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(1) Pernod Ricard Market View, based on IWSR (2008) - International and local

spirits including V&S, excluding RTDs and distributed brands.
6 Brand Owners®

(2) Pernod Ricard Market View, based on IWSR (2008) - Wines > US$3 a bottle.

. . . (3) Brand Owner set up on 24 July 2008.
‘ 4 Regions® spanning 70 countries P July

(4) Following integration of the Malibu Kahlua International brands into The

. . . Absolut Company.
‘ Pernod Ricard’s geographical coverage in 2009 ) )
(5) Asia and Rest of the World, Americas, Europe (except France) and France.
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Chairman’s Chief Executive Events in History Market Strategy Organisation
message Officer’s analysis 2008/2009

Patrick Ricard,
Chairman of the Board of Directors




BOId ampoitions
grounded in redlity

At the end of the Annual General Meeting in November 2008,
I handed over to Pierre Pringuet as Chief Executive Officer.
This change, which had been on the cards for quite some time,
came just as the economic and financial crisis was poised to
hit all industries right across the globe.

The transition was nevertheless successful, affecting neither
our values nor our strategy. Pierre had worked alongside
me for many years, already contributing significantly to the
Group’s development. He continues to work in this same
spirit, driving through the necessary changes while respecting
our proven strategy and culture.

In performing his various responsibilities, Pierre is supported
by a team of senior Executives offering extensive experience
of international markets. I am convinced that this high-level
management team, alongside Pernod Ricard’s rich pool of
talented men and women, will allow us to achieve our growth
objectives.

Yet another successful integration

The key challenge during the past financial year was the
integration of Vin&Sprit. Pernod Ricard had already proved
its capabilities in this field after the successful integration of
Seagram in 2001 and Allied Domecq in 2005. However, the
global financial crisis could have made things more difficult
this time around.

I am now pleased to announce that the integration of
Vin&Sprit has been a resounding success. The teams of both
companies came together in an atmosphere of mutual respect
and trust. The ABSOLUT brand fits perfectly into our strategic
brand portfolio and we are already seeing tangible proof of
the hoped-for synergies.

Solid fundamentals

The driving force behind Pernod Ricard’s development has
always been the deep-seated commitment of all its employees.
This was particularly in evidence over the past financial year.

Our performance in 2008/2009 proves the company’s inbuilt
strength. One upshot of the crisis was that it highlighted
the wisdom of a strategy anchored around key brands and
Premiumisation.

A smooth managerial transition, the success of a large-
scale integration and good results at a time when the entire
industry has been hit by the crisis testify to the strength of our
business model. This model is rooted in trust in our people,
a shared corporate culture, mutual respect, a decentralised
organisation and a keen commitment to ethical business
practices.
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Promoting responsible drinking

Alcohol must be taken seriously and excessive drinking is
harmful to our health. Our business will only succeed if we
fight strongly against excessive or abusive drinking. Ever
since its creation, the Group has been intent on promoting
drinking in moderation, and supports the IREB, a responsible
drinking research institute set up by Jean Hémard when
he was Chairman of Pernod. The IREB studies and aims to
prevent alcohol addiction.

I have asked all of our teams to play an active role in
information campaigns, particularly those aimed at young
people or minors, as part of a vigorous drive to stamp out
“binge drinking”. Young people are most at risk and we have
a duty to protect them.

The bigger we become, the wider our international reach
and the greater our responsibility. Our behaviour must be
exemplary and drive home a message of moderation, so that
drinking remains a pleasurable experience and a byword for
celebration, conviviality and relaxation.

Counting on all-important shareholder support

The success of our April 2009 capital increase underscores
our shareholders’ belief in Pernod Ricard’s future growth
potential. That the share issue was largely subscribed by
Paul Ricard SA shows the latter’s determination to continue
playing a major role in the Group’s day-to-day operations. This
core family support lends stability to our long-term vision.
Holding nearly 15% of the company’s capital and almost 20%
of its voting rights, the Ricard family offers a guarantee that
bold but reasonable management will continue.

I am convinced that a company’s economic prosperity must
benefit shareholders and employees alike. We are not only
a vehicle for marketing and sales excellence, but will hand
down a strong moral legacy to future generations.

In my opinion, economic progress drives forward social
change, which in turn stimulates economic progress.
Companies that have understood this relentless dynamic
will surely be among the first to emerge from the crisis.

| PERNOD RICARD | 3
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Pornod Ricara
memoms NTQCT

Interview with Pierre Pringuet,
Chief Executive Officer

Inautumn 2008, the world faced a major economic and financial
crisis, triggering a stock market collapse, a severe downturn in
business, the evaporation of credit, a spike in unemployment
and a loss of consumer confidence. One year on, Pernod
Ricard has reported very satisfactory results, posting gains of
9% in sales, 21% in profit from recurring operations and 13% in
Group net profit from recurring operations. The acquisition of
ABSOLUT has proved to be accretive right from its first year. This
performance testifies to the robustness of the Group’s growth
model, as well as its enormous ability to integrate new brands.

After a vigorous 10% rise in advertising and promotion
expenses for the Group’s strategic brands® in the first half of
the financial year, investments were reined in sharply, falling
21%" in the second half as consumer sentiment cooled in the

face of economic difficulties. Expenses were cut by 7% over the
financial year for our brand portfolio as a whole®, but by just 4%
for our strategic brands®.

(1) Based on the Group’s historical scope of operations.




I would, however, like to stress that these cutbacks were
only made in response to difficult economic conditions. Our
ambition remains clear: to strengthen investments behind
our brands and particularly our strategic brands as from the
current financial year. A host of marketing initiatives have
been planned or are already effective for Mumm, Perrier-Jouét,
Chivas Regal, Havana Club, ABSOLUT, Malibu and Jameson.

The Group’s acquisition of Vin&Sprit and its ABSOLUT
vodka brand was the key event of 2008/2009.
What do you think of the results of this acquisition?

As ABSOLUT’s significant contribution to Group profit suggests,
the integration of Vin&Sprit has been a resounding success on a
human, commercial and strategic front.

On the human resources side, the integration was as swift as
it was successful. ABSOLUT’s teams joined Pernod Ricard in
summer 2008. Since we were intent on retaining the skills
and talents of the people that had made the brand such a
success, we decided to keep Vin&Sprit’s ABSOLUT division in

Sales Contribution after advertising
and promotion expenses

in euro million
in euro million

7,203

04/05 05/06 06/07 07/08 08/09 04/05 05/06

Group net profit
from recurring operations

Group net profit 1,010
in euro million

in euro

04/05 05/06 06/07 07/08 08/09 04/05 05/06

@ Group net profit from recurring operations

¢ Group net profit

6443 6589
6,066
2,486 2,588
2,330
3,611
1,413

Earnings per share
Dividend per share

945
897
833 831 840
71
639 3.65 3.65
3.19
476 484 2.63 2.68 2.87
| | 0'8‘*| 099‘ 119

9 Dividend per share
2 Group Diluted earnings per share from recurring operations

Stockholm, making it the Brand Owner in line with the Group’s
decentralised organisation model. We also decided to transfer
to Stockholm responsibility for the Malibu and Kalhua brands.
The Malibu-Kahlua International teams initially based in the
United States will also be managed out of Stockholm, enabling
us to generate synergies in terms of know-how and costs.

From a commercial standpoint, we took over distribution of
ABSOLUT earlier than expected on 1 October 2008 as a result of
successful negotiations. Thanks to the swift integration of the
brand within our own network, the estimated synergies have
been unlocked far sooner than expected.

An iconic, avant-garde brand, ABSOLUT is a vital cog in the
Group’s strategy. As the world’s leading Premium vodka brand,
it fills the only gap in our portfolio and has made us the third
biggest player in value terms in the United States, the largest
spirits market in the world. Our ambition for ABSOLUT could
not be clearer: to make it the world’s leading Premium spirits
brand by value out of all categories.

Profit from recurring operations
Operating margin
in euro million and as % of sales

1,846

2,971

06/07 07/08 08/09 04/05 05/06 06/07 07/08 08/09

Change

in net financial debt
in euro million

Group diluted earnings per share
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Chief Executive
Officer’s analysis

Sales by region
in euro million
7,203
6,443 6,589 2,023
6,066 | 884 2.007
1,717
2,027
3,611 1,694 1,786 1,700
I 980
2,417
740 2,000 2,091 2,171
1,352
5% I 654 I 682 I 711 I 735
04/05 05/06 06/07 07/08 08/09
Strategic brands

Volumes 2008/2009 (in millions of 9-litre cases)

Profit from recurring operations by region

in euro million

1,846
495

1,447 1,522

422
1,255 389
I 250 636
18 421
729 391
I 158 537
177

506 530
453

296
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Asia/Rest of the World
Americas

Europe

France

000

ABSOLUT | |0 2

Jacob’s Creek NN 7.8

Ballantine’s NN 6.2
Ricard I 5 4
ChivasRegal IIIIINNNNNNN——
Malibu I 3.4
Havana Club I 3.4
Jameson NN 07
Beefeater NN ©3
Kahlua I |3
Martell I 15
Montana NN 12
Mumm N 07
The Glenlivet Nl 0.6
Perrier-Jouét M 0.2

Many groups launched major restructuring programmes
this year. What is the story for Pernod Ricard?

‘We have not implemented any Group-wide restructuring plans,
although a host of local workforce adjustment initiatives have
been launched by our subsidiaries. Significant cost cuts have
been made on the back of synergies resulting from our integra-
tion of Vin&Sprit, and our costs-to-sales ratio is currently the
most competitive in the industry, at 15.6%.

We have decided to adopt a strict remuneration policy in
2009/2010, and I would like to take this opportunity to thank all
of our employees for understanding and accepting this neces-
sary step. For me, it is further proof of how attached they are to
our company.

What is Pernod Ricard’s current financial position?

Acquiring a brand such as ABSOLUT was a unique opportunity
that could not be missed. Any major acquisition by the Group
requires significant funds and strict financial discipline over
the two or three years following the transaction for the Group
to regain its financial flexibility as quickly as possible. We have
risen successfully to similar challenges on two occasions in the
past—after our acquisitions of Seagram and Allied Domecq-and
I am confident that we will be able to do so once again.

6 | PERNOD RICARD |

Top 15 total: 51.5 million cases

(1) Reconstructed 12-month volumes from 1 July 2008 to 30 June 2009.

Debt reduction was among our primary concerns, and in
2008/2009 we were already able to pay down large sums owing
to our asset disposal plan (concerning a total of €1 billion), the
record levels of free cash flow generated (almost €1.3 billion),
and a €1 billion capital increase. I would like to thank all of our
shareholders, in particular the Ricard family, who once again
demonstrated their firm belief in the Group and in its growth
potential going forward.

What conclusions do you draw from the Group’s
performance in each of its geographical areas?

On mature markets, our subsidiaries performed well in France,
Sweden, Canada, Germany and the Benelux region. However,
the situation was more difficult on other markets such as Japan,
Ireland, Italy and South Korea. Our business in Spain was affected
by the downturn, although we continued to capture market
share. In the United States, performance was hard hit by the
destocking trend and the fall in on-premise consumption (in
bars and restaurants).

Emerging markets are just as profitable as their mature
counterparts, and have a growing influence on worldwide wine
and spirits consumption. Emerging countries are among the
Group’s key growth drivers, and their ability to withstand the
recent crisis points to their hugely attractive potential.

| 2008/2009 ANNUAL REPORT |



The Group’s success in emerging markets is rooted in a strategy
dating back over 20 years and the quest to create an integrated
Distribution Network throughout all high-growth markets.

Do you intend to pursue your value-oriented strategy?

Premiumisation remains the invariable cornerstone of the
strategy developed by the Group. To give an example, Pernod
Ricard has not only managed to cement its leadership in XO
cognacs amid difficult economic conditions, but has captured
the number one spot in the ultra-Premium whiskies segment.

As all analyses show, Premium brands are better equipped
to withstand crises and bounce back even stronger when
conditions settle. They are also the most profitable. Our focus
on Premiumisation is therefore more relevant than ever.

How do you see the future of the Wine and Spirits
segment and the outlook for Pernod Ricard?

As economic conditions remain uncertain and precarious, it
is still too early to predict a swift, global recovery for the Wine
and Spirits market. However, the situation varies in each
country and product category. With encouraging signs starting
to appear on certain markets, I firmly believe that the worst is
behind us. On account of its global reach, Pernod Ricard will be
ideally placed to leverage any growth opportunities that come
its way.

Does your appointment as Chief Executive Officer
herald a change in strategy? What ambitions do you
currently have for the Group?

First of all, I would like to warmly thank Patrick Ricard for the
trust he has shown in me. I intend to continue along the lines of
the strategy Patrick developed. We can be proud of how far we
have come: since 2000, Pernod Ricard has more than quadrupled
in size and its profits have increased six-fold. Very few companies
can boast of such a transformation in such a short space of time.

However, I am convinced we can go even further. In this respect,
to assist me, I have set up a close-knit team of four Managing
Directors, each representing one of the key skills within the
Group. In the following sections I will leave them to discuss
our common objectives, which draw on the principles that give
Pernod Ricard its strength, namely its Premiumisation strategy,
decentralised organisation, strong entrepreneurial culture and
ongoing efforts to optimise profitability. This is an outline of the
path I'would like the Group to take in order to secure unrivalled
leadership.

Being a leader signifies becoming the point of reference for our
industryand guaranteeing superior returns for our shareholders.
It also means offering Group employees - the real entrepreneurs
here - a highly motivating milestone. I encourage all of our staff
to help make Pernod Ricard a truly fascinating adventure.

From left to right ¢ Bruno Rain, Managing Director, Human Resources ® Thierry Billot, Managing Director, Brands # Pierre Pringuet,

Chief Executive Officer ¢ Michel Bord, Manag

| 2008/2009 ANNUAL REPORT |

tion Network and Gilles Bogaert, Managing Director, Finance.
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Events in
2008/2009

Highlights

B -

@ 23 July: acquisition of the Swedish company, Vin&Sprit and
its Premium vodka ABSOLUT.

& Agreement with Fortune Brands for the early transfer of the
Future Brands distribution contract (for V&S brands) in the
United States as of 1 October 2008.

# Sale of Cruzan rum to Fortune Brands.

8 | PERNOD RICARD |

of The inancial year

& Agreementwith the partners of Maxxium for the early transfer
of the distribution contract for Vin&Sprit brands throughout
the world (excluding the United States) as of 1 October 2008.

# Pernod Ricard topped the IWSR® Elite Brands List 2007 which
included six of its brands: ABSOLUT, Chivas Regal, Malibu,
Havana Club, Jameson and Martell.

4 Launch of L'Or de Jean Martell for the Asian press at the Grand
Trianon, Chateau de Versailles.

¢ G.H. Mumm and Perrier-Jouét received plaudits in Tom
Stevenson’s Wine report 2009. The Cuvée R. Lalou 1998 took
top ranking in the “Best Vintage Champagne” while the Belle
Epoque Rosé 2002 vintage scored third place.

(1) IWSR’s annual Elite Brands List recognises spirits brands that enjoy high,
steady growth in volumes across a wide range of markets.

| 2008/2009 ANNUAL REPORT |



2008/ 2009

# Disposal of Lubuski Gin and Serkova Vodka.?

# Disposal of Bisquit cognac and its inventories for €33 million.

& Pernod Ricard received the “Grand Prix” for European
Businesses. The Group attained the best score for each of
the three criteria: particularly rapid growth in recent years,
strong foothold in European countries, a number of successful
acquisitions.

& Pernod Ricard received the Prix d'Honneur for owner-managed
and family businesses (Entreprise patrimoniale et familiale).

(2) Due to the acquisition of Vin&Sprit, finalised on 23 July 2008, Pernod Ricard was
required by the European Commission Competition Authority to divest a certain
number of brands.

(3) Subject to a price adjustment that is underway.

2008/2009 ANNUAL REPORT |

& Disposal of Gronstedts Cognac to Altia and Star Gin, Red Port
and Dry Anis to Arcus Gruppen AS, following Pernod Ricard’s
commitment to the European Commission as part of the
acquisition of V&S in July 2008.

¢ Announcement, of €1 billion capital increase maintaining
Preferential Subscription Rights. This operation met with
success, being 2.3 times oversubscribed.

¢ Disposal of Wild Turkey Bourbon and its inventories for
$581 million®.

¢ €800 million bond issue announced significantly oversubscribed
at a very favourable margin.

¢ Environmental assessment: 21 new sites became certified
to ISO 14001 in 2008/2009, bringing the portion of volumes
produced in the Group’s production sites with a certified
environmental management system to 93%.

& Disposal of Tia Maria coffee liqueur for €125 million.

| PERNOD RICARD | 9
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History

Out fo conguer
fhe world

Pernod Ricard was created in 1975 out of the link-up of .
the two leading French anise-based spirits specialists: ;
Pernod, founded in 1805 and Ricard created by Paul Ricard

in1932.

From the 1980’s onwards, the founding companies

diversified their product range and developed in Europe,

before setting out to conquer major international

markets.

In the 2000’s, Pernod Ricard shifted its strategic focus by

withdrawing from the non-alcohol sector to concentrate

on wines and spirits. Pernod Ricard gradually added

companies and both international and local flagship

brands to its portfolio, and set up a global distribution

network by developing its own sales force, now present

in more than 70 countries.

A series of three acquisitions: part of the Seagram business

in 2001, Allied Domecq in 2005 and Vin&Sprit in July 2008

have made the Group the world co-leader in the sector and

the Number 1 in Premium and superior quality spirits.

“Soleil bleu” (1985) by Fred Schneider, a Swiss graphic artist, painter and sculptor.
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Creation of Pernod Ricard
and first international acquisitions

1975 Creation of Pernod Ricard through the link-up of two
French anise-based spirits companies, Pernod and Ricard
+ Acquisition of Campbell Distillers (Scotch whiskies) ¢ 1981
Acquisition of Austin Nichols Ltd (producer and distributor
of Wild Turkey bourbon) ¢ 1982 Takeover of SIAS MPA (the
world’s No.1 producer of fruit preparations for dairy-based
desserts) ¢ 1984 Acquisition of Orangina.

Building a worldwide network

1985 Acquisition of Ramazzotti (bitters) in Italy ¢ 1988
Acquisition of Irish Distillers (Irish whiskeys: Jameson, Paddy
Powers, etc.) ¢ 1989 Acquisition of Orlando Wines (wines)
in Australia and formation of the Orlando Wyndham group
in1990 & 1993 Creation of Havana Club International (rum)
in Cuba.

Consolidation and organisation

Implementation of regionalisation (Brand Owners and
Distribution Subsidiaries)

1997 Acquisition of Larios (gin) in Spain & Purchase of an
equity stake in Jan Becher ¢ 1999 Acquisition of Yerevan
Brandy Company (Armenian brandies) ¢ Acquisition of Agros
and the international rights of Wyborowa (Polish vodka).

Strategic refocusing

2001 sale of Orangina-Pampryl and Yoo Hoo # Purchase of
39.1% of Seagram’s Wines & Spirits businesses ¢ 2002/2003
Continued strategic refocusing: Sale of BWG, SIAS MPA and
Agros & Integration of the Seagram businesses and re-lauching
of brands ¢ 2005/2006 Acquisition of Allied Domecq in
partnership with Fortune Brands « Sale of The Old Bushmills
Distillery and Larios gin & Sale of Dunkin’ Brands Inc. (quick
service restaurants) ¢ 2006/2007 Integration of Allied Domecq
and re-launching of brands ¢ 2007/2008 Acquisition of
Vin&Sprit.
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Market

Voaka and the Premium
orands as key growtn drivers

The international spirits market continued to grow in 2008 (+1.3%), although at a slower pace due to the weaker
economic situation (in 2007, sales rose by 5.2%). The Premium segment remains dynamic, supported by the
unmitigated success of the Prestige category (spirits costing over $84), which grew by 8.3%®.

Trends in worldwide
sales of international spirits

% growth
6.0

5.2%

5.0 -

4.0

3.0

1.0 -

-0.3%
1.0 I I I I I I I I I ]

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008

Vodka, the reigning category

Vodka further anchored its role as a growth engine, now
accounting for 80% of total growth by volume (compared with
50% in 2007). This trend confirms the relevance of Pernod Ricard’s
strategic choices: acquisition of the ABSOLUT vodka brand,
the leading Premium vodka, and continued development of
‘Wyborowa, a high-potential brand.

Growth: rum rises to second place

The highlight of the year is the big rise of rum, which now ranks
second among the major growth contributors. With Havana
Club, Pernod Ricard benefits from a unique reference brand
which allows it to fully exploit the growing popularity of this
category.

Scotch is losing ground this year due to the economic difficulties
affecting its main markets (Spain, Venezuela and Thailand in
particular), especially for the standard Scotch whiskies category.
The Premium categories and above, however, are continuing their
progress. This is a favourable trend for Pernod Ricard, whose
portfolio is comprised of top brands of Premium quality Scotch
whiskies such as Chivas Regal and Ballantine’s.

(1) Source for all the data used in this article : Pernod Ricard Market View, based on IWSR, data
at end of December 2008 (latest available data at 24 September 2009).

12 | PERNOD RICARD |

With sales volumes that are clearly not in the same league as for
vodka, rum or scotch, Irish whiskeys nevertheless constitute the
most dynamic category on the market (+9% growth), followed by
vodka (+5.8%).

Breakdown of international spirits by category
(% volume)

6% @ Scotch whiskies
4 Other whiskies
@ Vodka

Rum
@ Tequila
& Gin

Other white spirits
@ Cognac

Brandies

Anise-based spirits
@ Liqueurs

@ Bitters

0
1% ( 12%

Total: 392 million 9-litre cases

Contribution by the main spirits categories to sales
growth (2007-2008)

(thousands of 9-litre cases)

4,170

& Vodka
Rum

& Bourbons

@ Bitters

@ [Irish whiskeys
Brandies

@ Tequila

4@ Japanese whiskies

Spanish whiskies

Other white spirits

682 & Gin
4@ Scotch whiskies
-842 @ Cognac
Anise-based spirits
& Liqueurs

Total growth: +5 million 9-litre cases
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The United States still in the lead

The U.S. market continued to drive worldwide growth of
international spirits, generating one third of additional global
volumes registered in 2008. Poland is the second contributing
growth market.

After these primary markets, positions have shifted this year:
India entered fourth place among the most dynamic markets,
closely followed by Australia, Chile and Argentina. The United
Kingdom remains a major contributor to growth, ranking fourth
by size and seventh in terms of growth. While sales in China
progressed more slowly than last year, the country remains one
of the most dynamic markets worldwide. The Spanish market,
however, has slipped as this country has been hard hit by the
economic crisis.

Pernod Ricard’s presence in the United States, greatly
strengthened by its acquisition of ABSOLUT, as well as continued
support for its investments in new economies - India, China, the
Latin American countries - will allow the Group to profit fully
from strong growth in these markets.

Breakdown of international spirits by country
(thousands of 9-litre cases)

115,611 121,945 : o
€ Spain
United Kingdom
@ Duty Free
/ @ Germany
10,100 @ Canada
11,009 31,668 Mexico
14,051 ’
14,238 92,041 Italy
14,966 @ Japan
15,987 U 20,384 @ Other

Total: 392 million 9-litre cases

Contribution of the major markets to worldwide

growth in international spirits
(thousands of 9-litre cases)

1,549

-1,117

Total growth: +5 million 9-litre cases
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1,786

@ Usa

@ Poland

@ Russia

@ Duty Free
India

@ Australia
United Kingdom

@ Chile
Argentina
Romania

@ Canada

@ Others

@ France
Italy

@ Japan

@ Thailand

@ Venezuela

@ Spain

Continued rise of Prestige brands

The Premium category (spirits priced at over $17) continued to
grow more rapidly than the standard category (1.6% growth for
Premium, compared with 1.1% for standard). The super Premium
category and above are continuing their growth this year, but at
a slower rate. Within this category, the most Premium “Prestige”
group (costing over $84) is making an impressive showing, with
growth topping 8%.

Sales growth by price segment

(from 2007 to 2008)
% growth
10
+8.3%
8
6
4 +3.8%
2 +1.6%
+1.1%
I +0.8%
. I |
Standard Premium super Premium  ultra Premium Prestige
Spirits costing Spirits costing Spirits costing Spirits costing Spirits costing
USS$10-16 * US$17-25% US $ 26-41* US $42-83* over US $84*
* Price for a 75 cl bottle

New World wines have won market share

In 2008, consumption of New World wines increased by 1.8%
as compared to the previous year, while consumption of wines
from traditional origins remained stable. New World wines now
represent over 39% of total world consumption of non-sparkling
brand wines.

*

Countries of origin of wines consumed

& France
& UsA
Italy
@ Australia
4.10% 13.40° ‘ Spain
3.40% @ Chile
@ Germany
4.10% @ Other
14.30%
10.00%
8.80%
*Still wine brands (bottled) costing over US$3 a bottle.
Sources: IWSR 2008 and Pernod Ricard estimates.
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oolid strategic

fundamentals

Strategy

In 2008, Pernod Ricard completed the integration of Vin&Sprit while having to contend with a major economic
and financial crisis. Did the change in scale and challenging economic conditions call into question the Group’s

strategy?

Reality suggests otherwise. The Group’s performance in 2008/2009 and the market advances made underline the
wisdom and strength of a strategy anchored around four main areas:

+ Developing its 15 strategic brands as a top priority

+ Focusing on Premiumisation as a key development focus

+ Cementing its positions in international markets, and particularly in emerging countries
+ Reducing debt in order to pursue external growth opportunities

Priority
focus on 15 strategic brands

Over the years, Pernod Ricard has gradually built up a
core portfolio of 15 strategic brands, comprising ABSOLUT,
Ballantine’s, Beefeater, Chivas Regal, Havana Club, Jacob’s
Creek, Jameson, Kahlua, Malibu, Martell, Montana, Mumm,
Perrier-Jouét, Ricard and The Glenlivet.

The acquisition of Swedish company Vin&Sprit and of its
iconic brand ABSOLUT, is emblematic of the Group’s focus
on very high potential international brands. ABSOLUT is the
leading Premium vodka in the world and the fourth largest
international spirits label.

These 15 brands alone currently represent more than
55% of Pernod Ricard’s total sales, and in 2008/2009 accounted
for almost three-quarters of its advertising and promotion
expenses. To enhance the image of these brands across the
globe, Pernod Ricard has devised powerful, versatile advertising
campaigns that can be quickly adapted to the specific context of
each market.

Pernod Ricard also boasts 30 local brands which are leaders
in their particular category or on the Premium segments of
their respective domestic markets (Wyborowa vodka in Poland,
Becherovka bitters in the Czech Republic, Royal Stag and
Blender’s Pride whiskies in India). These brands have allowed
the Group to achieve a critical size in these markets and have
helped it to gradually introduce its international brands.

Focusing on Premiumisation

as a key development focus

Premiumisation or “upscaling” is one of the pillars of the
Group’s strategy, involving a value-oriented focus on develop-
ing top-of-the-range references. This approach not only helps
boost margins and profitability, but fits with the growing trend
of “consuming less but better”.

(1) The Russian market nevertheless slowed in the second half of the 2008/2009
financial year.
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Although Premium brands have been a growth engine in the
Wine and Spirits segment over the past decade, this momen-
tum has slowed since the onset of the economic crisis in au-
tumn 2008. Nevertheless, a historical volume analysis shows
that Premium brands are the first to benefit from any upturn,
and that their recovery in such circumstances is both quicker
and stronger than standard brands. Proof of the wisdom of the
Group’s long-term strategic approach.

Premiumisation acts on three key imperatives: a continuous
improvement in product quality, strong communication ef-
forts and an emphasis on innovation. These three steps help
generate sizeable margins and represent the cornerstone of our
luxury brands.

Pernod Ricard has adopted the same strategy in the more
fragmented wine segment, building coherent, international
brands of consistently high quality. Innovation, authenticity
and a comprehensive product range have spearheaded growth
for such gems as Jacob’s Creek in Australia, Montana in New
Zealand and Campo Viejo in Spain.

Cementing positions in international

markets, particularly emerging countries

Pernod Ricard is currently the world’s co-leader in the Wine
and Spirits segment. Retaining its leadership is only possible by
maintaining a strong foothold on mature markets while pushing
ahead with development in fast-growing emerging countries.

Pernod Ricard is particularly well established on all major mar-
kets in North America and Western Europe. The acquisition of
Vin&Sprit enhances the Group’s international footprint, espe-
cially in the United States (where the Group has moved from
fourth to third largest player in value terms) and the Nordic
countries.

Pernod Ricard is the leading international group in the new
economies, and despite the crisis continued to post robust
growth in these markets, with gains of 9% by value this year.
Emerging economies now account for more than 30% of the
Group’s business activities and are undoubtedly one of its key
growth drivers. Emerging markets include Brazil, China, Russia®”
and India, country where the Group is hoping to double in size
in the next five years. Furthermore, all the emerging economies
in Central and Eastern Europe, Latin America and South Africa
are also playing an increasingly important role in this growth dy-
namic.
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The super Premium segment and above represents 33% of the Group’s gross margin.

Local/Value

E
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super Premium

') : US$26*-41*
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US$17*-25%

US$10*-16*

T

. of our gross margin
Indicative price for a 75cl bottle in the US.

Pernod Ricard’s success on these emerging markets stems from three main factors:

+ a presence in segments catering to needs of local consumers, for instance Premium
brandy and cognac in Russia, whisky and cognac in Asia;

+ the appeal of top-of-the-range products for consumers in these regions (quest for sta-
tus-symbol products or Premium brands);

+ a proprietary Distribution Network based on the Group’s long-standing principle of
“having its own people sell its own brands”.

Pernod Ricard holds a leading position in these new economies, a trend that should
be confirmed over the next few decades. Indeed, in the years ahead, these emerging
countries are set to represent a predominant share of global consumption of wines and
spirits, and particularly Premium brands.

Reducing debt

to pursue external growth opportunities

Following its acquisition of Vin&Sprit, in 2008/2009 Pernod Ricard took a number of
steps to promptly restore its financial capacity.

Significant progress has already been made regarding the Group’s asset disposal
programme, with 70% of the target having already been met. More than €700 million
worth of assets have been sold, including Bisquit cognac, Wild Turkey bourbon and
Tia Maria coffee liqueur (in July 2009). The asset disposal programme will continue
without haste or any special constraints, with the emphasis on obtaining the best
possible price for the assets sold.

In April, Pernod Ricard also carried out a €1 billion capital increase which met with
success on all markets and was oversubscribed twofold.

Taking advantage of the strengthening of its financial profile and the improvement
in market conditions during the first half of 2009, the Group also issued €800 in
bonds in May of that year.

These three operations meet the Group’s primary objective of paying down debt.
They help restore the Group’s financial flexibility and enhance its growth outlook
going forward.

| 2008/2009 ANNUAL REPORT |

|

L]

I |

l— -
Prestige

>US$84*

ultra Premium

US$42*-83*

of our gross margin

Major brands
faced with a crisis
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Organisation

AN efficient,
‘eSPONSIVE
organisation

The principle of decentralisation inherited from founding companies
Ricard and Pernod has been implemented by Pernod Ricard since
its creation in 1975. Its structure is based on an equilibrium between
autonomous subsidiaries operating close to their markets, and a modest-
sized holding company which defines strategies and the rules applicable
to the Group as a whole. In turbulent times, a decentralised organisation
allows subsidiaries to react promptly to any difficulties and to take
customised steps in response to country-specific problems.

Decentralisation is assuredly one of the pillars of Pernod Ricard’s innovative business
model and has played a large part in the success of the Group since it was founded.

The Holding Company defines the Group’s strategy and oversees its implementa-
tion. It also determines operating procedures, takes major investment decisions
and monitors business activities. Subsidiaries are responsible for operational mat-
ters within their own specific geographical areas.

Decentralisation therefore allows decisions to be taken as closely as possible to
our customers and consumers. Pernod Ricard’s decentralised model is built on
flexibility, responsiveness, a high level of adaptability and swift decision-making.
Its efficiency stems from a relationship of ongoing consultation and mutual trust
between all the entities: the Holding Company, Distribution Subsidiaries and
Brand Owners. The high degree of autonomy granted helps all employees develop
a sense of responsibility in their own area of expertise, creating an atmosphere
of transparency, commitment, teamwork and initiative. However, this innovative
model can only stand the test of time and overcome challenges if it is rooted in a
strong corporate culture capable of rallying all players around a number of cardinal
values.

All staff members therefore feel wholly responsible for their own performance.
By encouraging an entrepreneurial spirit and the emergence of new talents,
decentralisation is seen by everyone as a primary source of motivation.

Amid the downbeat economic environment that prevailed in 2008/2009, the Group’s
decentralised organisation allowed it to take specific steps to adjust overheads in
line with the situation in each country.

The Holding Company defines the Group’s strategy and oversees its implementation.
It coordinates and drives forward advances in the following areas: Human Resources,
Finance, Audit and Development, Marketing, Legal Affairs, Industrial Operations,
Public Affairs, Information Systems and Communication.

Itisalsoin charge of external growth transactions, shareholder relations and corporate
governance matters. There are 143 people working at the Holding Company’s head
office in Paris.
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The Brand Owners are

BRAND
OWNERS

THE ABSOLUT
COMPANY

Thierry Billot®,
Managing Director,
Brands

CHIVAS
BROTHERS

MARTELL MUMM
PERRIER-JOUET

responsible for:

€ implementing
the overall strategy
for the 15 strategic brands;

IRISH
DISTILLERS

¢ production
and quality assurance;

PERNOD RICARD
PACIFIC

@ protection
of intellectual property.

| HAVANA CLUB |
| INTERNATIONAL |

DISTRIBUTION
NETWORK

PERNOD RICARD
AMERICAS

Michel Bord?,
. Managing Director,
PERNOD RICARD Distribution Network
ASIA
PERNOD RICARD . . .
EUROPE The Distribution

Subsidiaries are
responsible for:

4 adapting international
brand strategy to their
local markets;

PERNOD SA

# marketing
and promoting both local
and international brands.

RICARD SA

Following the acquisition of Vin&Sprit in July 2008, Pernod Ricard set up two new operational structures based in Sweden:
The Absolut Company, Brand Owner notably responsible for the ABSOLUT vodka brand worldwide (including production), and
Pernod Ricard Nordic, reporting to Pernod Ricard Europe, in charge of marketing and selling Pernod Ricard’s local and international
brands on the Swedish, Danish, Finnish, Norwegian, Baltic and Icelandic markets.

To optimise operations and reduce overheads, Pernod Ricard integrated the Malibu-Kahlua International brands within The Absolut
Company in 2008/2009. This move will enable it to allocate more resources to support the brands in terms of strategic planning,

consumer surveys and the development of global platforms.
Pernod Ricard now has six Brand Owners.

(1) Career path e Thierry Billot joined Pernod Ricard in 1982 as an
Internal Auditor. He then became Chief Financial Officer of Pernod
in 1985 before being appointed Chief Financial Officer of Pernod
Ricard in 1986. He was Chairman and Chief Executive Officer of
Austin Nichols (United States) from 1992, he was then appointed
Chairman and Chief Executive Officer of Pernod in October 1996. In
2002, he became Chairman and Chief Executive Officer of Pernod
Ricard Europe. He has been the Managing Director, Brands since
1]July 2008.
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(2) Career path & Michel Bord joined the Group as Managing
Director of PRACSA (a Group subsidiary located in Spain) in 1991.
He was appointed Chairman and Chief Executive Officer of Pernod
Ricard USA in 1996 before becoming Chairman and Chief Executive
Officer of Pernod Ricard North America. In 2006, he was appointed
as Chairman and Chief Executive Officer of Pernod Ricard Americas.
He has been the Managing Director, Distribution Network since
1 July 2008. Before joining the Group, Michel Bord held various
management positions at Seagram.
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