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Introduction
At Canadian Tire Corporation (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, which provides Canadians with 
products across its Living, Fixing, Playing, Automotive, and Seasonal divisions. Our 
banners also include Mark’s, a leading source for casual and industrial wear; Pro 
Hockey Life, a hockey specialty store catering to elite players; Sport Chek, Sports 
Experts, and Atmosphere, which offer the best activewear brands. Other key parts of 
our Canadian Tire Network include Party City, PartSource, and Gas+. We are a family 
of companies in which our brands come together to provide a seamless experience 
for our customers. With over 10 million active users, our Triangle Rewards loyalty 
program adds value by allowing customers to collect and redeem Canadian Tire 
Money™ (eCTM) across our banners.

As one of the world’s largest outdoor playgrounds, Canada is home to some of 
the best adventures that life has to offer. We believe these adventures begin at 
Atmosphere. Atmosphere’s mission is to enable all Canadians for a lifetime of 
outdoor adventure. Our vision is to keep Canadians active as the country’s go-to 
outdoor destination by providing them the products and knowledge they need to 
play in, explore and protect the outdoors. The Atmosphere banner has over 40 retail 
locations across Canada specializing in outdoor activities, whether it is hiking, trail 
running, camping, winter sports, or watersports. Home to some of the biggest brand 
names like The North Face, Columbia, and several unique owned brands like Helly 
Hansen, Atmosphere aims to provide an elevated assortment to outfit and equip 
Canadians for wherever their outdoor adventures take them. 



Background
Outdoor activities have become increasingly integrated into the wellness journeys of 
Canadians since March 2020, giving rise to the Canadian Sporting Goods Stores Industry. 
With “going outdoors” being among the top three ways that Canadians were active over 
the past 12 months,1  the industry is expected to continue to grow at a significant rate 
through 2025. Simultaneously, the value of sustainability has continued to inform Canadian 
shopping behaviours at an increasing rate. In 2021, 44% of Canadians said they bought 
more eco-friendly products than in previous years.2 As Atmosphere operates in the outdoor 
space, targeting people who love the outdoors, it is especially important to consider such 
trends. Given the emergence of new market opportunities, a growing priority for CTC is to 
increase Atmosphere’s market share and the value it brings to the corporation. 

Atmosphere has performed well over the past five years with its position as a go-to 
retailer for quality outdoor equipment and apparel. However, despite experiencing 
steady instore traffic, sales were impacted by decreasing basket sizes and conversion 
rates in 2021. This trend was reflected in categories including Hiking, Camping, Nordic 
Skiing, Outerwear, and Casual Wear. Furthermore, it is becoming increasingly difficult 
for the brand to differentiate against high-end competitors due to similarities in product 
assortment, value proposition, and perceived brand values. The situation is further 
complicated by the format of Atmosphere’s brick-and-mortar stores. Of the existing 
locations, 19 are standalone stores, and 25 are combination locations. Combo locations 
follow a store-within-a-store format, with the Atmosphere stores living within Sport 
Chek. This provides advantages in convenience and capital cost savings, but Atmosphere 
struggles to provide a unique customer experience as a result. For example, customers 
who shop at combo locations are greeted by employees wearing Sport Chek uniforms 
and pay on the Sport Chek side of the store. Although Atmosphere’s outdoor assortment 
is higher quality and more technical than Sport Chek’s, research indicates that customers 
are unaware of how the brands differ. 

The competition among outdoor retailers is fierce and the landscape is rapidly changing. 
As market leaders like MEC (Mountain Equipment Company) rebrand to seize market 
share and new discount retailers like Decathlon strengthen with expansion, it is crucial for 
Atmosphere reinvigorate its marketing strategy to capitalize on new opportunities. How 
can Atmosphere redefine its value proposition while maintaining its price point?

1Sklar Wilton & Associates Ltd.
2https://www.pwc.com/ca/en/industries/consumer-markets/consumer-insights-2021-pulse-2.html?WT.mc_id=CT3-PL300-DM1-TR4-LS40-ND30-TTA1-CN_
CA21CM--STPSTD&gclid=Cj0KCQiAnuGNBhCPARIsACbnLzrAc37FrCBL8eKUmP_mmQ6dVPyuBg3pDPElwmVy7JJIRFS6vxmIJgYaAkkuEALw_wcB&gclsrc=aw.ds



The Ask 
CTC is looking for your input on the future of the Atmosphere brand. The ask for your team 
is twofold. 

1)  With a budget of $1,500,000, create an integrated marketing campaign to increase 
Atmosphere’s market share and differentiate the brand from its competitors. Pick a 4–8-
week period in 2023 to launch the campaign and explain how you will sustain it for the 
year to follow. You will have access to the brand’s full portfolio of owned, earned, and 
paid marketing channels.

2)  Support your plan by incorporating one ESG (Environmental, Social and Governance) 
initiative that will help Atmosphere bring value to Canadians. ESG is a holistic view of 
how a company’s business model contributes to sustainable development. Home to 
some of Canada’s most trusted brands, CTC is committed to operating sustainability 
and bringing solutions and innovations that create positive environmental, social, and 
economic outcomes. Examples of ESG topics in the retail industry include: 

 a. Sustainability
 b.  Community Investment and Engagement
 c. Diversity, Inclusion, and Belonging

Requirements:

1. Industry Analysis
2.  Assessment of Atmosphere’s Current State
3. Brand Repositioning Strategy
 a. Target Segment
 b. Proposed Brand Purpose and Values
 c. Brand Value Proposition 
 d. ESG Initiative
4.  Integrated Marketing Plan ($1,500,000)
 a. Creative Concept – “The Big Idea”
 b. Tactics, Strategy and Key Messaging
 c.   Budget, Timing, KPIs

Please focus the content of your submission on new insights and your recommendations 
(requirements 3 and 4). Be sure to explain your rationale with 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 Atmosphere will play in the big picture 
of CTC’s family of companies. How does Atmosphere’s value proposition add value to the 
corporation as a whole? How does its mission ladder up to CTC’s? Is there an opportunity 
for Atmosphere to reach customers not yet captured by the CTC network?



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 April 1, 2022, 11:59PM EST
• No submissions will be accepted if received past April 1, 2022, 11:59PM
• Canadian Tire Corporation, Limited reserves the right to disqualify any submissions 

that do not follow the guidelines above


