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Sears is Canada’s largest single retailer of general

merchandise, with department and specialty stores as well as

catalogue locations across Canada. The Company

emphasizes quality and service in appealing to a broad

cross-section of Canadian consumers.

The Company’s vision is to be Canada’s most successful

retailer by providing our customers with total shopping

satisfaction, our associates with opportunities for career

advancement and personal growth, and our shareholders

with superior returns on their investment.
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Financial Highlights

Total 
Revenues

($ millions) ($ millions) ($ millions)

Earnings (Loss)
from Operations 
(Before Unusual items 

and Income Taxes)

Shareholders’
Equity

For the 53 weeks ended January 3, 1998 and the 52 weeks ended December 28, 1996 1997 1996

RESULTS FOR THE YEAR (in millions)

Total revenues $ 4,584 $ 3,956 

Interest expense 86 96

Earnings from operations 

before unusual items and income taxes 215 70 

Unusual items expense - 45 

Income tax expense 99 16

Net earnings 116 9

YEAR END POSITION (in millions)

Working capital $ 971 $ 741 

Total assets 3,007 2,734

Shareholders’ equity 1,042 949 

PER SHARE OF CAPITAL STOCK (in dollars)

Net earnings $ 1.10 $ 0.09 

Dividends declared 0.24 0.24

Shareholders’ equity 9.84 8.98 
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1997 was an outstanding year for our Company. Revenues increased 15.9% to $4.6 billion,

contributing to the best performance in our 45 year history. Most importantly, earnings more than

tripled and at $116.5 million also represent a new high for our Company.

These results are extremely gratifying for all of us as our customers responded to our efforts to

improve their shopping experience in the numerous sales and merchandise distribution channels

that make us uniquely Sears. A key measure of our success is our strong sales gain in stores open

for at least a year. Sales increased 14.7% during 1997, more than double the 6.4% posted by 

the industry.

The dedication of our 39,000 associates from coast to coast is at the core of our success and their

satisfaction with Sears as a Great Place to Work continues to improve. We are committed to

creating a winning team that treats every person with dignity and challenges them to place

customer satisfaction as their top priority in everything they do.

LEVERAGING OUR STRENGTHS FOR GROWTH

Delivering a superior return to our shareholders is also squarely embedded in our goals, benefiting

investors and associates alike. We are especially pleased that Sears shares posted a total return of

98% in 1997.

Last year I had indicated in my message to shareholders that the growth of our business was a key

focus for us over both the short and longer term. Buoyed by a much improved economic

environment in Canada, our strategies to grow our Company and create value by leveraging the

strengths that make us uniquely Sears are clearly working.

Without exception, all of our sales channels posted strong growth, well in excess of the market.

We are focused on the continuous improvement of our business strengths which include our

reputation for trust, integrity and value, as well as our excellent store locations, our growing 

stable of private and national brands and our portfolio of high quality Sears Card charge 

account receivables.
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was an outstanding year for our Company.

Revenues increased 15.9% to $4.6 billion, contributing to the best

performance in our 45 year history. Most importantly, earnings

more than tripled and at $116.5 million also represent 

a new high for our Company.

Paul S. Walters,

Chairman & CEO
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Our continuing challenge is to use these unique resources

to better serve our target customer and build a lifelong

relationship with her and her family.

Our full-line store repositioning strategy, launched in the

all-important Greater Toronto Area (GTA) market earlier

this year, is an important example of our commitment to 

make the Sears proposition more attractive to her on 

every dimension.

These repositioned stores have performed exceptionally well

both during and after their transformation, and we believe

we have a compelling format with which to move forward.

As a result, in 1998 we will reposition a further 14 stores in

major markets across Canada including Vancouver,

Edmonton, Toronto and Montreal.

Our catalogue business had an exceptional year and was

solidly profitable on a stand-alone basis. Our Christmas

Wish Book, the biggest ever in our history, was a huge

success reflecting our commitment to expand our

merchandise assortments, value and service delivery to 

millions of customers in some of Canada’s remotest

communities.

OFF-MALL STRATEGY EXTENDS OUR PRESENCE

Our dealer store format now includes 79 locations, an

addition of 19 stores over last year. These stores take the

best of Sears, our strength in merchandise categories like

appliances and lawn and garden equipment, and combine

them with our world class brands such as Craftsman and

Kenmore. Our strategy here is to continue to grow our

market leading share of these businesses by extending our

presence further into the market by making store access

easier for our customers.

In 1997 we continued the development of our successful

Sears Whole Home Furniture Stores. We added 4 stores

over the past year, concentrating on the Greater Toronto

Area market.

In two of these locations we added our Sears Brand Central

major appliance assortment and expanded the stores by

25%. Coupled with Canada’s broadest furniture assortment

under one roof, this represents a substantial growth

opportunity for us. In the coming year our plans are to

accelerate the growth of this format by tripling the number

of locations. In 1998 we will open Sears Whole Home

Furniture Stores featuring Sears Brand Central in British

Columbia, Alberta, Ontario and Quebec.

Home services will also play an important role in the 

future growth of Sears. In this highly fragmented business

where reputation is paramount, we are ideally positioned to

serve our customer base via Sears 2,800 repair technicians

and a network of home improvement and home

maintenance specialists, together making more than a

million home visits annually.

4
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GIVING CREDIT WHERE IT IS DUE

The Sears Card is one of the most important ways 

we strengthen our relationship with our 8 million 

customer households.

Our Credit business continues to perform very well and

providing credit is critical to the ability of moderate-income

families to finance the purchases they require. Our portfolio

of charge account receivables is of very high quality and we

enjoy one of the lowest write-off rates in the industry.

While 1997 represents a year of substantial progress for our

Company on all fronts, we are nevertheless well aware that

we have much work ahead of us. The consumer recovery is

still somewhat fragile and our year-over-year comparisons

will now become more difficult.

We are extremely appreciative and proud of the support 

we have received from our associate team and from our

supplier partners who share our commitment and vision for

sustained growth in revenues and earnings.

The confidence within our organization continues to build

and when combined with dedication and effort, success is

usually the result. On behalf of all of our management and

associates we thank our shareholders for their support of

our business and rededicate ourselves to providing you with

the return on your investment that you expect and deserve.

I would like to express my gratitude to Harold Corrigan for

his contribution to Sears Canada during his 18 years on the

Board of Directors and to extend my warmest wishes for

his good health and happiness in his retirement. On a

sadder note, Sears Canada would like to reflect on the

passing of Michel F. Bélanger, a distinguished Director of

our Company for almost 20 years.

In addition to Mr. Bélanger’s significant contribution to the

growth and success of Sears Canada, he also played an

important role in the business community and political life

of Quebec and Canada. He held various positions in the

Provincial Civil Service and was one of the principal

architects of the nationalization of Quebec’s hydro-electric

resources and the establishment of Hydro-Quebec. A

former Chair of the National Bank of Canada, he became

well known in the early 1990s when the late Premier

Robert Bourassa recruited him to serve as Co-Chair of the

Bélanger-Campeau Commission on Quebec’s constitutional

future. His last prominent role was as Co-Chair of the NO

Committee in the 1995 Quebec Referendum Campaign.

His sound advice and counsel were of constant help and

guidance to the management of our Company. We will all

miss him greatly.

Paul S. Walters,

Chairman & CEO
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H    How did Sears achieve growth this year at a rate above market growth, and significantly improve

shareholder return? The bottom line: in 1997, Sears became more relevant to its customers.

“To move our business into the future, our first step was to better understand who our customers were,” says Paul Walters,

Chairman and Chief Executive Officer. “She is a woman, 25 to 54, the CEO and CFO of the family. She is the leader who

makes 80% of the family’s buying decisions even in categories like automotive, electronics and appliances. Another key

customer segment is the 18-25 year olds, who are making major changes in their lives, moving into new homes and

entering into new relationships. In many ways, Sears is the store for every generation.” 

REINVENTING THE SHOPPING EXPERIENCE 

Concurrently, Sears adapted a number of the successful strategies of its U.S. parent and began the process of branding Sears

as the place to go for consistent quality in goods. “After all, a powerful brand is the first step to building a closer

relationship with our customers,” explains Rick Sorby, Executive Vice-President, Marketing. “It is what makes people come

into our stores, and what makes them come back, time after time.”

Sears made a major investment in the revitalization of 9 stores in the Greater Toronto Area market resulting in a 31% sales

increase in the fourth quarter of 1997 compared to the same period last year. Based on the success of this program, the

Company started rolling out a number of these innovative changes to many of its stores across Canada. Major national 

and Toronto-focused marketing programs, created to bring to life the new Sears brand and to highlight ‘The Many Sides 

of Sears’, supported these efforts. 

Growth in 1997 was also a result of Sears firmly repositioning itself as a fashion apparel retailer, as it dramatically expanded

its exclusive private label program and added 50% more national brands to its apparel assortments.

The Company continued its initiative to retain the loyalty of Sears traditional market. This was accomplished by increasing

its established dominance in such areas as major appliances and furniture with its Sears Brand Central concept, Sears Whole

Home Furniture Stores and dealer stores. Sears also enhanced its catalogue offerings and began looking at the vast new

opportunities that exist with electronic commerce. 
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To achieve our best performance ever, 

Sears became more relevant to customers

S E A R S   C A N A D A
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Why is it that some companies manage to

survive – and thrive – in this age of

extraordinary competition? For Sears, the

answer is found in its desire to change the

image of the Company in the minds of

consumers from being a ‘store’ to a ‘brand.’

Sears was ideally positioned to brand its name

by building on the unique ways in which only

Sears can go to the customer. The Company

reorganized itself to drive synergy across the

many ways it came in contact with customers

and distributed merchandise. 

The Company built on its core strengths. For

example, only Sears – with its 50,000 products

and services – is accessible to consumers living

in every community across Canada. It

accomplishes this through its network of

strategically located 110 mall-based stores, 

its highly successful catalogue franchise, and 

off-mall stores which include dealer stores 

and Sears Whole Home Furniture Stores. In

addition to its wide range of product offerings,

Sears offers the largest selection of services, 

from portraits to flowers and auto centres to

inside and outside home renovations and

maintenance services. 

“Our many sides represent unique value-added

solutions for our customers. Sears not only sells

but also services, delivers, installs, finances and

unconditionally guarantees its products and

For Sears, the answer is

found in its desire to

change the image of the

Company in the minds

of consumers from

being a ‘store’ to

a ‘brand.’
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services. We think this broad based value proposition

is what separates Sears from its major competitors

and provides us the opportunity to build lifelong

relationships with our customers.” says Paul Walters, Sears

Chairman and Chief Executive Officer.

SEARS CARD STRENGTHENS BOND WITH CUSTOMERS

The Sears Card and the Sears Club are two of the most important means

by which the Company strengthened its bond with customers. Almost

75% of Canadian households have at least one Sears Card and over 7.1

million Sears Card holders are members of Sears Club, Canada’s strongest

loyalty program. “This database is a major resource for Sears,” says

Heather Simpson, Manager, Database Research Analysis. “It allows us to

be much more sophisticated in our relationship marketing efforts.”

One example is the wide variety of insurance products Sears offers its

card holders through various Canadian insurers. Over 700,000 policies

are currently in effect. 

Another is Sears PhonePlan. In 1997 Sears became the largest rebiller of

long distance services in Canada. Sears discount on long distance calls

rose from 25% to one-third off and Sears Club points were earned on

every call. A Sears Card Calling Card was also introduced. “Sears can lead

in the fast-paced, ever-changing telecommunications marketplace,” says

Charles Blaquiere, Manager, Sears PhonePlan. “Over 485,000 members

now use their Sears Card to pay for long distance calls.”

Alliances with other companies also expanded Sears relationship with the

customer. In 1997 Sears marked its first, very successful year with Shell

Canada Inc., and discussions are under way with other potential partners.

In 1998 Sears Catalogue Merchant Agents will be able to accept the Sears

Card for their primary business transactions. 
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Revitalization of 9 GTA

stores first stage of 

$300 million capital

investment program
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“You can’t shrink yourself to greatness,” explains Paul Walters,

Chairman and Chief Executive Officer of Sears Canada.“A

commitment to grow requires the courage to invest in the business 

to improve the customer’s shopping experience.”

What was the driving force behind Sears new store revitalization 

program? “The customer was clearly telling us she wanted to see some changes,” 

says Bill Turner, Executive Vice-President, Merchandising and Logistics. “On the

other hand there were a lot of things she liked about us. She gave us high marks for

the brand equity we have built with our private-label brands, like Kenmore and

Craftsman. She trusted us for our money-back guarantee policy. She trusted the 

name Sears.”

In 1997 Sears realized it had to provide more than the products she needed. Sears

delivered by providing her with more of what she wanted, like a wider range of ego-

intensive products, including cosmetics and fashion accessories and an expanded

fashion selection which included more national brands in addition to more fashion-

forward Sears brands.

THE RENAISSANCE OF RETAIL 

Sears put its foot on the capital investment accelerator in 1997 with a $60 million

investment in 9 Greater Toronto Area stores, the first leg of a $300 million capital

program to revitalize and substantially reposition its mall-based department stores

across Canada. 

Sears reclaimed over 160,000 sq. ft. from its 9 stores – space equivalent to the

building of one entire new department store – by moving furniture into its Sears

Whole Home Furniture Stores and eliminating surplus and administration office

space. This increased space not only allowed Sears to expand its selection, but to

create shopping boulevards, with much wider aisles for ease of movement and more

space between the racks. The design was complemented by curved architecture, pastel

wood finishes, new display cases and customized fixtures specifically designed to

enrich the shopping experience of the often harried woman who wants a less stressful

shopping environment.

“Everyone worked together,” says Brent Hollister, Executive Vice-President, Sales and

Service. “Associates, buyers, and store managers from across Canada came together to

set out all the displays and merchandise to ready the stores for our major opening 

on the 18th of September, 1997. It was an extraordinary example of teamwork at 

its best.”



FASHION-FORWARD THINKING 

Sears introduced a wider range of sizes and colours and

focused on lifestyle needs by creating more boutique-style

departments. The Company broadened its women’s apparel

with such names as First 1 Issue, Jones Studio, Calvin Klein

and Nygard Collections. “Coupled with our unique private

brands, such as Jessica, Jessica Sport and Nevada, we were

able to offer female shoppers many of their favourite

fashion brand names as well as strong fashion alternatives

while shopping for their families,” says Annie Helegda,

Fashion Director, Women’s Wear. “As a result, we attracted

many women who previously wouldn’t consider Sears as

their fashion shopping destination.”

In menswear, Sears featured a line-up of specialty store

brands such as Daniel David, Point Zero and Private

Member. It added Beverly Hills Polo Club and Calvin

Klein Khakis. New specialty brands were added, such as

Britches, an exclusive coordinated collection for mature

customers, and Cacheral, a slightly more dressy co-

ordinated collection. A substantial growth in Dockers was

also experienced.

Sears built on successful lines like Arnold Palmer and

launched Palmer Golf, a serious golf line with a younger

look. In the children’s department, Sears expanded its

offerings and sizes, with such brands as Calvin Klein in

sizes 2 to 6x and Guess in sizes 8 to 16, and a new private

brand Extreme Zone, designed for the teenage boy who

wants the oversized look. 

“Major changes took place in the Sears cosmetic depart-

ments,” explains Turner. “Our GTA stores were laid out to

gain more brand dominance and we became more

competitive by expanding brands in many of our stores,

including Clarins, Estée Lauder, Clinique and Christian

Dior. Sears also promoted its exclusive specialty brand,

Iman Cosmetics for women of colour, with special guest

appearances by Iman in Toronto and Montreal. 
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A 9,000 pound elephant

named ‘Sheba’ helped kick off

Sears Canada’s $60 million

GTA store renovation project,

focusing on the theme, ‘Sears

at Work’ while playfully

announcing that ‘Big changes

are afoot.’



In its soft home fashions department, new national brands

such as Fieldcrest Royal Velvet, Martex, Joseph Abboud,

La-Z-Boy, and Pfaltzgraff dinnerware were added. Sears 

also introduced its own Whole Home Gourmet cookware,

with plans to offer bakeware and related products in 1998.

BLUEPRINT FOR THE FUTURE OF SEARS

“The implementation of our $300 million renovation plan

to transform each retail outlet is expected to be completed

over the next three years,” says Paul Walters, Chairman and

Chief Executive Officer. “This plan was built on the strong

foundation of our unique strengths and should provide a

strong platform for revenue growth and market share

gains.” Armed with a proven blueprint for success, Sears

began to roll out many of the new brands and innovations

introduced in the GTA to selected stores across Canada.

Sears invested $40 million in fixtures to create unique

‘store-within-a-store’ environments, such as its sporting

goods and hardware departments. “We were able to expand

assortments and increase sales through innovative think-

ing,” says Dave Morrish, Vice-President, Craftsman and

Hardlines. “Based on the success in the GTA stores, we are

in the process of adding taller tandem to all of our stores

which allows for a substantial increase in display of new

products and a broader base of merchandise for our cus-

tomers.” Sears also introduced a variety of exciting fashion

fixtures, such as those incorporated in the new Levi’s shops.

As well, dramatic display towers provided an opportunity to

present seasonal gift ideas throughout the store. 

Sears Automotive Service Centres have a brand new look

through the roll-out of new tire and battery fixtures. 

The new layout achieves a more customer friendly look 

and feel, with an emphasis on expanded selection in 

key product categories such as DieHard batteries. 

A highly successful

presentation of bathroom

products showcasing sinks,

toilets and bathtubs will be rolled out. A

paint department expansion is under way to add

accessory items for projects such as faux finishing and

antiquing furniture, as well as a new national brand paint.

THE POWER OF CRAFTSMAN AND KENMORE 

“Sears achieved superior sales and share growth for our

Craftsman brand,” says Morrish. “Craftsman continued to

be the number one selling brand in lawnmowers, tractors

and snowblowers. Craftsman power tools were big on

Christmas lists, especially our new high-powered 

cordless drills.” 

Sears exclusive Kenmore brand

continued to be Canada’s

number-one selling brand of major

appliances, with more than half the

homes in Canada owning a Kenmore

appliance. Building on such powerful

equity, Sears launched the Kenmore

Home Environment shop, offering

air cleaners, water filtration

products, humidifiers and

facilities for testing customers’

water quality. Sears also

introduced Kenmore small

appliances. Sears quality and

value, backed by the Company’s

unconditional guarantee, made these

products an instant hit.
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ow did Sears link every facet of its marketing

to establish brand recognition and build long-term

relationships? “Our mission was to change the consumers’

view of Sears to a contemporary and relevant ‘brand’, ” says

Rick Sorby, Executive Vice-President, Marketing. “To

accomplish this, we had to ensure that every element of our

marketing strategy identified the Sears name as

synonymous with quality,

value and service.” 

‘The Softer Side of Sears’

was a campaign introduced

to launch the retrofitted

GTA stores. It was designed

to position Sears as a more

fashionable and upbeat

store. From the music to

the selection of the products profiled, it focused on

showing customers that the new Sears would surprise and

even excite them. “However, despite our softer focus,”

explains Sorby, “Sears also wanted to show our customers

“Our mission was to change the

consumers’ view of Sears to a

contemporary and relevant ‘brand’ ,”

says Rick Sorby, Executive Vice-President,

Marketing. “To accomplish this, we 

had to ensure that every element 

of our marketing strategy identified

the Sears name as synonymous with

quality, value and service.”



that we could still provide them with all the service,

selection and value offerings they have grown accustomed

to receiving from Sears.”

As a result, Sears embarked on a massive national

advertising campaign to establish its new brand image.

The foundation of the Canada-wide campaign was ‘The

Many Sides of Sears’. Through these award winning

commercials, Sears presented core messages related to

serving the needs of the entire family while promoting its

new emphasis on fashion and its value proposition. 

SOLVING PROBLEMS FOR CUSTOMERS

Sears marketing efforts in 1997 built on the rock-solid

relationship it had with its customers. “Sears advertising

showed our female target audience and her family that we

could be more relevant in her life by helping solve

problems through more value-oriented solutions.” says

Sorby. “We developed our advertising to encourage her to

think of us that way, so that we are first to come to mind

for these merchandise-related or service-related issues. 

However, advertising is not on its own sufficient to 

reinvent the brand. We required a completely integrated

marketing strategy.”

Sears achieved that goal by linking every facet of its

marketing, retail advertising and public relations to in-

store visual presentation, store planning and special events.

Sears also tied its new brand image into the catalogue, its

relationship and cause marketing, and its electronic

commerce marketing on the Internet.”

By establishing a consistency in all of its communications

with the customer, Sears set in motion a successful

formula for establishing and growing lifelong relationships

with her and her family. Sears will continue to build upon

‘The Many Sides of Sears’ campaign in 1998 to show its

customers it can meet their many needs.  
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How Sears meets the 

many needs of customers,

becomes platform for

marketing campaign
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How did the Company’s focus on enhanced

catalogue marketing add to the building of the Sears

brand? Sears issues the only national general merchandise

catalogue in Canada. This business achieved great success in

1997 and was profitable on a stand-alone basis. Sears

offered a much stronger, broader selection in areas such as

fashions with expanded specialty-size offerings, national

brand major appliances and home electronics, and home

decor. At the end of 1997, there were over 140,000 items

available for sale within its Catalogue Division. 

The over 40 million catalogues which Sears produces

annually are distributed throughout Canada to approx-

imately 4 million households, bringing department store

selection to even the smallest communities. In 1997 Sears

opened 75 new agencies for a total of over 1,700 sales and

service locations, with plans to increase this number to

2,000 by the year 2000. 

The 1997 Sears Fall and Winter English and French

catalogues were launched with singers Michelle Wright and

Julie Masse. Sears Christmas Wish Book represented a 38%

increase in pages over 1996 and was its biggest ever with

close to 5 million copies issued nationwide, bringing a

Christmas store to nearly half of the households in Canada.

MORE CONTEMPORARY SOLUTIONS

Sears capitalized on the synergies between its sales channels

to provide the broadest selection in most merchandise lines

in Canada, as customers can choose from either the retail or

the expanded catalogue selection. “We created a more

contemporary catalogue shopping environment in our new

retail stores,” says Scott Marshall, Vice-President, Catalogue

Sales. “Now, there’s an entire shopping area where cus-

tomers can sit, relax and browse through our catalogues.” 

In 1997 Sears established Catalogue Outposts in its

revitalized retail stores. “We made our catalogue available in

strategic departments, such as toys and shoes, and added 

a direct phone line,” explains Marshall. “If a customer

doesn’t find what she wants in the store, she can look in 

the catalogue, order and, in most cases, have it delivered

within 48 hours. So we can offer an ever-widening selec-

tion of products and sizes without extra inventory in the

retail store.”

Sears continued with its successful ‘Ship-a-Gift’ service and

introduced Shop by Phone to its retail flyers, allowing

customers to order many retail items from home, just as

they would from a catalogue. All of these initiatives help

brand Sears as the place that can best meet the many needs

of today’s shoppers.

THE EVOLUTION OF THE CATALOGUE

Sears, with its established national catalogue order

fulfillment and billing system, has the unique advantage of

being able to easily offer its customers the convenience of

on-line shopping and ordering. The Internet will allow

customers to interact directly with Sears through their

home computer. 

“We’re doing a number of different things to understand

how our customers want to shop with us on the Internet,

and currently have over 200 products on-line,” explains

John Pullam, National Manager, Electronic Commerce.

“The Internet is also a means for our customers to

communicate with us and for us to give them information

about our many services. We’re spending a lot of time

developing and expanding our website. We truly believe

this will ultimately produce significant bottom line value

for our shareholders.”

There’s more to catalogue shopping

than ever before 



S H O P  B Y  P H O N E

For the first time ever,
celebrities were used for
catalogue covers.

Giant-size Wish Book –
weighing 500 pounds and
standing 4 feet tall – toured
hundreds of communities
across Canada.
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hat other initiatives did Sears unleash to get

closer to its customers in 1997? While Sears focus was

to position the Company as a more contemporary, upbeat

store, its goal was also to maintain and expand Sears

established and traditional hard-line business. “New mall

development is minimal so Sears has had less opportunity

to develop new retail stores,” says Ajit Khanna, Vice-

President, Off-Mall Sales. “However, off-mall formats such

as Sears Whole Home Furniture Stores and dealer stores

allow us to economically expand our presence in locations

where we might not ordinarily be, as well as to be closer to

our customers in smaller communities across Canada.”

NEW SEARS WHOLE HOME FURNITURE STORES

Sears Whole Home Furniture Stores are stand-alone 35,000

square-foot stores, which offer triple the selection of home

furnishings traditionally offered in Sears department stores.

The Company continued to expand its Sears Whole Home

Furniture Store business with the addition of 4 new stores

Off-mall format extends

presence beyond malls and

opens new doors for growth 

W  
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in the GTA in 1997, and has plans to add a further 14

locations across the country in 1998. “Revenue growth

continues to surpass our expectations with every store

opening,” says Stewart MacLeod, Vice-President, Home,

Appliances and Electronics. “A number of stores are

showing double the sales projected in the first year of

operation. Market share has increased significantly.”

In addition to one of the largest selections of furniture in

Canada, sales associates attend Whole Home University.

“Our focus is to help consumers create their own home

environments,” explains Heather Mercer, Fashion Director,

Whole Home. “Since this is a new approach to the

customer, our staff is thoroughly

trained in home fashion, colour,

style and design, as well as

consumer lifestyles. We are

committed to having our sales

associates understand customers’

needs and spend time building

relationships, not just closing 

a sale.”

EXPANDING SEARS BRAND

CENTRAL BEYOND RETAIL STORES

The Company added its extensive Brand Central appliance

selection to its exclusive Sears Whole Home Furniture

Stores in two new mega-stores. Sears also added built-in

appliances to the line-up, showcasing up to 20 models as

opposed to 6 to 8 models in its retail presentation. While

appliances are still being carried in all retail stores, the

response to these new formats was excellent. Sears plans to

expand the numbers of these ‘dual’ formats in 1998. Sears

Brand Central was also tested in 6 dealer stores with

excellent results. The Company added the Sears Brand

Central concept into its catalogue in 1997. By doing so,

Sears provided consumers living in small communities the

same opportunity to buy these national brands as its

customers in major centres.

DEALER STORES GROWING IN 

SMALLER MARKETS

A very important way Sears gets closer to its customers in

smaller communities is through its national network of

dealer stores. These stores are operated under independent

local ownership and provide full catalogue service plus a

large selection of major appliances, electronics and floor-

care and lawn and garden power products. Sears opened 19

new locations in 1997 for a total of 79 stores, with plans to

open more in the year ahead. 

HOME SERVICES OPPORTUNITIES

Sears developed a 5-year strategic plan for its home services

business to address what the Company perceives as a

tremendous growth opportunity in this field. Sears 

already has a strong impact in this market coast to coast

and in 1998 plans to continue investigating new formats

for this business.
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How did Sears enhance

its relationship with the

communities in which it

lives and works? Over the

last three years, Sears has

donated more than $1.5

million to children’s

charities. In 1997, the 

Sears Canada Charitable

Foundation refocused its

efforts to support the

positive development of

Canadian children and

youth through its ‘Sears

Young Futures Program’.

“The true success of this

program lies with our

associates,” says Doug

Utter, National Manager,

Cause Marketing.

“Innovative programs are

raising money for local

children’s charities which

were selected by Sears

associates in each

community. It’s a great way

to thank their community

for doing business with

Sears.” 

A FAMILY AFFAIR 

On a national basis, Sears

proudly sponsored Ben

Wicks’ book, ‘Born to

Read, Write and Count’,

the largest family literacy

project in Canadian

history. Sears also sup-

ported the ‘Computers 

for Schools’ program in

conjunction with the

Department of Industry

and Telephone Pioneers.

“To date, the program has

placed more than 25,000

recycled and upgraded

computers,” says 

Paul Walters, Chairman

and Chief Executive

Officer, and Corporate

Chair of the program’s

computer-donation

campaign. “Computer

literacy is absolutely vital 

to the future of Canadian

children. We are very

committed to this program

and its goal of placing a

total of 100,000 recycled

computers into schools and

libraries by the year 2000.”

SUPPORTING

CANADA’S RELIEF

EFFORTS

Following the devastating

flood in Manitoba in the

spring of 1997, Sears

mobilized to offer

assistance and relief in

many ways. “Sears accepted

$70,000 in donations at

our stores for Manitoba

flood victims, and gave

Sears Club points as a

thank you for donations

made on the Sears Credit

Card,” says Penny Kitson,

General Manager, Public

Affairs. “We also sold a

‘Red River Valley Flood

Relief ’ limited edition 

t-shirt. Its sales raised an

additional $200,000 for

flood relief.”

Sears also launched ‘Ice

Aid’ in early 1998. This

was a massive effort to

assist the Company’s

associates and customers 

in Quebec and Eastern

Canada during the great 

ice storm, which knocked 

out hydro lines and left

thousands of people

without power for several

weeks. “Sears once again

made a difference,” says

Kitson. “It is through this

kind of special effort that

Sears gives back to the

communities that have

supported our success over

the years.”

The caring

side of

Sears in the

community

and across

the country  
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Corporate Governance 

In December, 1994, the Report of The Toronto Stock

Exchange Committee on Corporate Governance in Canada

recommended 14 guidelines for improved corporate

governance which were adopted by the Montreal Exchange

and The Toronto Stock Exchange.

The Corporation has considered the TSE Report and these

guidelines in developing and formalizing its corporate

governance practices.  A Statement of Corporate

Governance Practices has been prepared in accordance with

the requirements of the Exchanges and is contained in the

Management Proxy Circular of the Corporation.

The Board of Directors is responsible to oversee the

business and affairs of the Corporation and to act with a

view to the best interests of the Corporation, providing

guidance and direction to the management of the

Corporation in order to attain corporate objectives and

maximize shareholder value.

The Board of Directors and the Audit and Corporate

Governance, Compensation, and Nominating Committees

of the Board are each responsible for certain corporate

governance functions in accordance with their respective

mandates.  The Audit and Corporate Governance

Committee is responsible for monitoring and guiding 

the corporate governance approach and practices of 

the Corporation.
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Corporate Information

Head Office

Sears Canada Inc.

222 Jarvis Street

Toronto, Ontario

Canada M5B 2B8

Transfer Agent and Registrar

CIBC Mellon Trust Company

Toronto, Ontario

Montreal, Quebec

Answerline: (416) 643-5500 or 1-800-387-0825

Internet Address: www.cibcmellon.ca (website) or

inquiries@cibcmellon.ca (e-mail)

Listings

The Montreal Exchange

The Toronto Stock Exchange

Trading Symbol

SCC

Annual and Special Meeting

The Annual and Special Meeting of Shareholders of 

Sears Canada Inc. will be held on Monday, April 20, 1998 at

10:00 a.m. in the Burton-Wood Auditorium

Main Floor

222 Jarvis Street

Toronto, Ontario, Canada

Édition française du Rapport annuel

On peut se procurer l’édition française de ce 

rapport en écrivant au:

S/703, Relations publiques

Sears Canada Inc.

222 Jarvis Street

Toronto, Ontario

Canada M5B 2B8

Pour de plus amples renseignements au sujet de la 

Société, veuillez écrire au Service des relations

publiques, ou composer le (416) 941-4425

For More Information

Additional copies of the Annual Report can be obtained through the

Public Affairs Department at the Head Office of Sears Canada Inc.

For more information about the Company, write to 

Public Affairs, or call (416) 941-4425

Internet Address: www.sears.ca (website) or enquiries:

home@sears.ca
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Sears is Canada’s largest single retailer of general

merchandise, with department and specialty stores as well as

catalogue locations across Canada. The Company

emphasizes quality and service in appealing to a broad

cross-section of Canadian consumers.

The Company’s vision is to be Canada’s most successful

retailer by providing our customers with total shopping

satisfaction, our associates with opportunities for career

advancement and personal growth, and our shareholders

with superior returns on their investment.
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FORWARD THINKING
New insights into how Sears 
gains strength by better 
understanding customers 

TRANSFORMING SEARS INSIDE OUT 

An inside look at Sears $300 million

nationwide revitalization program

CLOSER TO HOME 

Sears Whole Home Furniture Stores and

dealer stores key to Sears innovative 

off-mall growth strategy
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