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• 

• 

• 

Financial  Operational Business 

To provide a financial sum-

mary of wineries by segment.   

To provide operational      

information  around inventory 

and production, and            

employment.  

To provide analysis on the 

business climate, including 

tourism activity and challeng-

es facing sectors.  
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Total Sales Number of Respondents 
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 Profitability and Financial Position 

Income and Expense Statement 2022      

 
$0-

.499M 
0.5M-

$1.99M 
$2M-
4.99M 

$5M-
9.99M $10M+ 

Wine Sales (VQA) $'s 45% 62% 66% 69% 35% 

Wine sales (non-VQA) $'s 5% 2% 1% 0% 60% 

External Grape Sales to another processor (wine 
grapes only) $'s 4% 0% 0% 0% 0% 
Merchandise Sales ($'s) 2% 3% 2% 1% 1% 
Hospitality Sales ($'s) 7% 9% 3% 4% 1% 

Onsite food and wine service sales ($'s)  19% 11% 8% 17% 2% 
Other Revenue ($'s) 11% 5% 11% 4% 1% 

Provincial Grants and Program Revenues ($'s) 6% 7% 8% 4% 1% 
TOTAL 100% 100% 100% 100% 100% 

Transport and Warehousing -2% -3% -3% -2% -3% 

Retail Programs -2% -1% -3% -1% -2% 

Raw Materials including grapes, juice, etc ($'s) -15% -15% -11% -15% -16% 

Salary and Labour Payroll (arm's length) ($'s)  -30% -18% -15% -19% -6% 

Salary and Labour Payroll (non-arm's length) ($'s)  -7% -4% -6% -1% 0% 
Packaging ($'s)  -5% -8% -6% -7% -8% 

Other Direct Manufacturing Expenses ($'s)  -9% -3% -4% -8% -3% 

TOTAL COST OF GOODS SOLD -70% -52% -49% -55% -38% 
Gross Margin 30% 48% 51% 45%      N/A 

Sales and Marketing Expenses -4% -7% -12% -13% -19% 

Contribution after sales and marketing 26% 41% 39% 32% 43% 

Utilities -3% -2% -1% -1% -1% 

General and Administrative Expenses (arms Length) 
($'s)  -17% -6% -7% -9% -20% 

General and Administrative Expenses (non-arms 
Length) ($'s)  -1% -2% -3% -1% 0% 

EBITDA 6% 31% 28% 21% 22% 

Depreciation and Amortization from Income State-
ment ($'s)  -12% -10% -9% -8% -17% 

EBIT -7% 21% 18% 13% 3% 

Interest expense (enter as a positive number ($'s)  -3% -3% -8% -2% -5% 
Interest income ($'s)  4% 0% 0% 0% 0% 

Other non-Grape Income ($'s)  15% 7% 4% 5% 0% 

Other non-operating income (enter as positive number 
for a gain and negative number for a loss) ($'s)  1% 1% 1% 3% 5% 

Foreign Exchange Gain/(loss) (enter as positive num-
ber for a gain and negative number for a loss) ($'s)  0% 0% 0% 0% 0% 

Profit/(loss) before tax 12% 27% 16% 19% 2% 
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Average Full Time Equivalents (FTE) 
Winery Size $0 - 0.499M $0.5M-1.99M $2M - 4.99M $5M - 9.99M $10M+ 

Full Time           3              4             8            16           73  
Full Time 
Seasonal           6              5            10            11          67 
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Wine Sales Detail 2022      

 Winery Size (2022 Sales) 

 
$0-

0.499M 
$0.5M-
1.99M 

$2M-
4.99M 

$5M-
9.99M $10M+ 

Wine Sales by Channel (VQA and Non-VQA)           

LCBO Sales  12% 23% 29% 28% 31% 

Direct Delivery to Licensee 12% 14% 14% 17% 4% 

Winery Retail Store 72% 58% 50% 43% 36% 

Farmers' Market 1% 0% 0% 0% 0% 

Sales to Other Provinces 1% 3% 3% 11% 27% 

Export Sales  2% 2% 4% 1% 2% 

Total  100% 100% 100% 100% 100% 

      

Wine Product Type (VQA and Non-VQA)           

Table Wine 88% 91% 88% 89% 91% 

Sparkling Wine Sales 6% 5% 5% 6% 4% 

Ice Wine Sales 1% 2% 5% 2% 1% 

Other Grape Sales 3% 1% 0% 2% 2% 

Other non-Grape Sales 2% 2% 3% 0% 3% 

Total  100% 100% 100% 100% 100% 

      

Wine Formal (VQA and Non-VQA)           

Packaged Wine 99% 97% 99% 99% 99% 

Bulk Wine 1% 3% 1% 1% 1% 

Bulk Juice 0% 0% 0% 0% 0% 

Total  100% 100% 100% 100% 100% 



 

 14 

Wine Sales by Product Type and Wine Format 2022 (sales dollar per litre) 
 Winery size (2022 sales) 

 $0M - $4.99M 
$0.5M - 
$1.99M 

$2M - 
$4.99M 

$5M - 
$9.99M $10M+ 

Wine Product Type (VQA 
and Non-VQA)           

Table Wine 25 18 18 20 7 

Sparkling Wine 27 27 24 33 10 
Ice wine 47 6 88 106 51 
Wine Format (VQA and 
Non VQA)           

Packaged Wine 23 18 18 20 7 

Bulk Wine 5 2 6 3 2 
Note: figures in the above table represent sales dollars per litre, excluding taxes, levies 
and fees.   

The graph shows the percentage of wine sales by type: table wine, sparkling wine, 

ice wine, other grape sales, and other non-grape sales.  Table wine has the highest 

sales across all  segments.  

 

The wine sales by product type and wine format table above shows a large decrease in table wine by 

sales dollar per litre in the $10M+ segment, and a lower proportion of ice wine sold in the $0.5M—

$1.99M segment.  
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Ranking of Relative Importance of 
Global Export Markets 2022 

 Ranking of Relative Importance of Canadi-
an Export Markets 2022  

$0M - 0.499M 

1. Asia  

$0M - 0.499M 

1. Quebec 

2. Europe*  2. Atlantic 

3. South America*  3. British Columbia 

4. Oceania*  4. Prairies 

5. Africa*    

   

$0.5 - 1.99M 

1. Quebec 

$0.5M - 1.99M 
1. Asia  2. Prairies 
2. Europe*    3. Atlantic 

3. North America*  4. British Columbia 

     

$2M - 4.99M 

1. Asia  

$2M - 4.99M 

1. Quebec 

2. Europe*  2. Prairies 

3. North America*  3. British Columbia 

     

$5M - 9.99M 

1. Asia  

$5M - 9.99M 

1. Quebec 

2. North America  2. Prairies 

3. Europe  3. Atlantic 

     

$10M + 

1. Asia  

$10M + 

1. Prairies  

2. North America  2. Quebec 

3. Europe  3. British Columbia 
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 Winery Sales 2022 

 $0 - 0.499M $0.5M - 1.99M $2M - $4.99M $5M - $9.99M $10M+ 
Annual number of 
transactions at regis-
ter 

                           
9,040   11,034       21, 844         26,856  99,002  

Estimated number of 
annual visitors 

                         
19,875     26,837  

            
59,838          60,867  

            
175,385  

Conversion rate 
(transactions at regis-
ter/annual visits) 45% 41% 37% 44% 63% 
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Wine Type $0 - 0.499M $0.5M-1.99M $2M - 4.99M $5M - 9.99M $10M+ 

Table Wine Bulk          36,827       74,936      264,203       350,920   6,858,815 

Table Wine Packaged          30,370        57,952       170,146       316,881   2,379,351 

Table Wine Juice         1,583                   -                      -                      -                     -    

Total Table Wine          68,781      132,888       434,349       667,801   9,238,166 
Icewine Bulk and Pack-
aged       921        1,307          2,600      2,600      154,592 
Other Grape Wine Bulk 
and Packaged        402         782      1,968        34,515     198,346  

Sum of Average          70,105      134,978       438,917      672,370   9,590,104 

The Inventory and Production Table shows the average litres of wine produced per busi-

ness, showing that table wine is the most abundantly produced.   
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Wine Production Detail 
by Winery Size (2022 
Sales) $0M-$0.499M $0.5M-1.99M $2M-4.99M $5M-9.99M $10M+ 

Average litres of wine 
produced      26,303        58,042      194,868      286,355     8,767,907 

Average maximum pro-
duction capacity based 
on cooperage*      56,309      112,836      317,283      467,375     9,863,750 

Utilization 47% 51% 61% 61% 89% 

The table above shows winery production detail by litres. Higher production utilization was reported from 

wineries in the larger segments. Lower utilization suggests that there is unused capacity relative to demand.   

*Cooperage is a container used for making or storing wine  
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The 2022 Wine Performance Study was conducted by the Government of Ontario in support of the 

Ontario wine sector. It provides regular updates to help wine organizations to continuously improve, 

build resiliency, and  understand strengths, weaknesses and opportunities by sales segment.  The 

report highlighted financial, operational, and business information based on the 100 survey respond-

ents.   

 

Overall findings showed that Asia is the top ranked international export market,  wineries heavily rely 

on tourism, and most wineries across all segments provide wine tastings and tours for guests. Table 

wine is the most abundantly produced type, and the main sales channel for wineries is through their 

winery retail stores.  Taxation is a recognized challenge across all segments.  


