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N ver in the 65-y ar hi tory 

of th Liquor Control Board 

f Ontario (LCBO) ha th 

busin ss climate in which the 

Board perate chang d 0 

dramatically or rapidly. 

Increa ed comp tition from 

gal and illegal chann I , 

cro s-bord r shopping, th 

continuing conomic r c s­

ion and hifting b v rag 

No LONGER BUSIN SS AS USUAL 

alcoh 1 nsumption pattern 

hay combined to pre ent th 

LCBO with many challenge. 

An aging and budget-c n­

scious population, incr a d 

mod ration , and effectiv 

drinking and driving count r­

m a ur have ontributed to 

significant al declines for 

provincial liquor control 

bard acro the country. 

While the LCBO activ ly up­

port and nc urage uch 

po itiv oci tal chang ti d 

to incr a ed awar ne ,th 

re ultant hift in alcohol 

con umption patt rn hay 

had a n gativ impact on 

al volum and r v nu s. 

the 
Proll; 

nee ; 

Ov r th last s v ral y ar , 

th ongoing public d bat 

r garding alcoh I and its role 

in i ty ha becom 

increasingly hated. A 

decrea in t uri m and th 

r ulting 10 of income to 

th b v rag alcohol trad , 

and th impact of th G n ral 

Agr m nt on Tariffs and 

Trad (GATT) n b r di trib­

ution and r tailing in th 

provinc , ar additional 

i ues which have heighten d 

the industry hall nge. 

Th year when an ev r­

expanding pu blic demand for 

b v rag ale hoI automati­

cally incr a d LCBO r v-

ANDREW S. BRANDT, CHAIR AND CHIEF EXECUTIVE OFFICER 

o 

nu s ar over. It is cl ar that 

v n wh n the Ontario n­

omy emerg s from th pro­

longed rece sion that b gan 

in mid-1990, it will n v r 

again b busine a usual at 

the LCBO. 

Thi adver ity ha chang d 

th very natur f th LCBO 

and ha r quired taff and 

manag m nt to b orne more 

fl xibl and innovativ in 

rd r to m et th chall ng 

f th n w mark tplac 
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Once a ta tic, ometim s 

unyielding bur aucracy, 

Ontario' Liquor Board has 

volv d into a modern, pro­

gressiv r tail r. 

As a re ult of eff ctiv 

financial management, uc­

cessful customer service ini­

tiativ s and operating ffi­

ciencies r alized across the 

organization, the LeBO not 

only m t provincial transfer 

payment obj ctive of $665 

million in fi cal 1991-92, it 

xc ed d th m by $10 mil-

No LONGER BUSIN E SS AS USUAL 

Ii n. Th s funds upport a 

wid rang of important 

g v rnment social program 

and services . 

EXPANDED COMMITMENT 

TO SOCIAL RESPONSIBILITY 

In rec nt year, the LeBO 

interpretation of ocial 

r ponsibility ha be orne 

much broad r in scope. In 

addition to its control func­

tion, th LeBO is c mmitted 

protecting the nviron­

ment, providing af r, mor 

quitabl and haras m nt­

fr workplaces for mploy­

ee , and providing informa­

tion and rvices de igned to 

help con umers mak wi 

deci ion ab ut the u of 

beverag alc hoI. 

Balancing th Board ' twin 

mandat f r v nue-pro­

ducing r tail rand r gulat -

ry control ag ncy ha m ant 

adapting to a changing, more 

c mpetitiv mark tplace, 

whil fo t ring and n our­

aging m d rati n . S i ty 

ha mbrac d the idea of 

individual r sponsibility 

when it com s to b v rage 

alcohol. How v r, a id nti­

fi d by Addiction R arch 

Foundation p 11 ,th majori­

ty f Ontarians continu to 

support th LeBO's control­

ling influ nce. Th chal­

lenge, a always, i to bal­

ance con urn r convenienc 

and comm rcial int re t 

with the Board' r spon ibili­

ty for x rci ing control ov r 

alc hoI importation , manu­

facturing and distribution in 

the Province of Ontario. 

While r maining true to its 

guiding ocial r ponsibility 

mandate, the LeBO has 

mad and continues to mak 

th opera tiona I improv -

m nts n c s ary to r main 

ompetitiv in th market ­

place of th 1990. 

Through inve tment in 

people, stor and t chnolo­

gy, the LeBO is positioning 

its If against the growing 

omp tition from both I gal 

and illegal chann I a the 

b verage alcohol r tail r of 

choic in Ontario. Mod rn 

tor s, quality products and 

consum r-oriented ervices 

will nsur a productive 

future for th LeBO and its 

employes, a r liabl, 0 t-

ffective sourc of income 

for the Ontario government 

and a fir t-ra t sh pping 

exp rience for the Board' 

mo t important takeholder, 

th customer. 

ANDREW S. BRANDT 

CHAIR AND CEO 



When it wa found d in 

1927, tho e r spon ibl for 

th LCBO' op ration imme­

diat ly b gan to align them­

s Iv with public h alth and 

social w lfar agencies of th 

day. With 11 years of Pro­

hibition just nded, th 

LCBO' management wa 

acutely aware of the contro­

v rial nature of alcoh I and 

the potential for it abu e. 

How v r, the e tabli hm nt 

of th LCBO al 0 acknowl-

STRIKING THE RIGHT BALANCE 

dg d th legal right of the 

public to hav acc ss to bev­

rage alcohol. 

Today, th G v rnment 

continu 

contr lled 

a !Cohol, a fu ncti nit ha 

mandat d to th LCBO 

und r the pr vi ions of th 

Liquor Control Act. While 

exerci ing it legislat d 

re ponsibility for control, th 

LCBO also recogniz that 

th vast majority of Ontario 

re id nt ar r pon ible 

c nsum rs of b verage alc -

hoI. A uch, they expect to 

pur has b er, win and 

pirit in clean, modern, con­

v ni ntly-Io at d tor ,fr 

from th 

bygone 

LCBO ha 

ra. 

ucc ducation, r p n-

sib I mark ting and c n­

sum r information have 

prov n to be the mo t effec­

tiv mean of ncouraging 

mod ration. 

FORGING STRATEGIC 

ALLIANCES 

of th ucc of Eviden 

publi inform a tion ca m-

The LCBO supports a vvide 

range of public avvaren e ss 

campaigns, including 

MADD's Red Ribbon 

Campaign . Pre v iou s p a g e: 

Wine Consultant Dinah 

Bigioni advises a customer on 

her Vintages' purchase. 

paign abound. Sinc th 

arly 1980 , publicly-fund d 

education program warning 

of th dang r of drinking 

and driving hav produced a 

nationwid 45 p rcent d -

clin in th numb r of 

m torist charg d with 

impaired driving off nses. 

In r c nt y ar ,groups uch 

as Moth rs Against Drunk 

Driving (MADD) have join d 

th effort with th ir own 

campaign Through in-

t re po ter di play, anti­

drinking and driving me -

sag on LCBO bag, r pon-

ibl rvic mploye du-

cation pr grams, and th 

Chall ng and R fusal pro-

gram, th LCBO plays an 

active role in ducating th 

public. The Board continu 

to forg alliances with public 

health and law enforcem nt 

ag nci s and work with 

suppli r to limit alcoh I 

abu e and counter the n gative 

effect of alcohol u e in aety. 

A growing tendency by 

the public to purchas prod­

uct with a lower alcoh I 

content, uch a beer and 

win, ha coincid d with the 

m rg nce of br w-your-

own-b r tabli hment 

and win ry stor s. 
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Brewer Retail Inc., also ha 

capitaliz d on this tr nd with 

new-look stor sand ha 

xpanded product I cti n . 

M anwhile, ales in th 

higher profi tat gori s of 

import d and d m tic pir­

it hay xp ri nced a slow 

but t ady decline for more 

than a d cad . Th hift in 

con urn r taste, combin d 

with the d clin in pirit' 

sal and iner as d competi­

tion for th growth pr duct 

cat gori of brand wine, 

CUSTOM R Focus BRINGS CHANG 

hay had a significant 

impact on LCBO r v nu 

BALANCE IS THE KEY 

As a gOY rnment ag n y 

r porting to th Mini t r of 

Con urn rand Comm rcial 

R la tion , the LCB 0 ha 

activ ly upport d gOY rn­

m nt policie and pr gram 

aim d at r du ing alcohol 

misus in oci ty. A a pro­

gr ive r tailer, it has at th 

sam tim pr vid d uperior 

rvice, product I ction 

and information to th bev-

rage alcohol nsum rs of 

Ontari . In hon, it ha endea­

v ur d to "mer handi e th 

right products, to th right 

p opl , for th right r ason ." 

Th LCBO ha 

approach to 

al oh l. Gon 

count r- tyl 

in titutional 

d ign of 

.. 
96 .. 

chang d it 

lling brag 

ar th ld 

utI t and 

Thr ugh e t nsiv market 

re arch and t ting, a new 

tandard f LCB tor ha 

b n d velo d to m t th 

n f Ontari b v rage 

alcoh con urn r of t day 

and tomorr w. Through th 

Bard' IMAGE Program 

(Innovat , M rchandi and 

G n rat Enthu ia m), 

t r have been giv n an 

int grat d look, con i t nt 

with that of oth r quality 

r tail rs. Ov r fi al1991-

92, c m ut rization pr vid-

d instantan ou product 

availability informati n 

provinc -wid; a h r gi t rs 

in th LCBO' 618 tor 

1 tronically link d t 

th fiv regional war hou 

and thad office for mor 

accurat inv ntory control; 

and war hou ing reach d 

stat -of-the-art at the 

Bard's automat d Durham 

R gional War hou 

Thi m d rnizati n drive 

ha chang d th way bu i­

n conduct d at the 

world' larg t singl pur­

ha r of bey rag alcohol. 

Ev rything from how indi­

vidual LCBO st r s ar locat-

d and d igned, to th int­

grat d function f th orga­

nization a a singl ntity, is 

now car fully c n id r d in 

a strat gic c nt xt. Divi ions 

activ ly engage in partner-

hips, sharing id as and 

xp rience t olv com-

mon problem Through 

comput rized sale tracking, 

exten ive mark t r arch 

and targ t d m rchandising 

pr grams, th LCBO ha 



CUSTOMER Focus BRINGS CHANGE 

Sixty-five stores have been 

upgraded under the IMAGE 

program , including this one 

in Scarborough, making them 

more efficient and custorner-

friendly. Previous page: 

Consurner information is 

readily available through 

resource centres at many 

LCBO stores. 



b com m r r ponsiv to 

consum rod and pr fer-

nc s. 0 long r imply 

fo u d n basi di tribution, 

th LCBO ha committ d its 

r ourc bing "in a 

ially r p nsibl mann r, 

th bud 

and profitabl r tail r of 

b v rag alcohol and r lat d 

rvic 

Th hub around which 

many f th chang s hay 

volv d i th n v r- oding 

driv improv cu t m r 

ervic . In toda y' 

ary conomy, all r tailer ar 

r -examining th way th y 

pr ent th m 

d manding 

Incr as d comp titi n for 

CUSTOM R Fo US BRING CHANGE 

the beverag alcohol dollar 

ha m ant tha t, lik th r 

u ce sful retailer, the 

LCB ha made improved 

u tomer ervi it number 

one priority. 

A NEW LeBO "'IMAGE" 

The high t pr til hang at 

the LCB ha be n t.he 

IMAGE pr gram. Fo u 

group and u tom r urvey 

r v aled that con urn rs 

wanted a cl an, uncluttered 

approach to tore layout and 

de ign. Under the IMAGE 

program, top-perf rming 

t res in th LCBO r tail 

n twork have b en utfitt d 

with new ignag , ti ture , 

fioorplan and lighting 

d igned to m t thos u­

t m r xp ctation. St r 

r trotitt d or r built und r 

th IMAGE program incor­

p rat d uch featur s a 

n rgy- ffi ient heating, 

cooling and lighting sy t m , 

a b r moval in old r 

tor ,and improved acc ss 

f r di abl d cu tomer . By 

th nd f fi cal 1991-92, 

more than 65 tor had 

b nefitted from IMAGE pro­

gram upgrad s. 

IMAGE tor al 0 partici­

pat in m rchandising initia­

tiv d ign d to creat con­

sist nt pr duct pr s ntation 

in LCBO r tail outlets. To 

r duce wa t fr m p iot-of­

pur ha e mat rials, LCBO 

easonal di play ar rued 

for ev ral y ar . Supplier­

pr duc d mat rial ar e ither 

r turned to th spon oring 

company for r cycling or 

offer d t th public for u e 

in ho I , libra ri and 

nior citiz n 'h m 

R ult from th IMAGE 

program hay b en po Itive. 

According to LCBO analy i , 

tor s upgrad d with th 

IMAGE program recorded 

av rage sal s of 3 .5 p rc nt 

high r than oth r Board out­

let . Thi indicate th pro­

gram i h Iping the LCBO 

r captur som of the mar­

ket shar it has 10 t to 

Brewers Retail store and to 

win ry outlet. On av rage, 

th co t of an IMAGE 

upgrade recovered in I ss 

than one year. The LCBO will 

continue with th IMAGE 

pr gram until the top 116 

stores have b n retrotitt d. 

A r novation and r loca­

tions occur, the r maining 

502 LCBO tore will b 

r painted and fitted with the 

new corporate signage, to 

k p them con i t nt with 

th Board' IMAGE tor . 

BANKING ON FULL S E RVICE 

A high point in 1991 wa th 

Jun re-op ning f the 

LCBO's cond full- rvic 

tor (th fir t wa th 

Cr road tor op n d in 

W ton in 1989). Locat d 

n Bank Str t in Ottawa, 

th 9,000-squar -foot tor 

ex mplifi s the n w-I k 

LCBO. It ffers shopper in 

th nation' capital aura tive 

di play, customer servic 

and ta ting c unt r , chill d 

product offering, and f d 

and beverag mat hing 

minar . An y -cat hing 

Vintag 'pavilion, f aturing 

a fr quently-changing I c­

tion of unusual and premium 



products, is the focal point of 

the store. 

Value-added services were 

provided to wine connois­

eurs throughout Ontario 

with the reorganization of 

CUSTOMER Focus BRINGS CHANGE 

the Board's private stock 

ordering system. Revamped 

and renamed Specialty 

Services in 1991, it provides 

a chann 1 through which 

customers can order prod­

ucts not u ually carried by 

the LeBO. Licensed wine 

agents also have access to a 

consignmen t wa rehou se 

where case-lot orders can be 

imported, primarily for use 

by wine appreciation clubs 

and the restaurant and hos­

pitality trade. During fiscal 

1991-92, more than 3,000 

unique or hard-to-find products 

were imported through the 

Specialty Service Program. 

QUALITY AsSURANCE 

SECOND TO NONE 

Unseen by the general public 

is the daily effort tha t 

ensures products sold at the 

LeBO meet exacting fed ral 

and provincial gov rnment 

standards for quality assur­

ance. A recogniz d world 

leader in technological ana­

lysis and res arch, th 

LeBO's Quality Assuranc 

From left: The Quality 

Assurance Laboratory . VQA, 

the symbol of excellence for 

Ontario vvines. Products not 

regularly sold by the LCBO 

are available through the 

Board's Specialty Services 

Department. LCBO bottled 

products offer high quality at 

competitive prices. P revious 

page: The LCBO's Bank Street 

store in Ottavva . 

o 

Laboratory i d pended on 

by liquor jurisdictions across 

North America. The head 

office fa cili ty perform d 

138,091 te ts on 7,341 sam­

ples of b verage alcohol 

products in 1991 looking for 

contaminants such as lead, 

arsenic, m rcury and pesti­

cide residues. Of the prod-

ucts tested, 13.9 P rcent had 

d fici ncies that required 

correction; 2.6 p rc nt of the 

samples were found to be in 

violation of federal govern­

ment or LeBO guidelines 



and wer r j ct d. Wh n a 

product approach two­

thirds th allowabl limit for 

certain pot ntially hazardou 

substanc s, th LCBO noti­

fies the produc rand advi e 

that step b tak n immedi­

ately to corr t th probl m. 

If a product already on 

LCBO helv i found to be 

unacceptable due to deterio­

ration or s dim nt clouding 

it can be removed from ale 

almost instantan ou ly. The 

LCBO also r gularly te ts 

those product with a limited 

helf life (such a beer), and 

CUSTOM R Focus BRINGS CHANGE 

r calls th m if n c sary. To 

furth r tr amlin op ra­

tions, a n w comput riz d 

La b ra tory Informa tion 

Manag m nt Sy tern wa 

in tall d to increa e produ -

tivity in th LCBO' high­

t ch facility. 

T sting in oming product 

d s not nd with laboratory 

analy i. LCBO product 

xp rts and wine con ultant 

r gularly reen new and r -

ordered products to nsur 

they m t th LCBO's high 

standard for taste and con-

i t nt quality. LCBO win 

con ultant al 0 sit on th 

Vintn r's Quality Allianc 

(VQA) valuation pan I. 

Th VQA designation has 

b com wid ly r cogniz d a 

th customer' guarant of 

quality for Ontario wine pro­

ducers' premium off ring. 

PROMOTING RESPONSIBLE 

CONSUMPTION 

Product information d ign d 

t help c n umer mak 

informed buying d ion i 

readily availabl thr ughout 

th LCBO retail stor net­

work. Through uppli r-pro­

du ed mat rial or th 

LCBO' colourful quart rly 

publication, LeBO Today, 

recipes incorporating win or 

spirits, or appropriat od 

and beverage rna tch s are 

promoted a re pon ibl 

choices for c nsumers. 

Hom nt naining idea and 

pr duct kn wI dg s minars 

have b come iner asingly 

popular a valu and h alth­

conscious consum reek 

mor information about 

product brochur s ar oft n 

distribut d to th public fr 

of charg at th e in-stor 

s minar and sp cial v nts. 

Succ sful r tail rs con­

stantly id ntify way to 

impr v custom r con v -

ni nc and fr up valuabl 

staff tim. The Expre 

S I cti n ' program, launched 

in 1991 at the LCBO' 

Pick ring store, is ju t such 

an initiative. The di play 

promot r spon ible con-

umpti n by matching b v­

erag alcohol with appropri­

ate food cat gorie, uch a 

chi ken, fish, cheese and 

pasta. Th match s wer 

d v lop d in con ultation 

with Foodland Ontario. 

Install d in about a doz n 

tore , the concept i popular 

with LCBO cu tom rs s ek­

ing advice on compl men­

ta ry food and pr duct 

match sand n w ways to 

say precious shopping time. 

Comfortable and conve­

ni nt hopping environ­

m nt , incr as d availability 

value-add d rvic 

products and information, 

and train d and court ou 

staff w r ju t som of the 

ways the LCBO focus d on 

customer need in 1991-92. 



CUSTOMER Focus BRINGS CHANGE 

Every product sold at the 

LCBO undergoes stringent 

taste and consistency evalua-

tion. LCBO tasting experts 

shovvn from left: Randi Landy. 

David Stabb. and Leonard 

Franssen. Previous page: The 

LCBO tol l - free INFOLINE 

annua ll y ansvvers more than 

50.000 ca l ls from customers. 



Succes in r tailing is built 

on th f unda tion f a 

knowledg able, motivat d and 

cu tomer-ori nted workforce. 

Whil many oth r major 

r tailer exp rienc a high 

d gree of mploye turnover 

and associated training c ts, 

the LCBO has a stabl and 

d dicated workforc Job 

sa tisfa ction, comp ti ti v 

wage rat s, d v lopm ntal 

opportunities and r lative 

curity have r suIt d in a 

high degr of staff commit­

m nt to s rving the Bard's 

PEOPLE ARE OUR GREATEST STRENGTH 

many cu t m r. LCB em­

ploy c ntinue to exhibit a 

d dication to rvic, a com­

mitm nt t ocial re pon i­

bility, and a I vel of commu­

nity pirit cond to non . 

Many pr gram have been 

d v lop d or enhan ed to 

a ist LCBO taff in their 

qu st to rv 

In 1991-92, 

soci ty better. 

ffort ha v 

focu d on making the LeBO 

a h althi r, mor quitabl 

and mor r warding place 

for employ to work. 

IMPROVED RELATIONS 

IN THE WORKPLACE 

LCBO manag m nt main­

tain d po itiv r lation with 

th Ontari Liquor Board 

Employe ' Union during fis-

al 1991-92 by empha izing 

th n d f r gr ater co-op r ­

a tion in difficult c nomic 

tim A numb r f j int 

union/manag ment c mmit-

were f rm d to k 

I u tion to chall nging 

uch a nvironm ntal 

managem nt and mpl y­

m nt quity. Th formation 

of th r fl ct d 

th d sir of b th parti to 

furth r p n th lin of 

communi ati n, build th 

I v I of tru t, and avoid con­

frontation. Symbolic of the 

n w spirit f co-op ration, 

th first- v r union/manag -

m nt ba ball game wa 

play d in S pt mb r of 1991 

to rai fund for th LCBO 

United Way Campaign. 

R tail Univ r ity, a pro­

gram design d by th 

LCBO's Training Group, 

mad a significant contribution 

to itive mpl y Imanag­

m nt r lation by impr ving 

fr nt-lin manag rs' und r­

tanding of th ir rol in th 

multicultural workplac . 

During we k-Iong minar, 

participant learn d ff ctiv 

management and communi-

ation t chniqu mpl y-

relations' trategi s, and 

mployed ituational analy­

is to t st th ir manag rial 

and people kill 

Creating h althy, saf 

workplace ha long b n a 

priority at th LCBO. Ba ic 

Saf ty 101 , an occupational 

h alth and af ty plan, wa 

impl m nt d in 1991. 

Ava ila bl to all mpl y 

the ducati nal pr gram 

pr vided a forum for I arn­

ing about h alth and af ty 

issue relat d to th LCBO. 

In complian with the 

o cupational Haith and 

Saf ty Act, af ty co-ordina­

tor w r app int d at ev ry 

LCBO w rksit . Th Y m ni­

t rand r p rt on health and 

af ty-r lat d issue n a 

monthly ba i . 

Enc uraging mpl ye to 

b innovative and mat rially 

r warding th ir sugg tion 

ha paid maj r divid nd to 

th LCBO. Significant im­

prov ments and co t- aving 

involving a number of LCBO 

op ration have b n real­

iz d by impl m nting m­

ploy sugg tion r c iv d 

through th Innova tor ' 

Sugg tion Award Pr gram. 

A p cial program cat gory 



PEOPLE ARE OUR GREATEST STRENGTH 

Assistant Manager Joe Dorich 

of the Victoria Park and 

Danforth store shows why 

LCBO employees have been 

rated high l y by the public in 

customer service polls . 

Previous page: Fork- lift truck 

training sessions were held at 

all five LCBO warehouses 

during fiscal 1991 - 92 . 



off r d a h award for nvi­

ronm nt-relat d ugg ti n 

that benefit the LCBO r 

od ty at larg . The applica­

tion of one uch notabl 

mpl y e ugg ti n r ult­

d in an almost total limi­

nation of th of 

oz n -depleting fre n dur­

ing servi ing fair ndi­

tioning y t m at the 

LCBO' giant Durham R -

gional War hou 

EMPLOYMENT EQUITY 

ADVANCES 

Many progr ive st p wer 

tak n during 1991-92 to 

impl m nt mpl yment 

quity initiativ at th 

P OPL 

LCB . Tw omprehen iv 

taff urveys w r ndu t d 

det rmin employ atti-

tud and t pr vid a ba 

lin from whi h progre in 

the employment quity pro­

gram can be m a ur d. 

Mor ignifi antly, mpl y­

m nt equity p Ii ie and 

practi are now integral 

omp n nt f LCB trat -

gi and operational plans. 

Manager r gularly r iv 

inf rmation, training and 

upp rt t a i t th m in 

tabli hing m aningful 

mploym nt quity goal 

and tim tables. Outr ach re-

ruitm nt ha 

LCBO to mak 

pr gr in 

nabl d th 

ignificant 

dey loping 

a workfor e that i m re 

r fl ctiv of ntario's div r e 

populati n. Major advanc 

AR OUR GREAT ST STR NGTH 

al have b en mad in r -

moving y t mic barrier to 

hiring and advan m nt, 

reating a m r quitable 

and produ tiv workpla 

INF ORMATION SYSTEMS 

PLOT HR NEEDS 

A new Human R urce 

Inf rmation Sy t m ha b n 

d v lop d upport payroll 

function and many other 

human r ur program. 

When fully impl m nt d, 

th n w compu try t m 

will enabl the LCBO to 

tra k care r path and identi­

fy dey lopm ntal pportuni­

ties for mpl y s, ther by 

enhan ing overall opera-

L B empl y e in balanc­

ing work and family respon-

ibiliti al 0 was launch d 

in 1991. Re ognizing the 

impa t of an aging w rk-

f rce, parent and hild-

car concern, and the on-

traint pIa d on famili 

with ith r a ingle par nt 

or two working partner, 

th Work and Family 

Program will help th LCBO 

to attract and retain th b t 

po ible workers now and in 

the future. 

CONTINUOUS LEARNING 

A PRIORITY 

Staff training and du ation 

i anoth r ar a critical t th 

LCBO' future ucce . To 

supp rt front-line mpl y-

, product knowledg 

training wa enhanc d with 

the introduction of Level III 

f the Board' Pr duct 

Knowledge Correspond n e 

Cour . Availabl 

di tribution and h ad 

r taiL 

ffi e 

I of employ ,all thr 

th pr gram w r 

by LCBO taff. Employ e 

also ar n urag d to 

ngag in div r out id 

program f tudy and ar 

giv n finan ial supp rt 

thr ugh th LCBO Tuition 

R imbur m nt Program. 

T upplement pr duct 

kn wI dg cours ,pr yin 

wide seminars w r h Id la t 

y ar, in c - peration with 

uppliers, t familiariz taff 

with orne of th thousand 

of product old by the 

LCBO. The s minar cov­

er d v rything from how 

liqu ur ar mad to th art 



of app ropr iate food and 

product matching. Every 

month, the LCBO's employ­

ee newsletter, The Exchange, 

publi s h es product knowl­

edg co lumns written by 

PEOPLE ARE OUR GREATEST STRENGTH 

LCBO wine consu l tants. 

These articles are designed to 

increase employee under ­

standing and appreciation of 

LCBO products and services . 

Exchange articles a lso keep 

employees informed about 

d velopments affecting the 

LCBO and the beverage alco-

SPIRIT OF GIVING 

LCBO in communitie locat­

ed across Ontario . 

1& hoI industry at large. 
t to 

No discourse on peopl at 

the LCBO would be com­

plete without mentioning 

th emphasis individua l 

LCBO employees place on 

charitable work, both on the 

job and in their communi­

ties. The LCBO's most suc­

cessful United Way campaign 

was mounted in 1991, rais­

ing more than $114,000. 

Numerous other charitable 

drives, awareness campaigns 

and sporting events are con­

ducted in any given year, 

raising thousands more dol­

lars for worthy causes. The 

proceeds from these cam­

paigns are supplemented by 

the charitabl and volunteer­

based contributions employ­

ees make on behalf of the 

On a corporate I vel, pro­

ce ds from carefully super­

vised in-store product ta t­

ings, frequently sponsored 

by suppliers, ar regularly 

donated to charity. Each 

month organizations such as 

the Canadian Cancer Society 

and the Liver Foundation 
r& 1'1 

&~ 
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oDd 
F r om left: In - store tastings. 

Employ ees are encouraged to 

complete the Board's Product 

Know ledge Courses. The face 

of the LC B O is changing to 

reflect the di v erse society i t 

serves. Executive VP Larry 

Gee briefs LCBO Auditors 

M arsha ll Bir, Natalie L orenzi 

and Steve M azza. 

Previous page: Retai l staff 

M a y M urphy , George Babb 

and Tony M ie l e . 

are invited to place donation 

collection boxes in LCBO 

stores. These drives are 

responsibl for raising many 

thousands of dollars each 

year for worthwhile Cana­

dian charities. 



Fac d with continuing sales 

declines in almost every 

product category, the LCBO 

fell short of its planned sales 

and gross margin targets in 

fiscal 1991-92. As a result, 

of sales totalling more than 

$1.8 billion, overall profits 

realized for the year were 

3.1 percent ($20.8 million) 

less than plan. 

Despite the decline in 

overall sales, aggressive bal­

ance sheet management and 

cost-containment, reductions 

in inventories, and improved 

warehou sing, distribution 

and banking practices 

enabled the LCBO to exceed 

by $10 million the $665 mil­

lion government transfer 

payment objective set for the 

1991-92 fiscal year. 

Noteworthy exceptions to 

the overall shrinking market 

were the performances of 

imported and dom stic be r, 

which recorded sales gains of 

$6 million and $4.8 million 

respectively, and Ontario 

wines, particularly VQA des­

ignated brands. Beer sales 

were buoyed by an unusual­

ly warm summer, while 

e x tensive advertising, in­

store tastings and promo­

tions held by the Wine 

Council of Ontario in co­

operation with the LCBO 

supported the success of 

RETAILING IN ADVERSITY 

Ontario wines. As a measure 

of that success, 1991-92 sales 

of high-quality VQA brands 

increased 40 percent over 

the 1990-91 fiscal year. 

Within the boundaries of 

international trade agree­

ments, the LCBO continues 

to work closely with Ontario 

grape growers and wine pro­

ducers to support the devel­

opment of these important 

provincia l industries . 

THE LeBO's SHRINKING 

MARKET SHARE 

A growing number of exter­

nal forces have made it 

increasingly difficult for the 

LCBO to live up to its rev­

enue-generating obligations . 

Aggressive marketing and 

increased competition from 

legitimate source such as 

Brewers Retail, private win­

ery stores, brew-your-own-

e 

beer esta blishmen ts and 

cross-border shopping have 

seriou sly affected LCB 0 

profits . As a result of this 

increased competition, LCBO 

sales for fiscal 1991-92 

represented only 39.7 per­

cent of the $ 5.3 billion total 

beverage alcohol market 

in Ontario. Illegitimate 

sourc s such as smuggling, 

bootlegging and illegal man­

ufacturing are estimated to 

account for 13.5 percent of 

the provinCIal beverag alco­

hol market. 

This illegal trade repre­

sents an enormous loss of 

revenue to the LCBO and 

consequently to the provin­

cial government. At a time 

when vital government 

social programs are threat­

ened by a lack of funds, it is 

crucial that the illegal flow 

be stemmed. Of equal con­

cern is the absence of quality 

control on illegally imported 

and manufactured products, 

and the associated health 

risks to consumers. 

The LCBO is working 

closely with Liquor Licence 

Board of Ontario (LLBO) and 

Canada Customs' officials to 

tighten controls at border 

points to reduce beverage 

alcohol smuggling. In addi­

tion, inspectors employed by 

the LLBO have been 

equipped by the LCBO with 

porta ble a lcohol testing 

machines to assist them in 

identifying bootl gged prod-



uc t b ing sold in me of 

th province's 14,000 

licen ed tablishment. 

To r p ition it elf in the 

fac of growing competition 

from b oth legal and illegal 

chann 1 , the LCBO ha 

inves t d in stor improve­

ment, mployee ducation 

and tra ining, comput r tech­

nology, and expand d cus­

tom r ervice. The LCBO 

mulates other successful 

retail r in these critical per­

form ance ca tegories to 

remain v iable a a revenue 

generator for government. 

Failur to respond to con­

sumer demand for improved 

service and product lec­

tion would only add to th 

illegal trade. 

A SYSTEM WITH IMPACT 

A major mi le tone in th 

LCBO's dr ive toward mod­

ernization and greater co t­

effectiveness wa the com­

pletion of the Board' com­

puterized inventory control 

and ca h regi ter y tern, 

IMPACT. The four-year 

development and in tallation 

of IMPACT ha produced far-

RETAILING IN ADVERS I TY 

reaching ffects on inv ntory 

forecasting, mark ting and 

busin ss control functions at 

th LCBO. Th st r n t­

work, fiv r gi nal ware­

hous sand th Toronto head 

of tic ar now linked elec­

tronically. As a r suit, tore 

order d Ii v ry tim have 

been cut in half and invento­

ry control has been vastly 

Liquor Licence Board of 

Ontario Investigator Charles 

C l arke tests for illegal l iquor 

vvith a portable testing 

machine supplied by the 

LCBO. Previous page: The 

Great Ontario Wine Test 

Svveepstakes. a joint LCBO / 

W ine Counci l of Ont ario ini­

tiative. \NBS one of many suc­

cessful in- store thematic pro-

motions in fisca l 1991 -92. 

improved. Enhancements to 

the busin s foreca ting sys­

t m plann d for the coming 

y ar will capita liz on gain 

made possibl with th com­

p I tion of th syst m. 

In addition to pr vid ing 

data to drive the LCBO' 

automatic stock r pi ni hing 

process, the IMPACT system 

nabled th LCBO t target 

merchandising strat gie to 

10caIiz d custom r need. 

Moreov r, th proj ct's com­

pletion laid the foundation 

for d vel oping a dir ct inter­

fa ce with n w corpora te 

informati n yst m already 

or about to com on tream. 

A well, electronic data inter-

hange (EDI) ha b n made 

possibl with such diverse 

intere t gr up a Stati tic 

Canada, LCBO trading part­

ners and uppli r , and with 

other provincial liquor 

jurisdictions. 

COST-SAVING INITIATIVEs 

Comp titive tendering for 

ov rs a hipment of freight 

r su It d in a saving f $3 

m illion in 1991-92. Co t-

aving initiatives w re not 



limit d to the Distribution 

Division. T ndering for 

banking s rvic s in the 

Financ Division r suIted in 

a $600,000 reduction in 

1991-92 servic charges. 

Inter st paid on cash deposits 

in transit from the retail 

tore network resulted in 

added interest income of 

approximately $300,000. 

Increased emphasis has been 

placed on ffective cash man­

agement practice across th 

Board, including balancing 

product buying activiti s 

with the cash flow generated 

by sales. 

IMPROVED PRODUCT 

MANAGEMENT 

Completion of the IMPACT 

system also allow d for th 

implementation of a new, 

more customer-driven brand 

listing policy. To en ure 

fairn , a formal review 

proce s wa incorpora ted 

into both product listing and 

deli ting procedures. 

With the increasing s g­

mentation of the beverage 

alcohol market, the ability to 

addre small but significant 

markets provided man y 

opportuni ties to improve 

profitability in 1991-92. 

Socially-r sponsible strate­

gies to genera te additional 

incom included low-alcohol 

RETAILING IN ADVERSITY 

products, gift certificates, 

product demonstrations, and 

compl m ntary gift-giving 

idea. Thematic promotions, 

undertaken in co-operation 

with suppliers to promote 

th products of specific coun­

tries or regions, also ha v 

been well received by LCBO 

customers. 

Tog ther with the IMAGE 

program, these strategies 

nabl d the LCBO to gain 

standing as a progressive and 

innova tive retailer whil 

advancing the Board's finan­

cialobjectives. 

SERVING MANY 

STAKEHOLDERS 

To ensure such develop­

ments were in keeping with 

LCBO and government 

policies, two new divisions 

were created lat in 1991 . 

Corporate Services dev lops 

e 

and monitors LCBO policy 

and oversees op ration of 

the Environmental Manage­

ment, Fr nch Language 

Servic sand Fr edom of 

Information departments. 

Corporate R lations ensures 

that LCBO polici sand pro­

c dures are clearly commu­

nicated to employees and to 

the many LCBO stakeholder 

groups within government 

and in the priv ate sector. 

The drive for profitability 

is constantly balanced with 

the LCBO's social responsi­

bility mandate . Merchan­

dising policy changes are 

evaluated for their suitability 

in a controlled-substance 

context. Suppli r-produced 

pOint-of-purchase materials 

must not promote ove r con­

sumption or targ t yo u thful 

consum rs. Both Cor.porate 

Services and Corp orate 

Relations work closel y with 

the operational divisi ons to 

ensure LCBO init ilatives 

remain focused on the 

Board's dual mand a. t s of 

retailer and regulator. 

Improved communication 

with both employe e s and 

external stak holders is criti­

cal to the LCBO's futu re suc­

cess. Policy and issue s man­

agement and improve d gov­

ernment and media re lations 

also are considered e s sential 



RETAILING IN ADVERSITY 

Store manager Tony McGrath 

and Retail Clerk Patrick 

Gorman use the LCBO' s com -

puterized inventory fTlanage-

ment system, IMPACT, to 

track inventory and sales 

data. Previous page: LO\N 

alcohol products are just one 

example of hO\N the LCBO is 

catering to changing 

consumer tastes. 

e 



if the Board is to successfully 

adapt to changing economic, 

social and political conditions. 

THE GREENING OF THE 

BOARD CONTINUES 

Another major corporate pri­

ority has been the ongoing 

effort to r duce, rue and 

r cycl materials at Board 

workplac s. Many programs 

upporting the "three R " 

were impl men ted during 

fiscal 1991-92. Fine paper 

recycling was introduced at 

the LCBO's Toronto and 

r gional headquarters. The 

us of electronic mail and 

other forms of communica-

tions technology has consid­

erably reduced the pap r 

flow from the warehous s 

and head office to the retail 

store system. Purchasing 

policies also have been 

d veloped that emphasize 

r cycled or recyclable prod­

ucts, and low-cost reusabl 

canvas shopping bags were 

made availabl for sale to 

LCBO customers. 

Th r suIts of a study con­

ducted by consultants 

Proctor and R df rn con­

cerning beverage alcohol 

contain r recycling were 

published in late 1991. 

Commis ioned by the LCBO, 

the tudy subsequently 

underwent a review by 

numerous take holder 

including the Ministry of 

Consumer and Commercial 

RETAILING IN ADVERSITY 

R lations, the Ministry of the 

Environm nt, and the 

Ontario Liquor 

Employees' Union. 

Boards 

In addi-

tion to beverage alcohol con-

Lovv-cost reusable cotton 

shopping bags have signifi -

cantly reduced the number of 

paper bags used in LCBO 

stores. Recycling bins vvere 

installed at 26 LCBO stores in 

connection with tests of vari -

ous bottle recovery options 

in fiscal 1991 -92 . 

e 

ta iners, the Provincia I 

Governm nt i also xamin­

ing ways to divert soft drink 

containers from th wast 

stream. By combining its 

review of both beverag 

alcohol and soft drink con­

ta iners, the Governmen t 

plans to dev lop a compre­

h nsive environm ntal strat­

egy for all such container. 

The practical applications 

of a number of options out­

lin d in th Proctor and 

Redfern Report were 

explor d by the LCB 0 in 

1991-92. Recycling bins 

were provided at 26 LCBO 

stores, a glass crushing and 

r turn-to-th -manufacturer 

program was tested, and an 

automat d y tern of bottle 

return was installed at a 

number of retail outlets. 

While ther ar costs to 

th LCBO as ociated with 

each of th se recycling initia­

tives, ther also have been 

opportuniti s f r c t r cov­

ery. Redemption f es paid 

by gla and pap r manufac­

turers have helped offset 

pilot program costs while 

helping to reduce tipping 

fees at local landfill sites. 

Th LCBO will continue to 

conduct 'real-life' t sts of 

recycling options and work 

closely with governm nt and 

other stakeholders to deter­

mine a practical and cost­

eff ctive soluti n to th chal­

lenging problem of wast 

container disposal. 



The LCBO h a I arn d it ha 

much in o m m n with th r 

major r t a il r . Mor and 

more, profita bili ty i ba d 

on car f ul ost-contr 1, 

strategi a nd in t grated plan­

ning, imp rov d cu t mer 

servic , r a tiv m r han­

dising and th abil i ty t 

r pond qui k l y to th 

changing m ark tp lac . 

Continuing v lut i n in 

th b e y rag a l ohol indu -

try promi to mak fi cal 

1992-9 3 a y ar of many 

hall e n g Staff at th 

LCBO ar committ d to 

m ting th e new chaI­

I ng in a f rthright, pro-

mann r. 

Tactics d signed to manag 

hang ar u tlin d in the 

LCB 1992-93 trat gic 

plan. Som remain con-

tant: th c mm itm nts t 

cu t m r rvic, upport f r 

Ontario b verag alc h I 

pr duc rs, and profitability 

balan d with cial r spon-

ibi li ty. Oth rs, such as 

mod rnizing th r tai l store 

n tw rk, increasingly ophi­

ti at d at g ry managem nt 

and int grating c mput r 

inf rmat ion yst m , are 

obj ct iv s that hay b n 

volving ov r th la t s v ral 

THE ROAD AHEAD 

y ar. Many ar air ady 

pr viding a ignificant r turn 

on th LCBO's inv tm nt. 

Innovativ n w trat gi s 

fo u on c ntinuous quality 

impr v m nt and mpl y 

training and d v lopm nt. 

Enhanc ments t th organi­

zation al will b achi v d 

thr ugh mploym nt quity, 

nvironmental, and 0 upa­

ti nal h a lth and af ty ini­

tiativ s. Empha is will b 

p i a d on rna intaining 

Express Se lections 

promote responsible 

consumption by pairing 

beverage alcohol products 

vvith appropriate food 

matches. Installed in about a 

dozen stores. the concept is 

popular vvith LeBO customers 

seeking nevv vvays to save 

precious shopping time . 

e 

h althy labour/manag ment 

r lati n , and on building 

allian with oth r LCBO 

tak h Id r and trading 

partn rs th w rid ov r. 

LCBO HAs NOT BEEN 

RECESSION-PROOF 

Fi cal 1991-92 wa shap d 

by th per i tent r ion 

and ver hadow d by con­

cern over the pr v i ncial 

onomy. A a major r tail­

er in Ontario, th LCBO wa 

n fr m th 

n ga ti v 

al dropped 5.3 p rc nt in 

1991-92, foll wing a 3.6 p r­

c nt de line in th pr viou 

fi cal y ar. M anwhil 

operating xp ns in r a d 

2.1 P rc nt, largely as a 

fun tion of wag ettlem nts 

nego tiat d under th coll c­

tiv agr m nt. A a r suIt, 

pr ur are mount ing n 

th LCBO to furth r r d u 

and to rat iona liz 

taff c mplem nt to 

r fl t th decrea ed d mand 

for b verage alcohol. 

COMPLEX TRADING 

ENVIRONMENT 

Th LCB a lso mu t dea l 

with th impl ication 

int rnati nal trad agr 

m nt and th g loba lization 

of th Ontar i o conomy . 



Th Canada/U.S. Fre Trad 

Agr emen t and ru ling 

und r GATT hay air ady 

ignificantly aff cted th 

LCBO' ability t indep n­

d ntly s t pricing, Ii ting, 

mark-up and distributi n 

polici Di put s conc rn­

barrier to the free 

Unit d Stat 

iIlustrat th 

ompl xity 

tw n the 

and Ontario 

volatility and 

f the trading 

nvironm nt of th nineti 

In Jun of 1993, f r ign b r 

pr due r will gain aeces to 

th Br tail n tw rk 

of 438 tor re ulting in 

incr a d imported beer 

THE ROAD AHEAD 

From left: Legal and illegal 

competition is increasing. 

One of a grovving number of 

mature shoppers enjoys the 

quarterly publication, 

L BO Today. Recipe cards 

have proven popular vvith 

LCBO patrons. The 

Suggestion Card Program is a 

valued source of customer 

feedback vvhich has resulted 

in service improvements. 

LCBO. Th hange to th 

b v rag alcohol di tribu tion 

y t m, brought on by GATT 

pan I deci ion , ar expect d 

to d crea LCBO r v nu s. 

A well, alternative ourc 

of beverag al oh 1 will 

b om incr a ingly avai]­

abl and th tr nd to 

d crea ing con umption will 

undoubtedly continu . Th 

aging f Ontari 's population 

will also influ nc the 

d mand for alcoholic b v r­

ag s both in volum and 

pr duct typ . 

FACING THE FUTURE 

Th LCBO will continu 

div r ify its product off ring 

to a ti fy changing con urn r 

pr A n w g n ra­

tion of cu tom r-friendly 

tore and cony ni nt er­

vic s ar in place t m et th 

n ds of increa ingly ophi-

ti at d b v rag alcoho l c n­

sum rs. Inv tm nt in human 

r sour sand inf rma ti n 

chnol gy will c ntinue to 

optimiz LCBO op ration 

and nhan profitability. 

Th LCBO commitment to 

d liv ring up rior cu tom r 

rvic and actively upport­

ing th dome tic bey rage 

alcohol indu try is as strong 

a ev r. In a 0 ially r spon-

ibl manner, the LCBO will 

continu to apply it consid r­

abl r tailing, financial and 

r gulatory xp rti fulfil 

nu g n rating r spon-

ibiliti and th b st 

int re of th p opl and 

the Provine of Ontario. 



LeBO AT A GLANCE 

The Liquor Control Board, of Ontario , (LCBO) is responsible for the irp.porta­

tion, qUCility assurance, distribution and sale of alcohol in 618 governrrient- ' 
" , 

run retail stores across O~tario, " The LCBO also regulates and supplies agency 

and dutyfree stores 'ir\' the province, In addition, the LCaO regulates th~ 

brewing" of beer and its sale through 438 Brewers Retail store~, It also over­

sees the production of ,Ontario wine and its sale through 270 r"etail outlets ' 

owned by various wine producers operating in the provin<;e, , 

.The Liquor Licence Board of Ontario ' (LLBO) regulates and licenses premises 

where beer, wine and spirits are sold, Th~ LLBO also regulates and licenses 

beverage"alcohol ma"nufacturers and monitors the advertising of alcoholic 

products. 

LCBO OPERATIO s 

Number of Perm~nent Employees 

Number of Regular Products Listed 

TYPES OF LCB ° STORES 

Regular stores 

Agency stores 

Duty-free stores 

Airport stores 

, 616 

77 

12 

2 

Total stores: 707 

1992 

"3,233 

2,391 

1991 

3,305 

2,570 

1990 

3,484 

2,825 

1989 

3,396 

2,974 

"FINANCIAL 

Year ended March 31 ($000) 

Sales and 
" Other Income 

% change/previous year 

92 91 

Operating Ex;penses 

, % oj expenses/sales 

.' 

90 89 

:!: N <;j- 0 
<;j- 00 00 

0() 0 'Cl 
M ..c) 0\' rr\ 
N 0\ 'Cl 
t"I '" N N 

92 91 90 89 

0() r-- 0\" LA 
0 0 '" <;j-
~ 00. <t <t 
0\ N rr\ 0 

Net Income l <t 00 'Cl 
'Cl 'Cl 'Cl 

% oj income/sales ' CD ~ cgy @ 



O NTARIO' BEVERAG'E ALCOHOL MARKET SHARE IN VALUE 

Winery Stores 1.2% 

Other Legal Charinels 9.5 % , Brewers Retail 36.1 % 

Illegal Channels 13.5% LCBO 39.7% 

CHALLENGJ;: AND REFUSAL PROGRAM 

DuriI!g fiscal 1991-92, approximately 160,000 persons who appeared to 

be intoxicated or under the legal drinking age were challenged by LCBO ' 

retail staff under the Challerige pnd Refusal Program. Of these, 57,000 

were subsequently refused service, 

F .INANCIALS 

REVENUE P AYMENTS 

Levies on beverag -alcohol old in the Province during the year contributed an amount 

\n exce of $1.4 billion lO the Trea urer of Ontario, and revenue paid to the 
Governm nt of Canada wa's approximately $631 million, Thes amou~ts do not indud 

,corporation; r allY and business taxes paid by the di tilleries, wineries, brew {ies and 

licence holders. Ontario retail sales tax collected by licence hol,ders and agency stores on 

ales of b verag, alcohol is exdud d. from these figures, ' 

TREASURER OF ONTARIO 

Remitted by the Liquor Control Board 

• on account of profits 

• Ontario Retai~ Sales Tax on liquor sales 

Remitted by the Liquor Licence Board 

• on .account of li~ence fees and permits 

Remitted by' others 

• Ontario Retail Sales Tax on sales made through 

Brewers 'Retail stores and retail wine stores 

RECEIVER GENERAL FOR CANADA 

Remitted bY 'the Liquor Control Board 

• customs and excise duties 

. , Federal Sales Tax- on spirits, wines and imported be rs 

• Goods and Services Tax 

Remitted by others 

• malt dt:!ties, GST and other taxes on 

domestic beers and wines 

ONTARIO MUNICIPALITIES 

Remit,ted by the Liquor Control Board 

• grants in lieu of realty and business taxes 

, TOTAL REVENUE PAYMENTS 

($000) 

675,000 

182,298 

857,298 

483,356 

1-54,181 

257,,408 

91 

58,53.8 

316,037 

315,768 

($000) 

1,494,835 

631,805 

5,224 

2,131,864 



FINANCIALS 

SALES (DOLLA~S) SALES (LITRES) 

Year ended Marc.h 31 1992 1991 Year ended March 31 1992 1991 

INCREASE INCREASE 
(000) . (000) (DECREASE) (000) (000) (DECREASE) 

Canadian Spirits 793,188 871,565 (78,377) Canadian Spirits 43,656 47,333 (3,677) 

Imported Spirits · 283, 148 305,52~ (22 , 375) . Imported Spirits 11,733 l2,367 (634) 

Canadian Wines 144,879 143,171 1,708 ~anadian Wines 24,711 24,796 (85) 

Imported Wines 372,925 '396,053 (23,128) Imported Win s 44,017 45,814 (1,797) 

Canadian Beers 119,319 1 ~4,483 4,836 Canadian Beers * 43,176 43,242 (66) 

Imported Beers 96,959 90,882 6,077 Imported Beers 38,400 33,382 5,018 

Total sal s by Board stores 1,810,418 1,921,677 (111,259) Total ales by Board stores 205,693 2.06,934 (1,241) 

(including sides to licensed * Litre sales of Canadian beer 

establishments) by Board stores is estimated . 

on actu.al dollar sales. 

Sales by Ontario wineries and 

winery stores' 54,913 50,591 4,322 Sal s by. Ontario wineries 

and win ry stores 8 ,844 8,168 676 

Other win ry sales 901 504 397 

Oth~r winery sales 636 388 248 

Sales by breweries and 

Brewers Retail stores 1,785,851 1,727;065 58,786 Sales by breweries and 

(exclusive of container value) Brewers R tail stores 706,642 736,680 (30,038) 

.8 



PRODUCT ·LISTINGS 

Domestic 

· Canadian· Whisky · 

Canadian Blen·ded Rums . 

Canadian Gin 

Canadian Vodka 

, Canadian Brandy 

Canadian Blehded Brandy 

Canadian Spirit Coolers 

Fruit. Spirits 

Miscellaneous Liquors 

· Cariadian Liqueurs 

Ontario Wines 

Ontario Wine Coolers · 

Other: Canadian Wines 

Canadian Cider 

· Cana·dian Beer (incl. beer coolers) 

Alcohol 

Miniatures 

Bitters 

March 31, 1992 March 31, 

136 

· 92 

34 

59 

.4 

12 

19 

6 
15 

81 

478 
19 · 

11 

6 

215 

6 
9 · 

3 

FINANCIALS 

1991 Imported . 

150 Scotch Whisky 

91 Irish Whiskey 

33 Am~rican. Whiskey 

64 Gin 

4 Rum 

. 12 Vodka 

24 Tequila 

6 Brandy 

· . 6 Fruit ~piriis 

92 Miscellaneous Liquors 

525 Liqueurs 

21 Wines 

10 Cider 

6 Beer .and Selke 

21.4 Miniaiures 

6 Bitters 

9 

3 Total Regular Listi!lgs 

Vintages' .wines and Spirits 

Duty-Free Listings 

TOTAL PRODUCT LISTINGS . 

e 

March 31, 1992 · 

75 · 

3 

6 

·12 

13 

20 

7 

55 

1 

30 

49 

833 

0 

61 

11 

"io 

2391 

1506 

154 

4051 

March 31, 1991 

95 

4 

8 

14 

.17 

23 

6 

83 

3 

36 

70. . 

836 . 

72 

17 

9 

2570 

700 

107 

· 3377 



BALANCE S HEET . 

As at March 31, 1992 

A SSETS 

Current 

Cash and short-term investments 

A cco u.nts receivable, trade and others 

Inventories, at cost 

Prepaid expenses 

L LAB ILrfIES A COME 

Cu rrent 

A ccounts payable and accrued liabilities' 

Re tained income 

See accompanying notes to financial statements. 

A pPROVED: 

~ . . .. ~(. 

1992 

($000) 

36,218 

3,540 

165,525 

1,872 

207,155 

118,2.12 

88,943 

'207, 155 

~L- . " .. •• . '. 

" v-~ •• 

C HAIR AD ' 

C HIEF EXECUTIVE OFFICER 

ACTI G VICE PRESIDENT, 

FINANCE AND ADMINISTRATION 

FINANCIALS 

1991 

($000) 

55·,648 . 

16,391 

157,250 

1,923 

231~212 

116,6~7 

11 4,535 

"231;212 

S TATEM E N T O F INCOME AND RET AINED I NCOME 

Year Ended March 3 L 1992 

Sales and other income 

Cost of sales 

. Retail stores and marketing 

Adrriinistra tion 

Ware'housing and distribution 

Fix d a:;sets 

Net Income for the year 

Retain d income, beginning of year 

Deduct payments to the Treasurer of Ontario 

on account of net income 

R ETA INED INCOME, END O F YEAR 

See accompa'nying notes to financial statements. 

1992 

($000) 

1,833,386 

86 1,164 

225,540 

43 ,928 

27,592 

25,754 

1,183,978 

649,408 

114,535 

763,943 

88,943 

1,936,710 

977,861 

216,330 

43,319 

26,642 

. 29,751 

1,293,903 

642,807 

121,728 

764,5-35 

650, 0 00 

114,535 



FINAN IALS 

NOTES TO FINANCIAL' STATEMENTS PROVINCIAL AUDITOR'S REPORT 

Mar h 31, 1992 To th Liquor Contr I Bard of Ontario and to the . 

1. IG IFI A T i\c OU TI G POLICY 

Th Board's financial tat m nt ar pr par d in accorda'nce with generally a c pted . 

accounting prinCiple, except f r fi ed a s -ts, which are writt n off to peration at 

th tim of a qui iti n. 

2.1 URA E 

The Board follow th policy of elf-in uring it tore a et for pr peny damage su h 

a fir , wat r, vandalism or theft. All other mat ria'l a t are in ur d by in uran e 

companie . 

3. LEASE C MMITME TS 

Th Board is mmined und r op rating I 

minimum rental paym nt du a foil w : 

($000) 

1993 21,66.9 

1994 15,651 

1995 13,300 

4 . PE SIO PLA 

n I a ed pr mi with .futur 

1996 10,593 

1997 7,956 

Ther after 11,832 

81,001 

The Board provides pensi n benefits for its permanent employe s thr ugh panicipa- . 

tion in the Public 5 rvice Pen ion Fund tabli h d by th Pr vince of Ontario. The 

B ard: sha~eof ontribution t theFundduringth year was $15,207,196 (1991-

$15,076,861). Thi amount includ curr nt contribution and additional payment 

requir d t over the Bard' hare of the Fund' unfunded liability on January 1, 

1990. The e additional paym nt will continu over the next 38 years. 

5. CONTI GENT "LIABILITY 

Maj r airlin have tak n I gal a lion again t the Board n.t ting the Board' right 

to collect mark-up n any liquor which i imp' ned into Ontario by the airline. The 

out me of thi . aCli n and the am unt involved ar not determinabl . Judgement,. 

if any, again t the Board will be a c' unted f<;lr a a prior period adju tment in the 

year the laim i re o lved. 

Mini t r of Con urn rand Comm rial R l;Hions: 

I have audited the balance heet of th Liquor Control Bard of Ontario a 

at March 31, 1992 and the statement of in me and r tained incom for the 

y ar'th n end d. Th s financial tat ment ar th r sponsibility of th 

Board's management. My re p n ibility i to xpr 

financial tat m nt ba ed on my audit. 

an opinion on th s 

I condu ted my audit in accordan with gen rallyac epted auditing 

sta~dard . Those standard r quire that I plan and perform an audit t 

btain r a' onabl a uran wheth r the financial tatement ar fro e of 
mat rial miss tat m nt. An audit includ s xamining, on a t t ba i , 

upporting th amount and disclosur in the financial stat ment 

An audit al 0 include a ing th a counting principl sud and ignifi-

cant timate mad by manag m nt, a well a valuating th overall finan-

ial tat ment pr entati n. 

In my opinion, the e financial tat m nt pr ~t f~irly, in all mat rial 

re pects, the financial po iti n of th Bard a at Mar h 31; 1992 and the 

r ult f it operation f r the y ar then nd d in accordance with th 

a counting policy described in note 1 to' th financial tat m nt . 

T RO. TO, 0.. TARIO, 

JULY 16, 1992. 

J.F. OTTERMAN, F.e.A., 

As ISTA T PRO I ClAL AUDITOR 
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