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Meet the 
Team



F20-21 Performance
& F21-22 Plan



Results and 
Plan F21-22
LCBO Home Consumer



Local Craft Growth

Ontario VQA Wines
+5.7% vs. LY

Ontario Craft Beer
+7.6% vs. LY

Ontario Craft Cider
+20.9% vs. LY

Ontario Small Distillers
+15.2% vs. LY



Total $7.1B
+8.2% YOY
Net Sales – Fiscal Year 2020/21

Total $6.4B
+2.4% YOY
Net Sales R13 – As of P12 2019-20



Volume share across all Channels
Volume Share Trends



Pandemic drove E-Com and SDP demand

E-Commerce 
Sales



Trends



#Trending on Social





Star
Appeal



Bring Value 
Home



Lighten Up



Local 
Love



F20-21 Highlights



New & 
Expanded 
Trade 
Opportunities



New & 
Expanded 
Trade 
Opportunities



New & 
Expanded 
Trade 
Opportunities



Online 
Virtual 
Experiences



DoingBusinessWithLCBO.com



Inclusive and 
Improved

• AODA Compliant

• All your questions 
answered in one 
place

• Ownership means 
timely updates

• Built-In Tools



F21-22 Priorities



Category 
Strategy
Develop an enterprise-
wide competitive 
category strategy, with a 
focus on the Vintages VALUE TO 

CUSTOMERS
• Transformation Plan
• Category and Assortment 

Strategy

GROW PROFITS & 
EFFICIENCIES
• Business Process Review and 

Optimization
• Organization and Capability 

Enhancement Opportunities



Multi-Pronged Approach

ASSORTMENT 
SIMPLIFICATION

INTEGRATED 
PLANNING

CATEGORY 
MANAGEMENT 

BEST PRACTICES

VINTAGES 
TRANSFORMATION

CHANNEL 
STRATEGY

MERCHANDISING 
OPERATIONS 

REVIEW



Assortment Simplification

Define Set Roles

Refine Category functions

Review Purchasing Cadence

Update Sales Targets



E-commerce 
excitement

Simplify 
Front Line 
Releases

Channel 
Strategies

Strategic 
alignment 

of portfolio 
roles

Increase 
exposure of 
Essentials

Vintages Transformation



E-Com Sales

Online 
Boutiques

Physical 
and Online 
Boutiques

Streamline 
Listing 

Process

Review
Space in 
Existing 
Stores

Define 
KPIs & 

Guardrails

Introduce 
Online 

Boutiques

Destination Collection



Thank you
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