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Hybrid shopping
Evolution of online

Augmented value of physical stores

Rewards & Personalization
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Brand Promise

Perfect Choices Made Easy. Moments Made Great.

Discover
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Has friendly, helpful, Offers a loyalty Offers the best Has a positive
knowledgeable program that selection of products impact on the
staff that | can trust meets my needs available and makes it province/ supports

easy to discover new local producers and

sells responsibly
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Hybrid
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Hybrid
Shopplng

The online customer is
the in-store customer.
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Majority are Omni-channel Customers

% LCBO customers
multichannel usage

0 Pre-pandemic
1 39%

online visits /
purchases

‘ Online visits / purchases

69%

Haven'’t visited or
purchased from LCBO.com

Source: Brand Health Tracker
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Avg Monthly Avg Monthly
Retail Trans Online Visits

11 Million 4 Million
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Online shoppers spend more across all categories

Avg. Household spend on alcoholic beverages

Q4 2021
$73
$68
$49
$42 $45 346
$40
$21 $22
$17
$12 $14
T E
H m
Wine Spirits Beer Vintages RTDs Cider Non-alcoholic
m Alcohol Shoppers Have ordered online Past 6 months

Source: Brand Health Tracker
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Avg. order Avg. order

Fulfillment method

value ($) size

Home Delivery $254 12.4

U] Same-Day Pickup $197 12.9
Deliver to Store $169 8.2
&5 In-store transaction $51 4.2
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e-Commerce Fulfillment Shifts
(FY21/22)

679 67% 0
7 AT V7
39%
-9
41%
0,
25% 24%, 24% 2% 24%
23% —— —° °
—— ’ 20% 19% 20% 20%
/
— - 129 % 139
8% 9% 9% 9% 10%
P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 P13
—e—Home Delivery —e=Pickup In Store Ship to Store
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Promotional Activity
that Resonates Most

DAY
SALE

EMANA ON SELECT SPIRITS, WINES & MORE
TEQUILA

........

ONLINE ONLY
APRIL 15™

o iciasiinttinans. s

Online Rare & Exclusive Online product Ecommerce
exclusive offers Products pre-launches One-Day Sale
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32% @,

Performed Search

3.25 & - 58% M

Minutes Per Visit e Visited PDP Pages
Mnane
LCBO.COM
VISITS
1.73% [J 17%:=
Made Purchases Viewed Content Pages

12% &

Checked Store Inventory
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Welcome to the new LCBO.com
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Overall Improved New Site Experience

LCB

TRADE DAY
2022

t74% " 169%

Before launch: 59% Before launch: 60%

Top 3 Box among Top 3 Box
visitors to LCBO.com among purchasers
on LCBO.com



Top Improvements

f 67% ! enjoy browsing it for deals and offers

f 65% | can find relevant information about products

* 649% Has convenient options for pick-up

* 649% s areliable way to order products

f 649% Is a great source for new ideas (e.g. products, gifts, recipes, food pairings, etc.)
4 63% The information is valuable

f 599/, Offers exclusive products

* 589% It presents products in a way that encourages me to try them
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Customer feedback — new website

“I like the option to search

closest to my location.”

“The overall usability is much
better with the update.”

“Excellent website—easy to
search, love the inventories so
you know what's at the store,
love the convenience of ordering
for in-store pick up or delivery
(especially during Covid).”

“New design / navigation is
much beftter than before”

“The update gave
great sorting options!”
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How to make the
most of the online
channel

o Content to inform and
engage

o Unique offering — products
and promos

o Integration between online
and instore programs

Learn more in the Breakout Session
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The Retall
EXperience

John Summers, Chief Retail Officer



Perfect Choices Made Easy. Moments Made Great.

Discover Connect Reward
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Offers the best Has friendly, helpful, Is always an Offers a loyalty Has a positive
selection of products knowledgeable exciting shopping program that impact on the
available and makes it  staff that | can trust experience meets my needs province/ supports
easy to discover new local producers and

sells responsibly

LCBO 255>




WHAT WILL | FIND
DISCOVER

Sensory

Product immersion
MAKE ME FEEL PART

MAKE MY LIFE EASIER Halo —— convenience OF SOMETHING
REWARD CONNECT
Harmonize digital & physical

Digital crossover
Storytell
Associates and ambassadors
Purpose, values & sustainability

Frictionless experience N EY M A yo)
Never out of stock @ A
Value-add services

CONSUMER
CENTRIC

CONNECT WITH ME ) < KNOW WHAT | WANT
INSPIRE ‘% X CONNECT
/ O
Acquisition beacon for the CA L AND 0\ Local purpose
brand Amplified events Brand Membership & loyalty
storytelling Commercial differentiation

Success measures
Cx NPS
Loyalty
Net sales growth & ns/sgm

Aqility & iteration Purchase path flexibility

%;ﬁ: Full omni & mobile enablement ':I'% Digital instore experience Consumer, Member & Marketplace Intel Trading Tools ®5 Recruitment




—

77 )

il jﬂ]hlﬂlliu.f} ¥

o -
CONSUMER
CENTRIC

INSPIRE ME
DISCOVER

Sensory
Product Immersion
Halo —— Convenience
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CONSUMER e |
CENTRIC ‘
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MAKE ME FEEL
PART OF SOMETHING

CONNECT

Trends And Stories
Digital Crossover
Associates And Ambassadors

LCBO B



CONSUMER
CENTRIC

L

AS
Sy o
CAL AND o\

KNOW WHAT | WANT CHEERS TO NEW REWARDS

; Start earning Aeroplan® points today.
CONNECT

Join now in seconds aircanada.com/enrol

: CELEBRONS LES NOUVELLES
Loyalty L} RECOMPENSES F
; 4 w0 & urd’hui.
Expertise : Accumulez des points Aéroplan* dés aujo

= Linscription ne prend que au
Commerical Differentiation - | _
Purchase Path Flexibility

i inscrire
elques secondes arrcanada.cum/sms
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CONSUMER
CENTRIC

KNOW WHAT | WANT ol m‘AA***;;:&::*;z::
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Community \ Aagmenn 3ogmenn O3 : i

Spirit of Sustainability CABERNET  CABERWET
. . WMIRAZ
Personalization R
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CONSUMER
CENTRIC

/S’}»S 6\/3
/
CAL anD ©

CONNECT WITH ME
INSPIRE

A Beacon For The Brand + : — || e e
Amplified Events POy
Brand Storytelling / ~ g
Agility & Iteration e &
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CONSUMER
CENTRIC

MAKE MY LIFE EASIER

CONVENIENCE

Harmonize Digital & Physical
Frictionless Experience
Never Out Of Stock
Value-add Services

LCBO 282>



Thinking like a retaller

<

IN ‘Q\j W"{ﬁm —

People Product Process Premises
Leadership Assortment & Presentation Efficiency & Accuracy Network Strategy
Employee Experience Productivity & Efficiency Consistency Brand Standards
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Customer
Events &
EXperiences



Events & tasting
experiences are back!

Q0
-,
A -
Key driver of = Build customer
INSPIRE discovery loyalty & product Grow sales

brand pillar & trial affinity
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Instore &
External
Experiences

Integrated
with promotional
programs & key display

Premium Vintages
Dinners & Tastings

Media/Influencer events

Aeroplan Partnerships

LCBO 255>



Virtual
continues
to play a
vital role

“Love, love...love the
approachability of the
wines and food pairings.
Not intimidating at all and
this video has made my
choices so much easier!”
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Manulife Store #528
Dom Perignon x Lady Gaga
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Store #511
19 Crimes Activation

E ‘ Eat & Drink TanyaMok Posted on March 0g, 2021
Toronto's LCBO flagship just goto

a statue of Snoop Dogg and we e
have questlons '*

r L b bR 2 ‘7} S . 4 ’

i |
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Summer Hill Store #10
Veuve Arrow Tin Personalization Units Sold =

sell-thru

r— | #FOLLOWYOURARF
S 7 o PERSONALIZE YOUR
CLICQUOT ARROW
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P10 Store #511
Johnnie Walker Hologram & Bailey’s Activation
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tore #217
ottage Springs Activation
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What this
means for you:

4
Ensure your proposals Integrate events Leverage virtual
deliver on what In your promotional to amplify your
the customer wants plans reach & deliver

enhanced content

LCBO 282>



A Rewarding
EXperience with
ASROPLAN



Engagement

o
7.0x

avg. 2-3x of monthly LCBO
transactions by earners

59%1

Aeroplan basket size
vs non-Aeroplan

26%

of members have earned
on product bonuses

.CBO | ASROPLAN &

LCBO 282>



EARN BONUS AEROPLAN'POINTS
ONTHESE PRODUCTS

Aeroplan
2%1%’:.%B?%ZS'%JS&?#‘;““°""”‘ 'L ;_ p Oi n tS m Ot i Vate
Lt 21l customers

o of customers surveyed recall
o seeing Aeroplan offers in store

o of customers find the product
o bonus offers valuable

[.CBO| ASROPLAN @&

VARIATIONS

MOUSSEUX

LCBO g5




Bonus Offers Influence Customer Behaviour

Sales Coverage of Bonus Offers Top Performing’
(For P11-13 offers, % of total LCBO sales by period from trade offers) categories include
B Pre-Period

I Promo-Period Ontario Red

European Wines

@ South America Red

{

4.0% _

3.7% Gin

Canadian Whisky
Vodka

3.4%

)8

" «  Premium Beer
Coolers
Craft Beer

Total Sales AE Sales

LCBO 282>




Valuable Rewards beyond Travel

AIR CANADA

/‘\. VACATIONS

Redemption o M
l g |

Hotels Car rentals Vacation packages
Book easily in points at over 300,000 hotels, Use points to book at over 11,000 car rental Book your entire trip in points with Air Canada
52 o/o Trave I worldwide. locations, worldwide. Vacations.

48% Merch &
Giftcards

Activities & travel experiences Merchandise Gift cards

LCBO 255>




Overwhelmingly positive response to the new Aeroplan

Build Trust and Make Rewards Recognize and Everyday
Confidence Rewarding Differentiate Relevance
+34% +21% +31% +5
Member Value Elite New
impression per point population marquee
growth partnerships

LCBO 282>



Keeping focus on creating
value for our members

- Jo] -

New everyday
partners since
Q42021
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Keeping focus on creating
value for our members

CIBC¢)  ASROPLAN CIBC¢)  A=ROPLAN E ASROPLAN &

£ i
‘ ) g8

New Aeroplan G RAYMOND -7 = G RAYMOND VISA G. RAYMOND - ;':‘/.‘l:
credit car’d Infinite Privilege RS iSRS T -/
accelerators on 3 _

ASROPLAN ASROPLAN
LCBO spend

VISA VISA

G. RAYMOND
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Keeping focus on creating
value for our members

>
ATHLETA

HARRY ROSEN

WARBY PARKER 1 : UNI
oo|qQLo

40+

eStore
partners




Keeping focus on creating
value for our members

¥4 australia & Airolomili OMNI % HOTELS

New y

£ paohe -wf-w;? nnnnnn
Travel 2% GULFAIR omian A!F.’\ dlscover IHG
Partners

COAST

hotels ROCKY MOU NTAINMEER

e GERMAIN
adlR IMmadurRiITius HOTELS
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Keeping focus on creating
value for our members

Earn

57/*1

ivate now to get a 6 month Uber Pass
membership for free' — that's up to $60 in
value for $0!°

Innovative
member
campaigns

BOXING DAY SALE

1020:°

WHEN YOU REDEEM POINTS

LCBO 282>



We want
to help grow
your sales

TRADE D

LCB

Online shopping just got easier! We've made some exciting updates to LCBO.com to give you a more convenient shopping experience.

My Store: Queens Quay & Cooper Street SignIn or Create an Account | Trackan Order | English

[JCBO What can we help you find today? Qv

Food & Drink

Products New Arrivals Gifts Promotions Collections Social Impact

Earn 125 Aeroplan® Bonus L C B O
Points

On online purchases of $75 or more.

ASROPLAN ®

= LCBO

My Store: Queens Quay & Cooper Street

Home Aeroplan

DA LCBO =ASROPLAN

SPRING

Learn More

Earn Aeroplan® points in
store

Aeroplan members can earn one Aeroplan point for
every $4 spent* at LCBO retail stores in addition to
bonus points on promotional offers. Points can be

redeemed for travel to more than 1,300 destinations

across the globe, hotels, car rentals, gift cards and

New Arrivals from Vintages

Discover new wines every two weeks. Our latest collectior
showcases what California does best.

merchandise.

Plus, from now until April 23 online only, spend $75
or more and get 150 bonus points. Just make your
purchase and follow the instructions on your
receipt, or submit your Aeroplan Card number,
order date and order number to
aircanada.com/Icbo-onlineoffer no later than May
22,2022. Orders placed on
VintagesShopOnline.com are not eligible for this




A lot more to come for Aeroplan and LCBO

Continue to invest in our Value Proposition

v K E

Relevant new Expanded Differentiated
partnerships redemption credit card offerings
options

LCBO 282>



A lot more to come for Aeroplan and LCBO

Laser focus on member engagement

7 o %

Highly personalized Digital Enhanced
communications Test Lab self-service tools

LCBO 282>



A lot more to come for Aeroplan and LCBO

Improved LCBO+Aeroplan experience

A [T~

New Trade partner Launch of Aeroplan Cross partner
bonus offer types earn on eCommerce opportunities
channels

LCBO 282>



Delivering
Omni-commerce
Promotions



LCBO
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