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Out to conquer 
the 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 
in 1932.
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.
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“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   
u Acquisition of Campbell Distillers (Scotch whiskies) u 1981 
Acquisition of Austin Nichols Ltd (producer and distributor 
of Wild Turkey bourbon) u 1982 Takeover of SIAS MPA (the 
world’s No.1 producer of fruit preparations for dairy-based 
desserts) u 1984 Acquisition of Orangina.

Building a worldwide network

1985 Acquisition of Ramazzotti (bitters) in Italy u 1988 
Acquisition of Irish Distillers (Irish whiskeys: Jameson, Paddy 
Powers, etc.) u 1989 Acquisition of Orlando Wines (wines) 
in Australia and formation of the Orlando Wyndham group 
in 1990 u 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 u Purchase of an 
equity stake in Jan Becher u 1999 Acquisition of Yerevan 
Brandy Company (Armenian brandies) u Acquisition of Agros 
and the international rights of Wyborowa (Polish vodka).

Strategic refocusing

2001 Sale of Orangina-Pampryl and Yoo Hoo u Purchase of 
39.1% of Seagram’s Wines & Spirits businesses u 2002/2003 
Continued strategic refocusing: Sale of BWG, SIAS MPA and 
Agros u Integration of the Seagram businesses and re-lauching 
of brands u 2005/2006 Acquisition of Allied Domecq in 
partnership with Fortune Brands u Sale of The Old Bushmills 
Distillery and Larios gin u Sale of Dunkin’ Brands Inc. (quick 
service restaurants) u 2006/2007 Integration of Allied Domecq 
and re-launching of brands u 2007/2008 Acquisition of 
Vin&Sprit.
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Vodka and the Premium 
brands as key growth 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%(1).

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.

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%).

(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).

Contribution by the main spirits categories to sales 
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Vodka and the Premium 
brands as key growth drivers

Contribution of the major markets to worldwide 
growth in international spirits  
(thousands of 9-litre cases)

-1,117

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. 

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)
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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.

* Still wine brands (bottled) costing over US$3 a bottle.
Sources: IWSR 2008 and Pernod Ricard estimates.
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Solid strategic  
fundamentals

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, Kahlúa, Malibu, Martell, Montana, Mumm, 
Perrier-Jouët, 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”.

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(1) 
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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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

(1) The Russian market nevertheless slowed in the second half of the 2008/2009 
financial year. 
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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.
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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.

An efficient,  
responsive 
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.

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.
It is also in 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 
responsible for:

  implementing  
the overall strategy  

for the 15 strategic brands;

  production  
and quality assurance;

  protection  
of intellectual property.

The Distribution 
Subsidiaries are 
responsible for:

  adapting international  
brand strategy to their  
local markets;

  marketing  
and promoting both local  
and international brands.

Thierry Billot(1), 
Managing Director,  
Brands

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-Kahlúa 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.

An efficient,  
responsive 
organisation 

(1) Career path ◆ 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.

(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.

Michel Bord(2), 
Managing Director,  
Distribution Network
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