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The Importance of the Customer Journey

1. Supported by LCBO brand pillars to deliver on
our promise

2. Fully understand customer experience through
each stage of interacting with LCBO

3. ldentify strategic opportunities to optimize
customer experience innovatively
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L C B O C u StO m e r J O u rn ey Revisit online or in-store

LCB

Create an Account
On-site Search

Survey
Ratings & Reviews
Virtual, Tasting Event Opt-in Email
Video
Aeroplan Loyalty
Product Page Info
Follow Social Media
AWARENESS Food & Drink ADVOCACY
— — )
Organic Search Mobile App Share
Social Media
Store Recommend
Store Experience
Radio Ad, Magazine On-Demand Delivery Platform

Vendor Ad Customer Care

Word of Mouth
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To drive
customer Data Driven Business Model

engagement ya AN
through data ‘

Optimizing Customer Aeroplan
Journey Through Insights Program

Adobe Customer

Analytics Insights

Omni-Channel

. Beyond customer Post-purchase
experience

conversion survey & analysis
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Improvement
of the
customer
journey
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Thooss Samae-Day Pickup - ordem ready in @ hours with sxoress lines and checkout avaizok! Homae Delivery ordars dafverss in 2-8 usiness days.
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LC BO Vet 0an we help you find today? a w

Producta Mew Arrivals Gifta Promafions Collections Food & Drink Social Impact

Smart Buys Under $20

From coolers to whiskeys to winea
and maore.

Shap Expart Ploks

Shop the Latest Popular Vintapes Preview: California  Shop the Best Spring Check Out the Spring Drink
Celebrity Finds Gold Rush Cocktail Trends ‘Trends for 2021
Show Mare Show Marg Show Marg Show Mare

Browse by Category

[ o i = ‘
) |
i & |
- d L
Wines Spirits Baor & Cidar Coalars




Key Issues ldentified

In phase #1, we focused on the following key areas:

E-commerce
Renewal

Phase #1 Q

Areas
of
Focus
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Al-Driven Search

Q 360/0 of visits use on-site search

New e-commerce Platform offers:

* Al driven search for more relevant results

Opportunities for Trade Partners:

« Accurate product attributes for search engine
optimization and easy product findability
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Ginja Shizuku Divine Wines of Substance Ile Four Modern Sake
Droplets Sake Cabernet Sauvignon Junmai Daiginjo
720 ml bottle 750 ml bottle D E £ a7
720 ml bettle
$92.15 $23.95
$56.05

Explore Food & Drink

‘ken Blackberry Glazed Sunshine Chiffon
Cake

A close cousin of angel food cake, chiffon

matics and complex flavours
indaloo paste can add instant

grilled chicken. gets its rich tenderness and exceptional

bounce from the inclusion of eaa volks and




Enhanced Product Detail Page (PDP)

600/0 of LCBO Web purchasers visited PDP first

New e-commerce Platform offers:

« Taste Profile
- Badges (e.g. New, On Sale, Vintages, etc.)

Opportunities for Trade Partners:

* Rich content, including product details, badges, awards,
images and video (future)

 Ability to tell the brand story with more information

On Sale

Raymond Family Classic
Cabernet Sauvignon

YwkkkKk (0) Write a Review

Taste Profile

Flavours floral, berry, herbal

Sweetness o
Body e o o
Flavour Intensity e o o
Tannins e o o
Acidity o
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Split Cart Function

I
U 55% Ssame-day Pickup B Free In-Store Pickup
Available for Same-Day Pickup. Order now and
A0 21% Ship to Store pickup as early as today.
©® Upper Middle & 8th Line
@ 1 3% Shlp to Home @ 23 available in store now

@ Only 9 remaining to be shipped to store

New e-commerce Platform offers: * Check Nearby Availability

@ Check Availability in All Stores

» Multiple Fulfillment Options on Cart Page
(reducing abandoned carts & cancelled orders) B8 Home Delivery

Order now and get it delivered in 3-5 business
.. days ($11.95 +tax).
Opportunities for Trade Partners:

@ Only 9 remaining for delivery

» Ability to create omni-channel campaigns with ease of
purchase
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Inventory Accuracy

)

@ Qut of Stock

o - - - -
I 573 A) of visits viewed Product Detail Page
This item is out of stock at your selected store and

online. Please try checking availability in a
different store.

New e-commerce Platform offers:

©® Test Queens Quay & Yonge
* No Stock? No problem — Get a Notification x Not available in store now

¥ Not available to be shipped to store

Opportunities for Trade Partners: 9 Check Nearby Availability.

T @ Check Availability in All Stores
* More visibility to where products actually are and

visibility to how quickly they are selling Notify me when back in stock
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Impact on DAY
BSALE

online
promotional
prog rams wer WO

EARN ID0AERDFLAN BONUS POINTS ON
YOUR ONLINE FURCHASE OF 5100 0R MORE
SHOP
BEER
300+GIFTS
COLLECTORS, ==
AdbsuiL Ay
LTt

s back! A small-balch brew released
every bwo years, Samuel Adams
Litoplas is an extracedinany blend of
biasral-aged beers. Limit of 2 botties.

Ry r—

I R
G it while you can! e=m  E=m ==
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Pivotal role of LCBO
e-commerce Platform

eCommerce plays various roles in the customer
journey, with most customers browsing online
and then shopping in-store.

LCBO e-commerce platform can help trade
partners:

1. Build strong brand awareness
2. Exposure products

3. Seamless omni-channel experience to
inspire purchases online or in-store
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LCBO

Check online,
purchase in store

a0
>

Site Visits

]

2% Purchase
online



Traffic Opportunities

1M Visits / Week
- (Web + Mobile App)

Opportunities for Trade:

1. Tracking campaigns
* Drive Traffic to LCBO site

2. Promotions
 LCBO managed
e-commerce programs

LCBO 255>

Search Engines
(Paid & Organic)

Success of SEO and SEM

Typed /
Bookmarked

Brand Awareness

Other

Email Marketing
and Referrers

Social Media

Marketing Social
Media Push

Traffic Sources

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

I 3.0%

3.0%



LCBO Managed e-Commerce Programs

LCBO offers various e-commerce programs to help our trade partners to build brand awareness and
to grow their business, online or in-store

Simplified, integrated promotions that motivate

Lighter Choices
from Stoneleig

Pre-Launch New Arrival

Program Program Channel Sales

Program Program
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One of our successful stories

* 85% more sales generated during the Pre-launch period

P re- La U n Ch P rog ra m Pre-Launch vs Post-Launch Online Sales

Features of the Program

« Two week launch online prior to store release

» Social posts (Instagram, Facebook or Twitter)
& Email

* Website feature (on multiple high traffic

pages)

mBlanco mReposado

Online Sales

Goal of the program
* To generate Buzz and build anticipation

04-Mar 10-Mar 16-Mar 22-Mar 28-Mar

Date
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New Arrivals Program

Features of the Program

» Featured product placement on site
« Mobile App tile promotion

 CRM program supports

Goal of the program
» To support New product launches

L.CBO D -

Products New Arrivals Gifts Promotions Collections Food & Drink Social Impact

nnnnnnnnnnnnn

o oal Lighter Choices
<1‘ :’j 2 from Stoneleigh
: ’-1’. SHOP NOW2»
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Key successes vs.

average

Product Page Page Views

P5 P6

m Stel + Mar

I .-
P7

®m New Products (Non- Base Package)

P8

e-Commerce Sales Comparison (Selected Program Products vs non-

program Products)

P5 P6 P7

m Stel + Mar

® New Products (Non- Base Package)

P8



One of our successful stories

Product Page View Share (%) vs. Category
4.0%
3.0%

Feature Page Program

1.0%

Features of the Program 0.0%

« Atemplated Feature Page for your Products/Brand oo st

* Image Box on Homepage and Category Page ‘ v a Y S
« Promotion in Social Media and CRM Pre-campaign Campaign Post Campaign

Goal of the program
* To Showcase your product and brand in 10.0%

an LCBO-endorsed collection 8.0%
6.0%

4.0%
2.0%
0.0%

Share of Sales in Category (e-commerce+ retails)

Week

Y T Y
Pre-campaign Campaign Post Campaign
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Online Exclusive Programs

Features of the Program

« eCommerce Exclusive (Value-Adds or Curated boxes)
* Featured on LCBO.com’s Collections Page

* Dedicated CRM Email

Goal of the program
« Two types of Online Exclusives driving
brand discovery and sales:
1. Wine MNP D KitS ] ok
Wednesday /L Gift with 7S 3 2

L- Purchase

nnnnnnnnnnn
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One of our successful stories

16%
14%
12%
10%
8%
6%
4%
2%
0%

Daily Sales

Daily Units Sold

Share of Sales in Australia Wines (e-Commerce Order

Amount)

10

11

12



One of our success stories

» Sold out within hours of each online release on one day

Omni-Channel Offers :

Features of the Program
* Product is available for purchase both in store

Additional 2,000 units could have been sold online with
more e-commerce allocation

and online ” Product Views o
H . . 700
« Ecommerce allocation 000 N\‘ == Potential Sold Units

» Social post and web features 500 \ —e— Acutal Sold Units 600
‘- 500 -
2 400 \ <
Goal of the program 2 \ 400
. . . . \ S
« Maximize province-wide brand sales - ) 300

. \

200

100

01 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23
Hour
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One of our successful stories

Easter Monday I

Canada Day |
One_Day Sales Promotlon August Civic Holiday I

Labour Day |
P rOg ra m Thanksgiving I

Boxing Day I
Features of the Program Farmily Day
» Additional sales day (Stores are closed) o 5 10 15 20 25 30 35 40
o Separate feature page, banners, Category page One Day Sales Uplift (vs average Daily Sales)

« Targeted Marketing Email

One Day Super Sales vs Avg Sales**

m Average Sales ®Ecomm Super Sales

Goal of the program
» To drive incremental LTO and Product sell-through

SALE ¥

APRIL 15™ 1=

NNNNNNNNNN
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Choose S: ay Pickup - ardars ready in & hours with lines and theckout avalala! Home Dalivery ordars daiversd in 2-8 business days.
Stors: Front & Sherbourne Signin or Craswan Acoount | Trackan Ordor | Englich
3 What can we halp you find today?
TOgucts

* New ecommerce website will increase customer
engagement, retention and conversion to both

. . Smart Buys Under $20

online and retail store sales R

and more.

Shop Epart Fioks

« Enhanced online analytics will maximize marketing
execution and performance

 Participation in any of the online promotional

programs boosts overall product sales e i
* Online exclusive product launches increases
product exposure while driving sales .. = i
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Thank You!
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