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careful attention to local markets to develop pro-
motions and relationships that work. Neigh-
bourhood businesses, on-site film crews and 
local insurance providers take advantage of
Budget’s extensive fleet for specialty vehicle or
long-term rentals. 

Relationships — local, national and interna-
tional — are an important part of Budget
Canada’s business. Budget’s Fastbreak program is
a relationship-based program that helps frequent
renters “Get In, Get Out, Get Going”SM with expe-
dited reservation, pick-up and drop-off service.
Perfect for the busy road warrior or a frequent city
renter, Fastbreak gets Budget customers on the
road fast.

Budget also maintains a national portfolio of
corporate-contracted business, travel agent and
association relationships. Budget Rent a Car
Canada’s corporate headquarters is located in
Toronto and manages national sales, partnerships
and advertising. With over 30 executives dedi-
cated to maintaining brand integrity, Budget has

the largest franchise and brand management rental
car infrastructure in Canada. Budget employs over
3,000 people dedicated to provincial, regional and
local promotions and customer satisfaction.

Budget has become the leader in the industry
because Budget knows how to deliver: get cus-
tomers where they need to go — reliably, comfort-
ably and in style.

RECENT DEVELOPMENTS
In November 2002, the Budget brand was pur-
chased by Cendant Corporation (NYSE:CD),
a diversified global provider of business
and consumer services within the travel
and real estate sectors. Budget Rent a
Car Systems Inc. became the owner
and franchisor of Budget, which is now
one of the world’s best known car rental
brands with nearly 2,000 rental loca-
tions in the United States, Canada,
Europe, Latin America, the Caribbean, Australia
and New Zealand.

PROMOTION
Budget’s promotional efforts are multi-faceted. The
car rental industry is a mature market where retail
consumers do not easily differentiate between the
major brands — except when it comes to price. 

Differentiating the brand at the point of pur-
chase, capitalizing on Budget’s high brand recog-
nition and positive consumer opinion are important

parts of Budget’s advertising and pro-
motional activities. 

Travel and industry partnerships
help Budget to deliver value-adds at
point of purchase:
• Online merchants give consumers

the opportunity to shop for the best
rates or take advantage of specific
sale opportunities. 

• Strategic partnerships with Canadian
brands like WestJet Airlines Ltd.,
Canadian Tire Corporation and
KidsFutures, Inc., help Budget 
to bring value-added savings to
transactions.

• Strategic relationships with travel
professionals and credit card com-
panies allow Budget to deliver pro-
motional offers and savings directly
to customers.

Budget looks for opportunities to
help customers get more out of renting
a car, to escape the everyday routine
and to have a great car rental experi-
ence for business or leisure travel. 

BRAND VALUES
Budget wants to help customers

escape the everyday. Whether the escape is literal
or figurative, Budget’s goal is to help customers
have a great vacation, shorter pick-up times before
a business meeting or just a little behind-the-
scenes help with a car that works great in the snow.
Budget tries to make each rental experience a pos-
itive experience that enhances every trip.

“Escape the everyday.”® and Budget’s cre-
ative graphics break through the 

❍ Budget’s original rate for a mid-size vehicle
in the early ’60s was $5 per day and $0.05
per mile.

❍ The Budget logo is made up of the Budget name
with a stylized road curving underneath it.

❍ Budget Canada’s northernmost location is
Yellowknife, NWT; the southernmost is
Windsor, Ontario. 

❍ Budget now has locations in over 125 coun-
tries. It is also the leader in most of the
Caribbean countries, Holland, South Africa
and Australia.

THINGS YOU DIDN’T KNOW ABOUT
BUDGET

clutter of traditional, tired car rental advertising.
Appealing characters and whimsical headlines
combine to stand out from the crowd and develop
empathy between the brand, customers and charac-
ters. “Escape” is presented as a very real possibility
— even for something as mundane as a mouse. 

Budget’s brand position in Canada is one of
value pricing and high value. Available fleet is of
the newest and highest quality in the industry and
is offered at lower prices than comparable com-
petition. Supporting this is Budget’s comfortably
Canadian appeal. Budget’s long history in Canada
and its inclusion in so many Canadian communities
promotes a familiarity and ease with the Budget
brand and it gives Budget an in-depth and on-
going understanding of the communities it serves.

According to a recent study done by Chadwick
Martin Bailey, at 98 percent, Budget has the high-
est brand awareness in the car rental industry. In
Canada, Budget received the highest ranking on
every one of the top-five most important attributes
of a vehicle rental company as it relates to con-
sumers: low cost, efficient, uncomplicated, honest,
consistent and responsive.  

Budget’s commitment to consistently meet or
exceed consumer expectations is underpinned by
measuring performance against seven key attributes: 
• Helpful, knowledgeable and courteous reserva-

tion services
• Environment and first impressions
• Making customers feel welcome and wanted
• Professional behaviour
• Value and appreciation
• Clean, safe and reliable vehicles
• Convenient return process

The Budget logo and “Escape the everyday.” are regis-
tered trademarks of Budgetcar Inc. “Get In, Get Out,
Get Going” is a registered service mark of Cendant Car
Rental Group Canada ULC.  ©2006 Cendant Car Rental
Group Canada ULC.
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