
Canadian Tire Corporation 
to Acquire Helly Hansen 

May 2018 



  

This presentation contains forward-looking information within the meaning of applicable securities legislation, which reflects management's current expectations regarding future 
events and the proposed acquisition. All statements other than statements of historical facts included in this document may constitute forward-looking information, including but not 
limited to: statements concerning the expected benefits of the proposed acquisition, such as growth potential, international expansion, accretion, potential extension of the Helly 
Hansen brand across multiple banners, acceleration of CTC's owned brand expansion and the realization of synergies; the expected timing of the proposed acquisition, if completed; 
CTC’s financing flexibility; CTC’s maintenance of its investment grade credit rating; the expected continuation of CTC’s share repurchase program; and management’s expectations 
relating to possible or assumed future prospects and results, CTC’s strategic focus areas and priorities, including  its owned brand strategy and the alignment of the proposed acquisition 
with CTC's strategic focus areas, and the economic and business outlook for CTC. Often, but not always, forward-looking statements can be identified by the use of forward-looking 
terminology such as “may”, “will”, “expect”, “intend”, “believe”, “estimate”, “plan”, “can”, “could”, “should”, “would”, “outlook”, “forecast”, “anticipate”, “aspire”, “foresee”, 
“continue”, “ongoing” or the negative of these terms or variations of them or similar terminology. Forward-looking statements are based on the reasonable assumptions, estimates, 
analyses, beliefs and opinions of management, made in light of its experience and perception of trends, current conditions and expected developments, as well as other factors that 
management believes to be relevant and reasonable at the date that such statements are made.  
  
By their very nature, forward-looking statements require management to make assumptions and are subject to inherent risks and uncertainties, which give rise to the possibility that 
CTC’s assumptions, estimates, analyses, beliefs and opinions may not be correct and that CTC’s expectations and plans will not be achieved. Although CTC believes that the forward-
looking information in this document is based on information and assumptions that are current, reasonable and complete, this information is necessarily subject to a number of factors 
that could cause actual results to differ materially from management’s expectations and plans as set forth in such forward-looking information for a variety of reasons. Some of the 
factors – many of which are beyond management’s control and the effects of which can be difficult to predict – include: (a) the risk that Helly Hansen’s business will not be integrated 
successfully; (b) the possibility that the anticipated benefits and synergies from the proposed acquisition cannot be realized or may take longer to realize than expected; (c) the ability of 
CTC and Helly Hansen to maintain relationships with customers, suppliers and other business partners; (d) the risk that regulatory approvals required for the proposed acquisition are 
not obtained, or are obtained on unfavorable terms; (e) the risk that regulatory approvals may delay the proposed acquisition; (f) the risk that a condition to the closing of the proposed 
acquisition may not be satisfied or the acquisition agreement may be terminated prior to closing; (g) risks associated with the loss and ongoing replacement of key personnel; (h) the 
diversion of management time and attention on the proposed acquisition; (i) credit, market, currency, operational, liquidity and funding risks generally, including changes in economic 
conditions, interest rates or tax rates; and (j) risks and uncertainties relating to information management, technology, supply chain, product safety, changes in law, competition, 
seasonality, commodity price and business disruption. Management cautions that the foregoing list of important factors and assumptions is not exhaustive and other factors could also 
adversely affect CTC’s results. Investors and other readers are urged to consider the foregoing risks, uncertainties, factors and assumptions carefully in evaluating the forward-looking 
statements and are cautioned not to place undue reliance on such forward-looking statements. 
  
For more information on the risks, uncertainties and assumptions that could cause CTC’s actual results to differ from current expectations, please refer to sections 7.2.4 (Retail segment 
business risks), 12.0 (Enterprise risk management), 6.1 (Three-Year (2018-2020) financial aspirations) and all subsections thereunder of CTC’s Management’s Discussion and Analysis for 
the year ended December 30, 2017. Please also refer to section 2.11 (Risk Factors) of CTC’s Annual Information Form for fiscal 2017, as well as CTC’s other public filings, available on the 
SEDAR (System for Electronic Document Analysis and Retrieval) website at www.sedar.com and at www.corp.canadiantire.ca. 
  
The forward-looking information contained herein is based on certain factors and assumptions as of the date hereof and does not take into account the effect that transactions or non-
recurring or other special items announced or occurring after the statements are made have on CTC’s business. CTC does not undertake to update any forward-looking statements, 
whether written or oral, that may be made from time to time by it or on its behalf, to reflect new information, future events or otherwise, except as required by applicable securities 
laws. 
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Strategic Recap: CTC Vision 

Customers  
Unique product assortments  

with execution against  
Net Promotor Score (NPS) targets 

Employees  
Talent Development and Engagement 

driving Best Workplace Brand and 
“capability” to execute our strategy 

Shareholders 
One Company Strategy  

delivering top quartile Total  
Shareholder Return (TSR) Growth 

 Vision: #1 Retail Brand in Canada  

Achieve our vision by delivering for  
our key stakeholders 

 

Brand & 
Product 
Portfolio  

Customer 
Experience 

Financial 
Discipline 

Talent Platforms 

Strategic Focus Areas 



I. Continue to introduce new, innovative and improved 

products and categories 

II. Strengthen the owned-brand portfolio 

I. Drive sales and profitability 

II. Improve efficiency in core functions 

III. Disciplined and balanced capital allocation 
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  Prepare Canadians for the “Jobs and Joys of Life in 

Canada” 
 Own seasons/occasions across Canada 
 Curate unique assortments through national and 

owned brands  
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I. Develop talent and expertise in critical areas 

II. Build core leadership capabilities Ta
le

n
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 1700+ retail outlets 
 Unique Dealer model – community connection 
 Triangle Rewards, Financial Services 
 Technology and data for new world retailing 
 World class Supply Chain and Logistics 

I. Environmental sustainability and community 

II. Loyalty and credit card programs 

III. Business models, processes and technology P
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I. Customer in-store/digital experience 

II. Deliver on initiatives informed by Net Promoter Score (NPS) 
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 One of Canada’s most respected brands 
 National and local Net Promoter Score - online and 

instore  
 Deeply rooted community branding 
 Canada’s company, Canada’s store 

 Invest in the core business 
 Maintain investment grade credit rating 
 Support Total Shareholder Return aspirations 
 Pursue long term growth through acquisitions 

 Top talent  for top roles 
 Drive ‘Best Workplace’ brand 
 Continuous pipeline of talent 

Strategic Recap: CTC Focus Areas 



 Since the 1930s, CTC has sourced product directly 
from suppliers to sell under its own brand names 

 Over time, CTC has proven its brand building and 
marketing expertise 

 CTC continues to enhance capabilities in product 
design, innovation and sourcing 

 Owned brands now represent a core element of CTC’s 
growth plans in Canada and abroad 

 Since 2016, CTC has been accelerating acquisitions of 
national brands as well as its own brand development 

 Owned Brand strategy is enabled by One Company 
focus, aligning assets and capabilities under a single 
operating structure 

 CTC continues to seek acquisitions which will bolster 
growth and capabilities 

 

CTC Top Owned Brands 
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Core element of our growth strategy in Canada 

Recent Brands Acquired 

Strategic Recap: Owned Brands 



  

Accelerates CTC’s Ability to Distribute Current and Future Owned Brands Internationally 

Strengthens CTC’s Core Outdoor and Workwear Businesses Across Multiple Retail Banners  

Immediately Accretive to CTC with Strong Revenue and EBITDA Growth Trajectory  

Adds a Leading Global Brand in Sportswear and Workwear that Professionals Use and Trust  

Supports CTC’s Vision of Becoming the #1 Retail Brand in Canada 

Acquisition Highlights 
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Sailing Mountain Urban Baselayer Workwear 

Helly Hansen has a History of Product Innovation and Awards 

1877 

Protective 
Layer 

1961 

Thermal 
Layer 

1970 

Lifa® Base 
Layer 

1984 

HellyTech® 
Fabric 

2012 

H2Flow™ 
System 

2017 

Life  
Pocket™ 

2018 

Lifaloft™ 

2013+ 

Awards 

The Helly Hansen brand has strength across multiple segments which require technical excellence 

Skiing 

Helly Hansen Overview 
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 Founded in 1877 and based in Oslo, Norway 

 Trusted and celebrated global brand that 
professionals use and trust 

 Global leader in technical performance products 
from the Sea to the Mountains 

 Key distribution centres in the USA and Netherlands 

 Sold in over 40 countries around the world 

 Wholesale, store network and ship-to-home 
eCommerce fulfillment capabilities globally 

 Generated Revenue and EBITDA CAGRs of 12% and 
36%, respectively, over the past 3 years 

Urban 

“Helly Hansen makes professional grade gear so 
that people can stay and feel alive” 

Sportswear 

Workwear 

Helly Hansen Overview 
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 Clear market leader in technical sailing sportswear 

 Iconic performance brand with premium, “hero” appeal; 
leading choice of professionals 

 Active in sailing, equestrian, hunting, lifestyle and 
adventure categories 

 High technical performance and leading fabrics 

 More than doubles U.K. sales and solidifies U.K. distribution 
platform for Helly Hansen products 

 Complementary brand appeal to Helly Hansen 

 Enhances Helly Hansen’s capabilities (e.g. product design, 
global sales and shared services) 

Helly Hansen acquired Musto in 2017, establishing a platform for distributing new brands 
through its existing wholesale channels 

Helly Hansen Overview 
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  Revenue by Channel Revenue by Top Geography 

Direct to  
Consumer 

Wholesale 

Note: Figures by channel and category exclude Musto, which is primarily a wholesaler within the sailing category 

U.K. Canada Norway Spain Germany U.S. Sweden France 

Core Markets 

Revenue by Category 

Mountain 

Skiing 

Baselayer 

Sailing 

Urban Workwear 

Omnichannel operator with a focus on wholesale 

Primarily sportswear with a workwear component 

Sportswear 

Sells product in 40+ countries with 5 core markets 

Helly Hansen Overview 
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Historical Operational EBITDA 

36%  
CAGR 

2014 2016 2017 2015 

Generated a 3 year Operational EBITDA CAGR of 36% and 
a Revenue CAGR of 12%  

 Focused on profitable growth and improving margin 
across key channels and geographies 

 Emphasized revenue quality through reduction in 
style and colour count 

 Made selective,  quality investments in capabilities, 
infrastructure and people 

 Executed successful marketing campaigns with strong 
brand partnerships 

 Focused on distribution and sourcing savings from in-
house excellence 

 Improved working capital through growing a quality 
order book and inventory  reduction 

Drivers of Recent Performance 

Continues to experience growth year over year with a track record of strong performance 

LTM Revenue of ~$500M 

LTM Operational EBITDA of ~$50M 

Note: LTM Operational EBITDA and Revenue figures represent last twelve months of  unaudited financial performance results as of March 31, 2018, prepared by HH management. 

Helly Hansen Overview 
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Acquisition Aligns With Strategic Focus Areas 

I. Continue to introduce new, innovative and improved 

products and categories 

II. Strengthen the owned-brand portfolio 

I. Drive sales and profitability 

II. Improve efficiency in core functions 

III. Disciplined and balanced capital allocation 

B
ra

n
d

 &
 

P
ro

d
u

ct
 

P
o

rt
fo

lio
 

 Adds leading, complementary brand 

 Enhances product development and distribution 

 Increase Helly Hansen sales at CTC banners 

 Utilize CTC sourcing to reduce product costs Fi
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I. Develop talent and expertise in critical areas 

II. Build core leadership capabilities Ta
le

n
t  Proven management team 

 Strong culture fit 

 Adds international wholesale capabilities 

 Global eCommerce ship-to-home capabilities 

I. Environmental sustainability and community 

II. Loyalty and credit card programs 

III. Business models, processes and technology P
la
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 Strong NPS scores in key markets 
I. Customer in-store/digital experience 

II. Deliver on initiatives informed by Net Promoter Score (NPS) 
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Acquisition Supports Core Business 

Outdoor Apparel and 
Equipment 

Outdoor and Industrial 
Apparel and Footwear 

Outdoor Apparel 
and Footwear 

CTC and Helly Hansen share complementary capabilities that strengthen overall branding, design, innovation, sourcing 
and sales, creating a true international, multi-category brand company 

Leading Outdoor 
and Industrial Brand 

Capabilities Transferrable to CTC 

 Adds leading outdoor and workwear brand 

 International market access/operations    

 Wholesale and account management 

 Soft goods product design and sourcing 

 International brand management 

 Profitable, international expansion expertise 

 

Capabilities Transferrable to Helly Hansen  

 Financial strength for continued investment 

 Network of 1,700 stores and 300+ categories 

 Hard goods product design and sourcing 

 Digital and retail analytics capabilities 

 Ability to manage multiple brands 
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Acquisition Adds Growth Opportunities 

 Helly Hansen has a complementary international footprint that can accelerate CTC’s owned brand expansion 

 Helly Hansen’s products are distributed to regions with similar climates and consumer demand profiles as Canada 

 CTC’s range of relevant brands and products can be sold through these international channels 

Regions Where Helly Hansen and Musto 
Product is Sold 

Helly Hansen Headquarters 

Key Distribution Centres 

Musto Headquarters 
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Invest in core business to grow customer relevance, share of wallet, and operational efficiencies 

Maintain investment grade credit rating 

Support Total Shareholder Return aspirations through dividend and share repurchase program 

Pursue additional long term growth through acquisitions that strengthen our product / service 

and experience offerings, and offer a platform for international expansion  

Acquisition Supports Financial Aspirations 

Acquisition of Helly Hansen aligns with CTC’s capital allocation priorities 

CTC remains committed to its published 2018-2020 aspirations and expects to complete its 
previously announced share repurchase program in 2018 

 

 

 

 

CTC Capital Allocation Priority 
Supported by 
Acquisition 
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Acquisition Immediately Accretive 

Purchase Price 

Financial 
Flexibility 

Approvals 

 $985 million for the company that owns and operates the Helly Hansen brands and 
related businesses 

 Assuming approximately $50 million of operating debt, net of cash  

 CTC expects to maintain its current investment grade credit rating 
 Multiple financing options available to CTC 

 Subject to usual closing conditions 

Accretion 
 Immediately accretive to EPS, EBITDA and Cash Flow (before synergies) 
 Strong EBITDA and revenue growth trajectory 

Expected Close  Q3 2018 

17 

Transaction Terms & Financing 



  

Accelerates CTC’s Ability to Distribute Current and Future Owned Brands Internationally 

Strengthens CTC’s Core Outdoor and Workwear Businesses Across Multiple Retail Banners  

Immediately Accretive to CTC with Strong Revenue and EBITDA Growth Trajectory  

Adds a Leading Global Brand in Sportswear and Workwear that Professionals Use and Trust  

Supports CTC’s Vision of Becoming the #1 Retail Brand in Canada 

Acquisition Highlights 
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