
the americas – the key growth engine of

absolut vodka
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Philippe Guettat, CEO
The Absolut Company
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ABSOLUT VODKA BREAKS CONVENTIONS IN 1979
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FOLLOWED BY EXCEPTIONAL GROWTH
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+8% CAGR since 1985

SOURCE: TAC Shipments 1979-2010, MAT 10/11
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From early 2000’s US market became challenging
Emergence ! Super Premium and Standard  Segme"s
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As more competitors captured the growth of 
the US premium + market
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SOURCE:  Consumer Survey 2009

In the US consumers are strongly attached to 
absolut

Ketel 
One!

Svedka!Three 
Olives!

Skyy!Stoli!Smirnoff!GG!ABSOLUT!
ABSOLUT Grey Goose Smirnoff Stoli Skyy Ketel One Three Olives Svedka
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With top ranked image attributes
A&#$ sc'es e(her 1st ' 2nd agai*t +r c,p-(ive s-

Is good for many types of drinks
Has flavored vodkas that I like

Is youthful and fun

1st

Makes superior cocktails
Is made with the finest ingredients

Is sophisticated and classy
Is a creative and inspiring brand

Is bold and cutting edge
Is influential in today’s pop culture

2nd

SOURCE:  Consumer Survey 2009 8



And Pernod Ricard provides an excellent
 foundation for growth

PERFECT FIT IN pernod ricard  PORTFOLIO

ABOVE 
PAR 

ON PAR 

BELOW 
PAR 

STRONGER ROUTE TO MARKET

Before Pernod Ricard With Pernod Ricard

ABOVE PAR

ON PAR

BELOW PAR
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New us strategy focused on “quality and style” games

Addressing two primary consumer groups... ...in four specific occasions

Neo-Yuppies
65% of "Quality with 
authenticity and 
style" volume

Young mainstreamers
17% of "Quality with 
authenticity and
style" volume

Entertaining at home
(off-premise)

Everyday at home 
(off-premise)

Big night  out 
(on-premise)

Date night/special 
occasion  
(on-premise)

SOURCE:  Consumer Survey 2009
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a clear strategy to win in  “quality and style” games
Anch'ed in f+r key pi.a/

A NEW BREAKTHROUGH 
COMMUNICATION STRATEGY

  
facebook.com/absolut

ABSOLUT WILD TEA GIMLET
Pour 2 parts ABSOLUT WILD TEA  

over ice in a rocks glass. Add  
¾ parts fresh lime juice and  

½ parts simple syrup. Stir and 
garnish with a wheel of lime.

A vision from Karen O and Warren Du preez & NIck Thornton Jones

Coc!ai" Perfe#ed
ABSOLUT WILD TEA

I$roducing
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ENJOY WITH ABSOLUT RESPONSIBILITY.®

ABSOLUT® WILD TEA. TEA AND ELDERFLOWER FLAVORED VODKA. PRODUCT OF SWEDEN. 40% ALC./VOL. DISTILLED FROM GRAIN. ©2010 IMPORTED BY ABSOLUT SPIRITS CO., NEW YORK, NY.

 AN OPTIMIZED PRICING 
POLICY

  

3/4
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WITH AN EXTRA FOCUS ON 
NEW YORK
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ABSOLUT VODKA PRESENTS

FEATURING  JAY-ZA FILM BY DANNY CLINCH

WATCH THE FILM AT FACEBOOK.COM/ABSOLUT
ABSOLUT® VODKA PRESENTS  “NY-Z” FEATURING JAY-Z   JOHN MAYER    A MILKT PRODUCTION    EXECUTIVE PRODUCERS Mark Figliulo   Matt Bijarchi   Ian CRYSTAL   CREATIVE DIRECTORS THIAGO ZANATO   HOJ JOMEHRI        

PRODUCER LINDHA NARVAEZ   PRODUCTION MANAGER Hugo Murray   AGENCY PRODUCER julia menassa   Stills Producer Miyazu Sato   BRAND MANAGER Troy Gorczyca   EDITOR Paul Greenhouse   DIRECTOR OF PHOTOGRAPHY Vance Burberry    MUSIC BY JAY-Z    DIRECTED BY DANNY CLINCH

STRATEGIC INNOVATION TO WIN 
IN A HIGHLY FRAGMENTED MARKET
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breakthrough communication strategy
Coc0ai1 Perfe2ed
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optimized pricing policy:  top of premium vodka
Price Adj3tme"s I*ta.ed and B3ine4 5 Resp%ding

SOURCE: Nielsen RSP Avg price in $/0,75L
UNIVERSE: Food/Drug&Comb liq. 

MAT Avg RSP 
April-08 (0.75L) Index MAT Avg RSP 

April-11 (0.75L) CAGR 08-11 Index

Grey Goose 28.53 143 29.20 0.8% 151

Ketel One 22.94 115 23.31 0.5% 121

Stolichnaya 19.35 97 19.43 0.1% 101

ABSOLUT 19.99 100 19.28 -1.2% 100

Skyy 15.79 79 15.23 -1.2% 79

SmiRnoff 12.11 61 12.41 0.8% 64
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absolut BERRI AÇAÍ
U.S. LAUNCH: JAN 2010

absolut wild tea
U.S. LAUNCH: JAN 2011

absolut orient apple
U.S. LAUNCH: june 2011

absolut BROOKLYN
U.S. LAUNCH: JUNE 2010

increasing pace of strategic innovation 
Flav's and Lim(ed Ed(i%s
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With An extra focus on new york
Take Back New Y'k I"egr6ed Plan
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ABsolut Brooklyn
Lim(ed Ed(i%
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Madison Square Garden sponsorship
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ABSOLUT VODKA PRESENTS

FEATURING  JAY-ZA FILM BY DANNY CLINCH

WATCH THE FILM AT FACEBOOK.COM/ABSOLUT
ABSOLUT® VODKA PRESENTS  “NY-Z” FEATURING JAY-Z   JOHN MAYER    A MILKT PRODUCTION    EXECUTIVE PRODUCERS Mark Figliulo   Matt Bijarchi   Ian CRYSTAL   CREATIVE DIRECTORS THIAGO ZANATO   HOJ JOMEHRI        

PRODUCER LINDHA NARVAEZ   PRODUCTION MANAGER Hugo Murray   AGENCY PRODUCER julia menassa   Stills Producer Miyazu Sato   BRAND MANAGER Troy Gorczyca   EDITOR Paul Greenhouse   DIRECTOR OF PHOTOGRAPHY Vance Burberry    MUSIC BY JAY-Z    DIRECTED BY DANNY CLINCH

Collaboration with Jay-z
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Absolut BRAND Ambassador Program
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Res78
new york has responded

•Depletions in New York Metro are up 
  8% YTD vs. last year

•Increases in brand preference and
  brand drunk most often

SOURCE: GFK Custom Research 27



and national performance is significantly improving
 Turnar+nd Perf'mance in P9t 12 M%t:

•ABSOLUT US depletions up 3% MAT

•Nielsen up 3.9% MAT and NABCA up
  6.8% MAT in volume

•Gains in brand preference

SOURCE: Internal.  AC Nielsen - Spirits Ttl Food/Drug/Liquor Latest Period Ending April 30th 2011/NABCA March 2011. GFK Custom Research28 28



positive momentum in canada
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Absolut has Outperformed the market
Kcs
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Total Vodka Category 10 Year CAGR +5%
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driven by a focused and consistent strategy

Consistent compelling communications 

Make the prese% exce'i(al
ABSOLUT GLIMMER

now available IN selectED stores around the world
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Strong on-premise activation
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Superior retail execution
33



A  Very Pr,5ing Sta; f' +r Super Premium Vodka
test market for ABSOLUT ELYX
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LATIN AMERICA
 a source of very dynamic growth
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strong market dynamics

•Positive economic conditions across the region

•Large consumption of premium spirits,
 particularly whisk(e)y

•Vodka more versatile in mixed male and female
  drinking occasions

•Powerful Pernod Ricard distribution network in
 the region
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strategy designed to Accelerate Absolut Growth

•Build an even stronger emotional bond 
 with consumers

•Invest at proven media levels

•Activate and win in the on-premise

•Design relevant drinks strategy

•Position at Premium Price level
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executed with excellence

CUSTOM-made advertising 38



Locally Relevant Collaborations
39



Locally Relevant Collaborations
40



Exceptional consumer experience
41



BRAZIL
+45%

ARGENTINA 
+72%

CHILE 
+19%

Leading to exceptional growth Across The Region

SOURCE: Latest Nielsen MAT

MEXICO 
+16%

42



ABSOLUT BLANK
The Fi/t Global Campaign Devel<ed f' L6in America & Western Eur<e
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ABSOLUT BLANK
:60 TVC
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final concluding words

After 2 years with Pernod Ricard, ABSOLUT is on track to deliver 
the plan:

•Return to growth in the US

•Dynamic double digit increase in the rest of the world,
 spear headed by Latin America
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ABSOLUT 
Thank Y+.
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