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LAND
ACKNOWLEDGEMENT

Manitoba Liquor & Lotteries benefits from being on the original
territories of the Anishinaabe, Cree, Oji-Cree, Dakota, Lakota,
and Dene peoples, lands now known as Treaties One through
Five — and the homeland of the Red River Métis.

We commit to respecting the treaties made on these territories while
acknowledging the harms of the past and moving forward in partnership
with Indigenous communities and a spirit of reconciliation.

While we acknowledge that territorial acknowledgements are only
one step in cultivating greater respect for and inclusion of Indigenous
Peoples, these words will accompany actions invested in

building a future and community better for all.

Manitoba Liquor & Lotteries bénéficie de la possibilité d’exercer

ses activités sur les territoires occupés a l'origine par les Anishinaabe,
les Cris, les Qji-Cris, les Dakotas, les Lakotas et les Dénés, terres
maintenant connues comme territoires visés par les Traités nos

1a 5 — et la patrie des Métis de la riviere Rouge.

Nous nous engageons a respecter les traités conclus sur ces territoires,
tout en reconnaissant les préjudices du passé et en progressant en
partenariat avec les communautés autochtones et

dans un esprit de réconciliation.

Bien que la reconnaissance territoriale ne constitue qu’'une étape
dans la promotion d’un plus grand respect et d’une plus grande
inclusion des peuples autochtones, a ces paroles nous joindrons
des actes en vue de construire un avenir et une communauté qui
seront meilleurs pour tous.

@,\ MANITOBA
L/ LIQUOR & LOTTERIES

Photo by Buddy Prince, a member of Brokenhead Ojibway Nation.
Photo prise par Buddy Prince, membre de la Nation ojibway de Brokenhead.
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ENRICHING THE LIVES OF MANITOBANS

Manitoba Liquor & Lotteries (MBLL) is a Crown corporation of the Province of Manitoba. We distribute

and sell liquor, provide gaming and entertainment experiences, and source and distribute non-medical
cannabis to retailers in the province, all in a socially responsible manner.

Our profits go to the Province of Manitoba’s
general revenue and support priority
programming in areas such as health care,
education, social and community services.

Two percent of anticipated annual net income is
committed towards responsible gambling, liquor
and cannabis consumption, and research and
treatment programs.

LIQUOR

One of the largest single buyers of beverage
alcohol in the world, Manitoba Liquor & Lotteries
brings an incredible array of products into our
province from over 50 different countries.

As a retailer, we operate 63 Liquor Mart and
Liquor Mart Express stores throughout the
province. As the wholesaler and distributor
of liquor for the province, the corporation’s
distribution centre serves more than 1,700
commercial customers across Manitoba
including privately-owned liquor vendors,
duty-free stores, and specialty wine stores.

GAMING

We operate Club Regent Casino, McPhillips
Station Casino and PlayNow.com. The province’s
VLT network, managed through our Morris
office, supports the province’s hotel and
restaurant industry. We distribute and sell
Western Canada Lottery Corporation products
through our network of privately-owned lottery
ticket retailers.

CANNABIS

We source and distribute non-medical cannabis
to privately-owned retailers in Manitoba. Our
province uses a direct distribution model that
sees cannabis ship directly from Canadian
producers to retailers.

APRIL 2024 - MARCH 2025
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PURPOSE
Enrich the lives of Manitobans

Manitoba Liquor & Lotteries strives to make the
greatest possible contribution to the economic
and social well-being of our province.

ELEMENTS

* Meeting the needs of the Government by
making the greatest possible contribution to
the economic and social well-being of the
Province of Manitoba

* Anticipating the needs of customers
e Enabling our employees

* Engaging private sector Partners and suppliers
in sound business practices and mutually
beneficial relationships.

* Supporting local communities in a way that
matters to Manitobans

VALUES

We aspire to live these values in all that we do to
enrich the lives of Manitobans.

Caring

Everyone Matters - We care about each other,
our communities and the environment by being
genuine, responsible and considerate.

Collaborative

Better Together - We work together in an
open, respectful way to produce and deliver
outstanding results.

Customer Focused

Great Experiences - We listen to our internal
and external customers so we can anticipate,
understand and respond to their needs.

Creative

Courage to Explore - We foster an environment
of idea sharing, continuous learning and
improvement, and push beyond what we have
today to what is possible tomorrow.

Committed

Keep Promises - We take pride and ownership in
making and meeting our commitments.

APRIL 2024 - MARCH 2025
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ABOUT THE MARKETING PROGRAM GUIDE
MBLL strives to promote products to consumers that encompass innovation, education and value.

We seek opportunities to shine a spotlight on new products, or to reignite an appreciation for an old
favourite. We value relationships with our Industry Partners and believe that working together is the
best way to achieve mutual goals.

Industry Partners are invited to apply for
Liguor Mart Marketing programming. MBLL
has developed the Marketing Program
Guide to provide Industry Partners with the
information required to maximize programming
opportunities available in Liquor Marts.
MBLL has a strong desire to feature bilingual
promotional activity and signage for
in-store programming. Bilingual campaigns
are highly desirable and will become a part
of the selection criteria.

This document will help you understand all the
programming opportunities available for the
2025 fiscal year /F'25 (April 2024-March 2025).
We encourage you to read all program criteria
in full and ensure your applications are timely,
accurate and complete before submission. Late
and/or incomplete applications will factor into
our decision-making processes and are subject
to rejection and/or late fees.

Please refer to Appendix E for applications,
Appendix B for application deadlines and
Appendix C for POP material requirements and
instructions for file upload.

OBJECTIVES

The objectives of this document are:

* To provide Industry Partners with an
understanding of the Liquor Mart brand
and brand goals

* To provide the Liquor Mart Marketing
Program Schedule

* To provide an outline of the criteria that
MBLL applies for promotional activity

» To provide opportunities for
product promotion

* To encourage the responsible use of
beverage alcohol

COMMITMENTS AND
EXPECTATIONS

MBLL is committed to providing the highest
quality service to our Industry Partners and
will achieve this by:

e Providing multiple opportunities
for programming

¢ Generating innovative programming

« Committing to the necessary inventory
to be maintained for the period

* Optimizing merchandising execution

e Updating Liquor Marts to maximize
sales opportunities

* Working together to bring brand
engagement to life

Providing a best in class shopping
experience to our customers

Supporting a sustained value to
our customers

Maximizing our opportunities by ensuring
we are targeting consumer needs and
shopping habits

Capitalizing on the “in-store” and
“online” experience

APRIL 2024 - MARCH 2025
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WE’RE HERE TO HELP

The Liguor Programming and Experience (LPX)
team is available to meet with Partners to assist
in maximizing opportunities for their products.
LPX is happy to recommend programs based on
priorities, or build collaborative bundles to help
execute marketing strategies.

For general inquiries please
contact the following:
programming@mbll.ca

For specific inquiries please contact:

Paul Rogers
Manager, Liquor Programming and Experience

Rachelle Perras
Management Supervisor,
Liquor Programming and Experience

Erin Dale
Liquor Programming Coordinator
Displays and Advertising

Carly McNeill
Liquor Programming Coordinator
Displays and Advertising

Samantha Wagner
Liquor Programming Coordinator
AIR MILES®, Hot Buy, and Limited Time Offer (LTO)

Peter Wilk
Liquor Experience Coordinator
Festivals, Events and Tastings

Gillian Bourroughs
Liquor Experience Coordinator
Festivals, Events and Tastings

paul.rogers@mbll.ca
(204) 223-6020

rachelle.perras@mbll.ca
(204) 612-7039

erin.dale@mbll.ca
(204) 232-0171

carly.mcneill@mbll.ca
(431) 336-4140

samantha.wagner@mbll.ca
(204) 803-3519

peter.wilkambll.ca
(204) 223-1517

gillian.bourroughs@mbll.ca
(204) 791-2621

APRIL 2024
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SALES TRENDS

The Marketing Program Guide details MBLL’s
updated marketing programs, program periods
and application period for the 2025 fiscal year
(April 2024-March 2025).

Marketing program fees are aligned by
monthly sales volumes as detailed below:

PERIOD %

1 April 1.53%
2 May 8.06%
3 June 9.49%
4 July 9.63%
0 August 8.63%
6 September 1.84%
1 October 1.85%
8 November 1.66%
g December 12.93%
10 January 6.14%
11 February 6.37%
12 March 1.87%

* $461,138,383 Net Sales
¢ 29,199,380 Net Units
¢ 9,376,246 Transactions

» $49.18 Average Transaction Value (ATV)

¢ 3.11 Units Per Transaction (UPT)

* 961,023 Average Monthly Pageviews*

* 88,884 Average Monthly Homepage Views

e Facebook: 12K+ Followers

¢ Instagram: 8.8K + Followers

¢ X (Formerly known as Twitter): 9.5K + Followers

NOTE:

*Total number of web pages viewed

APRIL 2024
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BRAND SPOTLIGHT
The Brand Spotlight program provides an opportunity for Partners to showcase their brand during a

two-month period by engaging with Liquor Mart customers through a multi-faceted approach. Program
participants will position their brand at the forefront of the customer’s journey, and includes brand
presence in key display space, along with prominent brand positioning in Liquor Mart advertising.

Why participate in the COST
Brand Spotlight Program?
There are six opportunities per fiscal year

 Drive significant sales volume in available at a rate of:

participating stores

* Trial product to Liquor Mart customers PERIOD S S Rate per
 Drive customer acquisition through multiple two-month period
advertising tactics 9 May Spring/
* Dedicated & seamless brand integration 3 ] Summer §36,270
through display signage une
4 July
Summer $37,000
APPLICATION o Mot
) September
The F'25 Brand Spotlight Application deadline Fall $32,910
was October 10, 2023. This outline can be 1 October
used as a reference for successful F'25 Brand 8 November
Spotlight candidates, or for reference if Holiday $41.240
considering the F'26 Brand Spotlight Program. 9 December '
Program inclusions and fee changes may apply. 10 |
anuar
Bilingual campaigns and promotional signage ! Winter $24,970
are highly encouraged. I February
Late applications will not be accepted. 12 March - 29 540
. pring '
1 April

APRIL 2024 - MARCH 2025
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PARTICIPATION & ELIGIBILITY
All listed products are eligible.

Up to 12 SKUs can be featured during the two-month period

The Brand Spotlight program will include the following:

PROGRAM Component

Display

Support

Advertising

Product Spotlight
Impulse Bin

Nesting Table Display

Flagship Window

Shelf Talkers

Shelf Blades

Vestibule Teaser Decal
Floor Decals

Limited Time Offer (LTO)
Shopping Cart

In Store Audio

Website

Social Media*

Liquor Mart Flyer Cover

Engagement
Tier1-3
Tier1-3
Tier1-3

Grant Park Only

Tier1-4
Tier1-2
Tier1-3
Tier1-3
Tier1-4
Tier1-4

Tier1-4

Liguormarts.ca

Facebook
Instagram

X (Formerly known as Twitter)
*subject to change

Impressions
1each month
1each month

1each month

1 fofal

4 tofal
4 tofal
11otal
2 tofal
6 tofal

1each month

Atotal

1each month

Details
Up to 3 SKUSs per month
Up to 3 SKUS per month

Minimum of 4 SKUs, maximum of 5 SKUS per month

Dedicated brand exposure in the highly visible, high traffic Grant Park
flagship Liquor Mart window for the entire period.

Exclusive fo Brand Spotlight program
Exclusive fo Brand Spotlight program

Exclusive fo Brand Spotlight program

Advertisement in approx. 650 shopping carts

Dedicated brand spot in 63 stores with approx. 720 plays each month -
maximum length: 20 seconds per ad

Dedicated web banner and templated content landing page on Liquormarts.ca

Placement of participating SKUS in up to 4 templated posts per
Manitoba Liquor Mart social media channel

2 consecufive Liquor Mart Flyer cover features

APRIL 2024 - MARCH 2025



MARKETING PROGRAM GUIDE

14

SELEGTION GRITERIA

* Size of the brand and growth trend
* Liquor Mart benefit: Sales, up-sell potential, relevancy

« Alignment with Liquor Mart seasonal themes and key
consumer occasions

+ Consumer benefit: Education, solution,
engagement, value

* Availability of bilingual campaigns and
promotional signage/items

PROGRAM GUIDELINES &
PARTNER REQUIREMENTS

Upon approval, MBLL will share with Partners
a document containing specs for all required
artwork files, and a OneDrive link for upload.

The Marketing team will work with the successful
candidate on the website content to ensure all
supplied assets fit within the templated design
and facilitate optimal customer experience.

The Marketing team will draft all social media
posts, leveraging a templated design which will
feature bottle/product shots of participating
SKUs. Final posts will be shared with the
Partner prior to publishing.

All online assets and/or content must be
vetted and approved by MBLL.

MBLL will print, kit and distribute all Brand
Spotlight marketing materials, except for the
Flagship Window Display. Flagship Window
Display materials must be presented to the Liquor
Programming and Experience (LPX) team and
approved prior to setup. Partners are responsible
for the setup and tear down of the Flagship
Window Display.

LIQUOR MART EXECUTION

Liquor Marts will be required to list and display
all SKUs approved for the Brand Spotlight
program in the respective stores for the duration
of the period.

Inventory levels will be determined by MBLL
and enough inventory will be maintained for
the program period to support a visually
effective display.

Liguor Marts will have displays completed
no later than end of day on the second day
of the period.

APRIL 2024 - MARCH 2025
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MINI BRAND SPOTLIGHT

The Mini Brand Spotlight Program provides an opportunity for Partners to showcase their brand during
a one-month period by engaging with Liquor Mart customers through a multi-faceted approach.

Program participants will position their brand with a strong in-store presence and be a memorable
part of the customer’s journey. This program is a bundle of key display and advertising programs

within the Liquor Mart retail space.

Why participate in the Mini Brand
Spotlight Program?

» Strong impact and drive sales in participating
stores

» Ability to share a cohesive message and
brand vision across multiple advertising
streams

e Cost savings vs purchasing programs
individually

APPLICATION

Initial consideration will be given to
unsuccessful F'25 Brand Spotlight applicants.

Vacant F'25 Mini Brand Spotlight opportunities
will be communicated ahead of the period
application deadline.

COST

There are 12 opportunities per fiscal year
available for a rate of:

PERIOD $ Rate per month

1
2
3
4
0
6
1
8
9

April

May

June

July
August
September
October
November
December
January
February
March

§12,490
$13,450
$15,780
$15,940
$13,870
$12,980
$13,550
$12,670
$20,670
$9,690
$10,440
§11,430

APRIL 2024 - MARCH 2025
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PARTICIPATION & ELIGIBILITY
All listed products are eligible.

Up to 12 SKUs can be featured during the month-long period

The Mini Brand Spotlight Program includes the following:

PROGRAM Component

Display

Support

Advertising

Product Spotlight
Impulse Bin

Shelf Talkers

Limited Time Offer (LTO)

Shopping Cart
In-Store Audio

Website

Social Media*

Liquor Mart Flyer Single Page Spread

Engagement
Tier1-3
Tier1-3
Tier1-4
Tier1-4
Tier1-4
Tier1-4

Liguormarts.ca

Facebook
Instagram

X (Formerly Known as Twitter)
*subject fo change

1page

Impressions
1total
1total
4 toral
4 toral

1 fotal
1 fofal

65,000 homes the 1st Wednesday of the month

Details
Up to 3 SKUs
Up to 3 SKUs

Advertisement in approx. 650 shopping carfs.

Dedicated brand spot in 63 stores with approx. 720 plays
gach month. Maximum length: 20 seconds per ad.

Dedicated web banner and templated content
landing page on Liquormarts.ca

Placement of participating SKUs inup fo
2 templated posts per Manitoba Liquor Mart social
media channel

Up o9 SKUS

APRIL 2024 - MARCH 2025
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SELEGTION GRITERIA

* Size of the brand and growth trend
* Liquor Mart benefit: Sales, up-sell potential, relevancy

* Alignment with Liquor Mart seasonal themes and
key consumer occasions

+ Consumer benefit: Education, solution,
engagement, value

PROGRAM GUIDELINES &
PARTNER REQUIREMENTS

Upon approval, MBLL will share with Partners
a document containing specs for all required
artwork files, and a OneDrive link for upload.

The Marketing team will work with the successful
candidate on the website content to ensure all
supplied assets fit within the templated design
and facilitate optimal customer experience.

The Marketing team will draft all social media
posts, leveraging a templated design which will
feature bottle/product shots of participating
SKUs. Final posts will be shared with the Partner
prior to publishing.

All online assets and/or content must be vetted
and approved by MBLL.

MBLL will print, kit, and distribute all Mini Brand
Spotlight marketing materials.

LIQUOR MART EXECUTION

Liquor Marts will be required to list and display
all SKUs approved for the Mini Brand Spotlight
Program in the required stores for the duration
of the period.

Inventory levels will be determined by MBLL,
and enough inventory will be maintained for
the program period to support a visually
effective display.

Liguor Marts will have displays completed
no later than end of day on the second day
of the period.

APRIL 2024 - MARCH 2025
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IN THE MOMENT

This program provides the opportunity for Partners to showcase products on an end cap display that
fits within a season or occasion-based theme, rotating on a monthly basis.

APPLICATION

Partners may apply by completing the
Marketing Program Guide Application Form.

All applications must be submitted by the
deadline date. (Please refer to Appendix B).

Late applications will not be accepted.

COST

PARTICIPATION & ELIGIBILITY

There are 9 opportunities per period, charged
on a per SKU basis in this Tier 1-2 display.
(excluding #14)

All listed products are eligible. New or seasonal
listings are eligible, following listing approval
by Category Management.

Additional programming (LTO, month-long
Bonus AIR MILES®, Value Add, etc.) is required
for program consideration.

Tier 1-2 (excluding #14)
25 Stores

1%

PERIOD $RateperSKU  Theme Looking For..

1 April $380 Earth Day Fair Trade, Sustainable Practices, Organic
2 May $400 Mother's Day Rosé Wines, Sparkling Wines

3 June $460 Father's Day Brown Spirits, Beer, Red Wine

4 July $470 Patio Pleasers Tequila, Gin, Vodka, White Wines

) August $410 Backyard BBOQ Red Wines, Rosé Wines, Beer, Bourbon

6 September $390 Fall/Harvest Fall Beers, Ciders, Flavoured Spirits

1 October $400 Halloween Spooky Labels

8 November $380 Grey Cup (Game Day)  Spirits, Beer, Ready-fo-Drink (RTD)

9 December 0

10 January $300 New Year's Resolutions Low Alcohol, Low Calorie, Low Sugar

1 February $320 Valentine's Day Rosé Wines, Sparkling Wines, Liqueurs, Themed Labels
12 March $350 St. Patrick's Day Irish Whiskies & Beers

APRIL 2024 -
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SELEGTION GRITERIA

+ Seasonal/Occasion-based focus
* Good distribution in Liquor Marts
* Provide overall balance to the display assortment

« Additional program participation (month-long Bonus
AIR MILES?, LTO, Value Add)

* Projected sales volume

« Approved listing (approval of listing must be confirmed
prior to applying for In the Moment program)

« Inventory availability/replenishment schedule

LIQUOR MART EXECUTION

Tier 1-2 Liquor Marts (excluding #14) are required
to list and display all approved SKUs on the

In the Moment display for the duration of the
period.

The display will be featured at an end cap
location in a high traffic, high visibility section of
the store.

Inventory levels will be determined by MBLL
and enough inventory will be maintained for the
program period to support a visually effective
display.

Liquor Marts will have displays completed
no later than end of day on the second day of
the period.

PROGRAM GUIDELINES AND
PARTNER REQUIREMENTS

Upon approval, Partners are responsible

for providing a high resolution, print ready
bottle image (minimum 300 dpi) for each
approved SKU. The file must be uploaded to the
OneDrive folder according to the deadlines and
specifications outlined in Appendix C.

MARKETING SUPPORT

MBLL will be responsible for the creation of all
creative materials associated with this display.

MBLL will provide stores with In the Moment
display signage and shelf talkers.

Liquor Mart Flyer

* Dedicated In the Moment page
* Flyer is sent to approximately 65,000 homes
the first Wednesday of each month

LiquorMarts.ca

* In the Moment web banner on home page
* Dedicated In the Moment web page

Liquor Mart Social Media

* Instagram story featuring all
participating products

Sip N’ Savour E-newsletter

* Direct e-newsletter to all subscribers

¥ MY FAVOURITES | E-NEWSLETTER SIGN-UP | MY ACCOUNT DrinkSense

%/ LIQUOR .
QUSE FIND A T
4 MART LOCATION  LIQUOR MART I FIND A PROPDCT { AY ‘

SHOP ONLINE

PRODUCTS

IN THE MOMENT - HALLOWEEN

PROMOTIONS

LEARNING

ABOUT

hauntingly
delicious

See all Wine
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OUR FAVOURITES
This program provides the opportunity for Partners to showcase individual products on a

category-driven end cap display for a one-month period. This is a great avenue to promote
new innovation, trial, or bring focus back to an established brand at a more economical rate.

APPLICATION COST

Partners may apply by completing the Marketing
Program Guide Application Form.

All applications must be submitted by the

deadline date. (Please refer to Appendix B).
Late applications will not be accepted. PERIOD S Rate Per SKU Theme

PARTICIPATION & ELIGIBILITY b o 3380 New Ready-to-Drink
There are 9 opportunities per period, charged on - May 5400 Vodka
a per SKU basis in this Tier 1-2 display (excluding 3 June $460 Sparkling
#14).
o o _ 4 July $470 Tequila
New or seasonal listings are eligible, following _
listing approval by Category Management. 5 August $410 One-Pour Cocktails
All regularly listed products are eligible. b September $390 Winnipeg Wine Festival
Additional programming (LTO, month-long Bonus 1 October §400  American Whiskey
AIR MILES®, Value Add, etc.) is required for .
program consideration. 8 November $380  Ligueurs
9 December 0
10 January $300 Canadian Whisky
1l February $320 Winnipeg Whisky Festival
12 March $350  Rum

APRIL 2024 - MARCH 2025
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SELEGTION GRITERIA

« (ategory-hased focus
* Good distribution in Liquor Marts
* Provide overall balance to the display assortment

« Additional program participation (month-long Bonus
AIR MILES®, LTO, Value Add)

* Projected sales volume
« Inventory availability/replenishment schedule

« Approved listing (approval of listing must be confirmed
prior to applying for the Our Favourites program)

LIQUOR MART EXECUTION

Tier 1-2 (excluding #14) are required to list and
display all approved SKUs on the Our Favourites
display for the duration of the period.

To ensure visual consistency, the display will be
merchandised on end cap shelving, except for
select boxed wine, beer and RTD, as determined
by MBLL. Other exceptions may apply, should
racking impede program execution.

Inventory levels will be determined by MBLL
and enough inventory will be maintained
for the program period to support a visually
effective display.

Liquor Marts will have displays completed
no later than end of day on the second day
of the period.

PROGRAM GUIDELINES AND
PARTNER REQUIREMENTS

Upon approval, Partners are responsible

for providing a high resolution, print ready
bottle image (minimum 300 dpi) for each
approved SKU. The file must be uploaded to the
OneDrive folder according to the deadlines and
specifications outlined in Appendix C.

MARKETING SUPPORT

MBLL will be responsible for the creation of all
creative materials associated with this display.

MBLL will provide stores with Our Favourites
display signage and shelf talkers.

Liquor Mart Flyer

* Dedicated Our Favourites page
* Flyer is sent to approximately 65,000 homes
the first Wednesday of each month

LiquorMarts.ca

e Our Favourites web banner on home page
» Dedicated Our Favourites web page

Liquor Mart Social Media

* Instagram story featuring all
participating products

Sip N’ Savour E-newsletter

» Direct e-newsletter to all subscribers

¥ MY FAVOURITES | E-NEWSLETTER SIGN-UP | MY ACCOUNT DrinkSense

</ LIQUOR QUSE
— MART LOCATION

PRODUCTS PROMOTIONS

LIQUOR MART

LEARNING

I FIND A PRODUCT ( - ‘

SHOP ONLINE ABOUT

OUR FAVOURITES - FLAVOURED BROWN SPIRITS

spice &

everything nice 3

<

) . l
;/@-ﬁ—?\\ b

|

Spi I’its See all Spirits
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PRODUCT SPOTLIGHT

The Product Spotlight program allows Partners to create an impactful display featuring up to
3 related SKUs. This program is a great opportunity to promote your brand, educate the consumer,

highlight new and seasonal products or the perfect product for that special occasion. Product
Spotlight displays are located at end caps and other prime locations for a period of one month.

APPLICATION PARTICIPATION & ELIGIBILITY
Partners may apply for inclusion in the program There are up to 14 opportunities per period,

by completing the Marketing Program Guide with the exception of December, where there are
Application Form. up to 18 opportunities.

All applications must be submitted by the Displays will consist of no more than 3 related
deadline date. (Please refer to Appendix B). SKUs.

Late applications will not be accepted. All regular listed products are eligible.

Liguor Marts are classified as Tiers 1 through 4 New or seasonal listings are eligible, following
(refer to Appendix A). Liquor Marts have been listing approval by Category Management.

classified based on a combination of sales volume
and availability of display space. Partners must
select the Tier(s) they wish to be featured in.

Additional programming (LTO, month-long Bonus
AIR MILES®, Value Add, etc.) is required for
program consideration. Additional offers should
MBLL reserves the right to move and approve be across all participating products.

Product Spotlights at a level below what was

applied for to balance display assortment for

customers.
COST
Tier1-4 Tier1-3 Tier1-2 Tier1
PERIOD b6 Stores 41Stores 26 Stores 12 Stores
89% 65% 41% 19%

1 April $5,870 $5,610 $4,250 $1,910
2 May $6,320 $6,040 $4,580 $2,170
3 June $7,420 $7,090 $5,370 $2,110
4 July $7,490 $7160 $5,430 $2,440
5 August $6,520 $6,230 §4,730 $2,110
6 September $6,100 $5,830 $4,420 $2,170
1 October $6,370 $6,090 $4,610 $2,170
8 November $5,960 $5,690 $4,320 $2,170
9 December $9,670 $9,240 $7,000 $3,530
10 January $4,560 $4,350 $3,300 $1,620
1 February $4,910 $4,690 $3,550 $1,620
12 March $5,380 $5,140 $3,890 $1,910
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e PROGRAM GUIDELINES &
PARTNER REQUIREMENTS

S E I_E BTI [] N G R |TE R |A The Partner must submit POP signage to the

Liguor Programming and Experience department
for approval. The file must be uploaded to the

) Seasonal/category focus OneDrive folder according to the deadlines and

* Good distribution in Liquor Marts specifications outlined in Appendix C.
* Overall balance of displays MBLL will provide stores with shelf talkers.
+ Additional program participation (month-long Bonus The Partner is responsible for ensuring adequate
AIR MILES®, LTO, Value Add) inventory of privately distributed products are
. T on hand at the distribution point to support the
* Projected sales volume program.
« Approved listing (approval of listing must be confirmed It is the Partner’s responsibility to ensure that all
prior to applying for the Product Spotlight program). promotional activities and creative elements are
I . . . compliant with regulations.
* Availability of bilingual campaigns and promotional
signage/items Contests

Partners may use contests to enhance their
Product Spotlight displays. Please see Appendix
G for further details.

Value Adds & Near Packs

Partners may use value adds and near pack
merchandisers to enhance their Product Spotlight
displays. Please see page 51 for full details.

LIQUOR MART EXECUTION

Liquor Marts will be required to list and display
all SKUs approved for the Product Spotlight
program for the duration of the period.

Inventory levels will be determined by MBLL
and enough inventory will be maintained
for the program period to support a visually
effective display.

To ensure visual consistency, all Product Spotlight
displays will be merchandised on end cap
shelving, except for select boxed wine, beer and
ready-to-drink (RTD), as determined by MBLL.
Other exceptions may apply, should racking
impede program execution.

MBLL will have the signage printed, kitted and
shipped to Liquor Marts for placement in our POP
signage frames.

Liquor Marts will have displays completed no later
than end of day on the second day the period.
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FOOTPRINT THEATRE

The Footprint Theatre program allows Partners to create in-store excitement with a unique display unit
that offers a small footprint with big impact. This program is a great opportunity to elevate your brand,

showcase a new brand extension and encourage purchases with occasion-based products. Footprint
Theatres are located in high-traffic areas for a period of one month.

APPLICATION

Partners may apply for inclusion in the program
by completing the Marketing Program Guide
Program Application Form.

All applications must be submitted by the
deadline date. (Please refer to Appendix B).

Late applications will not be accepted.

Partners must select the Tier(s) they wish to be
featured in.

MBLL reserves the right to move and approve
Footprint applications at a level below what was
applied for to balance display assortment

for customers.

Applications MUST include an image of the actual
display, construction material details, dimensions
(height, width and depth), and holding power.

PARTICIPATION & ELIGIBILITY

There is up to 1 opportunity per period for a
Tier 1 display.

There is up to 1 opportunity per period for a
Tier 1-2 display.

There is up to 1 opportunity per period for a
Tier 1-3 display.

Displays will consist of a maximum of 3 SKUs.

All listed products are eligible. New or seasonal
listings are eligible, following listing approval by
Category Management.

Additional programming (LTO, month-long
Bonus AIR MILES®, Value Add, etc.) is required
for program consideration

COST

Tier1-3

PERIOD 41 Stores
65%

1 April $3,470
2 May $3,730
3 June $4,380
4 July $4,430
5 August $3,850
B September $3,610
1 October $3,760
8 November $3,500
9 December 85,710
10 January $2,700
1 February $2,890
12 March $3,170

Tier1-2 Tier1
26 Stores 12 Stores
41% 19%
$2,200 $1,010
$2,310 $1,090
$2,180 $1,280
$2,810 $1,300
$2,440 $1,130
$2,290 $1,060
$2,390 $1,100
$2,220 $1,030
$3,620 $1,670
$1,710 $790
$1,830 $850
$2,010 $930
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e PROGRAM GUIDELINES &
PARTNER REQUIREMENTS

S E |_E [}Tl [] N B R |TE R |A Partners will be required to produce

POP displays no larger than 36" W x 24" D x 72" H
. (or otherwise approved by the Liquor
Seasonal/(ategory focus Programming and Experience department).

« Additional program participation (month-long Bonus Partners must provide images and dimensions

®
AIR MILES, LTO, Value Add) (height, width and depth) for the merchandiser
* Projected sales volumes for approval. Images must be uploaded to the
S OneDrive folder according to the deadlines and
* Good distribution in Liquor Marts instructions outlined in Appendix C.
* Overall balance of displays POP displays should be shoppable from

360 degrees or at a minimum have creative

* Availability of bilingual campaigns and on all sides (no white space on the back).

promotional signage/items
Partners will deliver POP displays to participating
stores during the week preceding the start date.
If significant building is required, the Partner is
responsible to ensure the unit is constructed in
advance of the period start date.

Partners may choose to add a Near Pack

value add to their Foorprint display. While it is
preferential that the near pack be merchandised
as part of the Footprint display, a secondary near
pack display unit may be approved subject to
display dimensions and available floor space.

Partners may use contests to enhance their
Footprint Theatre display. See the Appendix G
for more details.

All displays must be removed by the
Partner from stores at the end of the period.
Display units should be disposed of in an
environmentally-friendly manner.

MBLL will provide stores with shelf talkers.

LIQUOR MART EXECUTION

Liquor Marts are required to list and display
all approved SKUs on the Footprint Theatre
display for the duration of the period.

Footprint Theatre displays will be placed in a
high traffic, high visibility section of the store.

Inventory levels will be determined by MBLL
and enough inventory will be maintained
for the program period to support a visually
effective display.

Liquor Marts will have displays completed
no later than end of day on the second day
of the period.
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IMPULSE BIN

The Impulse Bin program allows Partners to promote basket-building. This program is a great

opportunity to promote exciting new products or offer the season’s latest trends at an attractive price
point. The Impulse Bin is located in high traffic areas for a period of one month.

APPLICATION

Partners may apply for inclusion in the program
by completing a Marketing Program Guide
Application Form.

All applications must be submitted by the
deadline date. (Please refer to Appendix B).

Late applications will not be accepted.

Partners must select the Tier(s) they wish to be
featured in.

MBLL reserves the right to move and approve
Impulse Bins at a level below what was applied
for to balance display assortment

for customers.

COST

PERIOD $ Rate per period

1 April $1120
2 May $1,200
3 June $1410
4 July $1420
5 August $1,240
B September $1,160
1 October $1.210
8 November $1.130
9 December $1,840
10 January $810
1l February $930
12 March $1,030

PARTICIPATION & ELIGIBILITY

There are up to 3 opportunities per
period - 2 in Tier 1-4 and 1in Tier 1-3.

All listed products 750 ml or less are eligible.

Displays will consist of a maximum of 3 SKUs
per Impulse Bin.

Product price points are ideally under $20 to
encourage impulse/basket-building purchases.

SKUs cannot participate in back-to-back
periods.

Additional programming (LTO, month-long
Bonus AIR MILES®, Value Add, etc.) is required
for program consideration.

PERIOD $ Rate per period

1 April $850
2 May $910
3 June $1,070
4 July $1,080
5 August $940
B September $880
1 October $920
8 November $860
9 Decemher $1,390
10 January $660
1l February $no
12 March $780
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| PROGRAM GUIDELINES &
PARTNER REQUIREMENTS

8 E I. E BTI [] N G R ITE R I A Upon approval, Partners are responsible for

providing a high resolution, print ready bottle
image (minimum 300 dpi) for each SKU. The

+ Attractive price point and size format to entice the file must be uploaded to the OneDrive folder

impulse purchase according to the deadlines and specifications
» Seasonal/Category focus outlined in Appendix C.
» Additional program participation (month-long Bonus MBLL will be responsible for the creation &
AR MILES® 170, Value Add) distribution of all creative materials associated
) with this display.
* Projected sales volumes
* Good distribution in Liquor Marts LIQUOR MART EXECUTION
* Overall balance of displays Liguor Marts are required to list and display all

approved SKUs on the Impulse Bin display for the
duration of the period.

Inventory levels will be determined by

MBLL and enough inventory will be maintained
for the program period to support a visually
effective display.

Impulse Bin displays will be placed in a
high traffic, high visibility section of the store.

MBLL will design, print and distribute the
POP signage.

Liquor Mart staff will place the POP signage
with the Impulse Bin display for the period.

Liquor Marts will have displays completed
no later than end of day on the second day
of the period.
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IMPULSE @ CASH

The Impulse @ Cash program allows Partners to encourage basket building directly at checkout by
featuring small format products (500 ml or less). This program is a great opportunity to promote

new or seasonal products, small gift ideas and single-serve beverages. The Impulse @ Cash bins
are located at each register for a period of one month.

APPLICATION COST

Partners may apply for inclusion in the program
by completing the Marketing Program Guide
Application Form.

All applications must be submitted by the

deadline date. (Please refer to Appendix B). :
PERIOD $ Rate per period

PARTICIPATION & ELIGIBILITY 1 April $1.150
There is T opportunity per period. 9 May 81,250
anchwillbe exeuted I Tier -4 Liquor Marts. . June S1460
All listed single-serve products, 500 ml or 4 July 51480
less are eligible. 5 August $1,290
SKUs cannot participate in back-to-back periods. 6 September $1,200
] October §1,250
8 November $1,180
9 December $1,900
10 January $900
1l February $970
12 March §1,060
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30

SELEGTION GRITERIA

» Seasonal/Category focus

+ Additional program participation (month-long Bonus
AIR MILES?, LTO, Value Add)

* Projected sales volumes
* Good distribution in Liquor Marts

PROGRAM GUIDELINES &
PARTNER REQUIREMENTS

Upon approval, Partners are responsible for
providing a high resolution, print ready bottle
image (minimum 300 dpi) for the SKU. The
file must be uploaded to the OneDrive folder
according to the deadlines and specifications
outlined in Appendix C.

MBLL will be responsible for the creation &
distribution of all creative materials associated
with this display.

LIQUOR MART EXECUTION

Liquor Marts are required to list and display the
approved SKU on the Impulse @ Cash display
for the duration of the period.

Impulse @ Cash displays will be placed at each
cash register of the respective store.

Inventory levels will be determined by MBLL
and enough inventory will be maintained for
the program period to support a visually
effective display.

MBLL will design, print and distribute the
POP signage.

Liquor Mart staff will place the POP signage
with the Impulse @ Cash display for the period.

Liquor Marts will have displays completed
no later than end of day on the second day
of the period.
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BUILD-YOUR-OWN AD-HOC

MBLL encourages proposals for innovative and engaging programming. Some Liquor Marts may have
extra display space that can be sold as an “Ad-Hoc” opportunity.

APPLICATION

Partners may apply for inclusion in the program
by completing the Marketing Program Guide
Application Form.

All applications must be submitted by the
deadline date. (Please refer to Appendix B).

Partners must provide images, mock-ups
and other materials with their application to
demonstrate their overall 'vision' for the display.

PARTICIPATION & ELIGIBILITY

The number of opportunities per period will be
determined by MBLL.

There are no opportunities in P8 or P9 due to
limited store space.

All listed products are eligible.

BYOAH program is an elevated opportunity
to support:

* Unique eye-catching displays

* Target specific store/customer demographics
that cannot be achieved with a
Footprint display

* Volume requirements to promote a strong
customer offer, such as a deep LTO, enhanced
month-long AIR MILES® offer or contest.

Participating stores and display quantities
will be determined by MBLL in collaboration
with the Partner.

COST

Cost will be determined on a case by
case basis based on the number of stores,
display size and seasonality.

SELECTION CRITERIA

« Seasonal/Category focus

« Additional program participation (month-long
Bonus AIR MILES®, LTO, Value Add)

* Good distribution in Liquor Marts
* Projected sales volumes

* Availability of bilingual campaigns and promotional
signage/items.

PROGRAM GUIDELINES &
PARTNER REQUIREMENTS

Partners are responsible for providing all POP
artwork for approval.

Partners are responsible for printing and
delivering all POP components to
participating stores. MBLL will provide stores
with shelf talkers.

LIQUOR MART EXECUTION

Participating Liguor Marts are required to list
and display all approved SKUs on the
BYOAH display for the duration of the period.

Inventory levels will be determined by MBLL
and enough inventory will be maintained
for the program period to support a visually
effective display.

Liquor Marts will have displays completed
no later than the end of the day on the
second day of the period.
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LIQUOR MART AD-HOC
The Ad-Hoc program provides the opportunity for Partners to display spirits and wines in the

Fine Wines section of a Liquor Mart for a month-long period, at no charge.

APPLICATION

Partners may apply for inclusion in the
program by completing an Ad-Hoc Display
application form.

Application forms should be submitted to the
Liguor Mart Manager.

Liquor Mart Managers/Assistant Managers/
Product Consultants will receive and approve
Ad-Hoc applications approximately 5 weeks
prior to the next period start date.

Partners must select the stores they wish to be
featured in. It is the responsibility of the Partner
to ensure the product is listed at the requested
stores.

PARTICIPATION & ELIGIBILITY
Eligible products for display:

» Ultra Premium or better wines

* Deluxe or better spirits
No more than 3 SKUs are permitted per display.

The method of display and inventory levels will
be determined by the store management team.

Price minimum is based off regular shelf price,
not LTO/Hot Buy pricing.

Canada VQA price point exceptions
no longer apply.

COST

There is no participation fee for the
Ad-Hoc Program.

SELECTION CRITERIA

» Seasonal/Category focus
« Overall balance of displays

« Additional program participation (month-long Bonus
AIR MILES?, LTO, Value Add)

* Projected sales volumes

* Availability of bilingual campaigns and
promotional signage/items

PROGRAM GUIDELINES &
PARTNER REQUIREMENTS

Sighage is not required, however it does
enhance the display and increase the likelihood
of being selected. Signage cannot exceed

25" W x 20" H, must be seasonally appropriate,
and where possible, be relevant to all products
on display. Pricing information is not required
to appear on the sign. All signage must include
a social responsibility message and be pre-
approved by the Liguor Programming and
Experience department 30 days in advance
(submit to programming@mbll.ca). The
Partner is responsible for the production and
distribution of signage.

It is the Partner’s responsibility to ensure that
all promotional activities and creative elements
are compliant with regulations.
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COLD ZONE BILLBOARD

The Cold Zone Billboard program is an ideal medium to optimize visibility on a new product launch,
enhance brand awareness, and/or promote additional support programming with shoppers in all

stores equipped with rear feeding cold boxes. The program also offers priority refrigerated shelf
placement for a month-long period.

APPLICATION COST

Partners may apply for inclusion in the program
by completing the Marketing Program Guide
Application form.

All applications must be submitted by the
deadline date. (Please refer to Appendix B).

Late applications will not be accepted.
PERIOD $ Rate per period

PARTICIPATION & ELIGIBILITY 1 April 52,010
There is one opportunity per period. 2 May 52,170
Participation is limited to a maximum 3 June §2,950
of 2 SKUs. 4 July $2,570
All listed beer and ready-to-drink (RTD) 5 August $2,240
are eligible for participation in this program. : September 82100
New or seasonal listings are eligible,

following listing approval by Category I October 52,180
Management. 8 November $2,040
Privately Distributed products must be g December $3,320
approved for Pick List prior to application

for the Cold Zone Billboard program. 10 January §1,560
Beer and RTD are limited to 2130 ml L February 81'690
or less in size. 12 March $1,850

Additional programming (LTO, Bonus
AIR MILES®) is required for program
consideration.
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| PROGRAM GUIDELINES &
PARTNER REQUIREMENTS

S E I_ E UTI ﬂ N [} R |TE H | A Upon approval, Partners are responsible for

providing a high resolution, print ready bottle
image (minimum 300 dpi) for each SKU. The

» Seasonal/Category focus file must be uploaded to the OneDrive folder

* Additional program participation (month-long Bonus according to the deadlines and specifications
AIR MILES®, LT0, Value Add) outlined in Appendix C.
_ distribution of all creative materials associated
* Projected sales volumes with this display.
* Product is approved on Pick List (if applicable) Partners are is responsible for ensuring

adequate inventory of Privately Distributed
product is on hand at the distribution point to
support this program.

LIQUOR MART EXECUTION

All Liquor Marts equipped with rear feeding cold
boxes are required to list and display the featured
SKUs on a priority shelf in the 1st door of the RTD
Cold Zone for the duration of the period.

Two horizontal white decal strips are used to
highlight and further enhance visibility of the
priority shelf, drawing the customer's attention
to the feature product.

Cold Zone Billboard Advertising frames will
be placed on each swinging Cold Zone door
(Approx. 249 points of contact).

If a selected product is already available in

the cold box it shall maintain its primary co