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Global Marketing & Commercial Director 

Eric Benoist is an ESCP Europe graduate in 

Marketing,and gained his initial experience in 

Marketing with Bahlsen France (1986-1988) and 

Henkel France (1988-1993). He joined the Group 

as Brand Manager, non-alcoholic beverages at 

the Headquarters in Paris in 1993, where he 

became Marketing Manager, Spirits, in 1994. He 

was appointed Marketing Director of Pernod 

Ricard Asia in 1997, and Managing Director, 

Pernod Ricard Japan in 2000, Marketing Director 

of Martell Mumm Perrier-Jouët (MMPJ) from 2003 

to 2009, Eric then became Marketing Director of 

Chivas Brothers Ltd in 2009, a position he held 

until 2015 when he took the responsibility of CEO 

of Pernod Ricard Poland and Central Europe. He 

was appointed to his current role in July 2018.

Eric BENOIST

Consumer Insights Director 

Florence Rainsard graduated from 

Université Paris Nanterre with a degree in 

Law. She started her career at TNS Sofres in 

1994, where she was promoted to Director 

of Research in 2001. From 2003 to 2006, she 

was Director of Fast Moving Consumer 

Goods (FMCG) clients at BVA Group. She 

joined Pernod Ricard Headquarters in 2006 

as Consumer Insights & Marketing Manager 

and has held her current role since 2015.

Florence RAINSARD

Digital Global Acceleration Director

Pierre-Yves Calloc'h, a graduate from the 

Ecole Polytechnique in Paris, started his 

career within the Group in 2003 as IT 

Director for Ricard SA. He moved to Sydney 

in 2006 as Chief Information Officer of 

Pernod Ricard Pacific and in 2009, he was 

appointed Organisation and Information 

Systems Director of Pernod Ricard Europe. In 

2011, Pierre-Yves was appointed Managing 

Director of Pernod Ricard Colombia. He 

joined Pernod Ricard Headquarters in 2017 

and has held his current role since.

Pierre-Yves CALLOC’H
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Sharper consumer insights01.

Data-based planning and ROI measurement03.

02. Maximised digital consumer engagement
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Data-based planning and ROI measurement

02.

03.

Maximised digital consumer engagement

A deep consumer understanding
to design strong brand strategies
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On Social Networks, Blogs, Reviews, etc.…

On all topics, talking about WHEN, HOW, WHERE 

and with WHOM they consume our products 

Their words but also the images and videos they 

post

A huge volume of available data

In real time
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THAT’S WHY, AT PERNOD RICARD, 

WE DEVELOPED A 

BREAKTHROUGH TOOL 

TO GET A DEEP UNDERSTANDING 

OF OUR CONSUMERS, IN REAL 

TIME, LEVERAGING DIGITAL 

SOURCES OF DATA AND DATA 

SCIENCE (AI)
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Integrating multiple
data sources

Quantitative

Study 

Social

Listening

By moments of 

Convivialité

Covering
the consumer reality

Truly listening
to consumers

Using
Artificial Intelligence
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25%

8%

5%

10%

9%
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https://www.instagram.com/p/BXdg9lilJ1z/


especially amongst Younger LDA+ population. It is

growing in volume, considered as much as 

Cognac and is a fairly popular topic on Social 

media

Cognac/Brandy

Whisky
Social 

Listening 

Volume 

Category 

mentions

Social

Consumed either in Relax Moments or

Night Out, Chivas is also a Trendy brand

and the most associated brand to Family

KTV. A very interesting sweet spot, setting

Chivas apart from its direct Whisky

competitors and Cognac brands.

Chivas Competitor 1

A DRINK FOR FAMILY KTV
(Quantitative Image Association - Indexed)
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Social
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Chivas Family KTV activations have generated tremendous

consumer engagement on social and made Chivas No.1 Spirits

brands in social buzz ranking.

Chivas developed activations to target this 

special moment and stay connected with its 

younger LDA+ target

Significant Uplift
in engagement

Social

Kris Wu endorsing  SUCCESS IS A BLEND campaign building brand impact in Family KTV 



UNDERSTAND 
CATEGORIES

DETECT 
INFLUENCERS

DEEP DIVE 
ANALYSIS

Reactive 

alerting

Social media 

monitoring

Social

listening

Strategic

listening

Social

Intelligence

BARTENDER 
SEGMENTATION

CULTURAL 
TRENDS

MOMENTS OF 
CONVIVIALITE

MONITOR 
OUTLETS

CAMPAIGN 
EVALUATIONCORPORATE 

WATCH

CRISIS 
MONITORING

EVENT 
EVALUATION
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SHARPER

BRAND

PURPOSES

STRONGER

CONSUMER

ENGAGEMENT

PLATFORMS
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RESULTING IN STRONGER ENGAGEMENT PLATFORMS

BOTH ON-LINE AND OFF-LINE 

2

FUN & INSPIRING

SUMMER EXPERIENCES

1

DIGITAL & INFLUENCER

CONTENT TO INSPIRE 

SUMMER FUN

3

LAST THREE FEET 

PROGRAMMES & TOOLS 

(ON & OFF-TRADE )

THAT EMBODY SUMMER



Agenda

Sharper consumer insights

21st century content production
More efficient media buying
Tailored e-CRM

01.

02.

03. Data-based planning and ROI measurement
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There are new ad formats available every day, tailored to the moment of consumption

CREATIVE PRODUCTION 
NEEDS TO BE OPTIMISED
TO TARGET THE AUDIENCES 
WITH THE RIGHT CONTENT 
AT THE RIGHT COST 
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COPYWRITING ARTISTIC DIRECTION

MOTION DESIGN

VIDEO/PHOTO 

PRODUCTION

WEB CREATION

SOCIAL MEDIA

BLUE STUDIO
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With AI tools we can adapt creatives on the go without the need of extra production

21* Figures based on pilot campaign



SOCIAL

MEDIA

SEARCH ENGINE 

ADVERTISING

DIGITAL 

OUT OF HOME

AIRPORT

PROGRAMMATIC 

MEDIA

Regional hubs in 

North and South America, 

Asia and Africa

Global hub for

Brand Companies
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Audience

Location

Website type

Platform

Format type

Time of the day
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Consumers who react

to brand communication

by opening email, clicking

on brand content, 

participating to events

Consumers who buy our

products or/and go to brand 

events and tasting sessions

Consumers who share our

events and recommend our

brands  
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Detailed consumer profiles and rich data allows us to tailor and personalise content.

x

x

x -

- -

- x

- - x

- - x

25*Example data, real data protected in line with GDPR guidelines



Agenda

Data based consumer insights01.

02. Maximised digital consumer engagement



Precise evaluation criteria depending on objectives

INTEGRATING MULTIPLE SOURCES OF DATA
Digital Data, eCRM, PRIME, Social Listening, Sales, etc…

BENCHMARKS
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*Example chart

Touchpoint plot
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TVC

Youtube/viméo

Shopping mall

IM
P

A
C

T

40%

35%

30%

25%

ECRM

Editorial

Stand alone event

Website

Personal recommendation

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Social media influencers

Samples

Brand ambassador

Branded Permanent visibility

In store recommendation

Bar promotions

Facebook

Sponsorship

Movie theatre

Billboard

Display banners 
mobile et Radio

REACH

Bought

Owned

Earned
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