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INNOVATION, KNOW-HOW AND ENTHUSIASM 

It gives me great pleasure to present the 2010–2012 Strategic Plan of the Société des alcools du Québec. 

The result of an extensive consultation process involving managers, unionized employees and partners, 

this strategic plan is an accurate expression of the SAQ’s defining characteristics: innovation, know-how 

and enthusiasm.

Because they are centred on customers and partnerships and will enable the SAQ to leverage its expertise, 

the orientations contained in our 2010–2012 plan are the logical extension of the actions we have 

taken in recent years. The progress accomplished and results obtained following the publication of the 

2004–2009 Strategic Plan now enable us to set new objectives for going even further. While the efforts 

made in recent years have allowed the SAQ to turn in a solid financial performance, raise its produc-

tivity and increase both its market share and customer satisfaction, the coming years will be devoted 

to enriching the customer experience and setting new standards. In addition, the SAQ plans to stand 

out through its agility and ability to adapt quickly to new retailing requirements and to take advantage 

of opportunities that arise. The SAQ also intends to achieve these objectives while maintaining its 

sustainable development initiatives, commitment to responsible consumption and contributions to 

Quebec’s various communities.

This plan comprises four main strategic orientations and 14 priority areas. Through it, all SAQ employees, 

including senior management, reaffirm their commitment to providing good service to the people in 

all of Quebec’s regions by offering a wide range of quality alcoholic beverages.

Resolutely focused on the future, the SAQ intends to continue accompanying Quebecers on their fasci-

nating and rewarding exploration of the world of wines and spirits. To accomplish this, it will offer a 

continuously renewed selection of products and welcome customers in attractive outlets where advisory 

service and support make a difference in the shopping experience and contribute to the satisfaction of 

an increasingly inquisitive and informed clientele. 

Philippe Duval 

Chief Executive Officer 

enthusiasm

“the natuRe OF the 
PRODuCts it seLLs 
ensuRes that the saQ 
is PaRt OF the JOYFuL 
mOments that maRK 
QueBeCeRs’ LiVes. this 
enORmOus PRiViLeGe 
sPaRKs in us a RaRe 
taste FOR eXCeeDinG 
eXPeCtatiOns.”

KnOw-hOw

“the saQ has neVeR 
hesitateD tO inVest  
in tRaininG tO DeVeLOP 
emPLOYees’ taLents 
anD sKiLLs. this 
tasK is OnGOinG. we 
aRe COuntinG On 
the KnOw-hOw OF 
OuR emPLOYees tO 
COntinue FORGinG the 
saQ OF tOmORROw.”

innOVatiOn

“at the saQ, innOVatiOn 
is a FunCtiOn OF  
tRuLY unDeRstanDinG 
neeDs. we stuDY new 
tRenDs anD stimuLate  
CReatiVitY. that  
is hOw we haVe BeCOme 
the BenChmaRK in 
manY FieLDs.”

messAGe FROm The 
ChIeF eXeCuTIVe OFFICeR 
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The mandate of the Société des alcools  
du Québec is to sell alcoholic beverages.  
Its mission is to provide good service  
to Quebecers in every region of the province 
by offering a broad range of quality products. 

The SAQ operates in a highly regulated 
industry. The main laws governing the 
alcoholic beverage trade are the:

Importation of Intoxicating Liquors Act 
(R.S., 1985, c. I-3), Act respecting Liquor 
permits (R.S.Q. c. P-9.1) and Act respecting 
Offences relating to alcoholic beverages 
(R.S.Q. c. I-8.1). 

The SAQ’s 2010–2012 Strategic Plan  
presents a new vision that will enable  
the company to leverage its expertise.

the saQ: 
a wORLD 
LeaDeR 
in the 
seLeCtiOn 
anD saLe OF 
wines anD 
sPiRits.
To achieve this, the SAQ will rely on the  
innovativeness, know-how and enthusiasm  
of its employees.

Six values guide the SAQ in managing its 
business. They form the basis of the company’s 
culture and inform employees’ decisions 
regarding customers, colleagues and partners.

ENTHUSIASM
The communicative enthusiasm that SAQ 
employees share for the world of wines and 
spirits, service and the advice provided to 
customers.

rESpEcT
The recognition we show for others and their 
contributions. 

rESpONSIbIlITy
Fully assuming our role as business  
professionals, in particular by prudently 
managing public funds, committing to our 
sustainable development objectives and 
applying our sales ethic. 

INTEgrITy
Working with a constant concern for  
transparency and honesty.

cOOpErATION
Working as a team, pulling in the same 
direction, moving toward the same goal.

bAlANcE
What we seek to achieve between our 
commercial responsibility and our social 
responsibility. 

The sAQ: 
mIssION

 
VIsION

 
VALues

the sOCiÉtÉ Des aLCOOLs Du QuÉBeC tODaY has  
a netwORK OF 414 OutLets anD 398 aGenCies aCROss 
QueBeC. it emPLOYs sOme 7,000 PeRsOns anD DOes 
Business with 2,500 suPPLieRs aROunD the GLOBe. 
in 2008–2009, it ReCORDeD the Best ResuLts in  
its histORY, with net saLes OF $2.4 BiLLiOn anD
net eaRninGs OF $806 miLLiOn.

 
CONTeXT ANd ChALLeNGes

the uncertain economy

 the significant changes seen in customer behaviour and expectations

the rapid pace of technological change

 pressure from the business environment

 worldwide competition for products

employee retirement 

 the public’s growing expectation that businesses be more socially responsible 

 the possible slowdown in the growth of alcoholic beverage sales in quebec 

Examining the context in which the SAQ operates reveals several challenges and issues that will affect its 
business in the coming years. Notable among them are:
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the unCeRtain  
eCOnOmY

The economic troubles buffeting countries around the globe have also 
had an impact on the retail trade in Canada and Quebec. Job losses and 
uncertainty about the future are likely to continue shaking consumers’ 
confidence in the economy, leading them to alter their shopping habits 
and focus more on saving. Even before the year is over, institutions are 
predicting that the Quebec retail sector will grow 2.0% in 2009, compared 
with 5.8% in 2008.1 It is also difficult for experts and economists to 
accurately predict when the recovery will begin. As its strategic plan 
covers the fiscal years 2009–2010 to 2011–2012, the SAQ cannot ignore 
this economic reality and must exercise caution. In the past, economic 
downturns have often resulted in a slowdown at the SAQ. That was notably 
the case during the severe recessions of the 1980s and 1990s.

Determined to hold its own and further increase its share of the Quebec 
retail market, the SAQ will intensify its efforts to differentiate itself through 
the quality of the experience it delivers to customers. It will accomplish this 
by, among other things, relying on advisory service, continuously renewing 
its product offering and selling products at a wide range of price points.

the siGniFiCant ChanGes seen 
in CustOmeRs’ BehaViOuR anD 
eXPeCtatiOns

In retailers’ ongoing battle for a share of consumers’ discretionary 
spending, a new factor must be taken into account: customers’ higher 
expectations. In a phrase, consumers’ behaviour and expectations are 
rapidly changing. Their demands are increasing as well as becoming more 
sophisticated. To attract and retain customers, retailers must be bolder and 
more creative and to provide outstanding service. This applies equally to 
the SAQ. Its monopoly status in no way lessens its need to differentiate 
itself.

For many years, the SAQ has enjoyed customer satisfaction ratings 
on the order of 95%. Determined to maintain this high level, the SAQ 
intends to ensure it is able, in the coming years, to reach out to new 
customer segments and meet their emerging expectations: a pronounced 
taste for exploration and discovery; personalized service; access  to rare 
and exclusive products; access to Web-based services; and so on. To do 
this, the SAQ will launch relational marketing projects that spotlight the 
features of its products and services and allow for differentiated handling 
of the various client segments. This will also ensure that the SAQ is well 
positioned to take advantage of business opportunities favoured by the 
practice. In addition, the SAQ will continue its personnel training efforts 
and equip employees with tools designed to assist them in encouraging 
customers to take advantage of the opportunities for discovery made 
available to them. 

the RaPiD PaCe OF  
teChnOLOGiCaL ChanGe

New technology has made its presence felt in retailing. Among other 
things, retailers can now create and maintain new external communication 
channels as well as tools for collaborating within the organization.

The growth in online shopping and increased access to commercial sites 
have transformed the art of doing business and communicating with 
customers in recent years. Technological change has reached the retailing 
industry, which finds itself forced to adapt to the trend that has so quickly 
seduced their various customer segments. Today’s consumers increasingly 
control what they watch, and they are hungry for information-rich content. 
For many, the Internet has become the reference tool of choice, a tool 
that abounds in possibilities: ads, news, information, promotions, virtual 
stores and online services. But the Internet also eliminates borders and 
the distance between markets even as it facilitates comparison and opens 
the door to scepticism and doubt. Like every other retailer, the SAQ is 
being called on to change how it does business in order to connect with 
Web-savvy customers.

Technological change also creates an opportunity that retailers like 
the SAQ can take advantage of in the day-to-day management of their 
operations. Besides appealing to the young generation of employees, 
new tools integrating the participatory and collaborative Web facilitate 
exchange between divisions and offer potential productivity gains.

In its communications with outside audiences as well as in its activities 
inside the organization, the SAQ intends to seize the opportunities 
arising from these developments. Accordingly, it will devote energy to 
implementing Web strategies and Web-based tools. The intranet and the 
www.saq.com website will be updated to incorporate new-generation 
architectures.

PRessuRe FROm the  
Business enViROnment

The business environment in which the SAQ operates is also changing 
at breakneck speed. Everything is in flux. The SAQ imports products 
from more than 60 countries; maintains relations with more than 2,500 
suppliers; deals with the evolving global winemaking scene; lists more 
then 11,000 products, including more than 1,000 new items each year; 
and completes some 50 million transactions annually. The organizational 
pressures on logistical processes, product procurement, sales practices 
and the social environment are increasing. Such rapid change requires 
players to be extremely agile and flexible. The best performing companies 
are those that evolve in harmony with their business environment and, 
often, that succeed in staying ahead of trends, in initiating change. The 
SAQ is determined to be part of this wave. 

Over the last few years, the SAQ has significantly updated its organizational 
philosophy and reviewed its processes. Change management is now geared 
to performance and partnership. Productivity gains have been achieved 
and a close collaborative relationship proposed to partners in the alcoholic 
beverage industry and the unions, these latter organizations playing a key 
role in the company’s growth.

In the coming years, aware that the environmental pressures inside and 
outside the company will not decrease, the SAQ will continue to focus 
on streamlining its operational processes, improving its benchmarking 
activities, increasing its flexibility and developing its partnership approach. 

1.  The Conference Board of Canada,
Provincial Outlook Economic Forecast, 
Spring 2009
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wORLDwiDe COmPetitiOn  
FOR PRODuCts

It appears that Quebecers are not alone in their taste for discovery and 
access to rare and prestigious wines. Interest in the finest wines, renowned 
estates and “hot” producers is worldwide. A major buyer if ever there were 
one, the SAQ is facing unprecedented competition on the world stage, 
especially from buyers in emerging countries. The pressures in the supply 
chain are many, and swift execution and flexible business relationships 
are the order of the day.

The SAQ intends to maintain and increase its purchasing power and 
fruitful, trusting relationships with the most sought-after producers. 
Present worldwide and increasingly solicited for its expertise, the SAQ 
will remain alert to opportunities and continue its work on the ground 
with longstanding and new-wave producers alike. 

emPLOYee RetiRement

Not all the challenges and issues facing the SAQ in the coming years will 
originate outside the company. One major challenge will arise internally 
when a significant number of SAQ employees retire. Specifically, nearly 
a third of the government corporation’s workforce will be eligible for 
retirement in the next five years. Related to demographics, this major 
shift will not be a problem, provided a smooth transition is planned. 
It is therefore essential for the SAQ to attract new talent and provide a 
stimulating work environment. This will be all the more important as a 
large number of employers will be searching for these rare gems at the 
same time.

As an employer, the SAQ will rely on the efficient transfer of knowledge 
and the enterprising management of replacement personnel while ensuring 
that the younger generation of employees is equipped with state-of-the-art 
work tools.

the PuBLiC’s GROwinG eXPeCtatiOn 
that Businesses Be mORe sOCiaLLY 
ResPOnsiBLe

Corporate social responsibility rises from the relationships that companies 
maintain with all their stakeholders: employees, customers, suppliers, 
shareholders and the community. Only a few decades old, the concept 
has gained considerable currency among citizens and consumers, many of 
whom now take an active interest in the social and environmental records 
of the companies that provide them with products and services. No longer 
is it enough for businesses to optimize their financial performance, they 
are also expected to adopt diverse objectives and act as good citizens. The 
pressure on organizations and companies is accordingly greater.

The SAQ has successfully integrated sustainable development principles 
into its operations. Deeply involved in glass recovery for more than two 
decades, the SAQ had no hesitations about taking the next step. In 2008, 
it became one of the first public organizations to publish a sustainable 
development action plan. At the beginning of 2009, it made a powerful 
statement by eliminating single-use bags from its outlets. Through its 
donation and sponsorship policy, the SAQ is involved with communities 
across Quebec. Lastly, the government corporation actively promotes 
responsible drinking by enforcing its sales ethic and taking part in the 
Éduc’alcool program. 

In coming years, the SAQ will finish implementing its sustainable 
development action plan, support the activities of Quebec’s many 
communities and maintain its high ethical standards in the area of sales. 

the POssiBLe sLOwDOwn in  
the GROwth OF aLCOhOLiC BeVeRaGe 
saLes in QueBeC

According to the latest statistics, the average Quebecer consumes some 20 
litres of wine a year,1 a 7.5% increase from 2006, the year of the preceding 
survey. In terms of absolute alcohol, Quebecers consume 8.2 litres per 
person per year. In short, Quebecers’ consumption of alcohol is well 
within the Canadian average and well below that observed in several 
other countries. Consequently, it remains possible to increase alcohol 
sales in Quebec without giving rise to the various social problems related 
to abusive consumption. 

However, these statistics should not be divorced from demographic data. 
Quebec’s population is aging and alcohol consumption by the SAQ’s 
customer base is expected to decline gradually in the coming years. 
According to the Institut de la statistique du Québec, persons age 65 and 
over will account for 24.4% of the population in 2026.2 As the succeeding 
generations are less populous, these consumers will not be fully replaced. 
In short, the statistics point to a possible slowdown in the growth of 
alcoholic sales in Quebec, at least for the next decade. 

To properly plan its medium- and long-term activities and continue paying 
larger dividends, the SAQ will carefully study additional potential revenue 
streams in various markets. Of course, exploring these new opportunities 
must never detract from the SAQ’s raison d’être: the Quebec market. 

1.  Statistics Canada, CANSIM Table 183-0006, 
The Control and Sale of Alcoholic Beverages in Canada

2. Institut de la statistique du Québec, 
 Perspectives démographiques Québec et régions, 2001–2051, 
 2003 edition
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FuRTheR dIFFeReNTIATe
The CusTOmeR eXPeRIeNCe
the saQ intenDs tO stanD aPaRt FROm OtheR  
RetaiLeRs thROuGh the QuaLitY OF its PRODuCt  
PORtFOLiO, the QuaLitY OF the shOPPinG eXPeRienCe  
it OFFeRs anD the VisuaL QuaLitY OF its OutLet  
netwORK—aLL imPORtant asPeCts in CustOmeRs’ eYes.

priority area

MOrE TArgETED  
SErVIcE STANDArDS

Well acquainted with its customer base, the 
SAQ will develop services and initiatives that 
target the various segments making it up. 

priority area

A WEbSITE THAT SUppOrTS  
IN-STOrE SHOppINg

Already offering a website dedicated to wine 
and spirits sales that is among the most 
appreciated and visited in the world, the SAQ 
intends to expand online access to content  
and services.

priority area

IMplEMENTINg A rElATIONAl  
MArKETINg plAN

The SAQ intends to respond to its various 
customer segments in search of differentiated 
services. To do so, it will develop relational 
marketing projects.

obJectives

 › Optimize the strategic product offering 
through category management.

 › Become a discovery facilitator in outlets  
and develop the sales culture.

obJectives

 › Offer additional value-added  
services online.

obJectives

 › Develop interactive and personalized 
connections with an increasing number  
of customers.

1

sTRATeGIC ORIeNTATIONs

mAke The ORGANIZATION mORe AGILe IN 
ORdeR TO ReACh The hIGhesT sTANdARds

seeKinG tO eVOLVe in haRmOnY with—anD haVe 
an inFLuenCe On—its Business enViROnment, 
the saQ wiLL COntinue its eFFORts tO imPROVe 
its PRODuCtiVitY, FLeXiBiLitY anD aGiLitY.

priority area

IMprOVINg THE rATIO OF OpErATINg 
EXpENSES TO NET SAlES

The SAQ will continue gradually increasing its 
productivity while providing superior service 
to its customers.

priority area

SIMplIFyINg THE  
prOcUrEMENT prOcESS

To offer a renewed line of specialty products, 
the SAQ will implement processes for 
managing diversity and small volumes.

priority area

TAlENT AND SUccESSION MANAgEMENT 
prAcTIcES IN A MOTIVATINg WOrK 
ENVIrONMENT

To ensure it has an effective succession strategy 
for dealing with the approaching wave of 
retirements, the SAQ will implement practices 
designed to attract and retain new talent.

obJectives

 › Optimize business processes after bench-
marking against other companies.

 › Group together all permit holder (restau-
rateur) and private import activities.

 › Streamline administrative processes that 
have an impact on operations.

 › Optimize the allocation of human resources 
in the outlets.

 › Establish a management culture more 
strongly focused on disciplined financial 
performance.

obJectives

 › Make the purchasing and negotiation 
processes more flexible.

obJectives

 › Improve work attendance.

 › Strengthen the personnel performance 
management culture.

 › Implement the succession process at other 
levels of management.

 › Implement practices that favour attracting 
and retaining employees.

 › Implement practices that favour workforce 
planning and the transfer of knowledge.

 › Optimize the intranet as a tool for commu-
nication and collaboration.

2
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CONFIRm The sAQ’s RePuTATION  
As A sOCIALLY ResPONsIBLe COmPANY
haVinG inteGRateD sustainaBLe DeVeLOPment  
PRinCiPLes intO aLL its OPeRatiOns, the saQ  
wiLL steP uP its aCtiVities ReLatinG tO  
enViROnmentaL PROteCtiOn, COmmunitY DeVeLOPment 
anD the PROmOtiOn OF ResPOnsiBLe COnsumPtiOn.

priority area

THE ENVIrONMENTAl IMpAcT  
OF OpErATIONS

The SAQ’s concern for protecting the 
environment is longstanding. Deeply involved 
in glass recovery, the SAQ will develop other 
initiatives to help maintain the planet’s health.

priority area

A SOcIO-EcONOMIc pArTNErSHIp  
WITH QUEbEc’S cOMMUNITIES

To embody the best practices, the SAQ will 
increase its participation in the activities of 
Quebec’s various communities.

priority area

THE SAlES ETHIc AND THE prOMOTION  
OF rESpONSIblE cONSUMpTION

Seeking to reiterate its commitment in this 
area, the SAQ will continue raising awareness 
among its employees and the public while 
maintaining its involvement with Éduc’alcool.

obJectives

 › Increase energy efficiency and energy savings 
in all operations.

 › Stimulate innovation and the development 
of organic beverages and eco-practical 
containers.

 › Promote environmentally responsible 
behaviour to all stakeholders.

obJectives

 › Increase the company’s allocation for 
donations and sponsorships.

obJectives

 › Intensify efforts to achieve the highest 
standards in applying the sales ethic in 
outlets.

 › Continue our actions to inform the various 
publics and company personnel about 
responsible consumption.

3

priority area

pArTNErSHIp WITH THE UNIONS

Pleased to be able to count on its employees’ 
commitment, the SAQ will maintain its 
approach based on cooperation and structured 
bargaining.

priority area

pArTNErSHIp WITH  
SUpplIErS AND AgENTS

Having created a climate of mutual trust with 
players in the alcoholic beverage industry 
in recent years, the SAQ intends to continue 
its discussions and become more agile and 
accessible.

Also, as allowed by commercial agreements, 
the SAQ will continue its efforts to market 
Quebec-made artisanal alcoholic beverages.

priority area

AN INTEgrATED STrUcTUrE 
FOr MANAgINg THE cOMpANy’S 
pErFOrMANcE

To better manage its efforts to continuously 
improve its processes, the SAQ will systemati-
cally integrate performance indicators into  
its management.

obJectives

 › Maintain the current structured  
partnership approach.

obJectives

 › Work with partners to streamline  
business processes.

obJectives

 › Implement integrated dashboards.

2
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eXPeCTed FINANCIAL ResuLTs

projections: 2009-2010 to 2011-2012
(in millions of dollars)

 
2009-2010     Variation 2010-2011     Variation 2011-2012     Variation

Gross sales 3,064  1.0% 3,199  4.4% 3,359  5.0%

Net sales 2,450  1.3% 2,559  4.4% 2,689  5.1%

Gross earnings 1,292  1.3% 1,352  4.6% 1,418  4.9%

Operating expenses 479  2.1% 498  3.9% 515  3.6%

Net earnings 813  0.8% 854  5.0% 902  5.7%

Capital expenditures as forecast  
in the Strategic Plan  7.2  7.4  7.8 
Estimated total capital expenditures  58.8  52.4  52.8 

Ratios
 Gross margin  52.7%  52.8%  52.7%
 Operating expenses to net sales  19.5%  19.4%  19.2%
 Net earnings to net sales  33.2%  33.4%  33.5%
 Human resources to net sales  13.5%  13.3%  13.2%

deVeLOP New GROwTh PAThs wIThIN 
The ALCOhOLIC BeVeRAGe INdusTRY
ReCOGniZeD FOR its eXPeRtise in sPeCiFiC niChes  
BY PLaYeRs, COmPanies anD staKehOLDeRs in OtheR  
maRKets, the saQ wiLL eXamine the POssiBiLitY 
OF inVestinG in new maRKets BY OFFeRinG 
aCCess tO its KnOw-hOw anD ResOuRCes.

priority area

DEplOyINg cUrrENT prODUcTS AND 
SErVIcES IN NEW MArKETS

Already in demand, the SAQ will be open to 
leveraging its advanced know-how to generate 
additional revenue. 
 

priority area

NEW NIcHES IN NEW MArKETS

With a view to the long term, the SAQ will 
examine business paths likely to generate 
long-term revenue, while ensuring that Quebec 
remains the focus of its operations.

obJectives

 › Explore, analyze and implement projects 
that leverage the company’s main skills to 
generate short-term revenue.

obJectives

 › Explore and analyze means of generating 
additional revenue.

4
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PeRFORmANCe INdICATORs

strategic OrientatiOns priOrity area perfOrmance indicatOrs 1-year target 3-year target

cOMpANy pErFOrMANcE Budgeted gross sales (in millions of dollars) $3,064.0 $3,358.9

Net earnings as a percentage of net sales 33.2% 33.5%

o1
FUrTHEr DIFFErENTIATE 
THE cUSTOMEr EXpErIENcE

1.1 More targeted service standards Product catalogue renewal rate 10.0% 10.0%

Average satisfaction rate (Enthusiast, Connoisseur and Discoverer segments) ≥ 95% ≥ 95%

Average satisfaction rate (Social Drinker, Regular, Young Trendsetter and Occasional Drinker segments) ≥ 95% ≥ 95%

1.2 A website that supports in-store shopping Percentage of customers who agree that SAQ.com contributed to their in-store shopping experience N/A N/A

1.3 Implementing a relational marketing plan Number of active customers potentially targetable by relational marketing 150,000 300,000

o2
MAKE THE OrgANIZATION MOrE AgIlE 
IN OrDEr TO rEAcH THE HIgHEST STANDArDS 

2.1 Improving the ratio of operating expenses to net sales Ratio of operating expenses to net sales 19.5% 19.2%

2.2 Simplifying the procurement process Average procurement lead time for batch-ordered specialty products N/A N/A

2.3 Talent and succession management practices 
in a motivating work environment

CSST contribution rate $2.15 $ $1.65 

Work attendance rate N/A N/A

Number of hours of training in the sales network 65,000 78,000

Organizational mobilization index (OMI) N/A N/A

2.4 Partnership with the unions None N/A N/A

2.5 Partnership with suppliers and agents Percentage of suppliers and agents satisfied with their business relationship with the SAQ 73.0% 78.0%

2.6 An integrated structure for managing the company’s performance None N/A N/A

o3
cONFIrM THE SAQ’S rEpUTATION AS 
A SOcIAlly rESpONSIblE cOMpANy

3.1 The environmental impact of operations Energy efficiency in SAQ-owned buildings (GJ/m2) 1.0186 0.9783

Energy efficiency of the SAQ-owned truck fleet (litres/100 km) 42 L / 100 km 42 L / 100 km

3.2 A socio-economic partnership with Quebec’s communities Investment in donations and sponsorships as a percentage of net earnings 0.8% 0.9%

3.3 The sales ethic and the promotion of responsible consumption “Mystery customer” success rate 100% 100%

o4
DEVElOp NEW grOWTH pATHS WITHIN 
THE AlcOHOlIc bEVErAgE INDUSTry

4.1 Deploying current products and services in new markets  Additional income N/A N/A

4.2 New niches in new markets None N/A N/A
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summARY TABLe
MISSION
The mandate of the Société des alcools du Québec is to sell alcoholic beverages. Its mission is to provide good service to 
Quebecers in every region of the province by offering a broad range of quality products.
 

VISION
The SAQ’s 2010–2012 Strategic Plan presents a new vision that will enable the company to leverage its expertise.
The SAQ: a world leader in selecting and selling wines and spirits
To achieve this, the SAQ will rely on the innovativeness, know-how and enthusiasm of its employees.

strategic OrientatiOns priOrity area Objectives perfOrmance indicatOrs 1-year target 3-year target

cOMpANy pErFOrMANcE Budgeted gross sales (in millions of dollars) $3,064.0 $3,358.9

Net earnings as a percentage of sales 33.2% 33.5%

o1
FUrTHEr DIFFErENTIATE 
THE cUSTOMEr EXpErIENcE

1.1 More targeted service standards • Optimize the strategic product offering through category management Product catalogue renewal rate 10.0% 10.0%

• Become a discovery facilitator in outlets and develop the sales culture Average satisfaction rate (Enthusiast, Connoisseur  
and Discoverer segments)

≥ 95% ≥ 95%

Average satisfaction rate (Social Drinker,  
Regular, Young Trendsetter and Occasional  
Drinker segments)

≥ 95% ≥ 95 %

1.2 A website that supports in-store shopping • Offer additional value-added services online Percentage of customers who agree that SAQ.com 
contributed to their in-store shopping experience

N/A N/A

1.3 Implementing a relational marketing plan • Develop interactive and personalized connections with an increasing 
number of customers

Number of active customers potentially targetable  
by relational marketing

150,000 300,000

o2
MAKE THE OrgANIZATION MOrE AgIlE 
IN OrDEr TO rEAcH THE HIgHEST STANDArD 

2.1 Improving the ratio of operating expenses to net sales • Optimize business processes after benchmarking against other com-
panies 

Ratio of operating expenses to net sales 19.5% 19.2%

• Group together all permit holder (restaurateur) and private import 
activities

• Streamline administrative processes that have an impact on operations

• Optimize the allocation of human resources in the outlets

• Establish a management culture more strongly focused on disciplined 
financial performance 

2.2 Simplifying the procurement process • Make the purchasing and negotiation processes more flexible Average procurement lead time for batch-ordered 
specialty products

N/A N/A

2.3 Talent and succession management practices 
in a motivating work environment

• Improve work attendance CSST contribution rate $2.15 $1.65 

• Strengthen the personnel performance management culture Work attendance rate N/A N/A

• Implement the succession process at other levels of management Number of hours of training in the sales network 65,000 78,000

• Implement practices that favour attracting and retaining employees Organizational mobilization index (OMI) N/A N/A

• Implement practices that favour workforce planning and the transfer 
of knowledge

• Optimize the intranet as a tool for communication and collaboration

2.4 Partnership with the unions • Maintain the current structured partnership approach None N/A N/A

2.5 Partnership with suppliers and agents • Work with partners to streamline business processes Percentage of suppliers and agents satisfied with  
their business relationship with the SAQ

73.0% 78.0%

2.6 An integrated structure for managing the company’s performance •  Implement integrated dashboards None N/A N/A

o3
cONFIrM THE SAQ’S rEpUTATION AS 
A SOcIAlly rESpONSIblE cOMpANy

3.1 The environmental impact of operations • Increase energy efficiency and savings in all operations Energy efficiency in SAQ-owned buildings (GJ/m2) 1.0186 0.9783

• Stimulate innovation and the development of organic beverages and 
eco-practical containers

EEnergy efficiency of the SAQ-owned truck fleet 
(litres/100 km)

42 L / 100 km 42 L / 100 km

• Promote environmentally responsible behaviours to all stakeholders

3.2 A socio-economic partnership with Quebec’s communities • Increase the company’s allocation for donations and sponsorships Investment in donations and sponsorships  
as a percentage of net earnings

0.8% 0.9%

3.3 The sales ethic and the promotion of responsible consumption • Intensify efforts to achieve the highest standards in applying the sales 
ethic in outlets

“Mystery customer” success rate 100% 100%

• Continue our actions to inform the various publics and company 
personnel about responsible consumption

o4
DEVElOp NEW grOWTH pATHS WITHIN 
THE AlcOHOlIc bEVErAgE INDUSTry

4.1 Deploying current products and services in new markets • Explore, analyze and implement projects that leverage the company’s 
main skills to generate short-term revenue

Additional income N/A N/A

4.2 New niches in new markets • Explore and analyze means of generating additional revenue None N/A N/A
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