
INTEGRATED ANNUAL REPORT 
2017-2018



CARTE BLANCHE  
FOR PHOTOGRAPHER 





The memory of France’s second FIFA World Cup 
victory in the summer of 2018 will remain with me for 

This is precisely the meaning of our vision 
“Créateurs de convivialité,” and the underlying theme 

We have linked the achievement of our vision 

MESSAGE FROM

MESSAGE FROM THE CHAIRMAN AND CHIEF EXECUTIVE OFFICER



To pursue this ambition, we must succeed in 

that undertake an in-

transformation 

“ONLY COMPANIES THAT UNDERTAKE  
AN IN-DEPTH ORGANISATIONAL TRANSFORMATION 

WILL SUCCEED IN IMPROVING THEIR AGILITY  
AND PERFORMANCE, THEREBY MAKING THE MOST  

OF THIS CHANGING ENVIRONMENT.” 
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3 7 ° 0 9 ’ N  - 9 5 ° 7 1 E
U N I T E D  S T A T E S

“When I envision the Extra Mile, it’s a road late at night that’s long, desolate and almost 
empty because so few people travel it. That mile isn’t for everyone. There is wise saying 

rare. That rarity is the Extra Mile.” 

C o m m e r c i a l  C a p a b i l i t i e s  M a n a g e r 
P e r n o d  R i c a r d  U S A
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F R A N C E

P R  M a n a g e r
P e r n o d
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OUR DNA

  
A WINNING SPIRIT OF CONQUEST 

premise is simple: in respecting 

local cultural and economic reality, 

raison d’être

_

 95%
W H O L E H E A R T E D L Y  S H A R E 

T H E  G R O U P ’ S  V A L U E S

_

 88%
F E E L  A  S E N S E  

O F  C O M M I T M E N T

_

 94% 
O F  O U R  E M P L O Y E E S  

A R E  P R O U D  T O  W O R K  

F O R  P E R N O D  R I C A R D

Source: Results of the I Say survey, June 2017, Willis Towers Watson.
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_

_

The Women and Men  
of Pernod Ricard 

 
_

Conviviality

OUR 

_

Entrepreneurial 
Spirit

_

_

Mutual  
Trust

_

_

Sense  
of Ethics

_
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5 5 ° 3 7 ’ N  - 3 ° 4 3 E
U N I T E D  K I N G D O M

“In the UK, our team has adopted the All Blacks famous cultural mantra of ‘sweeping the 
shed.’ This team culture that was made famous by the world-renowned New Zealand 

mindset has pushed me to go the Extra Mile in all aspects of my work and to connect with 
Pernod Ricard people around the world.” 

J a m e s o n  B r a n d  A m b a s s a d o r
P e r n o d  R i c a r d  U K
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3 5 ° 9 0 ’ N  1 2 7 ° 7 6 E
S O U T H  K O R E A

C o m m u n i t y  M a n a g e r  
P e r n o d  R i c a r d  K o r e a
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OUR

 
 

TO MEET LOCAL MARKET NEEDS 

 

 
 

S t a r s

Grow t h Re l a y s

Grow t h Re l a y s B a s t i o n s

STRATEGIC INTERNATIONAL

S t a r s B a s t i o n s

INNOVATIONLUXURY AND PRESTIGE WINES

STRATEGIC LOCAL

House of Brands
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_  S T R A T E G I C  L O C A L  B R A N D S
 _

_  S T R A T E G I C  I N T E R N A T I O N A L  B R A N D S
 _

_  
L U X U R Y

 _ _  I N N O V A T I O N
 _ _ 

S T R AT E G I C  W I N E S
 _

THE
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_

93
 P R O D U C T I O N  S I T E S  

_

4
S T R A T E G I C  M A R K E T S :  

U S ,  C H I N A ,  I N D I A  

A N D  T R A V E L  R E T A I L

_

86 
M A R K E T  C O M P A N I E S 

A R O U N D  T H E  W O R L D

OUR

 
DECENTRALISED TO CAPTURE NEW BUSINESS OPPORTUNITIES 
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THE ABSOLUT COMPANY

CHIVAS BROTHERS

MARTELL MUMM PERRIER-JOUËT

IRISH DISTILLERS

PERNOD RICARD WINEMAKERS

HAVANA CLUB INTERNATIONAL
_

Based in the home country of each 
brand, the Brand Companies are 

can be implemented at the local 

are also responsible for production 
and management of their industrial 

 

PERNOD RICARD NORTH AMERICA

PERNOD RICARD ASIA
(1)

PERNOD RICARD GLOBAL TRAVEL RETAIL

PERNOD SA

RICARD SA
_

The Market Companies are each 
linked to a region (Pernod Ricard 
North America, Pernod Ricard Asia 
or Pernod Ricard EMEA & LATAM), 

founding Market Companies in France, 

_
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OUR CONSUMER-FOCUSED

_ O P E R A T I O N A L  E X C E L L E N C E  _ 

_ T A L E N T  D E V E L O P M E N T  _ 

_ _ 

_ _ 
 

Today’s consumers are no longer loyal to a single 
brand. They are increasingly demanding and more 
connected than ever. They choose from a range 

coming years. 

processes to produce, distribute and commercialise 

more speed and agility;
  capitalise on our solid 

entrepreneurial culture to develop our employees, 

 integrate 
S&R as an integral part of our brand strategy to drive 

boost our brands 
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_ P O R T F O L I O  M A N A G E M E N T  _ 

_ P R E M I U M I S A T I O N  A N D  L U X U R Y  _ 

_ I N N O V A T I O N  _ 

_ D I G I T A L  A C C E L E R A T I O N  _ 

in each moment of conviviality;
 encourage consumers 

to move upmarket and consolidate our leadership 
in the luxury spirits segment;

 integrate digital technology 
into all our projects.

At Pernod Ricard, conviviality is more than our profession, it’s our driving purpose. We strive  
to bring people together. As “Créateurs de convivialité,” the Group’s vision is to ensure that each 

of our Brands are at the heart of every shared moment, transforming these social occasions  
 

 

1  

3  
 

2  

4  
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D e s i g n  M a n a g e r  

S P A I N
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P e r n o d  R i c a r d

F R A N C E
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Pernod Ricard has always been a pioneer in corporate global responsibility.  
More than 50 years ago, our founder Paul Ricard created the 

Paul Ricard, just one example of his vision for the Group’s place in the world.  
Today, our commitment to Sustainability & Responsibility (S&R)  

remains a cornerstone of the Group, intrinsic to every aspect of our mission  
”

Pernod Ricard has dedicated itself to striking 
a consistent balance between business efficiency, 

” we believe that the universal 

and abundantly from a healthy social and physical 
environment. Sustainability & Responsibility are intrinsic 

permeate each Brand’s strategy 

Impact” each Brand is able to 

ability & Responsibility strategy 
correlates directly with key 
challenges our stakeholders 

matrix, p. 50). The strategy is 
based on four priorities (see 
opposite): empower ing our employees, developing our 

partners, promoting responsible consumption and 

We take an open and friendly approach with 
stakeholders, partners and companies that support 

for us to protect and maintain the environmental 

and traceability, we endeavour 
to adopt the most sustainable 
practices in developing our 
products. 

Looking at the global com-
munity,  Pernod  Ricard firmly 
supports the  United Nations 
Sustainable Develop ment Goals 

poverty, protect the planet and 
ensure peace and prosperity 
for all.

In 2018, Pernod Ricard’s S&R strategy was again 
recognised at the highest level by non-financial 

in the beverage sector in terms of Corporate Social 

to EcoVadis, Pernod Ricard ranks among the top 
3% of global companies with the most advanced 
CSR commitments. 

Source: Results of the I Say survey - S&R policy, June 2017, Willis Towers Watson.

_

  85%
DECLARE THAT THEY ARE 

ENCOURAGED TO AC T 

RESPONSIBLY

_

  83%
ARE WELL AWARE OF  

PERNOD RICARD’S S&R MODEL  

AND ITS FOUR AREAS  

OF ENGAGEMENT

_

  92% 
OF OUR EMPLOYEES BELIEVE  

THAT THEIR COMPANY 

 IS SOCIALLY RESPONSIBLE  

IN THE COMMUNITY

 
TO SHARE SUSTAINABLE GROWTH
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Empowering  
our employees 

_
As frontline ambassadors of our 
commitments, employees are 
central to our S&R model. Our 
credibility derives from their 

based on the Group’s values – 
entrepreneurial spirit, mutual 

– will ensure Pernod Ricard’s 
success. 

• 94% of our employees are proud  
to work for Pernod Ricard(1).

ACTIONS  
• For the 8th

Day(2), the Group’s 18,900 employees 

biodiversity are key to our business, 
all of the projects in 2018 were  

 

responsible 

_
We promote responsible 

 
 

local issues and concerns. 

 

ACTIONS  

 

awareness of more than 370,000 
students in 32 countries.

 
our planet

_

terroir where each of our 
Brands is produced. With all 

 
Pernod Ricard has implemented 

 
 

supported by a comprehensive 

 

(3); 
2

(3) emissions.

ACTIONS  
• Pernod Ricard has banned  

 
 

• In Spain, Pernod Ricard’s  

 

as carbon-neutral.

Developing our 

and involving our 
business partners

_

partners and suppliers  

Pernod Ricard has made  
 

 
where the Group does business. 

 

implemented at least one local 

 
• 2,483 of our suppliers  
have been analysed by our supplier 

ACTIONS  

 

 

(1) Source: Results of the I Say
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of Corporate Governance for listed companies 
and applies the independence criteria 
established in the Code. The 13 Directors  
– one of whom represents Group employees 
and six of whom are independent, meet eight 

are presided by the Chairman of the Board, 

 
is tasked with ensuring that the Group’s 
bodies run smoothly, which includes providing 
the Directors with the resources they need  

the Board has access to the in-house social 
 

FY18  

rate of 100%. The average length of the 
 

statements;
• review the budget;

• review and approve the work of the four 

 

 

 
of the Board of Directors

To assist the Board of Directors in its 

 

and partnership projects and deals with all 

 

and debt and assesses the Group's risk 
management and internal control systems. 

 
of the Board, S&R issues and the Group's 
performance and talent-management policy. 

 
 

The Pernod Ricard Board of Directors oversees the Group’s governance in an ethical  
and transparent manner while ensuring that the business is managed in the best interests  

of the Group and its stakeholders. The Board members, who bring together complementary  
skills and experience, ensure that the Group pursues its business strategy with  

the primary goal of increasing the value of the Group.

 50% 
 

DIRECTORS

 42% 
FEMALE  

DIRECTORS

 100% 
ATTENDANCE  

RATE

 50% 
INDEPENDENT  

DIRECTORS

OUR 

3 0

CR
EA

TI
NG

 L
ON

G-
TE

RM
 V

A
LU

E
BUSINESS MODEL



Board of Directors 

WOLFGANG  
COLBERG 
Independent Director

 
Chairman  

Member
 

GILLES  
SAMYN
Independent Director 

 
Member

NICOLE  
BOUTON 
Independent Director

 

Chairman

ANNE  
LANGE
Independent Director

 
Member

STÉPHANE  
EMERY
Employee Director

ALEXANDRE  
RICARD

 

Chairman

CÉSAR  
GIRON
Director 

 

VERONICA  
VARGAS
Director 

IAN  
GALLIENNE 
Independent Director

 

KORY  
SORENSON
Independent Director 

Member

PIERRE  
PRINGUET

 
the Board of Directors

Member

MARTINA  
GONZALEZ- 
GALLARZA
Director 

PAUL-CHARLES  
RICARD
Director

 
of Société Paul Ricard
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( a s  o f  2 6  S e p t e m b e r  2 0 1 8 )

The Group’s general management is led by the 

strategy and plays an essential coordinating role 

compliance with the Group’s main policies.

ALEXANDRE  
RICARD 

HÉLÈNE  
DE TISSOT

AMANDA  
HAMILTON- 
STANLEY 

CHRISTIAN  
PORTA 

CÉDRIC  
RAMAT 

OUR 

  

3 2

CR
EA

TI
NG

 L
ON

G-
TE

RM
 V

A
LU

E
BUSINESS MODEL



GILLES BOGAERT 

CONOR MCQUAID 

PHILIPPE GUETTAT

HÉLÈNE DE TISSOT

BRUNO RAIN 

CHRISTIAN PORTA 

CÉDRIC RAMAT PAUL DUFFY 

JEAN-CHRISTOPHE 
COUTURES 

MOHIT LAL 

PHILIPPE SAVINEL

ANNA MALMHAKE 

AMANDA 
 HAMILTON-STANLEY 

ALEXANDRE RICARD 

CÉSAR GIRON 
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“For me the Extra Mile is about stepping out of your daily comfort zone and constantly 

colleagues we were trained in the skills and techniques needed to be part of the Shanghai 

C o r p o r a t e  C o m m u n i c a t i o n s  M a n a g e r  
P e r n o d  R i c a r d  C h i n a

C H I N A
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and first aid as part of our Group’s commitment to reducing workplace accidents. 

S a f e t y  O f f i c e r 
M a r t e l l

F R A N C E
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CREATING 

 

_

 
2 emissions (Scope 1+2) per unit 

 

_

 

_

_

 
raw materials 

 
 

the Suppliers CSR Commitment (1). 

_

_

 
products 

3 6

CR
EA

TI
NG

 L
ON

G-
TE

RM
 V

A
LU

E
BUSINESS MODEL



 
 

 
 

_

  

  

 
 

_

Build  
customer loyalty 

_

 
 

network 

A presence in 86 countries. 

_

Promote  

 
(2) 

 
as distributors displayed the “no alcohol for  

(3) 
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OUR 

  

 

S A L E S  B Y  R E G I O N

_
W O R L D

NO. 1
F O R  P R E M I U M ,  

A N D  P R E S T I G E  

 S P I R I T S

_

16
B R A N D S 

A M O N G S T  

T H E  W O R L D ’ S  

_
W O R L D

NO. 2
F O R  W I N E  

   &  S P I R I T S

LEADERSHIP POSITIONS

FINANCIAL METRICS  
FY18

€8,987M 
NET SALES

€1,511M 
NET PROFIT FROM  

RECURRING OPERATIONS  
(Group share)

€2,358M
PROFIT FROM  

RECURRING OPERATIONS

€2,546M Americas
€2,792M Europe
€3,648M Asia/Rest  
  of World
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OUR  

  

 

PROTECTING THE PLANET 

(1) Source: The Pernod Ricard Market View, based on IWSR volume data ending 2017. (2) Source: Impact Databank 2017,
I Say

 SUSTAINABLE PERFORMANCE

  96%
OF AFFILIATES IMPLEMENTED  

AT LEAST ONE INITIATIVE FOR LOCAL 
COMMUNITY DEVELOPMENT AND  

PARTNER ENGAGEMENT 

R E S P O N S I B L E  

D R I N K I N G

E M P L O Y E E  

E N G A G E M E N T

  85% 
OF AFFILIATES HAVE 

IMPLEMENTED AT LEAST 
ONE ACTION TO PROMOTE 
RESPONSIBLE DRINKING 

  20%
REDUCTION IN WATER 

CONSUMPTION 

  94% 
 OF EMPLOYEES ARE PROUD 
TO WORK FOR THE GROUP

  30%
REDUCTION IN CO2 
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J u n i o r  D e m a n d  P l a n n e r  
P e r n o d  R i c a r d  H e l l a s

3 9 ° 0 7 ’ N  2 1 ° 8 2 E
G R E E C E
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E x p o r t s  M a n a g e r 
P e r n o d  R i c a r d  A r g e n t i n a

- 3 8 ° 4 1 ’ N  6 3 ° 6 1 E
A R G E N T I N A
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4 2



42  _
 55

EXPLORING  

A WORLD  

OF CONVIVIALITY

OUR

4 3



B R E A K D O W N  O F  I N T E R N A T I O N A L  S P I R I T S  

C O N S U M P T I O N

B R E A K D O W N  O F 

P E R N O D  R I C A R D ’ S  V O L U M E S   

43% White Spirits & Rums
34% Whiskies
8% Liqueurs
7% Cognacs & Brandies
6% 
2% Anise-based Spirits

(1) Source: The Pernod Ricard Market View,

CATEGORY FOCUS

E V O L U T I O N  I N  I N T E R N A T I O N A L  S P I R I T S  C O N S U M P T I O N  B Y  P R I C E  S E G M E N T

  Annual average 
change in volume 
from 2007 to 2017

Examples of references 
included in Pernod Ricard’s 

Source: The Pernod Ricard Market View,

Martell, 
Royal Salute

PR
ES

TI
G

E

Aberlour, Avión, 
Monkey 47

Chivas 12 YO, 
Havana Club 7 YO,

The Glenlivet 12 YO

PR
EM

IU
M

Havana Club 
Jameson, 

Ricard

ST
A

N
D

A
RD

Malibu, Passport, 
Seagram’s,
Wyborowa

2.6%

1.0%

3.3%

7.2%

6.4%

38% White Spirits & Rums
37% Whiskies
10% Liqueurs
8% Anise-based Spirits
4% Cognacs & Brandies
3% 
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REGIONAL FOCUS

B R E A K D O W N  O F  G L O B A L  S P I R I T S  C O N S U M P T I O N 

B Y  G E O G R A P H I C A L  R E G I O N

R A N K I N G  A M O N G 

I N T E R N A T I O N A L 

G R O U P S

Source: The Pernod Ricard Market 
View, based on IWSR data,  
volume data at year-end 2017, 

 

EUROPE, 
MIDDLE EAST  
AND AFRICA 

#1 in France
#1 in Spain
#1 in Poland
#1 in Germany
#1 in the Czech Republic
#1 in the Nordic Countries
#1 in Switzerland
#1 in Eastern Europe
#2 in Angola
#2 in Portugal
#2 in Greece
#2 in Russia
#2 in Ireland
#2 in South Africa
#2 in Turkey
#2 in the United Kingdom
#3 in Italy

AMERICAS 

#2 in Brazil
#2 in Canada
#2 in Chile
#3 
#3 in the United States
#4 in Mexico

ASIA - PACIFIC 

#1 in China
#1 in Malaysia
#2 in Thailand
#2 in South Korea
#2 in Australia
#3 in Japan
#3 in India

TRAVEL RETAIL 

#2    in Travel Retail

E V O L U T I O N  O F  G L O B A L  S P I R I T S  C O N S U M P T I O N 

B Y  G E O G R A P H I C A L  R E G I O N 

Source: The Pernod Ricard Market View, based on IWSR data,  
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+2.0%

+7.1%

+1.9%

+3.9%

+7.5%

+3.5%
+3.1%

+0.1%

+2.2%

+3.2%

+1.1%

+3.5%

+4.6%

+3.1%

+0.6%

+2.2%

38% North America
26% Western Europe 
10% Central & South America
8% Asia
8% Eastern Europe
4% Travel Retail 
4% Africa, Middle East
2% Oceania

Source: The Pernod Ricard Market View, based on IWSR data,  

GROUP’S POSITION
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TRANSFORMING OUR SECTOR

_

 

OPPORTUNITIES  
 

terroirs

KEY POINTS 

ACTIONS  

more than 100 years.  

Health and Wellness _

OPPORTUNITIES 

KEY POINTS 
 

ACTIONS  
 

 
 

 

_

OPPORTUNITIES  
 

KEY POINTS  
 

ACTIONS  
 

_

 +200%
I N  S A L E S  O F  F L A V O U R E D  

S C O T C H  W H I S K I E S  

S C O T C H  W H I S K I E S

_

+25% 
I N  A N N U A L  S A L E S  

O F  A R T I S A N A L  S P I R I T S  I N  

T H E  U N I T E D  S T A T E S

_

$13.4Bn  
V A L U E  O F  A M A Z O N ’ S 

A C Q U I S I T I O N  O F  W H O L E 

F O O D S  M A R K E T ’ S  O R G A N I C 

S U P E R M A R K E T S

(1) Source:  
(2) Source: 
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The omnipresence of new technologies in our daily lives has disrupted  
the Wine & Spirits industry. Characterised by moral and ethical awareness,  

 
 

these cultural changes and the needs of consumers, Pernod Ricard  

 _

OPPORTUNITIES  
 

KEY POINTS  
 

ACTIONS  
 

 
 

_

OPPORTUNITIES 

KEY POINTS 

ACTIONS 

 

_

 

OPPORTUNITIES  

 
of our consumers who are more open to new 

KEY POINTS 
 

ACTIONS 
 

 
 

_

+1BN
W O M E N  W I L L  E N T E R  

T H E  L A B O U R  M A R K E T  

B Y  2 0 2 0

_

 72%
O F  M I L L E N N I A L S  P R E F E R  

T O  S P E N D  W E E K E N D  

E V E N I N G S  A T  H O M E  R A T H E R  

T H A N  G O I N G  O U T

_

 56% 
O F  A M E R I C A N  C O N S U M E R S  

W I L L  S T O P  B U Y I N G  

P R O D U C T S  F R O M  U N E T H I C A L  

C O M P A N I E S
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_  Happy Hour _ 

WHO?  

WHERE?  

WHAT? 

 

_  Cocktail Party  _ 

WHO?  

WHERE?  

WHAT?  

MAPPING

  
OF 

_   _ 

WHO? 

WHERE? 

WHAT?  
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_  Business Celebration  _ 

WHO?  

WHERE? 

WHAT? 

_  Party Time _ 

-

WHO? 
 

WHERE? 

WHAT?  
 

_  Dinner  _ 

WHO? 

WHERE? 

WHAT?  

4 9
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A  3 - S T E P  M E T H O D O L O G Y :  

.

 
 

 
 

 

LISTENING TO 

MODERATE HIGH

M
OD

ER
AT

E
HI

GH

 

an
d eth

icsHuman
 rig

hts 
 

Pro
duct 

 

quali
ty

Community
  

enga
ge

ment

Agr
icu

ltu
re

  

Clim
ate

  

ch
an

ge
W

ate
r  

use

Eth
ica

l a
lco

hol  

 

 

 

drin
kin

g
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As a Group born out of brands strongly rooted  
 

derived from transforming agricultural raw materials,  

sustainable agriculture at all our sites and encourages 
 

throughout our farms and vineyards. Water is an 
 

by the Group – 99% of our water footprint is from the 

the Group has strengthened its commitment to 

 
 

our employees through trainings, performance 
 appraisals and encouraging a healthy work/life  

 
 

 

 
with the upholding of the law in all the markets  
in which we are present and through our own  

 

complete transparency and integrity regarding  

 

responsibly with consumers. In 2007, we adopted  
 

The purpose of this code that reinforces the Group’s 

that associate alcohol with hazardous and/or workplace 

 
and/or sexual success; and to prevent using the level 
of alcohol content as a main theme in our brands’ 

 

employees, consumers and investors.

 

 

 
 

are encouraged to support our S&R policy and to 
provide high-quality products and services. Equally 
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F R A N C E

S a l e s  S e c r e t a r y
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M E T H O D O L O G Y : the Group’s risk matrix was updated in 2018. Every three years, Pernod Ricard’s main risks undergo a mapping 

_   _

_
 

 
_

• Loss of major site/ 

 
macroeconomic instability

 

 

• Climate change and  

 • Financial risks

• Talent management
• Fraud

• Human safety risk

HI
GH

HIGHMODERATE

M
OD

ER
AT

E

TO BETTER MANAGE THEM 
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—

 

 
of key brands in the trade.

—

 

—

Cyber intrusion compromising 
systems, websites and data 
integrity.

—

Risk of margin erosion due 

—

turmoil and the resurgence  
of a macroeconomic crisis.

—

 

Group and/or its key brands.

—

tax, etc.).

—

The impact of global warming 

and the impact of our 

—

Due to key supplier failure or 

—

Severe accidents of our 
employees and contractors  
as a result of a criminal event 
or accident.

—

—

Against Pernod Ricard,  
 

or its management.

—

 
to customers’ disappointment 

—

exchange and interest rates or 
the failure of customers leading 

—

 
 

—

Talent management
 

and retain talents.

—

Fraud

—

Counterfeit and look-alike 
products damaging brand 

5 5
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56 _
 83

SHAPING  

A MORE AGILE  

ORGANISATION

OUR

5 7



BATTLEGROUND #1 

  

TO CREATE  
NEW OPPORTUNITIES  
FOR CONVIVIALITY

 In a sector as competitive as Wine & Spirits, 

5 8
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BOOSTING VISIBILITY,  
DIGITALLY

6 0

BATTLEGROUND #1



 
(1) Source: WeChat Quarterly Report (Tencent), 1st quarter 2018.
(2) Internal Source.
(3) Source: The 42nd  
on Internet Development, 2018, July.

_

802M 
I N T E R N E T  U S E R S  

I N  C H I N A

_

 #1 
P R E M I U M  W H I S K Y  

I N  C H I N A : 

C H I V A S 

_

 #1 
C O G N A C  I N  C H I N A :

M A R T E L L

6 1
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UNCORKING THE POTENTIAL  
OF THE US MARKET 

6 2

BATTLEGROUND #1



Wine Spectator 

(1) Source: IWSR 2017.

 

_

+16% 
I N C R E A S E  I N 

G L O B A L  N E T  S A L E S  

_

+85% 
I N C R E A S E  I N  U S  

N E T  S A L E S 

6 3
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something remarkable in your professional life. This year I launched two major projects to 

a host of internal and external stakeholders in India, and I stretched my limits to make 
them a success.”

Q u a l i t y  M a n a g e r  F i n a n c e 
P e r n o d  R i c a r d  I n d i a

I N D I A

6 4
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S W E D E N

B u s i n e s s  A n a l y s i s  M a n a g e r
T h e  A b s o l u t  C o m p a n y

6 5
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BATTLEGROUND #2 

  

TO SUCCESSFULLY BUILD LASTING  
RELATIONSHIPS WITH OUR CONSUMERS

(1) Source: The Pernod Ricard Market View, based on IWSR,  
volume data ending 2017.
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_

350,000 
V I S I T O R S  

P E R  Y E A R

THE ULTIMATE JAMESON  
BRAND HOME EXPERIENCE

6 8
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(1) The Thea Awards were created to bring  
 

within the themed entertainment industry.  
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ONE SOURCE,  
ONE COMMUNITY:  

CRAFTING THE WORLD’S  
FINEST VODKA

_

–70% 
L E S S  E N E R G Y  

C O N S U M P T I O N  

T H A N  A N  A V E R A G E  

D I S T I L L E R Y

7 0
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BATTLEGROUND #2



_

  95% 
L E S S  C O 2  E M I S S I O N S  

T H A N  A N  A V E R A G E  

D I S T I L L E R Y

_

  80% 
U S E  O F  B I O D I E S E L  

I N  L O C A L  T R A N S P O R T  

T O / F R O M  F A C I L I T I E S

_

  90% 
O F  E N E R G Y  

F R O M  R E N E W A B L E  

S O U R C E S 

2
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B E L G I U M

T r a d e  M a r k e t i n g  M a n a g e r 
P e r n o d  R i c a r d  B e l g i u m

7 2
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F R A N C E

B r a n d  M a n a g e r  
H a v a n a  C l u b  I n t e r n a t i o n a l

7 3
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BATTLEGROUND #3 

  

FOR SUSTAINABLE  
AND DIVERSIFIED GROWTH

-

7 4
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A BRAND IN SYNC WITH OUR CUSTOMERS

 

_

1ST 
G L O B A L  D I G I T A L  

B R A N D  L A U N C H E D  

B Y  T H E  G R O U P

_

1ST 
B R A N D  S P A N N I N G  

T H E  W H O L E  

P E R N O D  R I C A R D  

P O R T F O L I O

 
 

@drinks_and_co
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BATTLEGROUND #3



 in _

+14% 
I N C R E A S E  I N 

G L O B A L  M A R T E L L  

S A L E S

_

#1 
C O G N A C 

I N  C H I N A

THE WINNING COGNAC STRATEGY  
TO HELP ACCELERATE THE GROUP̕S GROWTH 
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U N I T E D  K I N G D O M

G l o b a l  B r a n d  M a n a g e r 
C h i v a s  R e g a l

7 8
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U N I T E D  S T A T E S

G l o b a l  M a r k e t i n g  M a n a g e r  
K e n w o o d  V i n e y a r d s 

7 9
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BATTLEGROUND #4 

  

TO KEEP  
ACCELERATING

taking: 

• Working transversally: 

• Harnessing the power of digital:

• Engaging the younger generation: 

• Training and developing our people: 

on a seasonal basis. 
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_
P E R N O D  R I C A R D  

U N I V E R S I T Y,

Domaine de La Voisine 
(France)_

8 1
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-

_

    87.5% 
I N C R E A S E  I N  

P R O D U C T I V I T Y  

F R O M  J A N U A R Y  2 0 1 6  

T O  J A N U A R Y  2 0 1 7

_

    98%
R E D U C T I O N  I N  

C R I T I C A L  D E F E C T S

_

       55%
R E D U C T I O N  I N 

B O T T L E  W A S T A G E  

O V E R  O N E  Y E A R

WHEN DIVERSITY  
BOOSTS PRODUCTIVITY 

8 2

BATTLEGROUND #4



SUCCESSFULLY TRAINING LEADERS  
FOR TOP MANAGEMENT 

-

-

8 3
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84  _
 111

STRONG AND DYNAMIC 

OUR

8 58 5



How would you describe the Group’s performance 

HÉLÈNE DE TISSOT: 

H. T.: 

H. T.: 

H. T.: 

HÉLÈNE DE TISSOT
EVP, FINANCE, IT & OPERATIONS  

“FY18 WAS DEFINITELY A VERY  
STRONG YEAR AND WE EXPECT BROAD-BASED 

SALES GROWTH IN FY19.”

8 6
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OUR

_

 +13%
G R O U P  N E T  P R O F I T 

_

€2,358M
P R O F I T  F R O M  R E C U R R I N G 

O P E R A T I O N S

_

€8,987M 
N E T  S A L E S

_

   +10%
F R E E  C A S H  F L O W 

N E T  S A L E S  F R O M  2 0 1 4 / 2 0 1 5  T O  2 0 1 7 / 2 0 1 8

8,682
9,010 8,987

8,558

8 7
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   G R O U P  N E T  P R O F I T  R E C U R R I N G  O P E R A T I O N S 

G R O U P  N E T  P R O F I T

 P R O F I T  F R O M  R E C U R R I N G  O P E R A T I O N S   

 O P E R A T I N G  M A R G I N

S A L E S  B Y  R E G I O N

11.4 

7.1 7.3 

4.5 4.6 4.4 
3.8 

2.9 2.4 

1.1 0.8 0.4 0.2 

_

50.7M 

3,648

2,546
2,792

3,568

2,6612,781

3,498

2,476
 2,709

3,446
3,031

2,382
2,142

2,7312,773

Europe Americas Asia/Rest of world

2,277 2,394 2,3582,2382,056

26.2%25.9% 26.2% 26.6% 26.2%

1,235
1,393

1,511

861
1,016

1,329
1,185

1,381
1,483

1,577

8 8
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8,716
7,851

6,962

9,021
8,353

3,725 3,912 3,8843,6713,484

O P E R A T I N G  P R O F I T  B Y  R E G I O N

6.5 

2.9 2.5 

0.4 

_

12.4M 

996

735
626

1,000

790

604

982

706
588

999

632608

884

579593

Europe Americas Asia/Rest of world
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PERNOD RICARD 

 

 

 
in our #1 market

_

 +87% 
I N C R E A S E  I N  J A M E S O N  

C A S K M A T E S  N E T  S A L E S

_

 +4%
S A L E S  G R O W T H  

_

 +47%
G R O W T H  F R O M  

I N N O V A T I O N
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PERNOD RICARD 

 

(1) To learn more about Growth Relays, see p. 20.

 
in both mature and emerging markets

_

 +38%
 

&  P R O M O T I O N  I N V E S T M E N T S 

I N  M E X I C O

_

 +59%
G R O W T H  O F  L I L L E T  

N E T  S A L E S  I N  G E R M A N Y

_

+18% 
I N C R E A S E  O F  J A M E S O N  

N E T  S A L E S  I N  R U S S I A
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PERNOD RICARD 

 

 

(1) Alcohol by volume.

Strong return  
to growth

_

1 . 7 BN  
P O P U L A T I O N  B Y  2 0 2 5  I N 

_

 +13%
I N C R E A S E  I N  

M A R T E L L  S A L E S  

I N  A S I A

_

    45% 
V A L U E  M A R K E T  

S H A R E  
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PERNOD RICARD 

 

and healthy growth

_

 +7% 
N E T  S A L E S

_

3.3BN 
I N T E R N A T I O N A L  

T R A V E L E R S

_

   22.3% 
V A L U E  M A R K E T  S H A R E

Source: IWSR 2017.
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To learn more about Absolut’s sustainable “One Source” approach, see p. 71.

"ABSOLUT HAS ALWAYS BELIEVED IN USING  
ITS VOICE TO CHAMPION SUSTAINABILITY  

AND TRANSPARENCY. WE FEEL IT̕S NOW MORE IMPORTANT 
THAN EVER TO LET OUR CUSTOMERS KNOW WE HAVE  

NOTHING TO HIDE!" 
CRAIG JOHNSON

_

20M 
V I E W S  A C R O S S  

 

C H A N N E L S

_

35 
 

T H E  V O D K A 

W I T H  N O T H I N G  T O  H I D E 
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(1) Millennials Aspiring for True Experiences and Self-belief.

"THE BOILER ROOM X BALLANTINE̕S  
TRUE MUSIC PLATFORM CHAMPIONS ARTISTS  
WITH A PIONEERING SPIRIT, CHALLENGING  
THEM TO CONTINUE PUSHING BOUNDARIES  

AND STAY TRUE TO THEMSELVES."
PATRICK VENNING

_

    +100 
P I E C E S  O F  C O V E R A G E  

 

O F  M O R E  T H A N 

_

#1 
S C O T C H  W H I S K Y  

 

_

12M
F O U R  T R U E  M U S I C  

E V E N T S 

 
PR Assessment Report. 

ST
RO

NG
 A

ND
 D

YN
A

M
IC

 

GO THE EXTRA MILE



"BEEFEATER PINK REPRESENTS WHAT GIN  
HAS BECOME: MODERN, VIBRANT AND COLOURFUL.  

IT̕S THE PERFECT OPTION FOR CONSUMERS  
SEEKING NEW DRINKING EXPERIENCES."

ERIC SAMPERS

awards – such as the Gin Masters, IWSC, The San Francisco World Spirits 

(1) #beefeaterpink #pinkyourgin  
#punkyourdrink #pinkyourdrink.

_

 +13M 
I M P R E S S I O N S  

H A S H T A G S

_

10 
B O T A N I C A L S  

G I V E  B E E F E A T E R  P I N K  

I T S  R E F R E S H I N G  

T A S T E 

_

1ST 
G I N  H U B  

I N N O V A T I O N
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"CHIVAS BELIEVES THAT BLENDED  
IS BETTER – IN LIFE, BUSINESS AND  

SCOTCH – AND THE BRAND HAS BROUGHT  
THIS PHILOSOPHY TO LIFE THROUGH  

ITS MULTI-PRONGED STRATEGY IN CHINA."
RICHARD BLACK

Sources: IWSR 2017  

_

 +850M 
F O R  C H I V A S  X  N B A 

P A R T N E R S H I P

_

#1 
S C O T C H  W H I S K Y  

I N  C H I N A  W I T H  2 4 % 

S H A R E  O F  T H E  S C O T C H 

W H I S K Y  M A R K E T

_

 +16%
I N C R E A S E  I N  C H I V A S 

S A L E S  I N  C H I N A 
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(1) Bartender in Spanish.

"WE WANT TO ATTRACT A NEW AUDIENCE  
OF YOUNGER, MORE URBAN CONSUMERS.  

PRESENTING HAVANA̕S UNIQUE STREET CULTURE  
IS A WONDERFUL WAY TO DO THAT."

LUDMILLA STEPHKOV 

Sources: AdformAdserver 
 

by Kantar TNS.
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PERFORMANCE

_

 88% 
 

A M O N G  T A R G E T  

_

24M 
I M P R E S S I O N S  

 

S O C I A L  N E T W O R K S  

B Y  T H E  C A M P A I G N  

 

_

13M 
 



"OUR ‘TASTE, THAT̕S WHY‘ CAMPAIGN PRESENTS  
A FRESH AND ENGAGING PLATFORM FOR JAMESON  

THAT IS SET TO BUILD THE PROFILE AND PERSONALITY 
OF THE BRAND IN THE USA, THE WORLD̕S LARGEST 

IRISH WHISKEY MARKET."
SIMON FAY

_

27 
M A R K E T S  H A V E  

 

_

238
Y E A R S  O F  C R A F T I N G  

 

 I R I S H  W H I S K E Y

Source: IWSR 2017.

_

#1
I R I S H  

W H I S K E Y
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“OUR GOAL IS TO EXPAND THE RICARD  
RANGE TO REACH CONNOISSEURS, MEN AND WOMEN  

AGED 30 TO 50 WHO LOVE SPIRITS  
AND QUALITY PRODUCTS BUT CURRENTLY  

CONSUME LITTLE OR NO ANISE.”
CAROLE GUINCHARD  

_

1.4M 
I M P R E S S I O N S  

S T  

P O S T  O N  S O C I A L  

N E T W O R K S

_
#1  

S P I R I T  

I N  F R A N C E

(1) Source: IWSR 2017. 
(2) Source: Facebook Business Manager.
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“OUR INFLUENCER STRATEGY POSITIONED 
MALIBU AS THE RUM THAT BEST REPRESENTS 

THE TRUE SPIRIT OF SUMMER FOR YOUNG 
ADULTS, ENABLING THEM TO LIVE THE BEST 

SUMMER OF THEIR LIVES.” 
JESPER GALATIUS

_

     +6%
I N C R E A S E  I N  G L O B A L 

M A L I B U  N E T  S A L E S  

_

    +45M
# B E C A U S E S U M M E R 

 

V I E W S

_

       +41M
I M P R E S S I O N S  

 

T H E  I N F L U E N C E R 

P R O G R A M M E  O N  

I N S T A G R A M ,  F A C E B O O K 

 

 
owned social media accounts  

from 1 May – 30 September 2017.
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“MARTELL BLUE SWIFT IS A PRODUCT  
BORN OUT OF THE POWER OF CURIOSITY,  

AND WE LOOK TO CELEBRATE THOSE WHO EMBODY 
AND SHARE OUR CURIOUS SPIRIT  

WITH THE RELEASE OF OUR LATEST INNOVATION.” 
PATRICIA KASTRUP

_

1.4M 
L I K E S  O N  T H E  I N S TA G R A M 

P O S T S  O F  M A R T E L L ’ S 

M A R T E L L  B L U E  S W I F T 

_

1,010 
A R T I C L E S  I N  T H E  P R E S S 

M E N T I O N I N G  

M A R T E L L  B L U E  S W I F T 
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“MUMM IS A MAISON OF VICTORY,  
AND BOLT IS THE PERFECT EMBODIMENT  

OF THIS SPIRIT. HIS ENERGY  
AND ENTHUSIASM RESONATE WITH  

CONSUMERS EVERYWHERE.” 
PIERRE BÉRARD 

_

4,000 
P R E S S  A R T I C L E S  S I N C E 

U S A I N  B O L T  B E C A M E 

M A I S O N  M U M M ’ S  C H I E F 

E N T E R TA I N M E N T  O F F I C E R

_

  
V I P  G U E S T S  A T  

T H E  T O K Y O  L A U N C H  

E V E N T

 +300
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its oldest and rarest champagnes. To experience Eden, visit our website at  

“ALWAYS AT THE LEADING EDGE OF ART,  
PERRIER-JOUËT HAS TURNED TO DIGITAL MEDIA  

AS A CONTEMPORARY WAY OF CELEBRATING NATURE 
AS A SOURCE OF INSPIRATION.” 

PIERRE BÉRARD

_

   +7OO  
I N C R E A S E  I N  

 

_

250 
T A S T I N G S  O V E R  
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"POLO IS A NOBLE GAME OF HONOUR, SKILL,  
INTEGRITY AND RESPECT – ALL VALUES INHERENT  
IN ROYAL SALUTE. THE ROYAL SALUTE 21 YEAR OLD  
POLO EDITION IS THE ULTIMATE CELEBRATION OF  

THE SPORT OF KINGS FROM THE ‘KING OF WHISKY’.” 
MATHIEU DESLANDES 

_

1,070 
P I E C E S  O F  C O V E R A G E 

M O R E  T H A N  2 .2  B I L L I O N  

_

13 
 

T H E  R OYA L  S A L U T E  
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_

   20   
M A R K E T S  H A V E  

 

“ T H E  W H I S K Y,  

T H E  G L E N L I V E T ”

 "‘THE WHISKY, THE GLENLIVET‘ WAS DESIGNED  
TO CELEBRATE LIFE̕S MOST NATURAL AND HUMBLING 

EXPERIENCES, THOSE WHICH ALLOW US  
TO LEAD RICHER AND MORE FULFILLING LIVES.  

IT ENCOURAGES CONSUMERS TO SEARCH FOR THOSE 
DEFINITIVE MOMENTS, WITH THE DEFINITIVE WHISKY."

MIRIAM ECEOLAZA 

_

90 
M A R K E T S  

 

T H E  G L E N L I V E T 
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_

1,900 
I C O N I C  

E S T A B L I S H M E N T S  

 

_

 +10% 
G R O W T H  

I N  N E T  S A L E S  

O F  T H E  L E C E R C L E  

P O R T F O L I O 

_

25 
M A R K E T S  

 

P R E S T I G E  T E A M S

"LECERCLE̕S PORTFOLIO GROWTH  
ILLUSTRATES THE SUCCESSFUL DEPLOYMENT  

OF OUR STRATEGY, WHICH AIMS TO STRENGTHEN  
THE ROLE OF LUXURY AS AN ACCELERATOR  

WITHIN THE PERNOD RICARD GROUP."
ÉRIC BENOIST
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_

#1 
R O S É  

I N  A U S T R A L I A 

W I T H I N  T H E  

F I R S T  8  M O N T H S  

O F  L A U N C H

_

#1 
P R E M I U M  

R I O J A  

 

I N  T H E  

A NEW ROSÉ JUST IN TIME  
FOR SUMMER

COLOURING STREETS  
OF THE WORLD 

(1) Source: IWSR 2016.

(1) In Australia by volume Aztec Australia Liquor, 
Aztec Australia Liquor 16/17.

To learn more about the success of Campo Viejo  
in the US, see pp. 62-63.
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_

19M 
G LO B A L  R E A C H  

 

T H R O U G H P R  

C A M PA I G N

_

2 
P E R  M O N T H  G I V E N  

T O  T H E  T E A M S  

F O R  V O L U N T E E R 

W O R K  F R O M 

N O V E M B E R  2 0 1 7  

T O  F E B R U A R Y  2 0 1 8 

WHEN WINE  
& DESIGN MEET

THE POWER  
OF COMMUNITY 

  

(1) Including coverage in leading wine, design and 

Designboom and Wallpaper.
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PERNOD RICARD 
IN THE FINANCIAL MARKETS 

  

I N  C O M P A R I S O N  W I T H  T H E  C A C  4 0

357 349

414 413 430
386

420
472 457

494

379

473

 2017/2018: shares in Pernod Ricard rose sharply 

expected. 

_

 +4% 
C A C  4 0

_

 +19% 

I N  V O L U M E  O F  T R A N S A C T I O N S

5,323.53 

€139.90

€117.25

5,120.68 
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2015/2016 2016/2017 2017/2018

 

 

5.20 5.58 

1.88 2.02 (1) 

12,125 

124.00 147.25

100.14 128.87

100.10 117.25

  

Source: Euronext.Pernod Ricard (euros)

4,237.48 1.88

5,120.68
2.02

5,323.53 2.36(1)

4,790

1.80
4,423

1.64

87.70 
103.60 100.10 

117.25 
139.90

 

 
 

 

 

15.0
2.1  
7.5

40.2
9.0
10.9  

11.5
3.8
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EXPLORE THE WORLD OF  

FACEBOOK, INSTAGRAM, LINKEDIN & TWITTER

Pernod Ricard Website
 

INTEGRATED ANNUAL REPORT 
2017-2018 I N C L U D I N G  T H E  A N N U A L  F I N A N C I A L  R E P O R T

R E G I S T R A T I O N
D O C U M E N T

AT A GLANCE 
2017-2018

Integrated Annual Report 
 

  

At a Glance
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