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Business
update

George Soleas
President & CEO
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Shifts in buying trends

GROWTH IN

ONTARIO- AND
CANADIAN-MADE WINE gﬁyﬁPMN SPIRITS
Post Tariffs TY vs. LY
CANADIAN SPIRITS
+2%
+62% +18% +1.6% CANADIAN WHISKY v25%,
BY COUNTRY

Post Tariffs (since implementation)

N
VQA wines Canadian International-
and sparkling wine domestic blends

Note: Post Tariffs (weeks 46-52 F24-25)
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LCBO'’s EH List

Marie Cundari | senior Buver LcBO

s Tl S e

LCBO |S prOUd tO prOmOte and Proudly Canadian: LCBO kicks off the 'Eh list'
support products from local s T
producers year-round.
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LCBO to increase support for local

Try new initiatives on a pilot basis
Introduce new initiatives to promote
Ontario products to test and evaluate

LCBO is collaborating with OCW
and other craft associations to
focus on four key areas

Review existing LCBO supports

Review existing LCBO supports and
engage local producers to support sales

Develop Local Strategy

Develop strategy with regular reporting
on activities and outcomes

Leverage LCBO Data & Expertise

Establish partnerships with industry to
share data and expertise on trends
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2025 - 2028 Strategic Priorities
3, =)

3 Transform and scale our wholesale business Craft the retail customer experience
o
2 Efficiently and rapidly scale the wholesale business by Delight our key customer base and deepen loyalty through
g creating the right services, structure, and processes to differentiated assortment and curated services across all
8 address the needs of our customers and solidify our channels while elevating support to the local industry
responsibility as the exclusive wholesaler
00
*/ Evolve our culture and organization
Build a purpose-driven, inclusive, and accountable culture where every employee feels valued and a sense of
belonging, while evolving the organization to be agile, competitive, and customer-obsessed

E
Q
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;D’/‘ Modernize the foundations

Continue to modernize our infrastructure, processes, capabilities, and tools to increase efficiency and
flexibility, supporting our evolving business model and long-term growth
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Marketplace modernization

Supporting government policy and
regulatory changes governing
marketplace.

 Review of taxes and fees on beer, wine
and spirits

 Revised Wholesale discounts
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of customers are confident in their 3
ability to find Ontario-based beverage
alcohol products at LCBO

INDUSTRY DIVERSITY

SPIRIT OF SUSTAINABILITY'S

STRATEGIC PILLARS

Fach of these three pillars includes LCBO-wide tangets that allow
us to measure our impact and ensure our efforts are driving positive
change within the beverage alcohol industry and the province.

¥ GOOD PEOPLE

Improving the well-being of aur customers,
employees, and communitics across Ontarso

The
PEO pLE MODERATION MANDATE
ENGAGED EMPLOYEES

THRIVING COMMUNITIES

GOOD PLANET

Advancing practices that minimize the

Our environmental impacts created by our business.
u

PLANET WASTE AND ENERGY REDUCTION

RESPONSIBLE SUPPLY CHAINS

«

GOOD PARTNERSHIPS

P AR(%I:{E RS Catalyzing positive change within our industry
by working with like-minded hey players.

INFLUENCING INDUSTRY STANDARDS

RECOGNIZING GOOD PARTNERS

ENHANCING INDUSTRY DIVERSITY
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Forecasting

Andaleeb Dobson

Lead, Inventory & Supply Chain Strategy
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Demand planning process overview

Fad P =)

Generate forecast in Measure Troubleshoot Corrective Action
system
« Forecast Accuracy * Root cause Analysis * Actions determined
«  Forecast generated in Report published every conducted for each item based on future forecast
system for future 52 week / Channel versus current sales
weeks trend
» Bias and Forecast
- System updates accuracy measured for
forecast every week each item / Channel

Generate forecast Monitor and Course Correct
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The forecast is made up of 4 components

> v - m—

LCBO store regular sales
forecast

Based on POS sales

Driven by history, trend,
seasonal curve

Supplied by the system and the
forecasting team with validation
from the Inventory team

5 SNMEDcbv

LCBO store promotional
forecast

Supplied by the Category
Management team

N

Grocery/Convenience
set up forecast

One-time shipments for
new stores

Grocery category team
resets for existing stores
(one time)

Grocery/convenience
replenishment forecasts

Based on history, trend,
seasonality

Supplied by the system as
well as the
grocery/convenience
partners
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Grocery and Convenience
Forecasting Process™

» Grocery and Convenience Forecasts consist of
a combination of existing customers as well as
new entrants to the marketplace expansion
program

« Planned future assortments and forecasts are
gathered from the top volume G&C partners

* Forecasts are combined with LCBO regular and

promotional forecasts to create a single
forecast for review with agents/suppliers

the forecast

| iy
S v /r-,,,, *LCBO Supplied product only — vendor supplied product is not part of
-

LCBO Content presented in this meeting is the property of LCBO, for this audience only, and may
not be shared, reproduced, or distributed in any form.



CPFR Inputs

All parties come together to
create the forecast

Grocery &
Convenience Input
Market Data, assortment

decisions, forecasts based on
sales history, customer requests

Supplier/Agent Input Inventory Team Input

Final Forecast

Market Intelligence, Feedback
from interactions with LCBO
stores and grocery and
convenience channel

Forecasting tools and
algorithms, history, seasonal
curves

L.LCBO
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Marketing
update

J.luli
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Vanda Provato
M Chief Marketing & Digital Officer
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Heather Andrew
Director, Loyalty & CRM
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WE'RE ALL IN
ON £50 HELPING

EVERYBODY WIN







GROWTH

BETTERMENT




CORPORATE
BRAND PROMISE

FOR THE GOOD
OF ONTARIO
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LCBO

We use our know-how, scale and revenues to
champion opportunity, responsibility and
inclusivity, whether you're an employee,

supplier, agent, B2B partner, or anyone who

calls Ontario home. So whatever your ‘it is,

We're All In on making it as good as it can be.
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WERE A
CATEGORY
THAT PACKS
FEELING




WERE IN THE

BUSINESS
OF ENJOYMENT

LCBO
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A friendly staff one of the staff members
member helped us

P is so engaging and
choose a Riesling that :
fit the meal that we always helps us find

Kina t ¢ something we haven't
Ll BB AL U LGS tried. We love trying her
my partner's parents. |
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They took what we were B == E —
SDVELGRUCRCI I “] was looking for a beverage that my husband ==
into consideration.” || enjoyed on the golf course. | gave the associate
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LCBO

We've got the products, ideas and
solutions to curate it, elevate it
and make it easier to pull off,
allowing you to better enjoy the
moment you're in. Whatever ‘it’ is,
WE'RE ALL IN.
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Aeroplan
Update

Heather Andrew
Director, Loyalty & CRM
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FY24/25 Aeroplan Results

500 -

26% 200K
1st time LCBO Earners New Aeroplan members
’
65% 2.8X
of members earned on Avg # of LCBO txn by
product bonuses earners
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The journey to real-time redemption

Store 217

RT Live on Brodiciisn Stores Stores
Icbo.com and tastifg & Go 1-99 500+
the LCBO App Li%e Go Live Go Live
Nov 21 Jan 29 Feb 6 Feb 11
Dec 11 Jan 30 Feb 10
ALL
Store 217 Pilot Stores (10, Stores T RE
Production 164, 486, 452, 100 - 499 S O S
testing 675) Go Live Go Live LIVE
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Customer
engagement in
real-time
redemption is
strong

-

[
REDEEM AT
CHECKOUT*

1.LCBO 1000 PTS = $10

You can redeem your points

in-store in $10 increments
off your purchases
\..\ your P

starting January 28, 2024.

A=ROPLAN

s e S I 2 R, e R R R N R IR X R

LC. BO Content presented in this meeting is the property of LCBO, for this audience only, and
may not be shared, reproduced, or distributed in any form. Timeframe: November 24, 2024 to April 22, 2025 (150 Days)

In-store redemption started Jan 29, 2025



Customer
redem ptiOn i tn;;ngmim )
frequency is

g FTOWI ng ANY REDEMPTION
16%
1 REDEMPTION 2 REDEMPTIONS 3+ REDEMPTIONS
69% 17% 12%

Source: MicroStrategy Data Tables
Timeframe: November 24", 2024 to April 22", 2025 (150 Days)
Target: Transactions w/ Loyalty Redemption
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Redemption is

hap pen I ng Redemptions — Top 10 Districts
across the o
Province

21 - Hamilton-Burlington

22 - Toronto North

9 - Ottawa-Central

12 - Toronto West-Mississauga East
1 - Dufferin-Peel

15 - Barrie

18 - York Region

14 - Toronto-Scarborough East

Source: MicroStrategy Data Tables
Timeframe: January 29", 2025 to April 22,
2025 (84 Days)

Target: Transactions w/ Loyalty Redemption
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Top Sets
purchased In
redemption
transactions

Redemptions across
all categories

Top 20 Sets
By Units

Cooters
Crattocer |

italy Red [}

Vodka [}

Whisky Canadian [
italy White [JJij
Australia Red .
France Red .
Mainstream Beer .
New Zealand White .
cider ||}

chile Red [Jj

Ontario IDB White [JJj
Sparkling European .
Ontario White VQA [J|j
California Red .
Spain Red .

Ontario Red VQA .

Rum l

Source: MicroStrategy Data Tables

Timeframe: January 29, 2025 to April 22", 2025 (84 Days)
Target: Transactions w/ Loyalty Redemption
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Demographics of redeemers

Reviewing the total % distribution of Aeroplan customers who have made a Loyalty Redemption, males tend to over-index with 2+ redemptions
within older generations, such as Boomers and Silent. These customers tend to be newly registered with the Aeroplan program (0-5 years)
and lean more towards Regular Aeroplan status.

Gender . Generation
S £ 58
o X ™ 3 X o X o
Redeemed Once gvgvg S’rggﬁa\;’ §\°°\°mm 2 % e o ®
%) ) © 8 ™o 3 o QDo © o ™ Q o
Redeemed More N N N NN N 2 g
Than Once 3 A N
Redeemed 8 a
Overall -~ o o
4 Did Not Redeem 2 o e & 555 e
~5x e e
A Overall Aeroplan V'V VS
GenZ Millennials Gen X Boomers Silent
Iylale Female Unknown (19-24) (25-44) (45-59) (60-74) (75+)
Tenure (Years) Aeroplan Tiers
RReR
B83BIAD R ¥R o0
55558
(o] >,
XX
°\°°\°°\°“:S 2R °°\°°\° o°o°o°°\°°\° o\oo\oo\oo\oo\o 22 °o° 2 052 :05°R O O 9.9 -° O O O
BT Hoo00 pRo©® Reno® XRRTL XEoh RRENR LR ® ANAXH =T e
AA 4 4AA 4 4AA ACAAA Liad .osdk NNNPY ST ¥® SScooo Sooww
0-5 6-10 11-15 16-20 21-25 26-30 Over 30 Regular Prestige Elite Lifetime Elite Super Elite
. . . . . . Source: MicroStrategy Data Tables
LCBO Content presented in this meeting is the property of LCBO, for this audience only,  mssans nowenoe 24' 2024  fori
. . . e, ays
and may not be shared, reproduced, or distributed in any form. Tacge: Transactions w/ Loyaly
edemption



Trade opportunities

Offer Positioning Redemption Offer

Buy 8 cans
and earn

100

bonus points’

Buy 6 bottles from the
featured list (avg price $25)

BRINGON
BONUS
POINTS!

asropLAN @ | F = Redeem a minimum of $50
Get 1000 Bonus points
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FSM Update

Next Steps

Musonda Kidd
FSM Vendor Portal Business Lead
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What is FSM?

A multi-year program to re-envision the way we operate.

Benefits for LCBO and our stakeholders

Enable the standardization of processes across the
business

Support effective inventory management
Automate and optimize scheduling
Strengthen data governance

More seamless LCBO Business Partner and customer
experiences

Maximize performance of digital properties and improved
overall responsiveness

Content presented in this meeting is the property of LCBO, for this audience only, and
may not be shared, reproduced, or distributed in any form.
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How this benefits you?

New centralized portal for collaboration, sales, promotions,
financial information and order management. Create a
seamless, self-serve experience for LCBO business partners

Centralized pricing system with more automation and ability
to execute price changes quickly

Wholesale.lcbo.com platform enhancements will make it
easier for more wholesale customers to seamlessly complete
orders and view current inventory

Improved inventory planning and forecasting processes
means getting the right products in the right locations at the
right time, while improving inventory visibility

Standardized warehouse management systems and
integration with transportation management to optimize
routes and loads to get products to shelves faster

LCB O ‘ II\:/ILgISJERRENSI-Zr%FON Content presented in this meeting is the property of LCBO, for this audience
only, and may not be shared, reproduced, or distributed in any form.




FSM scope by release

Integrates data between core systems (SAP, Magento,

| @ Blue Yonder, Adobe CDP, Manhattan, and GK) and
builds a solid foundation for LCBO analytics capabiliti

< Deploys new capabilities to the LCBO Retail stores
;.":. delivering a full-fledged in-store transformation, including Ope rations

new POS, promotions and markdowns — 2026/ 27

E E Enables all merchandising capabilities including space R4 Integ rated

planning, category and assortment management, and . )
merchandise financial planning Business Planning — 2026

Builds on the foundation with improvements to optimizing R3 - Supply Chain Optimization
QSO order management and inventory management processes
and will expand the Vendor Portal for collaboration — 2026

Transforms the customer experience by enabling targeted

n. offers, begin tracking loyalty redemptions and have customer . . =
() sentiment embedded in the customer profile as well as R2 Marketmg Release — 2025

~ creating a new third-party Marketplace platform

Establishes the Work Force Management, Task Management, R1c — Warehoiise Manaacement — 2026
£ Pricing, core Finance, Master Data Management, Order . Y
e Management, Vendor Portal intro, PO Management + R1b - Foundational Release — 2025
Creation, Warehouse Management, and Transportation R1a — Workforce + lask Management — 2025

Management capabilities

LCB O ‘ II\:/ILgISJgRENSI-ZrﬁTrFON Content presented in this meeting is the property of LCBO, for this audience
only, and may not be shared, reproduced, or distributed in any form.



Next steps

Summer 2025 Early fall 2025 Late fall 2025 Late fall onwards
» Targeted testing for  Webinar / recording * Quarterly Trade . Updates as future
select vendor(s) : Update releases approach
« Demos, guides and _
* Quarterly Trade FAQs * Pre-go live
Update communication;

Support as required

 Launch of dedicated

_ * Post go-live support,
page on Doing including in-app
Business with LCBO support ticket
website

functionality

50
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Where can | get these slides?
LCBO | &2

LISTING B MANAGING PRODUCTS Qa

SUBSCRIEE FOR TRADE UPDATES ABOUTUS CONTACTUS

= [q

MERCHANDISING & MARKETING RETAIL WHOLESALE SUSTAINABILITY UPDATES

Merchandising & Marketing

PROMOTIONAL CALENDAR.

PROMOTIONAL PROGERAMS

FOOD & DRINE

GIFTING & CORPORATE GIFTING

PARTICIPATING STORE LISTS & WORKEBOOKS

SUPPLIER ASSET REQUIREMENTS

LCEO ADVERTISING OPPORTUNITIES

AEROPLAN LOYALTY PROGRAM

QUARTERLY TRADE UPDATES

+

+

+

+

\

HOME » MERCHANDISING & MARKETING

Welcome to Merchandising & Marketing information hub. Here you will find our brand
guidelines, promotional calendars and an overview of cur prometional pregrams, including
details on new digital opportunities that deliver a truly integrated experience for our customers.
These programs are designed with our valued trade partners in mind to ensure we provide
flexible and relevant opportunities to promote the vast products we carry. Programming
includes instore and online merchandising opportunities, virtual events, programs specific to
\fintages, and within FOOD & DRINK content-forward advertonials, integrated social and digital
opportunities.

NEW! Brand Promise & Updated Brand Guidelines

As the beverage alcohol market changes and customer expectations evolve, the LCBO remains
committed to being a best-in-class, responsible retailer and wholesaler, by putting the customer
first, building strong relationships with our partners, supporting our communities,

and delivering value to Ontarians.

We are pleased to share we are evolving our brand promise "Perfect choices made

easy. Moments made great,” supported by five brand pillars as well as our new

brand personality. The brand refresh influences everything we do across the business, guiding
how we interact with customers, our colleagues, and our valued partners.

We are also introducing LCBO’s refreshed brand guidelines, aimed at
simplification, accessibility, and overall easier application to reflect not only our brand promise,
but the tene and quality that the LOBO is known for.

Click here to visit our Brand Guidelines site.
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