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management’s recognition and at least partial accommoda-

tion of regional taste preferences. The author details the rise of 

Tim Horton’s to donut ‘domination’ through strategic store and 

menu redesign and the eventual adoption of the drive-through 

window. ‘Timmy’s’ junkies will have already read co-founder 

Ron Joyce’s autobiographical work, Always Fresh, which pro-

vides much of the foundation for this chapter. For the rest of us, 

there is enough detailed analysis from an insider perspective 

here to sate our appetite.

Chapters 1 and 5, while containing some interesting theoreti-

cal discussion, especially with respect to the structure/agency 

debate, are unfortunately burdened by the author’s ideologi-

cal commitments which apparently necessitate a fair amount 

of ‘business bashing.’ The author’s respect for and obvious 

fondness toward his informants as individual entrepreneurs and 

business people is clear. Unfortunately, he does not extend 

this respect toward entrepreneurs or business people in the 

more abstract plural. The author’s tone is not only wearisome 

but also problematic, cutting off some useful avenues of inquiry. 

Although Penfold made use of the baking industry and market-

ing practitioner literature in his research, he shied aware from 

an engagement with the academic marketing literature with 

the result that his discussion suffers from a lack of informed 

analysis. In Chapter 2 the author discusses the symbolic nature 

of consumption—a theme in marketing and consumer research 

since the late 1950s. His discussion of the advertising appeals 

used by Tim Horton’s (Chapter 5) and restructuring of the physi-

cal space or ‘servicescape’ of donut shops (Chapter 4) would 

have benefited from the theoretical insights to be gleaned from 

the marketing and consumer research of the last three decades 

or more.

To be fair, Penfold is not alone in his failure to bridge the aca-

demic divide between business historians working in history 

departments and those of us who ply our trade within business 

schools. And so this review ends with a call for rapproach-

ment—there is much we can learn from each other. This book 

would be appropriate for History majors studying the history of 

business in Canada or urban planning students interested in el-

ements of our changing urban environment. It would also make 

fascinating reading for undergraduate ‘Marketing and Society’ 

courses or business school Ph.D. courses with a focus on the 

history of marketing.

Leighann C. Neilson

Carleton University

Correction

In the fall 2008 issue (volume 37, number 1), the author of The Freedom to Smoke: Tobacco Consumption and Identity

reviewed in the book section was incorrectly listed. The author’s correct name is Jarrett Rudy.


