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2010/11 HalfYear Sales and Results RO
C Recovery of business activities confirmed A
Strong growth in sales and results
g Continued rapid debt reduction y

Increase in 2010/11 fullear guidance
Organic growth in profit from recurring operations close to +V%

17 February 2011

This presentation can be downloaded from our website: www.percerd.com
Limited audit procedures have been carried outontheyhafar f i nanci al statement s. ieWibkeingfraparedt or s6 r epor
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[ﬁOveraII Analysis]

ASales Analysis

AProfit from recurring operations
ASummarised income statement
AAnalysis by geographic region
AGroup share of net profit from recurring operations

ANon-recurring items and net profit

AConclusion and outlook



-
Pernod Ricard
Créatectrs de comwivialité

2010/11 % Half-Year Key Figures

C Sales:( 4,282 million (+13%, organic growth +7%)

driven by the Top 14: volume +8%, sales +13%

and emerging markeéts sales +16%

with a recovery in Europe and North America: sal&86

C Marked increase in advertising and promotion expenditure

(+11%, A&P to sales ratio accelerating from 17% to 17.9%)

*  Organic growth
**  Annual GNP per capita <USD 10,000
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2010/11 % Half-Year Key Figures

C Strong growth in results:
l Profit from recurring operations:1,210million (+14%,organic growth +8%)
l Group share of NPR@@r 726 million (+12%)

l Group share of net profift 666 million (+10%)

C Continued rapid debt reduction (- G 864 million) and marked
iImprovement in Net Debt” / EBITDA ™ ratio to 4.5
at 31 December 2010

* Organic growth
** Translated at the average foreign exchange rates for thenancial year, according to the syndicated credit method
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2010/11 # Half-Year Environment o s

C Confirmed trend for global economic recovery:

GNP growth 2007 2008 2009 2010 2011

+2% -3% +3% +4%
Eurozone +3% +1% -4% +2% +1%
Emerging markets +8% +5% +3% +8% +7%
World +4% +2% -1% +5% +5%
C Currencies: high volatility and strengthening EUR since July
1,55 .
50 PP, 145 inHY12009/10 | EUR/USD average rate markedly lower in
L 454 < 1.39 in 2009/10 HY1 2010/11 (1.33) vs. HY1 2009/10 (1.45)

but
Strength of EUR in HY1 2010/11
with EUR/USD rate of 1.34 at 31 December 201!
vs. 1.23 at 30 June 2010

OnCc—=xCm

1,25

1,20 T T T
1/7/09 1/10/09 1/1/10 1/4/10 1/7/20 1/10/10 1/1/1

C Increase in longterm interest rates

*source: Société Générale Economic Research
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AOverall Analysis
[ﬁSaIes Analysi}

AProfit from recurring operations
ASummarised income statement
AAnalysis by geographic region
AGroup share of net profit from recurring operations

ANon-recurring items and net profit

AConclusion and outlook
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Change in Bt Half-Year Sales

+9% -3%
+ /% _ e
(104) |
I 325 Y

4,282

272
+13%
3,789

HY1 09/10 sales  Organic growth Forex impact Group structure  HY1 10/11 sales

C Organic growth: +7% (Spirits = +8%, Wines = +1%)

C Quite favourable forex impact, primarily due to the strength of the USD
and many other currencies CNY, INR, AUD, MXN, KRW, CAD, BRL ¢&

C Group structure: primarily disposal of certain Scandinavian and Spanish
activities

///*\\
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A greater number of growth drivers

C Brands

AAcceleration of premium brands

AOngoing strong growth of brands that remained buoyant during the
crisis (Martell, Jameson, TH&lenlivet Havana Club, ABSOLUT
excluding the US, Indian whiskies)

AABSOLUTOs renewed growth in the
AMarked rebound of Scotch whisky, champagne and wine brands
C Markets

AContinued strong growth in Asian and Latin Ameritamerging
markets

AStrong recovery in Eastern Europe
AGradual recovery in North America
Almprovement in Western Europe

*Annual GNP per capita <USD 10,000
** Excluding Venezuela
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Main technical effects of HY1 2010/11 g
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Venezuela: sales curtailed-82%") due to difficulties in accessing USD
(Chivas, Something Special). Negative impact on PRO of about 6(M

France: sales ahead of excise duty increases on 1 January 2010
(unfavourable comparatives)

J China: growth in China during HY1 (+30% ") exceeding the normalised
annual growth rate estimated at about +20%*

AHY1 2010/11 bolstered by the Chinese New Year on 3 February 2011 vs.14 Februar
2010 and the replenishment of our whol

A Management of procurement constraints for Martell (inherent to the cognac category
ensure sustainable growt#y (more moderate growth in HY?2)

J Favourable comparatives:

Aln Germany, significant price increases in late financial year 2008/09 had a negative
impact on Q1 2009/10 sales

A For Chivas the transfer of distribution in Japan (no shipments in Q1 2009/10) and low
Duty Free shipments to the Americas in Q1 2009/10

*Organic sales growth
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Focus on 29 quarter 2010/11 ernod Ricar
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2143 2,403

Q2 09/10 sales Organic growth Forex impact Group structure Q2 10/11 sales

C Organic growth +6% driven by the Top 14 (+10%)

C Positiveforex effect, primarily due to the strength of USD,CNY, INR,
MXN and AUD

C Group structure: disposal of certain Scandinavian and Spanish activities

e




Analysis of organic sales growth
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Top 14 Spirits & Champagnes +4% +13%
Priority Premium Wines -2% +3%
18 key local spirits brands +4% +2%
Other brands and activities -3% -1%
Total +2% +7%

Very favourable growth mix

Improved trend (Top 14, Wines)

Premium brands’ represented 71% of sales in HY'1
2010/11 compared to 68% in HY1 2009/10

——_____ *RSPinthe US >= USD 17 for spirits and > USD 5 for wi
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CHIVAS Top 14: %‘”\”;'350 ut
VODKA

Spirits & Champagnes
ss)  3AMESOy

IIIIIIIIIIII Keusn
BEEFEATER *’%’@Q Dltptines

LONDON I
LEAVE AN IMPRESSION

Portfolio review

Volume: +8%
Sales: +13%
% of Group sales: 59%
% of advertising and promotion expenditure: 76%

THE
\PERR'ER«‘:JOUET
‘ NS fm

T

*Organic growth



Top 14 Spirits & Champagnes
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Accelerated growth in HY1 2010/11,

Volume organic

Net Sales

Price/mix effect

growth organic growth
Absolut 8% 7% -1%
Chivas Regal 11% 11% 1%
Ballantine's 9% 13% 4%
Ricard -1% 3% 4%
Jameson 16% 18% 3%
Malibu 4% 1% -3%
Beefeater 4% 6% 1%
Kahlua -5% -6% -1%
Havana Club 17% 10% -6%
Martell 20% 32% 12%
The Glenlivet 12% 12% 0%
Royal Salute 33% 31% -2%
Mumm 8% 9% 0%
Perrier Jouét 16% 21% 5%
Top 14 8% 13% 5%

with price/mix remaining very favourable (+5%)

C 8 brands out of 14
reporteddouble-digit
organic sales growth

C Rebound of Scotch
whiskies and
champagne
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&\%65% ML l Volume +8% Sales* +7% Perriod Rigerrd

Confirmed recovery in the US
Strong growth in other markets

C US: improvement confirmed

ABSOLUT in the US HY1 2009/10 HY2 2009/10 HY1 2010/11

Depletions -5% +2% +4%
Nielsen -1% +5% +6% ABSOlIﬁNW“.D TEA
NABCA -7% +5% +6% Cochtadts Pofected
C Other markets: doubldigit growth (+15%) with positive "G
price/mix :

AOngoing very strong growth in France, Canada, Bra =
Asia and the Middle East

A Recovery in Germany, the UK and Poland L £

A Good progression iBpain

Lorited Edtion
ABSOLUT BROOKLYN
A SPIXE LEE COLLABORATION

A Sharp fall in Greece

L PSP T ACIROOK COMARSANTERSOTITE

*QOrganic growth
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ABSOLUT LIMITED EDITIO

(@

)¢

Marketing Initiatives & Innovation

Success of Holiday 2010 limited edition
ARABSOLUT GLI MMERO

uuuuuuuuuuuuuu

Confirmed solid perfo_

BERRY ACAI 0 and | aunc g 50L
WI LD TEAO :

AABSOLUT WATKI NSO and: r
BROOKLYNO | imited edi ABSQITWIDIEA
Launch of AABSOLUT ELYXao__(t est [

several markets)

Lomited Eddtion
ABSOLUT BROOKLYN
A SPIXE LEE COLLABORATION

S SPES FRM T FACIROOK COMARSANTEROORITR

*QOrganic growth
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Excellent HY1, bolstered by a couple of CHIVAS: new fALive with C
technical effects

C Doubledigit growth in Asia from China, India, Vietnam and
Duty Free markets, as well as Japan. (Favourable technical
for Japan in QB + 30,000 9L cases)
C Doubledigit growth in Americas:
A Strong growth in Latin America: Mexico, Brazil, Duty Free,
Central America, despite significant decline in Venezuela
A US: HY1 2010/11 depletions +2% (Nielsen +3%, NABCA +1%)
C Stability in Europe, with very strong growth in Russia, France
and Duty Free markets but a sharp fall in Greece and a marked
decline in Spain
C Robust growth in Africa and Middle East
C Premiumisation: Chivas 1 +24% and Chivas 2%0 +90% oY,
C Rollout of the ALive with Chi‘o S Z | B
C AChristian Lacroiyo edition o —"

*QOrganic growth
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Impressive growth in Europe and outstanding
growth in Asia and America,
with a very favourable mix effect

e

+ 7 %) : 2011 WORLD WHISKY

OF THE YEAR

Ball antinebds Finest (vol ume
markets (Africa and Middle East, Poland, Latin America,
Asia and Duty Free) which offset the decline in Spain and
Greece

Remarkable 21% recovery of superior qualities, driven by
Latin America, Asia (Taiwan, Vietnam, Japan, China, South
Korea) and Duty Free TRULY THE EPITOMI

OF GREAT SCOTCH
im Murray, Whisky Bide

B a I I a n tym m&rﬁ%d 1WWO r I d Wh I S k \'ﬂ{.UE!UN Z7r", ..l[.JfISGZ IREIEIDNPgNtfﬁL \
Jim Murray in his whisky n o ALY
Extension of fAel Plan B.tv_

| mpressiono in Spain by DJ

Continuation of advertising campaign focused on golf
sponsorship in Asia

*QOrganic growth



—
Pernod Ricard
Créatectrs de comwivialité

New " Martell Cordon Bl e

Continued success of Martell

C Continuous improvement in quality mix (\*\8% but
Noblige +48%, XO +46% and Extra +65%) and very
favourable impact of price increases

C Very strong growth in Asia:

A China: consolidation of number 2 rank in cognac and leadership
XOcategorf cor don Bl eu, XO, ¢é).
Technical effects (replenish
and New Year celebrated 11 days earlier in 2011)

A Many countries reported very strong growth: Malaysia, Vietnam,
Singapore, Taiwan, Duty Free and Indonesia
Brand growth will weaken over HY2 2010/11 (supply
management and technical effects). 2010/1 }yfeidr

organic sales growth estimated at close to +20% vs.
+32% in HY1

New Martell Cordon Bleu andoblige TV campaign

)¢

Ox O)

New fnAMartell Cognac Exper
Lumpur airport

RS *QOrganic growth
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IRISH WHISKEY

Over 3 million cases sold globally
and over 1 million casésin the US in Q2 2010/11

C US: ongoing very strong increase in depletions (+27%) in HY
2010/11, Nielsen +29%, NABCA +26%

C Robust growth in Europe, es =g
Ireland and France

C Recovery in Duty Free markets

C Very strong growth in Russia and Ukraine

C Vigorous growth in Africa and the Middle East

C Continuation of fAEasygoing | ri
billboards)

C Premiumisaton | aunch of fAJameson Sel

* Organic growth
** 9 -litre cases on a cumulative annual basis
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Launch of new Ricard bottle

)¢

France: good performance (+1%) due totodide

market share gains (Nielsen +1% in a marés).
despite unfavourable comparatives (stocking ahead of
excise duty increase at the end of 2009) and
unfavourable weather conditions

)¢

Decline on the Spanish border with France, with a
recovery in Q2, stability in all other markets

PAsTIS
i de
| MARSEILLE

)¢

On 25 January 2011, announcement to the press of the
launch of the new Ricard bottle in Q3 2010/11

| 00t FRANCE 84
et %

)¢

Limited Christmas edition, including an exclusive
creation by artists Wilfried Mille & Ida Tursic

*QOrganic growth
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I Volume +17% Sales* +10%'

C Doubledigit growth in most key markets: Cuba, Germany,
Chile and France /é a A
Continued success of A3 afYoso |
Cuba (negative mix effect). Both qualities grew by +21% inthe 4
period

Slight decline in historical export markets (Spain and Italy) with
improved trend in Q2. Sharp decline in Greece

New packaging for Havana Club 3 aios and launch of
ARnSelecci-n de Maestroso

)¢

)¢

)¢

BEEFEATER Volume +4% Sales**+6%

Spain: very good first half of the year with shipments up 6% <
US: decrease in shipments but depletions +1% and marke
share gains. Nielsen +1% (mark2%6) and NABCA +3%

Launch of fAForever Londono

O O

*QOrganic growth
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Remarkable growth in most key markets: China, Taiwan, }
Vietnam and Asian Duty Free (favourable comparatives)

Strong growth in Europe and America
Polo sponsorship (Dubai, India, etc)

Good start for Royal Sal ut
USD 2,200)

THE |
GLENLVET  \/olume +12% Sales* +12%

i
GLINLIVET

US: continued very impressive performance,
depletions +9%, Nielsen +6% and NABCA +9%

Asia: very strong growth in Taiwan, India, China and
duty free markets

Europe: doubldaligit growth

Launch ®@Ife mMITihwee t Founder 06s
in the US in November 2010

*QOrganic growth
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SAUL

@" I Volume +4% Sales* +1%

Success of the ASummer State of Mindo pl a

Malibu growth driven by innovation: Malibu Cocktails (lower RSP), e
AnMal i bu Winter Editiono (snowflakes), &
PR

Success in the US: excluding cocktails, depletions +2%, Nielsen +1% )
and NABCA +4% -

Moderate growth in Europe, with varied performances 45%'..1"'7 f

Kareoq I Volume -5% Sales*-6%

New strategy focused on the brandds origi
A fDeliciosa campaign(pressand TV). Firstsignsencouraging

US: underlying performance better than shipme8¥%
(depletions2%, Nielsen3% and NABCA-2%)

Other markets: stability overall, decline in Canada, Australia new spotfDeliciose
and Mexico but growth in Europe and Asia

*QOrganic growth



