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Pernod Ricard is a developer of both global and local brands. This reflects

a strategic outlook that has proven its effectiveness: local brands

strengthen the distribution networks in their various markets, thereby

supporting the development of the Group’s global brands.

The decentralised structure of Pernod Ricard clearly differentiates it from

the rest of its sector. This structure creates a strong culture within 

the Group, uniting its workforce. At its core, this culture motivates

individuals, ensuring that the entrepreneurial spirit is shared and

encouraged. 

This combination of ambition and culture has built the success of 

the Group in 2003. It is how Pernod Ricard intends to pursue its

development in the future. 
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Consolidated figures

Operating profit
(in euro millions)

Sales
(excluding duties and taxes/in euro millions)
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Consolidated profit
(in euro millions)
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Profit after tax per share/
dividend per share

(in euros)

Profit after tax per share (1) Dividend per share
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Profit before tax Group net profit
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Breakdown of sales by geographic area
(excluding duties and taxes/in euro millions)

Net financial debt/Shareholders' equity
at 31 December

Evolution of net debt
(at 31 December/in euro millions)

Key brands
(in millions of 9-litre cases)

Wine & Spirits

Breakdown of operating profit by
geographic area (in euro millions)
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2003 growth versus 2002
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OCEANE converted (1) OCEANE included (2)

(1) In 1999, the Americas area is included in the rest of world area.(1) In 1999, the Americas area is included in the rest of world area.

(1) In February 2004, the share price exceeded the OCEANE conversion price:€ 95.96.
(2) Simulation in the event of the conversion of the OCEANE bonds into share capital.



Message from the
and Chief Exe 
I am often asked: “Why have you decided to focus on wine and spirits?”
My answer is very simple: this is the sector where we can see a real potential
for growth when we have the know-how of a global company. 

In the developing countries, growth is 
in the ‘international western style’ spirits,
such as Scotch whisky, Irish whiskey or
cognac. In the developed countries, 
there has been a marked trend towards
premium wines and spirits for some years.
With our Chivas Regal, Martell, Jameson,
Jacob’s Creek, and many other brands,
we project ourselves as a leading player
on this market. Finally, the wine and spirits
market is currently quite fragmented. It
therefore offers our Group a real potential
for growth by acquisitions.

The results we have achieved confirm 
the soundness of our strategy. In two
years we have doubled our wine and
spirits net sales by integrating and
relaunching Chivas Regal, Martell,
The Glenlivet, and other Seagram brands.
At the same time we have continued 
to promote other “historical” brands such
as Jacob’s Creek, Jameson, Ramazzotti
and Havana Club. Our excellent results,
especially in China, the United States and
Europe, confirm the successful integration
of the Seagram activities in the Group.

These successes were achieved in 2003
in a difficult international environment,
beset by specific problems such as the

Patrick RICARD
Chairman and Chief Executive Officer



Chairman 
cutive Officer

SARS virus in Asia, threats to boycott
French products in the United States 
and a depressed economic environment
in France.

Our organisational model, based on
decentralised decision making, has
therefore worked to perfection. It has
given us a presence in every market in
the world, with a balanced portfolio of
products. It is the guarantee of our future
success. 

Our wine and spirits are distributed
worldwide with strong local roots,
providing enjoyment to consumers. 
Our products weave social networks 
that feature encounters, exchanges and
sharing, whether on a terrace, in a
restaurant or at home with your family
and friends. If consumed in moderation,
our products are synonymous with
enjoyment and this is what we cherish.
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But Pernod Ricard is not just about
achieving commercial success. What
distinguishes us is our commitment 
to responsible drinking. 

We shall be able to secure our long term
development through our involvement 
in professional organisations and 
the undertaking of different initiatives with
young adults, promoting road safety and
care for our environment. We intend 
to share this commitment with our
consumers, our trade customers and all
the people who work with us and for us. 

Strengthened by our social commitment
and sharing of values that lie at the heart
of our corporate culture, we are developing
a sound and reasoned approach to 
the market, reflected in our policy of
transparency and respect towards our
shareholders.

Pernod Ricard today is a thriving business
with a global vision and a distinct strategy
for the wine and spirits market. The basis
of our future development is simple:
create value for the business and its
shareholders.

I would like to take this occasion to thank
Thierry Jacquillat who will be shortly
leaving the Board of Directors. A leading
contributor in defining our global
expansion, he was one of the key players
responsible for the internationalisation of
the Group some twenty years ago. Thanks
to his exceptional managerial skills, we
were able to successfully make significant
acquisitions in the United States, the
United Kingdom and Ireland. More
recently, he played a fundamental role 
in the acquisition of Seagram and 
the disposal of Orangina.

In two years we have doubled
our wine and spirits net sales by
integrating and relaunching Chivas
Regal, Martell, The Glenlivet, and
other Seagram brands.  

“
“



Interview
with Directors 

Pernod Ricard concluded its refocusing on
its core business in 2003, with virtually
all of its operating profit now derived
from its wine and spirits business. 
How did your brands perform in 2003?

2003 was a very good year for Pernod Ricard,
with both our global and local brands enjoying
strong growth in their different markets. 

Our two priority brands, Chivas Regal and
Martell, enjoyed sales increases of 7% and
8% respectively. This relaunch has been
successful while pursuing at the same time
the development of our “historical” Jameson,
Havana Club, Ramazzotti and Jacob’s Creek
brands. We would like to take this opportunity
to thank our teams throughout the world for
this truly remarkable performance. 

Many of our local brands enjoyed double-digit
sales growth in high potential markets such
as Thailand, Russia, Venezuela and India. 

Our wine and spirits business recorded an
organic net sales growth rate of 8.1%, with all
regions progressing, with the exception of

France, Poland and Ireland, which
experienced a depressed economic
environment. 

2003 was marked by the appreciation of 
the euro against other currencies, including
the US dollar. How did this affect results?

Pernod Ricard is a global group, distributing
its products in more than one hundred
countries. Hence, in the United States, we
sell our products in US dollars: if the dollar
depreciates against the euro, our profits
expressed in euros decrease proportionally,
even though we enjoyed excellent commercial
performances. 

For 2003, this currency effect had an 
€ 83 million adverse impact on our
profitability, primarily due to the depreciation
of the US dollar and Venezuelan bolivar.

Pierre PRINGUET
Director General

Richard BURROWS
Director General

“Our continual investment in our brands secures their long-term
development”.
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You benefit from natural exchange rates
coverage, as part of your financial debt
is denominated in US dollars. How did
you pursue your financial debt
reduction?

In 2003, we pursued our programme of
non-strategic asset disposals. Our average
borrowing cost decreased from 4.4% 
to 3.7% for 2003, and our finance cost
decreased by 38%. Our financial debt 
was reduced by € 682 million, and our
debt-to-equity ratio improved to 0.77 at 
31 December 2003, Océane convertible
bonds included.

Despite a negative currency effect, 
you managed to improve your operating
profitability by 0.7 point (1.3 point on 
a constant exchange rate basis) while
maintaining your advertising and
promotion expenditures level. How did
you achieve this?

In order to improve our profitability, we
maintained our structure costs at 18.9% 
of sales. We increased our prices in certain
markets and we also developed our high
margin premium brands, like Royal Salute.

In addition, we maintained our advertising
and promotion expenditures at a high level
of 21.5% of sales. Indeed, our continual
investment in our brands secures their
long-term development. We shall pursue
these expenditures in 2004.

You will recommend to the Annual
General Meeting a change to a 30 June
fiscal year-end. What are your reasons? 

Pernod Ricard realises 60% of its results
during the second half of the calendar year,
most notably due to significant sales
generated during the festive holiday period
at year-end. Thus, adopting a 30 June
instead of a 31 December fiscal year-end
will enable the Group to increase 
the relevance of its reporting.

In addition, it will enable greater
comparability between our results and those
of our major competitors, who do not have 
a 31st December year end. If our proposal
is accepted by the Combined General
Meeting, our current fiscal year will,
exceptionally, have a duration of 18 months,
from 1 January 2004 to 30 June 2005. 

The Group achieved excellent
performances in 2003. Will the cash
dividend distribution reflect this
progression?

We are pleased to announce that this
indeed will be the case. The Board of
Directors will recommend to the Combined
General Meeting of 17 May 2004 the
distribution of a cash dividend of € 1.96 per
share, up 8.9% on the previous year. 

Hence, Pernod Ricard distributes 30% of
its net profit to its shareholders, in reward
for their loyalty, and with a view to
maintaining this privileged relationship 
that has been carefully nurtured over 
many years.

What is your outlook for 2004?

Our slogan "Local Roots, Global Reach"
reflects our ambitions for 2004. The
development of our global brands, as well
as our local brands in high potential
markets should result in profitable growth
and generate cash flow. 

In addition, the Group will continue to
innovate, with the launch of new products
such as the super premiums Royal Salute
38 Years Old and the Wyborowa Single
Estate vodka. Many of our key brands will
benefit from new advertising campaigns
and packaging.

All these initiatives, together with a more
favourable economic environment, will
result in a better outlook for 2004.



GLOBAL PRIORITY FOR CHIVAS REGAL

As the most important spirits product for
the Group, whisky accounts for 40% of
Pernod Ricard’s volumes. The Group is 
now the world’s number three for Scotch
whisky.

A key brand, Chivas Regal, is distributed in
over a hundred countries. With sales rising
by 7% to 2.9 million cases, this premium
Scotch whisky is the leader in Europe and
number two in the travel retail sector.
Chivas Regal posted exceptional growth
figures in 2003: increases of 215% in China,
43% in Malaysia, 22% in Greece and 10%
in Spain. Our objective: make Chivas Regal
12 years old the world leader in premium
Scotch whiskies.

In September 2003, Chivas Brothers
launched its new “This is the Chivas Life”
campaign. This press, billboard and
television campaign covered 50 markets,

Relaunch of
Chivas Regal, Martell and The Glenlivet

In accordance with previously announced
objectives, the Group has successfully
relaunched its Chivas Regal, Martell and
The Glenlivet brands. With sales increases
of 7% for Chivas Regal, 8% for Martell,
and 7% for The Glenlivet, these three
brands have demonstrated their potential.

Chivas Regal advertising campaign in France.
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Chivas & Martell: new advertising campaigns

inviting Chivas consumers to live life to the
full. The “This is the Chivas Life” campaign
mainly targets whisky drinkers over the age
of 30. 

The campaign will be extended in 2004,
with the USA, China, France, Japan,
Taiwan, Venezuela, Spain, Greece and Italy
representing its main target markets.

MARTELL BOUNCES BACK

In 2003, Martell’s sales increased by 8%,
reaching 1.1 million cases, showing strong
recovery of the brand. Martell has captured
market share in China where its sales
increased by an outstanding 50%, and also
in the UK where it posted strong sales
growth of 25%. 

Martell has based its global communication
message on its independence and
inspiration values. A regional approach 
has been developed through distinctive
campaigns, one for Asia, and the other for
the United States.

Asia represents approximately 16% of 
the world market for cognac. Martell’s 
“Only a few can tell” press and television
campaign was launched in December in
China, Hong Kong, Singapore and Taiwan.

In 2004, Martell should continue to grow 
in China, the United Kingdom, the United
States and Mexico. Strong distributor
commercial support measures have already
been deployed. 

With “This is the Chivas life”, Chivas Regal communicates its values in a prestigious and contemporary way.
With “Only a few can tell”, Martell primarily targets Asia well-to-do consumers over the age of 35.

Martell
“Rise above” campaign in the USA
Martell launched its “Rise above” advertising 

campaign in the USA as part of its strategy for 

reconquering this market, the world's largest cognac

market, accounting for 38% of global consumption.

The “Rise above” campaign features Afro-Americans

who are recognised as role models in their community

for their professional success and community 

commitments. 

DEVELOPMENT OF THE GLENLIVET

Endowed with a strong heritage, 
The Glenlivet experienced a 7% increase 
in sales for 2003 to 370,000 cases.
Introduced in 13 new countries, this Scotch
malt whisky posted a 5% increase in sales
in the United States, its main market.

In 2004, the packaging will change to better
reflect the brand’s origin, emphasizing 
the prestige and the quality of this highly
respected malt whisky.

Martin Riley (Chivas Brothers), Horace Ngai (Pernod Ricard Asia) 
and Dimitra Soukara (Pernod Ricard Hellas).

Lionel Breton, Éric Benoist, Élisabeth Ricard and Thibaut de Poutier
de Sone (Martell & Co).



Relaunching the Group’s new brands while still pursuing growth with Jameson,
Havana Club and Ramazzotti. A challenge that has been successfully met
around the world by the dynamism of the Pernod Ricard teams.

Dynamic
performance by growth drivers :

Jameson, Havana Club, Ramazzotti

JAMESON, THE WORLD LEADER 
IN IRISH WHISKEYS

In 2003, Jameson maintained its strong
international progress with 1.6 million
cases, representing an 8% growth
worldwide, including an 11% growth 
for export markets (excluding Ireland).

The world leader in Irish whiskeys, Jameson
has accelerated its growth in numerous
high potential markets, such as the US,
South Africa, Australia, travel retail and
Spain, as well as many other European
countries. The brand has also developed
well in booming new markets, including
Brazil, Russia and Thailand.

The brand communication relies on three
complementary messages: the Irish origin,
the high quality of the product (triple
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distillation and smoothness), and 
the “what’s the rush” concept. In parallel
with this, Jameson has highlighted its
partnership with the cinema industry in
some twenty countries, with a notable
presence at numerous festivals in Europe
and around the world.

In addition, Irish Distillers’ three visitor
centres in Ireland welcome nearly 
400,000 visitors from all over the world,
thus contributing to greater awareness 
and appreciation of Irish whiskey, and of
Jameson in particular, worldwide.

HAVANA CLUB’S TARGET: 
2 MILLION CASES

With 1.9 million cases sold in 2003,
representing an 11% increase in sales,
Havana Club is undisputedly a leading
international rum brand. The brand has
experienced sales increase of 115% in 
the United Kingdom, 17% in Germany,
15% in Cuba and 12% in Italy.

Havana Club was able to achieve these
exceptional results in 2003 as a
consequence of the following three factors:
new packaging, new products and its
original “Havana Club Banda” promotional
campaign.

Among the new products launched in 2003
was the dark rum Añejo Especial. This rum
mixed with cola is a product that is very
popular with consumers and thus competes
with whisky. 

Havana Club Loco, a new ready-to-drink
product, was successfully launched in Italy
in June 2003. Ten million bottles were sold
in the first six months of sales. Made from
"Añejo Blanco" white rum, Havana Club
Loco is the only product on the market that
uses natural fruit juices and contains no
preservatives. Havana Club Loco, which is
available in lemon and passion fruit
flavours, was launched in Cuba last
December. 

The “Havana Club Banda” theme
promotional events were a huge success 
in 2003, directly reaching more than
260,000 consumers. Two groups of twelve
young Cuban musicians and dancers
toured discos, hotels and bars selling
Havana Club, entertaining patrons with
authentic Cuban shows.

Havana Club’s previous

packaging, although

authentic and original,

has adopted 

a contemporary touch.

Havana Club
New look

As the leading imported spirit in Germany, Ramazzotti
is the only brand in its category that enjoys
continuous growth, with sales up 9% in 2003 
to 1.2 million cases. 

Germany is the leading market for this Italian bitter,
a unique success within the Group. 

In 2003, various promotions, including the television
campaign "Il Balcone" that was broadcast in Germany,
boosted sales through the year. The leading brand
in south and central Germany, Ramazzotti also ran
two billboard campaigns in the north and east of
the country, backed by numerous local promotions. 

In 2004, Ramazzotti intends to continue its sales
growth. A new “wunschbrunnen” (wishing well)
campaign will support the brand in reaching this
objective.

Ramazzotti
A unique success

Armin Ries and
Manfred Koslosky
(Pernod Ricard
Deutschland).



Profitable
growth

In a highly competitive environment, Jacob’s Creek has recorded growth of
14% in 2003, selling 6.7 million cases. Distributed in over 60 countries,
the brand has continued to consolidate its position, with its sights on sales
of 10 million cases in the medium term.

MAINTAINING A PREMIUM PRICE
LEVEL

Jacob’s Creek has had to face the challenge
of significant price-cutting by its competitors
in several of its key markets, including
Australia, the United States and the United
Kingdom. Its decision to maintain its
premium price positioning enabled 
the brand to maintain its brand equity 
and growth.

for Jacob’s Creek



EXPANDING RANGE

Since its origins in 1976, as a constantly
evolving brand, Jacob’s Creek has always
been keen to improve the quality of its range
with new varietals, including the Reserve
range, which achieved excellent results 
in 2003.

The Jacob’s Creek marketing and
winemaking teams have always listened 
to ideas from wine-lovers. This has had 
the effect of steering the brand in 
the direction of high-quality premium
products. A strong focus has been taken 
to ensure that the style of the wine does not
change and quality improves year by year.

Thus, Jacob’s Creek Sparkling, launched 
in 1998, has become the leading Australian
sparkling wine on its domestic market, 
as well as in New Zealand, Japan and 
the United Kingdom. Following 
the completion of positive tests, it will be
launched in the United States in mid 2004. 

ACKNOWLEDGED QUALITY ALL OVER
THE WORLD

Jacob’s Creek benefited from its status as
Official Wine Supplier for Rugby World Cup
2003, which gave it exclusive promotional
rights in Australia, the United Kingdom,
Ireland, Japan and New Zealand.

Jacob’s Creek wines have also won over
1,500 medals and awards in Australia and
the rest of the world since its launch. 
In 2003 alone, the brand won more than 
225 awards and medals. 

+26%

+10%
in the United States

in the United Kingdom, 
leading market of the brand

Jacob’s Creek
Reserve
The “Reserve” range, launched in 2000, 

has grown rapidly. Today it represents a large

proportion of the brand’s volume in a number

of its key markets, led by the United States

and Australia.

Jacob’s Creek Reserve wines are produced

from the best vines and the best grapes. 

They therefore offer the consumer a very high

quality wine that retains the style and spirit 

of the Jacob’s Creek family.

Today the Jacob’s Creek Reserve range 

comprises a Shiraz, a Cabernet Sauvignon, 

a Riesling and a Chardonnay.
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Dee Clayton 
(Pernod Ricard UK)
Philip Laffer, 
(Orlando Wyndham)
Chris Seale, 
(Pernod Ricard UK).



in Asia
Expansion

As the world’s most dynamic market,
Asia is experiencing spectacular
growth, especially in China. 
While South and South East Asia are
expanding rapidly, Korea and Japan
are encountering some economic
difficulties.

+38%
Group volumes in Thailand

STRONG GROWTH OF LOCAL BRANDS
IN THAILAND AND INDIA

Thanks to the dynamism of its local brands,
the Group achieved extremely good results,
especially in the whisky sector. 100 Pipers
is now the leading standard Scotch whisky
in Thailand, where Master Blend, an
“admix” whisky, is enjoying undisputed
success. 

In India, sales of Royal Stag and Imperial
Blue, whiskies blended locally from grain
spirits, continued their strong growth. These
mid-priced whiskies offer Indian consumers
a taste and quality similar to standard
international whiskies.

Chanel Lu (Pernod Ricard China).



White spirits sales are also expanding
rapidly in South Asia, where Seagram 
India launched Fling, a vodka produced
from superior grain spirit and blended 
with American vodka from the Group’s
Lawrenceburg distillery, located in Indiana.
Available in peach and blackcurrant
flavours, Fling has enabled Seagram 
India to reach a new range of consumers.

REMARKABLE SUCCESS IN CHINA

In China, Chivas Regal and Martell have
enjoyed exceptional growth despite SARS,
which mainly affected consumption
between March and July.

For its part, Martell enjoyed a 50% increase
in sales in this market. In its
communications, Martell has as its priority
focus over 35 years old consumers, 
who have a sense of good taste, are able 
to appreciate the finer things in life, and
enjoy a successful career. 

Specific promotional initiatives such as 
the ‘Martell Elite Club’ were developed 
in a number of Chinese cities with a view 
to building customer loyalty amongst its
members and winning over new consumers.

+100%
Group volumes in China

DIFFICULTIES IN THE JAPANESE 
AND KOREAN MARKETS

In Japan, Chivas Regal, the country’s 
top-selling imported spirit, has retained its
market leadership in a difficult economic
environment.

South Korea, the biggest market for Scotch
whisky in Asia, recorded an overall drop 
in sales of premium whisky. The bursting 
of the consumer-credit bubble, SARS and
the regional political environment caused
consumption and sales of wine and spirits
to plunge. This market is not expected 
to recover before 2005.

Royal Salute 
a true luxury

product
Recognised in Asia as a luxury 
product, Royal Salute experienced
unprecedented success in 2003
with the launch in June of Royal
Salute, 50 Years Old, a unique 
product retailed at $US 8,888 per
bottle.

The Asian market is in fact evolving
towards super premium whiskies, 
more prestigious, higher quality 
and more expensive products.
As the only super premium 
21 Years Old Scotch whisky,
Royal Salute is exploiting 
this new vogue. 
It has developed 
strongly in China and
Taiwan amongst the
business community.

17

Sophie Gallois (Chivas Brothers) and 
Horace Ngai (Pernod Ricard Asia).

Chivas Regal
+215% in China 
Chivas Regal is the undisputed leader 
in the Chinese whisky market, which is
by far the fastest growing in the world.
An International Scotch par excellence,
the brand’s success in China is mainly
its appeal to 25-35 year-olds and
business customers. 

Philippe Guettat, Kevin Lee and Liya Zhang 
(Pernod Ricard China).



EXCELLENT GROWTH FOR JAMESON,
THE GLENLIVET AND JACOB'S CREEK

With sales up 18% in 2003, Jameson has
experienced double-digit growth for the fifth
consecutive year. This performance is 
the result of continuing efforts over the last
several years in the on-trade. Jameson,
while still popular among consumers of Irish
origin, has become increasingly fashionable
among 25 to 30-year old consumers,
attracted by this smooth Irish whiskey.
Jameson has made itself an indispensable
bar brand.

The Glenlivet, the leading malt whisky in
the United States, broke the 200,000 case
mark for the first time. Its consumer base
has expanded substantially, due to a direct
consumer approach strategy and numerous
local promotions.

Charles Smith, Michel Bord and Kevin Fennessey (Pernod Ricard USA).

Success in the world’s leading spirits
market is of critical importance 
to Pernod Ricard. The Group continues 
to grow through its Jameson, The Glenlivet
and Jacob’s Creek global brands. 
The launch of a new vodka and new
campaigns for Seagram’s Gin, 
Chivas Regal and Martell have enabled 
the Group to strengthen its market
position.

in the United States
Performance
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Jacob’s Creek experienced double-digit
growth in 2003 while preserving its
profitability. It adopted a successful strategy
of avoiding a price war initiated in 2002 by
its competitors. Jacob’s Creek Reserve line
has more than doubled in volume in the
United States, as a result of the excellent
“premium” image it enjoys there. 

RENAISSANCE OF SEAGRAM'S GIN

Seagram’s Gin enjoyed renewed growth 
in 2003 for the first time since 1992. 
As the most popular spirits brand of 
the Afro-American community, Seagram’s
Gin focused its efforts on its traditional
consumers and on the revitalisation of 
its image.

Pernod Ricard USA’s close relationship with 
its distributors has enabled it to identify gaps 
in the US vodka market. In just six months, 
the first cases of Seagram’s Vodka, distilled in
Lawrenceburg, Indiana, were brought to market.
This new brand was an immediate success, 
surpassing the half-million case mark in its first
year of introduction.

The flavoured vodka market is enjoying rapid
growth, with four flavours (apple, vanilla, lime 
and raspberry) launched in 2003. New flavours 
will be available in 2004. Seagram’s Platinum
Select, a 100 proof vodka,
will also be brought to the
market in May.

With Seagram’s Gin and
Seagram’s Vodka, 
Pernod Ricard USA now 
has an extremely effective
duo for improving its 
presence in bars.

Olmeca seeking 
to conquer the world
This market has been revitalised by the drop 
in agave prices, a plant used in making tequila. 
In three years, Olmeca sales have grown by 61%,
making it the fourth best selling tequila export brand
in the world (outside the United States). With 
a premium positioning, Olmeca has benefited 

from its new “The party 
warrior” campaign. 

+26%

+18%
Jacob’s Creek

Jameson

NEW BEGINNING FOR CHIVAS REGAL
AND MARTELL
The launch of the new “This is the Chivas
Life” campaign marked the start of a new
era for Chivas Regal in the United States.
For the first time, Chivas Regal was widely
advertised on television and numerous
campaigns targeted the Hispanic
community. Additionally, Chivas Regal 
18 Years Old sales have jumped by 40%.

The new Martell “Rise Above” campaign,
featuring the Afro-American community, was
enthusiastically received, resulting in sales
increases at year-end. Various campaigns
were launched targeting both Mexican
immigrant population with Martell VSOP, 
the leader in the Mexican market, and also
the Asian population with Martell Cordon
Bleu. Initially introduced in California, these
marketing initiatives will be extended
nationally in 2004.

An effective duo



growth in Europe
As the Group’s most important regional market, accounting for 40% of its sales,
Europe (excluding France) enjoyed a further year of growth, led by markets in
Eastern and Southern Europe. Ireland and Poland were adversely affected by an
unfavourable socio-economic environment.

STRONG PROGRESS IN EASTERN
EUROPE AND RUSSIA

The imminent enlargement of the European
Union offers promising opportunities for 
the Group. In 2003, sales in Eastern
Europe* with the exception of Poland, grew
by 27%, this included growth of 22% in 
the Czech Republic and 20% in the three
Baltic countries.

Russia also performed well. With sales up
18%, this continent-sized country
represents a high potential market. While
the bulk of sales volume is still accounted
for by local brands such as Ararat brandy 

Steady 
Havana Club advertising campaign in Germany.
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or Georgian wines, the Group’s global
brands have achieved exceptional growth
here. Chivas Regal more than doubled 
its volume, while Jameson and Martell
recorded sales growth in excess of 50%.

Positioned as a premium tequila brand,
Olmeca has become the top-selling tequila
in the Russian market, thanks to a threefold
increase in sales.

Local brands are also continuing to make
progress in Eastern Europe. Ararat, an
Armenian brandy, has enjoyed sustained
growth, emerging as the undisputed
Russian market leader in its segment with 
a 54% market share. 

In the Czech Republic, the Becherovka
bitter aperitif was repackaged in autumn
2003, followed by an intensive promotional
campaign. 

SIGNIFICANT ADVANCES IN
SOUTHERN EUROPE

In Southern Europe**, the Chivas Regal,
Martell and Jameson global brands made
strong progress. 

Chivas Regal sales rose by 22% in Greece
and by 11% in Spain, two key markets for
this brand, as a result of being sustained by
the new “This is the Chivas Life” campaign.

Success in Italy
Pernod Ricard posted a 15% increase in sales
for Italy in 2003. This growth was driven by
strong performances by Jameson (+13%),
Havana Club (+12%) and Wyborowa (+10%).

The new ‘This is the Chivas life’ campaign also
helped strengthen the position of Chivas Regal. 

The launch of the ready-to-drink Havana Club
Loco in June was backed by significant 
marketing and media investment in Italy.
Strengthened by the main brand, the product 
is now the fourth best selling ready-to-drink
beverage in Italy, with a second place ranking
potentially achievable in 2004. 

CHALLENGES IN IRELAND 
AND POLAND

Irish Distillers, the leading name in wine
and spirits in Ireland, outperformed the
market, despite a 42% hike in duties on
spirits, introduced on 4 December 2002.
This added 4 euros on average to the price
of a bottle of spirits.

The Irish whiskeys, notably Jameson and
Powers, as well as the Irish-distilled Cork
Dry Gin, increased their market share.
The successful new positioning for Martell –
French elegance – has made it the clear
number two cognac brand in Ireland. 
The New World wines, Jacob’s Creek,
Wyndham Estate and Long Mountain, 
have also maintained their strong growth. 

The premium wine and spirits market in
Poland has also faced difficulties, primarily
as a result of tough competition from
discount vodka brands.

In 2004, the new Wyborowa bottle will
highlight the three characteristics of 
the brand: authenticity, sophistication 
and pleasure.

* Eastern Europe comprises: Czech Republic, Slovakia,
Hungary, Poland, the Baltic states and Russia, Belarus,
Ukraine and Caucasus (Armenia and Georgia).

** Southern Europe comprises: Italy, Greece, Spain and
Portugal.

Paolo Benazzi, Franco Bonadeo and Aramis Ghilardi (Ramazzotti).



market share in France
The French market, which accounts for 17% of Group sales, has been sluggish.
In spite of this difficult environment, the Ricard and Pernod companies have
managed to maintain their position as market leaders.

A SLUGGISH MARKET 

Group sales in France were adversely
impacted by the heatwave of 2003, which
did not favour alcohol consumption, the
slowdown in household consumption and
the progression of hard discount brands 
at the expense of premium brands. Finally, 
the implementation of stricter controls 
to combat drink driving also contributed 
to lower consumption of wine and spirits. 

Maintained

Against  this  background, the Group has
been able to maintain its volume share of 
the aperitif and spirits global market at 20%
in off trade (source: IRI panel), with aniseed
enjoying a 49% market share and whiskies
enjoying a 13.5% share.
Ricard, Clan Campbell, Aberlour, Paddy
and Jameson whiskies experienced a slight
growth in market share, despite decreasing
volumes.



CONTINUING TO MAKE PROGRESS

Apart from this, some products have
performed exceptionally well. Havana Club
saw growth of 6.1%, buoyed by Havana
Club 3 Años. Paddy’s Irish whiskey, up by
16%, has managed to establish itself as a
credible alternative to the standard Scotch
whiskies, while Sandeman port, which grew
by 11.5% in consumer-panel studies
(source: IRI), is the only brand in its
category to achieve double-digit growth.

Aberlour achieved excellent sales towards
the end of the year and the Polish vodka,
Zubrowka, was the clear leader in premium
vodkas. New products such as Aberlour 
16 Years Old and Cinzano Arancio have
also been launched successfully. 

INCREASED FOCUS ON BRANDS

Ricard has managed to make inroads into
the clubbing scene with Ricard Bouteille. 

Chivas Regal has confirmed its leadership
position in premium whiskies with a 12%
market share, at a time of significant decline
in the sector. Chivas Regal has also seen
the benefit of its “This is the Chivas life”
campaign, which was launched in December.

Ricard and Pernod
marketing and
commercial teams
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The drive to give Suze a trendier image has
continued, with a second limited edition
designed by Christian Lacroix and a glass
designed by Jean Nouvel. 

These brand initiatives will be extended into
2004, with developing their respective
market shares as their objective. 

Wyborowa
sales up 
35 %

Wyborowa achieved a
remarkable performance
on the vodka market,
with a 35% increase 
in sales (source : IRI),
enjoying strong success
in off-licences. These
performances were 
sustained by the brand’s
first advertising campaign
in France. Three new
Wyborowa flavours (rose,
pear and almond) and 
a new packaging format
will be launched in 2004. 

Paul-Robert Bouhier and Michel Letter (Ricard). Xavier Beysecker and André Hemard (Pernod).



Signs of recovery 

Group sales in Central and South
America rose by 11% thanks 
to a very good second half-year,
which featured increasing signs 
of a recovery. 
In 2004, Pernod Ricard Central
and South America plans to develop
several international brands,
especially in the whisky sector,
while continuing to rely on its
local brands and on Chivas Regal. 

GOOD RESULTS THANKS 
TO LOCAL BRANDS

2003 began in the same adverse economic
environment as in 2002, notably with a
general strike and the imposition of
exchange controls in Venezuela, and an
austerity policy in Brazil. The Group
therefore decided to concentrate its efforts
on local brands, which account for 86% of
total sales in the region. 

As a result, the local whiskies, Blenders
Pride, Dunbar and Regency, have
respectively improved in Argentina,
Uruguay and Venezuela. Sales of Etchart
wines in Argentina together with Orloff
vodka and Almadén wines in Brazil, also
continued to grow. In addition, sales 

in Central and South America

“Something Special” advertising campaign in Venezuela.



Dynamism
of Travel Retail sector

In the first half of 2003 the Travel Retail sector
was adversely impacted by the Iraq war, SARS 
in Asia, and a difficult economic environment,
chiefly in Japan, all of which severely reduced 
air travel. 

However, this did not hamper the rapid growth of
several of the Group’s brands: Jameson sales
increased by 23% while those of Havana Club
rose by 20%, with Jacob’s Creek sales volume
more than doubling. The sector’s star brand,
Chivas Regal, saw its sales rise by 3%. 

Martell, which achieves a fifth of its sales volume
in the travel retail sector, suffered from its exposure
to the SARS-affected Asian markets, saw its sales
fall by 1%. This nevertheless represented an
impressive performance, given the significant
drop in passenger numbers at Singapore,
Bangkok and Hong Kong airports. Martell also
launched two products which are exclusive to this
sector: Martell VS Sélection Exclusive and VSOP
Réserve de Crus.

The visibility of the Group’s products, including
Chivas Regal and Martell, two stars of the sector,
is a key factor in developing this market.
Accordingly, Pernod Ricard World Trade has
installed thirty permanent showcase displays at
different airports in the colours of the two brands.
The ‘This is the Chivas Life’ campaign has been
launched in 13 key airports in Asia, Europe and
the Americas, with a view to reaching more than
65 million people.

of the Something Special Scotch whisky
increased by 40% for the entire region,
exceeding the one-million-litre mark in
Venezuela for the first time. 

The only negative results were generated 
by the Brazilian rum, Montilla, which 
was badly affected by the crisis in 
north-eastern Brazil. 

In the second half-year, consumption
picked up again following the economic
upturn in Argentina and Uruguay, 
the reduction in tax on alcohol in Colombia
and the revaluation of the local currencies
against the dollar. Chivas Regal was
therefore able to reverse the trend and
made tremendous progress in the second
half-year.

ENCOURAGING PROSPECTS 
FOR GLOBAL BRANDS IN 2004

More favourable conditions and good
results posted by local brands should
enable the Group to resume the development
of its global brands in the region, in
particular whiskies. This sector represents
the most important category of imported
spirits. 

The Group is positioning itself strongly in
the region, especially with the Irish whiskey,
Jameson, following its successful launch 
in Brazil and Uruguay in 2003. The Scotch
whiskies, Chivas Regal, Something Special,
100 Pipers, Passport and The Glenlivet,
should also benefit from this dynamism 
in 2004.

At the same time, Pernod Ricard Central
and South America plans to accelerate 
the development of Havana Club and
Wyborowa in 2004, as well as raising 
the profile of Martell and Ricard.
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+11%
in Travel Retail
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