








Champagnerie
M LMY | Milan, Italy

Situated in the heart of the “Quadrilatero della Moda”, Milan’s busy fashion district, the Champagnerie Mumm
has a fairly plain décor, in typical Champagne style. Mumm Cordon Rouge is served in magnificent high
champagne glasses, to release the full flavours of this vintage champagne.
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¢ The leading spirits market in the European Union
experienced slightly declining volumes, but remained stable in
terms of value. It is dominated by the importance both of retail
purchasing (75% of total volumes) and of local, inexpensive
brands (65% of supermarket volumes). Nevertheless, continued
growing demand for global spirits brands offers strong growth
potential in the long term for Pernod Richard Deustchland.
Present in this market for twenty years, the subsidiary is the
market leader there today.

For the first time, Ramazzotti became the leading spirits brand
by sales value in the supermarket sector. Havana Club, second
brand in the portfolio, registered double-digit volume growth
(19%) and is well on the way to becoming the leader in the
international rums category. ABSOLUT, which perfectly fills
out the company’s Premium portfolio, also experienced robust
growth (+18%) in an extremely competitive environment.
Strong volume growth for Malibu (+11%), The Glenlivet
(+20%) and Jameson (+14%) complete the picture of a solidly
performing company.

# Despite a difficult environment, Pernod Ricard Hellas
performed well and succeeded in increasing its market share in
Greece. Chivas Regal maintained its leadership in its segment,
Havana Club held the growth record for spirits, and ABSOLUT
gave the subsidiary uncontested leadership in the vodka segment,
with 36% of the market. The strong brand portfolio offers good
growth potential for the Greek subsidiary.

& ABSOLUT was successfully integrated
throughout the Central European region, gaining five points
more than the stated volume objectives (+13%). All the core
brands gained market share over the competition. In Switzerland,
Ballantine’s now holds 32.9% of the market, and Havana Club
14.8%.

In the Czech Republic, the Becherovka brand gained 3.4% of the
market, reaching 36.4%. This expansion is partially due to the
successful launch of Becherovka Lemond. Present in 72% of major
supermarkets, and with no less than 65% brand recognition, this
product already holds 5% of the bitters market.

In the other countries of Central Europe, whiskies have
demonstrated spectacular growth:

+ in Romania, Ballantine’s sales rose by 19%;

« in Hungary, Ballantine’s gained market share and strengthened
its leadership;

+ in Bulgaria, Jameson’s dynamic performance continued: the
brand increased sales by 46% by volume, outperforming the
market.
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Europe (except France)

@ Belgium appeared to more easily rise
above the general European downturn. Havana Club exhibited
continued fast-paced growth, particularly for Especial, helped
by a new adversiting campaign which strongly boosted brand
awareness. Ricard remained the subsidiary’s flagship product,
and experienced an excellent year in 2008/09, increasing annual
pastis consumption by some 6%.

In the Netherlands, white spirits have shown remarkable growth.
The rise of ABSOLUT clearly outpaced the market overall, and
Havana Club was supported for the first time by television and
film advertising.

@ Pernod Ricard Travel Retail Europe
is the second largest wine and spirits operator in the European
Travel Retail market. Despite the depressed economic situation
and its strong impact on passenger traffic, Pernod Ricard Travel
Retail Europe was able to pursue its aim of raising visibility
and awareness of Pernod Ricard core brands through effective
initiatives such as the exclusive launch of Beefeater 24 at London’s
Heathrow airport and the successful implementation of the “In
an Absolut World - no destination is impossible” campaign in
several European airports.

Emerging markets

& Wyborowa vodka registered 17% growth in volume
in Poland, twice as fast as the reference market. Wyborowa
successfully integrated Vin&Sprit’s operations, to become the
third vodka brand in terms of sales on the Polish market. The
whiskies segment also demonstrated real success, with the
remarkable growth of Ballantine’s (+19%), which is rising towards
leadership of the whisky segment.

# Despite the very strong negative effects of the economic
crisis, Pernod Ricard Rouss registered sales growth of 3% in
value, and maintained its leadership by gaining one point of
market share by value. This performance was mainly driven
by an overhaul of the company’s portfolio strategy, which aims
to focus resources on priority brands, and support them with
innovative marketing. In this way, most of the core brands (Chivas
Regal, ArArAt, Jameson, Martell, etc.) gained between one and
two points of market share over their competitors. Among the
innovations, ArArAt brandy, the trademark Armenian brandy,
increased brand awareness by making its film debut in the
Russian blockbuster “Newsmakers”. The brands enhanced their
Premium image by association with well-known celebrities and
artists, and by increasing their visibility in fashionable locations.
Finally, Pernod Ricard Rouss multiplied contacts with consumers
by entering the realm of film and luxury magazines, as well as
the arts world through Moscow museums.

| 2008/2009 ANNUAL REPORT |



United Kingdom
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In the United Kingdom, Perrier-Jouét champagne
is partnering with the luxury concierge service
“Quintessentially” to launch its annual “Summer Arts
Party”. Organised at Kensington Palace, the event was
inspired by the theme “Toujours la Belle Epoque”, centred
round the emblematic art nouveau Perrier-Jouét bottle.
This VIP event enhanced the brand’s luxury and avant-
garde image and attracted extensive media attention.
Guests were driven to the event in Perrier-Jouét-branded
Jaguars, and finished the evening at the prestigious Met
Bar in London, in the company of the city’s social and
arts elite.

Travel Retail Europe

Pernod Ricard Travel Retail Europe aims to increase the
visibility of its brands in European airports, pictured
with exclusive display stands and front covers of duty free
magazines for the launch of Beefeater 24.
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In Germany, ABSOLUT organised the world’s first fashion bloggers’ summit in June
2009. Participants gathered in Munich to exhibit their photographs based on the “In
an Absolut World” theme. These photos, veritable works of art, were auctioned off in
support of Kunstclub 13, an association which promotes young artists.

Czech Republic

In September 2008, Jan Becher launched
Becherovka Lemond, a lemon flavour newcomer
to the Becherovka range which targets a young
adult audience that appreciates nights out with
friends. Various communication campaigns
expressed the slogan, “Lemond, it’s open”, to
strengthen the brand’s positioning. Lemond is
the brand of unexpected events and spontaneous
happenings.
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The Group’s business in the French market, operated by the Ricard and Pernod distribution subsidiaries, resisted
particularly well during the fiscal year, with sales growth of +2.4% (organic growth). This performance is driven in
part by the commercial successes of Ballantine’s, Mumm, Havana Club, Jameson and Clan Campbell.

Ricard SA
4 In October

2008, Ricard SA was assigned the distribution of ABSOLUT on
the French market. This Premium vodka immediately benefited
from the company’s powerful sales network: its volumes rose by
21% over the year (excluding Duty Free). ABSOLUT launches
a news advertising campaign. The brand is also the focus of
numerous supermarket and hypermarket events, such as the
launch of limited editions for the holiday season and massive
exposure for the one-litre format, as well as on-trade events
(marketing of the ABSOLUT Masquerade bottle, improved
presence in nightbars and nightclubs).

Another brand was successfully brought into the Ricard
distribution network this year: Lillet, the wine-based aperitif
produced in the Bordeaux region. The brand gained 28% by
volume during the fiscal year in France, and is by far the most
dynamic brand on the wine-based aperitif segment.

Focus

New

campaign
ABSOLUT PURITY:
This tagline evokes the
product’s exceptional
quality. Fruit of the so-
phisticated continuous
distillation method,
ABSOLUT stands out for
its purity. Contempo-
rary crystalline images
of stills express all the
care taken in creating
ABSOLUT.

ABSOLUT PURETE
Lo Pocté dioflbsotit est sswe dune Ditiliation Continse.

Yiepa
oawTonswTy

Management Committee

See the photograph of the Ricard SA Management Committee on
page 28 of this document.
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¢ With
volumes up 3.7%", whiskies are driving growth on the spirits
market (+1.8%® by volume).

The brands in the Ricard portfolio turned in excellent
performances, in particular Clan Campbell, for which 2008/2009
was an exceptional year, with almost 15 million litres sold,
including purchases by French consumers at the border.

Chivas Regal remains the unrivalled leader for blends over
12 years old. Its market share is close to 70%" by volume, and the
“Tin box” launched at the end of 2008 remains the top selling
packaging in the whisky aisle.

Jameson continues its rise (supermarket sales up 4%"), supported
by numerous events such as St. Patrick’s Day or Foodstock events
which generated broad press exposure.

Source: (1) NIELSEN: MAT (Moving annual term) ending June 2009.

Paco Rabanne dresses
in Alexander McQueen

The British designer Alexander
McQueen has created baroque
attire for the Chivas Regal 18 Year
Old bottle. This design echoes
in a contemporary style that the noble heritage of the Chivas
evokes the brand’s visual House, and its 1843 Royal Warrant
code. to supply goods to Her Majesty
Queen Victoria. This exceptional
bottle is sold by prestigious wine
vendors and fine grocers.

Launched in the fall of 2008,
the black “Clan by Paco” bot-
tle renews the saga of Clan
Campbell limited editions
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Pernod SA

The brands in the Pernod SA portfolio stood strong despite
the economic downturn in 2008/2009, with growth rates
equivalent to those of the previous year for the strategic
brands: Ballantine’s, Martell, Mumm, Havana Club
(+7% by volume as well as sales value). In addition,
bringing in distribution of Wyborowa in January 2009
allowed Pernod to double its volumes of white vodka and
to become the French market leader for Polish vodkas in
terms of sales value.

Havana Club showed excellent growth during the 2008/2009 fiscal
year (volumes up 20% and sales 21%), anchoring its leadership
for “rons” on the French market.

France remains a major growth engine for Ballantine’s, the second
largest market for the brand and also the most dynamic. Sales
of whisky rose 9% by volume and by value. These results are
the fruit of quality initiatives in support of Ballantine’s Finest
(“Black Light” edition for night time, special holiday displays in
supermarkets and hypermarkets) and Ballantine’s 12 Year Old,
with a focus on cocktails.

Mumm demonstrated its resistance on a depressed champagne
market. The brand maintained its sales leadership with a 6.6%
market share (Nielsen moving annual total data P7). “Sphéric by
Mumm” and the R. Lalou vintage “Menus de Légende” programme
boosted brand awareness.

Management Committee

=
=
=
=
=

” Brand

“Menus de

In partnership with Mumm champagne,
Pernod SA organised the “Menus de
Légende” (“Legendary Menus”), a culinary
journey with the prestigious R. Lalou
vintage. The idea: Twelve great modern
Chefs reinterpret 12 historic menus
with which the G.H. Mumm House was

associated in the past. POS promotions.
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The Premium Bar space was once again
centre stage in supermarkets and
hypermarkets during the 2008 holiday
season, with its “alchemy of whisky” display.
In March 2009, this innovation was awarded
a Gold Medal at the European POPAI Awards,
which recognise the year’s best creations in

& With aresolutely modern
bottle and “poolside” glass, Pastis 51 was active at outdoor tables in
spring 2009. The goal: “To revolutionise the anise market.”

2009 was also the 120™ anniversary of Suze, celebrating
alongside another “great lady”, the Eiffel Tower. Alimited edition
commemorated this event.

The pursuit of the Premiumisation strategy, expressed in particular
with the launch of Aberlour 18 Year Old, allowed Aberlour to cross
the threshold of one million litres sold, and to ensure comfortable
leadership of the malts market.

Finally, Pernod absinthe participated in the revival of this category,
particularly in the United States, where it was heralded in the press
as one of the world’s best absinthes.

Conscious of the need to mobilise in a difficult environment,
Pernod employees in the support functions actively assisted the
sales teams this year, by participating en masse in supermarket
and hypermarket sales events during the holiday season. The
result: 230 additional event days. Colleagues from Martell Mumm
Perrier-Jouét also came to support sales of Mumm champagne “in
the field”, for 180 event days.

From left to right ¢ Jean-Marc Roué, Operations
Director & Frantz Hotton, Commercial and Marketing
Director o Estelle Rivals, Human Resources Director
¢ César Giron, CEO e Sylvie Machenaud,
Communications Director ¢ Régis Souillet, Chief
Financial Officer.

«

revolutionises the anise market”

The launch of a new Pastis 51 bottle along with
a new special wide “poolside” glass, testifies to
Pernod’s ability to continually bring novelty to
its product line.
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