and accessories. We’ve expanded on the high-
quality brands that we carry to be competitive in this space to better equip our 
customers and their families. That said, CTR is still not a top-of-mind retailer 
when it comes to pet products. To gain share against large players and specialty 
competitors that are winning on quality and convenience drivers, CTR needs to 
build awareness, particularly in a growing online market. Awareness is the main issue 
as 75% of Canadian households don’t think of CTR for pet care products, and 86% 
of households don’t think of CTR when shopping online for their pets1. Currently, 
we are facing competition from pet-specific retailers, like PetSmart, and popular 
grocery chains, like Loblaws that win on quality and convenience. Simultaneously, 
CTR struggles to shift customers’ perceptions and associations with buying pet food 
at a retailer known for selling tools and tires. We are seeing 23% awareness through 
Brick-and-Mortar stores and 7% through e-commerce channels – a number that has 
been growing since the launch of the Canada’s Store Pet campaign in Spring 20213. 
However, we feel there is still a significant opportunity for growth. 
 
With this pressure to improve customer perceptions and awareness, CTR faces an 
opportunity to establish itself as a leader in the pet business and capture additional 
market share amidst the growing number of young pet owners. This category 
represents a significant opportunity for CTR because it is high frequency and 
with so many adjacent categories, has high basket building potential. With this 
opportunity in mind, how can CTR build awareness of the broad assortment of high-
quality pet items amongst a new demographic and become the one-stop-shop for 
young pet owners in Canada?  



The Ask 
CTC is looking for your input on the future of the pet business in CTR stores. The ask for 
your team is: 

With a budget of $2,000,000, create an integrated marketing campaign to increase the  
pet category’s market share and build awareness amongst Millennials and Gen Z. Pick 
a 6-week period in 2024 to run the campaign and explain how you will sustain it for the 
following year. You will have access to the brand’s full portfolio of owned, earned, and paid 
marketing channels.

Requirements:

1. Industry Analysis
2. Assessment of Pets’ Current State
3. Campaign Strategy and Concept ($2,000,000)
 a. Target Market
 b. Value Proposition
 c. Objectives
 d. Tactics & Key Messaging
 e. Media Block Chart – Timing, Tactics, and Budget
 f. Estimated Return on Investment

Please focus the content of your submission on new insights and your recommendations 
(requirements 2 and 3). Be sure to explain your rationale with the statistics provided in the 
case, industry data, and external research. There is no need to summarize the information 
from the case.

Additional Considerations:

As you approach this case, consider the role that the Pet business will play at CTR and 
in the big picture of CTC’s product offerings. Consider how being a leader in pets and 
capturing this new segment will add value to the corporation.



Submission
Submissions must be in the form of one of the below:
• 12-slide maximum PowerPoint presentation, with maximum of 10 pages of 

appendices (PDF)
• 2-page maximum written report (Arial font, size 10, single space), with maximum 

of 10 pages of appendices (PDF)
• 7-minute maximum video (YouTube or Vimeo link)

How to submit:
• All submissions must be submitted through the Contest website via the “Submit Now” 

button on the Submit Now page by January 27, 2023, 11:59PM EST
• No submissions will be accepted if received past January 27, 2023, 11:59PM
• Canadian Tire Corporation, Limited reserves the right to disqualify any submissions 

that do not follow the guidelines above


