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THE GOLD
STANDARD

Tim Hortons celebrates 50 years
of brand-building success
BY LIZ CAMPBELL
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I

n a world where consumer loyalty can
often be bought with a coupon, one brand
maintains an enviable hold on the hearts
of Canadians. Indeed, when General Rick
Hillier asked soldiers stationed in The
Gulf what they would most like from home, they
asked for Tim Hortons coffee.
Small wonder then, that it’s been called a
Canadian institution. From garage attendants
to Bay street brokers, Tim Hortons customers
represent a microcosm of Canadian society at
every level.
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I
BACK TO THE
FUTURE
Nearly 50 years after
Ron Joyce (above,
left) and Tim Horton
(above, right) joined
forces, their once
small neighbourhood
doughnut shop has
expanded to include
4,485 stores systemwide
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n a world where consumer loyalty can
often be bought with a coupon, one
brand maintains an enviable hold on
the hearts of Canadians. Indeed, when
General Rick Hillier asked soldiers
stationed in The Gulf what they would most
like from home, they asked for Tim Hortons
coffee.
Small wonder then, that it’s been called a
Canadian institution. From garage attendants to Bay street brokers, Tim Hortons customers represent a microcosm of Canadian
society at every level.
In the business towers of busy cities, the
distinctive brown and red cups and logoed
bags are a common sight in elevators.
Joggers, seniors out for a healthy constitutional, and moms who have just dropped
the kids to school stop in for a breakfast
sandwich. At drive-thru locations across the
country, truckers, farmers and travellers pick
up coffee and a snack. And employees at factories and hospitals, students at universities
and colleges, and passengers at bustling airports grab a cup of their favourite beverage

en route.
Astoundingly, 75 per cent of the coffee
served at Canadian quick-service restaurants
(QSR) is served at Tim Hortons, according
to The NPD Group/CREST, year-ending
February 2014. And the term ‘Double
Double’ is now so commonplace in the
Canadian lexicon that it has been included
in the Canadian Oxford Dictionary.
“Coffee is somewhat of a habitual experience and 15 per cent of Canadians come to
Tims at least once a day; some guests even
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Quality, Innovation, Convenience
Pre-cooked Meats & Pizza Toppings
Fully cooked bacon, sausage patty & links, pizza toppings, pulled pork and more!

Happy Anniversary
Tim Hortons! We are proud
to be a partner in your success.
Thank you for recognizing Hormel Foods
with the "Award of Excellence" in recognition of continuous improvement!

®

Email us today to learn more about products
offered in Canada! HormelCanada@Hormel.com
or call: Doug Howard, Hormel Canada
Sales and Marketing Manger at 905-635-2655
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GREEN
MATTERS
“Making a True Difference” is the
overarching framework bringing
together sustainability and responsibility programs and initiatives at Tim
Hortons. Green building projects,
waste and recycling efforts and even
packaging changes have all contributed to the company’s acclaimed
environmental commitment. As part
of the Tim Hortons Sustainable Food
Management Fund, the company
hosted an industry-wide Animal
Welfare Summit at the University
of Guelph in Ontario last October,
communicating new research on
animal welfare and alternative housing systems, consumer expectations
and supply chain economics. In
2013, 3,925 coffee farmers in its supply chain participated in projects to
improve environmentally responsible
land management. Its goal of having
90 per cent of water recycled and/
or treated during coffee processing
achieved a significant 76 per cent

come multiple times a day,” says Roland
Walton, president of Tim Hortons Canada.
“Because of that, we get to know them and
establish relationships with them.” He offers
an example: “I worked at a Timmys drivethru one day — I try to do that every so
often — and I was amazed to find that the
young lady working with me knew the guest
by the sound of his truck. And she knew his
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order.” He adds: “Building relationships with
customers is what makes working at Tim
Hortons a little different and really satisfying.”
Equally important are the relationships
Tims customers build with the brand.
Indeed, there are few quick-service brands
that can claim the same degree of customer loyalty and community support — and
fewer still whose customers are likely to ask
for team members by name.
Recognizing the value of this relationship,
the company’s True Stories ad campaign,
running since 1996, has capitalized on this
strength. Based on real events, these minisagas tug at our collective heartstrings.
Indeed, one of these stories documented
Gulf War soldiers enjoying their first taste
of home in a foreign land. And a recent one
shows an African immigrant at the airport
picking up his wife and children who have
come to join him in their new home. He
brings her a warm coat and a cup of Tims
coffee, and says, “Welcome to Canada.”
“The True Stories campaign has never
won an award, but it makes a difference
to our brand perception,” says Bill Moir,

in 2013 and 100 per cent of project
farmers did not use banned pesticides. And, in Canada, working with
the Aboriginal Human Resources
Council to pursue Aboriginal labour,
education and recruitment strategies,
the company is committed to helping to empower aboriginal youth. In
the 2013 annual report, Marc Caira,
president and CEO of Tim Hortons
stated, “I have seen that investing
in the economic, social and environmental aspects of a business is
necessary in communities where a
business operates.”
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THE BEGINNING
NHL hockey great Tim Horton opened the
first Tim Hortons in 1964, focusing primarily
on the coffee and doughnut market

chief brand and marketing officer for Tim
Hortons. “It speaks to our values, which are
consistent with Canadian values, and that
partly explains why we have been successful.”
Indeed, Tim Hortons is often referred
to as a Canadian icon. But, Moir cautions,
“We’re careful not to call ourselves that. It’s
very flattering, but you can’t get too full of
yourself. Every day we have to get better and
deliver on the promise.”
Tim Hortons has been making that
delivery for 50 years, building 4,485 restaurants in Canada, the U.S. and The Gulf
Cooperation Council, with another 800
planned in the next five years. The company
accrued $6.7 billion in gross sales in 2013,
increasing by $331 million year over year
and earning the Tops in Hospitality award
for greatest dollar increase on F&H’s 2014
Top 100 Report.
From 1995 to 2006, the company was
owned by Dublin, Ohio-based Wendy’s
International Inc. At the time, many
Canadians were distressed to find ‘their

CONGRATULATIONS
ON 50 YEARS OF BUSINESS
STEELITE I NTERNATIONAL

PROUDLY
SUPPLYING DISHWARE

TO TIM HORTONS

FOR OVER 30 YEARS

www.steelite.com
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Timmys’ had changed hands, and rejoiced
when ownership shifted back to Oakville,
Ont.-based TDL Group Corp.
COFFEE AND DOUGHNUTS

The chain that began with coffee and doughnuts in 1964 has consistently worked at
finding its way into niches that its founder,
NHL hockey great Tim Horton, and his
business partner, Ron Joyce, probably never
considered in the early days.
Joyce was the franchisee of the first restaurant in Hamilton, Ont.; by 1967, the pair
had become partners. In the early days, it
wasn’t unusual for Horton to take his hockey
buddies to the store to sign autographs —
smart marketing that attracted customers.
Back then, policemen, ambulance drivers
and firemen often got free coffee, a fine way
to say thank you to the citizens who worked
to keep their communities safe. It was the
start of a relationship with the local community and a commitment to civic responsibilFOODSERVICEANDHOSPITALITY.COM
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says Moir. “We had to bring in new equipity that was to become an important part of
ment — bagel toasters; we had to develop
the brand.
the operational side, and we had to train
Tim Hortons’ earliest customers were
the staff to handle it quickly and efficiently.
predominantly males who enjoyed a cigaAfter all, we didn’t want longer lineups while
rette with their coffee and doughnuts. That
people waited.”
demographic — and its addiction
It proved to be a watershed. In
— has changed. Nonetheless,
DID YOU
the first half of 1996, sales were
it’s probably indicative of the
KNOW?
soft, but the bagel turned the
enduring loyalty of customNinety per cent of
company around. Not only
ers that the most popular
bagels ordered in quickservice restaurants are served
did it attract more female
doughnuts back then were
at Tim Hortons, according to
customers, but the chain disthe apple fritter and the
The NPD Group/CREST,
covered
it could gear up and
Dutchie, which still remain
year-ending
February 2014.
add another layer to service.
top sellers.
“We could take products and
Muffins were added later,
‘mainstream’ them,” says Moir. “It
along with other baked goods,
was the first step to adding more prepared
but it was the launch of bagels in 1996 that
foods.” And it was the beginning of the cancompletely changed the landscape. Seeing
do attitude that continues to inform busithe popularity of New York-style bagels,
ness decisions today.
the company worked with Canada Bread
By the late ’90s, “fresh” had become a
to bring a slightly softer version to market.
mantra, and “freshly prepared” became
“Bagels were the first product we offered
part of the Tims’ ethos. So, when David
that we had to prepare for the customer,”

Clanachan, COO of Tim Hortons, observed
an interesting phenomenon in boulangeries (bakeries) in France, he was impressed.
Struggling to find staff to bake fresh bread
in the middle of the night, these shops were
turning to par-baking. It wasn’t long before
Tim Hortons, too, was offering its customers
baked goods straight from the oven.
“Par-baking allowed us to provide fresh
product on demand, nearer the time people
wanted to buy it,” says Clanachan. “Today
we’re baking closer and closer to the time
of sale than ever before. You’ll even hear
team members say, ‘We’re just baking the
crullers. Have a cup of coffee; they’ll be
ready in a minute.’ That’s really fresh, and
customers appreciate it.” The idea is to bake
small amounts more often, leading to better
control over the product, greater consistency
and, most importantly, a fresher product. As
a bonus, waste decreased significantly.
T:3.375”

BEYOND COFFEE AND DOUGHNUTS
S:2.875”

MOMENT
Congratulations on your
50 years of Success!
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EQUIPMENT ON STEROIDS

PRODUCT POWER
Tim Hortons has cornered
the quick-service market for
frozen slush coffee beverages, thanks in large part to its
famed Iced Cappuccino. It’s
also growing its lunch daypart with offerings such as the
ham-and-cheese sandwich

Managing equipment is a challenge for any company, but for a chain that sells millions of cups of
coffee each day, buying something as simple as
the right cash register becomes complex.
“We tend to break things due to sheer volume,
so we have to redesign it for Tims,” says David
Clanachan, COO of Tim Hortons. “Imagine a cash
register on which you hit the Double-Double key
thousands of times a day. Or think of the number
of times our toaster is used daily.”
When the company introduced the bagel in 1996,
executives discovered that not just any bagel
toaster would do. They worked with the manufacturer to design one that would hold up to constant
use. “We do the ROI on every piece of equipment,
even a toaster,” he adds. “We have to prove to our
franchisees — and ourselves — that it’s worth the
purchase.” It takes a lot of work. “We do test markets, and we learn a bunch,” explains Clanachan.
“Then we keep tweaking, so when we launch
across 4,000 locations, we know it will work.”

Keeping ahead of the competition requires
foresight. “You have to stay in touch with
what’s going on in the marketplace around
the world — be aware of what’s in the early
breaking stage,” says Walton. “We may not be

GRATULATION
CON
S
to

TIM HORTONS
ON

YOUR

first in, but we’re very close to the beginning,
and we do it well.”
The education that began with bagels
taught chain executives they could tackle
other products and put their unique stamp

HAPPY 50th ANNIVERSARY
TO TIM HORTONS

ANNIVERSARY
Your Partner in Green Coffee
From

We are proud to be your
Business Partners
And Wish you Continued Success!

Keeping it Clean

www.chicopee-americas.com
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on them. “We call it ‘differentiated innovation.’ We do it the Tims’ way. First, we run
it through a number of filters: how will our
guests respond to this product? Then there’s
equipment, research and development, and,
of course, we have to get our owners onside.
It’s important that when we say, ‘Everybody
put your oars in the water and row,’ that
we’re all doing it in unison,” says Clanachan.
“We strive for flawless execution. People are
often amazed at the consistency of delivery
at Tims.”
This approach has enabled the company
to successfully introduce a range of menu
items that cover every daypart — from the
Flatbread Breakfast Panini to the Tuscan
Chicken Panini, the Hearty Potato Bacon
soup and the Iced Chocolate Latte. Indeed,
the best indicator of trends in quick-service
dining is probably the Tim Hortons menu.
Often, Tims has become the dominant
player in each market — sometimes despite
research indicating that a product will

not succeed. “When we researched soups,
people would tell us, ‘I don’t think that will
fit in with my Tims.... But if Henry Ford
had asked customers what they wanted,
they’d have replied, ‘Faster horses,’” laughs
Clanachan. “If we had listened to the
research, we would never have served soup.
Today we sell more soup than any other restaurant company in North America.”
Soup is not the only product that has
proven remarkably successful. Bagels remain
a top seller, and 90 per cent of the bagels
ordered at Canadian QSRs are served at
Tims, according to The NPD Group/CREST,
year-ending February 2014. But not every
new item succeeded the first time — a notable example is cinnamon buns, which were
withdrawn and re-introduced with greater
success more recently. Perhaps the most
extraordinary example of how successfully
the chain can bring products to market is the
breakfast sandwich. Although developed and
made famous by another company, Tims has

the number-1 share of breakfast sandwich
servings in Canada today, according to The
NPD Group/CREST, year-ending February
2014. Perhaps, Clanachan suggests, because
Canadians are already there to buy their coffee in the morning.
It all started with coffee but, in 1999,
Iced Cappuccino (fondly known as the Ice
Cap) was introduced to offer guests a cool
alternative in hot weather. According to NPD
CREST data, last year nearly nine out of 10
cups of QSR frozen slush coffee beverages
sold in Canada were prepared at Tims.
Having mastered the coffee market, the
company turned its attention to tea. In 2004,
it introduced steeped tea, garnering praise
and gratitude from Canada’s tea drinkers.
“No one was doing tea properly in QSR,”
says Clanachan. “Today, three out of four
cups of tea are bought at Tims.”
The newest beverage roll-outs beginning
south of the border are iced dark roast coffee
and frozen hot chocolate. “A couple of others

It gives WOLFEworks great delight to
congratulate Tim Horton’s on their 50
years of success. Such an achievement
truly speaks to the vision, integrity, service and
commitment that Tim Horton’s provides to its
customers. Through our ongoing friendship with
Tim Horton’s, we have shared in that success and
development of great opportunities and rewards.
Success- is often defined as the achievement of
personal goals and the attainment of wealth, but
the success of Tim Horton’s demonstrates that it
can also be measured by the degree to which an
organization seeks to make a positive difference
by applying the highest personal business ethics.
Indeed, it is immensely satisfying to see a company succeed, who is so cognizant of the greater
good and defines success as giving back to their
community.

We look forward to another 50 years of success.
From the WOLFEworks Team, Congratulations!!

w w w. w o l f e w o r k s . c a
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IN 2014,
TIM HORTONS
REPORTS
THAT IT
DISTRIBUTED
MORE THAN
280-MILLION
ROLL-UP-THERIM CUPS;
THE ODDS OF
WINNING ARE
ONE IN SIX

have tried the chocolate, but we have a different twist on it,” says Mike Meilleur, EVP,
Tim Hortons U.S.A. “It’s going to be a great
product for us on both sides of the border.”

KEEPING THE SUCCESS ROLLING

It’s impossible to mention Tim Hortons’
beverages without alluding to one of the

most successful marketing programs ever
conceived in Canada — Tim Hortons’ Roll
Up the Rim. For about 10 weeks each spring,
customers enthusiastically roll the rims up
on 280-million Tim Hortons cups for the
chance to win one of six prizes, ranging from
a cup of coffee or a doughnut to a car. While
executives won’t divulge sales increases during what has become an annual Canadian
spring tradition, it’s not insignificant that
one of their major competitors chooses the
same time period to offer its coffee for $1.
Despite this catalogue of successes, Tim
Hortons isn’t resting on its laurels. “The
challenge over the next 50 years is to continue to lead, defend and grow,” says Walton.
“We need to set the pace. We need to be the
people driving the change whether in menu
or technology innovation.”
One technology innovation has been a
recently announced partnership between
Tim Hortons and Cineplex Digital Networks
to launch TimsTV, one of the largest digital

programming networks in the
Canadian restaurant and retail
sectors. The in-restaurant television channel will showcase
Tim Hortons’ content (for which
details were not available at press
time), broadcasting to 2,200 Tims
restaurants in a creative, informative and entertaining manner with
Cineplex ads interspersed within.
“This is a very competitive
field,” acknowledges Walton.
“When you’re top dog, people
come after you, so we have to
defend what we have. And we have
to keep the pace.” l
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TEAM
SPIRIT

Tim Hortons’ franchise
partners create operational
efficiencies and customer
loyalty in locations
across the globe

BY LIZ CAMPBELL

D
FEEDING THE
COMMUNITY
Tim Hortons supports its customers
in various ways —
from offering double
drive-thrus to speed
service to supporting
local sports teams

FOODSERVICEANDHOSPITALITY.COM

avid Clanachan,
COO at Tim
Hortons, is a
joker. “We’re
this 50-year-old
overnight success story,” he says,
before adding, “You’re only as
strong as your weakest link,
and our franchisees work hard
to forge strong bonds in their
communities. We all work every
day to keep that success going.”
In fact, 99.9 per cent of Tim
Hortons stores are franchised,
with very few corporate locations, (used primarily for training purposes). There isn’t a
typical Tim Hortons unit. “We
have a saying in our company,
‘We can fit in anywhere.’ It’s not
a cookie-cutter model. The canvas we’re given is what we paint
on,” says Clanachan. “Some are

1,400 sq. ft. up to 3,000 sq. ft.,
but at Esso On the Run, we can
be as little as 600 to 700 sq. ft.,
smaller than ever before. We
can deliver in smaller, more
convenient locations.”
About 65 per cent of the
restaurants offer single or
double drive-thrus to speed
service. Originally conceived to
reduce lineups in stores, customers enjoy some unexpected
benefits. In bad weather, clothing and shoes aren’t exposed;
parents don’t have to unbuckle
children and take them inside
just to grab a snack; and single
women feel safer at night not
having to exit their cars. A few
express locations are primarily
drive-thru without any significant seating.
Understandably, there is a

waiting list for franchises, but
the company is quick to stress
that ownership entails hard
work. “If we’re going to be successful, our franchisees have
to be successful,” says Roland
Walton, president, Tim Hortons
Canada. “But the owner-operator piece is critical; they have to
be hands-on.”
A network of regional managers and a National Advisory
Board, comprised of franchisees from across the country,
means decisions can be made
with input from all levels.
“Franchisee input is critical
to the process,” Clanachan
emphasizes. “That demands a
tremendous cooperative relationship with our franchisees.
We believe it’s our job to help
them, and it’s their job to carry

F&H SPECIAL SUPPLEMENT JULY/AUGUST 2014
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TIMS BY THE
NUMBERS
As of December 29, 2013,
Tim Hortons had 4,485 restaurants system-wide, including
3,588 in Canada, 859 in the U.S.
and 38 in countries that are part
of the Gulf Cooperation Council.
By 2018, Tims plans to develop
approximately 500 new locations
in Canada; 300 in the U.S.; and
220 in countries that are part of
the Gulf Cooperation Council.
Canadian Tim Hortons franchised
restaurant sales in 2013 were
$6 billion; American franchised
restaurant sales in 2013 were
$586.5 million.
The cost of a full Canadian
franchise varies from $480,000
to $510,000* (plus all applicable
taxes). At least $153,000 of
the franchise cost must be
unencumbered (cash or liquid
assets), in addition to $50,000
in working capital (also unencumbered). The remaining amount
may be financed through charCHANGE MATTERS
Tim Hortons’ new
renovated interiors are
giving its franchisee
partners a leg up as is
its evolving supply of
baked goods

the brand standard, to deliver on
the experience to each and every
customer each and every day.”
Miles Mattatall agrees. His
family owns 14 Tim Hortons
stores in Hamilton and Stoney
Creek, Ont. “That’s our job; we
get up every day to deliver,” he
says. “We have a lot of regulars,
and our staff is really good at
getting to know them and their
orders. That’s key. You can go
into some places many times
and they still don’t recognize
you, but we try to make our cus-
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tomers feel they’re special.”
Mattatall has been with Tim
Hortons for 47 years. In 1967,
his father, Edward, a friend of
co-founder Ron Joyce from
Nova Scotia, took over the
first store on Ottawa Street in
Hamilton, Ont., becoming the
first official Tim Donut franchisee. Although the unit has been
remodelled several times, it’s
still in the family. Miles recalls
watching founder Tim Horton
and Joyce laying concrete blocks
in another Hamilton store,

tered banks, upon approval of
a franchise. (*The cost of a Tim
Hortons licence may exceed
$510,000 in certain locations,
due to higher development
costs.)
In Canada, restaurants vary
in size, starting at 600 sq. ft.
(at Esso On the Run) and
between 1,900 to 3,000 sq. ft.
at a typical restaurant. In the
U.S., restaurants are slightly
smaller, 1,300 to 2,300 sq. ft.
with a typical restaurant being
approximately 1,900 sq. ft.

FOODSERVICEANDHOSPITALITY.COM
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KEEPING CONNECTED
Tim Hortons franchisees are encouraged to keep
connected to their communities through various
channels, including the Timbits Minor Sports Program

hands-on support for their first
franchisees.
As a teen, Miles spent one
weekend painting the family
store with a fresh coat of blue
and white paint. Blue and white?
Horton was a defenceman for
the Toronto Maple Leafs, so
those first restaurants were Leafs
colours. But, recognizing that
hockey players often get traded,
Joyce urged a switch to more
generic colours. It proved a wise
decision when Horton moved to
the Buffalo Sabres.
Today, Mattatall’s two sons,

Ryan and Christopher, have
taken over much of the operational side, and his step-daughter and her husband have also
joined the family business, opening two stores in Mississauga,
Ont. But even with so many
locations, the job remains
hands-on. “You have to pace
yourself. This is a 24-hour job;
it’s not uncommon to get phone
calls at 1 a.m.,” says Mattatall.
“But it’s a great business. Over
the years we’ve seen it grow into
a recognized brand. It’s very satisfying, because no two days are

ever the same, and you can measure what you do every day.”
COMMUNITY INVOLVEMENT

An important part of the role
of a Tim Hortons franchisee is a

strong commitment to the communities in which they work.
Restaurant owners are constantly
involved in local events and Tim
Hortons logos have become
ubiquitous. Tim Hortons Free

PARTNERSHIPS

Skate and Free Swim programs
with cooperating rinks and pools
allow families to spend time
together in winter and summer.
The Tim Hortons Earn-a-Bike
Program teaches lessons in
responsibility and the value of
service, rewarding deserving kids
who volunteer within their communities with a new bike.
The Timbits Minor Sports
Program is a communityoriented sponsorship program
for children aged four to eight
who participate in local house
league sports teams. More than
200,000 children are supported
in hockey, soccer, lacrosse, t-ball,
baseball and ringette teams
across Canada and the U.S. “The
program’s philosophy is not
based on winning or losing but
on learning a new sport, making
new friends and taking time out
to be a kid,” says the company’s
website.
All these activities are simply
part of the job, says Mattatall,
and at least one of his family
members has always tried to be
in the cheering section for teams
they support. It’s yet another
aspect of being a franchisee.
The responsibility could be
daunting for the wrong person.

One way the company ensures
prospective franchisees understand what to expect is to have
them meet with owners and
work in stores for different
shifts. “Not everyone is cut out
for it. The trick with franchising is to find a franchisee who
shares our vision and beliefs.
They have to have a hunger to
be entrepreneurial and want to
grow,” Clanachan acknowledges.
“The good news is the brand
owner is here to help and protect and build. But to be a successful franchisee, you have to
be engaged in the business — to
eat, sleep and breathe it.”
BEYOND CANADA

Long-term family franchises are
not unusual in Tim Hortons,
nor are multiple unit owners.
But the approach to franchising
varies enormously from one part
of the world to another. “Canada
has an entrepreneurial model;
franchisees generally start with
one restaurant, then they may
expand and get a second,” says
Clanachan. “The rest of the
world isn’t like that. We’re now
looking at partners who want to
build several restaurants, in the
U.S. and in Dubai.”

PARTNERSHIPS

NAME GAME Tim Hortons needed to gain recognition in the U.S., so its
American stores have a “Cafe & Bake Shop” descriptor added to the end of
the original brand name

The Gulf Cooperation
Council has provided fertile
ground for Tim’s franchises.
There are 38 stores in the region.
“We chose the Middle East carefully, because it was the right size
and also because there was little
like us there,” says Clanachan.
“In many other parts of the
world, other concepts like ours
were already in place and the
market was overdeveloped.”
Interestingly, the menus here
are nearly the same as Canadian

ones, with the exclusion of pork
products for religious reasons.
The turkey sausage that has
proven so successful in the
breakfast sandwich in Canada,
is having similar success in the
region.
In the U.S., franchising began
30 years ago in Buffalo, N.Y.,
where Horton was playing
before his tragic death in a car
accident. It expanded slowly, but,
in 2008, the company decided to
rethink its approach to what is
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patently a dramatically different
market to Canada.
“The U.S. is the largest, most
competitive [quick-service] market in the world. We realized that
south of the border, you have
to be famous for something.
So between 2008 and 2010 we
positioned ourselves as a café/
bakeshop,” says Mike Meilleur,
EVP, Tim Hortons U.S.A. “While
we remain respectful of our core
brand in Canada, we changed
the logo slightly, altered the seating, added flat-screen televisions
and began introducing specific
menu items like the Egg White
Breakfast Sandwich, lattes and
panini. These all launched in the
U.S. and have moved north.”
The transformation gave new
life to the brand south of the
border and rapid growth has
followed. Currently, some 280
franchisees are responsible for
nearly 900 stores in 11 states,
more than 200 of which are in
New York state. Either through
modification or new-builds,
more than 50 per cent of these
are now café/bakeshops.
“We’re at that point in the
U.S. where we have a history,
and it’s now got incredible vitality. We’re growing markets, and

we’re very close to our 1,000
restaurant goal,” says Meilleur,
but, he adds, “We’re a long way
from the brand recognition we
have in Canada. We’re still trying
to bring guests in for their first
experience. We need to build
and drive that loyalty.”
While many American quickservice restaurants woo customers with extra-large portions at
extra-small prices, Tims’ philosophy remains the same. “We
offer a fair-sized product for a
fair price,” he says. “But we keep
innovating and offering new
products to drive interest.”
Looking for new ways to
capture the market continues to
drive the chain on both sides of
the border. “Product innovation
is at the heart of our DNA,” says
Bill Moir, chief brand and marketing officer for Tim Hortons.
“Today, a new generation of
young people, who came into
our stores with their parents,
[is growing up]. And they love
the new products we’re bringing
out now, like steak-and-cheese
panini. But we have to work on
it every day. Complacency is the
enemy of greatness; you have to
remember the work it took to
get you there and keep it up.” l
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TIM HORTONS CHILDREN’S FOUNDATION

RAISING
THEM UP

The Tim Hortons Children’s Foundation raises
millions to benefit disadvantaged youth

A

BY LIZ CAMPBELL

sk the average Canadian
what happens to the coins
they drop into the boxes in
Tim Hortons stores, and
most would say something
about summer camps for needy kids. But
the $7 million raised annually through this
one source provides more than a summer
vacation.
“It looks like a summer camp but below
the surface, it’s meant to address something deeper,” says Dave Newnham, VP and
executive director at Tim Hortons Children’s
Foundation. “Poverty has many roots. We try
to address the cultural roots, to help them
find a sense of their own capabilities and the
possibilities these might open for them. We
want to help them become healthy, contributing members of their communities.”
Founded in 1974, after the death of the
chain’s founder, the Tim Hortons Children’s
Foundation (THCF) is a registered charity in Canada and the U.S. “There were 40
franchisees back then, and they wanted to
remember Tim,” says Newnham. “They
decided to do something for low-income
kids, because that was his background, and
Tim loved kids.”
Most of the $30-million operating budget is raised by franchisees with corporate
support. Restaurant owners donate all the
money from coffee sales during Camp Day,
an annual fundraising event held in June.
Most also have additional fundraising activities during that day — anything from face
painting to silent auctions. This year, a total
of $11.8 million was raised.
But franchisees do more than raise funds
for the Foundation. Many have helped build
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one of the seven camps (six in Canada and
one in the U.S.). And, more importantly,
because local franchisees and their employees know their communities, they partner
with youth-serving organizations such as Big
Brothers and Big Sisters or with local schools
to select kids they feel will benefit.
About 5,000 children, aged nine to 12,
attend the summer camps annually. But
programs run throughout the year, bringing
a further 10,000 elementary to high-school
children for three- or four-day experiences.
An additional 1,100 young people, aged
13 to 17, attend youth leadership programs,
which teach them skills in handling everything from wilderness expeditions to résumé
writing. A youth starting these programs at
age 13 can attend for five years. In between,
each teen is required to do community service work. “Because they must also do volunteer work when they get back, the ripple
effect is huge,” says Newnham. “It’s really

making a difference in not just their lives,
but in the lives of others within their homes,
schools and their community.”
When they graduate from the program,
the kids are eligible for a bursary of $3,000
every year that they attend college or university. “It’s a way for us to encourage them
to think in new ways about how to prepare
themselves for the future,” says Newnham.
“Often, they are the first member of [their]
family to get higher education.” Since 2003,
more than $3 million in bursaries has been
awarded.
Newnham, who has been with the
Foundation for 12 years, has seen the effects
first-hand. “It’s amazing to see such tremendous support from everyone from corporate
employees and restaurant owners to those
who work in the restaurant and, of course,
our customers,” he says. “And, it’s incredibly
rewarding to be part of something that has
such a significant impact on kids.” l
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Food Safety...Safe Business
Is it a Fad?
Is it a Trend?

No...It is a structural change in the
foodservice marketplace.

Great
Training
Programs
Don’t be left behind...

TrainCan oﬀers three levels of nationally
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food safety training in Canada
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Disponible en français

Find out how you can implement a food safety training program
Contact TrainCan Inc.
Vancouver, Toronto, Ottawa, Halifax
888-687-8796, 416-447-9588
info@traincan.com, www.traincan.com
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ICONS & INNOVATORS

MAKING
A MARK
Tim Hortons’ new
president and CEO,
Marc Caira, shares
strategy, innovations
and his plans for the
company in this
highlight from F&H’s
Icons & Innovators
Breakfast series
INTERVIEW BY
ROSANNA CAIRA

ROSANNA CAIRA:
Why, after a
self-imposed
retirement, are
you now leading
the country’s
number-1 brand?
MARC CAIRA: I was
very fortunate to have
worked for a company
like Nestlé for so many
years, to have left Nestlé
after 25 years. I was also
very fortunate to hook
up with Parmalat, and I
FOODSERVICEANDHOSPITALITY.COM

had six wonderful years
with them. I was invited
to return to Nestlé ... but
it also meant moving
to Switzerland … and
I made it very clear I’d
make a commitment for
five years and then I’d
come back…. I finally
convinced Nestlé it was
okay to retire at 58. I
retired to come home.
Was I going to do something? Absolutely.
The Tim Hortons
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opportunity came up
after the fact, when it
was announced that I
was retiring. Paul House
called me and said ‘Marc,
we’ve known you since
1977, and we’ve watched
you. I came back here
as an interim president
and CEO, and I see that
you’re retiring — you

should come and talk
to us. We’re looking for
a CEO.’ The first time, I
said no ... but he insisted,
so I made the trip to
Toronto, and I also
met with another very
interesting individual
named Frank Iacobucci
[lead director on the
Tim Hortons Board]. It

ended up that Frank’s
mother and our family
came from the same village in Italy. There was
an instant connection.
By the time Frank was
finished with me, and
Paul was finished with
me, we came to an agreement that I would join
Tim Hortons as president

and CEO.
RC: What do you
say to people who
say you don’t have
enough operations
experience?
MC: They’re right. I
don’t have restaurant
experience. It’s the truth
— having said that, when

you look at the role of
a CEO today, it’s very
different than it was a
few years ago when I
started in the industry.
[It] encompasses a lot,
including being able to
interact and engage with
shareholders, being able
to engage with the industry. A lot of the governance stuff that we didn’t
worry about in the past
is very important to me.
It’s very difficult to find
someone who’s going to
tick all the slots. And I
think the Board tried….
I have one of the best,
strongest teams at Tim
Hortons — the management team. And there is
a lot of strength on that
team. So I don’t have to
be strong operationally;
I bring strength in other
areas. Perhaps we need
to have more focus on
strategy; perhaps we need
to better understand
the consumer, maybe a
bit more focus on the
marketing side, which
is something I’m more
familiar with.
RC: What is your
vision for the brand?

Congratulations Tim Horton’s on your 50th Anniversary
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ExVection

™

Congratulations,
Tim Hortons, for
50 great years!
Tim Hortons exclusive new
high speed toasters, the
Ex6220 and the Ex6220-DD,
are the world’s fastest
forced air toasters.
ExVection™ is a new generation of toasting
technology. By converting the waste heat
from the toaster to forced convection in
a highly efficient method of heat transfer, the
Ex6220 and Ex6220-DD toasters are able to
produce superior toasting in record-setting time.
And if that doesn’t convince you, here are
6 more reasons you should own one.

Ex6220

• High speed. Toast bagels in 12-15 seconds;
Double sided toast in 15-20 seconds
(Ex6220-DD)
• Precision controls for perfect toast settings
• Pre-programmed buttons allow ease of
operation
• No quartz glass elements (longer life and
fewer parts replacement)
• Sturdy all stainless steel construction
• Two year warranty*
*Contact us for full details

7950 Cameron Drive, Windsor, CA 95492, USA
1-800-643-2656 •1-707-284-7100 • Fax 1-707-284-7430
www.nieco.com • email: sales@nieco.com

Ex6220-DD
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MC: There are some
challenges we have to
address, but this is not a
transformational challenge; it’s what I would
call an evolutionary
challenge…. My responsibility is to build on a
solid foundation that this
brand enjoys today, and
bring it to the next level.
Not alone, but with the

help of my colleagues….
We need to instill urgency in terms of getting
things done and moving
on. Tim Hortons was
known for being bold
and daring and different.
You’re going to see more
of that Tim Hortons in
the future. One of the
first things I did when I
got here was, we jumped

on an airplane and
went to 21 cities in 11
days, and met with the
most important people
in our business — our
franchisees. They’re the
frontlines. We listened to
them, and we engaged
them. What I heard was
we need to be more
aggressive, we need to act
like the leaders we are, we

need more innovation.
Coffee is our sacred cow,
and we’re going to be
more aggressive on coffee. We will control the
agenda on coffee. This
is a fantastic brand that
needs to assert itself….
The role of the head
office is to support the
markets. Our job is to
make sure the markets

ICONS & INNOVATORS

win, to make sure the
restaurants win.
RC: How would you
define Tim Hortons
today?
MC: This restaurant
looks completely different than it did five years
ago. You have to keep
evolving to meet the
needs of your consumers,
and you have to know
and anticipate where that
consumer is going. That’s
one of the challenges.
I’d say that a lot of our
success in the past is that
we’ve built new restaurants, and we’ve expanded very quickly. We’ve got
3,500 in Canada, 800 in
the U.S., and some in the

Middle East. So, a lot of
our growth came from
building new restaurants…. But you’re going
to have to look for new
ways to grow. And here
we talk about same-store
sales and innovation. It’s
innovation that is T:3.375”
differ-

entiated. A lot of people
can innovate, but what
makes your innovation
so different that it’s going
to make the consumer
come to you? One of the
criticisms I have of this
industry is that we’re all
starting to look the same.

S:2.875”

Congratulations

50 YEARS AGO...

for

...marked the beginning of two of Canada’s most
iconic brands. Congratulations, Tim Hortons, on your
continued success! McCain is proud to be your partner.

SPECIALTIES INC.

Pioneers of “Direct Addition Flavor Technology”
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And we’re all trying to
compete on price and
who’s got the lowest price
in the market. And that’s
dangerous, because once
you get on that road,

there’s no telling when
you’re going to hit the
bottom.
RC: How are you
going to innovate?

MC: Consumer insights,
consumer intelligence
is critical. You’re going
to see us increase that
significantly…. More and
more people are look-

NOW
AVAILABLE
ON VIDEO
Did you miss the May
1st Icons & Innovators’
interview between F&H’s
editor/publisher Rosanna
Caira and Marc Caira,
president & CEO,
Tim Hortons?
Don’t fret, you can now
watch video excerpts
from the interview by
visiting foodserviceand
hospitality.com

ing for healthier options,
and we have to be sure
we offer that. Technology
is another area — we’ve
been slow with technology. The last six months,
we’ve sped up. When
you look at these new
consumers, they live off
the smartphone. We have
to accommodate that. So
we have. We have mobile
payments, pre-payments,
you can order off your
mobiles now. We’re going
from 11 POS to one
POS. [There’s our new]
Double-Double card, our
new loyalty card [due
out in the summer]. It’s
a credit card that you get
for free. You can go into
Future Shop and push

this little button to activate the credit card, buy
a TV for $1,000, and one
per cent of that purchase
price will be credited to
your Tim card. Then you
can go next door to Tim
Hortons, push a button,
and use it as a Tim’s card.
This is an example of differentiated innovation,
and that’s what we’ve got
to do.
RC: What’s the
solution to recent
declines in out-ofhome coffee consumption?
MC: The market is
down, but it’s also a very
fragmented market. Two
quarters is not really an

CONGRATULATIONS
AND BEST WISHES
TO TIM HORTONS
ON THEIR 50TH
ANNIVERSARY.

Save the date for the next instalment of the Icons
& Innovators Breakfast Series — October 1, 2014,
featuring Mark McEwan, chef/owner
The McEwan Group.
To order tickets, visit kostuchmedia.com

Est. 1966

Astron Specialty Metals Ltd.

www.astronmetals.com
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indicator…. One of the
criticisms I had is ‘We
have 76-per-cent share of
this business, but we’ve
had one blend for 50
years.’ In this environment, you can’t do it
with one blend anymore.
We’re testing some new
blends that we hope to
roll out. We’re testing
some new equipment
we’re hoping to roll out.
Coffee is our sacred cow.
We’ve let other people try
and control the agenda,
but that ain’t going to
happen anymore. We’re
going to drive this thing
now.
RC: What growth do
you anticipate?

MC: Five hundred restaurants between now
and 2018, but that’s just
the beginning. If you
walk around downtown
Toronto, we’re not happy
with the number of
restaurants. It’s not just
Toronto — it’s urban
centres. This brand
started in small communities and worked its way
in, but we haven’t really
penetrated areas like
Toronto and Vancouver.
So, there will be more
focus in urban centres.
You’re going to see
smaller formats, smaller
footprints, smaller boxes,
kiosks. In downtown
Toronto alone, between
Jarvis, University, Bloor
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and Lakeshore, we’re
going to have 50 new
restaurants over the
next couple years. Our
business will always be
restaurants, but there
are also opportunities to
take our business beyond
restaurants.... We’re going
to take single-serve from
not only being available
in our restaurants but
also available in other
channels. [We are introducing] Tim Hortons
single-serve coffee in
supermarkets. And there
will be other products to
follow. Ready-to-drink is
another area — one of
the fastest-growing areas.
Our focus, our heritage
is coffee. But why should

we not have ready-todrink coffee beverages
from Tim Hortons in
other stores, in convenience stores?
RC: How is
expansion faring
in the U.S.?
MC: We weren’t happy
with our performance in
the U.S. But we learned
things about the U.S.
business. First and foremost, it’s not the same
as Canada…. You have
to respect the fact that
there’s no such thing
as a global consumer.
Consumers are local
with local taste. So we
put a team in place that
does nothing but focus

on the U.S. And the
head of that team is our
president for the U.S.,
Mike Meilleur…. We
did extensive research of
those markets that we’re
in and the good news is
we have two things — we
have awareness and we
have convenience. People
know who we are and
what we stand for.
RC: You have a
different name
in the U.S.
MC: In Canada, everyone knows who we are.
In the U.S., very few people knew who we were,
so we had to establish an
identity, which is Cafe &
Bake Shop. So, our busi-
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us to go faster than we have in
the past.

ness in the U.S. is really a morning business, a breakfast and
coffee business. The fact that we
have awareness and convenience
tells us that the challenge we
have is to build loyalty beyond
the morning daypart…. The
other strategy — we’re not going
to use our own money anymore.

We’re going to align ourselves
with the right partners. People
who not only have capital, but
people who understand the market, people who have access to
real estate, media, supply chain.
It’s a slightly different model
than what we’re accustomed,
but it’s a model that will allow

RC: What does the U.S.
expansion look like?
MC: I think we said 300 for
the next five years. To me, the
important thing is not how
many restaurants you’re going to
open, but that you have almost
900 restaurants today. How do
you maximize those? The way
we’re going to get that return
is to build business beyond the
breakfast daypart.
RC: You also have units
in the Gulf Cooperation
Council.
MC: The partner there is somebody called The Apparel Group.
And these people know the market intimately, they have access

to real estate, they control a lot
of the malls, they have access to
media, they have a lot of money,
and they believe in the brand.
It was an opportunity to align
with the right partners in a very
important part of the world,
since it’s a gateway, and it’ll get
us a lot of exposure. We didn’t
put any capital in — the capital
is put in by our partner, and we
take a royalty. Each month we
get a cheque. It’s a model we’re
looking to expand in other parts
of the world, so that’s something
to look forward to in the coming
months. l

For video clips from F&H’s
Icons & Innovators interview
with Marc Caira, visit
foodserviceandhospitality.com.

FOODSERVICE AND HOSPITALITY
SALUTES TIM HORTONS ON ITS
50TH ANNIVERSARY
Congratulations on achieving this milestone and for
being one of Canada’s most enduring iconic brands.

Here’s to
another 50
years of
success!
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Thank you

for your support
as we celebrate

50 Years Fresh

