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The Challenges: A national retail icon, Canadian Tire needed to increase the number of applicants to its Associate Dealer program. Company forecasts indicated that many in its Associate Dealer network were approaching retirement within the next few years. Canadian Tire also wanted to attract a more diverse group of candidates (women and minorities) for its network of more than 400 stores nationwide.

Each Canadian Tire store is essentially a franchise in which an Associate Dealer invests. What makes a Canadian Tire dealership opportunity different from other franchises is that Associate Dealers have more individual control and freedom over how they manage their own store. Other advantages include a lower amount of initial investment required versus most franchise opportunities, a comprehensive training program, and lesser risk to the investor since Canadian Tire is one of the country’s leading retailers.

Canadian Tire’s franchise opportunity was not generally well known among the public. Of their current Associate Dealers, 65% started with Canadian Tire as employees and developed through the ranks. Canadian Tire wanted to launch a campaign to get the word out that a Canadian Tire dealership is a great franchise opportunity.

The Solutions: An analysis of Canadian Tire’s past advertising revealed that it was difficult for the public to find information about the Dealer program. Print advertising consisted of a single quarter-page ad in franchise magazines. As well, the information contained on the Canadian Tire website was not easy to locate. In order to attract a broader range of candidates who also had the capital and skills required to become dealers, it was decided that the advertising campaign would consist of full-page, colour ads in national business magazines, a new website (with unique URL) dedicated to the Dealer program, online banners and a slick new information package. All materials were produced in both French and English.

Before creative development started, we worked closely with Canadian Tire to produce a tight, strategic brief. We conducted phone interviews with current Dealers to gain insight about why they chose to invest in a Canadian Tire store. From this work, it was agreed that the key message to deliver was that becoming a Canadian Tire Associate Dealer “improved your odds of business success.” All messaging in the advertising campaign and support materials also had to support and project the confidence and enthusiasm of Canadian Tire’s “Let’s get started” campaign which had launched earlier in 2002.

The Results: Canadian Tire and their Associate Dealers were very happy with the look of the whole campaign. They believe it makes them standout from other franchise opportunities.

In less than a month after the launch of the website and advertising campaign, nearly 100 applicants had filled out the site’s online questionnaire. Of these, the database determined 25% were qualified candidates, who were then sent the application and information package. Since the database can identify qualified candidates based on their answers to the questionnaire, the Dealer selection team is able to focus their energies on responding to the best candidates rather than spending valuable time responding to inquiries or screening under-qualified applications. Members of the Dealer recruitment team even use their outgoing voicemail messages to direct inquires to the website for more information.

Canadian Tire has also asked us to help with an internal communications piece to educate current Associate Dealers about the dealer selection process and how to refer internal/external candidates.

