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F20-21 Performance
& F21-22 Plan
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Results and :

Sales [5) |Market Share| Sales(S) |[MarketSharg| Sales(5) [|Market Share Sales (S)
Plan F2 1 _22 FY19/20 S 23086, ., S 13425) S 21773\ oo | 5,847.6
FY20/21 Forecast® | § 2,522.2 S  1,472.2 $  2,204.8 g 6,219.1
FY21/22 Plan $ 2,531.0 |4 0.0% |$ 14914 |& 0.2% |35 21903 [W -03% |3 6,234.6
LCBO Home Consumer

% Dollar Growth 4 9.2% & 0.4% & 97% & 13% & 1.3% % -07% & 64% & 0.3%

5371.5M

5213.5M
5129 7M
$8.9M $19.2M 327.4M $15.6M
-514.5M
FY20/21  Fy21/22 FY20/21  Fy21/22 FY20/21  Fy21/22 FY20/21  FY21/22
Fcst vs Pln vs Fost ws Pln vs Fcst s Pln vs Fcstvs Plnvs
FY19/20  Fy20/21 FY19/20  Fy20/21 FY19/20 FY20/21Fcst ~ FY19/20  Fy20/21
Fest Fost Fost

*Forecast represents P1OYTD Actual Sales + P11-13 Forecast.
Motes: Grocery, TBS, Duty Free, and Specialty Services are excluded.
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Local Craft Growth

$13.0M

-S4 4M
FY20/21  Fy21/22
Fost ws Plnwvs
FY19/20  Fy20/21

Feost
Ontario VQA Wines

+5.7% vs. LY

Fy20/21 Fy21/22

Fcstws Plnvs

Fy19/20 FY20/21
Fcst

Ontario Craft Beer
+7.6% vs. LY

Fy20/21 FY21/22
Fcst ws Plnws
FY19/20 Fy20/21 Fest

FY20/21 FY21/22
Fcst ws Plnvs

FY19/20 Fy20/21 Fest

Ontario Craft Cider
+20.9% vs. LY

Ontario Small Distillers
+15.2% vs. LY
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Pre COVID-19

9%

© Spirits

@ Wines

@ Beer & Cider
Vintages

RTD

Total $6.4B

+2.4% YOY
Net Sales R13 — As of P12 2019-20

Post COVID-19

8%

@ Spirits

@ Wines

@ Beer & Cider
Vintages

24%

RTD

23%

Total $7.1B

+8.2% YOY
Net Sales — Fiscal Year 2020/21
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Volume share across all Channels

Volume Share Trends

80%
78%

18%
7%
n g - o

Retail Licensee LCOs Other Grocery

® 2012/2013 ©2021/2022
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Pandemic drove E-Com and SDP demand

$144.8M
E-Commerce

Sales

$96.0M

28.9M

E-Comm Order Amount Same Day Pick Up

$1.5M

® 2019/2020 ©2020/2021
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Trends
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WELCOME TO

Star Pl A o] VILLA ONE

PICpERTWELVE
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Bring Value
Home

PINOT GRIGID

JACKSON -TRIGGS f )
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Lighten Up
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Local i
Love
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F20-21 Highlights
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New & eCommerce
Expanded Opportunities

FEATURE PAGE NEW ARRIVALS VIRTUAL EXPERIENCES

Tra d e (TIERED OPPORTUNITIES)
Opportunities “

WHAT S

Nevs

ONE DAY SALES ONLINE EXCLUSIVE PRODUCTS OMNLINE EXCLUSIVE CURATED
WITH VALUE ADDS BOXES

ON SALE NOW

LIMITED TIME OFFERS

GIFT WITH PURCHASE"

G s Hra® Lanisch i) i Doweel wisen you
Tury thees 750 batiles sach of Twe Ocsans Sauvignes
Bilane and Pinet Grigio st LCAG.Com,

Fee
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New &
Expanded
Trade
Opportunities

OmniCommerce
Opportunities

The following four in-store displays have added opportunities for ecommerce extension for brands and their products.

COCKTAIL OF THE MONTH FRONT NESTING TAELE
ENTRANCE TABLE & PROGRAM PAGE IN-STORE DISPLAY & HOME PAGE
FEATURE A

MIDDLE NESTING TABLE
IN-STORE DISPLAY & HOME PAGE
FEATURE B

e fog L A1

= i

N

TR
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New &
Expanded
Trade
Opportunities

Power Aisle and In-Section
Opportunities

EMD AISLES BLOCKPILESA&B MIDDLE NESTING TAEBLE

A LT

|||||||||

SODOD O
P I 0 o I i ) -

‘_>~\

MINI-THEMATIC C ENHANCED DISPLAY
(BEER, CIDER, RTD) ACTIVATION (BLOCK PILE D)
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Online
Virtual
Experiences

VIRTUAL EVENT

Chocolate
& Pairings
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DoingBusinessWithLCBO.com

R ABOUT US CONTACT US
Doing
Business Search Q |

LISTING & MANAGING PRODUCTS MERCHANDISING & MARKETING WHOLESALE SUSTAINABILITY UPDATES COVID-19

HOME > WHOLESALE

Wholesale

Grocery Operations LCBO Convenience Outlet-LCO Licensee
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Inclusive and LCBO I 2= s e
Improved

LISTING B MENAGING FRODUCTS oA MEACHAKDISIMNG & MARKETING RETAIL WHOLESALE SUSTAINABILITY URDATES CovVID

. HOME » LIBTING & MANAGING PRODUCTS » LCBO PORTROLIO SUBMISSIONS
 AODA Compliant
LCBO Portfolio Submissions

.
« Allyo estions
u r u I n The first sbep to submilting your product for consideration is to review the current Product Needs

ACDOUNTE PAVASLE + Letter, al=s known as Op=n Calls found in Heipful Forme and Links tab, = sutlined in this websits.

.
a n SWe red I n O n e fn LCBO team member from each respective cal=gory will decide what products are purchased

ACCOUNTE RECEIVABLE + for r=tail.

plaCe When you have reviewed the product needs letter you can now submit your product for review vis
CONECLIDATED DISTRISUTION OF ONTARID the New Items Submission System (NISS). If you don't have acoess to this sysi=m you may
BEER. WINE, ZIDZR AND SFIRITE zpply for access via the Trade Access Request Program linked here.

[ OwnerSh i p means DESTINATION COLLECTION st
timely updates ottt

Packaging
Marketing plans

Once you heve submitted your preduct in NISS it will be reviewed lor;

INTRODUCING PRODUCT TO RETAIL STORES

Y B u i It_ I n TOO | S If your new product i= purchased, it's important that agents stay on top of their produect’s
i = performance. Since demand for shelf space is so high, products that aren't s=lling to the published
EBEORTEOLIO SUBMIS SIS Annual Sales, Seil-through or negotialed Targets will b= disconlinued to make room for others that
will. Let’s work together to develop marketing programs that will draw consumer atiention o new

ONLINE TOOLEEYITEMEFORME + preducts and build |asting sal=s.

PRODUCT NEEDE LETTERE

e Product

VINTAGES PRODUCT SUBMISRICH

Submission
Process

WINERY OFF-SITE WAREHOUEDIG PROGRAM
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F21-22 Priorities
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Category
Strategy

Develop an enterprise-
wide competitive
category strategy, with a
focus on the Vintages

0
>

VALUE TO
CUSTOMERS

» Transformation Plan
« Category and Assortment
Strategy

Padk

GROW PROFITS &
EFFICIENCIES

» Business Process Review and
Optimization

* Organization and Capability
Enhancement Opportunities

LCBO g0



Multi-Pronged Approach

® . E
ASSORTMENT INTEGRATED
SIMPLIFICATION PLANNING
LO
(=] J— -t
VINTAGES CHANNEL
TRANSFORMATION STRATEGY

o
CATEGORY

MANAGEMENT
BEST PRACTICES

0900

MERCHANDISING
OPERATIONS
REVIEW
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Assortment Simplification

Refine Category functions

Review Purchasing Cadence

LCBO g0



Vintages Transformation
V INTAGE S

Springtime in

PARIS

Fresh French

( : |4: S Channel
Strategies

sippers
4
In praise of 2 a—
PORTUGAL
- = ‘ :
| v

i i L <. ', ROSE
DOMAINE ‘21*

ou
HAUT BOURG

MUsCADET
Eu

Increase Simplify
exposure of Front Line
Essentials Releases

DISCOVER OUR LATEST COLLECTION, IN STORES AND ON LCBO.COM SATURDAY, MAY 15, 2021

NOUVEL ARRIVAGE, EN SUCCURSALE ET A LCBO.COM DES LE SAMEDI 15 MAI 2021

LCBO g



Destination Collection

- . o o
SIGN UP FOR EMAIL Home/Store Delivery Order
STORE LOCATOR
TRY SAME DAY PICKUP

SEARCH E

SPIRITS BEER & CIDER COOLERS VINTAGES FOOD & DRINK GIFTS NEW ARRIVALS COLLECTIONS ONSALE St re a m I i n e P h ys I c-a I
N Listing and Online
Process Boutiques

GEORGE SOLEAS Deflne Onllne
President & CEO,
el Lds KPIs &

Guardrails Boutiques

I Invite You to Discover Something New and Inspiring
with Our Destination Collection

"Every bottle has a story to tell. Perhaps it’s about who made it, or what part of the world it reminds
you of. That's why I'm excited for you to experience our Destination Collection, an enhanced
selection of products from around the world — and we're always adding more."

oooooooooooooooooooooooooo
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Thank you
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