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Success. It’s something we all measure differently.  Some companies measure theirs by profit, others measure it by service 
excellence and still others tie it to their ability to give back.  At the NSLC, we measure our success based on all these things 
and more. You can learn about them in the following sections:

ALL ABOUT THE NSLC

FINANCIAL PERFORMANCE

CORPORATE SOCIAL 
RESPONSIBILITY



NOTE TO MINISTER

Attn: The Honourable Maureen MacDonald, Minister of Finance

Cc: The people of Nova Scotia

Dear Minister MacDonald,

I am pleased to present the Integrated Annual Report for the 2012-2013 fiscal year. 
Each year, employees from every corner of the province work together to create a unique 
retail experience that supports the growth of local brewers, distillers and vintners while 
directly contributing hundreds of millions of dollars to the provincial government. 

With a network of 105 stores and nearly 1,500 employees, we’re a group united and 
committed to making Nova Scotia a better place to work and live. Showcasing our focus 
on economic, environmental and corporate social responsibility performance over the 
past year, we feel this Integrated Annual Report provides a vibrant snapshot of the 
innovation and forward-thinking that drives today’s NSLC.

Yours truly,

Sherry Porter,
Board Chair, NSLC Board of Directors
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WELCOME TO TODAY’S NSLC

At the NSLC, we’re transforming the way we deliver information to our shareholders.  Although some may feel the Government 
of Nova Scotia is our only shareholder, in our view, we’ve got closer to a million of them. We’re accountable to all Nova Scotians. 
That means we’re committed to keeping you up-to-date on what we’re doing and how we’re doing it.

This Integrated Annual Report, which combines both our annual and sustainability reports, is designed to help you get to know 
us in a much more meaningful way. It’s where our business crosses paths with the environment and where fresh thinking meets 
innovation. It’s an easy-to-read perspective on how we’re running our business – YOUR business – and giving back to the 
communities in which we live and work.

On behalf of all our employees, we hope you enjoy this publication. 

Sincerely,

Sherry Porter, Board Chair, NSLC Board of Directors	

Sincerely, 

Bret Mitchell, President & CEO
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ABOUT THIS REPORT

Traditionally, we’ve produced two separate reports, an 
Annual Report and a Sustainability Report, to benchmark 
our success. We’re now combining the two together 
because, quite frankly, we see them both as important 
measures of our success.  Although most of us are familiar 
with the concept of an annual report, the sustainability 
component is a relatively new addition. 

So what do we mean by sustainability? For us, the definition 
means always looking for the most efficient way to run 
our business while maintaining a strong balance between 
economics, customer expectations, the environment and 
social responsibility.

It’s about reducing our impact on the world around us while 
making the most of our influence on it. It’s about making 
smarter, more balanced choices that ensures the NSLC 
continues to benefit Nova Scotians for generations to come.

Today’s NSLC is the product of those two philosophies 
blended artfully together. Creating shareholder value while 
finding new ways to complement our surroundings. This is 
your NSLC.

THE NSLC AT A GLANCE
Did you know the NSLC operates 105 retail stores throughout Nova 
Scotia? We also provide wholesale service to restaurants and other 
licensed establishments and provide licensing to wineries, breweries 
and distillers.  As part of our mandate, we are committed to driving 
social responsibility and creating economic benefit for Nova Scotia. 
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OUR ROLE IN TODAY’S NOVA SCOTIA

In order to help you better understand our commitment to 
Nova Scotia and the notion of sustainability, we thought it 
was important to examine the role that NSLC plays in today’s 
Nova Scotia. 

For over 80 years, we’ve been a trusted regulator and 
retailer of beverage alcohol in the province.  At the retail 
level, we operate stores, check ID’s and work hard to 
provide both great service and great products. On the 
production side, it means we’re a regulator overseeing 
licensing for the production and distribution of alcohol 
within the province. 

At the same time, it is also our mandate to make business 
decisions that provide an economic benefit to greater Nova 
Scotia. If you’ve been to one of our stores lately, you’ll see 
this in action with the wide range of locally-produced 
wine and beer we offer. You’ll see it at work with flexible 
permitting that allows small upstarts to take their products 
to market in innovative ways, like special events, wine fairs 
and farmers’ markets.

It’s a difficult balancing act, but one that has allowed us to 
responsibly nurture a wine, spirits and craft beer industry 
and the agriculture that supports it, putting millions of 
dollars back into the Nova Scotia economy. 
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ABOUT OUR BUSINESS

The global recession has certainly had its impact on the 
way retailers run their businesses. Consumers are becoming 
increasingly savvy with their limited disposable incomes.  
Although the economy is slowly recovering, the products 
we sell are a discretionary purchase by customers. Like any 
other retailer, we compete for our share of Nova Scotians’ 
disposable income.  As a result, any change in disposable 
income has a direct impact on our sales performance. 

In today’s environment, it is more important than ever to 
understand our customers and find new ways to add value.  
This year we continued our focus on a number of goals 
aimed at benefitting our customers and the province.

In our stores, we enhanced customer service with additional 
training for our Retail Product Specialists and celebrated 
our first full year with the AIR MILES® Reward Program. 
We made improvements to our Cool Zone brand experience 

to make it easier for customers to learn about our products 
and better find the ones they’re looking for, while adding 
hundreds of new products to our stores.

Outside of the retail experience, we worked with our 
Licensee community (e.g. bars, restaurants) to craft an all-
new licensee Guide. The Guide serves as a quick reference 
to navigating the various laws and regulations surrounding 
things like sampling, selling and producing of alcohol. 

We also helped educate our customers through special 
events such as the Port of Wines Festival and Celebrate 
Whisky. The Port of Wines Festival introduced more than 
160 new, one-time-only wines to our customers, while 
Celebrate Whisky brought more than 300 one-time only 
products to our stores, including one rare find that sold for 
nearly $2,000 a bottle.

In our retailing operations, we made the switch to digital with the launch of our Online Aisle, a fast 
and easy way to order select products through your computer or mobile device from around the world.
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Over the past decade, we’ve 
increased our net income from 
$167 million to $226 
million a year, while investing 
in new business processes, 
infrastructure and technology.

The NSLC is formed as Nova Scotia’s only alcohol  
retailer / regulator after Nova Scotians vote in 
favour of legalizing the industry. 

The NSLC provides beverage alcohol from 33 stores 
from bank-like service wickets.

The NSLC grows to over 60 stores and begins the 
transition to the self-service sales model.

The NSLC reinvents itself with convenient stores, 
customer-friendly atmosphere and innovative 
marketing.

The NSLC changes from a Commission to a 
Corporation, forever reshaping the future of our 
business. 
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SHAPED BY THE C
THE JOURNEY FROM COMMISSION TO CORPORATION

Twelve years ago, we officially changed from a commission 
to a corporation. That simple name change marked the 
beginning of a complex and massive transformation.  
A change that got us thinking more like a business, with 
a focus on strategic long-term investments for our Nova 
Scotian shareholders.

Our transformation has been nothing short of extraordinary. 
We’ve taken an outdated sales and inventory system and 
replaced it with modern SAP business management tools 
that allow us to better plan, track and monitor performance. 
It not only makes our entire process more efficient and 
nimble, it helps streamline our expenses as well. 

We also looked at ways to create an entirely new shopping 
experience for our customers. It was clear to us, and to 
everyone, that our old stores and decaying infrastructure 
were just not making the cut. We sought out new, more 
convenient locations and redesigned our stores for a better 
customer experience, shifting toward a new strategy of 
co-locating with grocery stores. Today, we’ve renewed over 
75% of our entire store network. This added unprecedented 
convenience, reduced our yearly overhead costs, while 
providing our customers with a better shopping experience.

But perhaps the biggest transformation during this time 
is our commitment to customer service. Our retail teams 
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are now some of the best trained in the business, known 
for their expert knowledge of the products we sell, their 
willingness to go the extra mile and for keeping alcohol 
out of the wrong hands.
 
These investments have allowed us to optimize returns 
on our business and have enabled us to build entirely 
new capabilities in the areas of marketing, category 
management, customer research and store security. These 
investments were critical to positioning the new NSLC as 
a sustainable, effective retailer capable of delivering our 
business objectives.

Today, our customer satisfaction rate has never been higher.  
We offer more products now than ever before and we do it 
in bright, modern and convenient stores that are designed 
for efficiency and cost-effectiveness. We’ve managed to 
work on profit too. With these investments, our gross profit 
has increased from 49.5% to 54.7% over what we made 
in our fiscal year 2001-02. During that time, gross profit 
dollars have increased from $194 million to $325 million.

Even though the volume of alcohol we sell has been 
declining, our commitment to creating value and pride for 
our stakeholders has never been more important. We’re proud 
of the investments and transformation we’ve made to this 
incredible asset, owned proudly by the people of Nova Scotia. 



As the frontlines of service, our employees 
are friendly, knowledgeable and commited 
to providing a great shopping expienece. 
Every employee is trained on all aspects of 
customer service and product knowledge. 
Chances are, if you’ve got an occasion, an 
NSLC employee can help you pair it with 
the perfect beverage complement.
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CREATING A PLACE FOR PEOPLE

A Great Place to Shop
Research shows that customers shop at the NSLC to help 
celebrate an occasion. It could be as simple as the end of a 
long work week or the first summer barbecue. It could be a 
formal occasion or a festive holiday. Whatever the reason, 
we’re here to help.

Making things easy for our customers takes a lot of work. 
Products must be sourced, shipped, described, displayed and 
promoted effectively if we are to pair our customers with 
the right product for their occasion. Our stores are designed 
to make browsing fast and efficient, while maintaining an 
opportunity for discovery and our employees are trained 
to answer questions and help you find the perfect drink 
selection. It’s just part of why the NSLC enjoys an 88% 
customer satisfaction rate. 

A Great Place to Work
Did you know that the NSLC employs nearly 1,500 people 
throughout the province? As a retailer, we offer fair and 
competitive wages to employees on both a part-time and 
full-time basis at both our stores and Distribution Centre. 
These employees are supported by corporate specialists in 
marketing, finance, inventory control, regulatory compliance 
and more through our Head Office and Distribution Centre 
located in Halifax. Together they create the revitalized 
shopping experience you see today, providing Nova Scotians 
with a richer, safer environment for beverage alcohol.

Halifax
128 | 103 | 33

Dartmouth
149 | 107 | 35

Northern/
Eastern
125 | 78 | 33

Cape Breton
115 | 71 | 32

Valley/
South Shore
115 | 79 | 31

Head Office 
3 | 172 | 0

Distribution 
Centre
32 | 52 | 6

Employees By Region
Casual  |  Full-time  |  Part-time
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BUILDING A BUSINESS THAT WORKS

At the NSLC, we are committed to creating a business that truly 
works for Nova Scotians. Since we became a corporation 
12 years ago, we’ve pioneered major advances in the way 
we operate. We’ve added a new layer of convenience and 
accessibility for our customers and transformed our stores 
from a place to shop to a personal experience.

As we evolve, renovations and co-location stores are a 
major part of our growth strategy. They provide a better 
and more premium selection, added convenience and 
opportunities to showcase Nova Scotia’s growing wine 
and spirits industry. Because of this smart growth:  

•	 The NSLC enjoys a very competitive cost per square 		
	 foot. In short, we’re working smarter for you by providing 	
	 a better service with less overhead.

•	 New stores generate new revenue. When we replaced our
	 Chester store, for instance, sales grew by 8.7% in the first
	 four months alone.

•	� Sales of local, Nova Scotia products have a positive 	
impact on the Nova Scotia economy and helps 
distinguish the province as a destination for food and 
wine enthusiasts from around the world. 

• 	The NSLC has remitted more than $960 million in the 		
	 past three years alone to all three levels of government 	
	 – money used to fund essential public services.
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Building Stores That Work
We recently moved our Chester store from an 
aging, outdated store to a bright new facility 
located next to a local grocery store. The beautiful 
store plays tribute to Chester’s yacht-racing 
tradition, adds a new level of convenience for 
area shoppers, and offers a greater selection.  
As a result, sales have increased and more 
shoppers are buying within their community 
instead of traveling beyond for selection. Our new 
stores are designed to create a sense of discovery 
and reflect the unique characteristics of the 
communities they serve.
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CULTIVATING SUCCESS HERE AT HOME

Toasting the Success of Nova Scotia Wines
Last year, we carried 147 different Nova Scotia wine articles 
in our stores from 13 different local wineries. We sold over 
74,000 cases of Nova Scotia wine to customers, representing 
over 7% of the total wine we sell. In fact, if Nova Scotia was 
a wine country of its own, it would rank 5th in overall sales, 
outselling established wine-producing countries like Chile, 
Argentina and even France. That is really quite remarkable 
considering the relatively young age of our industry.

Clearly, Nova Scotia has become a growing force in the wine 
industry and an important contributor to our economy. 
In all, Nova Scotia now supports 18 wineries with over 500 
acres of grapevines, contributing more than 850 full-time 
equivalent jobs to the provincial economy. That includes 
indirect jobs in everything from farm equipment sales and 
field help, to marketers, shippers and bottlers.

According to the latest figures:
• We sold 74,650 cases of Nova Scotia wine this year
• Local wines contributed $9,383,749 to our revenues
• Wine revenues overall grew by 6.3%
• The volume of wine sold grew by 3.2%

Wine Sales By Country

CANADA

30.0%

AUSTRALIA

16.9%

USA

11.5%

ITALY

12.1%

NOVA SCOTIA

7.6%
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Today, we sell more Nova Scotia wines than all but four 
countries: Canada, Australia, Italy and the United States.

Net Sales of Nova Scotia wines have 
doubled since 2008, growing from 
$4.4 million to $9.4 million.



Economic Impact of Nova Scotia’s Wine Industry
According to a 2011 study commissioned by the Vintners 
Association of Canada, the local wine and grape industry 
contributed an economy business revenue of $140 million 
to the province, tax revenues of $25.4 million and wages of 
over $30 million, totaling $196.3 million of overall economic 
impact. This includes $22.7 million of indirect revenue 
and $36.5 million of induced revenue.  An average bottle 
of Nova Scotia wine sold generates $17.81 of business 
revenue, $3.22 of tax revenue and $3.90 of wages.

And the best part? The industry is still growing. With so 
much success and opportunity, we are proud to do our 
part to cultivate this unique part of life in Nova Scotia. 
In fact, Nova Scotia wine sales alone have grown from $4.4 
million in 2008 to $9.4 million in 2013.

Nova Scotia Craft Beer
Craft beer is another category that’s turning heads in Nova 
Scotia. In 2012, two new breweries opened in the province: 
Bridge Brewing Co. in Halifax and Big Spruce in Cape Breton. 
With demand rising and dozens of new products on the 
shelf, the category experienced 13% growth for the year, 
resulting in $6.8 million in sales.

Of those craft beers sold, $3.3 million came from Nova 
Scotia-based beers, which grew by 11.3% in terms of sales.  
As a result, one out of every two bottles of craft beer sold 
in our stores now comes from Nova Scotia, with Garrison  
Brewing Company and Propeller Brewery as our top performers. 
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RECENT TRENDS

At the NSLC, we regularly refresh and revise our product 
offerings to suit the changing needs of our customers.
Here are some category highlights for the year 2012-2013:

Rum represents 40% of all spirits sold at the NSLC, and white 
rum accounts for roughly one out of every two rum bottles 
sold. Big gains were made in the fl avoured rum category, 
which grew by 20.1%.  The category was largely driven by 
innovation in fl avoured rums like Captain Morgan Black 
Spiced, Captain Morgan Silver Spiced and Bacardi Oakheart.

Vodka was the second largest segment in the spirits category 
at 25% of total sales. Unfl avoured vodka accounted for 
94% of all vodka sold and grew by a modest 2.6%. Growth 
in fl avoured vodka has been strong, thanks to the cocktail 
trend, growing at 21%.

Whisky sales grew a modest 3% and represents 20% of 
all spirits sold. Canadian whisky is the leader, accounting 
for 68% of all whisky sales. Irish whiskey grew the most at 
32%, followed by American at 11% and single malts at 9%. 
This is consistent with the global trend toward interest in 
small batch craft whiskies.

This year, we added 100 new general list wines and offered 
300 one-time-only products through the Port of Wines festival.

Chilean Wines grew signifi cantly in both volume and 
dollars, thanks to being the feature country of the Port of 
Wines Festival.

American Wines continued to pique the interest of Nova 
Scotians, particularly Californian premium wines.

Nova Scotian Wines continued with their double digit 
growth, with Nova 7, Tidal Bay wines (ten in total) and Jost 
Valley Roads all noted as stand-out successes.

Italian Wines surged to surpass the US as the #3 country in 
terms of volume and dollars. This is attributed to a continued 
focus on education and consumer interest in the origins of 
their favourite grape varietals.

In terms of fl avour profi les, sweeter wines grew in popularity 
among both white and red wines. This included renewed 
interest in Moscatos, Apothic-style reds and sweeter, lightly 
effervescent variations like Nova 7. 

SPIRITS

WINE
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Despite a modest decline in volume of beer sold, revenue 
from beer grew just over 1%. With nearly one out of every 
two dollars spent at the NSLC going to beer products, beer 
continues to be an important category. During the year, 41 
new beers were listed, including eight craft beers.  As part 
of these offerings, we introduced over a dozen new “one-
time-only beers” including six summer/seasonal craft beers. 

To add convenience for our beer customers, we now offer 
walk-in coolers in 39 of our stores, including nine featuring 
our newly rebranded Cool Zone concept.
 
Premium Beer was the highest growth segment, with 
revenues growing by 11%. It now accounts for 14% of the 
NSLC’s total beer sold. New innovative premium beers like 
Michelob Ultra (positioned as a low calorie active lifestyle 
beer) also added to strong premium beer sales growth.

Craft Beer which is included within the premium beer 
segment, continued its double digit sales growth, growing 
by 13%.

Ready-to-drink, or pre-mixed products such as hard 
lemonades remained a popular summer alternative for 
many Nova Scotians. In fact, we sell twice as many ready-
to-drink products in the summer as we do in the winter. 
Although the category is dominated by spirit-based coolers, 
ciders are now beginning to gain market share.
 
Although ready-to-drink products account for just 4% of 
our overall sales, the category benefi ted from 16 new 
product listings, including three new ciders crafted locally
in Nova Scotia – Stutz, Shipbuilders and Bulwark.

Cider was the only segment within this group to experience 
a gain. During the year, sales grew by 23% and cider now 
accounts for 8% of all ready-to-drink sales.
 
Spirit-Based Coolers are well established within this 
category, and account for 85% of ready-to-drink sales.

BEER READY-TO-DRINK
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224.3M$
Dividend returned to the 
province of Nova Scotia

592.9M$
Total sales

13.6M$
Sales increase
over last year

22%
Sales growth of
Nova Scotian wines

760 M$
Total revenue relating 
to economic impact



Exceeding our Goals
The 2012-2013 fiscal year certainly had its challenges. We 
had more than our share of cold, wet weather. An NHL labour 
dispute bit into our beer sales and a lagging economy and 
other economic stresses continued to add pressure on our 
business.

Despite these challenges, we still had a good year in terms 
of performance. Through tight expense controls and sound 
management, we were able to exceed our financial goals 
for the year.  Our earnings from operations was $226.4 
million, which is up by 2.2% from the year prior. 

Year-End Summary by Category
During the year, we made a number of key adjustments 
to our product selection to help bolster sales revenue in 
three out of four product categories. In the end, the only 
category to experience a decline in overall revenue was the 
ready-to-drink segment, which accounted for just 4% of our 
overall sales.

Performance by Area of Business
Retail: The NSLC’s retail sales for the year were $488.9 
million, a 2.9% increase from $475.2 million last year.

Wholesale: The NSLC’s wholesale (restaurants, pubs and 
bars, Private Wine and Specialty Stores and Agency Stores) 
sales for the year were $104.0 million, a 0.3% decrease 
from $104.3 million last year.

Sales to Agency Stores increased 2.7% and licensee sales 
decreased by 2.6%. Private Wine and Specialty Stores also 
experienced a gain, with an overall sales increase of 3.6%.
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Total Sales by Category

FINANCIAL PERFORMANCE

166.0M (2.1%) 1.8% 28%$

123.1M (6.3%) 3.1% 21%$

280.7M (1.1%) 1.2% 47%$

22.9M (0.8%) 1.9% 4%$

VOLUME % OF SALESREVENUE

Spirits

Wine

Beer

Ready-to-
Drink
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A FIVE-YEAR SNAPSHOT

In spite of volume declines over the last several years, sales enjoyed modest growth in part due to a focus on  
offering more premium products.
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Sales by Region
At the NSLC, we group our stores into fi ve geographic 
regions. Sales vary by region and are impacted by a wide 
range of factors, including growth or decline of local 
industries and shifts in population. We have been working 
hard to ‘premiumize’ the shopping experience at our stores 
as customers make the transition to buying less, but buying 
better. This allows us to continue growing our overall sales 
performance, even with slight volume declines.

Operating Expense Ratio
Each year, we measure our operating expense ratio as a 
way to compare our cost of doing business to the revenue 
we collect. This year, that ratio (including amortization and 
depreciation) was 16.6% compared to 16.5% during the 
previous year. Once again, strong expense management 
ensured the healthy maintenance of this ratio.

2012/2013 Net Sales Volume
 % Increase % Increase
Halifax  4.0%  1.0%
Dartmouth  2.2% -1.0%
Northern/Eastern  0.9% -2.0%
Cape Breton  2.2% -0.7%
Valley/South Shore -0.1% -3.5%
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Mystery Shopping Program
How do we ensure that our stores are meeting operational 
standards and maintaining our commitment to customer 
service? The answer is mystery shop research. Throughout 
the year, mystery shoppers visit our stores and take careful 
note of our performance. This year, our scores were 89%, an 
improvement over last year’s score of 88.2%.

Customer Engagement & Satisfaction
In order to run any successful business, it’s always good to 
know what the customer thinks. Every month we survey 
100 customers at random to determine what’s known as a 
‘Customer Satisfaction Index’ or CSI. The CSI looks at a 
total of 23 different aspects of the shopping experience 
that are important to customers, ranging on everything 
from promptness and product knowledge to product selection 
and store cleanliness. Our results showed another great 
year in terms of customer satisfaction. 

Key Performance Indicators
At the NSLC, we use a number of standard retail metrics, or 
Key Performance Indicators (KPIs), to track the performance 
of stores within our network. These KPIs include an evaluation 
of the execution of merchandising and operational standards, 
sales per employee hour and mystery shop scores. 

50% of customers gave us a perfect 
10 out of 10. 

88% gave us an 8 out of 10 or better.

$400

$350

$300
2008     2009    2010    2011     2012    2013

Over the past fi ve years, our sales per employee hour have 
grown from $340 to $420 per hour, marking a signifi cant 
improvement in the effi ciency of our labour costs.
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Sales Per Employee Hour (SPEH)

Measures the effi ciency of our labour costs when compared to our retail sales. 



As the most popular rewards program in the province, we 
saw the program as an opportunity to elevate and improve 
the shopping experience for our customers. Launched across 
our entire retail network in February 2012, the AIR MILES® 
program provides us with valuable data that we use to 
provide better service and to better understand shopping 
patterns. The end goal is to give us the tools to deliver a 
personalized shopping experience, tailored to individual 
customer needs. 

So far, we’ve been enjoying some great results:
• 78% of Nova Scotia AIR MLES® collectors have swiped  
 with us at least once.

• 41% of collectors have swiped with us 10 or more   
 times.
•  Last year we awarded 18.4 million miles to   
 collectors – that’s enough for 2,500 round trips to Italy.

• Over 1,000 products had an AIR MLES® offer at least  
 once during the year – that’s nearly a third of our products.

More than 87%
of Nova Scotian households
have an active AIR MILES® card.
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Committed to Safety
With millions of bottles, cans and pallets traveling 
through our system every year, getting products from our 
suppliers to our shelves is a big task. To make sure it’s 
done safely, we launched a ‘Team of Doers’ initiative that 
looks for new ways to constantly improve the way we 
work. This year we offered five workshops conducted by 
the Worker’s Compensation Board that helped us achieve 
a 31% reduction in lost time incidents. 

Our number one goal for 2012 was to reduce lost time 
incidents in the Distribution Centre by 50%, and reduce 
that by 75% by the end of 2013. So far, the results have 
been extremely positive.

31%
reduction in
lost time incidents

73%
reduction in
days lost

87%
reduction in
Worker’s Compensation claims
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COMMUNITY & CORPORATE 
SOCIAL RESPONSIBILITY

Corporate social responsibility is at the heart of the NSLC.
It’s putting our values into action and incorporating them 
into everything we do. From ethical business practices, to 
protecting the environment, to keeping alcohol out of the 
hands of minors, we are striving to become Nova Scotia’s 
leading corporate citizen while always delivering on our 
legislated mandate.

With 105 retail stores across the province and almost 1,500 
employees, we are a vital part of the communities where 
we work, live and play. As an employer, we require our store 
employees to ensure the safe enjoyment of beverage 
alcohol through a host of social responsibility programs 
such as WE ID. We partner with recognized leaders like 
MADD Canada to bring their high-energy drug and alcohol 
awareness and risk-reduction messages to high schools 
across Nova Scotia; and with the Nova Scotia Salmon 
Association to provide funding for the NSLC Adopt-A-

Stream program working to improve water quality in our 
many lakes, rivers and streams. Supporting the greater 
community, our employees volunteer in every imaginable 
way from firefighting to coaching teams to helping with 
community events. As a responsible corporate citizen, 
we support charities and organizations throughout the 
province with an amazing history of success. Our support in 
staging some of the region’s top musical festivals provides 
financial stability to the events and volunteer opportunities 
for our employees to become even more integrated into the 
fabric of our communities.

The NSLC’s commitment to corporate social responsibility  
lives in the daily lives of our employees, our customers and  
all Nova Scotians. We believe that by working together,  
we can all make Nova Scotia an even better place to live.
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SOCIAL RESPONSIBILITY 

Almost is Too Close 
Almost is Too Close is an anti-binge drinking campaign 
aimed at increasing awareness about the potential harms 
that can occur from irresponsible consumption of beverage 
alcohol. To make it happen, we partnered with fi ve of Nova 
Scotia’s leading universities; Acadia, Saint Mary’s, Mount 
Saint Vincent, King’s College and Cape Breton University 
to deliver this important message to new and returning 
students in September 2012.

After conducting a series of six focus groups around the 
province with 19–25 year olds, it was clear that almost 
everyone had a “close call”  story about either themselves 
or close friends.We developed a series of four videos, each 
depicting a potential dangerous situation that could arrise 
by over-consumption. Teaser materials featuring QR codes 
were placed around campuses to engage with students and 
direct them to either YouTube or Facebook where the videos 
could be viewed. To see the videos, visit myNSLC.com.

Great Big Thanks
At the NSLC, we are committed to promoting both 
responsibility and safety. Each holiday season we produce 
a social responsibility campaign aimed at increasing 
awareness about responsible consumption and, specifi cally 
against drinking and driving. 

This year, we developed a campaign called “Great Big 
Thanks” geared toward our 19-25 year old audience. The 
campaign takes the unique approach of recognizing and 
celebrating the responsible choices made by Nova Scotians 
in fi nding alternate and safe transportation home. 

It features unsuspecting customers who, after a night 
downtown, head home in a taxi we’ve outfi tted with secret 
cameras. Within a few short blocks, the taxi is surrounded 
with a surprise street parade – complete with jugglers, 
acrobats, cheerleaders and confetti – celebrating their 
responsible choice to not drink and drive. To view the 
campaign, visit myNSLC.com. 
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Did You Know?
•  Alcohol consumption in Nova Scotia has been relatively stable in recent years and is consistently lower than the   
 national average.

• Nova Scotia was the third highest ranking province in the recent Reducing Alcohol Related Harms and Costs Report  
 documenting current alcohol policy initiatives across Canada. 



We asked for proof of age
1.2 million times last year. 
Nearly 10,000 customers
were refused service due
to questionable ID.
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SUPPORTING NOVA SCOTIA MUSIC

Nova Scotia has a long and storied tradition with music. 
In fact, in many areas of the province, music festivals are 
must-see events that showcase our incredible breadth 
of local talent while bringing communities to life.

In 2009, in its first year, “Celebrate Nova Scotia Talent” 
celebrated alongside five grassroots community music 
festivals. Today, the program supports over a dozen 
festivals in every corner of the province. Our sponsorships 
have become an instrumental force in enriching a new 
generation of Nova Scotians through music. We’ve also 
expanded our donation component by sponsoring things 
like free shuttle buses at events to promote safety and 
responsible choices.

In 2012-2013, we supported the following festivals:
• Stan Rogers Folk Festival
• Festival of the Straight
• Codstock
• Pugwash HarbourFest
• Harmony Bazaar
• Festival Acadien de Clare
• Dutch Mason Blues Festival
• Lunenburg Folk Harbour Festival
• Hank Snow Tribute
• The NSLC’s Halifax Urban Folk Festival
• Canadian Deep Roots Music Festival
• Nova Scotia Music Week
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A TRADITION OF GIVING BACK

Giving Back To Local Charities
Giving back. It’s something embedded deep within our 
corporate DNA. Each year, our employees raise thousands 
of dollars for local charities and causes. We collect donations 
and put on events. We’ve washed cars and raffled off prizes. 
We’ve given over a million dollars to the IWK Health Centre 
and have locked in a multi-year commitment as the title 
sponsor of the NSLC Adopt-A-Stream program.

Highlights for 2012-2013
This year, employees from every corner of the province have 
joined together to help a number of deserving charities.

United Way
The United Way is dedicated to building stronger communities 
across Nova Scotia. In 2012, we raised over $72,000 for 
United Ways across the province.

IWK Health Centre
Our employees have been raising funds for the IWK Health 
Centre for over 35 years, collecting an incredible $1.7 million 
for the beloved charity. This year, our employees did it again, 
raising more than $200,000 through a wide range of 
fundraisers to break last year’s record. 

Cash Cans for Change
If you’ve got spare change, we’ve got a can for that. We’ve placed 
cash cans at our registers to help put your small change to 
big use, helping registered charities with their fundraising 
goals. During the period of this report, over $40,000 was 
raised for organizations such as the Alzheimer Society 
of Nova Scotia, the Heart & Stroke Foundation, Special 
Olympics Nova Scotia, the Nova Scotia Hearing and Speech 
Foundation, and the Canadian Breast Cancer Foundation 
Nova Scotia Division.

300$
thousand

1.7
million

$
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That’s the amount of
liquid waste that goes
to Nova Scotia Landfills. 
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ENVIRONMENT

We are dedicated to minimizing our impact on Nova Scotia’s environment. 
Today, we have a wide range of programs designed to reduce our footprint on 
everything from how our buildings are constructed to how we dispose of our 
waste. It’s a commitment that spans every aspect of our business, from 
shipping and warehousing right up to our retail stores and Head Office. We see 
it as one smart choice at a time that together, can add up to some big changes.      
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If there’s one thing history has taught us, it’s that protecting 
our watersheds is a lifelong journey. Over the past few 
years, we’ve joined forces with the Nova Scotia Salmon 
Association as a five-year title sponsor of the NSLC Adopt-
A-Stream program.

Working with groups like the Nova Scotia Salmon Association, 
together we’ve helped restore over 1 million square metres 
of aquatic habitat throughout Nova Scotia. This community-
based watershed stewardship program helps protect, repair 
and improve the aquatic habitats of local wetlands, lakes, 
streams, rivers and estuaries in every corner of the province 
while enhancing fish and wildlife populations. 

As part of our five-year commitment, we will be donating 
a total of $500,000, delivered in annual installments. The 
funds are earned directly from a special promotion in NSLC 
stores called the ‘Eco Event’. Each April, we select a unique 
group of products that customers can purchase to help this 
wonderful cause. With each purchase, a donation by the 
supplier from those items is poured directly into the NSLC 
Adopt-A-Stream fund.

The Eco Event is a great way for customers to show their 
support and make the choice for a more sustainable water 
ecosystem.  Customers can feel good knowing that their 
purchases have a direct impact on the health of our water 
and our communities.

Through funding from the NSLC Adopt-A-Stream program, 
the Sackville River Association has been able to complete 
several significant projects over the past five years, including 
work at Thompson Run in Hammonds Plains. Thompson Run 
is a 600m stretch that was restored with its natural curves, 
bends and pools – features that make life better for fish while 
helping to curb erosion. 

As part of our success in 2012, we: 
• restored 128,779 square metres of stream habitat
• re-established 54 kilometres of fish passage 
• planted 10,614 stream-side trees
• created 99 seasonal field jobs
• contributed 6,474 volunteer hours
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78,600
Number of trees planted along riverbanks as part 
of the NSLC Adopt-A-Stream program since 2009.
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GREENHOUSE GASSES

One way we measure our impact on the environment is 
through greenhouse gas emissions. Since 2008, Stantec has 
monitored our carbon footprint with an operational control 
approach. This approach requires accountability for 100% 
of the greenhouse gas emissions we produce as a result of 
business. The report includes:

1)	Direct greenhouse gas emissions caused by the 		
	 consumption of energy.

2) Indirect greenhouse gas emissions caused by the 	 	
	 production of electricity we consume.

3) Other greenhouse gas emissions caused by 	 		
	 transportation including trucking and shipping.

This year, we are proud to say that our emission levels 
continue to trend downward as we become more energy 
efficient. The reduction of energy consumption has been 
the key to our success with GHG emissions. Our new build 
and construction renovation program is committed to 
energy reduction with equipment and material choices 
made to achieve higher building performance.  We also 
studied and tested various energy-reduction efforts to 
retrofit our systems across our existing network of retail 
stores, Head Office and Distribution Centre. 

Additionally, we partnered with Efficiency Nova Scotia to 
be ‘first mover’ for new programs to further reduce energy 
consumption. Upgrades were completed to several stores 
which were outfitted with new efficient T8 fluorescent 
tubes. We also changed our track lighting to LEDs and 
adopted new controls to cycle evaporator fans in our walk-in 
refrigerated beer areas.

Further, we identified additional energy conserving upgrades 
for our Head Office and Distribution Centre with work to be 
completed to reduce systems use after hours and provide 
more efficient automation. Efforts such as these contribute 
to delivering on our goal of reducing the 2008 energy 
consumption total by 15% by the end of 2015, which we’ve 
now exceeded.

2008	     2009	         2010          2011         2012

24,781
24,345

22,264 22,229

19,997

NSLC Total Emissions Summary 
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Tacoma Drive, 
Dartmouth93%

Joseph Howe Dr.,
Halifax94%Downsview Plaza, 

Sackville95%

Tantallon /  
Bayers Lake, Halifax92%

Bridge Plaza, Dartmouth /  
Portland Street, Dartmouth /  
Mill Cove91%

Distribution Centre88%

74% Head OfficeClyde St., Halifax84%

At the NSLC, we define Zero Waste as the diversion of 95% 
of our solid waste materials from Nova Scotia landfills. This 
ambitious goal is in effect at our Head Office, Distribution 
Centre and six stores within the Halifax Regional Municipality.

In practical terms, that means we’ve removed all desk-
side trash cans and introduced waste sorting stations that 
promote recycling and composting. The net result is a new 
level of consciousness and commitment to dealing with all 
waste responsibly.  
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ENVIRONMENTAL TARGET STATUS UPDATE

uSHORT-TERM TARGETS
Take 10% of stores to Zero Waste by end 
of 2013.

Achieve Zero Waste (95% diversion) at our 
Head Office and Distribution Centre by 2015.

uSTATUS
80% complete. Zero Waste is now deployed at our Head Office, Distribution 
Centre and six stores.

This year we have achieved a 74% diversion rate at our Head Office and 88% 
diversion at our Distribution Centre.

uMID-RANGE TARGETS
By 2015, reduce overall energy consumption
by 15% compared to 2008 levels.

By 2015, reduce overall solid waste disposal 
rate by 20% compared to 2008 levels.

uSTATUS
Efforts are now underway to reach this target and results today indicate 
success.

Waste disposal rates vary widely based on individual locations. However, 
overall waste audit results indicate that in stores where Zero Waste initiatives 
have been put into place, this objective is on track for 2015. For example, our 
Head Office’s initial waste audit was 58% diversion and is now at 74%. This is 
an overall improvement of 16%.

uLONG-TERM TARGETS
By 2020, reduce Greenhouse Gas Emissions 
by at least 10% compared to 2008 levels.

Use renewable energy sources for 25% of 
electricity needs by 2020.

uSTATUS
2008 GHG emissions were 24,781 tCO2e. 2013 emissions are 19,997 tCO2e 
representing an overall decrease of 4,784 tCO2e. This equates to a 19.3% 
reduction in overall GHG emissions. 

We will maximize our use of renewable energy sources as they become 
available throughout the province and become more cost-effective. Currently, 
we are using renewable energy sources in six stores, primarily in the HRM area.
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In a business that depends so much on glass bottles, it’s 
no surprise that once in a while, some things break or 
crack. But have you ever wondered what happens to the 
alcohol inside when those bottles get damaged? It doesn’t 
go down the sink, in a bag or down the drain. Instead, 
that alcohol begins a new life, thanks to some innovative 
advances in recycling.

At stores throughout Nova Scotia, our “waste alcohol” as 
it’s known, is collected and stored on-site while awaiting 
pickup from one of our recycling partners. Once picked up, 
the alcohol is combined with other waste materials and 
ultimately processed into biodiesel. That biodiesel is then 
used to fuel everything from farm equipment to vehicles. 
It’s just one of the many ways we’re working to minimize 
our impact on the Nova Scotia environment. 

EVER WONDER HOW WE HANDLE 
ALCOHOL FROM DAMAGED BOTTLES? 
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MESSAGE FROM THE CHAIR

Under the guidance of the Board of Directors, the NSLC 
celebrated many successes, including a ground-breaking, 
$224.3 million dividend returned to the people of Nova 
Scotia.  We did it all with an unwavering commitment to 
sustainability and social responsibility that puts the NSLC 
among the most innovative of its kind in Canada.

This past fi scal year, the Minister responsible for the 
Liquor Control Act and for the NSLC, the Honourable 
Maureen MacDonald, introduced amendments to the Act. 
The amendments required us to add two new members to 
further strengthen our board’s diverse skills and experience. 
With the terms ending for two of our existing board members, 
that left a total of four new board positions available. 

In addition, the Act was also amended to create the new role 
of Vice Chair to assume a leadership role in times when the 
chair may be unavailable. 

In all, our new members bring a tremendous wealth of 
experience and knowledge. I would like to personally 
welcome Sarah Campbell, Valerie Payn, Allan Rowe and
Paul Kent to the NSLC. 

I would also like to congratulate Bret Mitchell, President 
and CEO, on receiving his fi fth Atlantic Business Magazine’s 
Top 50 CEO Award this year. Nominees are judged based on 
their corporate, community and industry involvement, their 
company’s growth and their ability to respond to business 
challenges with strong leadership. 

On behalf of the Board, I would like to thank the Government 
of Nova Scotia and the Honourable Maureen MacDonald 
for their ongoing support. As the NSLC continues to benefi t 
from an engaged and dedicated team, I look forward to 
delivering on our the objective outlined in the Five-Year 
Strategic Plan 2010-2015 and working toward furthering 
our corporate sustainability with the entire NSLC team in 
the upcoming year.

Sherry Porter
Board Chair, NSLC Board of Directors 
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Back Row (left to right): 

Hoyt Graham, VP Store Development & Facilities
Tim Pellerin, VP Marketing & Merchandising
Bret Mitchell, President & CEO
Greg Beaulieu, VP Communications & Corporate Secretary
Danny MacMillan, VP Operations
Roddy Macdonald, VP Human Resources

Front Row (left to right): 

Brad Doell, VP Supply Chain & Procurement
Dave DiPersio, VP Finance and Information Technology

EXECUTIVE TEAM

During the year, the NSLC executive team was restructured to improve effi ciencies. With two fewer executives, additional 
responsibilities were given to two of our executives. Greg Beaulieu assumed the NSLC’s communications and corporate social 
responsibility efforts, while Dave DiPersio absorbed the company’s IT portfolio. For a complete look at our executive bios, 
please visit myNSLC.com.
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BOARD OF DIRECTORS

The main responsibility of the NSLC’s Board of Directors is 
governance. The Board is accountable to the government, as 
Shareholder, in setting the strategic direction of the business 
as well as overseeing the overall performance of the NSLC.

The Board of Directors and its Chair are appointed by 
Order in-Council on the recommendation of the Minister 
responsible for the Administration of the Liquor Control 
Act.  All voting members of the Board are independent 
of management, except for the President and Corporate 
Secretary; none of which are NSLC employees. All have 
first-hand knowledge of finance, business, entrepreneurship 
and retail practices. Together, the board members have 
the balanced mix of skills and experience needed for their 
stewardship role and for setting the future direction the 
Corporation should take.

The Liquor Control Act sets out the Board’s purpose, 
responsibilities and duties. Like other Crown Corporations, 
the NSLC is subject to other laws such as the Privacy 
Act, Freedom of Information, and Federal Acts such as 
the Customs Act, Excise Act, Canada Revenue, Private 
Importation of Alcoholic Beverages and CRTC regulations 
with regards to TV and radio advertising.

Top row (left to right):

Sarah Campbell
John MacKinnon

Second row:

Sue Payne
Greg Beaulieu
Elizabeth Cody

Third row:

Frank Elliott
John Carter

Fourth row: 
Valerie Payn
Dave DiPersio
Sherry Porter

Bottom row:

Paul Ken
Bret Mitchell
Allan Rowe 
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FINANCIAL HIGHLIGHTS

For the twelve month period ended March 31, 2013.

NOTE: Prior year sales have been adjusted to reflect a change in the reporting classification of 
certain vendor revenue.  This had no impact on reported earnings.

	 2013	 2012

Spirits	 $166,049,783	 $162,577,720 

Wine	 $123,111,946	 $115,832,636 

Beer	 $280,737,766	 $277,750,460 

Ready-to-Drink	 $22,920,029	 $23,093,738 

Non-liquor	 $123,369	 $116,094 

Total Sales by Category	 $592,942,893	 $579,370,648 

Earnings for the Year	 $226,386,159	 $221,454,229 

Sales Volume (Hectolitres)	 $804,707	 $810,728
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50 See accompanying notes to the financial statements.
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TOTAL REMITTANCE TO GOVERNMENT

$324,744,515

Government of Canada	 $54,913,338	 Harmonized Sales Tax

	 $29,362,588	 Excise & Customs

Government of NS	 $13,785,977	 Environmental Assessment

	 $224,260,977	 Dividend to Shareholder

Municipalities	 $2,421,635	 Municipal Property Taxes

	 $324,744,515	 Total



93 Chain Lake Drive
Halifax, Nova Scotia  B3S 1A3

T: 902.450.5874
TF: 1.800.567.5874 mynslc.com


