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Merchandising Statement 

All non-promotional display of beer product and related information will be made available to the 

public according to a disciplined set of rules and procedures.  TBS is Brewer/Brand neutral so the 

methodology and practices followed to merchandise beer are meant to be objective and in 

accordance with the Master Framework Agreement between TBS and the Province of Ontario 

dated September 22, 2015.  

Background 

Prior to May 1, 2019, TBS had 108 fixtures in store lobbies that were used to display non-alcoholic 

products that were first introduced in 2017-18.  As of May 1, 2019, such fixtures will showcase 

the variety of product assortment TBS carries in its stores highlighting specific themes or styles of 

beer matching up with the seasons of the year.  This will provide customers with high visibility to 

a merchandising program as they enter the lobby of TBS stores and while they are at the point of 

sale. 

Merchandising Fixture 

The product is displayed in the lobby area on a dedicated fixture with a base plus 3 shelves. 

Placement of product is pre-planned and merchandised utilizing a planogram process to 

standardize the manner in which the product is presented to customers.  There is a sign at the top 

of the stand that will be used to provide beer theme/style information and inform the customer 

about the products on display.  Below is an example of a typical fixture along with what size of 

containers will be merchandised on each shelf. 

<= 6 packs 

<= 15 packs 

<= 15 packs 

<= 24 packs 
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Merchandising Rules 

To be eligible for this program a Brewer must have an applicable brand and sku that meets the 

theme or style.  Any questions related to eligible skus can be addressed to the Space Planning 

department.  Space Planning will support Brewers on brand and sku selection when a Brewer has 

been allocated merchandising space on the fixture(s).  See below for space allocation details. 

Pack sizes will be restricted to <= 24 packs and <= 7.1% alcohol beverage volume.  One of the 

goals of this merchandising program is to showcase assortment diversity therefore a brand may be 

restricted from participating in multiple windows in the same store, in the same calendar year.  For 

example, if Brewer X IPA is on display at store 123 in January-February, then it may be restricted 

from participating in another window within store 123 later in the same calendar year, even if the 

characteristics of Brewer X IPA are consistent with the theme of that other window later in the 

same calendar year.   

There will be 6 windows throughout the year with products remaining on display for 2 month 

intervals.  Resets will occur on the first day of the first month for each new window. 

The windows will be the following: 
January-February 

March-April 

May-June 

July-August 

September-October 

November-December 

Each window will have a different beer flavour or theme.  The themes will be at the discretion of 

TBS and may change from year to year.   

For example, the July-August window could have a theme of flavoured beers.  For a Brewer to 

have a product that is eligible, the product must be listed in the applicable store and have a featured 

non-beer flavour component.  Flavours could be Radler, Lemon, Orange, Apple, Lime, etc. 

Small Brewers are allocated 20% of available merchandising space on this fixture, where 

practicable. 

Each fixture will be merchandised by allocating a minimum of 20% of the fixture’s cubic (height 

x width x depth) space to Small Brewers, where practicable.  Each Brewer’s allocation of space 

will be based upon Brewer’s proportionate volume sales measured in hectolitres at that specific 

store and then applying the Large Brewer Index (LBI) or Small Brewer Index (SBI) to their 

proportionate share to determine total % of space that will be allocated to the Brewer. 

Brewer’s proportion of sales in a store is calculated by taking the accumulated sales for the Brewer 

in the store measured in hectolitres and dividing it by the total aggregate sales in that specific store 

measured in hectolitres.  Total store sales over the latest rolling 12 months recorded in data issued 

just prior to a reset period are used to calculate Brewer share for the store.  Total sales include all 

beer sales registered for a store, including sales to retail customers and licensees.     
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Small Brewers have an SBI applied to their allocations so that they are allocated 20% of the 

available merchandising space 

A Small Brewer Index (SBI) for the Store is calculated using their aggregate sales to allocate 20% 

of the fixtures.  Example:  If aggregate sales for Small Brewers in the store is 6% then the SBI is 

3.3 (20%/6%). Each individual Small Brewer’s share is then multiplied by this factor to arrive at 

an adjusted allocation adding up to 20% for the group. 

A Large Brewer Index (LBI) is similarly applied to each Large Brewer’s in store sales (after the 

SBI has been calculated) so the merchandising space allocated to them in aggregate is 80%. 

Example: Large Brewers collectively represent 94% of store sales, the LBI is 0.85 (80%/94%).   

No one Small Brewer can occupy more than 5% share of shelf space 

Restrictions: Where practicable, no one Small Brewer should occupy more than 5% of the 

merchandising space as a result of applying the SBI.   If however, the Small Brewer’s products 

make up more than 5% of a specified store sales, it may be allocated shelf space equal to its share 

of store sales without the benefit of the SBI.  

If, only after applying the SBI, the allocated space for an individual Small Brewer exceeds 5%, 

such Brewer may be allocated 5% of the shelf space and any space in excess of 5% may be 

redistributed to the other Small Brewers listed in the store.  Redistribution of the excess shelf space 

is based upon each of the remaining non-capped Small Brewer’s indexed store share. Where there 

are insufficient Small Brewer products to allocate to 20% of the fixture shelf space, such excess 

space may be allocated to Large Brewer products. 

Lottery System 

For any Brewer that is allocated, after SBI or LBI has been applied, shelf space that is insufficient 

to display their product due to the physical size of their product, they will be part of a pool of 

products that will enter a lottery.  The lottery tool will be store specific, as some brands may not 

be listed in all 108 stores with the Beer Discovery Centre fixture. Example: Brewer X product in 

single cans is listed in select stores, it’s eligible for the Flavoured Beer Window and is allocated 

0.4 facings in a particular store, which is insufficient space for a single can that requires one facing. 

Such product will be part of the lottery pool for the stores in which it is listed. 

The lottery is a completely random computerized draw to select products when there are more 

products consistent with the applicable theme in a particular store than will fit on that store’s Beer 

Discovery fixture. 

All merchandising must adhere to safety and customer shopping convenience 

All product on this fixture should be fully stocked or ‘faced’.  ‘Facing’ involves pulling the product 

to the front edge of the shelf. All product must have a proximate digital price ticket clearly 

displayed that is current and accurate. 3
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APPENDIX 

Definitions 

Small Brewer:  A Small Brewer is one who’s world-wide annual production of beer 

is less than 400,000 hls.  Moosehead and Brick are each deemed to be a Small Brewer 

when merchandising in TBS stores.  See Master Framework Agreement, September 

22, 2015 for additional detail. 

Large Brewer:  A Large Brewer has annual world-wide production of beer greater 

than 400,000 hls.   
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