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Americas within Pernod Ricard
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(1) FY15

Organic growth

$2.9b Sales (1)

28% of Group Sales (1)

Sales growth

North 
America

73%

Latam
27%

+2%

Q1 FY16

+2%

FY15

0%

+8%

FY15

17% of 
Group sales 

(1)

Sales

+6%

Breakdown NA/LatAm



USA

3



US economy continues to show growth

Consumer sentiment

Unemployment

Disposable income

Annualized GDP 
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Sound GDP growth and lower unemployment

Positive consumption indicators
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Wage growth

91
Nov

+0.4%
Oct vs. Sep

+3.7%
Sep vs. LY 

+2.2%
MAT Sep 26

Food & beverage spend

Source: Trading Economics; U.Mich / Trading Economics ; US Bureau of Labor Statistics; S&P Dow Jones Indices; US Bureau of Economic Analysis; Syndicated Food & 
Beverage $ sales, 52 week data



1.4%

3.1%

3.9%

6.8%

$ value

Volume

Source  
Nielsen: XAOC + Liquor Plus volume and $ value 52 weeks through 11/07/15
GuestMetrics volume and $ value trends 52 weeks through 11/01/15 5

-4.5%

-0.6%

-1.6%

1.5%

(Off premise) (On premise)

Price 

Mix +3.7% +2.5% +2.1% +2.9%

Spirits category continues to outpace Beer in off and on-premise
Positive price/mix



Acceleration of Spirits market growth in 2015
On-going premiumization driven by mix over price

Source
Nielsen: XAOC + Liquor Plus volume and $ value 52 weeks through 11/07/15
NABCA: Control States (excluding IA, MS, WV, WY) volume and $ value 52 weeks through Oct/15 6

Price 

Mix +1.2% +3.8% +3.0% +3.7% +2.1% +3.4% +2.6% +2.7%

6.7%

5.0%
4.5%

6.8%

5.5%

1.2%
1.5%

3.1%

Nov 2012

MAT

Nov 2013

MAT

Nov 2014

MAT

Nov 2015

MAT

Value

Volume

3.6%
2.1% 1.6%

2.9%

5.7%
5.3%

4.2%

5.6%

Oct 2012

MAT

Oct 2013

MAT

Oct 2014

MAT

Oct 2015

MAT



Whisky

25%

Vodka

36%

Rum

12%

Tequila

5%

Cognac

1%
Others

21%

Whisky category driving Spirits growth 
Vodka remains the #1 category in volume and growing
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Price 

Mix

Price 

Mix

0.3%

5.4%

10.8%

6.8%

24.1%

10.3%

CognacTequilaRumVodkaWhiskyTotal Spirits

+3.7% +5.5% +1.5% +0.4% +2.5% +1.9%

+2.7% +5.1% +0.2% -0.4% +2.3% +2.9%

19.5%

9.9%

-0.7%

2.1%

11.2%

5.6%

Category weight

Whisky

32%

Vodka

28%

Rum

10%

Tequila

7%

Cognac

4%

Others

19%

Value

Volume

Source
Nielsen: XAOC + Liquor Plus $ value 52 weeks through 11/07/15
NABCA: Control States (excluding IA, MS, WV, WY) $ value 52 weeks through Oct/15



1.3%3.3%
-1.2%

4.6%5.9%

-7.0%

10.9%
20.7%

50.0%
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Pernod Ricard USA
Growth and positive price/mix across most key brands

5.7%
-5.1%

-0.3%

4.6%4.2%5.3% 19.4%
45.0%

68.9%

Price 

Mix

Price 

Mix
+0.2% +2.1% +2.2% +2.0% -1.3% -0.8% +0.3% N/A N/A

+3.3% +3.8% +1.9% +2.8% +0.9% +0.3% +1.4% -6.4% N/A

Blue Flavors

MAT Last 3M

MAT Last 3M

Source
Nielsen: XAOC + Liquor Plus $ value 52 weeks through 11/07/15
NABCA: Control States (excluding IA, MS, WV, WY) $ value 52 weeks through Oct/15
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Continued steady 
double-digit growth

Considerable potential 
for further growth and  
market share gain

Innovation = key growth 
and premiumization 

driver

Nov ’15Nov ’12

Jameson
5% SOM

Source:  Nielsen XAOC + Liquor Plus $ value 52 weeks through 11/07/15, Total whisky category
3 Year CAGR value

+20%

+12% 

140

120

100

RSP index

Other 
whiskies

Continuing strong growth and promising premium innovations 
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‘Transform’ Vodka: 
reinforce quality 

credentials

‘Transform’ Nights: 
own high-energy 

occasions

‘Transform’ Luxury: 
premiumize 

with Absolut Elyx

‘Transform’ strategy to stabilize the brand in the medium term
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Single malt growth 
outpacing whisky 

category

Preferred single malt of 
bartenders 9 years in a 

row

Source: Nielsen XAOC + Liquor Plus $ value 52 weeks through 11/07/15
MSS US Bartender Association Study, 2014

#1 single malt
(22% value share)

Single Malt

13.7%

Total Whisky

12.3%

#1 single malt in a high-value growing segment

3Y CAGR Value
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Growth in a stable 
category

Strong performance of 
Coconut

High energy activations 
engaging millennials

Source: Nielsen XAOC + Liquor Plus $ value 52 weeks through 11/07/15

8.5%

3.3%

0.3%

Malibu Coconut

Total Malibu

Total Rum

Return to growth led by Coconut and supported
by ‘Best Summer Ever’ campaign



13

Outstanding growth

Avión Altos

FY12 FY13 FY14 FY15 FY12 FY13 FY14 FY15

x 3
x 4

Source: Internal data, shipments

&



FY14 FY15
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Pernod Ricard USA is well positioned to capture growth in an 
accelerating Spirits market 

Stronger sales organization

Category leader in 
high-value segments

Successful innovations

Consumer centric approach

Stabilizing Absolut Core

x 3

Dedicated 
headcount



Canada
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Corby
Good performance of Pernod Ricard priority brands
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Market share gains on key priorities
Mature market with 

modest but steady growth

Price 

Mix
+1.7% +1.2% +1.5% +1.6%

3.3%

-0.6% -0.4%

1.6%

5.0%

0.6%
1.1%

3.2%

Sep 2012

MAT

Sep 2013

MAT

Sep 2014

MAT

Sep 2015

MAT

Volume Value

MAT
3.1%

7.2%

MAT
10.4%

24.2%
MAT

13.2%

14.0%
MAT

0.5%

10.7%

Pernod RIcard Category

Source: ACD $ value 52 weeks September 2015 (excl. BC). Reference categories = Vodka, Premium whisky, Single malt whisky, Australian wines



Brazil
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3.9

1.8

2.7

0.1

-2.7

-0.8

'11 '12 '13 '14 '15 F '16 F

Difficult macroeconomic context impacting Spirits market growth

18Source: World Bank; Nielsen Retail Index, Total Brazil Duty Paid, MAT

Unemployment rate (%)GDP growth (%)

Spirits market growth (%)
Strong BRL depreciation and 

increasing inflation
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5.2%

2.2%

11.4%

-1.0%

13.6%

9.8%

19.4%

4.7%

Sep 2012

MAT

Sep 2013

MAT

Sep 2014

MAT

Sep 2015

MAT

Volume Value

USD / BRL Inflation %
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Pernod Ricard Brasil
Market share gains fueled by fast growing international brands

4.7%
9.6%

19.2%

12.3%
17.7% 20.1%

PassportChivas RegalAbsolutPernod RicardTotal Market Ballantine’s Finest

$ 52 weeks, Sep 2015



Other markets
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Duty Free and Border business 

impacted by FX volatility (Q1)

Growth of international brands 

Decreasing weight of local 
brands 

Solid growth in a challenging 
environment

Leadership maintained after 
headwinds faced in FY15

Ongoing development with 
good results

Strong rebound following a 
difficult FY15
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Other markets broadly positive against some challenging 
trading conditions

FY15Q1 FY16FY15

MEXICO

COLOMBIA

CHILE

TRAVEL RETAIL

ARGENTINA

PERU

Q1 FY16



Q&A
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