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restraint

The trend towards declin­

ing revenues continued and

even ассегегагес . The longest

and сеереи гесевзюп in

гесепт тетогу affected the

lCBO as much as it affected

most other businesses.

Contrary to popular belief,

the lCBO is по! recession­

proof: beverage alcohol is а

discretionary purchase and

оиг sales reflected the tough

economic times.

Along with the recession,

cross-border shopping was а!

unprecedented levels, with

тапу thousands of Ontario

residents making day-trips

асговз the international

bridges 10 Ьиу goods ­

inc/uding liquor. This trend

was largely fl'elled Ьу grow­

ing consumer reaction to the

federal government's G5T. But

the ргаспсе of widespread

shopping in the U.s. adversely

affected тапу Canadian

retailers, the lCBO among

them.

Оиг lower sales also told

the tale of а fashion for

"Iighter" drinking and ап

increased focus оп fitness

and health. As а regulatory

agency with а commitment to

social responsibility, the lCBO

fully supports such positive

changes in lifestyles. But this

trend too had а negative

effect оп оиг bottom line

during fiscal 1992-1993.

Smuggling and the illegal

manufacture and sale of bev­

erage alcohol, already а major

ргоЫет for the lCBO and the

Government of Ontario, соп­

tinued to increase. Although

until recently the illegal alco-

hol market has not drawn as

much pubIic attention as cig­

агепе smuggling, it is at least

as significant to the есопоту

- and to the health of those

who Ьиу contraband alcohol.

Птеге аге two верагаге

авресгз of the illegal alcohol

market . Smuggled alcohol is

almost exclusively in the form

of spirits, brought in - опеп

Ьу the truckload - from U.s.

sources . IIlegally manufac­

tured alcohol is mostly wine,

made in Ontario from grape

juice сопсеппаге that is

legally imported.

Apart from the obvious

сопсегпв about unlawful

activity and loss of г еме п ц е .

the widespread ваге of illicit

alcohol involve'i вепоцв

health issues. Птеге is по way

of knowing what а bIack­

market product contains, as it

does not undergo the rigor­

ous testing required of all

products sold Ьу the LCBO.

IlIicit alcohol тау Ье sold in

bottles with familiar and

respected labels, but the

contents тау not only Ье of

inferior quality - they тау

actually Ье contaminated .

Containers used for bulk ship­

ping of alcohol and сопсеп­

trate тау also Ье unsanitary.

As much of the illicit alcohol

is thought to Ье sold through

licensees and banquet halls, it

is possibIe for law -abiding

consumers to unknowingly

drink alcohol that тау pose

serious risks to their health.

Also, unlike the LCBO. ven­

dors of illegal products will sell

to апуопе - including those

who аге under age ог intoxi ­

cated, thus contribu ting to the

irresponsibIe and dangerous

use of beverage alcohol.

Furthermore, both smug ­

gling and illegal manufacture

of beverage alcohol affect

important Ontario industries

and endanger Ontario jobs .

The Canadian distilling indus­

try. which is already chal­

lenged Ьу changing drinking

patterns, has Ьееп seriously

affected Ьу the widespread

smuggling of spirits from the

U.S. And the illegal manufac ­

ture and sale of wine cuts

into the market of the

Ontario wine industry, which

has Ьееп а positive force in

the province's есопоту over

the last decade.

For all these reasons, the

bIack market is of great соп­

сегп to the lCBO . Оиг small

staff of investigators, with

the assistance of law enforce ­

ment agencies, had some

solid successes in 1992-1993,

Ьи! the ргоЫет was clearly

much larger than the avail­

аЫе resources . А fairly соп­

servative estimate is that the

illegal alcohol market in this

province now siphons оН

roughly $800 million annually

from LCBO sales. This means а

loss to the Ontario Treasury

of about $475 million, as well

C"A ' R ANU СЕО

ANDREW S. BRANDT

as very substantial losses to

the beverage alcohol industry

in Ontario. This is по! а trivial

matter.

As if all these pressures and

constraints оп оиг business

were not enough, а strong

Canadian dollar during much

of 1992 and а weak U.s.

есопоту combined to reduce

the питЬег of American

tourists visiting Canada . This

deeply affected the province's

hospitality industry and, in

turn, the beverage alcohol

indust ry and the lCBO's sales

to the hospitality trade .

Also, the extraordinarily

соо' and rainy summer of

1992 put а damper оп Ьеег

and wine cooler sales. Sales

о
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of spirits . which had been

sliding over the past decade,
continued their free fall .

For all these reasons and
more, Ihe lt:IЮ's сопtriЬutюп

to the provincial coffers in

fiscal 1992-1993 was down
$60 million from the previous

уеаг : $615 million, compared

with $675 million . The result ­

ing large drop in the LCBO's
contribut ion to social and

capital programs was reason

for concern.
When sales and revenues

аге in decline, management is

challenged to find ways of
reducing operating costs and
generating additional revenues.

During 1992-1993, the

management of the LCBO

took action to bring оиг costs

into line with оиг reduced
sales. We worked оп many

fronts to do this, including

negotiating better terms with

оиг suppliers, finding ways to
lower our freight costs,

reducing оиг banking costs

dramatically Ьу tendering for
bank services, and changing

оиг timing for the payment of

federal taxes.

However,аЬои! 80 рег cent
of the LCBO's operating costs
аге direct ly related to paying

оиг staff . In 1987, the Ргос ­

incial Auditor had identified а

surplus of staff а! the LCBO.

Since then, staffing levels had

been gradually reduced

through attrition, Ьи! the time

had now соте when тоге

direct action was needed.
We reluctantly сате to the

conclusion that, for the first
time in the LCBO's history, we
would have to ·~ I i m i n a t e some
positions . We reached this
decision only after exploring

аll the possibIe alternat ives. '!
was, of course, а difficult and

painful situation for the
organizat ion as а whole, for

the members of the Ontario

Liquor Boards Employees'
Union and especially for the

ind ividuals directly involved.
Our goal was to гетоуе

200,000 annual person/hours
from оиг system. This trans­

lated into about 137 posi­
tions, which would reduce

annual salary costs Ьу

between $2.7 and $4.2 mil ­

lion in the following fiscal

уеаг, depending оп the salary

levels of the eliminated

positions .
First, some reduction in

staff was accomplished Ьу

offering а special early ret ire­

ment program, similar to the

one offered in the Ontario

PubIic Service. We then iden­

t ified the surplus jobs and
not ified the incumbents . The
"bumping" clause in the col ­

lect ive agreement with the

OLBEU gave affected employ­

ees а number of opt ions that
allowed them to stay with in

the LCBO in different and, for
some. рап -шве posit ions.
The end result was that only

аЬои! half а dozen people lef t

the organ ization , Ьи! the

hours worked Ьу casual

employees were considerabIy

reduced.

'! was по! ап ideal solu­
tion Ьи! i t was а fair and

equitabIe response to а diffi ­
cult ргоЫет that was Ьу по

means unique to the LCBO.
In the meantime, the LCBO

continued to ехртоге new
ways of improving service to

customers, оиг most impor ­

tant stakeholders. Оиг IMAGE
program of store upgrading

proved that money spent оп

making оиг stores more

attract ive, efficient and соп ­

venient was money well

spent. Consistently, stores
experienced increased sales
after their make-overs; th is

meant that the improvements

paid for themselves in а short

t ime and then the upgraded

stores began to contr ibute

тоге to LCBO revenues.
During fiscal 1992-1993,

we opened two new full -ser­

vice stores offering all of the
LCBO's products and services
- опе оп Oueen's Оиау in
downtown TorOnlo, adjacent
10 our Head Oi'f ice, and
anolher in downtown

Kingston. We also opened а

prototype "mini -store" - а

small store offering а carefu l­

'у chosen selection of popular
products - in the shopping
concourse of Toronto's First

Canadian Place. These open­
ings reflected оиг commit ­

ment to provide different

types of stores to suit specific
customer and community

necds.
Anothcr significant achievc­

теп! of the уеаг was the

installation of а computerized
inventory and salessystem

throughout оиг store network.

This improvcd оиг eff icicncy in

getting оиг customers the

products they want.
Our focus оп improving

оиг retail operat ions and
customer-service initiat ives

dur ing the уеаг was, as usual,

balanced Ьу оиг commitment

to оиг social responsibility

mandate. The LCBO lives with

the ongoing challenge of
retail ing а legal product that

gives people enjoyment and
relaxation Ьи! сап Ье damag­

ing to ind ividuals and to soci­
ety when used unwisely. This

Rе t а i Iе r w i t h а ,1 i { { с ' " " " .. "

dichotomy was seriously and
thoughtfully addrcssed in а

notabIe cvent in the fall of

1992: ап internat ional sym­

posium in Тогопю , sponsored
jointly Ьу the LCBO and

Ontario's Addict ion Research

Foundation. This gathering

gave participants а гаге

opportun ity to discuss and
debate thc готе of alcohol in
social and health issues and

to learn from each other 's
experience.

As the difficult economic
environment continued

throughout fiscal 1992-1993
and beyond, the LCBO was

faced with some уегу tough

challenges. Ви! the organiza­

t ion сате through тоге

sharply focused and deter­

mined to adapt to the realities
of the new businessclimate.

We remaincd - and we
cont inue to remain - dedi­

cated to fulfill ing оиг man­

dates as regulator , revcnue

generator for the Ontario

government, and socially

responsibIe retailcr .

Andrew S. Brandt
Chair and СЕО
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Пте most signi fic ant of

these were declin ing sales,

shift ing consumpt ion patterns
for alcohol ic beverages,

increased compet ition from
bot h legal and ill egal спап ­

nels, the need to adapt to
GAH (General Agreement оп

Tari ffs and Trade) decisions
affect ing the distribut ion and

sale of Ьеег , and а growing

need for cost-con ta inment

throughout the organ izat ion.

Clearly, th e days of ап

ever- expanding market, with

inc'e ased revenu~s each уеаг,

were оуег and unlikely to

return . But, as оНеп happens,
there was а posit ive side 10

the struggle with chall enges
and complex issues.

Difficult times demand
imaginal ive approaches, с г е­

at ive solut ions, energy and

commitment. Facing the real i­

ties of the 90s, the LCBO was

determ ined to survive, thri ve
and enhance its services [о

the pubIic. 'П а уеаг fu ll of
doom -and -gloom news from
еуегу economic sector, Ihe

LCBO ach iev~d signif icant
breakth roughs.

April ' 9 92
As the fiscal уеаг began, Ihe

LCBO and the Liquor Licence

Board of Ontario stepped up

their fight against smuggling

and ill egal manufacture and

sale of beverage alcohol .
Working relationships with

other law enforcement agen­
cies - the RCMP, ОРР and

' о са' ройсе forces, as well as
Revenue Canada and the
Ontar io Ministry of Revenue ­

were strengthened against the
соттоп епету. IlIegal а гсо ­

hol was seized in several

sweeps and charges weтe laid.

This раНегп continued and

intensified throughout the
уеа г and beyond.

Also in April , those involved

in the development and

installat ion of the LCBO's

'МРАСТ system m~t at а соп ­

ference to mark its comple­
tion . Implementat ion of

'МРАСТ - the fi rst phase of
ап integrated point of sale

system installed in а" the

LCBO's stores - made it pos­
sibIe [о capture data about

purchase and inventory pat ­

terns. It also resulted in а

faster flow of informati on,
better business controls, and
streamlined retail practices.

Most importantl y, it i n c r ~a sed

the LCBO's abil ity [о Ье

responsive to consumers.

The LCBO's Info line, the
province-wide, bi lingual

1-800 service, marked its

th ird anniversary - with тоге

than 125,000 calls logged.

А threatened Ьее г trade war

between Canada and the U.5.

was resolved. The agreement

set а t imetabIe for provinces
to eliminate barr i ~rs to Ьеег

imports; i t also permitted the

provinces to set minimum
Ьее г prices. U.s. beer was to

have full and equal access to
Canadian markets Ьу

5eptember of 1993.

Also in Apri l, staft surveys

were conducted Ьу the LCBO
Employment Equit y program .

These wer~ designed to assess

the согрогаге culture of the

organizat ion and gather use­
ful informat ion about the

changes needed to creat~ а

тоге equitabIe employment

cl imate with in the LCBO.

Ма)' ' 9 9 2
Мау saw the launch of а

thematic promflt ion 10 draw
attent ion [о the wide variety
of spirits availabIe in LCBO

stores. Called ·World of

5pir its ," the promot ion
included ап in- store contest,

sponsored Ьу СогЬу Distil ­

le ri~s Ltd., for which the f irst

prize was а t rip to the coun­
try of orig in of thc winner 's
favourite spirit product .

At the annual InterV in Wine
Competit ion in Niagara-on ­

th e-Lake, th~ ра п е ' of 35
judges included three LCBO
staff. Моге than 2,000 prod­

ucts were bI iпd - tаstеd and

evaluated; Ontar io wines won

ап impressive total of 68
medals.

Оп the environmental

fro nt , the LCBO asked its
supp l i~rs [о соте up with

reusabIe packaging for their
Christmas gift i tems that
wou ld Ье featured in the

catalogues prepared Ьу the

Merchandising Division. The

LCBO requestcd that card­
board and cellophanc gift

packaging - which invariabIy

ends up in landf ill sites -

b~ replaced wi th cloth sacks,

metal t ins ог canisters, wood­

еп boxes о г other items with

attract ive reuse potent ial.

Because of the LCBO's large

buying power, most suppliers
made а major effort [о

respond [о the request, and
th is meant less excess раск ­

aging по: only in Onlario but

wherever those suppl iers sold
their products .

АnОУЕ: POТENT ILL EGAL C HINESE

LIQUOR SEIZED ВУ LC BO INVESТI-

G ATO RS - PART ОЕ AN UNDER -

G ROU ND ECONOMY ТНАТ SIPHONS

AN E-S ТlМ АТЕD $800 MILLION А

YEAR FROM L CBO SALE-S.

BE I.OW : ТНЕ- LCBO WORKS WIТlI

SUPPLIERS ТО C RE-AT E- E-NVIRON -

M E-NTALLY FRIENDLY , RE-USABI.E

CO NT AIN ERS AND ТО REDUC E-

WASTEF UL PACKAGING .
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Ju ne ' 9 9 2
June mar ked th c LCBO's

65t h birthday, а cause [ог

celebrati on and ап opportun i­

ty to look back to the roots of

the LCBO and forward to the

vision of it s future.

Dr. Katy Drive r­

Radhakr ishnan completed her

six-year term as а member of

the Board of Directors. Chair

Andy Brandt characterized

her as а champion of social

respon sibili ty throughou t her

term of office.

Jll l y ' 9 92
July brought а number of

sign if ican t events . Work

began оп two new fu ll-scr ­

vice stores. in downtown

Kingston and оп Оцееп'в

Оиау in downtown Toronto.

The th ird and fourth sto res to

supply all of the LCBO's prod ­

ucts and services, they sig ­

nalled the organ izat ion's

ongo ing comm itment to

match ing reta il env ironments

with the needs of customers.

А В() УЕ RIGH T: AN IN -SТOR E

Пi Е IE РRОМОТЮN CEI.E BRATES

"ТlI E WORL O WINNING WINES

OF ONTARIO.-

AB O\' F.: ANOTHER REASON ТО

СЕ I. Е ВR АП: 1992 МАВКЕО Tli E

LC80 's 65тн ANN IVERSAR Y.

8н О\У: ECONOMIC ANO COM PEТ I -

T IVE PRESSURE S FOR CED ТliE

LC80 ТО ELIМINАП JOBS ЮВ

ТlIE FlRSТ ТlM E IN IТS НIПОRУ .

А new system for pric ing ,

li sti ng and distr ibut ing beer

сапге int o effect as а result of

GАП ru lings. Under the new

system. import ed and domes ­

t ic beers аге treated equa lly

fo r pr icing purposes ; min i ­

тит pr ices аге based оп the

percentage of alcohol in the

particular produc ts. The LCBO

annou nced that 12 and 24

packs of im ported beers

would soon Ье sold in сотЫ ­

na tio n stores and that, begin ­

ning in m i d - 1 99З. impor ted

beers would Ье avai labIe in

Brewers' Retai l outlets as well

as LCBO stores . These changcs

in the market ing of оеег were

ехресгес to have long-term

effects оп LCBO revenues .

July also marked the launch

of ап in tensive educat iona l

program оп employment

equ ity, with the goal of

ensur ing а healthy and fa ir

employment env ironment for

all LCBO employees.

A l lg ll SI 19 9 2

'" August. the prolonged
effects of the recession оп

the orga nizat ion's operations

Ьесат е abundan tly clear. For

the first t ime in its history.

the LCBO announced that

some posit ions - 137 of thcm

- w.:re bc:iny ~ ' lI1inu l ed. ';1

the same time, employees

were offercd ап optional

early retirement program.

With the combination of

attr it ion and early ret irement.

only а handfu l of people were

actual ly laid off. Мапу moved

into other posit ions or shifted

to part -t ime status, as deter­

mined Ьу the terms of the

collective agreement with the

Ontar io Liquor Boards

Employees' Union .

Howcver . the effect оп

employee morale was severe,

and the OLBEU argued that

топеу used for upg radin g

tech no logy and renova ting

stores coul d have Ьееп better

spent in rctaining jobs.

Also in August , the LCBO

announced the clos ing о! five

stores, reducing the reta il

network from 61В to 613
stores . These dccis ions were

based оп deta iled market

research showing that рори­

la t ion shifts had resul t cd in

somc areas being undcr ­

served while others wcre

over -served . Also. the trend in

rela iling is to ldrgl: r, well­

placed stores with greater

producl selection and а wider

range of serv ices. '" the high ­

'у competit ive beverage alco­

hol retai l ing env ironment.

smaller stores in ou t -of-thc­

way locations make little есо­

nom ic sense.

ep 'c ll l bc r ' 9 9 2
Not surpr isingly. the LCBO's

focus in Scptember was оп

dealing with the afte r-effects

of the August downs izing

announcements. Every effort

was made to answer emp loy ­

ecs' and customcrs' ques t ions

about thc cost-cutting теа­

sures and to expla in exactl y

why they were necessary and

how each decis ion was

reached .

The Нитап Resources

Div ision set ир special sup­

port services to help affccted

employees determ ine their

best opt ions . '" each region
HR personnc l were avai labIe

to assist employecs and

answer the ir questions.

R е t а i I е r w i t h а .1 i ,- ,- <' ,. " " .. "

The first week in September

was designated Bring Your

Identificat ion (BYID)/Avez­

vous "оуе? Wcek, drawing

attcntion to the LCBO's in ­

store Chal lenge and Refusal

program and gener ating posi­

tive pubIicity for th e organi ­

zation's social responsibility

efforts.

Chair Andy Brandt was

honoured Ьу the Niagara

Grape and Wine Fcstival for

his ongo ing support of the

Ontar io wine industry.

А major promotion in all

LCBO stores dur ing September

celebrated "The World

Winn ing Wines of Ontar io."

This was designed to increase

consumcr awareness of the

excellence of Ontario wines

and enhance their market

sharc . Thc promotion high ­

lighted wines that had won

prizes at prestig ious interna­

tional wine competit ion . It

included in-store tastings.

and cus tomers were also

given а gui dc dcscribin g the

characteristics of тапу

Ontar io wines and suggest ing

complemen tary food and

wine choices .

Another environmental

ini ti at ive, implemented in

September, involved new

methods of dispos ing of соп ­

traband alcoho l and products

that Ьесате oxid ized with

the passage of time . The LCBO

worked with recyclers to set

ир а system for reusing t hese

products, either as nutr ients

for soil or as redistilled alco ­

hol for non -beve rage uses.
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Later the same mont h, the

Chair cu t the ribbon for

another fu l ' -ser vice sto re, а

spacious and attract ive орег­

at ion in dow ntown Kings to n.

DсссшЬсг ' 9 9 2
А couple of weeks late r, in

early ОесетЬег , а min i-st ore

was opened in ап under ­

ground shopp ing mall in

downtown Toronto.

The new stores , both large

and small , were specifically

designed to satisfy customer

needs and market conditions

that уагу trcmendously from

опе location and commun ity

to another.

ОссетЬсг also markcd а

larger than usual питЬег of

charitabIc and socially

respons ibIe in it iativl:s ь .... th ~

LCBO. First. employees' соп­

t ribut ions to the United Way

tot alled а record -brc aking

$1 15,000.

The organizatio n also sup­

ported the Project Red Ribbon

campa ign of Mother s Again st

Drunk Driv ing (МАОО) ,

designed to raise consc ious­

ness of the dangcrs of dr in k­

in g and dr iv ing.

Оп the environmenta l front ,

store display mater ials were

recycled and donated for use

in schools, libraries and ret ire­

m [ omes. and the LCBO

unced i t would по longer

ри; ~ase wines packaged with

lead : apsules.
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summer as well as the cont in ­

uing recession . As а result ,

management and staff redou­

bIed their efforts to reduce

expenses throughout the

organ ization. AII expend itures

were scrutinized and addi ­

t iona l cost -saving opportun i­

ties were ident if ied .

Оп the тоге posi t ive side,

November marked the first ­

еуег general г е т е а зе of

Ontar io icewi nes in LCBO

stores . Another sign if icant

event was the opening of the

renovated Queen's Оиа у store

in Toronto, dest ined to Ье

seen as the LCBO's "fl agship

stor e:

Offer ing а comp lete range

of the LCBO 's products and

services , the newly configured

store won enthusiast ic

арргоуаl from customers and

the beverage alcohol industry.

Union protesters attended the

open ing, believing that the

renovation had cost j obs at

the LCBO. The LCBO expla ined

that renovated and updated

sto res regularly post геуепие

gains оуе г un improved stores,

thus recover ing the costs of

renovat ions in relatively short

time frames , and, in fact,

improvi ng t he ЬоНот line ­

and, in the long term , help ing

to preserve emp loyment

oppor tuni ti es.

o \'c l11 bc r ' 9 92
In November , the sales

shortfall i n the f irst half of

the fisca l уеаг resulted in а

reforecast of the organ iza-

t ion 's budget. At that poin t, .

l itre sales were оН Ьу 8.1 рег . J ~ " ~ -:f ..
cent, gross marg ins were ~ гj (, . ,

down Ьу 3.4 рег cent . and. . . ::r- "
inventori es were ир Ьу 16~4 "/ ..,). ;.

рег cent . This was attr ibu .d~~ ' ': .):;; .

to ап extremely cool, rail)~" - '. ~ . -' · v, ~-< ~ ~ .
f ~.. ~ ';;

few months. Their goal was to

identi fy strategies that wou ld

help the organ izat ion surv ive

and оговре т in а rapidly

chang ing and increasingly

compet it ive marketplace.

Part ic ipants identif ied three

new согрогаге strategies for

specia l attent ion: organ iza­

t ional re-e ng ineering and

work redesign, cont inuous

learning, and enhanced сот ­

munications. As well , fou r

тоге famil iar strategies ­

customer service , social

respons ibil ity, regulat ion and

profitabi l ity - received

renew ed emphasis .

At the end of the month,

the LCBOand the Addict ion

Research Foundat ion joi nt ly

sponsored the f irst -ever

Internatio nal Symposium оп

Alcoh ol Monopol ies and

Socia l and Health Issues. It

was attended Ьу representa ­

t ives of l iquor jurisdictions

and health саге profess ionals

from the U.S., Austra lia,

Poland and the Scandinavian

countr ies, as well as from

most Canadian provinces.

Part icipants discussed the

challenge of balancing the

ro les of retaile r and regu lator

of а substance that сап Ье

dangerous when used irr e­

sponsibIy. They also had ап

opportunity to learn about

how other juri sdicti ons

address thi s cha llenge .

Instal lat ion of а new infor­

mat ion system (ARTHUR)

made i t possibIe for LCBO

manage rs to t rack business

per fo rman ce and the sales

and inventory data Ьу produ ct

from each retail locat ion.

А new program foc using оп

discrim inat ion and harass­

теп! prevention in the work ­

place was launched Ьу the

LCBO ; it i nt roduced t imelines

for the investigation of сот ­

plain ts and stressed that the ir

resol ution should Ье remedi~a_1 _ _ --

rather than рuПitivе~';.,~-[II·••IfiI"~
WIЮ IS UN()E R AG f..

А ИUSУ UN" F.RG ROU N" MALL IN

ALCO IIOL rROD!ICТS ТО GAIN

I>OW NTOWN T (}R() NT O C AT ERS

The LCBOalso increased i ts

efforts to ensure tha t соп ­

taine rs and packag ing were

recycled гаите г than sent to

landf ill sites .

А! the end of the month,

former LCBO Chair Jack

Ackroyd died , and а scholar ­

shi p fund was estabI ished to

honour his тетогу. Dur ing

his гепше . from 1984 to

1990, he had made great

contr ibutions to the LCBO's

transition in to а customer­

focused organ izat ion . His

attitude was exemplified Ьу а

statement he опсе made at а

meet ing of store managers :

"1want уои to гип these

sto res as i f there were anoth ­

ег l iquor store right across

the street and, if the cus­

tomer doesn't l ike уоиг ser­

vice, уои lose t hat customer:

Лио vг- RI GIП: TH F.5 f. ИUТТОNS.

ЛИОV F. : Л NF-W IINI -SТОRf. IN

IN T ERN AT IONAI. ACCLAIM.

МА RКП.

RIGIП : I f.\1<'INE - ТНЕ FI RSТ

Ос !(} \,с г ' 9 9 2
At the annual Strateg ic

Manageme nt Confere nce,

LCBO execut ives and managers

wrestled with the implications

of the events of the previous

OF IANY O NT ARIU ИЕVЕRАG Е

ТО А rRF.VIO USI.Y UN IJf. R· Sf.RVf."

ТО REF USF. SERVIC E ТО ANYONE

Rlmп - AN" R f.sr(}N SI ИI LIТУ -

CUSТ(}M F. RS OF Тlt f. LC RO ' s

WO RN ИУ SТ АП , Rf.MIN D
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j anuary 1993
' П January, the ргоЫет of

smugg ling and il legal та пи ­

fact ure of beverag e alco hol

was опсе тоге in the врог ­

light . Canada Customs герои­

ed а 464 рег септ increase in

the питЬег of bot t les seized

since 1988 а! the three

Niagara Falls border points

агопе. 50те juice processing

compa nies were discovered to

Ье produc ing il legal wine

fro m gra pe juice concent ratc

imported f rom the U.5. This

il legal act ivity теап! risk to

consumers' health as well as

rcduced revenues for the

Ontar io Treasury .

The LCBOestimated tha t

losses to the bIack market

werc in the nc ighbourhood of

15 рег сеп! of the $5.4 bi ll ion

аппиа ' beverage alco ho l

market.

January also brought ini t ia­

t ives designed to move the

LCBO forward in its efforts

to provide both excellent

customer service and equa l

opportunit ies for employees .

А pro ject team formed Ьу the

LCBO and the LLBO to study

improvements in the system

for issuing 5pccial Occasion

Permits (50Ps) сате ир with

recommendat ions to auto -

"'-' с: nuch of the process,

the proposa/s to simp lify the

process were expected to

benefit bot h customers and

staff. А pilot project to test

the proposed system was

scheduled for early fa " .

АВОУЕ: " B U ILD ING T ltE ВНТ"

TEMrLATE АНО WO R!( 800!( USED

ТО CREATE M O R E EFF ICIENT АНО

VISU AL LY CONS ISTENT STORES.

BF.LOW: NEW FULL-SE RV ICE АН О

MI NI - SТO R ES TA ILO R ТlIE L CBO

R ETAI L NEТWO R !( ТО SUП CUS -

TO ME R АНО СОММUNПУ N EE D S.

Also in January, the LCBO

increased i ts comm itmcnt to

offe r managcmcnt training to

all eligibIe emplo yees; а

week- Iong "Introduction to

Management" wo rkshop was

held in Toronto, to ассопппо ­

саге Toronto -based стр/оу­

ees with fam ily obI igat ions,

who might f ind it difficult to

Ье away from home for а fu ll

week.

FСЬПlаг у 1993
Оп February 1, there was а

change in the way Canada

Customs official s col lect fees

from Canadians return ing

from the U.s. with beverage

alcoho l over and above the

legal duty-free /imi t o f 1.14

l i tres of wine ог spir its and

8.5 litres of beer. The fees

lev ied Ьеса т е а percentage

of the purchase pr ice of each

product. Ап absolutc impo rt

l imi t o f five cases was also

i Пl роs <: d 0 '1 r"' ~ lJrrl ir1g

Canadians.

In the same month, amend­

ments to the Liquoг Сопсгоl

Асс were introduced in the

Ontario Legislature, requ ir ing

Brewers Retail 'пс . to sell

importcd beer in its network of

stores, beginn ing in thc sum­

тег of 1993. This move, made

necessary Ьу the GАП decision

of the previous July, was

expected to have а negativc

effect оп LCBO revenues. The

Minister of Consumer and

Commercial Relations, Mar ilyn

Churley, notcd that the

changes would "make Ont ari o's

Ьеег distribution system опе of

the fairest and most openly

compet it ive among our GАП

trading раппегв. "

А! Retai l Univers ity, the

regular ga ther ing of LCBO

regiona l directors and district

managers, а ncw Total 5tore

merchand ising ini ti at ive was

announced. The IMAGE рго ­

gram had Ьсеп the mode l for

updat ing and renovating

more than 100 of the LCBO's

best rcve nuc - pro duci ng

stores . "Buil di ng the Best"

was ап extension of the

IMAGE program , dcsigncd to

give LCBOstores а cons istent

look and appeal, fo llowing

t he practice of other qua lity

reta i l cha ins. With t his ini ti a­

t ive, store manage rs whose

out lets were по! affected Ьу

the IMAGE program would

rcce ive instruct ions and

mater ials to help them

update the ir stores and create

а consistent corpo rate identi­

ty throughout the prov ince.

Ano the r February event was

the аппиа ' Policy and

Objectives Confe rence of the

Ontar io Liquo r Boards

Employecs' Union . This pro ­

vided ап occasion for тап ­

agement, repres ented Ьу

Executive Vice President larry

Gee, to addres~ th e dekgates

and answer the ir quest ions.

There were two notabIe

tcchnolog ica / advances in

February: the instal lati on of

upgraded computer systems

а! the Durham warehouse , to

al low for two dai ly shifts of

the "picking" system, and the

implementati on of ап elec­

tronic data interchange for

раутеп ! of invoi ces to large

suppl iers Ьу direct deposit to

the ir bank accounts.

Marell 1 99 .~

А significant cvent for the

LCBO in March was thc орсп ­

ing of а mini- storc in Pearson

Inte rnational Airpor t 's

Tcrmina l 2 - the fi rst поп ­

duty-free storc in the airport.

Designed (о serve domest ic

trave l lers, airpor t staff and

hotel guests along the airport

str ip, the min i-store demon ­

strates the LCBO's increasing

focus оп customer service.

Unt il i ts opening, there was

по l iquor store in the imme­

diate агеа ехсер! for the

Rе t а i I е r w i t h а tI i f 1 е " ~ 11 .. ~

duty-frec shops, wh ich сап Ье

patron ized only Ьу interna­

t iona l travellers. As with thc

min i -s tore in First Canadian

Place in downtown Toronto,

the mixture and presentat ion

of products makes the most

of а small в расе : the shop

offers а зегеспоп of а Ьои !

200 of the most popular

brands of spirits and wines.

тье LCBO announced it s

BYID/Avez -vo us I'ogc? рго ­

gram for th e summer of 1993.

Оп al l four of the major sum­

mer ho/ iday weekends ­

always pcak travc lling t imes

- LCBO staff wou ld wear

BYID/AvC'z-vоus l 'ogC'? but­

tons, encourag ing customers

to ask аЬои! the LCBO's

Challengc and Rcfusal pro ­

gram . This wou ld help bu ild

pubI ic awareness and thus

rcducc potentia l negat ive

react ions Ьу customers who

might Ье chall enged.

This initi ati ve was in /ine

with thc LCBO's comm itment

to carrying ои! i ts socia l

responsibi l ity mandate wh ile

prov id ing supcrior service.

During the fiscal year, а tota l

of 193,646 customers were

chal lcnged ; almost 42,000

were refused for being under

age - or ипаЫе to prove that

they were of age - and close

to 16,000 were refused

because they were intoxicated.

As the f iscal year drew to а

close, t he LCBO continucd to

st rugg le wit h the challengcs

of а t ight ссопоту, reduced

revenues, changing l ifestyles,

greater competit ion from

both legal and ill egal sources,

the changes result ing from

the GЛТТ rul ings and the

ongo ing necd to си! costs.

In short, the issues and

challenges а! the end of the

year were simila r to those а!

i t s start.

It was по ! ап casy year

Ьу апу means, Ьи! it was а

year that ult ima tel y made t he

LCBO stronger, more fle xibIe

and more determ incd to тес!

the future with opt imism and

innovati on.



LC80 КЕУ OPERAТlONAL & FINAN CIAL 5TAТl5Т1C5

OPERATION5

Numb~ r о( LCBOStor~5

1993

611

1992

618

1991

621

1990

623

1989

626

ONTAR IO MUN ICIPALITIE5

1993 1992 19 91 19 90 1989

Numb~r о( Реппапеп]

E m p l oY~~5

3,100 3.233 3,305 3,484 3.396
R ~m i tt ~ d Ьу th~ Liquor Con trol Board :
G,ants 1" licu о , fc:alty and busintss ta_cs

6.262 5,224 4,728 5,592 4,812

1,786 .479 1,833,386 1,936,710 2.006 ,975 1.930 ,319

FIN ANCI Al
у(., ( nd( d M. rch 31 15000',1

Numb~r о( R~gular

Produ ct5 List~d

Sa l~s and
o th~r i ncom~

Ре г се пт c ha ng~1

pr ~v i ou s y~ar

2,302

19 9 3

-2 .6С!Ь

2.391

1992

- 5. 3С!Ь

2,570

1991

-3.6С!Ь

2,825

1990

4 .0С!Ь

2,974

1989

3 .5С!Ь

Tot al R~v~n u ~ Paym ~nts

2,0 19,194 2,131 .8 64 2.19 5,684 2.195 .21 8 2.154.579

L~v i~5 ОП b~v~rag~ alcohol sold in th~ prov incc dur ing th~ (iscal y~ar ~nd~d

March 31, 1993 contribut~d ап атоип! in ехсевэ о( $1.4 billion to th~

Tr~asur~r о! Ontario, and r~v~nuc paid to th~ Gov~rnm~n t о( Canada wa5

approximatcly $559 mill ion . rhcs~ amo unts do по! i nc l u d ~ ссгрогапоп .

r~alty and busin ~ss tax~s paid Ьу t h ~ dist il krks, win~ri~s , br~w~ri~s and

lic~ n5~~ s . Ontar io r~ta i l 5aks tax сои е сг ео Ьу l ic~ns~~s and a g~ncy s t o r~s

оп sal~s о( b~v~rag ~ alcohol is ~xc l ud~d [ гшп th ~s~ (igur ~s .

Op~rating

Exp~ns~s

323,442 322,814 316.042 299 ,184 263,680

lC BO 5ДН5 - VA lUE
У(., cndcd M. r<h 31 15000',1

19 9 3 199 2 1991 1990 1989

17 .6С!Ь 16.3С!Ь 14.9 С!Ь

649 .408 642 .807 683.439

P~rc~ntag~

о ( sa l ~s

N~t [псопте

P~ rc~ntag~

о( sal~s

1 8 .1С!Ь

614,223

3 4 . 4С!Ь 3 5 . 4С!Ь 33.2 С!Ь 3 4. 1С!Ь

1 3 .6С!Ь

660 .445

34.2 С!Ь

Canad ian Spir its

I m por t~d Spir its

Canadian Win~5

Import~d Win~s

Canadian Bccrs

Import~d B~crs

756,038

286 ,124

151,592

379 ,358

119,991

86,893

793,188

283, 148

144,879

372 .925

119,319

96 ,959

871.565

305,523

143,171

396,053

114,483

90,882

937 ,362

3 12.966

150.080

385,041

102.652

106,145

941 ,012

300 .675

161,712

367.652

108,027

43,443

lC BO R EV EN UE РД У МЕН Т5

у(., (nd (d M. rch 31 15000',1

TREA5URER OF ONTARIO

Tol .1 5.1.. Ьу l CBO ,10 ' ( ' (Inc lu dlng , .1(, 10 Ilc( n, ( d (,I.bIl,hm(nl,)

1,779.996 1,810,418 1,921 ,677 1.994,246 1,922,521

Salts Ьу Onlarlo wlncrltS and wintry Slort s

Salts Ьу brcwrrlt S and Brcwrrs Rtt. il SlortS (r_cluslvr О( containrr valut)
1993 1992 1991 1990 1989

63,107 55,8 14 51,095 49,701 49,1 41

R~mitt~d Ьу th~ Liquor Con trol Board:
Оп '('('ou nl 01 profllS ( lrl"5((" plym~nrsJ

615.000 675 ,000 650 ,000 640 ,000 645 .000

0"1"10 Rcl•• 1511t' Т 'I( ОП salrs 01 liquor

1.779 ,453 1,785,851 1,727 ,065 1,711.028 1,661.419

lC BO 5AlE5 - VOl UME
Ytar cndcd March 3 1 (OOO's о( lilrrsl

178,797 182,298 191,127 197,661 188,774

Rcmitt~d Ьу t h~ Liq uor Псепсе Board :
Оп I((ou nl о ( lictnc C' г ее and ptrm its

511 ,307 483 ,356 447 ,183 427 ,407 399,123

R~mitt~d Ьу oth~rs:

0" 1.110Rrtail Salrs Та. оп я l С' s through Brrw(' Is RC'I Iil Jnd Ontario ,r l.il WI П(' 510f t '

Canadian Spir its

Import~d Spir its

Canadian Win~5

Import ~d Win ~s

Canad ian B~~1 5

Import~d B~~rs

1993

39, 124

11,441

23,652

43.966

41,740

30,224

1992

43.656

11.733

24.7 11

44,017

43.176

38,400

1991

47,333

12,367

24,796

45,814

43.242

33,382

1990

51,039

12,827

26,002

45,476

40,24 2

48,358

1989

54,59 7

12,630

30 ,457

44,922

42.011

18,547

148,742 154,181 157,485 154.852 152,501

1.453 ,846 1,494 .83 5 1.44 5,795 1.4 19,9 20 1.38 5.398

Tol.1 5.1 . , Ьу lC BO , 10' " (Includ lng ,.1(, 10 Ilc(ns(d ( st.bIl,hm(n l,)

190,147 20 5,693 206,934 223.944 203,164

Salcs Ьу Ontaflo WlnCfltSand winrry slorrs

RE CEIVER GENERAL FOR C ANAD A
9,799 9,480 8,556 8,573 9.362

1993 1992 1991 1990 1989 Salrs Ьу brtwrritS and BrrwrrsRrtail Slor(s

R~mitt~d Ьу t h ~ Liquor Cont rol Board :
Customs and E.cisr dullC'S

237,31 6 257,408 258,384 265 .224 306.095

666,938 706,642 736,680 741,224 776,011

Goods and St rvlCt's Та.
61.215 58.538 13,267

F(dcr.15.1(, Т••
91 112.941 146,894 99,715

Rcmitt~d Ьу oth~rs:

МаIC dUtlC'S, GST and OthC'f {а.С', оп domc:stit bCCISI nd winC's

260,55 5 315,768 360,5 69 357 .588 358.559

559 ,086 631.805 745 ,16 1 769 ,706 764 ,369

TKr.NDS IН К(У Or!ItAТlONAL АК[А'

ВII" yttlr: 19В9 SIO,,., : 61З F.mployf'f" : З."'" и",,,,.: 2.12J

LCBO FINANC'AL T.END5 ISOOO-,1
Y'III' rndtJ Mlllrch J1

70 80 90 100 1989-90 1990-91 1991·92 1992-93
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1991 =======F=====-
1989:=::::::::::::
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LC80 PRODUCT LISTI NOS LC80 SALES CHANNEL SUMMARY
Ус., cndcd M.,ch 3 1 1$000',)

Domc:slic 1993 1992 1991 1990 1989 LCBO 1993 1992
......................... .................... ..... ........................................

Whisky 126 136 150 183 161 Rcla il Salcs 1.785,539 1.817,531

Bkndcd Rums 90 92 91 103 119 цсепвее Salcs 271.684 277.981

Gin 30 з4 33 38 53 Ag~ncy Salcs 15,863 15,685

Vodka 57 59 64 75 77 Duly Frcc / Warch ousc 10.409 10.234

Brandy 4 6 6 Duly Frcc / LCBO 9,120 8,536

Blcndcd Brandy 12 12 12 10 17 BRI Saks 851 О

Spiril Coolcrs 21 19 24 28 41 Olhcr Salcs 2,710 2,982

Fruit Spirils 6 6 6 6 6

Misccllancous Liquors 13 15 6 19 11 BRI
......................... ........

Liqucurs 92 В l 92 94 137 Rcla il Salcs 1,499,79 1 1,474,291
Опгапо Wincs 409 478 525 562 632 Liccnscc Salcs 481.215 469,В33

Onlario Winc Coolcrs 15 19 21 21 60 Olhc r Salcs 146 165
Olhcr Canadian Wincs 11 11 10 7 1

Canadian Cidcr 4 6 6 5 11 Wincry Rclail Storc:s

Canad ian Веет 252 215 214 24В 271
....................... ... ... ...................... ....................... ............. .. ................

(incl. bt tr roo! trs) Rctail Salcs 75,097 65.348

Alcohol 6 Liccnscc Salcs 2 ,В57 1.009

Min ialurcs 14 33

Bittcrs 4 2 Othc:r Channcls
.............................

Cross-Bordcr Excmpl ' 235 ,210 250,250
Imporlc:d Cross-Bordcr Dccla 'cd 3,064 6,000

........................
Brcw Pubs 1.951 1.719

Scolch Whisky 66 75 95 96 90

Ir ish Whiskcy 3 3 4 10 5
Winc Pubs 276 128

U.S. Whiskcy 5 6 8 10 7
U-Brcw Bccr ' 137,В59 135.3З4

Gin 12 12 14 14 12
U-Brcw Winc ' 32,762 п/а

Rum 12 13 17 13 13
Homcmad c Winc' 99,7В2 92,250

Vodka 20 20 23 24 23
Homcmadc Bccr ' 13,7В6 14,799

Icquila 7 7 6 7 7
Non -Alcohol Веет 14,216 9,965

Brandy 55 55 В3 91 73
Smuggl ing ' 454 .31 1 450,000

Fruil SpirilS 2 3
IIlegal Wine Manufaclurc ' 299.56В 276,750

Misccllancous Liquors 2 30 36 40 3В LCBO 10lal 2.096. 176 2,132 ,949
Liqu curs 60 49 70 76 6В BRl l ol al 1 . 9 В l .1 5 2 1, 94 4. 2 В9

Win,.co 804 Ю1 В36 922 Q04
Winc'y Rcla il Slorcs Гога! 77 ,95 4 66 ,35 7

Cidc' О О 1 1 1
Ойгег Lcgal Channcls Tolal 538 ,906 510, 445

Веег and Sakc 71 61 72 55 47
Ойгег IIlcgal Channcls 10lal 753 ,879 726,750

Min ial urc s 11 11 17 12 20

Bittcrs 12 10 9 21 lВ Grand Tolal 5.448.067 5.380.790

10lal Rcgular Lisl ings 2.302 2.391 2,570 2,В25 2.9 74 Но": : f igurts m~ r"td wlth а" as lt tis"(") аге baStd оп t stlmalo

М

Ф
Vinlagc:s Lisl ings 1.287 1.506 700 1.152 738

N Duly Frcc Listings 175 154 107 111 92
Ф

Total Product 3.764 4.051 3 .377 4 .088 3.804
Lislings

REV EN U E r AY M EN T S то ТВ! RECEIVEIt GEN[ItA L FOIt CAtf AO A

Vta, ,,,J,d "'d'~" J I

1()()qb

1993 --------- ---------

1992 ------------------

1991 ------------------

1990------------------

1989 ------------------

lCBO - " ., SI • lCBO- ОSl • lCBO- " • • BOIWIO. н WIN(O' CН.OOlS •

R EV[NU [ rAYM[NTS то Т Н Е T k EASU II.Ek or OH TAR I O

у,,,, ,,,J,J М." Ь J I

1()()qb

1993 --------- ---------

1992 --------- ---------

1991 --------- ---------

1990-------- - --------

1989 --------- - --------

lCBO'O.NS/lOS • lCBO- 'S' • llBO 'O.НSHOS • BRI- 'SI •
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LC80 SALES: VOLUME М ДА КЕТ SHARE OF LE AOING
PRODUCT C AТEOO RIES

Sh.,(' C'alculaltd Ьу 101al ItlftS sold

Assc=ts 1993 ($OOO's) 19 9 2 ($OOO's)

гс в о S TAТEME NT OF ' НС ОМЕ Д НО RETAIN ED INCOME
у,., ,nd'd M.rrh 31, 1993

1993 ($OOO's) 1992 ($OOO's)

МДАКЕТ ANNUAt РЕ АСЕНТ ДОЕ

Domc=st ic Spirits SItARE СItД НОЕ

..................... ... ... ......
Whisky 41.2% -8.7%

Rum 17.9% -6.2%

Vodka 14.8% - 7.7%

Spiril Cookrs 13.9% - 21.7%

Gin 3.7% -13.9t1b

Olhrr 8.5%

Importc=d Spirils
............... ......

Scolch 30.3% -3.1%

Liqururs 17.4% -0.2%

Miscr llanrous Liquor 14.3% 0.2%

Vodka 11.0% - 5.4%

Frrnch Brandy 9.7% - 1.2t1b

О г пег 17.3%

Domr st ic Winc=

Whilr ТаЫс= 58.8% -1 .3%

Rrd ТаЫс= 11.4% 14.7%

7% Spar kling 7.3% -8 ,0%

Shrrry 7.2% - 5.5%

Winr Соотегэ 6.9% -30.4%

Olhrr 8.4%

Importc=d Win c=

Whilr Tabk 58.5% - 5.0%

Rr d ъые 29.1% 11.0%

Shrrr y 4.4% 3.4%

Спаптрарпе 4.1% -6 .0%

Olhrr 3.9% 9.5%

Domc= sti c Ве ет

Ontario Вее т 98 .3% -5.6t1b

Olhrr Canadian Веет 1.6% 4,353.8%

Importc=d Веет

............................

U.s. Веет 63.9% -38.2%

Оптег Imporlrd Веег 35.6% 28.4% 0
Sakr 0.5% - 1.7%

г св о SALE S: VALUE М Д А КЕ Т SItARE OF LEAOING
PROOU CT CAТEGORI E S

Sh.rr t " t ul' lt d Ьу 101.1 doll." , old

118,212

88,943

36,218

3,540

165,5 25

1,872

86 1,164

225,5'40

43,928

27,592

25,754

207, 155

207, 155

763,943

1,833,386

1, 183,97 8

649,408

114,535

26,747

4,03 6

160,413

1,759

104,789

88,166

848 ,8 14

229,032

45,11 5

28,2 20

21,075

192.955

703 , 16 6

192.955

1,786,479

1,172,256

614,223

88,9 43

Vicr P,rS1drnl.
Financt and АdmlПlst, аt iоп

з , « . 8ROWNI NG

Cost s and ех ре п в ез

Nrl [псотпе lor Ihr yrar

Rr lainrd [псоше, brg inn ing 01 yrar

S~t ассоmраПУlпg nottS 10 financl, l statrmrnts .

l iabi litic=s and r c= t a inc= d [ псоше

Chai, and
Chlrf E_rcul ivr Offir('

Сшгеп!

Cash and sho rl-Irrm invrslmr nls

Accounls rrcrivablr, иасе and olhrrs

Invrnlor irs, аl сои

Prrpa id ехрепвев

Арргоеео :

Лss с=t s

Сшгеп!

Accounls payablr and accrurd liabililirs

Rrlainrd [ п соше

A.s . 8 АД НО Т

Cosl 01 salrs

Rrlail slorrs and markrl ing

Adminislralion

Warrhousing and dislribu lion

Fixrd assrls

Saks and отье г [ п со тп е

Drducl paymrnls 10 Ihr Ггеавшег 01

Опгапо оп ассошп 01 nrl [псшпе

Rc= lainrd [псоше , rnd 01 yrar

615,000

88,166

675,000

88,943

МААКЕТ ANNU AL РЕ АСЕН ТАОЕ

Domc=stic Spirits SHARE СIIАНОЕ

Srr ассоmрапуiП9 nottS 10 financial stattm rnts .
Whisky

Rum

Vodka

Gin

Spirit Coolrrs

Othc=r

46.9%

20.0%

16.6%

4.0%

3.3%

9.2%

-5 .5%

-3.1%

-5 .2%

- 11.2t1b

- 14.9%

соп l lпuts 11 tap of "t_' Pl9t

LCBO 'АС" - УАсиЕ 1$000,000',1
у,.в , ,."d,.d M. r<b J,

SALF.S - VALU( ВУ L EC AL RETAI L CH ANNEL иосо.еооэ:

у,., , ,,tI, J М"" Ь J I

1993 1992 1991 1990 1989

1,000
1993 ii- _

80D 1992 ii- •

199 1 • _

1990 • _

1989 .- _

CANAOtAN SI1IЩS • (ANADlAN WIN(S • CAHAOIAH '((К$ •

I,,,'ОКПО S~Ш,S • ''''ОКПО WIH(S • 1..."OItI(O1((15 • LC80 ItlAlI. STO_IS • WINII' I,IAJ1. S'OI(S • BI'W'IS I(lAII. S'OI'S •



\ .': \)(' RI:T A I L г в г с к в в в х к о о е-н

SPIRITS
IE••mpl...s. 1Marrh 31. 1993 10' 750 ml boltl. оп C.n. di.n doll.rst

PRICE FACTORS в .з. IMPORTED OT HER IMPORТED DOMESTIC
........................................... ..........................................

Раутеп! to Supplier 3.2300 3.2300 3.2300

Federal Excise Тах 3.3198 3.3198 3.3198
М

Federal Import Duty п/а
Ф

0.0114 0.0230

Freight 0.2775 0.2058 0.0258
N To\al Land ed С05\ 6.83 87 6.7786 6.5756
Ф

LCBO Markup 9.9230 9.8290 9.0743

LCBO веше Levy 0.2175 0.2175 0.2175

LCBO Environmental Levy 0.0893 0.0893 0.0893

LCBO Rounding дтоип! 0.0315 0.0156 0.0033

Ba5ic Price 17.10 16.9 3 15.96

Goods and Services Тах 1.20 1.19 1.12

Provincial Retail SalesТах 2.05 2.03 1.92

COn5umer Pricc 20.35 20.1 5 19.00
.............. ....... .... ..........
Rcvcnue Di5\r ibu\ion

Suppli er (inc l. f reigh t) 3.51 3.44 3.26

Government of Canada 4.53 4.53 4.44

Governm ent о' Ontario 12.3 1 12.18 11.30

MARKE1 SHARE ANNUAl PERCENТAGE

CHANGE

::
с)

Q.

IJ

а::

..
::1
с:

с:

<t

О
а)

U
..J

Imp or\ed Spir i \s

Scotch

Liqueurs

Mi5cellaneou5 Liquor

French Brandy

Vodka

Other

Domes\ic Win e

White ТаЫе

Red ТаЫе

Sherry

7!!Ь Sparkling

Wine Cooler5

Other

Impor\ed Win e

White Та Ые

Red ТаЫе

Champagne

Sherry

Other

Domestic Веег

Ontario Веет

Other Canadian Веет

Impor\ed Веет

U.S. Beer

Other Imported Ве ет

Sake

31.0!!Ь

19 .7!!Ь

12 .7 !!Ь

11.4!!Ь

9 .6!!Ь

15.6!!Ь

5 8 .9!!Ь

11 .7!!Ь

8 .1!!Ь

7 .0!!Ь

4 .0!!Ь

10.3!!Ь

53 .9!!Ь

30.2!!Ь

7 .2 !!Ь

4 .9 !!Ь

3 .8!!Ь

98.1!!Ь

1 .8!!Ь

5 4.7!!Ь

4 4 .0!!Ь

1 . 2 !!Ь

0.2 !!Ь

-0.5 !!Ь

3 .В !!Ь

-0 . 8!!Ь

- 2 . 2!!Ь

6.0!!Ь

22 .2!!Ь

2 . 0!!Ь

-1. 4!!Ь

-26.8 !!Ь

- 4 . 9!!Ь

11 .2 !!Ь

- 6 . 7!!Ь

4.4!!Ь

0.9 !!Ь

-0 . 5!!Ь

4 ,7 5 9 .4 !!Ь

- 2 9 . 7 !!Ь

25 .9!!Ь

-2 .2!!Ь

Rс 1а 11с r w i 1h а ,/; f f е ,. е " " е

WINES
(E..mpl.. . s. 1Marrh 31. 1993 'о , 7S0 ml bOIII. '" C.n.di.n dol,.,s)

PRICE FACTORS U.S. IMPORTED OTHER I M PO RТE D DOMESТlC

............................. . ...................................

Раутеп! 10 Supplier 2.1850 2.18 50 2.1850

Federal Excise Тах 0.3842 0.3842 0.3842

Federal Import Duty 0.0165 0.0330 п/а

Frcight 0.1669 0.2038 п/а

To\al Landed С0 5 \ 2.7526 2.8060 2.569 2

LCBO Markup 1.6323 1.9614 0.883 8

LCBO Winc Lcvy 1.1250 1.1250 1.1250

LCBO Bottlc Lcvy 0.2175 0.2175 0.2175

LCBO Environ mcntal Lcvy 0.0893 0.089 3 0.0893

LCBO Rounding дт ои п ! 0.0233 0.0 108 0.0352

B35ic Price 5.84 6.21 4.92

Goods а nd Scrvices Тах 0.41 0.44 0.34

Provincial Rctail Salcs Тах 0.70 0.75 0.59

COn5umer Price 6.95 7.40 5.8 5
.... . ....... .................... ................ .............

Revcnue Di5\r ibu\ion

Supplier (incl. frc ighl) 2.35 2.39 2.19

Government о' Canada 0.81 0.86 0.72

Government о' Ontario 3.79 4.15 2.94

BEER
(E••mplts.s.1Marrh 3 1.1 993 'о' 24.341 ml (1" ,п C.n.di.n dollarsJ

PR ICE FACTORS ц .в . I MPORТED OT HER IMPO RТED DOMESTIC

Раутеп! to Supplicr 6.9800 6.9800 6.9800

Fcdcral Excisc Тах 2.2903 2.2903 2.2903

Fcdcrallmport Duty п/а 0.2701 п/а

Frcigh t 0.5000 1.2000 0.4000

То\зl Landed С05\ 9.7703 10.7404 9.67 03

LCBO in-storc COS 4.9595 4.9595 4.9595

LCBO ош -ог -иоге COS 2.4306 2.4306 п/а

LCBO Markup 4.0920 4.0920 4.0920

LCBO Воше Levy 1.4404 1.4404 1.4404

LCBO Environmenlal Lcvy 0.0000 0.0000 0.0000

LCBO Rounding дтоип! 0.0372 0.0371 0.0078

B:J5ic Price 22.73 23.70 20 .17

Goods and Scrviccs Тах 1.59 1.66 1.41

Provincial Rctail Salcs Та х 2.73 2.84 2.42

Containcr Dcp05it 2.40 2.40 2.40

Сппзшп е} Price 29.45 30.60 26.40
................................... ............. ........................... ......... ..................

Rcvenu e Di5\r ib u\ ion

Supplier (inc l. f reigh t) 7.48 8.18 7.38

Govcrn ment о' Canada 3.88 4.22 3.70

Government о' Ontario 15.69 15.80 12.92

NO\e5: COS rcfers to the LCBO's cost о' servicc. Thc cont aincr dcposit is

applicd to the product i f i t is sold through Brcwers Rctail. Containcr

dcposit is по! includcd in Rcvcnuc Distr ibution.

LC80 SALES - VOLUM' (ооо.ооо·. Ii!, ..)

у,,,, ," J,J M"rtb J'

SAL[§ - VOLUM E 8 У LECA L RETAI L CtlANNEL IOOO's litrt sl

у,.. , ,,,11,.11 M. r, b JI

1993 1992 1991 1990 1989 200.000 400.000 БОО.ООО воо.ооо

60.000

40.000

30.000 ...--~

20.000

10.000

CANADIAN 5".1'5 • C"'HAOI"N W' IN(S • CAH"OI"'" 1(l1It5 •

IUЮIЩО S"II:.' S • lu 'О,що WIN(S • 1"'011:1(0 I II.S •

1993 8.. _

1992 8.. _

1991 8.. _

1990 ;8 _

1989 ;8 _
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