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Merchandising Strategy

Continue to evolve an enterprise-wide competitive merchandising strategy that
drives sales results and delivers increased customer loyalty across all channels.

- rad <5

Value to Grow Profits & Support
Customers Efficiencies Local
« Informed Consumer Insights * Channel Strategy * LCBO Mandate
« Category and Assortment » Collaboration and Partnership

Strategy
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Merchandising Priorities

®

Premiumization Convenience Inspiring

Experiences
]

Vintages Moderation Gifting
Transformation
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Premiumization

L.CBO

= .

Premium Spirits
Whisky Shop
Tequila Growth

Premium and Collectible wines
Special Offers
Champagne

TRADE DAY

2022




Premiumization

"‘Buying Better”

% Volume change ry2021 vs Fy1920 by Price Range

? Vintages 750 mL

1 lllll T o
_. = = il

$0.00to  $10.00to $15.00to $20.00to $25.00to $30.00to  $50.00 to $100.00 and
$9.99 $14.99 $19.99 $24.99 $29.99 $49.99 $99.99 above
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Premiumization
"‘Buying Better”

10%
Highest growth in

@ Tequila % Net $ per litre &
% Volume Growth

8%
Above average growth in

m .
= SPIRITS % Net $ per litre
— Brandy/
g Cognac
0,
& o% ® New World
o) Whiskey
Z
| o @Gin
- Whisky Scotch
'§‘ 4%
o Whisky |
(2 Irish\Whiskey ~ Liqueur Soju/Sochu
=S . Americar. Cocktail .
20 Rﬂ’_n [ ) Mixers
¢ v
Vodka
L @ @ aWhisky
Whisky Liqueur o Shop .
. . Liqueurs
Canadian Sippers .Classics
0% Bitters

0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20% 22% 24% 26% 28% 30% 32% 34% 36% 38% 40%
% Volume Growth Fy2021 vs Fy1920
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Premiumization

"‘Buying Better

12%
10%
Vlntages . 8%
. Vintages
Essentlals - European Wines 6%
2 e
- 4%
L Vintages
o New World 2%
-—
© o
= 0%
6% -4% 2% 0%
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o
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LCB

Highest growth in
% Net $ per litre &
% Volume Growth

Vintages Ess.
European Wines @
Vintages Ess.
New World

22% 24%

o

VINTAGES

20%

2% 4% 6% 8% 10% 12% 14% 16% 18%

Vintages
@ ON Wines

% Volume Growth Fy2021 vs Fy1920



Premiumization

Cater to
the Customer

- W

Ontario First
Allocated Products
New Releases

Support and Investment
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Convenience

62 o/ customers want a convenient format!
0

Growth
Single serve and larger packs in RTD

Value
Bag-in-Box Wine/ RTD

Convenience
Cans/Tetra/Cocktail solutions

LCBO 282>



Convenience

Convenient packaging

Top 2 Box (% Strongly/Somewhat Agree)

162% 152%  37%

Prefer to buy alcoholic Buy single serve, Prefer to purchase
beverages in single ready to drink alcoholic wine in a box over
serve, ready to drink beverages because a bottle when given
formats because they they are an easy way to the option

are convenient control consumption

Source: LCBO Brand Health Tracker

LCBO 282>



Gifting

Grow Gifting at LCBO

. De-seasonalize Gifting i WRAP
 Gift packaging and displays |T U D

 Personalization

« Ecommerce Exclusive

« Corporate Gifting

LCBO 282>



Gifting
Expansion of Gifting

Explore
Special moments Inclusivity New Occasions

Here’s to a
ggﬁXED%%Y B more ?‘lllitable
FIRST DRAG A\ Ontario.

SUPERSTAR (I

BHT FY21/22 Q3 — Gifting Deep Dive report
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Gifting
LCBO as a gifting destination

Top in-store gifting destination

Top online_gifting destination

2020 m2021 O 2020 m2021 0
0 LCBO 5% Amazon | — 757,
0 Walmart | — 377, LCBO i 61%
2020: 85% Canadian T |— 009, Waimart i 460,
} Costco 577, Canadian Tire gy 369,
Agree that, “The LCBO Winners 21% Chapters/Indigo 23%
is a gifting destination, _173/2% T 35%
a place to buy unique Chapters/indigo s 179% Costco i 349%
and interesting gifts for BestBuy 130 Best Buy e %0,
family and friends The Bay e 0, Winners i 260
Amazon ] 822 The Bay -10751%
; 7% : 11%
BHT FY21/22 Q3 — Gifting Deep Dive report Other in-store s 1% Other online store g 159,

TRADE DAY
2022

LCB




Gifting
Gifting - Omnichannel View

Customers Browsing/Purchasing Gift 41%
in Current Digital/In-store Visit

—in-store —online
19% 19% 0
16% 17% 17% 17% 17% 18%
(0] — Co———
January  February March April May June July August September October November December January February March
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Moderation

Lighten Up!

PELLER [J FAMILY
Vinesgard
BASK % % g |

ALCOHOL FREE

 Haiclos
ULTRA

EXCEFTIONAL LIGHT DELR

355 mi

LCBO e




Moderation

Lighter Options — Sales Trend

—RTD —Spirits —Wines Beer

1“Iﬂﬂﬂﬂ @;

%sinnll“:!'?
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[ Y O O O O Y Y Y Y Y Y Y Y Y Y Y Y Y Y Y Y Y Y Y IR T Ty I Ry T Y Ny Oy Y Hy a Y 0 8
FY1920 FY2021 FY2122
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Moderation

Making Informed

C h O I CeS % always/sometimes seeking the following criteria
when browsing/purchasing alcoholic beverages
1 51 o/ Always look for nutritional Low sugar content 55%
0 information when buying alcohol
Low alcohol
content 39%
31 % Purchased non-alcohol products Organic 289%

In past 6 months

No alcohol content 23%

Top 2 Box (% Strongly/Somewhat Agree)
2022 Q1

2022

LCB TRADE DAY Source: LCBO Brand Health Tracker



Moderation

Providing Decision
Support Matters

LCB

MEET OUR

NEW WINE

SHELF TAGS.

YOURTASTEINWINE. o Product Name/Nom du produit
Varietal /Cépage
Region /Région

$17.95
$17.75 + 20¢ deposit/consigne
123458 e 11111141 {

TRADE DAY
2022

earable

TECHNOLOGY

Toast, Vanilla, Savoury
Grillé, vanillé, sapide
SWEETNESS /DOUCEUR @

BODY/CORPS @ @ @ @

&
FLAVOURINTENSITY/INTENSITE @ ® @ @

ACIDITY/ACIDITE* @ @

SUGAR CONTENT/ TENEUREN SUCRE 4 g/L



Inspiring Experiences

Novel products and experiences

e g™ 5 * ‘
77% B Ra o)

Inspired to
purchase alcohol
tried while on
vacation, once
returned home
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Inspiring Experiences g . | -, f N

Product — TA! - DEGUS]ATIIUN

Tastings
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Inspiring Experiences

In-store
tastings

LCBO 282>

1

Customer
Experience

Engage key
customers and
geographies,
build credibility
and desire to
explore.

-2

Targeted
Investment

Demonstrated
ROI. Ability to
highlight
Promos, NEW,
etc.

-3

Purchase
Conversion

Ability to taste
before you buy
strengthens
confidence in
purchasing
decision.



Vintages Transformation

Improved

Efficiencies

VINTAGES Customer

value
proposition

Channel

Strategy

. ESSENTIALS

. ¢
.. COLLECTION ] NEW ONLINE
S A A | EXCLUSIVES Improved
M : customer
X *QI L experience

Enhanced Right

Pl Product,

access via "
Icbo.com Right Store

Improved
sell-
through
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Vintages Transformation

Destination
Collection Program

DISCOVER THE WINES OF ARGENTINA

GREECE

CALIFORNIA

DISCOVER THE WINES OF

NEW ZEALAND

M
c ALY
e g SOUTH S
o R PORTUGAL / AFRICA SPAIN
g L b
B A% AT i

LCBO 255>

Transition to
SCMe

Integration i
. Collaborative
with LCBO Assortment

P'ﬁ:‘:g;ﬁ;al Optimize Planning
Assortments
& Recruit
New
Customers

Enhance the
NEW! In-Store &

Central Online

Europe I
Boutique Experience




Vintages Transformation

We are here

!

Jan — Dec 2021 Nov 2021 Jan 2022 Jan — Apr 2022 May 2022
| | | | |
Release Model Phase 1: Executing Vintages Brand Phase 2:
Enhancements VCA updated Release Strategy VCA Optimization
Optimization strategy and Development and New release
Comms cadence
VINTAGES

Shop lebo.com fc
collection of Vi

ONLINE EXCLUSIVES

LCBO 282>

CALIFOR-
NUCOPIA

......




Vintages Transformation
Aligning Vintages Within the
LCBO Brand Framework

Brand Promise Brand Vision Brand Pillars
Perfect Choices To deliver remarkable Discover. Connect.

Made Easy. experiences as the Inspire. Reward. Impact.
Moments Made Great. trusted destination for

the world’s wines,

beers and spirits While Vintages will
> support all brand
pillars, it is anchored
in Discover.

LCBO 282>




Vintages Transformation

What Vintages Offers Consumers

1 Expertly
Curated Collections

Carefully selected collections of great
wines at a range of price points that

serve wine lovers, wherever they are
along their wine appreciation journey.

2 Wine Expertise

Expert advice and decision support
personalized based on a customer’s
individual wine journey and needs.

LCBO 282>



Vintages Transformation

The Joy of Discovery

LCBO 255>



“Vintages Is...”

Vintages is an expertly curated selection
of remarkable wines that make it easy

for you to continually discover what's new
and get immersed in your love of wine.
Discover your next favourite bottle or add
something special to your wine collection.

Only available at the LCBO.

LCBO 282>



Vintages Transformation

Simplify the Customer Experience

Current State @/ Greater clarity

New Arrivals Essentials Classics Bordeaux Special
Collection Collection Collection Futures Offers @/ | ess overlap

New Release Essentials The Cellar
Collection Collection Collection

LCBO 282>



Vintages Transformation

Expertly Curated Collections

New Release Collection Essentials Collection The Cellar Collection

The New Release Collection is The Essentials Collection is a Curated for the passionate
an ever-changing selection of curated selection of wines that collector, the Cellar Collection
wines released in limited quantities, represent signature styles from is a selection of iconic and
curated to help you discover key regions around the world. rare wines that are available
what’s new and remarkable in in limited quantities.

the world of wine.

LCBO 255>
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f
|
V
§ | INTAGEs

NEW ARRIVALS y

Improved
Digital Refreshed New Brand

Customer Communications Experiences
Experience

4

\/

LCBO Bzee



Thank You
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