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Message from the 
President

It is my pleasure to share our Operations Report once again. As we look back at 2021, 

it was another year of providing service within the confines of a global pandemic. 

The resolve of our people and their dedication to serving others continued to move 

us forward as leaders in all respects. Again, I could not be prouder of our staff who 

ensure that Ontarians can always rely on The Beer Store to provide safe, responsible, 

and environmentally friendly shopping experiences in both the retail and on-premise 

environments. 

We were very pleased to have our vast selection of brands increase to an all-time 

high of 1,154 from 246 Brewers from around the world including 146 from right here 

in Ontario. To help showcase this spectacular breadth of selection, The Beer Store, 

in advance of the summer months, introduced a new Discovery planogram to our 

self-serve stores that merchandised all malt-based coolers, seltzers, and iced teas. 

This opportunity is thanks to the growing number of brewers that are listing these 

great products at The Beer Store and the new space that was created promoted a 

great shopping experience for customers looking to find new brands and flavours.

To complement this vast array of products, a new Brewer Advertising Promotional 

Program was offered for the first time to brewers seeking to integrate discovery 

opportunities, not only for their new products, but for the value that TBS offers when 

a customer purchases larger pack sizes. There was also a summer marketing 

campaign undertaken by the company that featured Wilderness Will, a very funny 

spokesperson, hunting for variety and value at The Beer Store. In 2021, the expansion 

of The Beer Store’s e-commerce platform was welcomed among customers looking 

for ways to reduce the number of in-person shopping visits. In total, 51 more stores 

in 25 communities were added to our home delivery program and 26 stores began 

curbside pick-up for the first time. 

Thanks to our hard-working employees, The Beer Store continued 

to be a global leader in sustainability in 2021 with over 1.3 billion 

bottles, cans and kegs returned to our stores and distribution 

centres for refilling and recycling through our award-winning 

environmental stewardship program. Thanks to the support of 

so many of our customers donating their empties to charities, we 

were able to make significant donations to local health care 

facilities, foodbanks, and our usual partners like the Leukemia 

and Lymphoma Society of Canada (LLSC). In 2021, The Beer 

Store reached the $20M mark for total donations to the LLSC 

since joining forces with UFCW Local 12R24 in 2006 for this very 

worthy charity. We thank the people of Ontario for their incredible 

support. To donate their returns in such large numbers clearly 

demonstrates how much they want to show their support for 

people in need.

In June 2021, The Beer Store opened a new state of the art 

Logistics Distribution Centre in Bolton, Ontario, replacing both 

the Whitby and Brampton Distribution Centres. Accompanying 

this 400,000 sq.ft. structure is the new Corporate Office, 

replacing the older one in Mississauga. 

Another proud moment in 2021 was the launch of our diversity 

and inclusion strategic plan. Placing a high importance on 

continuing to build an inclusive and respectful foundation for the 

present and future is also at the forefront of our core values as a 

company. It is important to take a moment to celebrate the 

incredible work done over the last year and the incredible people 

at the centre of it. Thank you to all our employees for your endless 

energy and commitment to making The Beer Store a success. 

Ted Moroz
PRESIDENT
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The Year 

At a Glance

1,154
BRANDS 
listed in 2021

246
BREWERS
listed in 2021

424
STORES 
operating in 2021
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Data with Retail Customer Counts 
January 1st, 2021 – December 31st, 2021

 Jan – Dec 2021 

# Age Challenges  1,608,850

% Customers, Age Challenges 3.15%

# Age Refusals 14,397

% Customers, Age Refusals 0.89% 

# Sobriety Challenges  5,482

% Customers, Sobriety Challenges 0.01%

# Sobriety Refusals  3,790

% Customers, Sobriety Refusals 69.14%

# Refusals/Transaction  0.04% 

Retail Customer Counts 51,020,650

The year 2021 was anything but normal for arrive alive DRIVE SOBER, and it is in these unusual 

times that we were especially grateful for the support we continued to receive from The Beer 

Store. Because of our strong partnerships we were able to continue operating; creating new 

television and radio PSAs, distributing educational material, and shifting from in-person to 

online events. Equally important to educating the public is the responsible sale of alcohol 

that The Beer Store achieves year after year. Ontario continues to enjoy some of the safest 

roads in North America, and this would not be possible without teamwork. More than just a 

partner, we are happy to call the The Beer Store team our friends.

PETE WYTKA, Executive Director,  

arrive alive DRIVE SOBER

Responsible 

Sale
Upon hiring, and annually thereafter, all TBS staff are trained and 
re-trained to identify and investigate signs of potential intoxication 
and how to handle refusal of service in a sensitive manner while 
protecting the safety of our communities and each other. 

Responsible Sales Policy
• Request ID from anyone who appears to be 30 years old or under 

• Refuse service to anyone who appears to be intoxicated 

• Mandatory training on responsible service for all sales staff 

• Ensure compliance through a Mystery Shopper program 

• Measure results and incorporate into store manager performance reviews 
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Retail & Marketing
Store Openings
The Beer Store continues to modernize its shopping experience for its customers. Customers 

can expect exciting new features like self-serve shopping, separate empty returns, and 

refreshed décor in all new stores.

Marketing

Belleville
On March 1st, 2021, a brand new Beer Store in 

Belleville officially opened its doors for busi-

ness after being relocated from the previous 

site on Station Street to the current location 

at 167 Bell Boulevard. The store represents a 

modern look and has a new high-efficiency 

layout improving the overall experience for 

both employees and customers alike.

Summer Campaign
In 2021, we focused on marquee campaigns and 

always-on activities that connected consumers with 

beer throughout the year. With summertime being our 

most engaging season, we delivered an exciting new 

campaign that featured a hilarious and endearing 

spokesperson by the name of Wilderness Will that 

helped build brand equity and increase consumer 

consideration.

• Cheeky humour presented by loveable spokesper-

son “Wilderness Will” on the hunt for variety and 

savings resulted in a memorable summer campaign 

that resonated with younger and older audiences 

alike. 

• Leveraging video assets across an assortment of 

efficient and effective media channels, Wilderness 

Will was seen by many across multiple platforms 

for approximately four months during the summer. 

• This campaign generated 3.4MM views and after 

testing saw a +6% campaign recall above norm 

which was fantastic in terms of growth and delivery 

of message with Ontario Beer drinkers. 

Fall Campaign
Fall is a special time of the year for The Beer Store as 

the company celebrates its anniversary on October 

26th. In 2021, we celebrated 94 years in business and 

acknowledged the milestone with a retro throwback 

campaign. 

• Using the 1980’s beloved orange branding, we 

reminded consumers that The Beer Store has been 

a staple across Ontario communities for over 9 

decades. 

• To celebrate our customers, we ran a retro flash 

giveaway that rewarded multiple entrants with 

branded prize packs that included jean jackets, 

crewneck sweaters, fanny packs, glassware and 

more. 

• As part of our social engagement, we asked 

customers what their fondest memories were of 

The Beer Store and received some great responses. 

Danforth Ave & Greenwood Ave
On May 10th, 2021, The Beer Store at the corner 

of Danforth Avenue and Greenwood Avenue 

in Toronto’s east end re-opened its doors in a 

brand new, redeveloped building. 
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Social Media Engagement Highlights Space Planning

Brewer Promotional Advertising Program

• Engagement growth was seen during Summer and Fall 

campaigns. The summer campaign saw an engagement peak 

mid-campaign, at 12.6K in July, +52% from the previous 

month. Our audience was highly engaged with the campaign 

through comments, shares and direct messages.

• An emphasis on community building saw ROI in overall posi-

tive social sentiment. Sentiment fell primarily in neutral (52%) 

and positive (37%) positions, across all inbound messaging. 

Positive social sentiment grew +3% from the previous year.

• Summer recipes, reels, environmental stewardship, and Fall 

Campaign nostalgia content increased user generated 

content, driving high points of engagement.

• Space Planning executes two resets per year while minor planograms are updated every two months. In 2021, 

the team maintained and executed 4,300 planograms and floorplans.

• In advance of the summer months, the business introduced the new Discovery: CSI (Coolers, Seltzers, Iced 

Teas) planogram to our self serve stores to merchandise all malt based coolers, seltzers and iced teas. This 

opportunity presented itself based on the growing group of products available at TBS. This was to create a 

new space to promote the shopping experience of customers looking to find these exciting new brands in 

our stores. 

• Space Planning worked closely with the Retail and Distribution teams to support two new store openings 

that took place. This involved engaging with all brewers to promote new listings in each of these new loca-

tions. Once listings were in place, we developed the planograms and floorplans with the Retail team for them 

to set up the store prior to opening. 

• Offering integration opportunities to brewers to 

get brands in front of our customers while promot-

ing discovery and value available at The Beer Store. 

These programs provide extended visibility to 

brands and heightened the overall customer expe-

rience on our digital platforms and in store. 

Integration of digital advertising allows for a 

connected strategy between in store and online 

shopping experiences. 

• These programs were designed to offer promo-

tional space yet importantly drive conversion and 

sales. Programs included cart ads, campaign land-

ing pages, beer feature sponsorships, email spon-

sorships and so much more. 

Digital & eCommerce
2021’s focus was on building and transforming and we accomplished this by introducing curbside & delivery 

expansion, SEO (Search Engine Optimization) improvements, and enhancements. Continued enhancements to 

the website based on studies allowed us to better understand the customer lifestyle and optimize where needed 

to provide the customer information for what they’re looking for. 

Curbside Pick-up
• Curbside Pick-up launched at 26 stores across 

the province and was designed to expand conve-

nience and accessibility to shopping at TBS.

• 20% of customers last year who used this service 

were repeat customers in the year, telling us that 

they enjoyed the routine and convenience this of-

fering provided them. 

Delivery Expansion
• We expanded our delivery footprint extensive-

ly by bringing on 51 more stores in 2021. This in-

creased our network coverage by 40%, adding 25 

municipalities. Markets where we saw this growth 

included greater Toronto area, greater Hamilton 

area, Niagara region, Ottawa Valley and South-

western Ontario. 



 11 12 © Brewers Retail Inc. 2022

Operations Report 2021

In June 2021, we began operations out of our brand new 400k sq/ft facility 

located in Bolton, Ontario while still working through the continuing COVID-19 

pandemic. This project came in on time and on budget. The new warehouse 

consolidated our Brampton and Whitby DCs as well as our Corporate Office, 

previously located in Mississauga, Ontario. On June 7th, we delivered our first 

order out of our brand-new facility.

Logistics
At The Beer Store, we continue to look for ways to be more efficient, reduce 
our impact on the environment, and improve our business to better serve 
customers. Here are a few initiatives we continued to move forward in 2021 
and will continue to grow in the coming years: 

Logistics Network Changes

Business Operations
Our Logistics business continues to change, but we are always committed to operational 

excellence and efficiency. With the great work put in by the entire Logistics team, our 

world class distribution network continues to improve and offer opportunities to all brew-

ers who use the services of our company. We continue to pursue new business opportu-

nities with brewers and in turn, with our wide logistics network, we continue to add more 

direct delivery volume for our customers. 

The Beer Store continues to work and cooperate with our partners in growing supply 

chain efficiencies and improving customer service. We strive for fleet efficiency, including 

the reduction of our carbon footprint. Consolidation of goods in one network and on one 

truck is our guiding principle. To that end, we are working with our partners to explore 

and expand how we are currently doing work.

With Operational Excellence in mind, we are leveraging our internal technologies to 

continue to drive efficiencies, both in our warehouses and in our trucking lanes.
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Environmental  

Leadership
At The Beer Store, we are serious about our commitment to the environment. 
We work hard every day to protect the environment by facilitating the reuse 
and recycling of beer containers and the packaging they are sold in. Our 
world-renowned circular economy also creates efficiencies that reduce 
costs, ultimately leading to savings for consumers and taxpayers.

For the full 2021 Stewardship Report, visit our website here.

Table 1

Summary Results Beer Store  
Containers

Ontario Deposit 
Return (ODRP) 

Containers

Containers Collected 1,344,712,699 459,504,985

Tonnes Diverted from Disposal 144,226 94,881

Recovery Rate (%) 79% 72%

Glass Bottle Reuse by Brewers 
(Tonnes) 82,879 —

Weight of Material Recycled in 2021 (Tonnes)

Coloured Glass 20,985 57,245

Clear Glass 12,255 33,060

Aluminum Cans 13,516 3,697

Corrugated Cardboard & Boxboard 13,435 —

PET Products — 879

Container Type Beer Store Sales 
(units)

LCBO Sales 
(units)

Returns  
(units)

System  
Recovery Rate 

(2021)

System  
Recovery 

Rate (2020)
All Glass Bottles  
(Refillable and  
Non-Refillable)

408,055,473 88,113,030 446,321,386 90% 89%

Refillable Bottles (ISB  
and Non-Standard) 314,164,848 34,587,801 340,211,417 98% 95%

Non-Refillable Bottles 93,890,625 53,525,229 106,109,969 72% 74%

Metal Cans 779,074,689 420,125,349 897,859,628 75% 70%

Kegs 523,494 — 531,685 102% 111%

Total (by Units) 1,187,653,656 508,238,379 1,344,712,699 79.3% 77.0%

The Beer Store Container Sales and Recovery by Container Type
January 1st, 2021 – December 31st, 2021

https://www.thebeerstore.ca/tbs-environmental-report/
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Combined Environmental Performance Results
The following table demonstrates the avoided GHG emissions and energy 
consumption as a result of the containers reused or recycled through TBS’ 
container collection program and the Ontario Deposit Return Program.

Table 3Table 2

 *Domestic distillery container sales reporting no longer submitted to the LCBO.

Sales in Units* Returns in Units Recovery Rate

Container 
Type

Small 
Containers

Large 
Containers

Small 
Containers

Large 
Containers

Small 
Containers 

(2021)

Small 
Containers 

(2020)

 Large
Containers 

(2021)

Large 
Containers 

(2020)

Combined 
(2021)

Combined 
(2020)

Glass 48,686,357 219,271,973 36,058,666 161,509,176 74% 72% 74% 72% 74% 72%

PET 17,272,421 10,543,838 6,518,353 6,303,593 38% 39% 60% 58% 46% 46%

Tetra/BIB 1,241,877 12,985,237 217,121 3,320,586 17% 13% 26% 24% 25% 23%

Subtotal 67,200,655 242,801,048 42,794,140 171,133,354 64% 63% 70% 69% 69% 68%

Cans 327,998,418 245,577,492 75% 70%

Grand  
Total 638,000,121 459,504,985 72% 69%

ODRP Containers: Sales & Recovery 
January 1st, 2021 – December 31st, 2021

Glass 
Reuse

Clear  
Glass Bottle  
Recycling

Coloured 
Glass Bottle 
Recycling

Aluminum 
Recycling

Steel  
Recycling

PET  
Recycling

Mixed  
Plastic  

Recycling*

Total  
Diversion

Beer Store  
Tonnes  

Diverted
82,879 12,255 20,985 13,516 105 0 1,051 130,791

ODRP Tonnes  
Diverted — 33,060 57,245 3,697 — 879 — 94,881

TOTAL Tonnes 
Diverted 82,879 45,315 78,230 17,213 105 879 1,051 225,672

Avoided GHG 
Emissions 
(MTCO2E)

31,494 4,985 4,303 166,277 125 3,199 3,825 214,207

Avoided  
Energy  

Consumption 
(GJ)

563,579 76,130 85,271 1,503,725 1,322 74,970 89,638 2,394,636

The Beer Store & ODRP Disposal Diversion Estimated Avoided  
GHG Emissions & Avoided Energy Consumption (2021) 
January 1st, 2021 – December 31st, 2021

Figures in table may not add to the total due to rounding.
* “Avoided GHG” and “Avoided Energy” coefficients for PET Recycling used for Mixed Plastic figures.

Source for avoided energy and emissions multipliers: Determination of the Impact of Waste Management activities
on Greenhouse Gas Emissions: 2005 Update Final Report, ICF Consulting for Environment Canada & Natural Resources Can-
ada, October 2005 and GHG Calculator for Waste Management, Update Oct 2009, ICF Consulting for Environment Canada. 
Multipliers for avoided GHG Emissions (eCO2/tonne) used were 0.38 for glass reuse and 9.66 for aluminum recycling. Avoided 
GHGs from glass bottle reuse (0.38) is not presented in the Determination of the Impact of Waste Management activities on 
Greenhouse Gas Emissions: 2005 Update Final Report. This multiplier was provided in the previous version of the report from 
2004. Pollutant reductions associated with recycled versus virgin aluminum production and glass production from Weitz, Keith 
A. et al. 2003. Life-Cycle Inventory Data Sets for Materials Production of Aluminum, Glass, Paper, Plastic and Steel in North 
America. Report prepared by RTI International for the U.S. EPA, Office of Research and Development. EPA-600/Q-03-001. 
Research Triangle Park, NC.
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Beer 

For Business
Beer for Business (B4B) is our user-friendly online ordering platform with easy to 
navigate steps available to all Licensees, Retail Partners, Empty Bottle Depots, and 
Liquor Convenience Outlets. Customers can place an order at their convenience 24 
hours a day, 7 days a week. Customers are also able to create and manage custom-
ized favourites lists, upload orders, place self-pickup orders, place return only 
orders and view their outstanding balance and credit limit with a few clicks.

Contact Centre Statistics 
The Customer Contact Centre continues to be the central point of contact for all 
business-to-business customer inquiries, B4B support, and retail customer service.

Customer Contact Centre Volumes in 2021

Penetration Rate 62%

Sustainability Rate 77%

Total Inbound Calls 96,546

Total Outbound Calls 70,101

CSR Orders Processed 115,716

Web Orders Transmitted 200,745

Electronic Orders Transmitted 121,441

Handled Inquiries 50,583 Local Hospitals & Foodbanks 
From June 29th – July 31st, our Retail and Logistics 

sites raised $258,843 for over 100 local hospitals and 

foodbanks across the province. Funds were raised 

through monetary donations, as well as $0.10 and 

$0.20 empty container deposits refunded and 

donated by our customers. Our employees hand 

selected local hospitals and foodbanks, making this 

Leukemia & Lymphoma Society of Canada
With the challenges of COVID-19 throughout 2021, we could not hold our traditional Returns for Leukemia Bottle 

Drive. However, our hard-working employees came together, and still managed to raise $1,690,434 throughout 

2021 for the Leukemia and Lymphoma Society of Canada (LLSC). The amount of money raised for the LLSC in 

2021 helped us successfully achieve our goal of raising over $20 million for the LLSC. 

Community 

Involvement
Throughout 2021, our Beer Store employees, customers, and communities worked hard to 
raise funds for worthy causes across the province. This year, we supported 130+ charities 
and not-for-profit organizations. 

fundraising initiative much more personal. We are 

extremely proud of the efforts and thank our dedi-

cated employees across the province and customers 

within these communities. The Beer Store has always 

been deeply involved and connected to community, 

and we saw this as an opportunity to give back. 
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2021 proved to be a rewarding year as we collectively worked together to keep each other 

safe and healthy. A great deal of work was accomplished, and much effort was exerted toward 

our number one core value, health and safety. Wholehearted commitment from everyone 

was very much appreciated.

During 2021, our locations experienced over 40 visits from the Ministry of Labour, Training 

and Skills Development. We received no orders or any concerns from government inspectors; 

what an outstanding demonstration of our commitment to safety. Public Health inspectors 

visited us over 35 times, again with no orders or safety concerns identified.

• Within logistics, 4 internal safety audits were conducted. Due to the emphasis placed on 

safety, a collective achievement of 89% was attained. Identified gaps were closed and 

each location had a vibrant and engaged joint health and safety committee.

• Within retail, a total of 8 internal desk safety audits were completed. Retail sites averaged 

an 83% success rate. The safety commitment of all retail team members was excellent, 

resulting in beneficial audits.

A sincere thank you is extended to everyone within The Beer Store for their unwavering 

commitment to health and safety. We recognize that a robust safety strategy promotes a safe 

workplace, for the betterment of everyone! Please continue to join us as while we generate 

awareness in Health & Safety and seek opportunities to continuously improve.

Health & 

Safety

Charitable Organization(s) Timeline
Districts
Involved

Total Funds 
Raised

Assaulted Women’s Helpline and the  
Native Women’s Centre Nov 22 – Dec 5 All sites $54,069

Big Brothers Big Sisters Bottle Drive of 
Hastings Price Edward Counties Feb 1 – Feb 28 Select stores from 

District 7035 $3,878

DEBRA Oct 18 – Oct 31 District 7001 $2,060

Global Medic Dec 6 – Dec 31 All sites $7,384

Habitat for Humanity Sep 7 – Sep 26

Districts 7002, 
7004, 7012, 7013, 
7014, 7016, 7033, 

7034

$53,197

Juravinski Cancer Centre Sep 3 – Sep 12

All stores in  
District 7003, 

select stores from 
7004

$15,745

Local Hospitals and Foodbanks Jun 29 – Jul 31 All sites $258,843

Local Hospitals Mar 1 – Mar 31 District 7013 $35,209

London Hospice Oct 18 – Oct 31 District 7002 $13,142

Ontario Shores for Mental Health Jan 25 – Jan 31 All sites $30,592

Rainbow Railroad Jun 14 – Jun 28 All sites $86,547

Rankin Run Sep 3 – Sep 12 Select stores from 
District 7003 $21,653

Rogers House Sep 6 – Sep 19
All stores from  

District 7035 and 
7031

$27,969

Terry Fox Foundation Aug 30 – Sep 19 District 7005 $5,624

Additional Community Involvement
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Human 

Resources
Learning & Development
High Potential Program
In 2021, we conducted 2 sessions for the Retail High 

Potential Program. The program continues to be a 

self-selection process, where candidates choose to 

apply to their direct store manager along with complet-

ing an application in order to be considered. We’ve 

seen great interest and had a total of 53 candidates 

enter the program and 49 complete it successfully.  

Employee Resource Centre
We expanded and grew our resource centre for all TBS  

employees via an eLearning site. Materials included up 

to date documents, resources and videos from our 

PUB, Mental Health and Diversity, Equity, Inclusion and 

Belonging (DEIB) teams. The resource centre continues 

to grow with additional resources specifically directed 

to the employee’s current role and division (Retail, 

Logistics, Contact Centre and Corporate specific 

resources)

Diversity & Inclusion 2021
Year one of our three-year strategic plan has laid out a strong foundation 

to continue our journey towards being the most inclusive beer retailer 

and distributor in Canada. Through our continued partnership with 

the Canadian Centre for Diversity and Inclusion (CCDI), we have made 

strides to foster a welcoming, inclusive workplace environment that 

values diversity.

• On-boarded a full-time diversity and inclusion specialist to guide the 

three-year strategy plan.

• Created a D&I council to provide more seats at the table, with greater 

diversity across all areas of the business. 

• Introduced the use of Pronouns in email signature lines. Normalizing 

pronouns helps create safe spaces for our gender diverse communities.

• Launched Preferred Name option in the PUB (internal employee 

database). The Beer Store recognizes many people may prefer to be 

known by their chosen names that reflect their identities. 

• Increased education and awareness on cultural issues by highlighting 

a broader view of events throughout the year.

• Revised retail hiring practices to reduce biases and broaden where 

candidates are selected from with the use of diverse job boards.

• Introduced self-nominations in many of our succession planning 

pipelines, such as our high potential program (HPP), our Brand 

Ambassador program, and for our Permanent Part-time selection.

• Created D&I SharePoint Hub. The hub allows all our employees access 

to useful D&I information and upcoming events.

Store Manager Training
We continued our store manager training program 

virtually for new managers coming into the business. 

This allowed us to support the field in providing new 

managers with information sessions on various aspects 

of their new role.

New managers continue to work with training manag-

ers in their district to get one-on-one support as they 

take over their stores. 

In 2021, 14 new store managers graduated the program 

and joined the retail team. 
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By The Numbers

Mental Health & Wellness
We conducted an annual review of The Beer Store Workplace Wellness Policy for 

all employees to understand opportunities for the business. A variety of Mental 

Health & Wellness resources, tip sheets, educational guides, community resources, 

apps, and websites were provided for our team members and their families. 

To support our new virtual working environment for Corporate Office team members, 

we implemented a Mental Health & Wellness Program called “Musical Chairs”. 

Through an integrated app in Microsoft Teams called the “LEAD Bot”, employees 

who registered were paired with a different colleague from another department 

once a month to have a 30-minute virtual coffee chat to create a supportive team 

environment. Response to this program has been overwhelmingly positive and we 

continue to see growth in employee participation.

Throughout the year, we improved communication to increase awareness and adop-

tion of our Employee & Family Assistance Program for non-union employees by 

publishing the monthly HeartBeat newsletters on our employee intranet, The Hub.

Summary of Activations and Engagements
• Supported Bell Let's Talk Day by providing our team members with 

educational resources and activities to support their mental health & 

wellbeing.

• As part of our continued allyship with the Ontario Shores Centre for 

Mental Health Sciences, we collected in-store donations and raised a 

total of $30,592.39.

• We promoted Canadian Nutrition Month by providing healthy eating 

tips and resources as well as a healthy digital cookbook.

• During “Active April”, we hosted the “Step it up Challenge”. We encour-

aged employees to get outside and get as many steps in per day as 

possible throughout the month. 

• We honoured Canadian Mental Health Week by asking employees to 

share their tips for maintaining their mental health and wellbeing and 

how they practice self-care.

• In October, we acknowledged World Mental Health Day by providing 

our team members with educational content and resources related to 

the signs and symptoms of mental health challenges and more.

Training & Resources Provided to our Employees
• We offered twelve virtual LifeWorks Lunch-and-Learn Sessions 

throughout the year.

• The mandatory e-learning course for “Understand Mental Health & 

Mental Illness” was revised to include more timely and relevant educa-

tional content.

• We delivered live training sessions to 14 new Retail Store Managers 

with updated content and a greater focus on fostering Psychological 

Safety with their team members.

Over 500 People
Managers/Supervisors
trained on Unconcious Bias
and Inclusive Leadership.

289 employees participated
in our first virtual Truth and
Reconciliation Day Event
September 30th, 2021.

Increased our employee 
partnerships to be more inclusive.

Conducted 5 focus groups
to capture the feelings of  
inclusion with 5 affinity 
groups and take these  
learnings to practice.

Diversified our
charity partners
and raised over
$150,000 in 2021:
Rainbow Railroad, 
Orange Shirt 
Society, Women’s 
Assault Hotline, 
and Native 
Women’s Centre.

Expanded our  
Employee Resouces Group
from one to three distinct 
groups: B Proud, BIPOC 
(Black, Indigenous, People 
of Colour) ERG and WIN 
(Women’s Initiative Network).
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The Year in 

Beer Sales

26 

Beer Store Brewer Facts 

Average Beer Store Consumer Price Converted to Case Equivalent 

Beer Store Home Consumer
Retail Sales Volume 

Ontario Retail Beer Outlets Beer Store Volume Sales
2021 Brewer Segments  2021 Sales by Brewer 

Fig. 1

Fig. 4

Fig. 5

Fig. 2 Fig. 3

I. PRODUCT SELECTION

The Beer Store has an open listing 
policy, meaning that any brewer in 
the world wanting to sell product 
approved by the LCBO in the retail 
and distribution chain can do so. In 
2021, The Beer Store listed 1,154 
brands from across the globe and 
listed 246 brewers.

III. BEER STORE SALES BY CHANNEL

The Beer Store is both a retail and 
wholesale business. TBS operates 425 
stores (as of December 2021) in an 
Ontario alcohol beverage system that 
includes over 2,300 outlets where beer 
can be purchased. 

II. SALES BY VALUE AND BEER PRICES

2021 % of Sales

Ontario Based Brewers 151 94%

Out of Province Brewers 7
6%

Import Brewers 88
Total Brewers 246

Small Ontario Brewers* 146
Brewery Countries of Origin 20

Ontario62%

3%

36%

Out of Province

Import

Ontario94%

6% Import

2021 2020 2019

Beer Stores 424 433 442

TBS Mobile Trailers 2 2 1

LCBO Stores 677 669 666

LCO/Retail Partner/
Agency 399 369 209

On-Site Brewery 
Stores

355 320 291

Grocery Stores 450 439 429

TOTAL 2,308 2,232 2,038

2021 2020 2019

Home Consumer 60.97% 62.81% 59.19%

Licensee 7.09% 7.01% 16.01%

LCBO 16.85% 15.50% 15.35%

LCO/Retail Partner/
Agency 8.39% 7.88% 4.90%

Grocery Stores 6.64% 6.75% 3.99%

Other 0.06% 0.05% 0.56%

$39.71

$40.89
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Beer Store Retail Partner/Agency/Liquor Convenience Outlet Sales

Beer Store Wholesale Volume Sales Trends 

Beer Store Licensee Sales

Beer Store LCBO Sales

Beer Store Grocery Sales

Fig. 6

Fig. 7

Fig. 8

Fig. 9

IV. BEER STORE WHOLESALE SALES

In addition to selling beer to the public through its retail 
stores, The Beer Store also distributes and sells beer to 
the LCBO, grocery and agency stores, as well as Retail 
Partner stores and Liquor Convenience Outlets (LCO).

• Overall Wholesale Sales in 2021 increased by 79,140 hl or 3.3%

• Licensee Sales declined by 1,748 hl or 0.4%

• Licensee Packaged Beer Sales increased by 9,414 hl or 4.8%

• Licensee Draught Beer Sales declined by 10,990 hl or 4.3%

• LCBO Sales increased by 70,554 hl or 7.0%

• Retail Partner/Agency/LCO Sales increased by 24,542 hl or 4.8%

• Deliveries to Grocery Stores declined by 14,208 hl or 3.2%
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Beer Tax 

Contributions

Tax Examples by Price Point 2021 

Taxes Collected on TBS Beer Sales Federal & Provincial Beer Tax Rates 2021 

Fig. 10

Fig. 12Fig. 11

*Rates at December 31, 2021

Retail Price Federal Tax Provincial Tax Total Tax

24 – 341 ml Bottles –  
Domestic Specialty

$44.11 10.7% 27.0% 37.7%

24 – 341 ml Bottles – Premium $39.08 11.5% 29.6% 41.1%

24 – 341 ml Bottles – Value $36.93 12.0% 30.9% 42.9%

24 – 341 ml Bottles – Ontario Craft $44.16 6.9% 17.7% 24.6%

24 – 330 ml Bottles – Import $53.38 9.5% 27.0% 36.5%

24 – 355 ml Cans 
(Average across categories)

$46.30 10.7% 31.5% 42.2%

Federal Excise Tax $0.3400/litre

Provincial Taxes / LCBO Mark-ups

Ontario Beer  
Manufacturer ($/L)

Ontario Microbrewer 
($/L)

Draught Basic Tax $0.7245/litre $0.3596/litre

Packaged Basic Tax $0.8974/litre $0.3975/litre

Volume Levy $0.1760/litre

Environmental Levy $0.0893/non-refillable container

HST 13%

Estimated Government Revenues Associated  
with TBS Beer Sales (Millions) 2021

Provincial Commodity Taxes $569.5M

Federal Excise Taxes $154.7M

Goods and Service Tax (Federal portion of HST) $104.5M

Provincial Sales Tax (Provincial portion of HST) $167.2M

Total Government Beer Taxes Associated with TBS Sales $995.9M

TBS efficiencies keep consumer prices low while providing significant 
tax revenues to the Province of Ontario and the Federal Government. 
Before tax, Ontario has among the lowest beer prices in Canada, while 
also having among the highest tax rates on beer. TBS beer sales 
contributed almost $1B in estimated government tax revenues in 2021.
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Schedule C: BRI Rate Sheet 
Effective January 1st, 2022

BASIC SERVICES Packaged Draught

Lower Tier Fees per hl * $57.99 $48.33

Basic Service Fees per hl $59.99 $50.33

ELECTED SERVICES

LISTING ADMINISTRATION FEE
Base Fee 

+ 

Per store,  
Per SKU,  

First 233 stores
All other stores 

above 233
All “D” 
Stores

 Packaged $3,397.77 $271.83 $63.89 $638.80

 Draught $6,795.53 $543.62

 Non-Alcoholic $5,563.89 $271.83 $63.89 $638.80

ACCOUNTS RECEIVABLE RECOVERY $0.60 per licensee  
hl only

TRANSFERS

Emergency $25.11 per hl

Regular $20.77 per hl

DELIVERY SERVICE TO LCBO $20.77 per hl

DELIVERY SERVICE TO RETAIL PARTNERS $20.77 per hl

DELIVERY SERVICE TO GROCERY $20.77 per hl

EMPTY CONTAINER DISPOSAL

Cans $4.40 per hl

ONE-WAY KEG RECYCLING FEE
This charge applies to recyclable kegs such as the Eco-Keg.

$8.27 per unit

VOUCHER ADMINISTRATION 5% of retail value

EMPTY CONTAINER PURCHASE
This charge applies to Industry Standard Bottles only that are sold through 
the LCBO and Grocery where the empty container is redeemed by BRI. 

$12.23 per hl

NON-STANDARD CONTAINERS
Industry Standard Bottles and Kegs which do not require sorting or 
special handling are exempt from this charge.

Bottles $0.0757 per unit

Draught $1.76 per unit

KEG REPAIR SURCHARGE
DIRECT DELIVERY KEG FEE

$0.69
$5.35

per usage
per hl

GROCERY ADMIN FEE
This charge applies where TBS is is vendor of record and  
brewer delivers to grocery.

$2.31 per hl

NOTE: HST OR EQUIVALENT WILL BE ADDED TO ALL FEES WHERE APPLICABLE
OTHER FEES
Other fees include (but are not limited to) Liability Insurance required by the government and special services which the Brewer may engage BRI to perform from 
time to time. Deposits for the use of BRI pooled assets (e.g. kegs and pallets) will be levied as appropriate. Deposits will be refunded as the assets are returned.
* Applicable to Brewers (inclusive of Affiliates) with worldwide production of less than 1,000,000 hl’s per year on first 50,000 hl’s of volume sold

The Company is a party to a Master Framework Agreement (MFA) with the Province of Ontario dated September 22, 2015. Pursuant to the MFA, the Company 
entered into a shareholders’ agreement dated January 1, 2016. Under the terms of the Shareholders Agreement, the Company operates on a self-sustaining, break-
even cash flow basis. Due to differences in the timing of accounting revenue and expenses compared to net cash flows, the Company may report an operating loss 
for accounting purposes despite full funding of operating cash requirements. Any excess or shortfall of the Company’s cash revenue versus cash costs is refunded 
or charged on a pro rata basis to all brewers that sell product through the Company. The Board of Directors of the Company determines the amount and timing of 
payments brewers are entitled to receive from or refund to the Company to maintain cash flow neutrality.

2021 

Financial 
Statements

CLICK HERE TO

https://www.thebeerstore.ca/wp-content/uploads/2022/03/Brewers-Retail-Inc.-FS2021-FINAL.pdf


 33© Brewers Retail Inc. 2022

Operations Report 2021

THE BEER STORE Phone Customer Contact Centre
(905) 361 1005 1 888 948 2337

1 800 387 1314
Fax Website
(905) 361 4289 thebeerstore.ca
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