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HAVANA CLUB

The premiere brand Cuban rum was developed by
order of the Spanish Crown in the 19" century.
Havana Club carries on the tradition in the cellars
of San José. This rum has just one ingredient —
fresh molasses from Cuban sugar cane. Its fla-
vours and aroma are the product of a century-old
tradition of afejamiento (aging), with alternating
phases of blending and aging in old barrels made
from white American oak. all under the watchful
eye of the Maestros Roneros.

THE STORY OF ALCOHOL
Alcohol, a universal language

A word

that comes from
the English
“rumbullion”,
gx/oz'c/o means
commotion,
uproar’.
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CALURE Russian, Polish

T or Swedish, vodka
is first and foremost a symbol

of purity.

ABSOLUT WARHOL.

“Absolut Rent Bréannvin”
was the masterpiece of an
exceptional entrepreneur,
Lars Olsson Smith, in
1879. At the age of 23, he

| started his own business
in Stockholm. Since it was
first exported in 1979,
every one of the legendary
hottles of Absolut, the
world’s foremost Premium
vodka, has been produced
in a single location, the
distillery of Ahus in southern
Sweden.
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Malibu, the number one coconut flavoured rum in the
world, traces its roots to Barhados, where rum has been
distilled since the 17" century.

The world’s bestselling coffee liqueur, Kahlia gets its
delicate, nuanced flavour from the finest coffee beans,
1007 Arabica grown in the Mexican state of Veracruz. They
are hlended with a subtle chocolate note to bring out the
fullest flavour.
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AgaVE ® Slow growing plant with abundant sap in the
springtime, used by Spanish conquistadores to make mezcal.
Blue or tequilana agave is used to make tequila.

Blend ® A mix of eaux-de-vie that are aged and/or have
different provenances. Most cognacs (also known as coupes)
and whiskies (blends) are examples.

DIStIllate ® Eau-de-vie collected as it leaves the directly
heated or continuous column still.

DOUble dIStIllatlon ® A wine with 8% alcohol dis-

tilled in a still will produce an eau-de-vie of 20% alcohol. A
second distillation brings the distillate to around 60% to 70%
alcohol.

Grall'l eaU'dE'Vle ® Alcohol produced by the dis-

tillation of grains.

Wlne eaU'dE'Vle ® Alcohol produced by the dis-

tillation of wines (e.g., cognac, armagnac).

Grande Champagne and Petite Champagne o

The two most prestigious appellation d’origine contrdlée zones
producing wines used in making cognac (there are six in all).

e Les Alcools du Monde, Gilbert Delos, les Editions Hatier, 1993

Malt ® Barley whose starch has started to change into su-
gar during the germination process. Germination is halted
by drying in kilns, furnaces surmounted by pagoda-shaped
chimneys that are usually fuelled by peat (which gives Scot-
tish whisky its smoky taste). In Ireland, an airtight seal on the
kiln’s floor prevents the malt from taking on a smoky flavour.

MOlaSSES ® By-product of the sugar refining process.

AngElS' Share ® The amount of eau-de-vie lost by

evaporation through the wooden walls of casks and barrels
(up to 3% -4% of the total volume a year).

Phlegm ® Liquid produced by the first distillation of
grain or molasses or more generally fermented syrups. In ad-
dition to alcohol, it contains essential oils, ethers, etc.

Phyuﬂxe - N parasitic aphid that feeds on the cellu-
lar sap from the roots it infests. It produces galls on the leaves
and tuberosities on roots. Sap no longer circulates in the af-
fected root systems which gradually die, destroying the vine
within a few years.

Rectlflcatlon ® Redistillation of an eau-de-vie for the

purposes of increasing its purity and enhancing its alcohol level.

Siolograpny

e ['art des Alcools a travers le monde, Gordon Brown, Hachette Livre, 1996 — Translation of Classic Spirits of the World, 1995 Prion (Multimedia

Books) Limited, 1995

o Célébration des alcools, Raymond Dumay, La Table Ronde collection, Editions Stock, 2008
e Une histoire mondial du vin— De ['Antiquité a nos jours, Hugh Johnson, Pluriel, Hachette, 1990 — Translation of The Story of Wine, Mitchell Beazley

Publishers, 1989
® Drink — A social history, Andrew Barr, Pimlico, 1998

e Encyclopédie des vins & alcools de tous les pays, Alexis Lichine, Bouquins collection, Robert Laffont, 1985
e Histoire de ['alcool, Pierre Fouquet and Martine de Borde, Que sais-je ?, Presse universitaire de France, 1990
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GET YOUR ISLAND ON RESPONSIBLY.
ALWAYS DRINK IN MODERATION.

Adverstisment published in United-States

SRANDS
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Distinctively

contemporary

With a new platform for the Malibu brand worldwide and
a novel advertising campaign for Kanlda, a fresh wind Is
olowing through Malibu-Kanlda International and it is taking
consumers into uncharted waters.

m\/alou

Malibu-Kahlda International has
introduced a new platform for the
Malibu brand, based on the slogan
“Get Your Island On”. Combining
an advertising campaign and numer-
ous initiatives around the world, this
platform is inspired by the brand’s
Caribbean origins. “Malibu invites
consumers to take a different approach to

life. The “Get Your Island On” attitude
encourages a playful, sociable lifestyle.
It reinterprets the Caribbean image in a
contemporary, inventive, dynamic way,
while keeping a bumorous, light-hearted,
bappy take on things.” explains Cyril
Claquin, Sr VP Global Marketing for
Malibu-Kahlda International. The
slogan has been well received all over
the world.

The campaign has been distributed
through television and cinema ads in
nine countries: the United States, the
United Kingdom, Ireland, the Neth-
erlands, Canada, Hungary, Belgium,
Portugal and Greece. It has also been
featured in the press and on posters,
on-trade, and in the retail travel seg-
ment, which has given it a growing
global presence.
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Making good use of the new media

In September 2008, “Get Your Island On”
moved into the digital universe. The Malibu
brand introduced a new interactive website,
www.malibu-rum.com. With exotic music,
a virtual sea as background, and an animat-
ed pelican hosting the home page, the site
combines all the traditional island images,
inviting the web surfer to plunge into the
world of the Caribbean. In addition to stan-
dard functions (product information, etc.),
the site offers imaginative new experiences,
like the virtual Malibu bar. Visitors can
get information on Malibu
cocktails from a bartender
and receive video training
sessions, as well as cocktail
recipes that they can send to
their friends.

“Malibu consumers are so-
ciable. They like to have fun,
but they’re also on the look-
out for mew techmologies,”
explains Colin Westcott-
Pitt, Malibu Global Brand
Director at Malibu-Kahlda
International. “It’s important
for Malibu to interact with its
consumrers in the virtual world
in a contemporary, appealing
way, in the spirit of the brand’s
image and mindset.”

In autumn 2008, Malibu
introduced its biggest online
campaign to date. Developed
jointly by Pernod Ricard UK
and the Internet provider Yahoo!,
a weekly on-line “Get Your Island On”
program enlivens Malibu’s international
platform, with video content presented
by the British comedian Tom Price. A
new episode will be released each week
for a six month period on the website
www.getyourislandon.co.uk.
Malibu-Kahlda International has some ambi-
tious plans for Malibu in 2009. “We’re going
to strengthen our presence in new media,” em-
phasizes Colin Westcott-Pitt. “The consumer
spends a lot of time on the internet staying in
touch with friends. The brand wants to share in
these conversations.” M
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“Get Your Island On”
conquers the world...

Numerous marketing initiatives were
launched worldwide in 2007-2008 to
celebrate the spirit of the new platform
built for Malibu. >>>>

Canadians gathered on Toronto Island
to celebrate the first day of summer 2008.

They spent an evening under the stars,
enr:ym; Malibu cockiails and the music
of Les Bedouin Soundclash.

: it 3 ¥

events, German consumers can count on During the sur;lmers of 2007 and 2008,

being able to operate on Caribbean time world famous DJs set enthusiastic crowds
during year-end festivities. humming with “Malibu Sunset Socials”.

- NG - -
Encouraging consumers to adopt
the “Get Your Island On” spirit, a special
edition of the magazine 10 was dedicated
to the most beautiful island vacation spots.

Malibu teamed up with O'Neill, the legendary
surfing gear brand, for events and in-store
tastings to promote the “Get Your Island On”
message.




43 American cities celebrated the slogan
“Get Your Island On” to the sound of drums,
and sampled an abundance of coconut
products.

In a series of hilarious screen videos, the
comedian Tom Price urged the UK to adopt
the Malibu spirit.

Entertainment events arranged in ski
resorts proved that the island spirit can
even weather snow. ..

Malibu held a party on the roof of Lisbon's4

Cultural Centre, inviting musicians,

breakdancers amll‘glgglig? bartenders
—n

to flaunt their tale forﬂ‘_etling that

indispensable accessory, the tip-flop.

L

i

Inan inernet contest, Dutch consurﬁers
could give their own flip-flops the new
Malibu look.

ULAND aB€T" C7ECH REPUBLIC
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Consumers in the Czech Republic discovered
new Malibu media, including Bluetooth
content, during promotional events.

m<anlua

Encouraging consumers to “explore
their curiosity”, Kahlda launched a
new worldwide advertising campaign
featuring Pre-Columbian rulers to
evoke the brand’s origins. The
“Explore Your Curiosity” campaign
introduced the consumer to a world
of discovery with an touch of offbeat
humour in each ad. “Kabliia has pro-
moted its Pre-Columbian origins in its
advertising since it was created in Mex-
ico in 1936,” explains Melissa Frank,
Global Director of the Kahlia brand with Malibu-Kahlda International.
“Explore Your Curiosity’ is a contemporary take on this tradition.”

After successful launches in North America and Australia, the campaign
was extended to European and Asian markets in November 2008.
For Kahlda, the world’s bestselling coffee liqueur, New Year celebra-
tions are an important time. This year, Pernod Ricard USA under-
took significant investments in advertising to strengthen the brand’s
presence in television and the printed media, including magazines
such as National Geographic Traveler and Sports Illustrated. A series
of promotional events will be organized in bars and lounges in major
US cities. Using the theme of “Just Curious”, these events will feature
the brand’s representatives, games, and promotional materials, with
the opportunity to discover new Kahlida cocktails, including Kahlda
sparkling iced coffee. “The “Fust Curious” campaign is an excellent way
to showcase Kabliia and offer consumers new ways to use the product in
easy-to-make cocktails that can be enjoyed in bars or at home with friends,”
adds Melissa Frank. W

Kahlias website

The brand also invites consumers to “explore their
curiosity” on the new website www.kahlia.com. It echoes
the brand’s novel advertising campaign and features the
exotic world of Pre-Columbian Mexico. The website raises
the curiosity of web surfers by including a number of
interactive features, including a video challenge testing
their knowledge of Kahlia cocktails. At a virtual bar,
they find answers to their queries on the brand and information on various Kahlda cocktails,
from the most traditional to the most novel. Finally, the site offers an opportunity to write an
entertaining anecdote about Kahliia on a virtual napkin to send to friends. Website visitors
can share information from the site by sending recipes for cocktails, suggestions for evening
get-togethers, and ideas for exotic trips — all with just a simple click.
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NEWS

Pernod

Ricard leads

as winner

of the IWSR
007 Elite

Brands List

Pernod Ricard is proud to announce that
the Group led the winners of the 2007
Elite Brands* list announced by IWSR.
IWSR (International Wine and Spirit
Record) provides data on world alcohol
consumption in terms of volumes

and sales. Its annual Elite Brands List
awards promote the spirit brands that
have posted strong, consistent growth
in sales volume in a broad range

of markets.

Pernod Ricard was the group with the
largest number of winning brands. Six
of its brands were recognized, double
the number of the two competitors next
in the rankings. Among the brands that
IWSR cited, Absolut was in third place.
Awards were also given to Chivas Regal
(9" place), Malibu (11%). Havana Club
(138™), Jameson (15"), and Martell (17%).
In announcing its awards, the IWSR
singled out Jameson as “the only Irish
whiskey included in the rankings”.
IWSR also hailed the performance

of Malibu, a brand that “has taken
advantage of its growing popularity”.

* To be included in the awards, a brand must sell
over a million cases, with over 40% sold in one or
two regions outside its primary market, and post a
cumulative annual growth rate of over 5% during
the last five years.
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pheric

by Mumm”
bubbles

of light

or yearend
celebrations

G.H. Mumm has a surprise for yearend
celebrations: the designer Frangois—Xavier
Balléry has created a design as novel as it
is luxurious: “Spheric by Mumm”.
Another innovation from Pernod.

Truly works of art, the five “Spheric

by Mumm” designs are giant, timeless
bubbles made of Murano glass blown
around each of the bottles of the

G.H. Mumm product line. Available in five
different designs and colours, they are
intended to turn any place they appear
into an exceptional venue, distinguished
by refined, subtle luxury.

The effect is a magical sense of lightness
and purity — a faithful rendition of the
world of G.H. Mumm. The “Spheric

by Mumm” bubbles are available

at the Grande Epicerie in Paris beginning
in November 2008. Suggested pricing
for one ball is €3,500, and €17,500

for five.

Beefeater

introduces
11s super-
Premium
Beefeater 24
gin in the
purest

London style

On 30 October 2008, Beefeater unveiled
its super-Premium gin, Beefeater 24,

at an impressive international
introductory event held in London

at Syon House, the residence

of the Duke of Northumberland.

Over 400 celebrities and international
media figures from around the world
gathered to celebrate the new London
gin, in an extravagant, contemporary
setting that recalled the Vauxhall
Pleasure Gardens of 19th century
London. The costume ball organized

for the occasion evoked an era when
Londoners gathered to share a meal,
enjoy a drink and entertain themselves
in a fairyland, just a stone’s throw away
from the current location of the Beefeater
distillery.

Beefeater 24 is the product of almost
two years of work directed by Desmond
Payne, Beefeater’s master distiller.

The new gin is distilled in the heart

of the British capital. It is prepared using
12 natural plant extracts with a rare
blend of teas. “Working with new natural
plants including Japanese sencha,
Chinese green teas and grapefruit zest,
we have produced a real success story.
In the end, we created a new London
gin that is a tribute to its city of origin,”
declared Desmond Payne at its
introduction.




201 years
after the
irth o
Becherovka,
Jan Becher
introduces

Becherovka
Lemond

On 18 September 2008, Pernod Ricard’s
Czech subsidiary, Jan Becher, introduced
a new spirit named “Becherovka Lemond”.
This offshoot of Becherovka, the world-
famous bitters that originated in the Czech
Republic, Becherovka Lemond is made
with the flavourings of Original Becherovka
and uniguely enhanced with lemon for

a delicate, subtle taste.

“We have been working on this new
product since 2003, as part of a long term
strategy to revive the Becherovka brand,”
declared Eric Cizek, Marketing Director
for Jan Becher. “The impeccable quality
and respect for our heritage were
imperative considerations for us.” Like
Original Becherovka, Becherovka Lemond
is made in a single location: the town of
Karlovy Vary. Its recipe is a closely guarded
secret. Its packaging is contemporary

and inviting. The Becherovka Lemond
bottle has two distinctive features:

the glass is specially finished for a frosted
effect and the label is set directly into

the bottle.

On 5 November 2008, Havana Club
announced the British launch of its
Premium Cuban Barrel Proof rum

in fashionable bars and selected

points of sale.

The preparation of this new rum is
based on techniques for making aged
rums, giving it a robust character and
rich aroma. Created by the master

rum maker of Havana Club, Don José
Navarro, Cuban Barrel Proof is bottled
directly from the cask. It is then aged for
about 10 years, giving it a unique smoky
flavour.

“Cuban Barrel Proof represents all the
expertise of Havana Club’s superior
quality rums. It is related to the brand’s
Premium associations and offers clients
and consumers an additional choice in
the fast-growing gold rum category,”
explains Vlastimil Spelda, Marketing
Director for spirits at Pernod Ricard UK.
“It is perfect for a short, sophisticated
cocktail like an Old Fashioned or

El Presidente that showcase the smoky
flavours of the rum.” Havana Club
Cuban Barrel Proof has already gained
worldwide recognition, including a Gold
Medal at the San Francisco World Spirit
Awards in 2008.
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ALCOHOL ABUSE IS DANGERQUS T0 YOUR HEALTH. PLEASE ENJOY IN MODERATION.





