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This document contains trade names, trade marks and service marks of CTC and other organizations, all of which

are the property of their respective owners. Solely for convenience, the trade names, trade marks and service marks

referred to herein appear without the ® or ™ symbol.



ANNUAL INFORMATION FORM
CANADIAN TIRE CORPORATION, LIMITED

In this document, the terms “Company” and “CTC” refer to Canadian Tire Corporation, Limited, its
predecessor corporations and all entities controlled by it and their collective businesses unless the context
otherwise requires. This document also refers to CTC's three reportable operating segments: the “Retalil
segment”, the “Financial Services segment” and the “CT REIT segment”.

The Retail segment refers to the businesses operated under CTC's retail banners, which include Canadian
Tire, SportChek, Mark’s, Helly Hansen, Petroleum and Party City.

The Financial Services segment refers to the business carried on by the operating subsidiaries of CTFS
Holdings Limited (“CTFS Holdings”), namely Canadian Tire Bank (“CTB” or the “Bank”) and CTFS Bermuda
Ltd. (“CTFS Bermuda”).

The CT REIT segment refers to the business carried on by CT Real Estate Investment Trust (“CT REIT” or
the “REIT”) and its subsidiaries, including CT REIT Limited Partnership (“CT REIT LP").

“Canadian Tire"” refers to the general merchandise retail and services businesses carried on under the
Canadian Tire name and trademarks, unless the context requires otherwise.

“Helly Hansen” refers to the international wholesale and retail businesses carried on under the Helly Hansen
and other related names and trademarks.

“Mark’s” refers to the retail business carried on by Mark’s Work Wearhouse Ltd. under the Mark’s, Mark's
Work Wearhouse and L’Equipeur names and trademarks.

“Party City” refers to the party supply business that operates under the Party City name and trademarks in
Canada.

“Petroleum” refers to the retail petroleum business carried on under the Canadian Tire and Gas+ names
and trademarks.

“SportChek” refers to the retail businesses carried on by FGL Sports Ltd. under the SportChek, Sports
Experts, Atmosphere, National Sports, Sports Rousseau and Hockey Experts names and trademarks,
unless the context requires otherwise.

Other terms that are capitalized in this document are defined the first time they are used.

Unless otherwise specified herein, the information in this Annual Information Form is presented as at
December 28, 2019 (the last day of CTC’s most recently completed financial year) and all dollar amounts
are expressed in Canadian dollars. Certain portions of this Annual Information Form reference the
Company’s Management's Discussion and Analysis (“MD&A”) and Consolidated Financial Statements for
the year ended December 28, 2019 which are available on the System for Electronic Document Analysis
and Retrieval ("SEDAR”) at www.sedar.com and are incorporated by reference herein.

This Annual Information Form contains statements that are forward-looking and may constitute “forward-
looking information” within the meaning of applicable securities legislation. Actual results or events may
differ from those forecast and from statements regarding the Company’s plans or aspirations made in this
Annual Information Form because of the risks and uncertainties associated with the Company’s business
and the general economic environment. The Company cannot provide any assurance that any forecast
financial or operational performance, plans or financial aspirations will actually be achieved or, if achieved,
will result in an increase in the price of the Company’s shares. See section 12 entitled “Forward Looking
Information” for a more detailed discussion of the Company’s use of forward-looking statements.


http://www.sedar.com/

1. CORPORATE STRUCTURE

Canadian Tire Corporation, Limited was incorporated under the laws of Ontario by letters patent dated
December 1, 1927 and is governed by the Business Corporations Act (Ontario). CTC was amalgamated
with four of its wholly owned subsidiaries pursuant to Articles of Amalgamation which became effective
January 1, 1980. CTC's articles were amended effective December 15, 1983 to reorganize the capital
structure of CTC, among other things.

The principal, registered and head office of CTC is located at 2180 Yonge Street, P.O. Box 770, Station K,
Toronto, Ontario, M4P 2V8. CTC's corporate website address is www.corp.canadiantire.ca. Set out below
are the key legal entities through which CTC conducts its businesses, their applicable governing corporate
jurisdictions and the percentage of their voting securities which are beneficially owned, or controlled or
directed, directly or indirectly by CTC:

Canadian Tire
Corporation, Limited

(Ontario)
|
| I | I 1 | 1
{ CanadianTire ) ( Canadian Tire Real ) Mark's Work Helly Hansen
. . L FGL Sports Ltd. .
Services Limited Estate Limited (Alberta) Wearhouse Ltd. Holding AS
(Canada) (Ontario) (100%) (Alberta) @ (Norway)®4
- (100%) J U (100%) J (100%) (100%)

CTFS Holdings
Limited (Canada)(®
(80%)

( . ) \
Canadian Tire Bank

(Canada)
(100%)

{ CT Real Estate
Investment Trust
(Ontario)®@

L (69.4%) )

NOTES:
1. The 20% interest in CTFS Holdings Limited not owned by the Company is held by The Bank of Nova Scotia (“Scotiabank”).

2. CT REIT is an unincorporated closed-end real estate investment trust established on July 15, 2013 pursuant to a
Declaration of Trust as amended and restated as at October 22, 2013 under, and governed by, the laws of Ontario
(“Declaration of Trust”). CTC holds its interest in CT REIT indirectly through its ownership of 33,989,508 units of CT REIT
and all of the Class B limited partnership units of CT REIT LP, which are economically equivalent to and exchangeable
for units of CT REIT.

3. Helly Hansen Holding AS, which owns Helly Hansen, is indirectly owned by CTC through its wholly owned subsidiary,
CTC Triangle B.V., a company incorporated pursuant to the laws of the Netherlands.

4. Mark’s Work Wearhouse Ltd. and Helly Hansen Holding AS do not meet the threshold for required disclosure of the
Company’s subsidiaries.
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2. DESCRIPTION OF THE BUSINESS

CTC has been in business for over 95 years. The Company operates through three reportable segments —
the Retail segment, the Financial Services segment and the CT REIT segment.

The Retail segment comprises Canadian Tire, SportChek, Sports Experts, National Sports, Pro Hockey
Life, Atmosphere, Mark’s, PartSource, Gas+, Helly Hansen and Party City. Party City was acquired by CTC
in 2019. CTC'’s Retail segment offers a wide range of products and services. The Retail segment includes
the Consumer Brands division which supports the retail banners in the development and acquisition of
owned brands and products.

The Financial Services segment provides financial and other ancillary products and services, including
credit cards, in-store financing, insurance products, and retail and broker deposits. In addition, Financial
Services provides payment processing services to the majority of CTC’s retail banners.

The CT REIT segment comprises CT REIT and its primary business is owning, developing and leasing
income-producing real estate properties across Canada. CT REIT’s geographically-diversified portfolio of
properties comprises stand-alone properties, primarily occupied by Canadian Tire stores, multi-tenant
properties, primarily anchored by a Canadian Tire store and/or stores operating under other CTC retail
banners, industrial properties, a mixed-use commercial property and development properties.

2.1 Retail Segment

Guided by CTC's vision to become the #1 retail brand in Canada by 2022, the businesses in the Retail
segment focus on preparing customers for the “Jobs and Joys of Life in Canada” through a breadth of
categories and product assortment, differentiated and innovative products, convenient in-store and omni-
channel shopping experiences, as well as personalized customer engagement. Best practices and
management tools, with respect to consumer promotions, product design and innovation, digital and
electronic commerce (“eCommerce”), planning and analytics functions, and technology, among others, are
shared across the retail banners, enabling the Company to operate more efficiently and effectively in
meeting the needs of its customers.

Canadian Tire

Canadian Tire is one of Canada’s most recognized general merchandise retail banners. Its stores are easily
identified by the Canadian Tire nhame and trademark and have established a strong reputation and high
recognition throughout the communities they serve. The retail selling space of Canadian Tire stores ranges
from approximately 3,200 retail square feet to approximately 134,000 retail square feet and, as at the end
of 2019, totalled approximately 22.1 million retail square feet across 504 stores.
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As at the end of 2019, the number of Canadian Tire stores located in each of the provinces and territories
in Canada was as follows:

Province or Territory* Number of
Canadian Tire stores

British Columbia 54
Alberta 58
Saskatchewan 16
Manitoba 15
Ontario 203
Quebec 100
New Brunswick 19
Nova Scotia 22
Prince Edward Island 2
Newfoundland and Labrador 13
Yukon 1
Northwest Territories 1
Total 504

* There are no Canadian Tire stores in Nunavut.

Generally, the premises on which Canadian Tire stores are located are owned by CTC, including through
its subsidiary Canadian Tire Real Estate Limited (“CTREL"), or leased to CTREL indirectly by CT REIT or
third party landlords. Of the 504 Canadian Tire stores, 318 are owned by CT REIT, 47 are owned by CTC
and the remaining 139 are leased from third parties.

Canadian Tire stores offer consumers a wide range of products from an assortment which includes over
150,000 stock keeping units (“SKUs") in the Automotive, Living, Fixing, Playing, and Seasonal & Gardening
divisions. The majority of Canadian Tire stores also provide a variety of automotive services, ranging from
oil changes and tire installations to brake and engine repairs. In addition to the products and automotive
services offered in store, Canadian Tire also offers online shopping through www.canadiantire.ca and its
mobile application. For online purchases, Canadian Tire offers both Click-and-Collect and Deliver-to-Home
order fulfilment.

Canadian Tire Dealers — Canadian Tire's 504 stores, including approximately 5,620 automotive service
bays, are operated by independent third parties, known as Associate Dealers (“Dealers”). Each Dealer
owns the fixtures, equipment and inventory of the store they operate, employs the store staff and is
responsible for the store’s operating expenses. Generally, the premises on which the Canadian Tire stores
are located are owned or leased by CTC and licensed to individual Dealers. Canadian Tire’s relationship
with each Dealer is governed by an individual Dealer contract pursuant to which each Dealer agrees to
operate the retail business of a Canadian Tire store under the Canadian Tire name and to use best efforts
to manage his or her Canadian Tire store at its maximum capacity and efficiency. Individual Dealer contracts
are all in a standard form, each of which generally expires on December 31, 2024. Each Dealer agrees to
comply with the policies, marketing plans and operating standards prescribed by Canadian Tire, which
among other things, includes purchasing merchandise primarily from Canadian Tire and offering
merchandise for sale to consumers at prices not exceeding those set by Canadian Tire.

In return for operating the Canadian Tire stores, Canadian Tire performs a variety of functions to support
the Dealers, including category business management, marketing and distribution of products. One of the
core functions of Canadian Tire is to curate an assortment of products that serve the “Jobs and Joys of Life
in Canada”. The curation process includes product and brand selection, as well as purchasing, pricing,
marketing and distribution. Canadian Tire also supports Dealers with administrative, financial and
information technology services, as well as operational support, which include programs to improve the in-
store customer experience, retail concept implementation, monitoring of operational and financial
performance and managing Dealer mobility and changeover. Canadian Tire also provides Dealers with
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access to Franchise Trust, a program offering financing to Dealers for their store operations. Franchise
Trust is a third-party bank-sponsored special purpose entity that originates and services loans to qualified
Dealers for their purchases of inventory and fixed assets. Additional information concerning Franchise Trust
is included under Note 9 of the notes to CTC’s Consolidated Financial Statements for the fiscal year ended
December 28, 2019.

Canadian Tire Category Business Management — Canadian Tire is responsible for the category business
management and procurement of more than 150,000 products which are housed under 187 product
categories. Canadian Tire employs category management teams (internally known as merchants) which
build compelling, seasonally-relevant assortments through category reviews and also continuously refine
the product selection and introduce new, innovative and often exclusive brands and product assortments.
Once product selections are finalized, the category management teams determine the optimal sales and
distribution channel, forecast Dealer and consumer demand and execute the purchasing and ordering of
products which ultimately make their way onto store shelves and online, and then into the hands of
consumers. The teams also use in-season management tools to proactively manage and adapt to any
changes from their original demand forecast and assumptions. This comprehensive process enables the
merchants to actively manage the business during each season.

Canadian Tire Divisions

Canadian Tire's Automotive division includes the automotive products and services offered at Canadian
Tire as well as the PartSource, Petroleum and Canadian Tire Roadside Assistance businesses. The
Automotive division includes categories such as automotive maintenance products, parts, tires and
accessories.

Canadian Tire’'s Living division includes kitchen, home organization, decor and essentials, home
electronics, pet, cleaning and consumable categories. Canadian Tire has focused on delivering innovative
assortments in the kitchen and cleaning categories while also expanding its presence in storage and
organization assortments.

Canadian Tire’s Fixing division is comprised of products in the tools, hardware, paint, electrical, plumbing
and home environment categories. Canadian Tire is focused on providing customers with the tools they
need to repair and maintain their homes.

Canadian Tire’s Playing division is comprised of products in the outdoor recreation, exercise, footwear and
apparel, hunting, fishing, camping, sporting goods categories, backyard games and kids toys and games.
Canadian Tire strives to be locally relevant with its customers by having customized fishing and hunting
assortments for their regional needs. Pro Hockey Life, which is also managed within the Playing division,
is a specialty retailer that sells high-end hockey assortments focused on the latest and greatest brands and
products. There are 16 Pro Hockey life stores located in Alberta, British Columbia, Manitoba, Nova Scotia
and Ontario.

Canadian Tire’'s Seasonal & Gardening division includes fall and winter categories, such as seasonal
décor, Christmas trees and lights, yard care and maintenance and snow removal equipment. Canadian
Tire’s spring and summer categories include patio furniture, barbeques, outdoor power equipment and
tools, live plants and gardening supplies.

Canadian Tire Competitive Conditions — Canadian Tire competes with international, national and
regional retailers in all markets across Canada. There are few retailers that compete directly with all the
product and service categories offered at Canadian Tire, although many competitors are in one or more of
the product categories in which Canadian Tire operates. These competitors include department stores,
discount and warehouse stores, specialty marketers and online retailers of automotive products and
services, hardware, housewares, sporting goods, building supplies, home improvement products and
solutions and seasonal products. Canadian Tire holds strong market share positions in many of the product
categories within its Automotive, Living, Fixing, Playing and Seasonal & Gardening divisions, with particular
strength in automotive parts, hardware, kitchen and certain seasonal and sporting goods assortments. On
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a geographic basis, the market share of Canadian Tire is strongest in central and eastern Canada, although
Canadian Tire also maintains a significant presence in the western provinces.

Canadian Tire’'s competitive conditions with respect to eCommerce are continuously evolving and have
been intensifying in recent years. With no physical boundaries, market share can be captured by a wider
range of speciality online operators. While the vast majority of industry sales in Canada continue to come
from the brick-and-mortar channel, a greater proportion of sales are coming from eCommerce. Each year,
Canadians are expanding the range of products they buy online. Some of Canadian Tire's categories are
more susceptible than others to increased eCommerce penetration. These include toys and games, outdoor
recreation, sporting goods and footwear and apparel. Canadian Tire's continued focus on strengthening its
products, brands and services offering, as well as its digital and eCommerce capabilities, is intended to
help it satisfy evolving customer needs.

Party City — In October 2019, the Company acquired the brand, store network, leaseholds and fixed assets
of Party City in Canada. Party City is a leading, one-stop shopping destination for party supplies and is an
expert in seasonal and micro-seasonal celebrations, with 65 Canadian retail stores in seven provinces. The
majority of Party City’s sales are generated from non-seasonal, recurring events such as birthdays and
anniversaries. A significant portion of its revenue is also generated through holidays, including New Year's
Eve, Easter, Halloween and Christmas.

The addition of Party City helps to further establish Canadian Tire as a destination for celebrations in
Canada. Party City complements Canadian Tire's existing Playing and Seasonal & Gardening divisions and
focus on the “Joys of Life in Canada” by providing a broader assortment of products, including
approximately 30,000 in-store SKUs and 15,000 online SKUs. With the integration of Party City, Canadian
Tire will see select Party City product assortment available nationally across Canadian Tire stores and
online at www.canadiantire.ca.

As part of the acquisition, CTC has entered into a 10-year supply agreement with Amscan Inc., a subsidiary
of the former parent of Party City. This supply agreement provides CTC with access to an extensive
catalogue of approximately 40,000 SKUs, including exclusive and proprietary designs and licensed
products.

Stores operated under the Party City banner are leased from third parties and range in size from 7,000 to
23,000 square feet.

As at the end of 2019, the number of Party City stores located in each of the provinces in Canada was as
follows:

Province Number of
Party City stores

British Columbia 9

Alberta 10

Saskatchewan 3

Manitoba

Ontario 38

Quebec

New Brunswick

Nova Scotia

Prince Edward Island

Newfoundland and Labrador 1
Total 65

Party City competes with dollar stores, mass retailers, grocery retailers, online retailers and independent
party goods stores. Its extensive product assortment relative to its competitors contributes to its status as
a market leader in the party supply business.
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PartSource — PartSource is a Canadian automotive parts chain owned and operated by Canadian Tire and
managed under the Automotive division. Its specialty stores, which provide access to over 400,000 unique
automotive parts, are staffed by experts and cater to serious “do-it-yourselfers” and professional installers.
PartSource stores offer a broad selection of automotive parts and maintenance accessories to Canadian
Tire stores as well as retail and commercial customers. PartSource store locations are owned or leased by
CTC. PartSource also supplies auto parts to Canadian Tire stores and satellite locations in small to mid-
sized markets through its “hub” format stores known as PartSource Hub Stores, which are designed to
carry a broader assortment of products. PartSource hub stores are approximately 15,000 square feet and
satellite stores are approximately 7,500 square feet. By enhancing its breadth of capabilities and reaching
a broader spectrum of automotive customers, PartSource plays a critical role in re-invigorating Canadian
Tire's focus on the automotive parts business.

Competitors of PartSource include several international, national, regional and local auto parts retailers and
distributors, online retailers and automotive dealerships. PartSource distinguishes itself from its competitors
by providing a knowledgeable retail experience and a uniqgue commercial value proposition which includes
serving as a supply source to Canadian Tire stores.

As at the end of 2019, the number of PartSource stores located in each of the provinces in Canada was as
follows:

Province Number of
PartSource stores

British Columbia

Alberta 14
Saskatchewan

Manitoba

Ontario 55
Quebec

New Brunswick

Nova Scotia 3
Prince Edward Island

Newfoundland and Labrador

Total 82

Petroleum — Petroleum is one of Canada’s largest independent retailers of gasoline with 297 retail gas
bars, many of which are located adjacent to Canadian Tire stores. Petroleum also operates 20 gas bars
and associated convenience stores located at “ONroute” rest stops on major Ontario highways (Highway
401 and Highway 400). Canadian Tire gas bar sites are owned or leased by CTC and all of the gas bars
are operated under the Canadian Tire and Gas+ names and trademarks by independent retailers pursuant
to agreements governing the sale of petroleum products.

Petroleum currently sources its fuel from three primary suppliers at competitive prices. Similar to other
independent retailers in the industry, Petroleum is exposed to a number of risks in the normal course of its
business that have the potential to affect its operating performance, including those relating to the
availability and pricing of fuel.

Petroleum competes with other national and regional operators of gas bars, convenience stores and car
washes. Petroleum sells approximately 1.8 times more gasoline per site than the Canadian industry
average, which CTC attributes to the attractiveness of the Canadian Tire brand, the Triangle Rewards
program, the success of Petroleum’s cross-merchandising programs with Canadian Tire stores and the
quality of Petroleum’s customer service.
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As at the end of 2019, the number of Petroleum stores located in each of the provinces in Canada was as
follows:

Province Number of
Petroleum sites

British Columbia 4
Alberta 19
Saskatchewan 6
Manitoba 6
Ontario 169
Quebec 58

New Brunswick 15

Nova Scotia 9

Prince Edward Island
Newfoundland and Labrador 11
Total 297

SportChek

SportChek operates a group of sporting goods and active wear retailers in Canada offering a
comprehensive assortment of national and owned brand products through a network of corporate-owned
and franchised stores and eCommerce websites. Its primary retail banners are SportChek, Sports Experts,
National Sports and Atmosphere, all of which provide online shopping through their eCommerce websites
located at www.sportchek.ca, www.sportsexperts.ca, www.nationalsports.com and www.atmosphere.ca.
Stores operated under the SportChek banners are primarily leased from third parties.

Corporate Store Operations — The corporate-owned retail stores operate under the SportChek,
Atmosphere and National Sports banners.

e SportChek is a leading national retailer offering a wide assortment of athletic, outdoor, leisure, and
recreational footwear, apparel and accessories, along with sports equipment and wellness products.
Its brand positioning, category breadth and in-store experience target customers of all ages looking to
lead a healthy, active lifestyle.

e Atmosphere is a specialty retailer offering high-end, outdoor technical gear, casual clothing and
footwear and accessories, with both national and owned brand representation. Atmosphere stores in
Quebec are franchised operations.

e National Sports is an Ontario-based discount sporting goods retail chain focusing on footwear, sports
equipment and apparel, with a strong position in the hockey, licensed apparel and team sports
categories.
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As at the end of 2019, the number of SportChek’s corporate stores in each of the provinces in Canada was
as follows:

Corporate Retail Banners

Province SportChek  Atmosphere  National Sports
British Columbia 32 9 -
Alberta 33 8 -
Saskatchewan 11 2 -
Manitoba 8 1 -
Ontario 85 2 18
Quebec - - -
New Brunswick 5 - -
Nova Scotia 11 - -
Prince Edward Island 2 - -
Newfoundland and Labrador 5 - -
Total 192 22 18

Franchise Operations — SportChek also operates a franchise division for a number of its retail banners,
including Sports Experts, Atmosphere, Hockey Experts and Sports Rousseau/L’Entrepdt du Hockey.

e Sports Experts is the largest sporting goods retailer in Quebec, offering a broad assortment of national
and owned brand products, including equipment, apparel, footwear and accessories.

e Atmosphere, which operates as a corporate-owned banner in other provinces, is a franchise operation
in Quebec.

e Hockey Experts specializes in hockey equipment, apparel and related merchandise and accessories.
Sports Rousseau/L’Entrep6t du Hockey operates stores offering high-end hockey assortments
exclusively in Quebec.

As at the end of 2019, the number of SportChek’s franchise stores in each of the provinces and territories
in Canada was as follows:

Franchise Retail Banners

Sports Rousseau/

Province or L’Entrep6t du
Territory* Sports Experts Atmosphere Hockey Experts Hockey
British Columbia 2 - - -
Alberta 6 - - -
Ontario 1 - - -
Quebec 86 44 12 13
New Brunswick 4 - - R
Newfoundland and

Labrador 1 - - R
Yukon 1 - - R
Total 101 44 12 13

*There are no franchise locations in Saskatchewan, Manitoba, Nova Scotia, Prince Edward Island, Northwest Territories or Nunavut.

In addition to the franchise-operated stores, there are a number of third-party operated stores that have
buying member status in SportChek’s franchise program with access to products for their businesses.
These buying members typically undertake their own merchandising, purchasing, advertising,
transportation and general administration.
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SportChek Competitive Conditions — The sporting goods retail industry is highly fragmented and very
competitive in terms of price, quality, service, selection and fashion, as well as online presence and store
location and environment. SportChek competes through its online and brick-and-mortar channels with
independent specialty retailers, mass merchants and vendor-direct and outlet channels. SportChek is
distinguished from its competitors through the broad geographic coverage provided by its corporate and
franchise stores in Canada, the merchandise and brands it offers, the compelling in-store experience and
its strategic sports partnerships and sponsorships. Within its stores, SportChek offers an extensive range
of active apparel and sporting goods at various price points to appeal to a broad range of consumers looking
to lead a healthy, active lifestyle.

Mark’s

Mark’s is one of Canada’s largest casual and industrial apparel and footwear retailers, known for offering
quality and innovative products through national brands as well as CTC’s owned brands, through a network
of primarily corporate-owned stores as well as franchised stores. Key owned brands sold at Mark’s include
Denver Hayes, Dakota, WindRiver and Helly Hansen Workwear; CTC’s owned brands account for
approximately 70% of sales at Mark’s. These brands are complemented by nationally recognized brands
such as Levi’s, Silver, Carhartt, Timberland, Columbia and Skechers. Mark’s operates under the banners
“Mark’s” and “L’Equipeur” in Quebec and offers online retailing through its websites at www.marks.com and
www.lequipeur.com. Most of Mark’s stores are leased from third parties.

As at the end of 2019, the number of Mark’s corporate and franchise stores in each of the provinces and
territories in Canada was as follows:

Corporate Retail Banners Franchise Retail Banners
Province or Territory* Mark’s L’Equipeur Mark’s L’Equipeur
British Columbia 51
Alberta 64
Saskatchewan 14
Manitoba 13 -
132
12
16
2
5
1
1

Ontario

Quebec

New Brunswick

Nova Scotia

Prince Edward Island
Newfoundland and Labrador
Yukon

Northwest Territories

Total 311 38 24 7

38

PR N DN ©
.

'
T W
'

*There are no Mark’s stores in Nunavut. Two franchises operating under the “Mark’s Work Wearhouse” banner are listed under Mark’s.

Mark’s Commercial — Mark’s also conducts a business-to-business operation under the name “Mark’s
Commercial”, selling complementary footwear and apparel to businesses with a focus on industrial
employee needs.

Mark’s Competitive Conditions — Mark’s is a leader in market share for industrial apparel and has
significant market share in men’s casual apparel, denim and footwear. Mark’s competes against mass
merchants, department stores, discount stores and other specialty apparel stores, some of which are online
and many of which are large U.S. or internationally-based retailers. Mark’s addresses its competitive
challenges by continually developing and introducing new and innovative products in order to enhance
product selection for its customers and by offering products across varying price points.
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Helly Hansen

Acquired by CTC in 2018, Helly Hansen is a leading global brand with an international wholesale and retail
business in outerwear, baselayer and workwear, based in Oslo, Norway. Through this acquisition, CTC has
added a premium international brand to its owned brands portfolio and has created a platform for future
global growth opportunities across the more than 40 countries in which Helly Hansen products are sold.
Helly Hansen’s core markets include Norway, Sweden, Canada, the United Kingdom and the United States,
which it serves through its two primary distribution centres located in the United States and the Netherlands.

Founded in 1877, Helly Hansen is known for its professional grade gear and for being a leader in designing
innovative and high quality technical performance products developed for the harshest outdoor conditions.
Within its core categories of sailing, skiing, mountain, urban, base-layer and workwear, Helly Hansen
designs and delivers products used by professionals and outdoor enthusiasts around the world to help
people stay and feel alive.

For over 140 years, Helly Hansen has been developing and testing technologies with the input of
professionals living and working in some of the world’s toughest environments. Many professionals rely on
Helly Hansen'’s products and innovative fabrics to keep them safe, protected and warm in some of the most
challenging conditions. Helly Hansen introduced the 3-layer system to the industry in the early 1970s and
has been evolving it ever since by constantly implementing new technologies in its gear.

Helly Hansen also owns the Musto brand, which it acquired in 2017. Musto provides a differentiated product
offering that operates alongside Helly Hansen as a premium specialist brand. With over 50 years of
heritage, Musto is a leader in specialized technical apparel in the sailing, country, lifestyle and adventure
categories.

Helly Hansen Wholesale and Retail Operations — Helly Hansen sportswear and workwear products are
sold across the world through a dedicated sales team and distributors, with sales efforts targeted at core
markets, supported by emerging markets. Helly Hansen’s wholesale channels consist of specialty sporting
goods, workwear and department store retailers. In addition to its wholesale operations, Helly Hansen
operates branded retail stores and outlets mainly in Europe, with the primary purpose of promoting its
brands in support of its wholesale business. Helly Hansen also operates branded sportswear and workwear
eCommerce sites in Canada, the United States and across Europe. The websites offer a broad assortment
of goods which can be shipped directly to consumers’ homes upon purchase.

Helly Hansen Competitive Conditions — Helly Hansen competes directly or indirectly with specialty
brands. The outdoor sports apparel and footwear market is fragmented and composed of large global
brands, mid-sized companies and a long tail of niche players. Helly Hansen believes its technically
advanced products, innovation, professional quality and brand authenticity distinguish it from its
competitors. Through its wholesale partners, retail locations and eCommerce websites, Helly Hansen offers
a broad and specialized assortment. Helly Hansen also competes in the industrial workwear market, which
is highly fragmented with a limited number of international players due to different climates and regulations
across regions. Within this market, Helly Hansen competes against European and North American players
that offer premium, functional and stylish protective wear.

Consumer Brands Division

The Consumer Brands division supports the retail banners with their owned brand strategies, provides
expertise in brand management, product development and design, and creates unique and exclusive
products. The Consumer Brands division also focuses on strengthening CTC’s owned-brand portfolio by
selectively pursuing acquisitions to complement key categories. The owned brands developed or acquired
by the Consumer Brands division provide the Company with a competitive advantage and a core
differentiator in its product assortment, which increases customer engagement and loyalty. The Company
has a strong stable of owned brands in Canada, which are primarily sold at Canadian Tire, SportChek and
Mark’s. Some of those key brand names include Motomaster, Mastercraft, Maximum, Noma, Canvas,
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Paderno, Ripzone, Outbound, Woods, Sher-Wood, Denver Hayes, Dakota, WindRiver, Shambhala and
Matrix. For additional information on the Consumer Brands division and recent brand acquisitions, see
section 3 entitled “General Development of the Business”.

Digital

Digital underpins all aspects of the Company's business, including the Triangle Rewards Loyalty Program,
eCommerce, marketing and merchandising. See the section below entitled “Triangle Rewards Loyalty
Program” for additional information on Triangle Rewards.

CTC uses its digital properties, including its websites and mobile applications, as well as in-store sales
tablets, to create an omni-channel, personalized retail experience for its customers. CTC’s digital
capabilities drive further engagement with the Company’s retail banners, enhance the digital and in-store
experience and facilitate the post-purchase experience. CTC's focus is on engaging with its customers in
the ways they want to be engaged with, rather than focusing solely on eCommerce activities.

The Company also continues to make progress in the design and implementation of analytical capabilities
that assist its merchandising, procurement and logistics functions.

The Company'’s recent success in Digital is summarized in the “Customer Engagement Through Digital”
video available on the Company’s Investor Relations website, highlighting CTC'’s progress in attracting and
retaining customers.

Triangle Rewards Loyalty Program

The Company’s customer loyalty program, Triangle Rewards, is a platform for engaging with CTC
customers and providing them with a connected shopping experience. Triangle Rewards offers an
enhanced value proposition to customers shopping across the CTC marketplace, enabling customers to
collect and redeem electronic Canadian Tire Money across CTC's banners. Triangle Rewards also
selectively partners with Canadian retailers and brands (e.g. Husky Energy, Avis and Budget) to bring
enhanced value and offers to Triangle Rewards customers.

Triangle Rewards is a key enabler to achieving sustained cross-banner customer engagement and provides
valuable customer insights to help build retail strategies, inform product assortments and services, identify
partnerships and develop marketing programs that are relevant for various customer segments.

The Triangle Rewards program and the Company’s continued focus on data and analytics enhances its
capability to provide marketing communications to the right customer, at the right time, in the right channel
with the right message to create enhanced customer relevance and engagement. Marketing also uses data
to inform promotional optimization efforts, customer journey enhancements and continual test and learn.
CTC uses customer insights from Triangle Rewards to connect with customers in a more personalized way
with millions of customers receiving targeted product and service offers each week.

As part of the Triangle Rewards program, CTB offers Triangle-branded credit cards which allow cardholders
to collect and redeem electronic Canadian Tire Money across CTC retail banners. See section 2.2 entitled
“Financial Services Segment” for additional information on CTB’s credit card business.

Retail Sourcing

CTC sources merchandise globally. In 2019, approximately 39%, 7% and 42% of the value of inventory
purchases of Canadian Tire, SportChek and Mark’s, respectively, were sourced directly from vendors
outside Nor