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02 Profile and Strategy

The 5 Pillars of 
Pernod ricard

Created by the link-up of the Ricard and Pernod companies in 1975, Pernod Ricard is today  
the world co-leader of Wines & Spirits. Organic growth and acquisitions  

have driven the international development of a Group that reaffirms its ambition:  
to become the undisputed number 1 of the industry. Already the leader of  

the Premium segment—the most dynamic in the industry—Pernod Ricard has opted for  
a model of sustainable growth. This is based on both a systematic strategy of  

brand upscaling, called ‘Premiumisation’, and Innovation, regarded as being  
an accelerator of value creation. The Group’s growth model is based on five pillars:

Since its beginning, and particularly over the last ten years of rapid acquisitions, Pernod Ricard has built a unique 
portfolio of Premium brands on an international scale. This portfolio covers all Wine & Spirits categories and is 
now illustrated by the ‘House of Brands’ concept. The ‘House’ classifies the Group’s priority brands into three 
segments: the ‘Top 14’, which consists of 14 strategic spirits and champagne brands; the wine segment, with its 
four Premium wine brands; and the 18 key local brands segment. 
The Top 14 includes:
✦  two ‘global icons’—ABSOLUT vodka and Chivas Regal Scotch whisky; 
✦  seven Premium spirits brands—Ricard pastis, Ballantine’s Scotch whisky, Jameson Irish whiskey, Havana Club 
rum, Beefeater gin, and Malibu and Kahlúa liqueurs; 
✦  five Prestige spirits and champagne brands—Martell cognac, The Glenlivet and Royal Salute Scotch whiskies, 
and G.H.MUMM and Perrier-Jouët champagnes.  

Pernod Ricard’s strategy is built on creating value through a systematic policy of brand upscaling, or ‘Premiumi-
sation’. This ‘value strategy’ is part of a long-term vision based on strong and continuous investment in the Group’s 
brands. Pernod Ricard has one of the industry’s biggest marketing expenses, which represent 19% of its net sales. 
The Group invests heavily and continuously to bring about innovation, seen as a growth accelerator. Innovation 
is a priority in supporting the brands, but it also concerns every other area of the business: Sales, Human 
Resources, Production, Legal, Finance and Communications. By creating the conditions for profitable and sus-
tainable growth, the Group intends to consolidate its position as leader of the Premium segment. 

A COMPREHENSIVE PORTFOLIO OF  
PREMIUM INTERNATIONAL BRANDS

PREMIUMISATION AND INNOVATION:  
TwO KEY STRATEGIC FOCUSES FOR CREATING VALUE 
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In a decentralised organisation, it is the corporate culture that binds everyone together. At Pernod Ricard, this 
culture is grounded in three values: entrepreneurial spirit, mutual trust and a strong sense of ethics. These are 
continually encouraged by a policy of Human Resources management that promotes leadership skills, mobility 
and diversity.
This corporate culture is seen as a real competitive asset, expressed in a convivial, straightforward and direct 
attitude. Almost 19,000 employees share it every day—in their relationships with one another, and in their rela-
tions with consumers and stakeholders of the company. This Pernod Ricard spirit is conveyed by the tagline 
‘Créateurs de Convivialité’.  

There is no leadership without a deep sense of responsibility. Since it was founded, the Group has been strongly 
committed to Corporate Social Responsibility. It created the Paul Ricard Oceanographic Institute in 1966, and 
the Ireb (Institute for Scientific Research on Alcoholic Beverages) in 1971. 
The Group has defined four priorities in its CSR platform: 
1. Promote responsible drinking of alcoholic beverages: this is the Group’s number 1 priority.
2. Respect the environment and commit to sustainable development, in line with the Group’s desire to protect 
the unique lands that gave birth to its brands. 
3. Foster cultural sharing.
4. Encourage the entrepreneurial spirit.  

Pernod Ricard’s organisation is unique in its industry. The Group has opted for decentralisation: the 75 Market 
Companies are all wholly-owned and managed as profit centres. This global network ensures decision-making 
that is closer to the markets, which enables the Group to respond more swiftly to the needs of customers and 
consumers in any country.
This flexible and responsive structure has consistently shown its ability to boost individual motivation and team 
performance. Pernod Ricard, the leader in many Asian markets such as China and India, is best positioned to 
take full advantage of the growth of these markets—the most dynamic in the sector. 

EMPLOYEES UNITED BY  
A STRONG CORPORATE CULTURE

AN HISTORICAL COMMITMENT TO ETHICS,  
PEOPLE AND THE ENVIRONMENT

A DECENTRALISED ORGANISATION AND  
A wHOLLY-OwNED DISTRIBUTION NETwORK 
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19 brands amongst the world’s top 100(2)

(1) among international spirits groups. (2) Source: impact published in february 2012. 

4 PRIORITY  
PREMIUM WINE BRANDS

14 STRATEGIC PREMIUM AND PRESTIGE  
SPIRITS & CHAMPAGNE BRANDS

in WineS & SPiritS WorldWide,  
leader in the aSian marKetS,  

the moSt dynamic of the Sector(1) 

Co-leader

net SaleS,  
+8%  

(organic groWth)

emPloyeeS in  
75 countrieS  

Profit from recurring oPerationS, 
+9%  

(organic groWth)

in Premium and  
PreStige SPiritS 
WorldWide

no.1

18,777
8,215

euro millions 
2,114
euro millions 
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acquisition of irish distillers,  
the leading producer of  

irish whiskey and  
owner of Jameson.

pernod ricard and the Cuban company  
Cuba ron create havana Club international,  
a 50/50 joint venture for the marketing and 

distribution of havana Club rum. 

acquisition of the orlando wyndham group,  
an australian producer of wines,  
including the Jacob’s Creek brand.  

pernod ricard is created by the link-up of two French  
anise-based spirits companies: pernod, which was founded in 1805, and  
ricard, founded by paul ricard in 1932.

18 KEY LOCAL BRANDS

1988

1989

1993

1975

the group signs a joint-venture  
agreement with tequila avión™ for  
the development and marketing of  
the ultra-premium tequila brand, avión.  

acquisition of Vin&sprit, owner of absolut,  
making pernod ricard the world co-leader in the industry. 

asia & rest of the world becomes  
the group’s top region. 
Creation of premium wine brands,  
a brand Company grouping together  
the group’s priority wine brands. 

acquisition of allied domecq,  
in partnership with Fortune brands.  
the group doubles in size and  
becomes the world number 2  
in wines and spirits.  

purchase of 39.1% of  
seagram’s wine & spirits businesses:  
integration of Chivas regal  
scotch whisky and martell cognac.

20012005

2008

2010 2011



pernod riCard ameriCas

ChiVas brothers

irish distillers

haVana Club international

06 locationS

6
brand  

comPanieS

Pernod ricard 
locaTions

4
regionS(1)

75
marKet  

comPanieS

98
Production 

SiteS

(1) asia and rest of the World, americas, europe (excluding france), and france. 



pernod riCard asia

pernod riCard europe

soCiété pernod 
soCiété riCard

premium wine brands
martell mumm perrier-Jouët

the absolut Company

holding
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 HEAD OFFICES – BRAND COMPANIES
havana, Cuba • Paris, France • dublin, Ireland • london, United Kingdom • Stockholm, Sweden • Sydney, Australia 

 HEAD OFFICES – PERNOD RICARD REGIONS 
new york, United States • Paris, marseille, créteil, France • hong Kong, China

 28 MAIN PRODUCTION SITES 
Walkerville, Canada • fort Smith, United States • los reyes, Mexico • San Jose, Cuba • Suape, resende, Brazil • bella Vista, Argentina • fox & geese, midleton, Ireland  
Paisley, Strathclyde, Kilmalid, the glenlivet, Scotland • Åhus, nobbelov, Sweden • aalborg, Denmark • Poznan, Poland • manzanares, age, Spain • yerevan, Armenia  
lormont, marseille, reims, rouillac, France • behror, nasik, India • rowland flat, Australia • tamaki, New Zealand

 PERNOD RICARD lOCATIONS
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organisation and method oF operation 
The Board of Directors is composed of 14 members, including 7 independent Directors. 
Pernod Ricard applies the independence criteria provided for in the AFEP-MEDEF 
corporate governance code for listed companies.

the role diVision oF the Chairman and the ChieF eXeCutiVe oFFiCer
In order to adapt the Group’s governance and allow for natural succession within the 
Company’s executive management, the Board of Directors has separated the role of the 
Chairman from that of the Chief Executive Officer. 
The Chairman of the Board of Directors organises and directs the Board’s operations 
and reports these developments back to the Shareholders’ Meeting. He oversees the 
proper functioning of the Company’s managing bodies and ensures that the Directors 
are fully equipped to fulfil their roles. 
The Chief Executive Officer is granted full powers to act in the name of the Company in 
all circumstances.

Changes in the Composition oF the board oF direCtors during the FinanCial year
At the Shareholders’ Meeting of 15 November 2011, Nicole Bouton was reappointed to 
the Board for a four-year term. In addition, on 25 April 2012 the Board of Directors co-
opted Martina Gonzalez-Gallarza as Director, replacing Rafaël Gonzalez-Gallarza, who 
had resigned. 

THE BOARD OF DIRECTORS IN 2011/2012

During the financial year ended 30 June 2012, the Board of Directors met 10 times with 
an attendance rate of over 94%. The Board approved the annual and half-year financial 
statements and the terms of financial communications, reviewed the budget, prepared 
for the Combined Ordinary and Extraordinary Shareholders’ Meeting, and approved 
the draft resolutions. The current state of the business was discussed at each of these 
meetings, including operations, results and cash flow. As part of the Company’s debt 
management, the Board approved the continuation of the asset disposal programme, 
and during a scheduled review of the refinancing plan, it decided to launch two bond 
issues, one in October 2011 and the other in January 2012. Both of these issues were car-
ried out in US dollars. The Board also decided on the early renewal of the syndicated 
loan facility taken out by the Group. 

Board of  
direcTors

Pernod Ricard’s Board of Directors oversees the Group’s governance,  
respecting ethics and transparency rules. Combining personalities with  

complementary experience and skills, it ensures the respect of the long-term  
vision and strategy. It also guarantees that the Group’s management  

is carried out in the interest of the business and its shareholders. 



09goVernance

First row, From leFt to right

 
danièle riCard* / pierre pringuet*  chief executive officer / patriCk riCard*  chairman of the board of directors / niCole bouton  independent director

seCond row, From leFt to right

 
César giron / François gérard / wolFgang Colberg  independent director / anders narVinger  independent director /  
susan murray  independent director / laurent burelle  independent director / miChel Chambaud  independent director /  

martina gonZaleZ-gallarZa / aleXandre riCard*  Permanent representative of Société Paul ricard / gérald Frère*  independent director 

* subsequent Changes in the Composition oF the board oF direCtors 
Following the sudden death of Patrick Ricard, Chairman of the Board of Directors, on 17 August 2012, the Board of 
Directors’ meeting of 29 August 2012, based on the recommendation of the Appointments Committee, appointed 
Danièle Ricard as Chairman of the Board of Directors to replace Patrick Ricard. It also appointed Pierre Pringuet as 
Vice-Chairman of the Board of Directors, while maintaining his position as Chief Executive Officer.
At the same meeting, the Board of Directors, based on the recommendation of the Appointments Committee, co-opted 
Alexandre Ricard as Director and appointed him Deputy Chief Executive Officer and Chief Operating Officer on the 
recommendation of Pierre Pringuet, Chief Executive Officer. 
Société Paul Ricard, Director, appointed Paul-Charles Ricard as its permanent representative, replacing Alexandre 
Ricard, with effect from 29 August 2012.

Gérald Frère informed the Board of his decision to resign from his position as a Director of Pernod Ricard for personal 
reasons, with effect from 9 November 2012. 
The Board of Directors, based on the recommendation of the Appointments Committee, decided to propose to the 
Shareholders’ Meeting of 9 November 2012 to appoint Ian Gallienne as an Independent Director for a two-year term.   

At 30 June 2012, the Board of  Directors  consisted of:
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(1) until 15 february 2012. (2) independent director. 

COMMITTEES OF THE BOARD OF DIRECTORS

The Board of Directors delegates responsibility to its specialised committees for the preparation of specific topics 
submitted for its approval. Four committees tackle subjects in the area for which they have been given responsibility 
and submit their opinions and recommendations to the Board: the Strategic Committee, the Audit Committee, the 
Appointments Committee and the Remuneration Committee. 

StrAtegIC CoMMIttee

Based on the Directors’ recommenda-
tion, expressed as part of the Board of 
Directors’ recent assessment, the Stra-
tegic Committee was dissolved with 
effect from 25 April 2012.

COMPOSITION AT 25 APRIL 2012 
CHAIRMAN:

patriCk riCard
MEMBERS:

François gérard
raFaël gonZaleZ-gallarZa(1) 

danièle riCard
The Strategic Committee met f ive 
times during the period from 1 July 
2011 to 25 April 2012 with an attend-
ance rate of 95%. Its main responsibil-
ity was to prepare the Company’s stra-
tegic policies for the Board’s approval.

AUDIt CoMMIttee

COMPOSITION AT 29 AUGUST 2012 
CHAIRMAN:

miChel Chambaud(2)

MEMBERS:

niCole bouton(2)

François gérard
wolFgang Colberg(2)

The members of the Audit Committee 
were specif ically chosen for their 
expertise in accounting and finance. 
The Audit Committee’s primary mis-
sion is to review the draft f inancial 
statements, check the appropriateness 
and consistency of accounting meth-
ods and principles, and ensure the 
quality of the financial information 
issued to shareholders. It also monitors 
the effectiveness of the internal con-
trol and risk management systems. It 
supervises the procedure for selecting 
Statutory Auditors. The Board of 
Directors may refer any financial or 
accounting matter to it. In addition to 
the operational charter adopted in 
June 2002, the Audit Committee 
approved its internal regulations at the 
Board of Director s’  meet ing of 
18 March 2003. It met four times dur-
ing the 2011/2012 financial year, the 

same as during the previous period, 
with an attendance rate of 88%. In 
2011/2012 the work of the Audit Com-
mittee focused on the following:
✦ review of French and foreign key laws 
and regulations, reports and commen-
taries on corporate governance, risk 
management, internal control and 
auditing;
✦ review of the interim financial state-
ments at 31 December 2011 during the 
meeting of 14 February 2012;
✦ review of the consolidated financial 
statements at 30 June 2012; 
✦ monitoring of the Group’s cash flow 
and debt;
✦ risk management: the Group’s main 
risks are regularly presented in detail 
to the Audit Committee; 
✦ approval of the Group’s Internal 
Audit plan for 2012/2013; 
✦ Internal Control assessment: The 
Group sent its subsidiaries a self-assess-
ment questionnaire to evaluate the 
adequacy and effectiveness of their 
Internal Control system; 
✦ examinat ion of Internal Audit 
reports: in addition to the audits and 
checks carried out by the various sub-
sidiaries on their own behalf, 31 inter-
n a l  a u d i t s  w er e  p er for me d  i n 
2011/2012 by the audit teams in each 
Region and at the Holding Company. 

APPoINtMeNtS CoMMIttee

COMPOSITION AT 29 AUGUST 2012 
CHAIRMAN:

niCole bouton(2)

MEMBERS:

anders narVinger(2)

danièle riCard
The Chairman of the Board of Direc-
tors attends this Committee’s meetings 
dur ing sessions deal ing w ith the 
appointment of Directors. During the 
2011/2012 financial year, the Commit-
tee met three t imes w ith an 89% 
attendance rate and 100% participa-
tion via conference call.
The Appointments Committee’s main 
responsibility is to recommend and 
implement the selection procedure for 
new Directors. The Committee regu-
larly verifies compliance with the gov-

ernance principles to which Pernod 
Ricard subscribes, and monitors the 
independence criteria of the members 
of the Board of Directors.
During the 2011/2012 financial year, 
the work of the Appointments Com-
mittee mainly concerned:
✦ review and proposal for the appoint-
ment of the Managing Director in 
charge of the distribution networks, a 
member of the Executive Board; 
✦ organisation and monitoring of the 
three-yearly evaluation of the Board of 
Directors’ performance and processes; 
✦ review of the Group’s and Pernod 
Ricard’s policies on professional and 
wage equality; 
✦ review and proposal of candidates 
for the renewal of Directors at the 
Shareholders’ Meeting on 9 November 
2012.

reMUNerAtIoN CoMMIttee

COMPOSITION AT 29 AUGUST 2012 
CHAIRMAN:

niCole bouton(2)

MEMBERS:

anders narVinger(2) 

gérald Frère(2)

During the 2011/2012 financial year, 
the Remuneration Committee met 
four times with an attendance rate of 
75% and 100% participation via con-
ference call.   
The Remuneration Committee’s main 
task is to define the policy for remuner-
ating the Group’s Executive Directors 
in compliance with the recommenda-
tions of the AFEP-MEDEF corporate 
governance code to which the Com-
pany refers to. This policy covers all 
elements of remuneration, i.e. the level 
and amount of f ixed and variable 
remuneration, but also the amounts 
and volumes of stock options awarded, 
as well as pension and social protection 
schemes.
The work of the Remuneration Com-
mittee is detailed in Section 4 of the 
registration document, ‘Management 
Report’, in the subsection entitled 
‘Remuneration of the Executive Direc-
tors’ (page 82 and following pages).   
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geNerAl MANAgeMeNt 

exeCUtIve BoArD 

For the 2011/2012 financial year, The Group’s General Management was carried out by the Chief Executive Officer 
and the four Managing Directors for Brands, Markets, Finance, and Human Resources and Corporate Social Respon-
sibility.  

The Executive Board is the permanent body responsible for coordinating and directing the Group. It is comprised of 
the General Management and the General Counsel. The Executive Board defines the Group’s strategy and objectives, 
and initiates and reviews all decisions relating to the Group’s affairs. It submits such matters to the Board of Directors 
when its approval is required. Lastly, it organises the work of the Executive Committee and defines its members’ objec-
tives, in particular through the four-year plan, the budget and reviews of ongoing activities.

At 1 July 2012, the Executive Board consisted of:  

ManageMenT 
sTrucTures 

The Group’s management structure is organised around the General Management,  
the Executive Board (BE) and the Executive Committee (COMEX). The Executive Board  

is composed of the General Management and the General Counsel, while the COMEX comprises 
the BE and the chairmen of the direct subsidiaries. Under the General Management’s authority, 
the COMEX is responsible for conducting the Group’s business activities, ensuring that its main 

policies are applied, and coordinating between the Holding Company and its subsidiaries. 

(1) at its meeting of 29 august 2012, the board of directors appointed Pierre Pringuet as Vice-chairman of the board of directors, while maintaining his position as the group’s chief executive officer. it 
also appointed alexandre ricard as deputy chief executive officer and chief operating officer.  

From leFt to right

 
bruno rain

managing director, human resources 
and corporate Social responsibility 

gilles bogaert 
managing director, finance

thierry billot 
managing director, brands

pierre pringuet 
chief executive officer(1)

aleXandre riCard 
managing director, markets(1)

ian FitZsimons 
general counsel
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The eXecuTiVe 
coMMiTTee

(1) at its meeting of 29 august 2012, the board of directors appointed Pierre Pringuet as Vice-chairman of the board of directors, while maintai-
ning his position as the group’s chief executive officer. it also appointed alexandre ricard as deputy chief executive officer and chief operating 

First row, From leFt to right

 
philippe dréano 
chairman & ceo of  

Pernod ricard americas 

lionel breton 
chairman & ceo of  

martell mumm Perrier-Jouët(2)

pierre pringuet 
chief executive officer(1)

anna malmhake 
chairman & ceo of irish distillers

pierre Coppéré 
chairman & ceo of Pernod ricard asia

seCond row, From leFt to right

 
philippe saVinel 

chairman & ceo of ricard

laurent laCassagne 
chairman & ceo of Pernod ricard europe 

Jean-Christophe Coutures 
chairman & ceo of Premium Wine brands 

César giron 
chairman & ceo of Pernod 

thierry billot 
managing director, brands 

ian FitZsimons 
general counsel 

Christian porta 
chairman & ceo of chivas brothers

bruno rain 
managing director, human resources and 

corporate Social responsibility 

philippe guettat 
chairman & ceo of the absolut company(2)

gilles bogaert 
managing director, finance

aleXandre riCard 
managing director, markets(1)

goVernance
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The Executive Committee is the Group’s managing body that brings together the Executive Board and the chairmen 
of the direct subsidiaries. It helps to develop the Group’s strategy and coordinates between the Holding Company and 
its subsidiaries, as well as between the subsidiaries themselves (Brand Companies and Market Companies). Under the 
General Management’s authority, it is responsible for conducting the Group’s business activities and ensuring that its 
main policies are applied.

In this capacity, during its monthly meetings (11 per year), the Executive Committee:
✦  analyses the progress of the Group’s activities;
✦  actively participates in setting financial and operating objectives (financial results, debt and qualitative objectives);
✦  reviews brand and market strategies, analyses results and evaluates any changes in the organisation;
✦  approves and implements the Group’s main policies.  

officer. (2) With effect from 1 october 2012, Philippe guettat, chairman & ceo of the absolut company, has been named chairman & ceo of martell mumm Perrier-Jouët, replacing lionel breton, who 
retired. on the same date, Paul duffy, currently ceo of Pernod ricard uSa, has become chairman & ceo of the absolut company.

goVernance
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The primary objectives of the Holding Company’s Management are:
✦   to prepare and coordinate the decisions and actions to be taken by the Holding Company;
✦   to exchange information on the Group’s operations, and on actions undertaken or to be taken by each of the opera-

tional management departments;
✦   to prepare for certain decisions that are the responsibility of the Group’s General Management. 

(1) as of 1st october 2012, John corrigan has been appointed industrial operations director, replacing Jean-Pierre Savina, who retired.  

✦ 

Jean-baptiste briot
business control director

✦ 

ViCtor JereZ 
audit and development 

director

✦ 

martin riley
chief marketing officer

✦ 

patriCk Castanier
commercial development 

director

✦ 

Jaime Jordana 
hr development  

director

✦ 

Jean rodesCh
Public affairs and  

cSr director

✦ 

oliVier CaVil
communications director

✦ 

oliVia lagaChe
general counsel  

havana club

✦ 

Jean-pierre saVina(1)

industrial operations 
director

✦ 

Jean ChaVinier
information Systems 

director

✦ 

alban marignier
Pernod ricard university 

director

✦ 

Julien soisson
tax director

✦ 

oliVier guelaud
treasury director

✦ 

philippe prouVost
corporate affairs director 
and Secretary of the board

✦ 

mikael spangberg
intellectual Property  

director

✦ 

armand hennon 
Public affairs director, 

france

✦ 

armin ries
director Special advisor to 

general management 

✦ 

Jean touboul 
financial communication & 
investors relations director 

holding coMPany 
ManageMenT
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The Holding Company defines the Group’s strategy and oversees its implementation. 
Its responsibilities are focused on four main areas: 
1.  Reserved functions (Group strategy, financial policy, communications, human 

resources, legal affairs, institutional policies). 
2.  Control of the management of direct subsidiaries. 
3.  Approval of brand and market strategy. 
4.  Coordination of key policies (Purchasing, Information Systems, Quality Safety 

Environment, etc.). 

The Holding Company also lends its expertise in the fields of sales and marketing. 
Over 200 people work at the Holding Company’s head office in Paris. 

(1) Joint-venture.

MArKet  
CoMPANIeS

pernod riCard  
asia

pernod riCard  
ameriCas

pernod riCard  
europe

soCiété pernod

soCiété riCard

the absolut Company

ChiVas brothers

martell mumm  
perrier-Jouët

irish distillers

premium wine brands

haVana Club  
international(1)

PerNoD rICArD holDINg

BrAND  
CoMPANIeS 

the brand Companies  
are located in  

their home countries and  
are in charge of developing  

the overall strategy of  
the brands and their portfolio. 
they are also responsible for 

the production and  
management of their  

industrial installations. 

there are 75 market  
Companies linked to  
four regions  
(asia, the americas,  
europe and France).  
their mission is to develop  
the group’s international  
brands in their markets  
whilst simultaneously  
managing local and  
regional brands.  
they also ensure  
the implementation of  
the group’s strategy and  
key policies  
in their markets. 

organisaTion
Decentralisation is the founding principle behind Pernod Ricard’s organisation and operations. 

Continuous dialogue between the Brand Companies and Market Companies ensures  
the involvement of all stakeholders in the business, and a decision-making process  

that is as close as possible to the consumer. The Holding Company defines the major strategic 
guidelines, coordinates global actions, and monitors compliance with the Group’s policies. 



groUP |  
signing of a joint-venture 
agreement with tequila avión™ 
to develop and distribute  
the ultra-premium  
tequila brand, avión™. 

BrANCott eStAte |  
sponsors the 2011 rugby world Cup  

in new Zealand.

ChIvAS regAl |  
Chivas regal uploads Real Friends,  
two short films produced by the director  
Joachim back. these videos have been viewed 
more than 4.5 million times on youtube™. 

groUP | pernod ricard carries out  
a us dollar-denominated bond issue amounting to  
$2.5 billion. this is the second bond issue of the financial 
year, following the $1.5 billion issue in october 2011. 

jAMESON
Launch of ‘Jameson First Shot’,  

a competition offering young 
screenwriters and directors a 

chance to produce their short film, 
with Kevin Spacey in the lead role.

MALIBU
Launch in the United States  

of Malibu Red, a blend of rum and tequila. 
Ne-Yo, the American  

R&B star, is the special partner of  
this launch.

jACOB’S 
CREEK
Andre Agassi  
becomes an  
ambassador for  
Jacob’s Creek with  
the Open campaign.

RICARD
Celebration of the brand’s 80th anniversary 

with an exhibition at the Paris Museum of 
Decorative Arts, and an ad campaign  

with the tagline, ‘80 ans et toujours jaune’. 

2011/2012
aT a glance

    July           september        oCtober         noVember                  January         marCh                                 april            may          June  

The year was once again marked by an abundance of innovations that furthered  
the Group’s overall strategy of value creation, known as Premiumisation.  

These included line extensions of prestigious brands, new packaging, new product launches,  
ever more creative digital campaigns, and increasingly frequent artistic collaborations.  

Internally and externally, new communications tools emerged,  
enabling the Group’s values of conviviality and entrepreneurship to be reinforced  

through state-of-the-art new digital technologies.

16 Key eVentS 



SUBSeqUeNt Key eveNtS:
groUP | Creation of the pernod ricard kenya subsidiary.  
pernod ricard organisations in morocco, angola, nigeria, ghana and 
namibia will be inaugurated by the end of 2012. • pernod ricard sells  
the aalborg, brøndum and malteserkreuz aquavit brands and  
the gammel dansk bitters brand, along with assets, for E103 million.  
PerrIer-JoUët | makoto azuma, the renowned floral designer, 
produces an original piece for perrier-Jouët which inspires  
the creation of the limited edition, ‘belle époque Florale edition’.

HAVANA CLUB 
The film 7 Days in Havana, 
produced in collaboration with 
Havana Club International,  
is shown at the 2012 Cannes  
Film Festival in the ‘Un certain 
regard’ category.

ABSOLUT
ABSOLUT launches  
the ABSOLUT GREYHOUND 
campaign and its futuristic video 
with Swedish House Mafia.  
To date, the video has been  
viewed 15 million times  
on YouTube™.  

BeeFeAter | beefeater london sessions concerts  
in madrid and moscow, featuring  
emeli sandé, the kooks and baxter dury. 

groUP | pernod ricard 
announces the launch of  
the havanista® brand for  
Cuban rum in the united states,  
once the embargo is lifted. 

g.h.MUMM | g.h.mumm unveils  
its Champagne protocols:  
100 rituals for drinking champagne, 
explained to the general public.  

groUP | pernod ricard buys hiteJinro’s  
30% stake in pernod ricard korea imperial.  
with this purchase pernod ricard takes  
full control of the company, which owns one of  
the leading whiskies on the south korean market.

the gleNlIvet |  
launch of the ultra-exclusive 
edition, the glenlivet 
guardians single Cask. 

KAhlúA | launch of  
kahlúa Cans in the united 
states: three pre-mixed 
cocktails with a kahlúa  
coffee liqueur base. 

groUP | second edition of responsib’all day:  
For 24 hours, pernod ricard employees  
stop their professional activity to educate  
young people about responsible drinking.

MARTELL
Centennial gala for  
Martell Cordon Bleu  
in Monaco, in the presence 
of HSH Prince Albert II and 
HSH Princess Charlène.

17 AUGUST 2012  
Passing of Patrick Ricard, iconic leader of  
the Group for 34 years.  

groUP | refinancing completed of  
the Vin&sprit acquisition debt through  
the syndication of a E2.5 billion  
multi-currency revolving line of credit.

BAllANtINe’S | the 5th annual ballantine’s golf 
Championship is held in south korea, breaking all 
attendance records. 

    July           september        oCtober         noVember                  January         marCh                                 april            may          June  

ROYAL 
SALUTE 
The brand celebrates 
the launch of  
its limited edition, 
‘Diamond Jubilee’,  
to mark Queen 
Elizabeth II’s 60 years 
on the throne. 

17Key eVentS



18 corPorate Social reSPonSibility

the vAlUeS oF the groUP

a ColleCtiVe Commitment to perFormanCe

ENTREPRENEURIAL SPIRIT

MUTUAL TRUST

SENSE Of ETHICS

a way oF working: 
deCentralisation

a way oF being: 
ConViViality

FoUr PrIorItIeS

Key PrinciPles of 
csr

Pernod Ricard is convinced that its financial performance 
is inseparable from its obligations with regard to social 
responsibility. It aims to always reconcile economic effi-
ciency with social welfare and environmental protection. 
The Group fully complies with the ten principles of the 
United Nations Global Compact. A pioneer in CSR, for 
over 40 years the Group has made ethics a key principle of 
its growth, with the creation of the Oceanographic Insti-
tute by Paul Ricard in 1966, and the founding of IREB by 
Jean Hémard in 1971.  
Pernod Ricard continues to build on this legacy, as shown 
by its recent achievements. The Group has adopted a CSR 
platform which redefines the four priorities that outline 
its scope in this area. It is build around a pre-requisite: the 
respect of all stakeholders, and most specifically the devel-

opment of its employees, who have benefitted of new tools 
for human resources management. These tools, such as 
common standards for skills and leadership, foster diver-
sity and the promotion of talent. To promote responsible 
drinking, the Group organised its second company-wide 
day of action, ’Responsib’ALL Day’, bringing together its 
18,800 employees around the world. On the environmen-
tal side, the Market Companies spearheaded new develop-
ments aimed specifically at protecting natural resources. 
Lastly, the sharing of cultures and support for entrepre-
neurial initiatives continue to be the two main focuses of 
the Group’s sponsorship activities, with the establishment 
of new partnerships to support contemporary art and to 
help young students following an entrepreneurial course.  

promote  
responsible  

drinking
respect our  
environment

promote  
entrepreneurship

share  
our cultures
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of product volumes  
come from iso 14001- 
certified sites 

of subsidiaries participated in  
a day of action on the topic of  
alcohol and youth on 7 June 2012

of campaigns reviewed  
were in compliance with  
the pernod ricard Code  
in 2011/2012 

reduction in water consumption  
per litre of distilled alcohol  
between 2008 and 2012  

exAMPleS oF CSr CoMMItMeNtS

signature of partnership with  
the l’appel non-profit association:  
launch of the water  
tank programme in haiti and  
support for students in Vietnam and peru

Founding of ireb  
(institute for scientific  
research on alcoholic beverages)  
by Jean hémard,  
then Chairman of pernod  

pernod ricard becomes  
the first major sponsor of  
the quai branly museum  
in paris

start of corporate  
sponsorship of  
the pompidou Centre,  
europe’s leading  
contemporary art museum 

oF eXternal  
reCruits  

are women

oF total payroll  
inVested in  

training 41.3%2.47%

99.6%

100%

23%

98%

1997
1971

2005 2004

corPorate Social reSPonSibility





This year, Pernod Ricard called on Spanish artist Eugenio Recuenco to illustrate  
its Annual Report. through a series of nine portraits and a giant panorama,  
the photographer expressed his interpretation of ‘connection’, and his vision of  
the 18 employees who acted as his models. Internationally renowned, eugenio Recuenco  
is known for his narrative style inspired by cinema: each of his works is a story in itself. 
Pernod Ricard invites you to discover his world, with its chiaroscuro backdrops and  
its blend of mystery and magic in a baroque and off-beat style. a work he has dedicated 
to the memory of his father...

ipad Version 
read the 
2011/2012  
annual report  
on ipad.this report is not the group’s reference document. the reference document was filed with the french financial markets 

authority on 26 September 2012. it is available through the group’s website on www.pernod-ricard.com and the amf  
website on www.amf-france.org.

ConneCted
a ‘connected company’? in the most modern sense of the term,  

it obviously refers to the control and mastering of digital communications, 
both internally and externally. but it is just as much about ‘connection’ in 
the human sense, because the group’s primary concern is the strength of 

the connection between people. that’s what Pernod ricard offers,  
by creating occasions for sharing, conversation and celebration.  

in short, all of the moments that allow people to connect with each other. 
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 It was with  
great emotion that 

I accepted to 
become your  

new Chairman. 

02

DANIèLE RICARD, CHAIRMAN OF THE BOARD OF DIRECTORS

chairman’S meSSage
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The sudden passing of Patrick Ricard, Chairman of the Board 
of Directors, affected all of us deeply. For over 34 years, Patrick 
played an essential role in the history of your Group. He was 
its Chairman and Chief Executive Officer until 2008, when he 
handed over the operational management to Pierre Pringuet.

Faithful to the values of hard work and dedication instilled by 
our father, Paul Ricard, he transformed the family business into 
a world leader.

Patrick wrote in 2008, “I am proud of what Pernod Ricard has 
become. And I hope, one day, to be proud that it all continued 
on without me.” Sadly, he won’t see the next stage of the 
adventure, but we are going to carry on his work in the same 
spirit of a long-term vision, decentralisation, conviviality and 
respect for people and our products.

Very quickly, in spite of our grief, we took the necessary steps 
to ensure the good governance of your Group. These decisions 
were unanimously approved by the Board.

It was with great emotion that I accepted to become your new 
Chairman. Pierre Pringuet was named Vice-Chairman, whilst 
continuing in his role as Chief Executive Officer. Alexandre 
Ricard, on the recommendation of Pierre Pringuet, has been 
appointed Deputy Chief Executive Officer and Chief Operating 
Officer. Paul-Charles Ricard, Patrick’s son, will represent the SA 
Paul Ricard on the Board.

I would like to take this opportunity to reaffirm the full faith 
and confidence of the Board of Directors in Pierre Pringuet and 
in the General Management team he has assembled.

lastly, my appointment as Chairman of the Board and my 
status as a member of the Ricard family are your assurance of 
the Group’s objective to create value over the long-term, and 
your guarantee of its independence.  

DANIèLE RICARD, CHAIRMAN OF THE BOARD OF DIRECTORS

chairman’S meSSage
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A lONG-TERM VISION, 
ESSENTIAl  

FOR SUSTAINABlE 
GROWTH 

PIERRE PRINGUET, VICE-CHAIRMAN OF THE BOARD AND CHIEF EXECUTIVE OFFICER

interVieW With the chief eXecutiVe officer
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A lONG-TERM VISION, 
ESSENTIAl  

FOR SUSTAINABlE 
GROWTH 

PIERRE PRINGUET, VICE-CHAIRMAN OF THE BOARD AND CHIEF EXECUTIVE OFFICER
In recent years, you formed a duo with Patrick Ricard that 
allowed the Group to become the world co-leader in Wines & 
Spirits. What tribute would you like to pay him today?
Patrick Ricard was, without a doubt, the iconic face of the 
Group; he has left an endless mark on it. A great captain of 
industry, he was the man who led growth. His first international 
acquisition dates back to 1981 with the Wild Turkey brand, fol-
lowed by Jameson in 1988, Jacob’s Creek in 1989 and not forget-
ting Havana Club International, the joint venture formed in 
1993. These were the lead-up to the major transformative acqui-
sitions of the 2000s. 
Beneath the captain of industry, there was also the man: 
straightforward, without false pretences and very approacha-
ble. He embodied the Group’s tagline, “Créateurs de convivi-
alité” at all times. Rather than figures, what interested him 
most were the men and women of Pernod Ricard. 

The Board of Directors voted unanimously to appoint Danièle 
Ricard as Chairman of the Board of Directors. What were the 
reasons behind this decision? 
Pernod Ricard is a company that has always maintained its iden-
tity as a family-owned business; it is inscribed in its Charter. The 
Ricard family guarantees the Group’s independence. The 
appointment of Danièle Ricard as Chairman of the Board of 
Directors reaffirms the family’s unwavering support. Danièle 
Ricard has been involved with the company as a director since 
its inception and has always enthusiastically supported our 
development projects. 

On your recommendation, the Board also appointed Alexan-
dre Ricard as Deputy Chief Executive Officer and Chief 
Operating Officer of the Group. Why?
All I did was bring forward an announcement that was sched-
uled for the Shareholders’ Meeting in November.
I have always said that I would retire in January 2015, by which 
time I’ll have reached the age limit set by the Group’s bylaws. 
My aim was to ensure a seamless succession. For a Group the 
size of Pernod Ricard, clarity is essential. Alexandre has had a 
remarkable career as the Managing Director of Pernod Ricard 
Asia Duty Free, then as Chairman and CEO of Irish Distillers 
where he led the international development of Jameson, and 
most recently as Managing Director in charge of the Distribu-
tion Network. I’m confident that he will take over the reins of 
the Group with talent and determination.

Pernod Ricard has just recorded its best growth since the 
financial crisis of 2008. How do you explain these outstanding 
results? 
Pernod Ricard has achieved its strongest growth since 
2007/2008. Indeed, our results exceeded the aims provided to 
the markets, whether for profit from recurring operations, up 
by 9%(1) against the 8% target, or for deleveraging, with a net 
debt/EBITDA ratio(2) of 3.8 versus the target of 3.9. With net 
sales up by 8%(1), Pernod Ricard has achieved one of the best 
performances in our industry. All this is the result of a winning 
combination:
 Firstly, a clear and consistent strategy, based on a long-term 
vision: Premiumisation, Innovation and expansion into new 
markets. 
 Next, a decentralised model, closest to the challenges of each 
market. 
 Lastly, the commitment of the men and women of Pernod 
Ricard, whom I would like to acknowledge here. Nothing would 
be possible without them. Furthermore, I Say, the internal sur-
vey conducted by Towers Watson shows the exceptional nature 
of this commitment.

(1) organic growth. (2) net debt calculated by converting the share not denominated in euros using the average exchange rates for the year.

for a Group  
the size  

of Pernod Ricard,  
clarity  

is essential. 

interVieW With the chief eXecutiVe officer
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How do you explain the acceleration of the Top 14’s growth? 
The Top 14, composed of our 14 strategic brands, posted record 
growth of 10% in value this year, and now represents 60% of our 
net sales. It is unquestionably the driving force behind our 
growth.
This performance perfectly conveys the relevance of our value 
strategy: Premiumisation continues to pay off, as shown by the 
significant price/mix effect of 6%. Of course, this is the result 
of sustained investments in support of the Top 14, which are 
now the focus of three quarters of our marketing expenditure. 
This figure comes to more than 1.5 billion, or 19% of net sales, 
one of the highest ratios in the industry. 

Are the Premium wine brands and key local brands still a pri-
ority? 
Our priority wine brands remain critical to our development. 
They allow us to be present at other moments of consumption 
and in other distribution networks. With a growth in value of 
4% and a contribution of 10%, our wine portfolio is an indis-
pensable part of our value strategy. 
Lastly, the 18 key local brands, up 8% in value, strengthen our 
leadership in certain markets. Without them, it would be more 
difficult to reach some distribution channels and introduce our 

Top 14. I would add that these local brands respond very well to 
the expectations of the middle classes in emerging markets. For 
example, local Indian whiskies grew by 26% this year. 

The global economy is showing signs of slowing down. Is this 
having an effect on the Group’s markets? 
The figures for the last year are very good: 17% growth in 
emerging markets and 2% growth in mature markets. 
Emerging Asian markets continue to grow at a fast pace. China 
recorded growth of 24%, surpassing the milestone of one mil-
lion cases of Martell in the process. India posted growth of 33% 
for the Top 14 alone, driven mainly by Scotch whiskies. In East-
ern Europe, growth has accelerated from 9% to 16%. In South 
America, Brazil continues its rise, with 13% growth due mainly 
to ABSOLUT and the Scotch whiskies.
In mature markets, I would first of all like to highlight our con-
tinued growth in the United States (+5%). Japan’s results have 
also been good (+8%) thanks to Perrier-Jouët, as were the per-
formances of some Western Europe markets such as Germany 
(+5%) and the Netherlands (+7%). Southern Europe, however, 
remains a challenging area. Lastly, consumption in France was 
hit hard by the sharp rise in excise duties on spirits. 

Where does the Group stand with regard to its ambition of 
leadership? 
We have defined ‘the leader’ according to two criteria:
  Firstly, to be the one driving the growth of the industry. 
That’s again the case for Pernod Ricard this year. We’ve 
recorded some of the best results in the industry, particularly 
in terms of sales. 
 Secondly, to be the one who innovates, i.e. who has the ability 
to change the rules of the game. Innovation is therefore at the 
heart of our strategy more than ever. In some ways it’s the 
fourth “big bang” that the Group has experienced after three 
transformative acquisitions in the past decade. To illustrate 
this, our subsidiaries are preparing to launch over 300 innova-
tions. This year will have mainly been marked by major 
launches that revolutionised traditional boundaries between 
spirits categories: Malibu Red, which combines tequila and 
rum; and, most recently, ABSOLUT Tune, which brings 
together vodka and sparkling Sauvignon Blanc. More targeted 
innovations also addressed opportunities in some markets, 
such as Havana Club’s RITUAL in Spain. In addition to product 
innovations, we have also seen many ground-breaking digital 
innovations, such as the recent programmable digital t-shirt 
developed by Ballantine’s in the United Kingdom. All of these 
developments are the result of a systematic policy. We have cre-
ated a true creative ecosystem: I’ll mention here the BIG 

Our performance 
reflects  

the relevance  
of our value  

strategy. 
 

interVieW With the chief eXecutiVe officer
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(Breakthrough Innovation Group), a genuine start-up tasked 
with conceiving breakthrough innovations; and the Kangaroo 
Fund, a fund of several million euros, which offers all employ-
ees the opportunity to develop their ideas. Pernod Ricard is 
now recognised as an innovative company. 

Is it in this spirit of continuous innovation that you’re launch-
ing your enterprise social network, Pernod Ricard Chatter®? 
What will it truly change in your opinion? 
We are one of the first companies to use the tool developed by 
Salesforce.com, ranked as the most innovative in the world by 
Forbes magazine. It is better to be a pioneer than a follower when 
aiming for leadership. Our social network will help us to 
strengthen exchanges between employees around the world. It 
will facilitate and accelerate the spread of information and 
good practices. Collaborative and convivial, it should be a cata-
lyst for innovation and creativity. 

With a debt level that has once again been sharply reduced, is 
the Group ready for new acquisitions? 
Our debt ratio has practically returned to its level prior to the 
acquisition of ABSOLUT in 2008. Furthermore, our debt has 
been completely refinanced and now has an average maturity 
of more than seven years. I would like to thank the financial 
teams for the work they have done on this. This performance 
illustrates our ability to combine growth and debt reduction, 
which has been recognised by the markets and rating agencies. 
Moody’s and Standard & Poor’s have upgraded Pernod Ricard’s 
credit rating, returning it to ‘Investment Grade’. We clearly 
state our intention to keep it there.
Today our Group has one of the best Premium brand portfolios 
in the industry, without a single strategic ‘gap’ to fill. That said, 
nothing prevents us from making tactical, targeted acquisitions 
in the short-term to strengthen our positions in some of the 
Group’s key markets. In the medium-term, we’re not ruling 
anything out. 

Being the leader also means setting an example. What was the 
outcome of the second Responsib’All Day, held this year? 
Once again, on 7 June 2012, we mobilised all of the Group’s 
18,800 employees to promote responsible drinking, the top pri-
ority of our Corporate Social Responsibility policy. Every 
employee became an ambassador of our commitments and was 
tasked with spreading a simple message: no underage drinking 
and, for young adults, drinking in moderation. As a result, our 
employees directly educated around 150,000 people. I can 
already tell you that we will hold a third edition of Responsib’ALL 
Day next year.  

What are your priorities for 2012/2013?
We’re expecting the environment to be less favourable in 
2012/2013. We project that the situation in Western Europe will 
continue to be difficult, with the impact of measures to reduce 
public debt and deficits. But we remain confident about contin-
ued solid growth in the United States and rapid progress in 
emerging markets. In this context, we are emphasising our 
intent to pursue dynamic growth in the next year, with the Top 
14 and Innovation remaining the primary drivers. 

Innovation  
is at the heart of  
our strategy — 
more than ever. 

 

chatter and the “c” logo are trademarks of Salesforce.com, inc. and are used here under license.

interVieW With the chief eXecutiVe officer
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PERFECT  
STRATEGIC  
CONTINUITy

ALExANDRE RICARD, DEPUTy CHIEF EXECUTIVE OFFICER & CHIEF OPERATING OFFICER

interVieW With the dePuty chief eXecutiVe officer
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You’ve just been appointed Deputy 
Chief Executive Officer and Chief 
Operating Officer after one year of run-
ning the distribution network. Why this 
appointment now? 
First of all, I would like to pay tribute to 
Patrick Ricard. My uncle was a visionary 
leader and a very generous man. I know 
I’m not alone in having this opinion. For 
me, he will always be a source of inspira-
tion. 
My recent appointment had been in the 
pipeline for several months and was due 
to be announced at the 2012 Sharehold-
ers’ Meeting. The death of Patrick Ricard 
simply brought this announcement for-
ward by a few weeks. The Group’s corpo-
rate governance confirms complete con-
tinuity in terms of shareholders, strategy 
and operations. As the reference share-
holder, the Ricard family guarantees 
both a long-term vision and the Group’s 
independence. As Deputy CEO, still in 
charge of the distribution network, I am 
going to work even more closely with 
Pierre Pringuet to ensure a smooth tran-
sition until his departure in January 2015, 
as he had already announced himself.  
I would like to thank him, and the Board 

of Directors, for the confidence they have 
shown in me. Pierre Pringuet and I share 
the same vision and the same ambition 
for the Group: to make Pernod Ricard the 
leader in its industry. We are certain that 
Pernod Ricard’s strategy of creating value 
over the long term is, above all, depend-
ent on the unwavering commitment of 

What are your priorities for the next 
year?
The Group’s priority is to pursue growth 
in a mixed macroeconomic environ-
ment. We will seek incremental perfor-
mance through a winning combination 
of innovation and a spirit of conquest. 
Stepping up the pace of innovation is 
clearly part of Pernod Ricard’s value 
strategy: we now have over 300 projects in 
progress. All of these new products and 
services allow us to enter new markets. 
Our spirit of conquest relies on three fac-
tors: 
  geographical expansion in markets 
where we are already present, and which 
have growth potential, such as China, 
Russia and Brazil; 
 capturing new markets, such as Sub-
Saharan Africa, Latin America, includ-
ing Peru, and Asia, with Vietnam, Cam-
bodia and Laos;
 finally, capturing new consumption 
patterns. 
And let’s not forget the markets that 
remain challenging: we have to fight on 
a daily basis to win the smallest market 
share.

This spirit of conquest and innovation 
are multiple facets of the same strategy: 
Premiumisation, a pillar of the Group for 
the last decade. Creating value over the 
long term, as I mentioned, is and always 
will be the key factor in our vision.  

the Group’s 18,800 employees, each in his 
or her own market or field of expertise. 
That is THE strength of Pernod Ricard. 

When you arrived at the head of Pernod 
Ricard’s distribution network, namely 
the 75 market subsidiaries, how did you 
get to know them? 
Quite simply, the way we do things at Per-
nod Ricard: by going into the field. Dur-
ing the year I travelled extensively, mak-
ing the equivalent of three trips around 
the world in less than eight months. 
Reaching out to the people who make up 
our network is the best way to understand 
it, to appreciate its challenges, market by 
market, brand by brand. Weekly and 
monthly reports on volumes and market 
share are not enough: you can’t manage 
a network by number crunching! You 
have to talk with the teams, meet the cus-
tomers, get a feel for the market and 
a s ses s it s  g rowth potent ia l .  W hat 
impresses me most about this experience 
is the extraordinary commitment of our 
people, their professionalism and deter-
mination. My professional motto has 
always been ‘Clarity of Purpose, Speed of 
Action’. Being on the ground allows for 
rapid and effective decision-making. If 
our people take such pride in being a 
part of Pernod Ricard, one of the main 
reasons is that they are responsible for 
their decisions. It’s a powerful motivating 
factor, made possible by our culture and 
our decentralised organisation. As Pat-
rick Ricard often said, “It’s our people who 
distribute our brands.” We have entrepre-
neurs all over the world, whether they are 
laying the groundwork in new areas or 
developing new ways to generate growth 
in challenging markets. 

PERFECT  
STRATEGIC  
CONTINUITy

ALExANDRE RICARD, DEPUTy CHIEF EXECUTIVE OFFICER & CHIEF OPERATING OFFICER

Patrick Ricard  
was a visionary  

leader and a very  
generous man.

 

All over the world,  
our people  

are entrepreneurs.

 

Stepping up  
the pace of innovation  

is part of  
Pernod Ricard’s  
value strategy.
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connected
BRANDS

The Pernod Ricard House of Brands consists of 14 strategic Premium and Prestige 
spirits brands, 4 priority wine brands, and 18 key local brands. It is the driver of  
the Group’s growth. Sustained marketing investments on these brands allow 

consumer expectations to be anticipated and for responses to be formulated to 
changes in the markets. This constant connection with major consumer trends  

is demonstrated by burgeoning innovation. 
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MAJOR BRANDS  
ARE TIMElESS

THIERRY BILLOT, MANAGING DIRECTOR, BRANDS

strategy

connected brandS
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MAJOR BRANDS  
ARE TIMElESS

THIERRY BILLOT, MANAGING DIRECTOR, BRANDS

Pernod Ricard has posted another year of 
growth, led by the 14 strategic brands in its 
portfolio (the Top 14). What is your analysis 
of 2011/2012? 
2011/2012 was an excellent year; we achieved 
an all-time record in terms of volumes for the 
Top 14 and most of its constituent brands. The 
relevance of our value strategy has been con-
firmed by a price/mix effect that accounts for 
nearly two-thirds of the growth in sales of 
these brands. 
The Top 14 drives Pernod Ricard’s growth, 
whether it is our global icons, ABSOLUT and 
Chivas Regal, or our Premium and Prestige 
spirits and champagne brands. The majority 
of them posted gains, led by Martell (+10%), 
Jameson (+15%), Chivas Regal (+7%), The 
Glenlivet (+15%) and Malibu (+6%). Only 
Ricard, impacted by the excise duty rise of 
1 January 2012 in France, Ballantine’s and 
Havana Club, affected by the recession in 
their traditional markets of Southern Europe, 
suffered in 2011/2012. Our Premium portfo-
lio is unique in the industry. Spanning all cat-
egories, it responds to consumers’ natural and 
endless aspiration for higher status. 
Our wine brands also grew, benefitting from 
a strategic repositioning that prioritises value 
over volumes. 
The 18 key local brands, by their vitality and 
their appeal to the middle classes, contrib-
uted to the Group’s global leadership thanks 
to them holding strong positions in their mar-
kets. This was especially true for our Royal 
Stag, Blenders Pride and Imperial Blue 
Indian whiskies, as well as for our Armenian 
brandy, ArArAt.

Speaking of the middle classes, is their 
growing economic weight changing the way 
you address consumer expectations? 
The rising influence of the middle classes in 
emerging countries ref lects the vitality of 
these new economies. The corresponding 
growth in disposable income is fuelling the 
historic transfer of consumption from local or 
traditional products to international brands 
and, for some, to luxury goods. 
Our core strategy remains, of course, to 
develop our international strategic brands by 
leveraging the power of our distribution sub-
sidiaries. The impact of this presence is also 
based on our leadership in local markets, 
which is being developed with a brand portfo-
lio tailored to the purchasing power of each 
of our markets.
The raising middle classes represent an 
extraordinary opportunity. We estimate, in 
fact, that they will be the source of 220 million 
additional consumers by 2015. Winning them 
over is therefore an absolute necessity that will 
be met by adapting our offer in terms of both 
products and consumption patterns. That’s 
how we captured sales leadership with Martell 
and Chivas Regal in China, and with our local 
whiskies on the Indian market.
It’s in the same spirit that we are now stepping 
up our efforts in Africa. 

At the same time, you are pursuing the  
Premiumisation of the portfolio with new 
initiatives in the luxury segment…
With Martell, Perrier-Jouët, G.H.MUMM, 
Royal Salute and The Glenlivet, we have a 
unique portfolio of Prestige brands that is per-
fectly positioned to take on the luxury seg-
ment. This segment could grow annually by 
8% to reach sales of some USD250 billion by 
2015. High Net Worth Individuals—those 11 mil-
lion consumers around the world that have 
over one million dollars in financial assets—
are the primary target of luxury goods and 
thus of our Prestige brands. Our brands evoke 
desire, in an exclusive, timeless world. We steer 
clear of ostentatious, ‘bling-bling’ luxury.

Tribute to Honor by Royal Salute, L’OR de 
Jean Martell, and 62 Gun Salute are perfect 
illustrations of our approach to luxury: 
extreme attention to detail, uncompromising 
quality stemming from the expertise of our 
teams, and substance backed by the history 
and origins of our brands. We are leaving 
behind the present in search of timelessness. 

In the last two years, the Group has stepped 
up the pace of innovation, one of the key 
pillars of its strategy. What concrete results 
has this produced?
Innovation and leadership go hand-in-hand. 
Breaking new ground and expanding the 
horizon are deeply rooted in the entrepre-
neurial spirit that drives each of our employ-
ees. From this perspective, Pernod Ricard’s 
decentralised model represents a real com-

petitive advantage because it encourages risk-
taking and action. 
We have built an innovat ion ecosystem 
around three pillars: 
 brands and markets working together on 
new ideas, based on clearly defined opportu-
nities; 
 the Breakthrough Innovation Group, our 
BIG, is an innovation in itself; a pioneer in the 
search for innovation which acts indepen-
dently to develop breakthrough ideas for both 
goods and services. The BIG works closely 
with the Pernod Ricard Research Centre.
 Lastly, there is the Kangaroo Fund, an inno-
vation fund to which every employee can sub-
mit a new idea outside of the business unit to 
which he or she belongs. 
Innovation has become an everyday activity 
for the Group. Among the 300 innovative pro-
jects suggested in our subsidiaries’ latest 
plans, 75 of them could be classified as ‘break-
through’. For example, we have recently 
launched Malibu Red, which combines rum 
and tequila, and ABSOLUT Tune, a fusion 
cocktail of vodka and sparkling wine. 
Innovation is everyone’s responsibility at Per-
nod Ricard, and it is keenly focused on action.

To continue growing, brands must find new 
ways of interacting with their consumers. 
How do they do so? 
In contrast to the human race, a great brand 
is constantly being renewed and never suffers 
from the consequences of growing old. To 
avoid aging whilst continuing to grow, it seeks 
out new ground, whether territories, times, or 
consumption patterns. That’s what Chivas 
Regal is doing in China, by expanding beyond 
the major cities of the East coast to the inland 
cities, while targeting meal time. In Japan, the 
Highball—a cocktail made of whisky and spar-
kling water—has revived the category and is 
drawing in more female consumers. 
At the same time, digital technology has mul-
tiplied the opportunities for interacting with 
our consumers. This dialogue is no longer 
based on a story being told, and thus imposed. 
Now it is shared, sought out, and passed on. 
Our consumers are in some ways both specta-
tors and actors in the story of our brands. 
We’ve adapted to this more exclusive, more 
frequent, and more spontaneous approach in 
our brands’ relationship with consumers.
In conclusion, I would say that nothing has 
changed and yet everything is changing. 
Whether in our salespeople’s interactions 
with consumers, or in the use of traditional 
versus digital media, we remain Créateurs de 
convivialité. 

THIERRY BILLOT 

1982: Joined the Group as  
an internal auditor.

1985: Appointed finance and 
Administration Director of  

Pernod, before being named  
Chief financial Officer of  
the Group one year later.
1992: Named Chairman and  

CEO of Austin Nichols  
in the United States.

1996: Returned to france as  
Chairman and CEO of Pernod,  
taking up the same position  

at Pernod Ricard Europe in 2002.
2008: Joined the Holding Company  

as Managing Director  
in charge of Brands.
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a house of brands to segment an international premium brand portfolio 
The Pernod Ricard House of Brands is comprised of:
  The “Top 14” spirits and champagne brands, including:  

• 2 global icons:  ABSOLUT and Chivas Regal.    
• 7 strategic Premium spirits brands: Ballantine’s, Beefeater, Ricard, Jameson, Kahlúa, Havana Club and Malibu.   
• 5 strategic Prestige spirits and champagne brands: Martell, G.H.MUMM, Perrier-Jouët, The Glenlivet and Royal Salute. 

  4 priority Premium wine brands: Jacob’s Creek, Brancott Estate, Campo Viejo and Graffigna.
  18 key local spirits brands: Pastis 51, 100 Pipers, ArArAt, Becherovka, Blenders Pride, Clan Campbell, Imperial, Seagram’s Imperial Blue, 

Olmeca, Passport Scotch, Amaro Ramazzotti, Royal Stag, Ruavieja, Seagram’s Gin, Suze, Wiser’s, Something Special, Wyborowa.

key loCal brands18

strategiC prestige spirits  
and Champagne brands

strategiC premium spirits brands priority premium  
wine brands

7 5 4

the house oF brands
global iCons2
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(1) Price for a 75cl bottle.
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In 2011, the international spirits market maintained 
a robust pace of growth, recording a 3.5% rise in 
volume and an even stronger performance in terms 

of value, which was up by 7.2%. At the same time, the 
local, low-priced spirits segment was flat. Traditional 
spirits, for their part, were highly dynamic, rising 
11.5%, with two-thirds of growth driven by Chinese 
Baijiu.

VODkA AnD SCOTCH WHISkY:  
TWO kEY GROWTH DRIVERS 
Over one-half of the 14 million additional cases sold 
on the international spirits market in 2011 were of 
vodka or Scotch whisky. These two categories—mar-
ket heavyweights with a 21% market share each—posted higher-than-
average volume growth rates of 5% and 4.2%, respectively. Vodka’s 
growth stemmed primarily from North America, while that of  Scotch 
whisky came mainly from Eastern Europe, followed by South America 
and Asia.  
Irish whiskey, a smaller category, was exceptionally dynamic in 2011, 
rising 12.9% thanks to its performance in North America and Eastern 
Europe. In addition, cognac experienced a marked recovery in 2011, 
with an increase in sales of 7.2%, owing to its growth in Asia and Travel 
Retail.

PREmIumISATIOn REVS uP 
The Premiumisation phenomenon continued to gain 
momentum in 2011: the top-of-the-range product 
segments saw the strongest growth of all. The Pres-
tige brand segment (sold at a price of over USD84 per 
75cl bottle in the United States) stood out with its 
phenomenal growth of 19%. Ultra-Premium brands 
(between USD42 and USD84 per bottle) rose 12.7%. 
Conversely, the standard brand segment (between 
USD10 and USD17 per bottle) posted the least 
growth, at 2.2%. 
  
InTERnATIOnAl CHAmPAGnES  
AnD nEW WORlD WInES COnfIRm  

THEIR mOmEnTum 
After returning to growth following the 2010 financial crisis, the cham-
pagne market levelled out in 2011; however, the international cham-
pagnes segment maintained a strong level of growth at 5.3%. All other 
champagnes were down.
In wines, the market posted growth of 3.2% in 2011, boosted for the 
most part by the ‘New World wines’ category.   

By MARTIN RILEY
Pernod Ricard Chief Marketing Officer 

dynamiC international spirits

The gloBal Wine  
&  

sPiriTs MarKeT

Source for this article: “the Pernod ricard market View”, based on iWSr, volume data at year-end 2011 for international 
spirits and bottled wine brands. 

CATEGORY fOCUS

1. Scotch WhiSKieS ...............................21%
2. VodKa .......................................................21%
3. non-Scotch WhiSKieS ....................13%
4. rum ............................................................11%
5. liqueurS ...................................................9%
6. bitterS  .....................................................6%
7. tequila.......................................................5%
8. gin ................................................................4%
9. aniSeed SPiritS ....................................3%
10. non-cognac brandieS ..................3%
11. cognac ....................................................3%
12. other SPiritS ..................................... 1%

breakdown of international spirits by category in 2011 Changes in international spirits by price segment(1)

■ % change in volume from 2010 to 2011  ■ % average annual change from 2001 to 2011

PreStige  
above
uSd84

+ 9.8 %
+ 19.0 %

ultra-Premium  
between  

uSd42 and uSd84

+ 7.9 %
+ 12.7 %

SuPer-Premium  
between  

uSd26 and uSd42

+ 4.8 %
+ 8.4 %

Premium  
between  

uSd17 and uSd26

+ 2.6 %
+ 3.4 %

Standard  
between  

uSd10 and uSd17

+ 2.2 %
+ 2.2 %

1

2

3
4

5

6

7

8
9

10 11

12
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First row, From leFt to right
 

Kicki alm, VP human resources
lars ljungholm, VP & general counsel legal affairs

Philippe guettat, chairman & ceo
Paula eriksson, VP corporate communications

darryn hakof, VP brand development
Jonas tåhlin, VP global marketing

seCond row, From leFt to right
 

olivier gasperin, VP finance / administration
Stéphane longuet, managing director the Wyborowa company

Krister asplund, VP operations
rolf cassergren, VP operations malibu / Kahlúa

From leFt to right
 

Scott livingstone, human resources director
eric benoist, international marketing director

Vanessa Wright, communications director
rick connor, Public affairs director
Paul Scanlon, commercial director

gordon buist, technical director
christian Porta, chairman & ceo

hervé fetter, finance & miS director
amanda hamilton-Stanley, general counsel

alister mcintosh, manufacturing director
douglas cruickshank, Production director

First row, From leFt to right
 

Susan gustafsson, general counsel
lionel breton, chairman & ceo

michel letter, managing director, mumm Perrier-Jouët
frantz hotton, international Sales director

seCond row, From leFt to right
 

bruno Pierrain, chief financial officer
Jean-marc morel, managing director, martell

charles-armand de belenet, marketing and communications director
Éric douvier, human resources director 

ABSOLUT ✦ MALIBU ✦ KAHLÚA

CHIVAS REGAL ✦ THE GLENLIVET ✦ BALLANTINE’S ✦ BEEFEATER ✦ ROYAL SALUTE

MARTELL ✦ G.H.MUMM ✦ PERRIER-jOUëT

brand Companies
The six Brand Companies are, except for some cases, located in their brands’ home countries.  

They are responsible for the worldwide strategy of the brands in their portfolio and, in conjunction with  
the Market Companies, its implementation in the markets. In charge of their products’ development and  
production, they ensure quality and know-how, in keeping with their brands’ identity, origin and history.  

the absolut Company

ChiVas brothers

martell mumm perrier-Jouët

strategy

connected brandS
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From leFt to right 
 

howard Southern, international marketing director
Pat magee, managing director, ireland

rosemary garth, communications & corporate affairs director
anna malmhake, chairman & ceo

Peter morehead, Production director
guillaume thomas, finance director

Simon fay, international brand development director

From leFt to right 
 

Julián machín, chief financial officer
yves Schladenhaufen, international marketing director

ivette martínez, Sales and marketing director, cuba
Jérôme cottin-bizonne, chief executive officer

andré leymat, industrial director
Juan gonzález, chairman

larisa fuente, human resources director
Sergio Valdés, export director  

First row, From leFt to right
 

Stephen couche, brand Sites and Visitation director 
ludovic ledru, chief financial officer

dave Kluz, Strategy director
Jean-christophe coutures, chairman & ceo

Kate thompson, corporate and legal affairs director
edouard beaslay, global marketing director
Julien hémard, managing director, australia

seCond row, From leFt to right
 

christian barré, managing director, domecq bodegas
fabian Partigliani, managing director, new Zealand
brett mcKinnon, managing director, orlando Wines

Koldo Santamaria, international brand development director
andrew davie, hr director

Jeremy Wright, global technical director

jAMESON

HAVANA CLUB

jACOB’S CREEK ✦ BRANCOTT ESTATE ✦ CAMPO VIEjO ✦ GRAFFIGNA

irish distillers(1)

haVana Club international

premium wine brands

Innovation and anticipation are central to their growth strategy: they seek to create  
added value by identifying trends, behaviours and technological developments.

The presentation of the Committees below reflects their composition at 30 June 2012.  
It does not take into account any changes after this date. 

(1) colm maguire was appointed hr director of irish distillers in June 2012. 

connected brandS

strategy

connected brandS
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creating a hub  
of innoVation

To innovate is to push the boundaries of what is possible, to free oneself from con-
ventional wisdom in order to progress, even to the point of changing the rules. The 
challenge for the Group thus lies in its ability to generate new ideas. To spur the 
search for innovative ideas and speed up their time-to-market, Pernod Ricard has 
developed two new tools to accelerate the pace of breakthrough innovations. 

“The BIG, Breakthrough Innovation Group, is a free thinker at Pernod Ricard, an innova-
tion in itself , says Alain Dufossé, its Director. With a small team originating from the Group, 
it’s an incubator of innovation that is both independent and connected to the other entities.” Its 
aim is to anticipate, imagine and invent the future of conviviality by creating new 
offers, products and services. Its mission is to work on breakthrough innovations, 
those that radically change the consumer’s perception of a category or an industry. 
To achieve this, it is vital that new grounds are explored from a fresh perspective. 

Pernod Ricard’s innovation ecosystem had lacked a support fund to encourage 
internal ‘entrepreneurs’ to submit their ideas and develop them. The Kangaroo 
Fund, in reference to the agile, bouncing animal, fills this gap. Following a call for 
projects, the fund selected the most promising breakthrough initiatives and awarded 
a budget to get them started. Next, after being submitted to a panel made up of 
members of the Group’s Executive Committee and outside experts, the best two or 
three will be allocated an additional budget to create a business plan and set up a test 
phase. If the test phase is successful, a supplementary budget will allow the innovation 
to be tested in pilot markets. And, maybe, to become the next revolution in the industry. 
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tWo brandS in the Pernod ricard Portfolio haVe been claSSified aS “global iconS”.  
they rePreSent a common denominator in all cultureS: With their uniVerSal aPPeal,  

they are intended to reach conSumerS eVeryWhere. PreSent in all diStribution channelS,  
they are Priority groWth driVerS for each marKet and receiVe SubStantial inVeStment. 

gloBal  
icons

ABSOLUT ~ CHIvAS REGAL
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StreNgth oF eMergINg MArKetS  | ABSOLUT Vodka delivered another year of  
solid growth with total volumes up by +3% despite the continuation of  
a challenging economic situation in some of its key markets.  
The US market confirmed its recovery with ABSOLUT growing +1%(1) with  
a strengthening of consumers’ demand in the second half of the financial year. 
South America achieved a very strong progression showing the accelerated 
demand for international spirits with, among others, volumes growing  
in Brazil and Argentina. In Europe, double-digit growth in Germany and  
France compensated the results obtained in Southern Europe countries  
facing economic difficulties. Lastly, emerging markets such as Russia,  
India, Korea, China and Thailand confirmed their position as drivers for 
economic growth. 
(1) depletions.

lIMIteD eDItIoNS wIth “CUlt” StAtUS  | This year  
the brand expanded its City Series  
limited editions range with three  
new products: ABSOLUT London,  
ABSOLUT Miami and ABSOLUT Rio.  
Limited edition Crystal Pinstripe  
has also been created, drawing  
inspiration from the immaculately tailored  
pinstriped suits of London’s Savile Row.  
The bottle designed by the Swedish team of  
Skogsberg & Smart for lovers of rare objects  
was launched in 2010, and later released in  
2012 in a black version: the Crystal Pinstripe  
Black Bottle. Two new flavours have also  
been launched this year: ABSOLUT Gräpevine,  
with white grape, dragon fruit and papaya, and  
ABSOLUT Cherry Kran, featuring  
the fruity flavour of berries. Lastly, this year  
confirms the success for ABSOLUT’s  
ultra-Premium reference, ABSOLUT ELYX.

100% cReatIve
absolut

11.4
million cases sold,  

+3% in volume
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with “greyhound”, absolut leads the raCe
a race between robotic greyhounds in the desert with fantastic  
creatures cheering them on and chilled abSolut cocktails on a tray:  
this futuristic video created with Swedish house mafia’s Greyhound   
was uploaded to youtube™ in march 2012 and has attracted  
more than 15 million viewers in four months, an absolute record in  
the spirits industry. fans of Swedish house mafia were also  
invited to interact on facebook to create their own Greyhound remix,  
prompting over 34,000 to install the app!

a suCCess named elyX 
launched in summer 2011 in the travel retail channel,  
abSolut elyX proved to be a huge success, which continues  
today in the on-trade. this very high-end vodka, whose  
cubic bottle reinterprets and reinvents the iconic abSolut design,  
is the result of a decade of research, and expertise developed over  
500 years of vodka-making. it owes its unparalleled purity and  
uniquely silky mouthfeel to distillation in copper stills.

the ABSolUt CoMMUNIty IS INCreASINgly  
DyNAMIC  | ABSOLUT was quick to  

capitalise on the use of social networks  
to maintain its links with consumers.  

Today, the brand’s Facebook page has  
1.7 million fans around the world.  

The brand is extending its efforts by 
encouraging the use of  Twitter among  
its teams to develop a transparent and  

ongoing dialogue with its 40,000 followers, 
which include consumers and stakeholders. 

UNForgettABle CAMPAIgNS  | ABSOLUT’s advertisements have  
always been renowned for being innovative and surprising.  

On the digital level, the year has seen the launch of  
ABSOLUT GREYHOUND, a campaign produced  

in collaboration with star band Swedish House Mafia:  
a science-fiction film praised for its creative, aesthetic and  
musical boldness (see opposite). 2011-2012 saw the rise of  

several other major campaigns. For instance, top model  
Shannan Click was captured by photographer Sharif Hamza  

draped in midnight blue and reflected in faceted glass to publicise 
the new ABSOLUT MODE limited edition. The bottle, with  

12 facets enlaced by an embellished blue silk ribbon, was launched 
in over 90 countries in late 2011. Still ranked as one of the year’s  

best creative campaigns, ABSOLUT RUMOR  features a music 
conductor and a top model at the Åhus distillery, symbolising  

the brand’s unbridled perfectionism. 

ABSolUt BlANK, A CoNtAgIoUS PheNoMeNoN  | Not satisfied with  
having launched a global creative movement  

last year by giving 20 artists the chance to  
redesign the original ABSOLUT bottle on a blank  
canvas, the ABSOLUT BLANK campaign reached  

a new milestone this year by bringing in its consumers.  
Thanks to a mobile app, anyone can now  
contribute interactively to the creation of  

a new work of art. The movement is catching on  
through social networks and the dedicated website,  

absolutblank.com. This initiative, like all others  
launched by ABSOLUT, shows how the brand has become  

a reference in the field of artistic collaboration.

Identity ◆ If ABSOluT has stood out from other vodkas  
since its creation in 1879, it is because it comes from a single 
source, which ensures consistent quality all over the world. 
Characterised by its purity, ABSOluT is a rich vodka, 
featuring delicate notes of caramel and a touch of grain.  
Its taste is smooth and marked by a long finish. 

Main markets ◆ united States, Global Travel Retail, Canada, 
Germany, Brazil, Spain, united kingdom, mexico, france.

Key positions ◆ no.1 worldwide in Premium vodkas,  
no.4 worldwide in spirits.

range ◆ ABSOluT Vodka, Peppar, Citron, kurant, mandrin, 
Vanilia, Raspberri, Apeach, Ruby Red, Pears, 100, mango, 
Berri Açai, Wild Tea, Orient Apple, Gräpevine, Cherry kran 
and ABSOluT ElYX.

100% cReatIve
Double-digit 

growth  
in germany and France
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“lIve wIth ChIvAlry”, A CoDe oF hoNoUr CoNFIrMINg ItS SUCCeSS  | Launched in  
2008, the Live with Chivalry campaign has been a big factor  
in raising brand awareness. Aimed primarily at an urban target  
in search of values, the campaign was a success in both mature and  
emerging countries. It was given even more depth in 2011/2012  
with a series of short films called Real Friends directed by Joachim Back  
(see opposite). Broadcasted worldwide, those films show moments of  
life featuring the values that made the campaign Live with Chivalry   
a success: commitment and a spirit of camaraderie. 

A yeAr oF exCePtIoNAl growth  | With sales  
approaching 5 million 9-litre cases,  
in 2011/2012 Chivas Regal reaffirmed  
its status as a global icon and its  
Premium positioning.  Chivas Regal 18  
has increased its volumes 5-fold  
since it was relaunched in 2004,  
surpassing 300,000 9-litre cases sold  
this year. The No.1 super-Premium  
Scotch whisky in Europe, Chivas Regal  
saw strong increases in France and  
Germany, and dynamic growth in Turkey.  
In new markets, the brand recorded  
gains in its market share, notably  
in India and Russia. In Asia, it achieved  
double-digit growth, with more than  
2 million 9-litre cases sold, thanks to  
China and Vietnam mainly. Lastly,  
in Travel Retail, it passed the milestone of  
1 million cases sold: 1 out of 5 bottles of  
Chivas Regal is now sold in this channel.

a unIveRsal code of honouR
ChiVas regal

4.9
million cases sold,  

+11% in value
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ChiVas regal at the Cannes Film FestiVal
a partner of the cannes film festival since 2009, chivas regal has  
annually welcomed journalists and celebrities from some 20 countries.  
for the festival’s 65th edition, the brand was again represented by  
chivas regal 25, adding to the prestige of the events hosted by chivas regal. at 
cannes, the brand premiered deJaVu, the short film directed by  
hong Kong filmmaker Wong Kar-wai for chivas regal 25.  
Shot at the umaid bhawan Palace in india, it features the star actor  
chang chen and the top model du Juan in a wild love story. 

ChIvAS regAl 18 PlotS ItS owN PAth  | By emphasising  
its fame for luxury in distinctive awareness  

driving campaigns, Chivas Regal 18 has  
continued to set itself apart from its competitors as  
No.1 in the global ultra-Premium whisky segment.  

It has succeeded in drawing fans from existing  
Chivas Regal loyalists and in attracting  

new consumers drawn to its luxury credentials,  
especially in emerging markets. The brand  
is particularly well-suited to Asian markets,  
where drinking Chivas Regal is perceived  

as having achieved a high standard of living. 

ChIvAS regAl 25 lINeS UP AloNgSIDe  
the worlD’S PerSoNAlItIeS   | A partner of  

Time  and Fortune  magazines,  
Chivas Regal 25 was naturally one of  

the official sponsors of  
the 2012 Time 100 Gala held at  

the Time Warner headquarters in  
New York. Every year, this prestigious event 

pays tribute to the most  
influential personalities  

who have made headlines in  
politics, sport or entertainment  

around the world.  

ChIvAS regAl AND le BAroN CUltIvAte the Art oF hoStINg  | Hosting parties  
at home is the new trend. To capitalise on this phenomenon,  

Chivas Regal has joined forces with the Parisian club Le Baron.  
This collaboration led to the creation of a limited-edition gift pack 

called The Art of Hosting. The campaign associated with  
this launch offered consumers a 360-degree experience,  

immersing them in a virtual party where they could receive  
advice from Lionel and André, Le Baron’s founders,  

on tastefully selecting an invitation, the decor, music and drinks. 

Identity ◆ A pioneer of luxury Scotch whisky since  
the 19th century thanks to the principles established by  
James and John Chivas, Chivas Regal continues to  
attract new consumers, reinforcing its status as an iconic  
global whisky brand. 

Main markets ◆ China, Global Travel Retail, united States, 
Persian Gulf, france, Japan, India, Australia, Vietnam, 
Russia.

Key positions ◆ Chivas Regal is no.1 in Europe and  
no.2 worldwide among super-Premium Scotch whiskies and  
is the no.1 Scotch whisky in China. Chivas Regal 18 is no.1 
worldwide among ultra-Premium Scotch whiskies. 

range ◆ Chivas Regal 12 YO, 18 YO Gold Signature, 25 YO. 

a unIveRsal code of honouR

+15%
in value in asia

shared memories oF “real Friends”
the brand’s live with chivalry  campaign continued in 2011 with  
Real Friends, two short films directed by Joachim back. the films feature  
a group of male friends in their early 30s enjoying quality time together over  
a glass of chivas regal while reminiscing over legendary moments from  
their shared past that truly affirmed their friendship. a press campaign and  
two tV trailers invite consumers to watch the short films in full on chivas.com.  
Since the launch, they have been viewed over 4 million times on youtube™,  
on the brand’s website and on facebook.
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foStering a dialogue  
through digital media

Pernod Ricard has built its success on maintaining close ties with its consumers.  
The digital revolution now allows it to go further by staying in touch with its brands’ 
aficionados on a daily basis via their smartphones, tablets and laptops. It creates a 
much more exclusive dialogue with consumers who share experiences and content 
in a variety of tones and styles: humour, conviviality, elegance, creativity, etc. It’s also 
an opportunity to appeal to a wider audience. 

2012 was rich in initiatives, in every market and for every brand. Digital communica-
tions —integrated into global campaigns that also use traditional forms of media—
added a new dimension to collaborations with artists (Malibu Red with R&B star 
Ne-Yo, ABSOLUT Greyhound with Swedish House Mafia) and sporting figures 
(Jacob’s Creek with Andre Agassi) by introducing interactive elements. It saw the 
creation of communities around major events (Brancott Estate’s sponsorship of the 
Rugby World Cup) or technological innovations (augmented reality with Chivas 18 
“Aroma of Tokyo”, QR Code access to Corby Distilleries’ ‘i-Bar’, and the mobile phone 
adventure game by Kahlúa). 

Furthermore, consumers played an active role in campaigns for the first time, fully 
appropriating brand proposals and taking part in fun experiences. For its Delicioso 
campaign, Kahlúa designed a Facebook application allowing users to create their 
own video invitation to a Delicioso party. Launched in Venezuela on Facebook, the 
Chivas House Party concept explains how to organise the perfect party, from A to Z. 
In addition, the mobile phone app ‘The Art & Absinthe Guide to Brooklyn’ gives 
consumers all information they need for exploring the galleries and bars of one of 
New York’s trendiest neighbourhoods.
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sTraTegic 
PreMiuM  
sPiriTs  
Brands

the SeVen Strategic Premium SPiritS brandS in the Pernod ricard Portfolio  
are deStined to become the iconS of tomorroW. diStributed in all channelS (off-trade and  

on-trade eStabliShmentS), their groWth iS SuPPorted by Significant inVeStment,  
though targeted in accordance With local marKet conditionS.  

BALLANTINE'S ~ JAMESON ~ MALIBU ~ KAHLÚA 
HAvANA CLUB ~ RICARD ~ BEEfEATER

connected brandS
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leavIng an ImPRessIon
ballantine’s

6.2
million cases sold,  

stable in value

INNovAtIve DIgItAl MArKetINg  | Ballantine’s success in 
emerging countries is mainly down to the effectiveness 

of the Leave an Impression campaign. By developing 
innovative media executions, the brand quickly 

attracted new consumers, especially in Russia,  
Brazil and Mexico. Ballantine’s focused on developing  

a strong presence on social networks, a television 
campaign in South America, and continued support for 

music in Spain, its leading market. Lastly,  
it also generated buzz by creating the first  

augmented reality tattoo, in a nod to the tagline  
“Leave an Impression”.

the BAllANtINe’S FAMIly  
exPANDS  | Ballantine’s  

continues to capitalise on  
its extremely positive image  

in Asia by expanding  
its range with new products.  

Two versions of Ballantine’s 17  
Signature Distillery Editions  
were marketed in Korea and  

Travel Retail. In April, the brand 
launched its most  

upscale product to date,  
Ballantine’s 40 YO, priced at 

USD7,000 with only  
100 bottles made per year.

New SoUrCeS oF growth IN eASterN eUroPe  
AND SoUth AMerICA  | Ballantine’s  
posted many strong performances  
in 2011/2012 thanks to its global  
presence and its range, which is  
the most extensive in its category.  
These solid assets allowed it to offset  
the decline of Scotch whiskies  
in mature markets such as Spain by  
winning over new consumers in  
emerging markets. The brand gained 
significant ground in Eastern  
Europe—particularly in Russia,  
Ukraine and Poland—and in South  
America, in Brazil, Chile and Mexico,  
with its Premium products.  

ballantine’s Championship
the 5th annual ballantine’s championship was held in South Korea in april 2012, attracting its highest ever 
tournament attendance. as one of the most prestigious golf tournaments in asia, it is traditional for  
ballantine’s to create a unique blend, co-signed by its master blender, Sandy hyslop, and by the winner of  

the previous tournament. lee Westwood,  
the 2011 champion, was closely involved in each  
stage of this blend’s development, and  
the 2012 champion, austrian bernd Wiesberger,  
received the very first bottle of it. a few weeks before  
the tournament, the brand also launched a Pr and  
digital campaign in asia, True Character,  
which featured five world-class golfers whose  
personality “left an impression” in the history of golf.

Identity ◆ In 1827, George Ballantine began to sell a 
selection of blended Scotch whiskies in his shop.  
from 1869, his business grew in scope, with his first 
exports of Scotch whisky throughout the world.

Main markets ◆ Spain, france, Poland, China, Germany, 
European Travel Retail, Japan, Brazil, Asian and 
middle-East Travel Retail, united States, Italy,  
Portugal, Chili, korea, Taiwan. 

Key positions ◆ no.2 worldwide in Scotch whiskies.  
no.1 in Scotch whiskies in Europe and  
no.1 in ultra-Premium whiskies in South korea.

range ◆ Ballantine’s finest, 12 YO, 15 YO, 17 YO, 21 YO,  
30 YO, 40 YO, Christmas Reserve, limited, malt and master’s. 

+51%
in value in Russia, 

+19% in Brazil
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leavIng an ImPRessIon a faultless success stoRy 
Jameson

+45%
in value in Russia,  
+29% in value in  
the United States  

3.9
million cases sold,  

+18% in value

DIgItAlly CAPtUrINg New CoNSUMerS  | Jameson now  
has a dedicated YouTube™ channel. It features  

the films from the Jameson First Shot  initiative, as well as  
a selection of other Jameson related videos.  

Since it was launched, the channel has received  
over 5.8 million views and has 3,500 subscribers.  

This interactive means of communication also  
adds to the ever-growing number of followers on  

social networks such as Twitter and Facebook. 

PrAgUe SeeS greeN  | Transporting  
the hustle and bustle of a Dublin  

street, with its pubs, bands,  
DJs and street artists, to Prague:  

that’s exactly what Jameson  
did for Saint Patrick’s Day, on  
17 March 2012, by completely  

transforming a thoroughfare in  
the city centre into an authentic  

Irish street. Called the J-Zone, this event  
had been widely advertised through  
a 360-degree approach (advertising,  
press relations and digital roll-out).

DoUBlINg ProDUCtIoN CAPACItIeS to  
Meet growINg DeMAND  | Today,  
Jameson is the number 1 selling  
Irish whiskey in the world and  
is amongst the fastest growing 
international spirit brands.  
Jameson value growth was +18%  
for the year and it delivered  
volume sales of almost 4 million  
9-litre cases. 51 markets across  
the globe delivered double-digit  
growth. To satisfy the growing  
global demand for the brand,  
the Irish Distillers subsidiary started  
the expansion of Midleton distillery, 
which should eventually be able to  
double its production capacity.

Jameson at the moVies
September 2011 saw the launch of the Jameson First Shot programme, in partnership with award winning actor  

Kevin Spacey and his production company, trigger Street 
Productions. the goal: to discover talented writers and directors 
from South africa, russia and the united States.  
this short film competition gives them an opportunity to  
direct their own short film starring Kevin Spacey.  
over 700 scripts were entered but in the end only three winners 
were chosen to shoot their films in los angeles with  
trigger Street Productions. the films were then premiered  
in each of the winner’s home countries, and made  
available online through the youtube™ channel of the brand. 
Since then, they have received over 5.8 million views. 

Identity ◆ A 100% Irish whiskey famous for its 
unique smooth taste, Jameson is the reference 
Irish whiskey in the world; it was established in 
1780 in John Jameson’s distillery in Dublin. 

Main markets ◆ united States, Travel Retail,  
Russia, Ireland, South Africa, france,  
united kingdom, Australia, Canada,  
Portugal and Spain.

Key positions ◆ no.1 Irish whiskey in the world  
with a 64% market share.

range ◆ Jameson, Gold Reserve, Select Reserve, 
Rarest Vintage Reserve, Signature Reserve,  
12 YO Special Reserve, 18 YO limited Reserve.

the legeND oF JohN JAMeSoN CoNtINUeS  | After  
Lost Barrel  and Fire, the Jameson advertising  
campaign, centred on founder John Jameson,  
has added a new episode. Inspired by a Celtic  
legend, Hawk of Achill  takes place in a fishing  
village on Achill Island, off the coast of Ireland,  
where John Jameson must tackle a mythical  
hawk which keeps stealing his barrels of whiskey.  
The television campaign was launched in  
October 2011 in the United States. 





RENDANI RAMUHASHI
buSineSS deVeloPment manager
pernod riCard south aFriCa

ORlA ROCHE
digital SerViceS director
irish distillers

A single objective, on the web or 
in the cafés of Pretoria: to share 
their passion for jameson Irish 
whiskey.

“ 
– it is impossible to talk 
about ireland without 
mentioning Jameson!

– don’t worry,  
my new digital campaign 
will create the buzz.

”
   



30

strategiC premium spirits brands

connected brandS

a caRIbbean bReeze
malibu

A MAlIBU SUMMer  | Malibu was everywhere  
this summer, first of all with the launch of 

Malibu Sunshine, a limited edition with  
a citrus flavour. The campaign also included  

a smartphone app allowing users to  
customise their own photos using  

a sunshine filter. In the United Kingdom,  
the launch of Malibu Cans, a trio of  

Malibu cocktails, was a big hit—just like  
Malibu Black, a higher proof version of  

the original which was launched last year  
in the United States. 

hAPPy holIDAyS!  | To make 
a big splash with its 

global launch in 2011 
after the success it 

achieved in Canada, 
Malibu Winter Edition 

decided to “go 
Caribbean” with its 

holiday greetings: an 
online app lets users 

recreate, in their own 
style and in the “Malibu 

way”, traditional 
year-end greetings to say 

“Happy New Year” to 
their friends and family 

on Facebook. 

INNovAtIoN StIMUlAteS MAtUre MArKetS  | Innovation 
kept fuelling Malibu’s growth with  
volumes up by +6%, which represents about  
4 million cases sold. The United States and 
Canada have strongly contributed to  
this performance, with an increase of +10%(1) and 
+17% in volume respectively, mainly driven by  
the successful launch of Malibu Cocktails,  
Malibu Black and, in February in the United 
States, Malibu Red (see below). In Europe,  
good results in the United Kingdom,  
Germany, the Netherlands and Russia  
have been lessened by difficulties on  
the Spanish and Italian markets and  
by the change in excise duties in France. 

PACIFIC INvASIoN oF rADIo MAlIBooM BooM  | The Radio 
Maliboom Boom concept continues to attract  
new consumers to the brand: in summer 2011,  
the Station Invasion tour made stops in  
10 US cities and in Europe. With this station, 
well-known DJs played music from the Caribbean 
and made Italian and Scandinavian customers  
discover Malibu cocktails.

Identity ◆ malibu is an authentic Caribbean spirit made 
from a blend of white rum and coconut. Born on the 
island of Barbados, malibu features natural flavours 
and low alcohol content.

Main markets ◆ united States, united kingdom, 
france, Canada, Germany, Spain, north-American 
Travel Retail, Italy and the netherlands.

Key positions ◆ no.1 worldwide in  
coconut-flavoured rums.

range ◆ malibu, mango, Passion fruit, Tropical 
Banana, Island melon, Cranberry Cherry, Black, 
Citrus, Winter Edition, Cocktails, malibu Red,  
malibu Cans.

3.8
million cases sold,  

+6% in volume

+10%
in the United States(1), 

+17% in volume  
in Canada

malibu red, a Fire in the night
When malibu teams up with r&b superstar ne-yo, you get... 
malibu red, a fiery recipe based on malibu and tequila.  
mainly by creating the soundtrack for malibu red,  
ne-yo contributed to the project like an artistic director.  
malibu red was unveiled in february as part of  
the grammy awards, during an exclusive brunch held in  
a los angeles club, and then launched internationally  
in march with large-scale advertising and marketing support. 
the campaign has generated more than 4 million views  
on youtube™ and 3 million twitter posts.

(1) depletions. 
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a caRIbbean bReeze an off-beat Image at 75
kahlÚa

deliCioso, the oFF-beat uniVerse  
oF the brand From VeraCruZ
launched in 2010, the Delicioso campaign featuring Veracruz-born  
star actress ana de la reguera was extended in 2011 and 2012. Delicioso 
is an integrated campaign with activities including  
a facebook application to make home videos of delicioso moments,  
and a mobile phone adventure game in an urban setting,  
delicioso treks. in toronto, a delicioso dinner was held for an audience of 
decision-makers, with dishes created by three top canadian chefs to 
complement Kahlúa-based cocktails. With this campaign and  
its many extensions, the brand is definitely projecting a younger image. 

Identity ◆ Created in 1936 in Veracruz, 
mexico, kahlúa is made of 100% Arabica 
roasted in small batches and cane  
sugar spirit.

Main markets ◆ united States, Canada, 
Travel Retail, Japan, mexico.

Key positions ◆ no.1 worldwide  
in coffee liqueurs.

range ◆ kahlúa, french Vanilla, Hazelnut, 
mocha, Especial, Cinnamon Spice, 
Peppermint mocha, Cans.

FUll-SCAle teSt  
IN SACrAMeNto  | To measure  

the impact of its ramped-up  
advertising expenditure,  

in 2011 the brand launched in  
Sacramento, United States,  

a test called Kahlúa North California  
Upweight . The main marketing  
actions undertaken included:  

the distribution of 12,000 samples,  
contacts made by the brand  

ambassadors with around 
100 professionals, and the launch of 

Kahlúa Conexion Cafés, trucks  
decked out in Kahlúa’s colours,  

which travelled around the area,  
stopping at local festivals.  

The very positive results saw  
the brand’s popularity soaring.  

A tASte oF SPICeS AND CINNAMoN  | The Kahlúa  
family has expanded for the festive season  

with a new product, Kahlúa Cinnamon Spice,  
a recipe that combines Arabica coffee, cloves, 

cinnamon and brown sugar. This line extension 
responds to the strong demand in the North 

American market for cinnamon-based flavours, 
especially around Christmas-time. 

StABle IN A toUgh MArKet  | With a total of 1.7 million cases 
sold, Kahlúa worldwide performances are stable in value 
and slightly declining in volume, by   – 1% over the year.  
The situation remains challenging in the United States, 
with volumes overall down by – 2% in depletions,  
mostly due to the dull progression of Kahlúa Original.  
Meanwhile, Kahlúa Flavors is showing promising  
signs of growth.
(1) depletions.

1.7
million cases sold,  

–1% in total volume

A reDeSIgNeD PreMIUM Bottle  
AND New reFereNCeS  | During  
the previous financial year,  
with the launch of its new  
communication platform,  
Delicioso (see below),  
Kahlúa had started to grow  
younger. The process  
keeps on this year, with  
a redesigned bottle for  
the whole range. The goal:  
to modernise the bottle and  
give the brand an upmarket image  
to attract new consumers, without  
sacrificing the elements that have made Kahlúa  
a success with its fans. The brand also  
created a new shaker for the holiday season,  
to commemorate Kahlúa’s 75th anniversary, and  
Kahlúa Cans—launched in the United Sates  
in May, these new references come in  
a ready-to-go format and in three  
different flavours: Iced Espresso,  
Iced Moccha and Cinnamon Spice. 

Double-digit 
growth 

in Russia





BIlly BURGESS
global marKeting manager Kahlúa
the absolut Company

DEEPAk SINHA
diViSion marKeting manager
pernod riCard usa

These two fans of Kahlúa  
share their top cocktail recipes.

“  
– what did the boss say 
about letting people in?

– tonight’s password  
is ‘kahlúa’. everyone 
else stays outside!

”
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“havanIzIng” the woRld
haVana Club

rItUAl, A rUM tAIlor-MADe For  
the SPANISh MArKet  | The launch  

of Ritual on the Spanish  
market is the result of  

close collaboration between 
Havana Club International and 

Pernod Ricard España.  
This smooth and subtle  

dark rum was created especially for 
the Spanish market, where  
dark rum is usually served  

with cola. Launched in February, 
this new Havana Club version  

is expected to boost sales in  
a market that represents 36% of 

sales of dark rum worldwide  
(excluding the United States).

SNAPShotS oF hAvANA  | As part of its  
Havana Cultura programme, Havana Club  

supported the production of the film  
Seven Days in Havana. This kaleidoscopic film  

of Havana, directed by seven directors,  
including Benicio del Toro, Elia Suleiman and  

Laurent Cantet, was presented at  
the 65th Cannes Film Festival in the  

“Un Certain Regard”  
official selection category.

A SteADy ProgreSS  | Havana Club is one of  
the fastest-growing spirits brands of  
the past 15 years. In the past financial year,  
the brand registered a 2% growth on  
its export markets, which now represent  
over 70% of the brand’s sales. Key markets  
such as Germany and France were the main  
drivers of this growth, along with some  
forty countries around the world which  
propelled the brand past the milestone of  
3.8 million cases sold. Its long-term development  
has been recognised in 2012 by IWSR Magazine’s  
Elite Brands list where the brand has taken  
the number 1 position. Havana Club was  
also voted preferred brand in 2012 among  
all spirits categories, by the bartenders of  
the top 50 bars in the world.   

lettINg CUBAN lIFeStyle AND rUM trADItIoN  
ShINe over the INterNet  | As true hubs of  
the Cuban authenticity, the Havana Club 
websites post the beauty, the likings and  
the character of the country.  
More than 30 Facebook pages are  
dedicated to the brand and create a close 
connection with nearly one million fans.

Identity ◆ Havana Club, a true icon of Cuban rum 
tracing its origins back to 1878, remains authentically 
rooted in Cuba. It is no.1 in its category.

Main markets ◆ Cuba, Germany, Italy, Spain, france, 
Chile, Canada, European Duty free channel, Greece, 
united kingdom, Belgium.

Key positions ◆ no.3 worldwide in international rum 
brands, no.2 in super-Premium and above rums, 
leader of the Premium rum market in Cuba, Germany 
and Italy, no.2 in france.

range ◆ Havana Club Blanco, 3 Year-Old, Ritual 
(Spain), Especial, Reserva, 7 Year-Old, Selección  
de maestros, 15 Year-Old, máximo Extra Añejo.

3.8
million cases sold,  

stable in value

+13%
in value in Germany  

and France

moJito embassy, a genuine Cuban moJito eXperienCe
havana club picked milan to launch its pop-up bar concept, mojito embassy in 2012. the goal:  

to show consumers how to make an authentic  
cuban mojito using fresh, natural  
ingredients and havana club 3 year-old rum. 
consumers could choose their ingredients  
(limes, fresh mint) from the stalls of  
the mojito embassy market, inspired by  
the atmosphere of a true cuban market,  
and then be guided in how to make a mojito by  
a professional bartender. after its launch,  
the havana club mojito embassy will travel  
across europe.
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“havanIzIng” the woRld 80 yeaRs old and stIll yellow
riCard

one doesn’t Change a winning reCipe
to celebrate its 80th anniversary, ricard unveiled an off-beat press campaign  
in april 2012 that highlights the brand’s know-how and product quality.  
in four images, the campaign retraces the history of a recipe so unique  
that it has remained unchanged since its creation in 1932 by Paul ricard.  
this campaign attracted a lot of positive attention on the internet,  
especially on the official facebook page of the brand (120,000 fans).  
the 2012 summer media plan used the same four visuals along with the slogan  
80 ans et toujours jaune (80 years old and still yellow).  
eight radio adverts were also broadcast on the whole national network.

Identity ◆ An anise-based aperitif, Ricard pastis  
has been bringing together star anise from  
China, liquorice from the middle East and  
a (secret) selection of aromatic plants from 
Provence since 1932.

Main markets ◆ france, Belgium, Spain, Andorra, 
Switzerland, Portugal, Italy, Algeria and Canada.

Key positions ◆ World leader in anise-based spirits, 
leader of the spirits market in france and 
Belgium, no.2 international spirits brand  
in Europe and no.11 brand worldwide.

range ◆ from miniatures (2 cl) to gallons (450 cl). 

re-eNChANtINg the CoNSUMPtIoN rItUAl   | To update  
the way in which the brand is consumed,  
Ricard is proposing new ideas to enjoy it  

in cocktails. Over 18 mixes combining  
Ricard with syrups or flavourings, such as lime,  

kiwi or lychee, have been posted on ricard.com.  
This way of drinking Ricard allows the subtlety of  

its aniseed flavour to be revealed and varies  
the colours, tastes and blends. It is a natural  
extension of the ‘historical’ recipes such as  

the Mauresque, the Perroquet and the Tomate, and  
creates genuine differentiation.  

rICArD exPANDS ItS  
ColleCtIoN oF  

MerChANDISe  | After  
the transformation of  

the Ricard bottle  
in 2011, the brand has  
developed a range of  

all-new drinks  
merchandise: a new  

tube-shaped glass and  
a new long-drink set that  

includes a carafe and glasses inspired by  
the bottle’s design, which highlights  

the Ricard logo block. These glasses are  
perfect for flavoured pastis drinks and cocktails. 

the BrAND ShowS reSIlIeNCe  
DeSPIte AN UNFAvoUrABle tAx regIMe  
AND weAther   | First spirit on  
the French market, Ricard saw  
its sales slowed down by an adverse 
environment in 2011/2012.  
The rise in alcohol duty on  
1st January 2012 resulted in  
a 17% tax increase on the Ricard  
1-litre bottle, and the chilly, wet weather 
dampened demand from consumers. 
Nevertheless, the brand continued to  
grow in value, rising by 0.8%(1),  
and it remains the leader in anise-based  
spirits with a market share of 45.6%(1).  
The brand celebrated this year  
its 80th birthday with a witty campaign  
(see below) and an exhibition at  
the Musée des Arts décoratifs in Paris.  

5.2
million cases sold,  
+0.8%(1) in value

+19%
in volume in Spain  

and Canada

(1) nielsen, cam at end June 2012, in value.



36

strategiC premium spirits brands

connected brandS

“sPIRIt of london”
beeFeater

loNDoN CAllINg  | Distilled in the heart of the British capital,  
at this time of globalisation, Beefeater is focusing on  

its undeniable London roots and capitalising on the city’s 
famed imagination. London’s music, fashion and lifestyle 

provide the brand with a strong marketing platform and 
codes of communication which are instantly recognisable 

by consumers throughout the world.

2012, loNDoN’S yeAr  | For London,  
2012 is an exceptional year,  
marked by two main events.  
In tribute to its hometown,  

Beefeater has launched  
a limited edition:  

Beefeater Inside London.  
On a red bottle (like a red  
telephone box!), the label  

features a silhouette of  
the famous Beefeater figure— 

the nickname for Yeoman  
Warders, who have been guarding  

the Tower of London since  
1485—surrounded by  

images of contemporary  
personalities and iconic  

images of  London viewed  
through the gin within.

CAPtUrINg New terrItorIeS  | Thanks to  
a revival of gin consumption in  
its traditional markets—particularly in  
Spain and the United States— 
and the dynamism of new markets,  
Beefeater grew significantly  
in 2011/2012 (+7% in total value).  
The brand posted strong growth in  
its leading market, Spain, with  
over one million 9-litre cases sold.  
In addition, Beefeater made  
good ground in new markets  
such as Russia and Taiwan,  
where it now leads, as well as Turkey,  
Ukraine and Eastern Europe.  
The brand also achieved strong  
performances in Travel Retail.  
Lastly, in the United States,  
the super-Premium gin Beefeater 24  
continues to increase its market share.

Identity ◆ With its quintessential london spirit, 
Beefeater gin is today the last international  
gin brand to have its own distillery,  
in operation since 1860, in the British capital.

Main markets ◆ Spain, united States,  
Canada, Japan, Travel Retail, united kingdom, 
Russia, Czech Republic, france.

Key positions ◆ no.1 worldwide in Premium gins, 
no.1 in Spain in Premium white spirits,  
no.3 in the united States in Premium gins.

range ◆ Beefeater london Dry Gin,  
Beefeater 24.

2.5
million cases sold,  
of which 1.1 million  

in Spain

+7%
global growth  

in value

the london sCene in madrid and mosCow
With the beefeater london Sessions, the brand has transported  
the best of london’s music scene—specifically the Kooks, emeli Sandé and 
baxter dury—to madrid and moscow, two of the gin’s key markets. 
Preceded by dynamic public relations and digital campaigns, these  
two events were reserved for a limited audience offered through an online 
promotion. the madrid concert was broadcast online and videos of  
both events have been watched over 400,000 times on youtube™  
in the two countries.
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“sPIRIt of london”

ABSOLUT  01. Set of the short film ABSOLUT GREYHOUND, produced in collaboration with Swedish house mafia. 02. abSolut elyX, the ultra-Premium reference from abSolut.   CHIVAS REGAL  03. Poster for  
a short film from the Real Friends campaign.  04. Wong Kar-wai during the shooting of his short film DEJAVU, presented at the cannes film festival.  05. l’art de recevoir (the art of receiving), a gift pack created in collaboration with 

Parisian nightclub le baron.   BALLANTINE’S  06. Participants in the ballantine’s golf championship in South Korea pose for the camera at the tournament’s gala dinner.   jAMESON 07. Poster for one of  
the Jameson First Shot short films, starring Kevin Spacey.  08. the city of Prague transformed by Jameson for Saint Patrick’s day.   MALIBU  09. r&b star ne-yo, who composed an entire world of sensations for malibu red.   
10. radio maliboom boom: a new year on tour, in the united States and europe.   KAHLÚA  11. Poster for the Delicioso campaign.  12. Kahlúa cans, launched in may in the united States.   HAVANA CLUB  13. mojito 

embassy in milan.  14. Poster for the film 7 Days in Havana, presented in cannes in the un certain regard category.   RICARD  15. one of the posters from the campaign celebrating the brand’s 80th anniversary.   
BEEFEATER  16. Singer emeli Sandé at the beefeater london Sessions.  17. the inside london limited edition, created to mark an extraordinary year in london. 
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connected

underStanding What  
inSPireS conSumerS

Knowing how to anticipate trends is a major component of the Brand and Market 
Companies’ performance. To this end, the Group augments its analyses with an array 
of internal tools and external sources of information (market research firms, com-
munication agencies, experts) that it cross-references with the data supplied by its 
teams on the markets. Connections between the subsidiaries are fundamental in 
enabling Pernod Ricard to develop an offering tailored to consumers’ preferences. 
To make its approach even more relevant, the Group seeks to go from “consumer 
insight”—i.e. consumers’ knowledge—to “human insight”, which aims to establish a 
more emotion-driven and personal relationship with them. 

Another aspect of this search for emotion-based connections is creative collabora-
tion. This method consists of working on a brand with an artist, who, by taking a fresh 
look at it, gives it a new identity. By definition, the artist knows how to tap into trends: 
he identifies them for the brand, enabling it to inspire consumers and connect with 
them.

First initiated by ABSOLUT, creative collaboration has become the Group’s trade-
mark. “The meeting of two different worlds is often a source of enrichment. An artist’s look at 
our brands expands their reach and adds to their emotional value,” says Martin Riley, Chief 
Marketing Officer of Pernod Ricard. To encourage and fuel this dynamic, which is 
a driving force behind its success, the Group publishes an in-house magazine, Scalpel, 
which features artists who are trailblazers in their fields and examines their work. 
Scalpel aims to provide ideas for bringing about new concepts and projects. A source 
of inspiration, it helps to encourage collaboration between the Brand and Market 
Companies, enriching the dialogue and perspectives that they share with one another. 
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theSe fiVe PreStige brandS conStitute the third Segment of the houSe of brandS.  
they are SPecifically aimed at “high net Worth indiVidualS”, theSe conSumerS that are draWn to luXury goodS,  

Who demand a more eXcluSiVe relationShiP. the diStribution of theSe chamPagneS and SPiritS iS therefore  
Primarily baSed on SelectiVe channelS (Wine merchantS, PreStigiouS eStabliShmentS, etc.). 

sTraTegic  
PresTige  
sPiriTs &  

chaMPagne  
Brands

THE GLENLIvET ~ MARTELL ~ G.H.MUMM 
PERRIER-JOUëT ~ ROYAL SALUTE

connected brandS
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a global network oF ambassadors
now present in 120 countries, “the guardians of  
the glenlivet”, true ambassadors of the brand on social 
networks, have become the lynchpin of its communication 
strategy. they have access to digital communication 
campaigns, ViP events and promotional offers, and  
are encouraged to promote the brand among their friends and 
colleagues. this year, they had the opportunity to purchase the 
guardian Single cask, specifically created for  
them among the Single cask editions range.

a woRldwIde netwoRk of 
ambassadoRs

the glenliVet

A trADItIoN oF INNovAtIoN  | Innovation 
remained central to the brand’s activity 

during the year, epitomised by  
The Glenlivet Excellence, a variation of 
the 12 YO aimed at Asian markets such 

as China, Korea, Vietnam and Hong 
Kong. The Single Cask Edition, a limited 
edition that quickly won over aficionados 
around the world, is another example of 

innovation. The Cellar Collection also 
added a new product to its range,  

The Glenlivet Cellar Collection 1980, 
with only 500 bottles made available on 

the market. Each new launch of  
the Cellar Collection is an opportunity 

for the brand to communicate about  
its unique heritage and the collection of 

rare whiskies for which it is renowned.

StIll SettINg the BeNChMArK   | Often imitated, 
never equalled, The Glenlivet is still setting 
the benchmark for single-malt whisky 
around the world, and in 2011/2012  
it passed the symbolic milestone of  
800,000 9-litre cases sold. The “single malt 
that started it all” continues to be the main 
driver of volume growth in the single-malt 
category, and the undisputed leader in  
the United Sates, the biggest market for 
single malts. It also posted strong growth in 
the Asia-Pacific region, with outstanding 
performances in Taiwan, India and 
Australia in particular. Global Travel Retail 
saw a sharp rise in sales, with the launch of 
new products such as Master Distiller’s 
Reserve. This emblematic product, 
developed by the distinguished master 
distiller Alan Winchester, is matured  
in three different types of casks.  
It broke sales records within the first  
month of its launch in United Kingdom 
airports in July 2011.  

Identity ◆ Created by George Smith, The Glenlivet  
was born in 1824 in the heart of Speyside, in Scotland’s 
livet Valley.

Main markets ◆ united States, Global Travel Retail,  
Taiwan, united kingdom, Canada, India, Australia, 
france, Japan, Germany, South Africa.

Key positions ◆ no.2 worldwide in single-malt Scotch 
whiskies and no.1 selling single malt in the united States.

range ◆ The Glenlivet 12 YO, 15 YO french Oak Reserve, 
nàdurra 16 YO, 18 YO, 21 YO Archive, XXV, Excellence 
12 YO, 12 YO first fill, master Distiller’s Reserve, 15 YO, 
Single Cask Editions, Cellar Collection.

823
thousand cases sold,  

+19% in value

+84%
in India in value, +33%  

in Taiwan in value,  
+25% in Australia  

in value
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a taste foR elevatIona woRldwIde netwoRk of 
ambassadoRs

martell

A BrAND ANChoreD IN the lUxUry MArKet  | Martell  
continues to maintain its style and  

its position within the luxury  
goods market, as seen in the new  

press campaign L’OR de Jean Martell  and  
the TV and press campaign for  

Martell Noblige, Join the New Elegance .  
The latter highlights the parallels  

between the elegance of the product and 
that of the campaign’s protagonists, 

reinforcing its brand positioning  
associated with masculine elegance.  

As for the Pinel&Pinel Martell trunk,  
this object of luxury and prestige  

has attracted nearly 2 million visitors  
to the dedicated website. 

StroNg PerForMANCe IN ASIA  | In 2011/2012, 
Martell posted strong growth  
(+25% in value) with 1.9 million  
9-litre cases sold, confirming its  
position as international leader of  
the XO category. The brand  
sold over one million cases  
in China, becoming the first  
imported spirits brand to pass  
this milestone in this market. Lastly, 
Martell continued to grow in  
other Asian countries, such as  
Vietnam, as well as other priority  
markets outside of Asia, like  
the United States and Russia.  

Identity ◆ founded in 1715, martell is the oldest of  
the great Cognac Houses. 

Main markets ◆ Asia (China, Duty free Asia, malaysia, 
Vietnam, Singapore, Taiwan), united kingdom,  
united States, mexico, Russia.

Key positions ◆ leader of the XO category  
(with martell XO and Cordon Bleu) with  
a 40% market share. no.2 cognac worldwide  
in value, no.1 in malaysia, no.1 in Singapore, 
Indonesia and mexico.

range ◆ VS, VSOP, noblige, Cordon Bleu,  
XO, Chanteloup Perspective, Création Grand Extra 
and l’OR de Jean martell.

1.9
million cases sold,  

+25% in value  

1
million cases sold  
in China, +29%  

in value

the Centenary oF an iConiC CognaC
in 1912, edouard martell launched martell cordon bleu at the hôtel  
de Paris in monaco. in 2012, martell returned to monaco to celebrate  
the centenary of this house icon, with 250 guests attending from  
asia, united Kingdom, ukraine, the united States and france for  
the gala evening. among them were hSh Prince albert ii,  
hSh Princess charlène, hrh Princess caroline of hanover, actress  
Juliette binoche, and chinese celebrities including famous  
actress li bingbing, pianist Zhao yin yin, tV star chen Shu and  
top model Whang haizhen. a limited edition gift pack, now  
a collectors’ item, was specially created to mark this anniversary.

the SeCret PAthS oF ChANteloUP  | With the launch  
in November 2011 of Martell Chanteloup 
Perspective, Martell strengthened its range in  
the ‘Extra’ category. Martell Chanteloup  
Perspective pays tribute to a place: the House’s  
cellar master drew inspiration from  
the landscape as viewed from a path leading to  
the Chanteloup cellars. The silver motif  
that adorns the bottle echoes the swirls of  
wrought iron on the gate which protects  
these cellars. 
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the cultuRe of chamPagne  
RegaIned

g.h.mumm

A golDeN yeAr  | G.H.MUMM  
won six gold medals and  

the prestigious title of  
‘Winery of the Year’  

at international wine  
competitions in the United  

States in 2012. It was also  
singled out during  

the Wine Critics Challenge,  
and at international  

competitions in Los Angeles  
and San Francisco.

reServeD For exPertS  | This year,  
G.H.MUMM expanded its Expert 100%  

Grands Crus range, reserved for gastronomy, 
wine merchants and gourmet delicatessens, 

with a new cuvée: Brut Sélection.  
Classified 100% on the Grand Cru scale,  

this collection has been praised by many critics 
and experts as a perfect balance between  

the House’s legendary vineyards.

DyNAMIC SoUrCeS oF growth  | The number 1  
major international brand in both volume and  
value in France, G.H.MUMM was especially resilient  
in 2011/2012 in a difficult economic environment.  
The brand posted 5% growth in the supermarket  
retail segment. The year was also marked by  
excellent performances in two markets of  
the Asia-Pacific region: having almost doubled  
its sales, G.H.MUMM moved into 3rd place for 
champagnes in Australia, thanks in part to its  
major partnerships with Formula 1 racing and  
the Melbourne Cup, Australia’s most famous  
horse race. The brand also achieved significant  
growth in China, with a 51% rise in net sales.   

PArtNer oF vICtory  | In 2011/2012, 
G.H.MUMM renewed  
its international contract as  
the official victory champagne of  
Formula 1 racing, one of  
the most-watched sporting events  
in the world, with over 2 billion  
television viewers over  
the course of the season. 

Identity ◆ founded in 1827 by a family of the same name 
established as merchants since 1761, the House of 
G.H.mumm boasts nearly two centuries of expertise,  
passion and excellence. Created by its founding father 
Georges Hermann mumm in 1875, the Cordon Rouge label  
is a symbol of excellence, and the House’s insignia.

Main markets ◆ france, Italy, united kingdom, Spain,  
Australia, China, Japan, united States.

Key positions ◆ no.1 international champagne brand in france, 
no.3 champagne brand worldwide.

range ◆ G.H.mumm Cordon Rouge, Demi-sec, Rosé, 
millésimé, Blanc de Blancs mumm de Cramant,  
Blanc de noirs mumm de Verzenay, Brut Sélection, R. lalou.

664
thousand cases sold,  

+6% in value

+51%
growth in value  

in China

the new modernity oF Champagne drinking
eager to share with consumers its champagne tradition, handed down since 1827, g.h.mumm today  
offers an elegant and resolutely contemporary vision of that tradition, with its champagne Protocoles  
de g.h.mumm. for the first time, the house is revealing all the rituals associated with champagne  

through illustrations by the famous israeli artist, noma bar,  
shared via a comprehensive activation platform.  
epitomising this approach, an iPhone™ app allows consumers to  
discover the 100 champagne protocols in a fun and entertaining way.  
the app is already a hit, with 70,000 downloads to date.  
the brand’s interactive digital activation also includes  
an application on facebook and on the brand’s website.  
this new campaign was launched in style in September 2012  
during the first g.h.mumm ball held in Paris. 
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a legacy of aRtthe cultuRe of chamPagne  
RegaIned

perrier-Jouët

reCogNISeD By exPertS  | Perrier-Jouët  
was honoured in late 2011 by  

Wine Spectator magazine, which gave 
‘outstanding’ scores to Belle Époque  
Blanc de Blancs 2002 (94 points) and  

Belle Époque Rosé 2004  
(93 points). Belle Époque 2004  

was also awarded the gold medal  
this year by Drinks Business magazine.

PerrIer-JoUët Belle ÉPoqUe, the oSCAr  
wINNer’S ChoICe  | The team from the movie  
The Artist chose to toast their success with  

Perrier-Jouët Belle Époque in February 2012,  
during a brief moment of respite before  

the Oscars ceremony in Los Angeles.  
The selection of Perrier-Jouët once again 

demonstrates the brand’s  
prestige in artistic circles (see below).  

Identity ◆ founded in 1811 by Pierre nicolas 
Perrier and Adèle Jouët, the House of 
Perrier-Jouët is recognised for the distinctive 
elegance of its wines—the fruit of an 
exceptional vineyard and a remarkable legacy. 

Main markets ◆ united States, france, united 
kingdom, China, Japan, Switzerland, Italy.

Key positions ◆ no.3 Prestige label worldwide, 
no.2 Prestige label in Japan,  
no.3 champagne brand in China.

range ◆ Perrier-Jouët Grand Brut, Blason Rosé, 
Belle Époque millésimé, Belle Époque Rosé, 
Belle Époque Blanc de Blancs.

From art nouVeau to Contemporary art and design
Perrier-Jouët has always been close to artists and designers. in signing a three-year partnership with design miami/ and  

design miami/ basel the world’s  
preeminent fairs for collectible design,  
the house is carrying on this tradition. 
Perrier-Jouët is present at the basel  
and miami fairs through a variety of  
ViP receptions, gallery openings and  
private dinners.  
the brand has also made a cultural 
contribution, commissioning a work with  
an art nouveau theme to be presented at 
design miami/. 

246
thousand cases sold, 

+14% growth  
in total value

AN oUtStANDINg yeAr  | Thanks to  
its presence in Asia, Perrier-Jouët  
is less dependent on the European  
market than other champagne  
brands and is therefore less exposed to  
the socio-economic gloominess felt  
in this region. The brand thus had  
an outstanding year in 2011/2012,  
with solid double-digit growth in  
many of its major markets, such as Japan,  
China and Travel Retail.  
In mature markets, such as France and 
Spain, the brand posted strong growth.  
With almost 18% growth in value,  
its flagship label, Belle Époque,  
benefited from promotional  
activations inspired by the luxury  
goods market: in Japan, with  
the Perrier-Jouët rooftop terrace at  
Alain Ducasse’s restaurant, Beige;  
in Monaco, where Perrier-Jouët  
was selected as the official  
champagne of Prince Albert’s  
royal wedding; and in China, where  
the brand was featured at the  
Luxury Rendez-Vous in Hainan.

+18%
growth in value for  

the Belle Époque label 





HERVé DESCHAMPS
Perrier-Jouët cellar maSter
martell-mumm-perrier-Jouët 

ElENA ADEll
camPo VieJo oenologiSt
premium wine brands, domeCq bodegas

Connected by their globally 
renowned expertise in  
the blending of wines and 
champagnes. 

“ 
– madam is going to  
be late for the tasting!

– you should know,  
my friend, that a good 
wine is worth waiting for.  

”
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hIgheR and hIgheR
royal salute

Polo, KINg oF SPortS,  
SPort oF KINgS  | To engage  
high-income consumers  

around the world, Royal Salute  
continued to build its polo  
sponsorship programme.  
Through the Royal Salute  
World Polo Programme,  

the brand is now one  
of the world’s leading  

sponsors of international polo  
allowing it to reach lovers of  

luxury products in India,  
China, the United Arab Emirates,  

the United States, Brazil,  
Australia and Korea.  

The most prestigious of the year’s  
events was the Sentebale  

Royal Salute Polo Cup,  
which was held in Brazil and  

widely covered by  
the international media.

StrAtegIC BrAND  | In 2011/2012,  
Royal Salute confirmed its status as  
a strategic brand, with one of the fastest 
growth rates in the Group’s portfolio.  
The main driver of this growth was Asia, 
with strong gains made in China,  
Taiwan and Vietnam, as well as  
in Travel Retail, which allowed  
the brand to achieve annual sales of  
over 200,000 9-litre cases.  
This performance was also boosted by  
an international development programme 
targeting high-income consumers. 

A hIStorIC PArtNerShIP  | In 2012,  
Royal Salute became a partner  
sponsor of the British Historic  
Royal Palaces, and through this  
is the only brand to become  
officially associated with  
the Royal Gun Salutes at  
the Tower of London. The firing of 
cannons is used to mark major  
royal events as well as official visits.  
The partnership was launched at  
the Royal Gun Salute 2012 to  
celebrate the Queen’s  
Diamond Jubilee on the 2nd June.  
At this occasion, Royal Salute  
also launched a limited  
edition, the Royal Salute  
Diamond Jubilee Limited Edition,  
for over 164 dollars a bottle.

Identity ◆ Created to mark the Coronation of 
Hm Queen Elizabeth II in 1953, Royal Salute 
is the only Scotch whisky whose range begins 
at 21 YO.

Main markets ◆ Asian Travel Retail, China, 
Taiwan, united States Travel Retail, Vietnam, 
Japan, European Travel Retail, korea.

Key positions ◆ The world’s leading luxury 
Scotch whisky brand.

range ◆ Royal Salute 21 YO, The Hundred 
Cask Selection, 38 YO Stone of Destiny, 
62 Gun Salute, Tribute to Honour.

211
thousand cases sold  

per year, +23% growth  
in value

+23%
growth in value  

in China and Travel  
Retail Asia

today’s kings
as a true luxury brand, royal Salute reflects  
the most aspirational values for today’s leaders 
in life. long associated with noble leadership, 
the brand conducted research to ensure that this 
positioning continues to be compelling to  
its target audience both today and for  
the future. this inspired the new television 
advertising campaign, celebrating  
Today’s Kings—ground-breaking leaders who, 
like royal Salute, begin where others end.
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THE GLENLIVET  01. the guardian Single cask, created especially for the brand’s network of ‘guardians’.   MARTELL  02. centennial celebration of martell cordon bleu at the hotel de Paris in monaco.    
03. launch campaign for martell chanteloup Perspective.   G.H.MUMM  04. one of the artist noma bar’s creations for the champagne Protocols.  05. g.h.mumm, official sponsor of formula 1 victories.   

PERRIER-jOUëT  06. launch of a three-year artistic partnership with design miami/ and design miami/ basel art fairs.   07. cast of the oscar-winning film, The Artist,  
celebrating their success with Perrier-Jouët.   ROYAL SALUTE  08. the queen’s Jubilee: an occasion marked by gun salutes in london and the launch of the royal Salute diamond Jubilee limited edition. 

02
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luXury, or the art of 
creating cult brandS 

“Positioning brands in the world of luxury can make them desirable to the point that they tran-
scend their own category and break free of trends to achieve cult status and timelessness,” 
explains Vadim Grigorian, Luxury and Creativity Director at Pernod Ricard. “Super-
Premium Plus brands represent 10% of the Group’s volumes, but one-third of its profits. They 
are highly profitable, and shifting them towards the luxury sphere is a major strategic effort by 
the company to capture leadership.” To this end, the Group must notably focus on a spe-
cific customer base: High Net Worth Individuals—those 11 million people through-
out the world for whom luxury is accessible. A project was recently introduced to 
improve the Group’s understanding of these influential and demanding consumers.

To develop this segment, Pernod Ricard has created its own model. This model is 
based on the idea that luxury is not definable by the upscaling of a Premium product, 
but that it is more akin to a religion, with its beliefs, temples and followers, and it 
requires a strategy that is radically different from that of the Premium category. The 
approach is holistic: in the world of luxury, a brand must be presented consistently 
across all of its points of contact, everywhere and in all circumstances. This model is 
gradually being applied to Pernod Ricard’s five strategic Prestige brands. For each 
one, Pernod Ricard defines the key values that create meaning and desire, and devel-
ops a set of recommendations on the “Brand Behaviour” that should be adopted. For 
example: “Luxury is a question of discipline”: luxury brands must have absolute control 
over every element that represents them. Or, “Luxury is superlative, not relative”: a 
luxury brand is unique and does not compare itself to its competitors. The last pillar 
of the approach, to reach the privileged consumers of luxury brands, Pernod Ricard 
has adapted its organisation and optimised its mode of distribution by dedicating 
specific channels and teams to this category. The “Route to Consumer” requires a 
direct relationship and breaking barriers: what characterises this target is that it is 
highly mobile and mainly found in international places of prestige.   
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WineS are increaSingly maKing their aPPearance at VariouS momentS of conSumPtion including thoSe PreViouSly  
reSerVed for SPiritS. Pernod ricard haS grouPed itS Priority Wine brandS Within a Single entity,  

While treating them aS a SeParate category. the grouP haS deVeloPed a dedicated Portfolio Strategy  
With multi-geograPhical originS. 

PrioriTy  
PreMiuM  

Wine  
Brands

JACOB’S CREEK ~ BRANCOTT ESTATE 
CAMPO vIEJO ~ GRAffIGNA 

connected brandS
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flagshIP foR  
austRalIan wIne

JaCob’s Creek 

DIgItAlly yoUrS  | With over  
200,000 fans on Facebook and  

1,700 Twitter followers,  
Jacob’s Creek is one of  

the most popular wine brands on  
social networks. The brand  

regularly launches online  
campaigns and uses digital  

platforms to strengthen  
the impact of its partnerships  

with major tennis tournaments  
such as Wimbledon and  

the Australian Open. As part of  
its True Character campaign  

featuring Andre Agassi,  
a Facebook competition  

allowed winners to chat with  
the famous player before  

attending a match at Wimbledon. 

growINg AheAD oF the MArKet  | In a challenging 
environment for Australian wines, Jacob’s Creek 
grew by 2% in 2011/2012, outpacing the category 
globally. The brand continued to gain ground in  
its home market, Australia, where it is once again 
ranked as the number 1 branded bottled wine.  
The brand also continued to grow in China, where  
it posted an increase of 32%, significantly ahead of  
a rapidly growing category (+20.6%). The brand  
was also named in the Top 5 Drinks International  
most admired wine brands 2012, demonstrating  
its position as one of the true icons of the global  
wine industry.

reSPoNDINg to New  
CoNSUMer treNDS  | In Australia,  
the brand responded to  
the growing consumer demand for  
refreshing, lower-alcohol wines:  
the Cool Harvest range, launched by 
Hollywood actress Naomi Watts,  
was indeed introduced this year.  
In addition, to bolster its position and  
seize the opportunities presented by  
a Chinese market that is constantly on  
the look-out for Premium wines,  
the brand launched  
1837 Solway Cabernet Merlot,  
a tribute to the ship which  
brought the brand’s founder,  
Johann Gramp, to Australia  
in 1837.

Identity ◆ founded in 1976, Jacob’s Creek  
is named after the place where its founder, 
Johann Gramp, planted his first vineyard in 1847. 

Main markets ◆ united kingdom, Australia, 
united States, Canada, new Zealand,  
the netherlands, China, Sweden, Ireland.

Key positions ◆ no.1 Australian brand in Australia, 
China and new Zealand, no.2 in Ireland,  
no.3 in the united kingdom.

range ◆ Classic, Regional Reserve,  
Sparkling, Cool Harvest, moscato,  
St Hugo and Heritage Range.

+22%
in China in volume,  
+10% in Australia,  

+11% in Asia

an ambassador who always stays true 
to give more weight to its True Character marketing platform and  
its partnership with major tennis events, in 2011 Jacob’s creek signed  
a three-year partnership with andre agassi. the international champion  
discusses his personal and sporting journey in a series of short films  
entitled the Open Film Series. debuting on australian television during  
the australian open, the campaign was followed by 6 million viewers.  
it was also shown on qantas domestic flights, reaching 1.9 million passengers,  
at heathrow airport in the united Kingdom, and on the eSPn sports channel  
in 20 countries, with an audience of 75 million households.

6.9
million cases sold,  

+2% in value
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RetuRnIng to Its Roots
branCott estate

FANS oF BrANCott eStAte   | Digital  
activation campaigns drove the brand’s  

number of Facebook fans from 1,100  
in early 2011 to over 34,000 in June 2012.  

This year, Brancott Estate launched  
The World’s Most Curious Bottle, a smartphone app  

that allows consumers to interactively  
explore the brand’s new packaging while  

discovering the wine through 14 experiences 
(introduction to tasting, virtual vineyard tour,  

food and wine pairings…).

A rePoSItIoNeD AND eveN StroNger  
BrAND  | Following a year of  
significant evolution, Brancott Estate and  
sister brand Stoneleigh strengthened  
their position throughout  
this financial year. Brancott Estate  
has benefited from a global restage  
supported by a world class sponsorship  
to drive awareness. It has also  
consolidated its ranking in its priority  
markets such as New Zealand,  
Australia and the United Kingdom.  
In the United States, Brancott Estate  
continues to grow among Premium  
New Zealand wines (+21.3%).  
In Australia, as in the United Kingdom,  
Brancott Estate continues to perform  
strongly (+13.4%), in a highly competitive 
environment. In New Zealand,  
Brancott Estate remains high, and  
despite a slowdown in growth,  
innovative new products, especially  
in the sparkling range,  
continue to drive domestic success.

Identity ◆ Created in 1961 in the south of Auckland, 
under its original name of montana, Brancott Estate 
draws its name from the Brancott Vineyard, where  
the first Sauvignon Blanc vines in marlborough  
were planted. 

Main markets ◆ new Zealand, united kingdom, 
Australia, united States, Canada, Sweden, Ireland.

Key positions ◆ no.1 wine brand in new Zealand(1),  
no.2 new Zealand wine in Ireland, the netherlands 
and Denmark, no.3 in the united kingdom.

range ◆ Brancott Estate Classic, Sparkling,  
living land, letter Series, Stoneleigh Classic, 
latitude, Rapaura Series.

1.9
million cases sold,  

+2% in value

sponsor oF the 2011 rugby world Cup 
by sponsoring one of the worlds’ biggest sporting events,  
rugby World cup 2011, brancott estate raised brand 
awareness in key markets, whilst also drawing attention to  
its pioneering new Zealand heritage. the brand rolled out  
a comprehensive media campaign including tV adverts  
in australia and the united Kingdom, a radio, press and  
poster campaign in new Zealand, and social Pr activation  
in the united Kingdom through an online competition on 
facebook. brancott estate wines were served in all official  
rWc venues and ViP areas of stadiums hosting  
the competition and the brand’s presence was reinforced by  
a direct marketing operation with over 8,000 displays.

hIghlIghtINg A StroNg IDeNtIty  | The New Zealand 
portfolio benefited from the rising popularity of  

the Stoneleigh range, which this year  
saw the launch of a new brand campaign  

which brought its unique wine story to the fore, 
Ripened by Stone . In a move to further highlight and 

honour Brancott Estate’s pioneering roots,  
the brand also unveiled the Brancott Estate  

Heritage Centre in 2011. Designed by renowned 
New Zealand architects Fearon Hay, the centre  

was opened by the Prime Minister of New Zealand, 
John Key. Overlooking the brand’s historical 

Brancott vineyard, the centre is already  
becoming a prime attraction for the region. 

+20%
in volume in the United 
States, +21% in volume  

in Australia

flagshIP foR  
austRalIan wIne

(1) including Stoneleigh. nielsen data cam at 17 June 2012.
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a sPanIsh legend
Campo VieJo

AN ANNIverSAry MArKeD By SoCIAl  
eNgAgeMeNt  | Campo Viejo’s spectacular  

Bodega (wine cellar), designed by architect  
Ignacio Quemada, celebrated its 10th anniversary  

this year. The brand paid tribute to  
the professionals who are central to its success  

during a day-long event focused on  
sustainable development. A local environmental  

protection association was involved in the event and  
an awareness workshop for the bodega’s employees  

had been organised. In September 2011,  
Campo Viejo became the first Spanish  

winemaking cellar to obtain AENOR certification for  
its carbon footprint (ISO 14064) and to have a net  

zero carbon footprint on all direct emissions.

A growINg exPort SUCCeSS  | Campo Viejo  
posted strong growth in 2011/2012 in  
its two main export markets,  
the United States and the United Kingdom. 
Despite a general decline in the Spanish  
wine category in the United States,  
the brand strengthened its position in  
market share, growing by 37% in value and  
27% in volume. In the United Kingdom,  
the brand achieved a rapid growth in  
a dynamic market, generating 6% growth  
in value. In Spain, in a difficult economic  
climate, the brand remained resilient and 
maintained its position, performing  
particularly well in the young wines category  
(up 7.7% in volume and 8.1% in value).  
By strengthening awareness of the brand and  
its image, the Live Uncorked communication 
platform contributed to these dynamic 
performances. This year also saw the brand  
evolve its yellow label wine into  
a 100% Tempranillo blend in international 
markets—championing this varietal as  
the signature grape of Rioja.

AN INCreASINgly StroNg  
DIgItAl PreSeNCe  | Campo Viejo 
expanded its digital footprint  

in 2012, by redesigning  
its website and its  

Facebook page, and creating  
new mobile applications.  

The brand is attracting  
more and more followers on  

social networks, with over  
12,000 fans on Facebook.

Identity ◆ Created in 1959 as the result of  
the determination of two passionate winemakers, 
Beristain and Ortigüela, Campo Viejo offers  
vibrant wines from the most famous wine region  
in Spain, the Rioja. 

Main markets ◆ united kingdom, Spain, Germany, 
united States.

Key positions ◆ no.1 Spanish and Rioja brand in  
the united kingdom, no.2 in the united States.  
no.1 Rioja brand in Germany,  
no.2 in the netherlands, Ireland, norway,  
no.3 in Sweden and in Spain.

range ◆ Campo Viejo Tempranillo, Crianza, White, 
Rosé, Cava, Reserva, Gran Reserva, Dominio.

+27%
in volume in the United 

States, +8% in the United 
Kingdom, +13% in  

Germany

liVe unCorked, sharing the spanish way oF liFe
live uncorked, campo Viejo’s new communication platform, celebrates  
the authenticity and generosity of Spanish culture. the press campaign was  
first launched in the united Kingdom, with excellent results in terms of  
brand awareness (up 15% in the “explorers” consumer category, i.e. consumers  
who are open to new experiences). in the united States, the campaign was  
rolled out at point of sale. the Spanish market version Decanta la vida was  
launched in the press and through a dedicated digital campaign. other markets,  
such as Switzerland, ireland and mexico also rolled out versions of the initiative. 

1.7
million cases sold,  

+11% in value 
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a PassIon foR malbec
graFFigna

the SUCCeSS oF A tArgeteD  
MArKetINg StrAtegy  | The brand’s growth  

can be explained partially by  
the implementation of marketing  

initiatives, specifically with the 360° rollout of  
the G is for Malbec educational programme on  

Malbec wines, and the creation of a solid  
digital communications platform.  

These marketing devices enabled Graffigna to  
become deeply associated with the Malbec  

category, thereby, strengthening the brand’s  
value and its relationship with consumers.

A yeAr oF StroNg growth  | Thanks to  
its Premiumisation strategy, Graffigna 
recorded strong growth in 2011/2012,  
with +28% in value. The brand  
continues to prosper in a dynamic  
category, with particularly strong 
performances in two of its strategic  
markets (United States and Canada),  
largely due to the success of  
the flagship Centenario range.  
In the United States, the brand  
continued to make gains in  
value terms, up 24% on the previous  
year, and was positioned at  
a premium price compared to  
the Argentine wines category.  
In Canada, where it is now one of  
the top 3 Argentine Premium wine  
brands, growth was even faster,  
with value gains of +93%.

Identity ◆ Created in San Juan in 1870 by 
Argentine wine-maker Santiago Graffigna, 
Graffigna Centenario malbec is the reference 
of Premium Argentine malbec.

Main markets ◆ united States, Canada, 
Argentina, the netherlands and  
Scandinavian countries.

Key positions ◆ One of the top 5 Premium 
malbec wines in the united States. 
One of the top 3 Argentine Premium wines  
in Canada (in value terms).

range ◆ Graffigna Centenario,  
Graffigna Grand Reserve, Santiago Graffigna.

graFFigna leads malbeC world day
graffigna played a key role in organising malbec World day, with an event at  
the new york city Winery and a tasting session in the guggenheim museum.  
Still in new york, the brand showcased its wines to opinion-leading consumers during  
the famous tribeca film festival. in toronto, canada, a master class was given by  
its cellar master and the iyellow Wine club—a social club for wine tastings and 
discovery—was launched. the brand’s global wine ambassador also ran  
extensive training sessions for key trade in both the united States and canada.

A CoMMUNIty oF MAlBeC FANS  | In 2012,  
Graffigna launched its social  

media platform. The brand now offers  
content based around lifestyle on  

Facebook and Twitter. This platform is  
fed by the website themalbec.com,  

which targets connoisseurs of this varietal.

+24%
in value in the United 

States, +93%  
in Canada

a sPanIsh legend

317
thousand cases sold,  

+28% in value
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connected brandS

the final Pillar of the Pernod ricard houSe of brandS, the 18 Key local brandS  
enSure the grouP’S leaderShiP in certain Strategic marKetS. With a Strong PreSence off-trade,  

they reflect national PreferenceS in SPiritS conSumPtion. they ProVide a Solid baSe for  
deVeloPing Pernod ricard’S international brandS, Particularly in emerging marKetS, and  

helP to conSolidate itS global leaderShiP. 

Key local 
Brands 
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pastis 51
no.2
aniseed-based spirit 
in france

100 pipers
no.1

standard whisky  
in thailand   

no.2 standard  
whisky in asia

ararat
no.3 
international  
brandy in russia

beCheroVka
no.2 

bitters in czech republic

blenders  
pride
no.2

whisky  
in argentina

passport
no.2 
standard whisky  
in brazil

olmeCa
no.1

tequila  
in russia

imperial blue
no.3 
deluxe admix whisky(1)  
in india

imperial
no.2
whisky  
in South Korea

Clan Campbell
no.1
Premium whisky  
in france

amaro  
ramaZZotti

no.2 
bitters in germany

royal stag
no.4
whisky in india

ruaVieJa
no.1

liqueur in Spain seagram’s gin
no.1
gin in the united States

something  
speCial

no.2
whisky in 

Venezuela

wyborowa
no.2
standard vodka  
in Poland

wiser’s
no.1
whisky  
in canada

suZe
no.1

bitters in france

Key local 
Brands 

Source: ‘the Pernod ricard market View’, based on iWSr data at year-end 2011.
(1) blended Premium whisky with a base of Scotch malt and local grain.
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SAFEGUARDING  
OUR ASSETS THROUGH 
COORDINATED ACTIONS

IAN fITzSIMONS, GENERAl COUNSEl

Trademark protection is a major concern 
for the Group: how would you summarise 
the past year on this issue?
Trademarks are a key asset for the Group and 
one of the pillars of its strategy. Securing intel-
lectual property rights and continually opti-
mising and expanding their protection are 
key priorities for the Legal Department. Our 
strength lies in very close coordination 
between the Legal Department of the Hold-
ing Company and the Legal Departments of 
the trademark owners. Such collaboration 
provides both a global overview and an under-
standing of local issues, and allows us to 
streamline the management of our brand 
portfolio to improve efficiency. Over the past 
year, as in previous ones, we didn’t hesitate to 
take action against any infringement that 
could dilute the geographical origin of our 
brands and mislead consumers. Thanks to our 
work in the United States, in March 2012 the 
trademark registration of Old Havana to des-
ignate a non-Cuban rum was refused on 
appeal by the United States Patent and Trade-
mark Office (USPTO). They emphasised the 
misleading nature of the name and the inter-
national reputation of Cuban rum. 
 
On 14 may 2012, the united States Supreme 
Court refused to consider an appeal by 
Cubaexport regarding the Havana Club tra-
demark. At the same time, you announced 
the launch of a Cuban rum under the trade-
mark Havanista, once the embargo is been 
lifted. What is Pernod Ricard’s strategy for 
Cuban rum in the united States? 
The Havana Club joint venture owns the 
Havana Club trademark in all countries where 
Cuban rum is sold. In the United States, our 
rights have been weakened since the adoption 
of ‘Section 211’, which blocks us from renew-
ing the Havana Club trademark, even though 
it has been registered in that country since 
1976. This law was found to be in violation of 
World Trade Organisation rules in 2002. We 
asserted our rights in the United States courts 
on the grounds that the retroactive applica-
tion of Section 211 was unconstitutional, but 
our arguments were not accepted. 
That said, this decision doesn’t affect our sales 
in the United States since Cuban products 
cannot be sold under the embargo. In parallel 
to this long legal battle, we worked with the 
marketing teams to protect the Havanista 
trademark in the United States. 
The Havanista brand is a creation of Havana 
Club International, and evokes our attach-
ment to Havana values. The trademark was 
registered with the United States Patent and 
Trademark Office (USPTO) in August 2011 
to designate a Cuban rum, which will be pro-
duced in Cuba under the same conditions as 
the Havana Club range. 
By doing so, once the embargo is lifted we will 
be ready to sell an authentic Cuban rum in a 
market that accounts for 40% of global rum 
consumption.

Doesn’t the success of Pernod Ricard’s 
brands increase the risk of counterfeiting? 
Absolutely. Enhanced by our Premiumisation 
strategy, our brands enjoy international rec-
ognition and this success can lead to envy. As 
such, some unscrupulous competitors try to 
take unfair advantage of our investments and 
our brands’ reputations. 

What can we do in response? Our priority is 
firstly to ensure that the local teams—starting 
with the sales teams—are fully aware of this 
problem. Such awareness ahead of time allows 
us to be immediately informed of any 
infringement and to react quickly to put a stop 
to it. Furthermore, the recognition of the sta-
tus of ‘Well-Known Trademark’ lets us extend 

the protection of our rights beyond the area 
of spirits. In China, for example, we used the 
‘Well-Known’ status this year to challenge 
over 20 instances of multiple products infring-
ing upon the Chivas Regal Scotch whisky 
trademark. 

On the subject of anti-counterfeiting, how 
does the Blue Lotus programme work? 
Launched five years ago by the Legal Depart-
ment, Blue Lotus illustrates the success of coor-
dinated action within the Group in the fight 
against counterfeiting and the imitation of 
our products in China. This programme, 
which leverages the expertise of several func-
tions including Public Affairs, Logistics, Com-
munication, Brand Security, and the Research 
Centre, has led to numerous criminal convic-
tions and prison sentences. 
In March 2012, the Hangzhou District Court 
ordered the producers of a whisky sold under 
the name Élysée Regal to cease all counterfeit-
ing activity, pay substantial damages and issue 
an apology. This decision sets an important 
precedent, as the judges recognised the trade-
mark infringement by the shape of the bottle. 
Chivas Regal is in fact a three-dimensional 
trademark as its packaging is registered in 
three dimensions. Encouraged by the effec-
tiveness and results of Blue Lotus, we decided 
to extend this good practice to other coun-
tries, such as Vietnam and Colombia.

How is intellectual property protection 
being tailored to new channels of communi-
cation, epitomised by social networks? 
Our legal strategy actually takes into account 
the development of digital media, and par-
ticularly social networks. Our brands now 
have a strong and active presence in these 
channels, which offer tremendous opportuni-
ties for communication due to their interac-
tive and ever-changing content. But, here 
again, this requires close collaboration 
between the marketing and legal teams. The 
Legal Department has established Group-
wide guidelines—the Social Media Policy— 
in order to maximise the value of our intel-
lectual property assets. As such, the user-
names created by the Group are protected 
and defended in the same way as the brands. 
In addition, a Responsible Drinking Charter has 
been adopted by Pernod Ricard and will soon 
be posted on social networks, reflecting our 
desire to encourage responsible drinking and 
user accountability.

COLLABORATION BETWEEN  
THE LEGAL AND  

MARKETING TEAMS 

7 days in haVana:  
an innoVatiVe  

sponsorship initiatiVe
Pernod ricard supported the production of  

7 Days in Havana, a film selected at  
the 2012 cannes film festival  

in the ‘un certain regard’ category.  
composed of seven short films directed by  
seven internationally-renowned directors,  
the film is a first in the world of cinema,  

as it is a sponsorship initiative by  
the havana club brand.  

as the production is intended for  
international distribution,  

the legal department has ensured  
its compatibility with the various laws  

concerning the promotion of  
alcoholic beverages.

irish distillers,  
partnering with keVin spaCey to  

support short Films
in September 2011, irish distillers  

signed a partnership agreement with  
Kevin Spacey and his production company,  

triggerstreet, to organise the  
Jameson First Shot with Kevin Spacey  

competition. open to young screenwriters and  
directors, it offers them the chance to  

direct a short film produced by  
triggerstreet and starring Kevin Spacey.  

the legal teams verified the project’s  
feasibility and oversaw the conditions of  

its promotion regarding  
the Jameson brand’s presence.
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Pernod Ricard’s decentralised model is a major asset in understanding  
consumer needs. The wholly-owned Distribution Network guarantees a commercial 

presence close to customers, ensuring better comprehension of local tastes  
and customs. Thanks to the connections that it forges on the ground on  

a daily basis, the 75 Market Companies, grouped into 4 Regions, can quickly  
respond to consumer expectations.

5959
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CONqUERING  
NEW TERRITORIES 

ALExANDRE RICARD, DEPUTy CHIEF EXECUTIVE OFFICER & CHIEF OPERATING OFFICER

How did the regions contr ibute to the 
Group’s growth in 2011/2012?
Let’s start with our number one growth driver: 
Asia and Rest of the World. This particularly 
dynamic region now represents 39% of our 
net sales and is growing at an overall rate of 
15%. Within the region, remarkable perfor-
mances were recorded by China (+24%) and 
India (+26%) as well as by Vietnam, which is 
showing strong growth one year after the 
creation of our subsidiary. In Africa and the 
Middle East, the Group also had an excellent 
year (+12%). 
Representing 26% of net sales, the Americas 
region is growing (+6%), due to the steady 
recovery of the United States (+5%). Growth 
is accelerating in the American market—the 
Group’s largest—driven by our Premium 
brands and led by Jameson (+29%), Malibu 
(+10%), The Glenlivet (+9%) and Perrier-Jouët 
(+9%). In Brazil, business is up by +13%, 
driven mainly by our Top 14 portfolio of stra-
tegic brands (+26%).
In Europe, excluding France (26% of net 
sales), the overall performance was good 
(+2%), but highly uneven. The strong growth 
of  Ea ster n Eu rope (+16% vs .  +9% in 
2010/2011) offset the West’s sluggish economy 
(–1%). Unsurprisingly, Spain, Portugal, 
Greece and Italy were the hardest-hit markets. 
However Germany, the Netherlands and Bel-
gium all recorded a good performance.
Finally, France, which represents 9% of net 
sales, was hit by a sudden 14% increase in taxes 
and duties on spirits in January 2012. After a 
positive effect over the first half of the year 
related to overstocking, consumption fell off 
considerably in the second half, with a marked 
impact on aniseed-based spirits.

What is your take on these results?
When we look at the growth of our portfolio 
of strategic brands in mature markets such as 
the United States, we see the full significance 
of our strategy. Premiumisation continues to 
pay off. Two-thirds of the Top 14’s 10% growth 
is driven by the price/mix effect. Innovation 
is also a key factor. Malibu’s growth in the 
United States reflects the new life breathed 
into the brand by innovations such as Malibu 
Red and Malibu Black. We continue to grow 
in China, led mainly by Martell. The excellent 
results of Travel Retail in this region (+23%) 
are largely due to Premiumisation.
In Southern Europe, our flagship brands are 
still holding up well: Beefeater gin remains a 
bestseller in Spain, and has even gained mar-
ket share. Eastern Europe, and Russia in par-
ticular, are growing in line with our targets: 
+28% in this market, led by Jameson, Chivas 
and ArArAt, the Armenian brandy. France 
also produced some pleasant surprises. 
Despite a subdued economic cl imate, 
ABSOLUT and Havana Club grew by 13% 
each.

Asia confirmed its role as a key growth 
driver for the Group. How can you consoli-
date your positions in this region which 
attracts everyone’s interest?
The fact that we were pioneers in Asia gives us 
a competitive advantage in this region, which 
has been the top contributor to the Group’s 
performance since 2010. Our priority is to 
accelerate and increase our lead through Pre-
miumisation, innovation and geographical 
expansion. To consolidate and improve our 
positions, we have a perfectly balanced port-
folio of imported Premium and Prestige 
brands that fully meets consumer expecta-
tions. This means strengthening our positions 
in China, where we are market leaders, and 

winning the number 1 position in markets 
where we are currently number two, such as 
South Korea, Thailand and Hong Kong. To do 
so, we have to win the talent war in order to 
attract and retain the best candidates. Finally, 
we have to step up the fight against counter-
feits. We will tirelessly defend the integrity of 
our products—an aggressive protection made 
all the more necessary by the increasing Pre-
miumisation of our brands. 

In 2012, the Group announced the creation 
of Pernod Ricard kenya, Angola, nigeria, 
namibia, Ghana and morocco, giving it a 
much larger presence in Africa. In what way 
is this continent important for the future?
Africa is to the Group what Asia was 15 years 
ago when we established a foothold there: a 
future growth opportunity. With its one bil-
lion inhabitants, Africa is home to one-sixth 
of the world’s population. This f igure is 
expected to double by 2050. Its share of wealth 

in the global economy should triple by 2050, 
from 4% to 12%. It’s the only continent in 
which our presence is still limited. Our sub-
sidiary in South Africa is already performing 
well. With a 12% market share, it’s the third-
largest spirits company in the country, less 
than 20 years after its creation. Jameson leads 
the Premium whisky category there. In addi-
tion, we are expanding our network to take 
advantage of all growth opportunities. In line 
with our model, we are sending entrepreneurs 
to Africa—pioneers who can create an organ-
isation that integrates local populations. Our 
model is based on this entrepreneurial spirit, 
which is essential for capturing new territo-
ries. It has led to our success in Asia, and will 
ensure our future success in Africa. 

You play a predominant role in deploying an 
enterprise social network called Pernod 
Ricard Chatter®. In what way is this a major 
tool for boosting the Group’s performance? 
I am indeed very involved in the development 
of a Group social network, and I’m certain 
that it can be an extremely powerful tool if 
used properly. Pernod Ricard Chatter®, devel-
oped by Salesforce.com—the most innovative 
company in the world according to Forbes 
magazine—is primarily a tool for sharing and 
exchanging between subsidiaries, and a col-
laborative tool that promotes the quick and 
horizontal flow of information, free from any 
hierarchy. In a highly-decentralised Group 
where decisions are made close to the ground, 
its purpose is to speed up communications 
within knowledge- or interest-based commu-
nities. The members of these communities 
will share their best practices and discuss their 
common issues in order to increase respon-
siveness and efficiency. Such communities 
may be public or private, permanent or tem-
porary. We are in the test phase, but already 
have over 100 ‘act ive communities’ and 
1,850 employees using them. In this context, 
Pernod Ricard Chatter® is introducing a new 
way of working, a new mindset in line with our 
times and our digital strategy. The on-going 
confrontation of ideas stimulates innovation 
and creativity. A study by the McKinsey Global 
Institute showed that companies that had suc-
cessfully shifted to a new way of working saw 
their employees’ productivity increase over  
20%. This type of tool, which is fully in line 
with Pernod Ricard’s culture of conviviality, 
tends to abolish geographical and hierarchi-
cal boundaries. It frees up information and 
expands access to it in full transparency. It will 
be open to all employees in early November. 
The participation of everyone is essential to 
the success of Pernod Ricard Chatter®, and I 
am confident in our ability to adopt it and 
make it come alive. For my part, I will see to it 
that everyone understands that their voice, 
their ideas and their experience are essential 
to everyone else.

ALExANDRE RICARD  

2003: Joins the Group  
at the Holding Company,  

in the Audit and  
Development Department.

2004: Becomes  
Chief financial Officer of  

Irish Distillers.
2006: Named Managing Director of 

Pernod Ricard Asia Duty free.
2008: Returns to Ireland and  

Irish Distillers as  
Chairman and CEO.

2011: Takes the position of  
Managing Director,  

Distribution Network.
2012: Appointed  
Deputy Chief  

Executive Officer and  
Chief Operating Officer of  

the Group.

chatter and the “c” logo are trademarks of Salesforce.com, inc. and are used here under license.
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In 2011, the growth of the international spirits market 
was largely driven by emerging economies: these 
countries, spread across all geographical regions, 

represent one-half of worldwide growth, whereas they 
account for just one-quarter of the market. Among 
them, Brazil, up 23%, and Russia, up 17%, contributed 
the most to the growth of the international spirits mar-
ket. India, Argentina and China also made a signifi-
cant contribution to the global market’s momentum.
North America, with a 39% market share, is still the 
leading geographical region. Its dynamism springs 
from the United States: although mature and already 
number 1 for international spirits, this market con-
tinues to grow at a sustained pace, rising 3.6% in 2011. 
Central and South America, which grew by 12% in 2011, is the number 
2 region in driving worldwide growth: just behind Brazil and Argen-
tina, where international spirits grew by about 25%, Chile and Colom-
bia are also significant drivers of regional growth, with the markets in 
both of these countries up by 15%.

Asia is number 3. India and China are the fastest-
growing countries, with rises of 27% and 12%, respec-
tively. Other countries in the region are highly 
dynamic, especially Indonesia, Vietnam and the Phil-
ippines. On the market of wines, China represents a 
major phenomenon: this country alone accounts for 
60% of the worldwide’s growth. Global Travel Retail 
again recorded an excel lent per formance in 
2011/2012, rising 10%. The Ultra-Premium and Pres-
tige segments were an outstanding success, with over-
all growth of 17%.   
In Europe, the situation is more diverse: on the one 
hand, Eastern Europe is dynamic, led by Russia,  
and Ukraine (up 29%), and this despite a drop being 

recorded in Poland. On the other hand, Western Europe is virtually 
flat, slipping 0.7%, marked by downturns in Spain and Greece, which 
were offset by Germany’s robust growth. France, the number 2 market 
for international spirits, recorded a slight increase in 2011, of 1.3%.  

By MARTIN RILEY
Pernod Ricard Chief Marketing Officer

emerging eConomies: key driVers oF market growth 

The gloBal Wine  
&  

sPiriTs MarKeT

Source for this article: “the Pernod ricard market View”, based on iWSr, volume data at end-2011 for international spirits 
and bottled wine brands.

REGIONAL fOCUS

1. north america................................... 39%
2. WeStern euroPe .............................. 30%
3. aSia ..............................................................8%
4. ceSam .........................................................7%
5. eaStern euroPe ..................................7%
6. traVel retail ........................................4%
7. africa/middle eaSt...........................3%
8. oceania .....................................................2%

1

2

3

4

5
6 7 8

■ % change in volume from 2010 to 2011  ■ % average annual change from 2001 to 2011

north 
america

aSia ceSamtraVel 
retail

WeStern 
euroPe

africa/
middle 
eaSt

oceania eaStern 
euroPe

Changes in international spirits by geographical regionbreakdown of international spirits by geographical region in 2011 

+3.8%

+3.1%
+3.4%

+5.4%

+0.0%

+6.0%

+2.7%

+7.4%

+3,6 %

+7.4%

+7,4 %
+12.1%

–0.7%

+2.4%
+3.8%

+5.3%
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(1) Source: “the Pernod ricard market View”, based on iWSr, volume data at end 2011—Western-style spirits, excluding ready-to-drink, wines and wine-based aperitifs.  
ranking among international groups. Portfolio at 28 July 2012.

PERNOD RICARD
Four regions for a global leadership(1)

AMERICAS 
no.3 in the united States

no.3 in brazil
no.2 in canada 
no.1 in mexico 

no.1 in argentina
no.2 in Venezuela

no.2 in chile

ASIA AND  
PACIfIC

no.1 in india
no.1 in china

no.2 in thailand
no.2 in South Korea 

no.2 in Japan

fRANCE 
no.1 in france

EUROPE (excluding france) 
AfRICA AND  

THE MIDDLE EAST 
no.1 in Spain 

no.2 in Poland
no.1 in germany

no.1 in the nordic countries
no.3 in the united Kingdom

no.3 in italy

no.3 in eastern europe 
no.2 in greece 
no.2 in russia

no.1 in czech republic
no.1 in ireland

no.2 in South africa
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First row From leFt to right
 

Phanuwat Wongsriphisant, managing director thailand
tim Paech, managing director taiwan

Kevin lee, managing director Philippines
Pierre coppéré, chairman & ceo

hélène de tissot, VP finance
david freeborn, managing director gulf
cyril Sayag, VP Public & legal affairs
bernard coulaty, VP human resources

seCond row From leFt to right
 

Jean-etienne gourgues, managing director Japan
glen brasington, VP marketing

Paul-robert bouhier, managing director Singapore 
Jean-manuel Spriet, managing director Korea 
cheng Keang tan, managing director malaysia 

thibaut de Poutier, managing director asia duty free
mohit lal, managing director india 

quentin Job, VP innovation & commercial development 
con constandis, managing director china 

Xavier beysecker, managing director hong Kong

First row From leFt to right 
 

thierry Pourchet, VP finance
cedric retailleau, managing director mexico

cedric ramat, VP human resources  
franck lapeyre, managing director americas travel retail  

geoffroy germano, VP marketing

seCond row From leFt to right 
 

bryan fry, managing director brasil
Patrick o’driscoll, managing director corby distillers

frank gaudet, VP operations
Philippe dreano, chairman & ceo

audrey yayon-dauvet, VP legal & Public affairs
Sergio marly, managing director argentina cluster 

Jean-francois collobert, managing director Venezuela cluster
Paul duffy, managing director united States

market Companies
The Market Companies of Pernod Ricard are responsible for promoting and  

selling the Group’s local and international brands. As the entities closest to consumers,  
they work continuously to increase their understanding of market expectations.  
Their collaborative approach with the Brand Companies allows them to tailor  

the brands’ overall strategies to the conditions of each market. The Group has outlined  
four major regions to map its international presence: Asia and Rest of the World,  

the Americas, Europe (excluding France) and France. The presentation of  
the Committees below reflects their composition on 30 June 2012.  
It does not take account of any changes occurring after this date.

pernod riCard asia

pernod riCard ameriCas

strategy

connected marKetS
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First row From leFt to right 
 

Dennis O’Flynn, Managing Director, UK • Guillaume Girard-Reydet,  
Managing Director Polska • Selçuk Tumay, Managing Director Turkey  

• Noël Adrian, Deputy Managing Director • Laurent Lacassagne, Chairman 
& CEO • Anthony Schofield, Managing Director Jan Becher • David Haworth, 

Managing Director Deutschland • Nicolas Krantz, Chief Financial Officer

seCond row From leFt to right
 

Mathieu Prot, Legal Director • Philippe Meert, Commercial  
Development Director • Christophe Lemarié, Managing Director Hellas  

• Benoit Laug, Managing Director Southern Central Europe  
• Francisco de La Vega, Managing Director, Swiss • Jean-Marc Roué, 

Operations Director • Fabrice Audan, Managing Director Nordic  
• Michel Mauran, Managing Director Italia

third row From leFt to right
 

Éric Laborde, Managing Director Eastern Europe • Jean-Louis Laborde, 
Managing Director Middle East & North Africa • Bruno Goimier, Human 

Resources Director • Francesco Taddonio, Marketing & Development Director 
• Philippe Coutin, Managing Director Iberia • Laurent Pillet, Managing Director 

Sub-Saharan Africa • Ian Williams, Managing Director Travel Retail Europe 

First row From leFt to right 
 

bernard Pech, operations and innovation director 
régis Souillet, chief administrative & financial officer 

Sylvie machenaud, communications director

seCond row From leFt to right
 

christian fiatte, commercial director
estelle rivals, human resources director 

césar giron, chairman & ceo 
mathieu deslandes, marketing director

From leFt to right 
 

Sébastien mouquet, national Sales director
michael merolli, marketing director
Philippe Savinel, chairman & ceo 

Vincent turpin, finance & administration director
Jean-charles castellano, human resources director

Jean-michel Senaud, operations director

pernod riCard europe(1)

soCiété pernod 

soCiété riCard

(1) Jean-marc bryskere, managing director of the benelux cluster, left the group on 15 September 2012.   

strategy

connected marKetS
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Sustained growth and Premiumisation are the key words for the year in Asia, where brands are building or strengthening 
their reputation through their involvement with exclusive, cultural or sporting events. This strategy has borne fruit 
with double-digit growth in numerous markets. 

asia

In 2011/2012, Asia recorded double-digit 
growth in volume, thanks to strategic brands 
such as Chivas Regal (+11%) or Martell (+14%) 
and Indian whiskies (+17%). In particular, 
Blenders Pride was the leading Premium 
whisky brand in India for the third consecu-
tive year. Furthermore, thanks to its Premiu-
misation strategy, the region witnessed strong 
growth in prestige spirits and champagnes: 
Royal Salute sales were up +19%, with Mar-
tell XO up +24%, The Glenlivet up +29% and 
Perrier-Jouët up +45%. 
This Premiumisation strategy enables Per-
nod Ricard Asia to build a strong relationship 
with the consumers of luxury products. In 
2011/2012, several innovations were brought 
to market to meet the expectations of this new 
clientele: Martell Chanteloup Perspective, 
Royal Salute Diamond Jubilee Limited Edi-
tion, created to mark 60 years of Queen Elisa-
beth II’s reign, the new L’OR de Jean Martell 
gift pack, created by designer Eric Gizard, and 
the launch in China of wines by Yao Ming, the 
international basketball star, who awarded 
exclusive distribution rights to Pernod Ricard. 
In India, the Premiumisation concept was also 
ref lected by innovations such as Royal Stag 
Barrel Select and Blenders Pride Reserve Col-
lection, the most expensive Indian whisky cur-
rently available on the market.

premiumising:  
Creating Value and eXperienCes 
Premiumisation today also means launching 
new services. As such, Pernod Ricard China 
focused its attention this year on high-income 
consumers in particular. For the second con-

secutive year, the subsidiary was present at the 
Hainan Rendez-Vous, the lifestyle fair that 
targets the wealthiest individuals in China. 
In this event the Elite Club was introduced, 
a genuine VIP service to deliver luxurious 
lifestyle to the high net-worth individuals.  
During the fair, Elite Club VIPs were offered 
gourmet menus as well as Yao Ming wines 
selected by the Cellar Master, and Perrier-
Jouët champagnes chosen by the brand’s 
ambassador. 
Members were also able to benefit from an 
exclusive programme and advantages: enjoy 
the best cigars and finest wines and spirits in 
a private lounge, access to Elite Club Pavil-
ion, Elite Club yacht and invitations to dinner 
tastings.

a presenCe reinForCed by  
wide-sCale tV Campaigns
In 2011/2012, brands also increased their 
advertising presence on television. With the 
Today’s Kings TV campaign, shot in New Zea-
land by director Jeff Darling, Pernod Ricard 
China further consolidated the luxury status 
of the Royal Salute brand. The campaign was 
part of the Noble Leadership global communica-
tion platform, which explores new dimensions 
in the luxury world and redefines the codes of 
Prestige whisky. 
Pernod Ricard India created a talking-point 
with the Men Will Be Men TV campaign around 
the brand Imperial Blue. The campaign, 
which depicts young Indian businessmen in 
comical situations, won the Abby Awards (the 
most sought-after advertising prize in India) 
for the best advertising film of the year. 

+15% 
net SaleS aSia  
and reSt of the World 
(organic groWth)

+21% 
Profit from recurring 
oPerationS aSia and 
reSt of the World 
(organic groWth)

asia and paCiFiC

HISTORY

pernod ricard established itself in asia over  
30 years ago, with two initial subsidiaries in 
thailand and hong kong, and an entity devoted 
to the asian duty Free market. its roots 
developed as it increased in size on a global 
scale. pernod ricard now has subsidiaries in  
13 of the region’s major markets.  

KEY POSITIONS 

no.1 international group in asia,  
including China, Japan, travel retail asia,  
india, malaysia, singapore, indonesia,  
taiwan, Vietnam and gulf.  
no.2 in korea, thailand, Japan  
and hong kong.
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ASIA
polo, a priVileged aCCess to the luXury world

asia is the region in which the luxury segment has increased most rapidly.  
in order to position itself within it, royal Salute sponsors the sport of kings, polo.  
in rajasthan in december 2011, Pernod ricard india organised the royal Salute  

maharaja of Jodhpur golden Jubilee cup, an ultra-exclusive tournament. in beijing, china,  
royal Salute was the main sponsor of the final of the royal Salute gold cup  

in the china open Polo tournament. the event attracted the elite of the chinese  
capital and some of the world’s best polo players. 

HONG KONG
absolut, the leading light on the hong kong art sCene

in may 2012, the 5th edition of art hK 12, hong Kong’s international art fair,  
attracted collectors, curators, artists and gallery owners from 38 countries.  

abSolut made its artistic contribution to the event in the form of the abSolut blanK 
campaign, which gave artists the chance to reinterpret the famous abSolut bottle.  

Stanley Wong, one of hong Kong’s most up-and-coming artists “got the ball rolling” by offering his 
own vision of abSolut blanK: four chinese characters meaning “to build your house  

with your heart”, in hong Kong’s national colours—red, blue and white.

DEJAVU, a short film by Wong Kar-wai for Chivas Regal 25.
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MALAYSIA
malaysian Viewers traVel the roads oF european gastronomy

in partnership with the asian food channel, Pernod ricard malaysia produced a six-episode mini-series  
entitled Great Dinners of the World. this programme follows the progress of four young asian chefs.  
as they visit france and Scotland, they organise gourmet dinners in historic locations, along with  

the finest wine and spirit brands in ultra-Premium and Prestige categories, including royal Salute,  
the glenlivet, chivas regal, martell and g.h.mumm. the campaign considerably increased  

awareness of the group’s brands, thanks to more than 500,000 viewers who watched the series. 

the dynamiC driVe oF  
a new digital Community 
Throughout the area, digital communication 
campaigns have allowed the Group’s brand 
fan communities to be expanded. In India, 
a Facebook campaign for Blenders Pride, 
the Blenders Pride Fashion Tour 2011 with star 
Priyanka Chopra, attracted 135,000 new fans 
in just four weeks. In China, the live satellite 
broadcast in eight cities of the concert mark-
ing the end of the Chivas Craft of Chivalry  cam-

paign drew 130,000 viewers. In Japan, the Café 
de Paris digital community was set up to help 
fans take their first steps in food and wine 
associations. In Tokyo, Chivas Regal used the 
very latest augmented reality technologies to 
allow consumers to discover Chivas 18 cock-
tails directly via their mobile phones.

sporting sponsorship to share Values
The sponsoring of sporting events remains an 
effective way to rapidly increase brand aware-

ness using communication platforms that can 
be pooled over different markets. This is the 
case for the Ballantine’s Golf Championship 
2012, an event that took place in Korea and 
was amplified across the region in markets 
such as Taiwan, while China hosted the Bal-
lantine’s Omega Mission Hills World Cup. 
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Pernod Ricard has long been established in the Pacific region, and some of its most well-known wine brands like  
Jacob’s Creek and Brancott Estate herald from the region. The Group is present in Australia and New Zealand as a 
distributor of wines and spirits from its portfolio, as well as in Travel Retail through its subsidiary Pernod Ricard Pacific 
Travel Retail, created in 2006.

Pacific

in australia, growth Far in  
eXCess oF market trends
In 2011/2012, in a stagnant Australian market, 
Pernod Ricard had a very good year. Jacob’s 
Creek was up +6% in value, well above the mar-
ket (+2.4% only). The brand, whose reputation 
was strengthened through its sponsorship of 
the Australian Open, was also responsible for 
the most significant wine launch of the year in 
Australia, with Cool Harvest. Brancott Estate 
also managed to outgrow the market, up 13% 
in value (with Stoneleigh), as well as Wyndham 
Estate (+17%). The largest increase was expe-
rienced by G.H.MUMM, which saw +85% in 
value, outperforming a dynamic category 

which grew at +14%. In spirits, ABSOLUT grew 
by 22% in volume while Chivas Regal, Royal 
Salute and Jameson successfully continued 
their Premiumisation strategy.

in new Zealand,  
leadership and premiumisation
In New Zealand, Brancott Estate led the wine 
category for the entire year, with an unprece-
dented activation strategy that enabled it to 
reach an awareness level of 65%. Stoneleigh 
continued its Premiumisation strategy, focus-
ing on innovation and activation campaigns. 
Jacob’s Creek remains the leading Australian 
wine in New Zealand, and Wyndham Estate 

Cool harVest, a reFreshing  
range by JaCob’s Creek
the new cool harvest range by Jacob’s creek 
was launched in australia at the end of 2011, 
by hollywood iconic star naomi Watts.  
thanks to a night harvest of the grapes,  
wines of this range are cooler and contain  
less alcohol than other Jacob’s creek wines.  
ideal for summer lunches, cool harvest  
was promoted through a major public relations 
campaign, celebrating the importance of 
moments shared among friends.

g.h.mumm, oFFiCial Champagne  
oF the 2011 melbourne Cup
for the second consecutive year,  
g.h.mumm was the official champagne of  
the melbourne cup, with a sponsorship 
operation which today represents one of  
the largest brand activation schemes  
in this part of the world. over the four days of 
the event, the g.h.mumm ViP village welcomed 
480 guests. With plain exposure, the brand was 
covered extensively, up +51% on  
the previous year.

strengthened its status as the leading Australian 
Shiraz. ABSOLUT made its mark with several 
innovative launches and Chivas Regal recorded 
strong growth of +18% in volume.

a miXed year For traVel retail
The high rate of the Australian dollar had a 
substantial impact on tourism and the level of 
passenger spending in domestic airports. How-
ever some brands did over-perform such as 
G.H.MUMM, which saw sales rocket by +86% 
in volume, and Martell which was up +29% in 
terms of volume. The launch of ABSOLUT 
Gräpevine in New Zealand was also a success, 
generating excellent sales figures.

asia and paCiFiC





SADIE COWAN
bottling team leader
ChiVas brothers

RADHIkA SHAH
area SaleS manager
pernod riCard india

From production in Scotland to 
distribution in India, a shared 
sense of attention to detail when 
it comes to Royal Salute whisky.

“ 
– the queen is invited 
too!!! i don’t remember 
how one’s supposed to 
greet her...

– am i dreaming or  
is this party  
over 6 floors...? 

”
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Across the Americas, the Group’s brands stand out thanks to their ability to innovate in complex and diverse markets. 
Increasingly sophisticated and ever more effective, these new marketing initiatives, most of which use digital media, 
create tight bonds with consumers. By establishing partnerships with the best talents of our time—artists, designers 
and creators—the brands strengthen their Premium positioning and create value.

aMericas

HISTORY

eleven years of continuous growth and  
three major acquisitions (acquisition of 
seagram in 2001, allied domecq in 2005,  
and absolut in 2008) have breathed new life  
into pernod ricard americas. since 2006,  
this entity has managed the group’s  
business in the americas where pernod ricard  
has achieved strong positions in both  
the northern and southern parts of  
the continent, thanks to its widespread 
distribution network. over the past ten years, 
pernod ricard americas has seen  
an eleven-fold rise in volumes and  
a thirteen-fold rise in sales.

KEY POSITIONS  

no.2 in volume in the americas, 
no.1 in mexico, no.2 in Canada,  
no.3 in the united states,  
no.3 in brazil, no.1 in argentina,  
no.1 in premium vodka, gin, irish whiskey,  
no.2 in scotch.

+6% 
net SaleS  
(organic groWth) 

+4% 
Profit from recurring 
oPerationS (organic 
groWth)

aCCelerated innoVation
In a very fast-changing environment, Pernod 
Ricard Americas is helping its brands to evolve 
and entirely rethink the consumer experience 
by using a sophisticated mix of interactivity, 
technology and creativity. Innovation is a key 
driver of growth. It also encourages a continu-
ous improvement approach and a collabora-
tive culture amongst its teams. 
In 2011/2012 , Corby Di st i l ler ies and  
Pernod R icard USA were par t icu larly 
dynamic, with several original initiatives. Per-
nod Ricard USA created a joint venture with 
the Avión company to produce and develop  
the ultra-Premium tequila of the same  
name, thereby becoming the brand’s exclu-
sive dist r ibutor throughout the world.  
Avión tequila built momentum in a break-
through manner by appearing in major  
episodes of the seventh season of HBO’s 
Entourage TV series. This year, Pernod Ricard 
USA also launched ABSOLUT Miami, an 
addition to the ABSOLUT City Series, which 
pays tribute to the spirit of the world’s greatest 
cities using local flavours. 
In Canada, Corby Dist il leries launched  
the second edition of the “i-bar” instant bar 
concept, bringing together technology and 
the art of mixology. To access the digital bar, 
consumers can scan a QR code or go to  
www.ibarbasics.com and choose from 35 deli-
cious cocktail recipes all based on five Pre-
mium spirits from the Pernod Ricard group. 
The concept generated over $1 million in in-
store sales. Another innovation for Canadian 
vodka brand Polar Ice is the Polar Ice® Cube, 

a 1.75 litre pack that meets the growing con-
sumer demand for larger pack sizes. Addition-
ally Pernod Ricard Brasil made strides in 
innovation with the launch of a special limited 
edition bottle, ABSOLUT Rio, designed by 
Oskar Metsavaht, Creative Director of the Bra-
zilian fashion house, Osklen.

Creators and brands, the perFeCt matCh
A partnership brings together two ambitions, 
two visions, and two cultures to create some-
thing new. For Pernod Ricard, every artistic 
partnership is first and foremost a meeting of 
minds, giving the brands that extra touch of 
soul. 
In 2011/2012, several projects across the 
region perfectly illustrated this approach, 
including the collaboration between ABSO-
LUT and the electronic dance music trio, 
Swedish House Mafia, or the creation of Mal-
ibu Red, the result of an exclusive partnership 
between Malibu and RnB star Ne-Yo acting as 
the Creative Director behind the product. 
Pernod Ricard Brasil launched a partnership 
between Ballantine’s and electronic music 
superstar Tësto to win over new consumers. 
Social media is essential in reaching young 
Brazilians: the programme thought up by Bal-
lantine’s therefore included a DJ competition, 
with online voting. The winner had the oppor-
tunity to play a DJ set prior to a giant Tiësto 
concert. After the concert, the Ballantine’s 
Facebook page gained 140,000 new fans. 
Another example is the collaboration in 
Colombia between ABSOLUT and one of the 
most highly-acclaimed local rock groups of 
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the moment, The Mills. This collaboration 
allowed to activate the brands in many differ-
ent ways and generated a strong return on 
investment. 
Lastly, partnerships with renowned artists 
remain a tried-and-tested way of creating a 
high-quality aura around a brand. Ballan-
tine’s entered such a partnership in Latin 
America with the Art of Beyond programme, 
enabling three contemporary artists from 
Mexico, Chile, and Argentina to create three 
exclusive works inspired by the Ballantine’s 12 
year-old brand. Via broadcasts on the web and 
a PR campaign, this operation strengthened 
brand awareness across the entire region.

premiumisation, a winning strategy 
The Luxury products market is constantly 
changing, and consumers are increasingly 
demanding. With this in mind, Pernod Ricard 
Americas is developing several approaches to 
feature its brands in the luxury world. One 
such approach consists of linking a brand to a 
prestigious cultural or sporting event. Thus 
Royal Salute is today synonymous with polo, 
the ultimate royal sport. In 2011/2012, by 
sponsoring the largest polo competitions in 
Brazil, the brand strengthened its strong ties 
with influential figures and reinforced its sta-
tus as a luxury brand. For its part, Perrier-
Jouët became involved in cinema, through a 
partnership with the Toronto International 
Film Festival. During the 2012 festival, the 
brand’s champagne lounge attracted the 
press and decision-makers, generating over 
9.2 million press leads.

Premiumisation also means launching new 
products, such as ABSOLUT ELYX regionally 
(except in the United States), and Jameson 
Select Reserve Black Barrel in the United 
States at a price Premium of 35% compared to 
Jameson Original. Premiumising through 
brand and product enhancement includes the 
redesign of Plymouth gin’s iconic bottle in the 
United States and PR Mexico’s “Martell 
Trunk”, a luxury case made by celebrated 
trunk makers Pinel&Pinel.

digital in the spotlight
For Pernod Ricard, improving the presence of 
its brands in social media is a key strategic 
objective, achieved by putting these new for-
mats at the heart of increasingly optimised 
marketing campaigns. Today, the tendency is 
to launch local campaigns on a large scale, 
thereby making the most of significant vol-
umes of contact s. In 2011/2012, three  
Premium brands in particular rolled out inno-
vative digital strategies, breaking new ground 
in the relationship between consumers and 
their brands. 
In Brazil, Chivas Regal took advantage of the 
exceptional penetration rate of social net-
works in the country to build up its reputation 
and base communication around the new val-
ues of the platform Live with Chivalry. In  
Venezuela, the brand gave consumers the 
opportunity to discover Chivas 12 YO “at 
home”, with the ‘Chivas House Party’ concept. 
This concept, accessible via Facebook, pro-
vides everything needed for a successful even-
ing, from the bar to the DJ and even the  

malibu red, a totally new eXperienCe
With malibu red, a completely new mix of rum and tequila,  

malibu is reinventing the flavoured rum category.  
With this launch, under the artistic direction of rnb singer  

ne-yo, the brand offers a full sensory experience,  
ranging from the video and the song composed especially for  

the occasion to the malibu red recipe itself.
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mentions on blogs or online magazines and 
over 43 million press leads. Lastly, 32,000 new 
Facebook fans and 2,000 Twitter followers 
joined the brand.

strategiC brands at the heart oF growth
To build strong brands and generate sustain-
able growth, Pernod Ricard Americas focuses 
its efforts on strategic brands. Its activations 
encourage consumers to endorse  the brand, 
thanks to a creative and innovative market-
ing approach integrating both traditional 
media forms and new digital media. Thus 
in 2011/2012, Pernod Ricard USA and Irish 
Distillers created a new episode in the adven-
tures of the charismatic John Jameson, with 
the Hawk of Achill ad. Staying in the United 
States, ABSOLUT paid homage to the LGBT 
community with ABSOLUT Outrageous and 
a new advert created by David LaChapelle. 
The campaign, which included online ele-
ments, a mobile app and launches in clubs 
and bars, triggered high media attention. In 
this same market, Chivas Regal created the 
1801 Club, offering its members exclusive 
access to invitation-only events in a number 
of cities. In Mexico, where home-based alco-
hol consumption is rising fast, Pernod Ricard 
Mexico launched the Domecq in Da House 
programme. At the heart of this marketing 
strategy are opinion leaders who play the role 
of brand ambassadors. After a ten months 
deployment in three key cities, it reached 500 
sponsored events. Pernod Ricard Uruguay 
gave its consumers the chance to take part in 
Ballantine’s Plan Bar, an online competition to 
create a summer bar from scratch. In the four 
weeks leading up to the opening of the bar in 
Punta del Diablo, the project was the subject 
of intense media buzz. Over 2,000 applicants 
tried their luck and over 30,000 people visited 
the finished venue.

photographer and the layout. Another inno-
vation is Chivas Reality, the first reality show 
(broadcasted over seven weeks on Facebook 
and Twitter) bringing together local Domini-
can celebrities who celebrate various values 
associated with the brand through an interac-
tive competition.
Pernod Ricard Brasil asked 12 fashion design-
ers to create 12 designs for the launch of 
ABSOLUT Mode. The collection’s virtual cat-
walk show on Facebook was first shown to a 
restricted audience. The collection was then 

opened up for sale to the general public, who 
were able to follow the entire creation process 
online, from the initial inspiration through to 
production of the designs. In the United 
States, where station Radio Maliboom Boom 
is still broadcasting, Malibu launched an 
online competition to recruit the host of a 
tour sponsored by the brand in ten United 
States cities. The brand also organised a viral 
game on Facebook, Beach Club, designed to 
widen consumption of Malibu beyond the tra-
ditional summer period. It generated 190 

2

3

1

1  UNITED STATES 
absolut goes higher and Further
in partnership with abSolut, Swedish electro group  
Swedish house mafia wrote a song entitled Greyhound 
especially for the brand, along with a video.  
broadcast on web tV, mobiles and social networks, 
“greyhound” was also played live by the group  
in florida and california. dubbed “the greyhound”,  
both private events featured a fiery one-hour  
performance by the band, set against a backdrop  
featuring the campaign imagery and surrounded  
by bars serving the abSolut greyhound cocktail.  

2  BRAzIL
braZil embraCes absolut elyX
in the elite garden city Shopping centre in São Paulo,  
the first seasonal pop-up store of its kind showcased  
the launch of abSolut elyX in brazil.  
a rustic design was chosen for this exclusive store,  
in reference to the copper vats where the spirit  
is purified during its distillation. throughout the campaign, 
which lasted two months, customers were offered  
the opportunity to purchase abSolut elyX and  
experience four different hand-crafted exclusive  
abSolut elyX cocktails.

3  AMERICAS
ChiVas regal: Friendship without borders
initially designed as a tV ad, the Real Friends campaign, 
produced by filmmaker Joachim back, has turned into  
a veritable project for the entire americas region,  
marketed jointly on the united States, brazilian and  
mexican markets, with a particular emphasis placed on  
digital communication. in brazil, Real Friends brought  
the brand closer to consumers, as chivas is now  
perceived as the ideal brand for sharing good moment  
with friends. in mexico, key indicators of the brand  
moved significantly to make chivas a more iconic and 
sought-out Premium brand. thanks to a dedicated  
platform, consumers can also share their “real friends” 
moments by uploading stories, with music and pictures.
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In Western Europe, despite a tough economic environment, the Group’s brands continued to win market share and 
their potential for further progress remains substantial. In Central and Eastern Europe, Premium brands, supported by 
increased marketing investment, kept their promises with double-digit growth. This good performance is based on two 
cornerstones: growing brand interaction with consumers, in particular by pushing further and further digital 
communications, and a commercial strategy that is able to adapt to the rapidly changing world of distribution.

euroPe

HISTORY

present in europe since its establishment in 
1975, pernod ricard is the only wines and 
spirits group to hold self-owned distribution 
companies in all the continent’s key markets.

KEY POSITIONS  

no.1 in europe including France(1),  
no.1 in western europe, including France,  
no.3 in eastern europe,  
no.1 in premium and super-premium segments, 
pernod ricard has a portfolio of leading 
international brands in almost all key 
segments, like ballantine’s, Chivas regal, 
Jameson, absolut, havana Club and beefeater, 
and leading local brands such as ramazzotti 
bitter, ararat brandy, ruavieja and becherovka 
liqueurs, mini ouzo and wyborowa and 
luksusowa vodkas. 
(1) international spirits.

+2% 
net SaleS  
(organic groWth)

+4% 
change in Profit from 
recurring oPerationS 
(organic groWth)

the group resists in western europe
In Western Europe, despite all well-known dif-
ficulties, the Group’s brands performed well in 
2011/2012. In Southern Europe, some catego-
ries continued to grow: in Spain, Beefeater was 
the highest performer in its category. In that 
market, the fiscal year ended on a positive note 
with the launch of Ritual dark rum by Havana 
Club. Thanks to a more favourable economic 
situation, Germany had a good year: all inter-
national categories, particularly rum and 
vodka, grew in value by 5-10%. Havana Club, 
ABSOLUT and Malibu, which continued to 
win market share, still have the potential to 
make further progress on this market. As for 
Jameson, a marketing test conducted in the 
Berlin region showed that the brand had great 
growth opportunities. Lastly, the British mar-
ket remained stable with regards to volumes, 
despite an increase in indirect taxes. Driven by 
important investment, Malibu had a very suc-
cessful year in the United Kingdom, mainly 
thanks to new products like Malibu Cans.

a Very strong dynamiC  
in Central and eastern europe
In Central and Eastern Europe, Pernod 
Ricard, which is now clearly dominating 
this market, continued to make progress in 
2011/2012. Russian GDP increased by 4%, 
due specif ically to high oil prices, which 
stimulated the import of spirits with a nota-
ble progression of over 15% for whiskies. The 
Ukrainian and Kazakh economies were also 
particularly dynamic. In Poland, the sales of 
whiskies, which tend to substitute local vodka, 

increased sharply. In Turkey, a reduction in 
duties on imported spirits, which occurred in 
June 2012, is expected to encourage the con-
sumption of international brands, especially 
whiskies. 

eFFeCtiVe inVestments
Pernod Ricard sped up its investment in Cen-
tral and Eastern Europe. In Russia, promo-
tional budgets were raised with a particular 
focus on Premium brands. Results were con-
clusive, with high growth in whisky sales: +24% 
for Chivas Regal, +45% for Jameson, the two 
f lagship brands on this market, and 51% in 
growth for Ballantine’s. Thanks to the new 
design of its bottle and an active promotional 
campaign, Armenian brandy ArArAt wit-
nessed a sharp upturn of +23%. Ballantine’s 
continued to grow in Poland (+15% in vol-
ume), and experienced a positive turnaround 
in growth in the Balkans, where sales had stag-
nated during the economic crisis. In Turkey, 
Chivas Regal had another record-breaking 
year at +30%, while ABSOLUT launched a 
limited edition, ABSOLUT Istanbul.

digital marketing at  
the heart oF the strategy
Pernod Ricard has made the digital transfor-
mation of its marketing activities a priority on 
all European markets, with the aim of becom-
ing the most cutting-edge company in this 
area. A particular emphasis was placed on 
social networks, w ith a very signif icant 
increase in the number of Facebook fans, par-
ticularly in Spain, Italy, Scandinavia, Poland, 





GRéGORy AlIBAUX
international brand director
haVana Club international 

FERDINAND BARCkHAHN
marKeting manager
pernod riCard deutsChland

Havana Club and Germany, a duo 
whose success cannot be denied. 

“ 
– your attention please! 
all passengers for 
havana are invited to 
board! 

– someone should tell 
him that they invented 
the microphone a long 
time ago. 

”
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as MySpace and Spotify™. The videos shown 
on the two web TV sites were seen over a mil-
lion times. In the United Kingdom, Pernod 
Ricard created ABSOLUT BLANK LIVE to 
capture the interest of trendsetters. The 
brand enabled consumers to make their video 
profile in a mobile studio, and then saw these 
brought together on a bottle of ABSOLUT 
during a concert hosted by DJ Jamie XX at 
Village Underground.

Turkey and the Balkans. Smartphone apps 
have been developed to promote consump-
tion modes, such as making a mojito with 
Havana Club. What’s more, digital communi-
cation projects and platforms were rolled out 
across Europe. For instance, the Beefeater 
project in Spain, the Big Bad London Digital 
Project, combines a website, two YouTube™ 
channels, a Facebook page and a musical pres-
ence sponsored by the brand on portals such 

2

3

1

1  TURKEY
absolut elyX, absolutely Visible
abSolut elyX was launched in istanbul  
in summer 2011. to make the event happen,  
several pop-up shops were opened and invitation-only  
events were organised. the brand also developed  
partnerships with Premium distributors such as  
the W hotel and the angelique luxury night club. it also  
provided events for barmen to discover abSolut elyX.

2  RUSSIA
ararat, the heart oF armenia 
in russia, the launch of ararat dVin brandy  
was celebrated at the art Studio theatre in moscow.  
it was an exceptional tasting evening that brought together 
50 ambassadors for this brandy, which expresses  
the quintessential nature of armenian culture, for  
a show organised by actress and philanthropist  
chulpan Khamatova. this year, the brand also opened  
its own museum in the russian capital within  
the armenian Pavilion.

3  SPAIN
ritual by haVana Club,  
optimism brought to spain
Pernod ricard españa has launched a new dark rum,  
ritual by havana club, since spring 2012.  
this product, targeted at Spanish young adults,  
is an easy-to-drink rum to be mixed as a long drink.  
it is advertised with the line Hoy quiero a todo el mundo  
(today i like everybody!), an invitation to optimism.
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CommerCial eXCellenCe as  
the key to perFormanCe
In a rapidly changing economic environment, 
Pernod Ricard is continuously adapting its 
commercial strategy. In Western Europe, con-
sumer spending today tends to be switching 
from “on-trade” (bars, restaurants) consump-
tion to drinking at home. As such, discounter 
shops and e-commerce are the only distribu-
tion channels to record double-digit growth. 
To capitalise on this growth and follow new 
purchasing patterns, Pernod Ricard has 
launched a number of initiatives: online man-
agement of key account customers, category 
management initiatives in key countries, or 
further segmentation of consumer and pur-
chasing behaviour by consumer types. This 
approach was also applied to Travel Retail, a 
channel in which Pernod Ricard conducted 
the most in-depth study of buyers’ behaviour. 
This has helped understanding the relative 
importance of gifting versus purchases for 
own consumption, by nationality. It has also 
shown the importance of promotions and 
impulse buying for certain categories of spir-
its. Furthermore, in response to the high 
growth of markets in Central and Eastern 
Europe, Pernod Ricard decided to accelerate 
its investments in these emerging countries, 
strengthening its sales structures, its know-
how and commercial resources. Lastly, the 
Group launched a segmentation programme 
for the world of on-trade outlets. The goal is 
to achieve better targeting of its investments 
and optimise the time spent by its sales teams 
on different categories of establishments.
For 2012/2013, innovation and Premiumisa-
tion remain essential challenges for Pernod 
Ricard in Europe. The year will be marked by 
the launch of Aperitivo by Ramazzotti in Italy. 

Furthermore, this year will see the rollout of 
ABSOLUT ELYX across Europe, along with 
new Malibu products. In total, some 20 inno-
vations should be brought to the market. 

SPAIN
g.h.mumm arriVes in madrid
Pernod ricard Spain has managed to  
rise to the challenge of recreating  
the atmosphere of the house of g.h.mumm  
in the heart of madrid. the champagne brand 
took over a luxurious pavilion belonging to  
a 5-star hotel for a week, turning it into  
a replica of the reception house of  
g.h.mumm to offer a programme  
based around gastronomy and champagne 
(michelin-star lunches, oyster bar, 
professional tasting sessions, etc.).  
the operation, which was the subject of 
intense media coverage, helped increase 
brand awareness in the run-up to  
the end-of-year celebrations.

The Mojito Embassy of Milan. 
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suB-saharan africa

The Middle easT and norTh africa

growth oF the iConiC brands
Over the past 15 years and through its successive acquisi-
tions, Pernod Ricard has seen steady growth in the Mid-
dle East and North Africa, thanks to a portfolio of iconic 
brands that are well suited to local demand. 
In 2011/2012, despite a very difficult political and eco-
nomic environment, Pernod Ricard Middle East/North 
Africa (MENA) saw its volume sales increase by 9%, led 
by ABSOLUT (+18%) and Chivas Regal (+7%). ABSO-
LUT is the leading vodka brand in the region, this year 
launching the ABSOLUT BLANK campaign in Israel, 
in partnership with Israeli artist Nir Hod. Chivas Regal 
confirmed its status as number 1 challenger in the super-
Premium whisky category, winning market share in key 
countries such as Lebanon where the brand was a partner 
to the MENA Cristal Festival for advertising. Already the 
leader for imported spirits in Morocco, Pernod Ricard 
will strengthen its presence there in 2012 by establishing 
a full-fledged subsidiary.  

sub-saharan aFriCa, new areas For growth
Sub-Saharan Africa represents a new frontier for  
Pernod Ricard, which consistently strengthens its foot-
print in the region. The Group established its first Sub-
Saharan African subsidiary in South Africa in 1994. 
Eighteen years later, Pernod Ricard South Africa is the 
number 3 spirits company in the country, with 12% mar-
ket share of international spirits. Jameson, the country’s 
most popular whiskey brand, leads the Premium whiskies 
category (excluding Scotches). 
The Group quickly expanded on its bases on the con-
tinent, with subsidiaries or representative offices in 
Namibia, Ivory Coast and Gabon. Today, it has high 
hopes for the region, as shown by the planned creation 
in 2012 of a new representative office in Ghana and three 
new subsidiaries, in Angola, Nigeria and Kenya. In order 
to train and federate teams from these new entities, in 
2012 the Group opened a Business and Brand Academy  in 
Johannesburg. The first sessions took place this year, 
bringing together interns from Kenya, Reunion, Angola, 
Ghana, Senegal and Ivory Coast. 

LEBANON
absolut on FaCebook
in order to improve its consumer awareness in lebanon, 
abSolut strengthened its presence on social networks. 
the brand took advantage of the glamorous aura 
surrounding the abSolut mode limited edition to launch 
its facebook page and twitter feed. the inauguration  
plan also included an eagerly awaited concert event 
featuring armin Van buuren. Widely publicised in  
the media, the campaign was a great success:  
the abSolut facebook page is now the leading page  
in lebanon among spirits. With nearly 40,000 new fans  
in five months, it is the most commented-on  
facebook page for a vodka brand in the country.

SOUTH AfRICA
ChiVas regal stands side-by-side with the leaders

in July 2012, chivas regal launched the chivas leadership Programme in South africa.  
these monthly seminars, led by external specialists in verbal communication techniques,  

are designed for current and future leaders of the business world. at the end of each conference,  
participants are invited to get together to sample chivas and dine together.
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Sharing eXPerienceS,  
a Key Vector of ProgreSS

Gathering the best of local know-how; optimising practices together and sharing them 
with the entire Group: such is the work of the Pernod Ricard Commercial Develop-
ment Department (PRCD). Dedicated to strengthening Pernod Ricard’s Commercial 
leadership, Patrick Castanier, Director of the Department, says: “Our entrepreneurial 
model promotes the development of skills and good practices that bring us closer to our consum-
ers and our customers in every market. To take it further, our approach draws on the expertise of 
our affiliates, so that they can feed the global know-how, which, in turn, enhances their exper-
tise. It’s a virtuous circle.” 

Collaboration and a culture of sharing are the key ingredients for this winning mix. 
After identifying priority areas of action (such as ‘Category Management’, ‘On-Trade 
Segmentation’, ‘Pricing Management’, etc.) the Department fostered the creation and 
coordination of communities of experts and Sales Directors (COMAG). “It’s an effective 
method for staying close to the ground and promoting buy-in,” says Patrick Castanier. Their 
role is to share their experiences, establish a common language, and support the wide-
spread adoption of the optimised practices. The initial results can already be seen: a 
solution developed in Spain led to a shared On-Trade Segmentation model (PROS)
that can classify customers (and consumers) into homogeneous groups in order to 
better meet their expectations. “We used this initiative as a starting point, and enhanced 
it with other best practices from Europe, the Americas and Asia to create an all-purpose solution 
which can be tailored to the market maturity level,” explains Patrick Castanier. It has already 
been adopted by 34 markets and is supported by the brand owners. The Department 
successfully applies this same approach to other areas, such as Category Management 
with ‘Spirit Time’, and with bartenders. For the latter, an iPad training programme 
has been developed based on experiences in Mexico and the United States, as well as 
the teamwork of a panel of experts. “Our secret is the constant improvement of our ability to 
work together. By doing so, we foster the development and the adoption of our best practices. And 
that’s what counts, because, in the end, it’s not the best practice that makes the difference, but its 
adoption in the broadest sense. These examples are an excellent illustration of that,” concludes 
Patrick Castanier. 
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In 2011-2012, the Ricard Company reaf-
firmed its two major strategic focuses: 
Premiumisation and innovation. It contin-
ued its brand upscaling strategy by adding 

two new brands to its portfolio for wine merchants: Augier cognac and Powers Gold 
Label, the oldest of Irish whiskeys. 

the impaCt oF ColleCtions
Société Ricard multiplied its innovations throughout the year. Clan Campbell 
launched its first collection, Elements, composed of four glow-in-the dark bottles 
labelled Earth, Fire, Water and Air, mainly aimed at night clubs and bars. To celebrate 
the arrival of summer, Pacific, the non-alcoholic aperitif range, added a new strawberry 
flavour. Launched last year and praised by a panel of consumers, Malibu Fresh, the 
minty Malibu product, was named as one of the ‘2012 Flavours of the Year’, and ben-
efitted from a national billboard advertising campaign, particularly in coastal areas. 
In the on-trade, Malibu Fresh was available through the Fresh Box, a dispenser in the 
product’s colours which allows shooters to be served at the ideal temperature. 

absolut Vodka Viewed by artists
With artistic collaborations still being a key factor in the 
brands’ growth and image, ABSOLUT Vodka once again 
paired up with renowned artists in 2011-2012. Fashion designer 
Gareth Pugh created a thoroughly unconventional limited-
edition ABSOLUT bottle which features oversized wings and a 
label in black leather. A poster for ABSOLUT by artist Simon 
Schubert, created with no ink, no chlorine, and on 100% cel-

lulose paper using micro-folds, was displayed in December inside a bus shelter on the 
prestigious Avenue de l’Opéra in Paris, at the same time as the national campaign 
ABSOLUT PURETÉ.

CreatiVity hailed by proFessionals
The year was rich in awards. The new Ricard bottle was honoured by the first prize 
at the Marketing Design Awards 2011 in the ‘Packaging’ category, and first prize at 
the Trophées LSA de l’innovation in the ‘Food Design’ category, while the limited 
edition of Chivas Regal 18 by Vivienne Westwood won two awards (Stratégies Grand 
Prix for Design and Stratégies Grand Prix for Luxury 2011). Several advertising 
campaigns also received awards, including ABSOLUT Pureté (Effie Gold), and the 
Ricard campaign 80 ans et toujours jaune (2012 Stratégies Grand Prix in Advertising). 
In June 2012, the ‘Place Ricard’ CRM programme won the Stratégies Grand Prix in 
the ‘Customer Relationship Management’ category (CRM). 

+13% 
for abSolut in france  
(organic groWth) 

the yellow brand turns 80
to celebrate the company’s 80th anniversary,  

ricard staged an exhibition at the musée des arts décoratifs  
in Paris which looked back on nine key moments in  

its history, displayed through nine blue and yellow island 
displays created by the architects Jakob and macfarlane.  

lillet rosé, an aperitiF soon  
to be launChed in FranCe
as owner of the lillet brand, Société ricard 
introduced a new version of this wine-based 
aperitif, which is already available in  
white and red: successfully launched in  
early 2012 in the united States and germany, 
lillet rosé will be available in france at  
the end of 2012.

FranCe

france
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reserVed For wine merChants
Wine merchants bring to champagne brands the guarantee  

of selling volumes and spreading a prestigious image.  
that’s why g.h.mumm launched its expert range  

exclusively for them. in its first year, the range achieved  
its objective of winning over 300 wine merchants.

In a difficult economic environment, the brands distributed by Market Companies Pernod and Ricard continue to drive 
the French market, with product innovations, new ways of consuming and artistic collaborations. They are also 
multiplying their digital initiatives, whether aimed at consumers, customers or employees. 

HISTORY

in 1805, henri-louis pernod founded the company pernod Fils.  
in 1932, with pastis ricard, paul ricard invented the first 
French-style long drink. in 1975, the two companies,  
ricard and pernod, then competitors, joined forces to conquer 
international markets by creating the pernod ricard group. 

KEY POSITIONS

société ricard is the leader of the French spirits market with a 17.6%(1) market share.  
the ricard brand is the no.1 anise-based spirit, and Clan Campbell is the no.1 premium 
scotch whisky in France. Chivas regal, Jameson and absolut are leaders of  
their respective segments. in the pernod company portfolio, the g.h.mumm,  
havana Club, aberlour and suze brands are the leaders of their markets and  
ballantine’s is the no.2 premium scotch whisky. havana Club is the no.2 premium rum.  
with the two founding companies, the group is no.1 in France for whiskies, anise-based 
spirits, bitters, premium vodkas and premium rums.
(1) nielsen, cam at end June 2012, in value.

For the brands in the Pernod portfolio, innovation 
also continued to represent an indispensable 
source of growth. This is reflected in new launches, 
as well as investments that are increasingly aimed 

at digital communication (new ways to launch products, new routes-to-market and 
new methods for engaging consumers). 

innoVation driVes growth
Three innovations propelled the Suze brand back to growth in 2011/2012: two 
flavoured products (berry and citrus) and Suze pour bière. The brand enjoys very 
strong awareness rate (90%) but its bitter taste profile slows the frequency of con-
sumption. The two f lavoured products, sweeter in taste, captured 220,000 new 
buyers in 2011. As for Suze pour bière, by enhancing the taste of beer, a new bitter 
has been created at an attractive price. Another initiative was the reformulation of 
Soho Litchi, reducing its alcohol content and introducing two new versions, Soho 
Caïpi Thaï and Soho Gloss, for use in cocktails. Each of them targets a difference 
audience (respectively, buyers of cocktail bases, young adults and women aged 

25-35), but they are all offered at the same price point and 
are covered by a cross-channel marketing activation. With 
these launches, the brand gained 1.3 point in market share. 

boom in digital media and soCial networking 
The year was also marked by a plethora of digital initiatives: 
acceleration of e-commerce with qualitative brand listings 
on 19 targeted websites (compared to just four in 
2010/2011); distribution of professional smartphone apps 

to members of the sales force; launch of a customer portal; and creation of con-
sumer apps with 51 Piscine and Havana Mojito. With the latter, Havana Club has 
created an app that shows consumers the right way to create their mojitos. The app 
was downloaded 15,000 times in three days and this figure continues to rise. It is 
part of an overall marketing strategy that covers traditional media, as well as a pres-
ence at festivals, the on-trade and supermarket retail. For its part, Pernod Absinthe 
was the focus of a large-scale relaunch based on an upmarket digital platform. By 
highlighting the connection between the brand and the world of design, it captured 
1,500 Twitter followers and over 8,200 fans on Facebook.

+1% 
groWth in  
the Pernod comPany’S  
net SaleS 

diVe into 51 pisCine
in a lacklustre pastis market, Pastis 51 is a challenger,  

but remains a flagship brand. to relaunch the category and  
attract a target market of trendy urban consumers and women, the 

brand launched the 51 Piscine ritual: a longer 51 pastis drink, 
mixed with more water, served well-chilled with lots of ice in  

a large glass goblet designed by tabas, a marseille artist.





HélèNE DESCAMPS
cuStomer SerVice manager
pernod s.a.

GAëllE AVElINE
area manager
riCard s.a.

Connected by a shared sense of 
customer relationship in France.

“ 
– your 80th birthday 
party was fantastic!  
you haven’t aged a bit!

– thank you, darling.  
it wouldn’t have been  
the same without you...

”
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connected
COMPANy

A pioneer of responsible drinking, Pernod Ricard made  
Corporate Social Responsibility a primary commitment at an early stage.  

Attentive to its employees and to concerns about public health and  
protecting the environment, the Group also encourages artistic creation and 

entrepreneurial spirit. In the field of human resources, it promotes  
individual development and people collaborations. In CSR, it is increasing  

local actions by working closely with associations representing civil society. 
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Pernod Ricard has put Group Human 
Resources and Corporate Social Responsi-
bility under the same management. What 
are the reasons behind this decision? 
Three years ago, we highlighted how Corpo-
rate Social Responsibility was a key issue, as 
much for our business as for our employees. We 
naturally decided to elevate this function to the 
strategic level of the General Management and 
to attach it to the Human Resources Depart-
ment. This Department is, of course, one of the 
main conduits for communicating information 
about our CSR policy to all employees. Our 
commitments are above all conveyed by their 
front-line ambassadors, the Group’s employ-
ees. Pernod Ricard’s priority is to promote 
responsible drinking and we aim to be exem-
plary. However, CSR naturally  also applies to 
other concerns in line with the Group’s values, 
such as environment protection.  

last year was marked by the launch of 
numerous projects in both CSR and Human 
Resources. What progresses have been 
made in this area? 
All initiatives adopted in 2010/2011 have been 
deployed or are in the process of being 
deployed. In Human Resources, the projects 
are in line with the Group’s goal of giving 
employees the means to manage their own 
careers, by offering them long-term support. 
To this end, the Group is implementing tools 
based on common standards, which ensures 
consistent management of Talents across all 
subsidiaries. The job mapping project was 
finalised in 2011. Since June 2012, we’ve been 
rolling out a new HR information system, 
DARE (Develop, Assess, Recognise, Engage), 
which will underpin the tools shared between 
managers and employees. These tools will 
take on greater importance with the next per-
formance reviews, based on skills standards 
for each function, as well as for leadership. 
Employees will thus have fair and constructive 
feedback from their managers on their per-
formance and their career development plans 
within the company. In addition to affirming 
the shared principles that are vital in a decen-
tralised Group, these tools for assessing skills, 
leadership, managing careers and mobility 
ensure the uniformity of our actions. They 
also guarantee a very high level of transpar-
ency. Lastly, Pernod Ricard University offers 
employees development t ra ining pro -
grammes, designed in large part based on 
information gathered by these new tools. 
As for CSR, the system supporting the deploy-
ment of the platform launched last year is now 
operational. We have created a network of 
regional CSR leaders who act as liaisons with 
the subsidiaries. A ‘CSR Advisory Committee’ 
steers policy at Group level, based largely on 
the contributions of these CSR leaders. 

for the first time, a global opinion survey 
(I Say) was conducted within the Group to 
assess the workplace atmosphere. What did 
you note from the results released in late 
2011? 
First of all, the very high participation rate of 
80%. This ref lects by itself the employees’ 
commitment to the company. Next, I noted 
the excellent scores compared to the panel at 
Towers Watson, which conducted the survey. 
We are ranked among the best in the ‘Fast 
Moving Consumer Goods’ sector, and among 
the top 25 companies worldwide across all cat-
egories. Employees say they are proud to 
belong to the Group (93%) and strongly sub-
scribe to Pernod Ricard’s values (94%). We’ve 
shared the overall results of the survey with all 
employees, as well as the results at local level. 

This allows managers to better pinpoint needs 
as well as areas for improvement in managing 
their units or teams. At Group level, one of the 
areas identified was the need for even greater 
networking to speed up innovation. As a con-
sequence we’ve just launched an enterprise 
social network, Pernod Ricard Chatter®. 

How will this enterprise social network pro-
mote greater cross-functional collabora-
tion?
Pernod Ricard Chatter® is a key element in 
speeding up project development and innova-
tion. Given the Group’s size, the Brand Compa-
nies and Market Companies need to be inter-
connected in a very fluid way in order to test 
their ideas, share information and best prac-
tices. Such exchange between employees 
around the world is critical. The tool should 
allow them to query the network instantly, com-
municate more easily, quickly and informally. 

In developing a culture of leadership and 
Talent, Pernod Ricard university plays a key 
role. What are its priorities?
Pernod Ricard University is a project launched 
in 2010. Its management team is in place and 
has begun to reshape some programmes and 
create new ones, particularly on leadership. 
The very popular Top Executive programme, 
run in collaboration with Insead, will be 
expanded to make it more accessible to a 
greater number of people. We are also cur-
rent ly rev iew ing our overa l l  t ra in ing 
approach. Previously, on the one hand we had 
a Global Centre that dispensed high-level 
training to 500 participants a year, and, on the 
other, training provided by the subsidiaries at 
their own initiative, without much overall 
coherence between the two. Today, the prior-
ity is to build a comprehensive and uniform 
policy hinging on three elements: Group pro-
grammes, some of which will be offered in the 
four regions that make up our network; train-
ing courses specific to our activities, also on a 
regional basis; and more localised training 
that fits within the Group’s policy. Pernod 
Ricard University also supports Group-wide 
initiatives, such as Responsib’ALL Day and 
Pernod Ricard Chatter®.  

Promoting responsible drinking is the main 
focus of the CSR platform. How would you 
assess the second Responsib’All Day?
For the second year in a row, the Group organ-
ised a ‘Responsib’ALL Day’. The idea is that 
all employees join forces simultaneously, 
around the world, to support a common cause 
and to act concretely with their families or the 
outside world. The success of this event is 
growing, even though this year’s theme ‘Alco-
hol and Youth’, was more complicated to 
address than last year’s ‘Drink Driving’. In the 
context of worrying rise of the ‘binge drink-
ing’ phenomenon, the Group wanted to draw 
attention to this social issue. Pernod Ricard is 
by nature a legitimate player to lead awareness 
campaigns reminding the public that alcohol 
is not an ordinary product. All employees have 
thus been trained to be a mentor, or to be more 
involved as a messenger. The momentum cre-
ated goes beyond just the dedicated day, and 
facilitates the development of other projects. 
For example, last year’s Responsib’ALL Day 
led directly to the funding and development 
of the ‘Safe Roads 4 Youth’ initiative, in Viet-
nam, Argentina and South Africa. This is a 
key factor of our approach: we are actively 
working with local populations in the coun-
tries in which the Group operates.  

BRUNO RAIN 

1987: Internal auditor at the Holding 
Company, later appointed Chief 

financial Officer of SEGM  
(now Pernod Ricard Europe).

1994: Joined the Holding Company  
as Group Chief financial Officer. 
1997: Named Chairman and Chief 

Executive Officer of Pernod Ricard 
Argentina (Andes cluster).

March 2000: Appointed Chairman and 
Chief Executive Officer of Pernod 

Ricard España.
September 2006: Named Group 
Managing Director in charge of 
Human Resources and, since  
July 2010, Corporate Social 

Responsibility.

chatter and the “c” logo are trademarks of Salesforce.com, inc. and are used here under license.



 human resourCes
1938 • Ricard introduces employee shareholding.
1986 • Establishment of stock-options plans. 
2006 • Launch of a Sustainable Development 
Charter with concrete commitments to 
employees, consumers, shareholders, suppli-
ers and partners.
2007 • Bonus share awards introduced.
2008 • New expatriation policy rolled out.
2010 • Launch of iMove, the Group’s internal 
mobility platform.
2011 • Redefinition of the management model, 
in a combination of six key competencies.

 responsible drinking
1971 • Jean Hémard, Chairman of Pernod, 
founds Ireb, the Institut de Recherche sur les 
Boissons alcoolisées (French Institute for Sci-
entific Research on Alcoholic Beverages).
1990 • Pernod Ricard is a founding member of 
the EFRD (European Forum for Responsible 
Drinking) which promotes responsible drink-
ing and encourages industry companies to 
adopt self-regulation standards on commer-
cial communications.
2005 • Pernod Ricard introduces self-regula-
tion on the advertising campaigns for its stra-
tegic brands.
2 0 11  •  T he Group org a n i se s  t he f i r s t 
Responsib’ALL Day, a day of action and pre-
vention mobilising all employees around the 
world. 

 enVironment
1966 • Paul Ricard creates the Oceanographic 
Institute on the island of Les Embiez.
1970 • Martell founds Revico, a company that 
processes stillage from the Cognac region 
using anaerobic digestion.
2004 • The Group adopts a comprehensive 
Quality Safety Environment policy.
2010/2011 • Endorsement of the United Nations 
CEO Water Mandate and the French national 
strategy for biodiversity.

 share oF Cultures
1975 • Pernod Ricard initiates its collection of 
original artworks; a work is commissioned 
every year to illustrate the cover of the Annual 
Report.
1997 • Pernod Ricard becomes a partner of the 
Centre Pompidou, one of the world’s most 
important museum, holding the leading col-
lection of modern and contemporary art in 
Europe.
2006 • Creation of the Ricard Corporate Foun-
dation.

 entrepreneurship
2005 • Beginning of partnership with L’APPEL 
association: launch of water-tank programme 
in Haiti and support for students in Vietnam 
and Peru.
2011/2012 • Renewal of the partnership with 
PlaNet Finance association, to support the 
development of a cooperative of Armenian 
winemakers. 

strategy

corPorate Social reSPonSibility

With a view to long-term growth, Pernod Ricard has, from its inception, built a unifying policy of  
social responsibility. This policy relies on the respect of all stakeholders, and more specifically building a trustful 

relationship with employees. It is organised around four priorities: promoting responsible drinking;  
protecting the environment; sharing cultures and supporting entrepreneurial initiatives.  

A SUSTAINABLE
commitment

90
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CommuniCating on the ground and 
through digital media

In early 2012, Société Ricard published 7,500 copies 
of a brochure entitled Respect, which summarizes its 
Corporate Social Responsibility policy. The aim: to 
inform customers, consumers and suppliers about 
the good CSR practices of the company, which was 
awarded first prize of the Trophées PACA 2011. The 
brochure has four sections which describe its four 
commitments based on the notion of respect:
• Respect for employees 
• Respect for consumers 
• Respect for partners 
• Respect for the environment. 
In February 2012, Société Ricard introduced a CSR  
web TV channel on its corporate website www.ricard.fr 
which regularly shows video reports outlining the com-
pany’s good practices in CSR. 

GOOD PRACTICEGOOD PRACTICEIn 2010, Pernod Ricard reaffirmed its commit-
ment to the concept of Corporate Social 
Responsibility through its new CSR platform 
that covers economic, social and environmen-
tal aspects. This commitment shapes a busi-
ness model that respects all its stakeholders: 
employees, consumers, shareholders, part-
ners and local communities. Pernod Ricard is 
mindful of taking their expectations into 
account and forging a constructive and con-
certed dialogue with them.

inVesting in  
its employees 
Pernod Ricard’s business model is based on 
strong values: an entrepreneurial spirit, 
mutual trust, a sense of ethics and a unique 
culture of conviviality. This model reinforces 
adherence as well as individual and collective 
performance. With a keen interest in fostering 
its employees’ professional growth, the Group 
supports them through an ambitious, long-
term career development path which strongly 
encourages mobility and promotes diversity.

proViding eXCellenCe  
to Consumers 
Pernod Ricard is committed to providing its 
customers and consumers with high-quality, 
ever more innovative products to satisfy their 
changing preferences. The Group takes spe-
cial care in the manufacture of its products, 
applying hygiene and safety standards that 
exceed current regulatory requirements. In 
addition, Pernod Ricard has made the fight 
against inappropriate or excessive consump-
tion of its products an absolute priority in its 
CSR policy.

CommuniCating  
with shareholders
Pernod Ricard maintains a relationship of 
trust with its shareholders, based on dialogue 
and transparency 1 . With a focus on long-
term growth, the Group strives to offer an 
attractive return on investment to its share-
holders by increasing share value and pay-
ment of dividends. It also undertakes to keep 
them regularly informed about the Group’s 
activity and results.

sharing  
with its partners 
Pernod Ricard intends to share its concerns 
about sustainable development with all its 
partners. The Group is committed to integrat-
ing them into its strategy and corporate cul-
ture, and in return to ensure that its suppliers, 
subcontractors and customers understand 
and share its principles.

getting inVolVed  
with Communities 
Pernod Ricard encourages the fostering of 
close ties with local communities by develop-
ing entrepreneurial and educational pro-
grammes 2 . Committed to diversity, the 
Group strives to respect and promote local 
cultures. The Group also contributes to pro-
tecting the local environment at its operating 
sites by reducing its environmental impact. 

respeCting and CommuniCating  
with stakeholders

strategy

corPorate Social reSPonSibility

1

2
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strategy

corPorate Social reSPonSibility

The csr PlaTforM 

ENCOURAGE LONG-TERM  
SOCIAL ENTREPRENEURSHIP  
ACTIONS ON THE GROUND

 
PROMOTE THE EMERGENCE OF  
YOUNG TALENTED INDIVIDUALS

enCourage aCCess to uniVersities
promote young artistiC talent

PROMOTE 
ENTREPRENEURSHIP
32 SubSidiarieS haVe led at leaSt  

one initiatiVe Promoting entrePreneurShiP

PROMOTE  
RESPONSIBLE  

DRINKING

BUILDING LONG-TERM RELATIONSHIPS

deVelop knowledge and skills through training and monitoring  
2.47% of the Group’s payroll is invested in training

84.7% of employees received an annual performance review
promote internal mobility 

295 transfers of internal moves by employees during the period  
(in-between affiliates)

PROMOTE A MANAGERIAL  
STYLE UNIqUE TO PERNOD RICARD

deploy a Common leadership model
enCourage and reward ColleCtiVe and indiVidual perFormanCe

1,060 recipients of stock options or bonus shares

ENSURE RESPONSIBLE  
PROMOTION OF OUR BRANDS

apply the CommerCial CommuniCations  
Code to all subsidiaries

99.6% of campaigns reviewed were in compliance with  
the Pernod Ricard Code in 2011/2012

make all group employees  
ambassadors oF responsible drinking 
Almost 19,000 employees participate in  

a day dedicated to CSR: Responsib’ALL Day

REDUCE ROAD ACCIDENTS LINKED TO 
ALCOHOL CONSUMPTION

promote the CheCking oF blood alCohol  
Content (baC) and the designated driVer ConCept

86% of subsidiaries have run  
at least one awareness project on drink driving

PROTECT AT-RISK POPULATIONS 
(PREGNANT wOMEN, MINORS AND 

YOUNG ADULTS)

raise awareness and eduCate at-risk populations  
about inappropriate Consumption

85% of subsidiaries have launched at least one initiative to  
raise awareness amongst at-risk groups
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DEVELOPING DIVERSITY  
(GENDER, AGE, ORIGIN)
41.3% of external recruits are women

RESPECT...
... our employees
... our Consumers
... our shareholders
... our partners
... loCal Communities

RESPONSIBLE USE OF  
NATURAL RESOURCES 

saVing water resourCes
– 23% reduction in water consumed per litre of  
distilled alcohol between 2008 and 2012
reduCe energy Consumption
– 23% reduction in energy consumed per litre of  
distilled alcohol between 2008 and 2012
reduCe greenhouse gas emissions
– 35% reduction in direct and indirect CO2  
emissions linked to the consumption of fossil fuels and  
electricity per litre of distilled alcohol between 2008 and 2012
reduCe the impaCt oF waste and paCkaging
92% of solid waste recycled

 
PROMOTE SUSTAINABLE AGRICULTURE 
AND BIODIVERSITY CONSERVATION
77% of vineyards operated by the Group  
are subject to environmental certification

 
 
DEPLOY AN EFFICIENT ENVIRONMENTAL 
MANAGEMENT SYSTEM
98% of production volumes come from certified sites 

 
ENCOURAGE SUPPLIERS AND  
PARTNERS TO COMMIT TO  
SUSTAINABLE DEVELOPMENT
100% of strategic suppliers responded to  
the questionnaire created in 2006

RESPECT  
OUR ENvIRONMENT

SHARE OUR  
CULTURES

41 SubSidiarieS haVe led at leaSt  
one culture-Sharing initiatiVe

 
DISSEMINATE AND SHARE THE LOCAL 
CULTURES OF OUR BRANDS

 
SUPPORT THE ARTS AND CULTURE OF 
THE COUNTRIES wHERE wE OPERATE

enCourage Contemporary art
make art aCCessible to as many people as possible 



“we have put in place two key 
mechanisms for managing tal-
ent and promoting diversity: job 
Banding, which makes job posi-
tions easier to understand and 
identifies routes between them; 
and “iLead”, a process for identi-
fying talented individuals within 
the Group. These schemes 
boost employees’ motivation 
by providing them with a clear 
view of the career opportuni-
ties available to them within 
the Group, by giving them the 
means to grow—in particular 
through Pernod Ricard Univer-
sity—and by providing them 
with an objective evaluation 
and feedback on their contribu-
tion during the year.” 

JAIME JORDANA 
Group Human Resources 
Development Director 

Through its origins and its history, Pernod Ricard has forged a strong cultural identity, a tremendous lever of 
employee commitment. The Group’s ambition is to strengthen and maintain this model which fosters exchange, 
performance and innovation. Pernod Ricard is therefore committed to leading a dynamic human resources policy 

that supports the development of its employees and the company. This year, the launch of a common HR platform 
across the Group has brought a new cohesion to shared processes and tools.

ConneCting hr proCesses  
in a deCentralised group
Highly motivating, Pernod Ricard’s decen-
t ra l i sed model i s a power ful factor of 
employee performance and commitment. 
The Group has defined the main principles of 
this model and formalised them in the Pernod 
Ricard Charter. To support and optimise this 
model, the development of human resources 
management processes and tools has been 
ongoing since 2010, as a result of the work con-
ducted in consultation with the Group’s com-
panies. Their goal is to reconcile business and 
social performance.

dare: the Creation oF  
a uniFying hr platForm
This year, the Pernod Ricard group sought to 
go even further in optimising these tools. To 
this end, the Human Resources Department 

rolled out a platform to support the HR teams 
in all of the subsidiaries. Its purpose is to host 
and bring together all of the HR tools and pro-
cesses shared throughout the Group, with a 
view to facilitating their dissemination and 
adoption by the HR function and managers. 
Called DARE, short for ‘Develop, Assess, Rec-
ognise, Engage’, this platform echoes the 
entrepreneurial spirit and seeks to convey a 
powerful message: while employees must  
play the leading role in their professional 
development, they can still benefit from the 
organisation’s involvement to help them grow. 
Its ambition is to become the symbol of HR 
development, conveying a promise and a com-
mitment by the Group to its employees with 
regard to career development and possibilities. 

human resourCes

cSr

“connecting” PeoPle to 

UNITE THEM

94



95

talent reCruitment and retention  
is a key obJeCtiVe in our region 

To achieve our goal of leadership, we must adopt a 
decisive position on the global talent market. My new 
role as Director of Recruitment and Talent Develop-
ment is to attract, develop and retain them. It’s a stra-
tegic challenge for our Group’s growth in Asia. To meet 
it, we are running several programmes to develop our 
employees and support their growth. In collaboration 
with five countries in the region, we’ve designed a 
pilot Regional Management Trainee programme to 
target top universities to attract new graduate tal-
ents to the Group and train them as our future leaders 
and at the same time to promote the image of Pernod 
Ricard Asia as an employer of choice. We are also in 
the design stage of rolling out a training programme 
in conjunction with Martell Mumm Perrier-Jouët and 
Chivas Brothers to attract young Asian talents who 
are currently in Europe. Additionally, we are working 
closely with Pernod Ricard University to organise pro-
grammes to develop the leadership skills of our future 
managers. Great efforts have been made within the 
Group in recent years to develop our employees, so it’s 
an exciting time to join Human Resources.

Jenny to
former ceo of Pernod ricard hong Kong, appointed  

director of talent recruitment and development, asia region 

GOOD PRACTICEa human resourCes poliCy  
that promotes leadership
As a direct outcome of the collaborative work 
done with the Group’s companies, the Group 
Human Resources Department led three key 
projects this year to develop the business and 
its employees. The purpose of these schemes 
is two-fold: to reinforce the spread of the lead-
ership culture inherent in the Pernod Ricard 
model; and to develop an inspiring human 
resources policy focused on promoting diver-
sity, mobility and skills development. These 
tools are currently being rolled out across all 
of the subsidiaries. 

measurable results starting this year
These inseparable tools are organised around 
three components: jobs, skills and people. 
Their function is to identify Talent within the 
Group and offer attractive possibilities for 
development that are linked to the growth 
challenges of Pernod Ricard.

Job banding    
It is a process that maps all of the key positions 
in terms of the level of responsibility. This tool 
allows gateways for advancing between jobs 
and functions to be identif ied, and gives 
employees a clear view of possible career 
paths. It was broadly rolled out this year with 
over 2,000 positions mapped from among the 
Group’s companies.

6,477 
EMPlOyEES WORkING ON 
COMMERCIAl DEVElOPMENT 

18,777 
EMPlOyEES  
AT 30 JUNE 2012

leadership and perFormanCe   
This approach aims to develop the leadership 
skills of the Group’s managers and key talent. 
It is based on a framework of skills and related 
behaviours, as well as a performance evalua-
tion tool shared by the whole Group, called 
‘iLead’. This Pernod Ricard leadership model 
was rolled out this year to the entire manage-
rial community.

diVersity & talent management  
This component formalises the processes 
required to manage a talent pool: identifica-
tion of potential talent, career committees for 
reviewing key positions, succession plans, spe-
cific training cycles, internal mobility pro-
cesses via ‘iMove’. Key to motivating and 
retaining employees, this tool is steered by a 
Group Human Resources Development Direc-
tor who leads a team dedicated to this task. 
With the same objective, the Group has also 
made several key appointments. For example, 
the former CEO of Pernod Ricard Hong Kong 
is now responsible for talent recruitment and 
retention for the entire Asia region, a strategic 
function given the shortage of available can-
didates in that part of the world. 

human resourCes
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PEDRO lOPEZ-
CONTRERAS
human reSourceS buSineSS Partner
pernod riCard españa

JINGyU SHAO
grouP human reSourceS  
deVeloPment manager
pernod riCard holding

Connected specialists  
in human resources  
management. 

“ 
– what did you say, 
darling?

– i say...  
i’m engaged.

”



connected

Pernod ricard uniVerSity: 
Sharing KnoWledge 

and a culture

Born from the company-wide Agility project, Pernod Ricard University’s aim is to serve 
the Group’s performance strategy. “Pernod Ricard University has three objectives,” explains 
its director, Alban Marignier. “These are to train the Group’s employees in key functional skills 
across all areas (finance, production, sales, human resources, and communications); to develop 
and strengthen leadership skills through a curriculum of long-term programmes; and to accom-
pany the Group’s major strategic projects, such as Responsib’ALL Day and Pernod Ricard Chatter®. 
More broadly, Pernod Ricard University’s role is to convey the Group’s culture and values within 
an environment of shared conviviality.” Pernod Ricard University will enable the develop-
ment of a comprehensive global training policy that is standardised and shared, and 
that takes account of the Group’s overall vision and growth challenges while sharing 
current best practices. Depending on their nature, the programmes may be delivered 
locally in the major regions, or in a more widespread manner. “In all cases, we will ensure 
that there is a mix of employees from a variety of career paths, occupations and backgrounds in 
order to promote diversity and collaborative exchange—one of the key objectives of Pernod Ricard 
University,” says Alban Marignier. The Pernod Ricard University team is starting to 
take shape: three programme directors with highly diverse backgrounds, experiences 
and origins were recruited in May. Their role is to reshape existing programmes and 
develop new ones, such as ‘Mixers’, ‘Blenders’ and ‘Shakers’, three training modules 
created to deploy the leadership model. In terms of education, Pernod Ricard Uni-
versity seeks to innovate by introducing interactive formats and by making greater use 
of e-learning to complement ‘in-life’ sessions. “Pernod Ricard University is a launch pad 
for simultaneously fostering exchange between employees, strengthening their commitment, and 
accelerating the company’s performance,” says Bruno Rain, Managing Director, Human 
Resources and Corporate Social Responsibility. 

chatter and the “c” logo are trademarks of Salesforce.com, inc. and are used here under license.
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1. Production / industrial

22%
2. Sales

38%
3. Support functions

40%

1. france

14.95%
2. europe (including france)

37%
3. americas

22.61%
4. asia, Pacific

25.43% 

breakdown oF permanent ContraCt  
reCruitments by business linebreakdown oF the workForCe by geographiCal area

1
2
3

1
2
3
4

FaCilitating international  
mobility

Managing international mobility requires rather 
specialised knowledge. Our unit was significantly 
expanded this year to handle the growing number  
of mobility requests. Our role is to manage all the 
regulatory and administrative aspects of employee 
mobility. We act as a centre of expertise and handle 
all the technical aspects of job transfers: employment 
contracts, remuneration, taxation, healthcare cover-
age, pensions, etc. Our job is to inform and reassure 
employees about the changes made. The issues are 
often complex because the laws vary from one country 
to another and no two cases are ever alike.

géraldine noël 
director of international mobility 

GOOD PRACTICEGOOD PRACTICEmobility, a priority
An accelerator of performance, mobility has 
drawn increasing interest over the years: 
295 transfers or internal moves occurred in 
2012. Internationally, 105 employee transfers 
between countries were reported during the 
course of the year. This affected managers 
from all regions and functions. This dyna-
mism is explained by the creation of an effec-
tive support policy for expatriates: There is 
now a dedicated team which manages all of 
the technical aspects of employee transfers 
within the Group. What’s more, best practices 
have been established locally to facilitate the 
welcoming and integration of new arrivals, 
such as the Facebook group created by  
The Absolut Company, Pernod Ricard Nordic, 
and Pernod Ricard Sweden. This initiative 
encourages interaction between expatriate 
employees and locals, and helps to create  
convivial moments based around informal 
communication. 

diVersity, a driVer oF growth
Shared experiences, varied career paths, and 
the cross-fertilisation of skills are central to 
the Pernod Ricard culture. They are the key 
to developing a creative dynamic and main-
taining the Group’s competitiveness. Diversity 
of age, origin and gender—a factor of such 
creativity—is especially encouraged through 
international mobility and the promotion of 
women. Female employees now make up 
21.4% of Management Committees and rep-
resent a growing share of recruitments. The 
percentage of women in international trans-
fers rose slightly this year to 16%, compared to 
15% in 2010/2011.

promoting talent, a key obJeCtiVe 
Skills development is a driving force behind 
individual and collective success. Therefore, 
Pernod Ricard has developed competency 
frameworks by profession, which are used to 
guide recruitment, internal mobility, career 
development plans and individual develop-
ment plans. In addition, to meet the training 
needs of the business and the employees, the 
Group created the Pernod Ricard University 
which, starting this year, is providing targeted, 
world-class programmes. A place for exchanges 
and encounters, the Pernod Ricard University 
helps to convey the Group’s values and rein-
force the entrepreneurial spirit. 

human resourCes
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mobility, diVersity, promoting talent:  
inspiring Commitment 

432,456 
HOURS OF TRAINING PROVIDED By 
THE GROUP IN 2011/2012 

2,496 
JOB OFFERS CREATED ON iMOVE 
SINCE ITS INCEPTION (FEBRUARy 2010)

295 
INTERNAl MOVES (INTER-COMPANy) 
AND 931 INTERNAl PROMOTIONS 
(INTRA-COMPANy)
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pernod riCard united kingdom  
and ‘the idea nursery’

The culture of exchange and the entrepreneurial spirit 
are key values of the way Pernod Ricard operates. To 
encourage innovation and the sharing of ideas, Pernod 
Ricard United Kingdom launched a project called ‘The 
Idea Nursery’. First started by Premium Wine Brands, 
this initiative provides Pernod Ricard United King-
dom employees with a virtual suggestion box, where 
anyone can put forward new ideas in any field of the 
business, in order to pool knowledge, creativity and 
entrepreneurial ideas. For each valid idea suggested, 
a tree is planted−hence the name, ‘The Idea Nursery’. 
To successfully carry out this project, Pernod Ricard 
United Kingdom formed a partnership with Trees for 
Cities, an association that promotes tree planting in 
urban areas.

100

GOOD PRACTICEGOOD PRACTICEa Culture Founded on ConViViality,  
a sourCe oF eXChange
The Pernod Ricard model was built on a foun-
dation of decentralisation, coupled with a col-
lective attitude shared by all 18,777 employ-
ees: conviviality. By favouring proximity, 
decentralisation has nurtured simple and 
direct relationships that are open to dialogue 
and conducive to diversity. In line with this 
model, Pernod Ricard has made the exchange 
and sharing of knowledge an operating mode, 
creating the conditions for a motivating and 
respectful working environment. 

team spirit enCouraged:  
sharing good praCtiCes
Binding the Group together, the Pernod 
Ricard culture is one of the keys to its appeal 
and its performance. It connects and unifies 
all employees around a shared mindset, while 
stimulating creative ability through collabora-
tion and the exchange of views. The Les 
Embiez seminar, held annually for over 
30 years on the Mediterranean island of the 
same name, is at the forefront of this dynamic. 
This yearly h ighl ight br ings together 
900 executives from Pernod Ricard. The 
objective is to allow all participants to share 
major projects, feedback and ideas, in a privi-
leged and inspiring setting. It’s also a time 
when the best initiatives are recognised, fol-
lowing a vote in which all employees are 
invited to participate. In 2012, 9 Best Prac-
tices—one per business—were honoured 
from among the 78 nominated, with a view to 
expanding their use beyond the functions and 
across the Group.

building bridges, throughout the group
Team spirit and teamwork are sustained by the 
many initiatives implemented locally by the 
subsidiaries. In addition to sharing best prac-
tices, innovative actions have been carried out 
to encourage the sharing of knowledge. For 
example, the Human Resources Department 
at Pernod Ricard Italia proposes that its man-
agers train their own staff, in order to improve 
the effectiveness and adoption of the pro-
grammes. Twelve training courses in the areas 
of finance, marketing, IT, sales, industry and 
human resources have been developed and 
led by the managers, with an average of three 
days of training per employee. In another 
example of the commitment to sharing expe-
riences, the managers at the Holding Com-
pany meet regularly to talk about their mana-
ger ia l role and discuss the is sues they 
encounter. These meetings let them benefit 
from targeted training, tailored tools (man-
ager’s kit, brochures, newsletter) and oppor-
tunities for sharing with experts. In addition, 
more informal events regularly strengthen 
the connections between employees, like 
‘Afterworks’, which offers employees of the 
Group’s various companies in Paris the oppor-
tunity to meet up outside of work. 

a Company with an open ear For  
its employees
Over the course of its history, the Group has 
developed a foundation of core values: entre-
preneurial spirit, mutual trust and a strong 
sense of ethics. Enshrined in Pernod Ricard’s 
DNA, these values are embodied by and lived 
out in the Group’s various companies on a 

human resourCes
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a Culture  
oF eXChange
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an attraCtiVe Company  
In 2011, to measure the commitment of all its employ-
ees, and for the first time in its history, Pernod Ricard 
launched I Say, a global opinion survey (available in 
34 languages, in electronic or paper version). The 
objective was two-fold: to gather each employee’s 
opinion on key subjects such as the working environ-
ment and human relations within the company, and to 
measure the employer’s image, the feeling of belong-
ing and adherence to the company’s culture. 
The participation rate was extremely high at 80%, 
reflecting the employees’ strong commitment. 
As for the results, they were excellent, and well above 
the ‘Fast Moving Consumer Goods’ benchmark of  
Towers Watson, the firm that conducted the survey. 
The positive points included: the high level of employee 
commitment; their positive view of the Group; their 
strong adherence to the culture and values of both 
their subsidiary and the Group. 
I Say also revealed some areas for improvement, 
especially regarding the management of proximity, 
diversity and recognition. 87% of the Group’s entities 
have implemented an action plan in those fields.

GOOD PRACTICEGOOD PRACTICE

human resourCes
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daily basis. They are supported by a responsi-
ble human resources policy, which strives to 
foster the indiv idual development of its 
employees whilst helping to raise the collec-
tive performance of the company. In 2011, the 
Human Resources Department launched an 
opinion survey of all Group employees, in  
the perspective of continuous improvement. 
The results confirmed the great motivation  
of employees and strong attachment to the 
company.

ConstruCtiVe dialogue with  
employee representatiVes
In a spirit of cooperation that conforms to its 
values and convictions, the Group maintains 
ongoing relations with employee representa-
tives based on dialogue and transparency. 
The Pernod Ricard European Committee is 
the essential link in this communication: 
established in 2000 as part of a spirit of shared 
progress, it plays a driving role in developing 
employee-management dialogue through the 
exchange of information and viewpoints 
between the General Management and 

employee representatives. The committee was 
very active in 2011, focusing on several key top-
ics such as the results of the global survey on 
commitment, I Say, the development of a lead-
ership model, the possible consequences of 
economic uncertainty over employment in 
Europe, the impact of lengthening the term 
of service on work organisation and the ratio 
of men to women in Europe. 

well-being at work, a Constant ConCern
The health, safety and well-being of employ-
ees are major concerns for Pernod Ricard. 
Going beyond it s legal obligat ions, the 
Group’s companies lead a variety of projects 
to promote an effective working culture that 
is respectful of its employees. This year,  
Pernod Ricard United Kingdom developed an 
ambitious programme on the subject of well-
being at work to encourage employees to 
adopt a healthier lifestyle. The first phase of 
the programme was dedicated to educating 
employees about health and physical exercise. 
The second will focus on food and managing 
a budget. 

84% 
HAVE A GOOD IMAGE OF  

THE COMPANy

80% 
ADHERE TO THE CUlTURE  
AND VAlUES 

80% 
THINk THAT CONVIVIAlITy  

IS A REAlITy

84% 
FEEl COMMITTED
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connect,  
a Joint ProJect betWeen brand  

and marKet comPanieS

At the heart of the product distribution process, the employees of the Brand and  
Market Companies work together daily to ensure the resupply of goods. Starting this 
year, the Connect platform allows them to exchange requests and orders using the same 
tool. From the Americas to Asia, by way of Europe, all Companies will now have a sin-
gle, comprehensive and shared view of the system. Much more than a software, Con-
nect introduces a new way of working that is at once more efficient and more conviv-
ial. “Before, every company had its own rules. But supply chain has changed a lot. We therefore 
created Connect to encourage standardisation and communication at Group level,” says John 
Corrigan, then Group Supply Chain Director. Connect hinges on two components: 
planning and ordering. Its advantages are twofold. In terms of business performance, 
Connect streamlines supply, inventory, delivery and the daily activities of the Group 
Supply Chain teams, allowing employees to focus on value-added tasks. In the area of 
communication and exchange, Connect is a very significant step forward: a “Supply 
Chain” community with its own codes and language elements has emerged, promot-
ing cooperation and synergies at all levels, as well as the sharing of best practices. An 
ambitious project involving a new way of working between the Brand and Market Com-
panies, Connect required a concerted effort all throughout the project, to encourage 
appropriation and prepare the teams for change. In line with the Group’s decentralised 
model, correspondents representing the subsidiaries were involved in the pilot phase 
of the project. Their participation enabled the design of a flexible tool, tailored to the 
needs and specifics of each company. Now in the implementation phase, Connect is 
already meeting one of its desired objectives: strengthening the teams’ motivation and 
efficiency. Its model, whose success relies on mutual trust and exchange, appears espe-
cially well-suited to the culture and values of the Group. 



In the spirit of the global strat-
egy adopted by wHO in May 
2010(1), we are increasing actions 
—sometimes in collaboration 
with national and local pub-
lic authorities—to prevent the 
abusive consumption of our 
products. In this respect, we 
want to play our preventive 
role by extending the display 
of the pregnant woman logo 
on our product labels to the 
entire world. This year, we also 
focused our efforts on the fight 
against drink-driving, notably 
through the launch of a three-
year project called ‘Safe Roads 
4 Youth’ in Argentina, Vietnam 
and South Africa, and on the 
theme of Alcohol and Youth. 
For the second edition of the 
Responsib’ALL Day, Pernod Ricard 
mobilised its 18,800 employees 
and urged them to take action.  

JEAN RODESCH
Institutional Affairs VP

Attentive to the concerns of civil society, Pernod Ricard has promoted responsible drinking  
ever since it was founded, with its employees as the front-line ambassadors. This strong commitment is expressed 
to the fullest through the Responsib’All Day, an annual day of awareness and actions that unites and effectively  

mobilises all the Group’s employees around the world. Taking a leadership role, Pernod Ricard has made cooperation 
and dialogue with local communities, organisations and prevention associations a driver for effective action.  

Its ambition? To continue to be a benchmark player in its sector.

a CollaboratiVe approaCh
Promoting responsible drinking is a priority 
for Pernod Ricard. Mindful of consumers’ con-
cerns and public health issues, the Group has 
played a proactive role in promoting industry-
specific standards. Convinced of the impor-
tance of collaborative action, the Group 
sought early on to spur momentum by working 
alongside other players in the market. Starting 
in 1971, its efforts led to the foundation of the 
IREB (Institute for Scientific Research on 
Alcoholic Beverages). Pernod Ricard is also 
one of the first groups to forge partnerships 
with leading international prevention associa-
tions, like the EFRD (European Forum for 
Responsible Drinking) or the ICAP (Interna-
tional Center for Alcohol Policies).

promoting inCreasingly striCt standards
Aware of its responsibilities as a major player 
in the wines and spirits sector, Pernod Ricard 
has always been willing to adopt strict regula-
tions. In 2007, the Group drew up its own 
Code for Commercial Communications, 
which is reinforced by systematic internal con-
trols that are among the most stringent in the 
industry. In 2010, the Group launched an in-
depth analysis, working alongside its internal 
and external contacts. This consultation 
resulted in the execution of an overall strategy 
that determined two action priorities: the 
fight against drink-driving and educating at-
risk populations.

employees: linChpins oF the eFFort
Pernod Ricard’s commitment is based on a 
principle of exemplary behaviour, and a con-
viction that its employees should be propo-
nents of the effort. To this end, the Group has 
rolled out communications and awareness 
programmes. Since 2011, Responsib’ALL Day 
has been the highlight of Pernod Ricard’s 
commitment. This exceptional event brought 
together all the Group’s employees again this 
year to share best practices in responsible 
drinking and to initiate concrete actions. 

strong synergies
Pernod Ricard endeavours to work closely 
with all its stakeholders: public authorities, 
NGOs, prevention associations, scientific 
experts. Alongside the European Commis-
sion, Pernod Ricard signed the ‘Charter estab-
lishing the European Alcohol and Health 
Forum’, which led the Group to introduce a 
series of measures, including objectives and 
key performance indicators. Pernod Ricard 
also signed the ‘European Road Safety Char-
ter’, once again committing to undertake con-
crete actions and evaluate their results. Echo-
ing public health authorities, the Group is 
rallying to raise awareness about the risks 
linked to alcohol abuse and to relay these mes-
sages throughout the world. 
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a message about  
responsible drinking 

Since 2007, Pernod Ricard has stipulated that a 
message regarding drinking in moderation is to be 
included on all Group advertisements. In 2012, Pernod 
Ricard used the revision of its Code for Commercial 
Communications to take this a step further: whatever 
the type of campaign or medium, the message must 
now conform to a minimum size (proportional to the 
size of the advertisement) and comply with a require-
ment on visibility. 

GOOD PRACTICEGOOD PRACTICEPernod Ricard’s core principle is the moder-
ate consumption of its products. This prin-
ciple is based on ethical rules and rigorous 
communications that are deployed with the 
same stringency across all Brand and Market 
Companies.

a Code For CommerCial CommuniCations, 
shared by all
In 2007, Pernod Ricard adopted its own Code 
for Commercial Communications, inspired 
by several industry codes of conduct, such as 
that of the EFRD (European Forum for 
Responsible Dr ink ing). The Code was 
strengthened in 2010 and again in 2012 to 
take better account of new forms of media, 
and to this day it remains one of the most 
stringent codes in the industry. To boost the 
Code’s adoption and ensure its effective dis-
semination, training courses are regularly 
held for employees of the marketing teams 
and, increasingly, to communication service 
providers (advertising and promotion agen-
cies) working for the Group. In one example, 
the Irish Distillers subsidiary organised an 
interactive training course for all of its sales 
representatives, marketing teams and part-
ners. Through this initiative over 100 people 
were simultaneously and effectively trained in 
February 2012.

an eXpanded approVal Committee
To ensure strict adherence to the Code by all 
Group companies, Pernod Ricard has created 
an Internal Approval Committee whose mem-

bers are completely independent from the 
Marketing function. The Committee’s pur-
pose is to ensure that all Pernod Ricard 
brands’ commercial communications comply 
with the criteria laid down by the Internal 
Code, and to provide advice in the early stages 
to employees working on brand marketing by 
issuing opinions within a seven-day period. 
Each month, all of the Internal Approval Com-
mittee’s decisions are presented in a report to 
the Group’s Executive Committee. This year, 
in order to better address the specific features 
of the Asian market, the Committee added a 
member from Pernod Ricard Asia.

stepped-up Control
In 2011/2012, the Internal Approval Commit-
tee issued 270 opinions. Among the cam-
paigns reviewed, none required changes 
(orange notice), and one was rejected (red 
notice) due to the mention of antisocial 
behaviour. This substantial progress is the 
result of awareness campaigns conducted in-
house as well as among the Group’s service 
providers. It is also linked to the increase in 
the Approval Committee’s upstream consulta-
t ions. In concrete terms, the Internal 
Approval Committee issued nearly 150 confi-
dential recommendations (through the ‘copy 
advice’ procedure) on creative concepts. 
Nearly 15% of the projects were modified at 
this stage with the approval of the Brand and 
Market Companies, in order to ensure compli-
ance with the Code.
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pernod riCard malaysia’s  
impaCtFul Campaign

How can you grab the attention of young adults  
(18 to 35 year olds) and dissuade them from getting 
behind the wheel after drinking alcohol? Answer: by 
launching an interactive campaign, based on popular 
multimedia platforms (social networks and blogs). 
Its objective: to urge young adults to publicly commit 
to not drink and drive. Based on a strong idea−the 
memory of a loved one, lost in a car accident due to 
alcohol abuse−the campaign made a big impression 
and prompted young people to share a memory of the 
deceased person on the campaign’s official website. 
Some 5,000 young consumers have already publicly 
made a commitment. Pernod Ricard Malaysia Manag-
ing Director indicated: “The challenge is to bring about 
a genuine cultural change through this campaign and 
to encourage good behaviour.”

GOOD PRACTICEGOOD PRACTICE

responsible drinking

cSr

Alcohol is a major cause of fatal road acci-
dents. Pernod Ricard recognised this public 
health issue at a very early stage. For 30 years 
the Group, with the support of its Brand and 
Market Companies, has led a proactive policy 
that involves organisations, authorities and 
local prevention associations.

loCally-led aCtions
Pernod Ricard is one of the first groups to 
have signed the European Road Safety Char-
ter in 2007. By doing so, Pernod Ricard has 
committed to leading awareness-raising and 
prevention actions in all of its companies 
based in Europe. Today, these actions have 
multiplied throughout the Group, relayed by 
all its subsidiaries. With their support, Pernod 
Ricard regularly launches awareness cam-
paigns aimed at drivers—starting with its own 
employees—on the risks of drink-driving. 
Such campaigns have intensified in recent 
years, taking various forms: for example the 
creation of a dedicated foundation in Korea, 
a partnership with the Road Traffic Safety 
Association in China, or campaigns featuring 
a famous actor in Mexico. Alongside its  
campaigns, Pernod Ricard has become  
a promoter of effective ideas, such as appoint-
ing a ‘designated driver’ (the person tasked 
with driving the others home doesn’t drink), 
a practice that is becoming increasingly  
common.
 
employees mobilised through  
responsib’all day 
The fight against drink-driving took on a new 
d i men s ion w i t h  t he  f i r s t  e d i t ion  o f 
‘Responsib’ALL Day’, in 2011, which was ded-

icated to this issue. For 24 hours, all employees 
took part in awareness-raising workshops, 
conferences and initiatives organised by the 
Group. The highlight of the day was the sign-
ing by all employees of a commitment to com-
bat drink-driving: the ‘Pernod Ricard Act’. 
Each commitment resulted in a donation by 
Pernod Ricard towards developing an innova-
tive pilot project called ‘Safe Roads 4 Youth’. 

Call For aCtion:  preVentiVe measures
Pernod Ricard helps to implement ground-
breaking programmes in the countries where 
it operates. It supports ambitious interna-
tional projects in partnership with public 
authorities, partner associations and locally-
based NGOs, such as the ‘Safe Roads 4 Youth 
initiative’. This three-year pilot project aims 
to develop, test and evaluate the effects of a 
drink-driving prevention programme among 
young adults. Conducted by PAU Education, 
a company specialised in educational initia-
tives, it targets three countries which are cul-
turally very different: Argentina, South Africa 
and Vietnam. The preventive actions will be 
monitored and evaluated by independent sci-
entists.

Fighting drink-driVing:  
inCreased mobilisation 

86% 
OF COUNTRIES WHERE THE GROUP 
IS lOCATED HAVE lED AT lEAST 
ONE PROJECT TO RAISE AWARENESS 
ON AlCOHOl AND yOUTH
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‘no ikki’, or how to lead an eFFeCtiVe 
Fight against binge drinking

In November 2011, Pernod Ricard launched a massive 
campaign in Japan’s largest universities to spread 
powerful messages against binge drinking (‘Ikki ’ 
in Japanese). For greater visibility, the Company 
increased its communication channels and media:  
educational materials, interactive lectures, and highly 
visible displays positioned around university cam-
puses. The campaign had a strong impact: 80,000 No 
Ikki leaflets were handed out and nearly 475,000 stu-
dents attended the events organised for the occasion.

GOOD PRACTICEGOOD PRACTICEActing through education: that’s the path 
chosen by Pernod Ricard to raise awareness 
among the most at-risk populations: minors, 
young adults and pregnant women. The 
Group is developing concrete and innovative 
approaches to effectively protect them.

minors:  
drastiC measures 
Faced with this major challenge, Pernod 
Ricard has three clear objectives: delay first 
drink and f irst drunkenness for minors; 
reduce the number of underage consumers; 
and reduce the quantities drunk by minors 
who are already consumers. To achieve these 
goals, the Group relies on two levers of action.
Firstly, with the support of the Brand and Mar-
ket Companies, the Group rolls out educa-
tional programmes aimed at minors, such as 
the ‘Alcohol I kNOw’ campaign. This cam-
paign was launched by Pernod Ricard Thai-
land in a number of schools with the support 
of public authorities and Thailand’s Public 
Health Ministry. Its initial results are encour-
aging: of the 200 students questioned after 
the training session, a very large majority of 
them (89%) said that they were committed to 
not drinking alcohol before they reach the 
legal age.
Secondly, Pernod Ricard sets out to make par-
ents more responsible, as they are the number 1 
influence on their children. The campaign 
led in Australia by DrinkWise, an Australian 
NGO supported by Premium Wine Brands, 
exemplifies this approach. Its objective is to 
make parents recognise their signif icant 
inf luence and the necessity of being a role 
model to delay the age of their children’s first 
drink. Following the campaign, nearly one-
third of parents said that they had reduced 
their alcohol consumption in front of their 
children.

young adults:  
FoCusing on responsibility
To address the risky behaviours displayed by 
some young people, such as drink-driving and 
binge drinking (fast and heavy intoxication), 
Pernod Ricard has chosen to focus on respon-
sibility. The Group is implementing ground-
breaking initiatives that are specifically tai-
lored to young adults: for example, educating 
them in places of consumption, by using 
popular forms of media among this age 
group, or by using their peers to raise aware-
ness. Three examples illustrate this strategy:  

in Italy, the ‘Responsible Drinking Tour’ pro-
gramme was rolled out in bars and nightclubs. 
Centred on responsible drinking and desig-
nated drivers, it reached approximately 
20,000 young people in regards to the dangers 
of excessive drinking. Société Pernod chose 
to communicate through media used by 
18-25 year olds: alongside the association 
Entreprise et Prévention, it developed a ‘serious 
game’, played online via social networks. The 
aim of the game is to help the hero manage his 
alcohol consumption during a party. Finally, 
the ‘Na Media’ project, conducted by Pernod 
Ricard Brasil in partnership with NGOs relies 
on the involvement of young people them-
selves: 24 of them were trained to educate stu-
dents about drinking responsibly through 
interactive workshops and role plays.

pregnant women:  
inCreased eduCation
Pernod Ricard is committed to educating 
women and providing them with information 
about the risks of consuming alcohol during 
pregnancy. Among other things, the Group 
has dr iven the spread of the ‘pregnant 
woman’ prevention logo in Europe. In addi-
tion to the 27 countries of the European 
Union, the logo is now displayed on bottles in 
other countries, such as Australia. Further-
more, Pernod Ricard conducts targeted pre-
vention campaigns. For example, Pernod 
Ricard Austria adapted ‘My child doesn’t want 
alcohol!’ campaign launched by Pernod Ricard 
Deutschland in 2010. Orchestrated around 
TV adverts, it is supported by famous mothers 
who have agreed to be spokespersons for pub-
lic health messages.
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at-risk populations:  
stepped-up preVention 

150,000 
PEOPlE REACHED ON  
THE ISSUE OF AlCOHOl AND  
yOUTH THROUGH  
THE 2012 RESPONSIB’All DAy



reSPonSib’all day,  
a grouP-Wide celebration focuSed  

on a common theme

connected

The second edition of Responsib’ALL Day, held on 7 June 2012, lived up to all expec-
tations:  for 24 hours, employees of every subsidiary, from Australia to Brazil, joined 
forces to promote responsible drinking. The theme chosen for this year was ‘Alcohol 
and Youth’, a complex issue to address, as numerous studies have shown. “This subject 
is a core concern of ours. Because of our business, we believe that we have a responsibility to society 
and must therefore be part of the solution. We’ve been working for a long time to develop preven-
tion programmes on this issue,” says Bruno Rain, Managing Director in charge of Human 
Resources and Corporate Social Responsibility. 

Responsib’ALL Day 2012 started ahead of the day of action, and continues through-
out the year. “Since January, 140 people from across the Group have been trained to educate 
all employees. The aim was to give to all the employees the necessary means to communicate 
prevention messages. They had the option of leading prevention activities in their immediate 
environment or, after further training, of reaching out to a wider audience of students, teach-
ers, parents,”explains Fanny Babey, CSR Manager. Employee participation in the 
programme was high: by June, 13,000 had already directly educated over 150,000 
people, and their mobilisation still goes on today. The day of action featured exhi-
bitions, initiatives and forums led in partnership with NGOs and public authori-
ties, and was widely covered by the media as well as internally via an Intranet site 
created especially for the event. Sandrine Ricard, CSR Communications Director,  
concludes: “Responsib’ALL Day is a time of celebration and sharing between the employees. 
It both strengthens the corporate culture and embodies the Group’s commitments with regard to 
responsible drinking. Going beyond the one-day event, Responsib’ALL Day lives on today through 
employees’ actions and the many peripheral projects developed on the subject of Alcohol and Youth.” 



The deployment of an ambi-
tious road map marks a new 
phase in the Group’s commit-
ment to managing environmen-
tal risks and impacts. The Group 
has sought to reshape its stra-
tegic priorities in light of its pro-
gress and the levers for improve-
ment ident i f ied .  I t  is a lso 
committed to educating its 
employees, who take the lead-
ing role in our approach. A num-
ber of tools have been rolled out 
this year to encourage their 
involvement. The aim is to cre-
ate connections, strengthen 
dialogue and pool information at 
all levels of the Group. The shar-
ing of best practices and innova-
tion depends on it.

JEAN-PIERRE SAvINA  
Vice President,  

Industrial Operations

Protecting the environment is one of Pernod Ricard’s key focuses. In practical terms,  
this is expressed through the implementation of approaches that take into account  

the specific characteristics of the areas in which the Group operates. The deployment of  
an environmental road map, accompanied by collaborative tools designed for sharing best practices on 

a global scale, has breathed new life into this effort. The sharing of experiences, both among the subsidiaries  
and between the Group and its local partners, is helping to accelerate this process. 

an approaCh implemented by the 
subsidiaries
Aware of the challenges linked to protecting 
the planet and its resources, Pernod Ricard 
has made protecting the environment a core 
part of its strategy. This commitment is noth-
ing new. In 1966, before the notion of caring 
for the environment became a major social 
concern, Paul Ricard created the Observatoire 
de la Mer, a marine observatory. Ever since 
then, the subsidiaries have been putting 
responsible action plans into practice to 
reduce their impact on the environment, 
based on recommendations issued by the 
Group. This stringent policy has resulted in 
certif ication processes being carried out 
across all production sites: to date, 94% of the 
Group’s sites, representing 98% of its produc-
tion volumes, are ISO 14001 certified. In addi-
tion, the Group has set itself targets for reduc-
ing it s  consumpt ion acros s three key 
indicators—water, energy and waste—over 
the period 2008/2012. Accordingly, an initial 
progress report was drawn up in 2011/2012. 
New targets have also been set for the period 
2010/2015.

global momentum
In 2011/2012, a new dynamic was initiated 
with the global deployment of the environ-
mental road map. Drawn up in 2011, it sets out 
the guidelines for compliance in each of the 
following areas of concern: organisation/cer-

tification, agriculture, water, energy, CO2, 
waste and eco-design. Since then, the Group 
has initiated studies on topics identified as 
priorities and has strengthened awareness 
among employees in order to advance our 
environmental practices (rollout of e-learning 
and a corporate communication plan towards 
the Group’s partners). 

strengthening Cross- 
disCiplinary Collaboration
The road map’s deployment has been accom-
panied by new work tools and processes that 
have promoted a dynamic of collaboration at 
Group level. As well as the annual Quality, 
Security, Environment conference focused on 
sharing environmental management informa-
tion and best practices, a training module on 
the subject of environmental issues has 
brought together managers from across the 
Group (QSE, procurement, marketing, etc.). 
Two virtual communities hosted by My Portal, 
the Group’s Intranet, have also been formed 
—one dedicated to the environment and the 
other to eco-design. Lastly, cross-cutting 
working groups have been launched which 
include the participation of several of Pernod 
Ricard’s partners. These have given rise to 
innovative advances in areas where the Group 
had identified levers of progress (biodiversity 
and eco-design in particular).

enVironment
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pernod riCard usa is honoured
Organised by Westchester County Government and the Business Council of Westch-
ester in the United States, the Westchester Green Business Challenge is an event 
open to all companies located in the area. Its purpose is to encourage them to take 
action in favour of protecting the environment, mostly by rewarding the ‘greenest’ 
among them, in respect of criteria that include their environmental footprint, per-
formance and cost savings made. From energy, resource and water use, to waste 
production and recycling, as well as transport and procurement, all segments are 
scrutinised. Keen to see its progress recognised, Pernod Ricard USA chose this 
year to take on the challenge, along with 94 other companies. It was rewarded for 
its continuous improvement process, launched several years ago, as the Company 
received the Bronze Sponsor & 2012 Greatest Progress Award. 

GOOD PRACTICE

iso 14001 CertiFied sites

 by total number of sites   by product volume

2007/2008 8670

2008/2009 9381

2009/2010 9690

2010/2011 9691

2011/2012 9894

98% 
OF VOlUMES  
ARE PRODUCED AT ISO 14001 
CERTTIFIED SITES

Field Commitment aCtion

management Deploy an efficient 
environmental 
management system

• Extend ISO 14001 certification to production sites in every region of the world.
•  Involve all production and market subsidiaries in the Group’s commitment to protect 

the environment.

agriCulture  
and biodiVersity

Promote systainable 
farming and preserve 
biodiversity 

•  Adopt stringent production standards for our own agricultural products and have 
them certified where relevant.

•  Through our purchases of agricultural products, help to strengthen environmental 
protection by our suppliers.

•  Encourage all the affiliates in the implementation of actions towards biodiversity 
protection.

water Conserve water 
resources locally

•  Measure our water usage and take actions to reduce it, with priority to regions where 
water resources are limited.

•  Control our wastewater discharge to minimise its impact on the environment.
•  Assess the “Water Footprint” methodologies on the Group products.

energy and  
Climate

Reduce energy 
consumption and 
measure and reduce 
greenhouse gas 
emissions

•  Take actions to reduce the consumption of electricity and fuels.
•  Study and promote the use of renewable energy.
•  Measure the carbon footprint or all production sites.
•  Define priorities for reducing such emissions, either by reducing energy 

consumption, or indirectly through services and products purchased.

waste and
eCo-design

Reduce the impact of 
waste and promote  
the eco-design

•  Extend product eco-design and reduce the quantities of packaging materials used.
•  Increase on-site sorting and recycling of waste.

well-deFined priority aCtions
Within the Group’s industrial scope, there are practical commitments(1) for every environmental impact.

(1) for more details on Pernod ricard’s envrionmental management, see the reference document, from page 50.

enVironment
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pernod riCard new Zealand:  
a strong Commitment to biodiVersity

Combining environmental responsibility and business 
performance is challenging but possible. In 2008, 
Pernod Ricard New Zealand began the process of 
obtaining organic certification for selected blocks of 
its Marlborough vineyard estate. Three years later, 
after completely revamping its practices, the vine-
yard’s 140 hectares have been approved by BioGro, 
New Zealand’s leading organic certifier. To date, 
1,350 tonnes of grapes have either been certified  
or are in the process of being formally approved. 
Marketed under Brancott Estate’s Living Land Series, 
these wines have been successful commercially. They 
are now sold in New Zealand and Australia with plans 
to roll them out to other export markets. As part of 
the project, the company created the ‘Brancott Estate 
Living Land Fund’, to which one dollar is donated for 
each bottle sold in New Zealand. Funds raised to date 
have been donated to help maintain the threatened 
Falcon species which is native to New Zealand, and to 
protect grapes and vineyards.

GOOD PRACTICEGOOD PRACTICEPreserving natural resources, landscapes, ter-
roirs, as well as water and soil quality, are 
major challenges in agriculture. The Group, 
which cultivates about 6,100 hectares of vine-
yards and buys the equivalent of nearly 3 mil-
lion tonnes of agricultural raw materials, is 
highly attuned to these issues. This year saw 
the launch of innovative actions to expand 
good practices and increase biodiversity. 

Vineyards: sharing enVironmental praCtiCes
Limiting inputs, controlling consumption, 
training and supporting growers: five of the 
Group’s operating countries with vineyards 
implement an environmentally responsible 
policy, applying the highest standards of sus-
tainable agriculture recognised in each 
region: ‘Sustainable Wine Growing New Zea-
land’; ‘Entwine Australia’; ‘Sinergia’ (Spain), 
‘Napa Green Business certification’ (United 
States); and best practices defined by AOC 
trade associations in the Cognac and Cham-
pagne regions of France. In sustainable agri-
culture, the Group has stepped up its efforts: 
this year, it launched a programme with all its 
vineyard-owning subsidiaries to gather data 
on all of their agricultural practices and quan-
tify their consumption (vineyard organisa-
tion, surroundings, use of energy, water and 
pesticides). As part of a continuous improve-
ment process, this approach has two objec-
tives: to measure the vineyards’ overall foot-
print, and to pool the best initiatives. Fact 
sheets have been developed for this purpose 
and will be shared with all the vineyards.  

biodiVersity: important adVanCes
Alongside the innovative schemes undertaken 
by some of its subsidiaries, Pernod Ricard has 
sought to promote biodiversity protection on a 
global scale. A diverse working group, com-
posed of company staff and outside members 
(from the Institut Français de la Vigne et du Vin, 
Institut Inspire, Amplify Nature), was set up to 
test an innovative tool for assessing the environ-
mental performance of the vineyards 1 . This 
tool was initially tested on the Martell vineyards, 
which total 670 hectares of land, including 

430 planted hectares. It enabled the establish-
ment of a biodiversity profile, in order to even-
tually reduce the gaps with the target biodi-
versity profile. This pilot programme will be 
rolled out to other Group sites. 

purChasing raw materials:  
eXemplary approaChes 
As a true partner of its suppliers, the Group 
has always been keen to encourage them to 
develop best practices, striving to educate and 
support them in their efforts to obtain an 
accreditation or certification. The Absolut 
Company, for example, makes ABSOLUT 
vodka exclusively from winter wheat grown in 
the south of Sweden, where the distillery is 
located. All wheat producers practise inte-
grated agriculture, which meets a demanding 
set of specifications regarding production 
methods, harvesting and storage. The Absolut 
Company has established additional stand-
ards to encourage its suppliers to improve the 
quality of its raw materials whilst reducing the 
environmental impact of its production. 
These standards mainly concern the varieties 
of wheat selected, which are highly resistant 
to disease, thus reducing the need to use pes-
ticides, and efficiently absorb the available 
nitrogen, thus limiting the amount of ferti-
liser needed for them to grow.

enVironment
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Because water is a key ingredient in the prod-
ucts made by Pernod Ricard, the Group has 
made responsible water management a pillar 
of its environmental policy. On the ground, 
the subsidiaries are taking action in several 
areas at once: more effective water use, pre-
venting water from being wasted and recy-
cling waste water. To further improve perfor-
mance, procedures were initiated this year to 
create a detailed map of water usage flows at 
the Group’s main production sites in order to 
more precisely identify levers for action. 

measurable progress
Following the 2011/2012 campaign, average 
water consumption at the production sites fell 
from 33.72 m3 to 31.15 m3/kL of pure distilled 
alcohol. In all, over the entire period from 
2007/2008 to 2011/2012, the decline in this 
figure stands at –21%, or –13% on a like-for-
like basis (after accounting for the integration 
of the V&S production sites in 2008). This 
steady reduction reflects the ongoing invest-
ments made at all these sites—especially the 
distilleries, which are the Group’s biggest con-
sumers. Renovation of the sites’ pipeworks, 
systematic reuse of water and condensate 
recovery have allowed significant reduction of 
the consumption—the Behror plant in India 
and the Arandas plant in Mexico, for instance, 
managed to cut their consumption by around 
25%.  

water stress and water Footprint
Using a tool developed by the World Resource 
Institute, in 2011 Pernod Ricard updated its 
list of water-sensitive sites. This process identi-

fied 13 sites representing 7% of consumption, 
located in or near areas with moderate or high 
water stress. Located in India, Mexico, Aus-
tralia, Argentina, Spain and Armenia, each of 
these sites has been the focus of priority 
actions, including waste water recycling and 
rainwater use. This year, the Group decided 
to go a step further by assessing its overall 
‘water footprint’ for the production of whisky 
in India and wine in Australia. This analysis 
involves identifying water resources mobilised 
by both the direct activities of the subsidiaries, 
and by the products and services they use. 

global Cooperation to speed up progress
As a member of the international association 
BIER (Beverage Industry Environmental 
Roundtable) since 2009, the Group works with 
major industry players to develop tools for 
improving the water management perfor-
mance of the sector’s manufacturers. After 
developing a method to measure its water 
footprint, Pernod Ricard took part in a work-
ing group formed to develop a method for 
economic players to evaluate the risks and 
opportunities associated with water manage-
ment in their local environment (catchment 
area). The final document will be published 
by the end of the year. 

wyborowa:  
water Consumption down 29%  

at bottling plants
Last year, Wyborowa launched a project to reduce 
its water consumption in all its facilities. The project 
team analysed consumptions, calculated the bottling 
part’s actual needs, and defined an action plan with 
the employees. The improvement plan included the 
following: training the employees, adapting water 
treatment to the needs, improving water recycling, 
reviewing the cleaning procedures and monitoring the 
consumptions days, nights and weekends at all loca-
tions. The operation resulted in a significant reduction 
of water consumption, by 29% per liter of finished 
product without significant investment.

GOOD PRACTICE

6,84240.30

7,51235.70

7,09536.30

7,11933.72

7,39431.15
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saVing  
water resourCes

–23% 
IN WATER CONSUMED  
PER UNIT DISTIllED BETWEEN 
2007/2008 AND 2011/2012

trends in water Consumption

 m3/klaa   thousands of m3 

2007/2008

2008/2009

2009/2010

2010/2011

2011/2012
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india: ingenious solutions  
saVing on Fossil Fuels

Having run for a long time on fossil fuels alone, the 
distilleries of Behror and Nasik, India, were deter-
mined to find renewable alternatives. Since 2011, 
Behror has used the husks of mustard seeds, the 
region’s main crop, and Nasik has used rice husk, 
available in the region as fuel. The Behror plant has 
effectively run on 100% husk for seven months, while 
Nasik is now replacing coal to an extent of 35%. 
Behror also recovers the sludge from its waste water 
treatment plant, which, after being dried in the sun, 
provides an excellent source of energy that generates 
320 MWh of savings. Consequently, between 2010 
and 2011, the share of renewable energy rose from 
17% to 46% in Behror, and from 0% to 6% in Nasik.

GOOD PRACTICEGOOD PRACTICEDistillation, along with winemaking and bot-
tling, is the largest direct consumer of energy 
at Pernod Ricard, which uses mainly natural 
gas, oil and electricity. Reducing the Group’s 
consumption means controlling the energy 
efficiency of its industrial processes at the pro-
duction sites.

target aChieVed
With 6.64 M W h/kl of pure a lcohol in 
2011/2012, against 6.91 MWh/kl PA the previ-
ous year, the Group continued to make pro-
gress in energy efficiency. As such, it fully 
achieved its target of a 10% reduction in the 
amount of energy consumed per unit pro-
duced between 2007/2008 and 2011/2012. 
The distilleries of Chivas Brothers in Scotland 
and Irish Distillers in Ireland have, for exam-
ple, launched ambitious, long-term action 
plans, purchasing equipment that allows 
energy to be recovered and reused. 

aCting on multiple leVers
To reduce their consumption, the production 
sites take a variety of actions. Some, such as  
Pernod, have undertaken thorough energy 
diagnostics in order to generate savings, while 
others have set up energy management systems 
based on performance indicators. In Canada, 
the Walkerville plant was the subject of a 
remarkable investment programme that gener-
ated great savings. It included the installation 
of powerful compressors for heat recovery, a 
controlled start-up system for heating, power 
and air conditioning, new rooftop HVAC  
systems and LED lighting.

reduCing  
energy Consumption

–23% 
REDUCTION IN ENERGy CONSUMED 
PER UNIT DISTIllED BETWEEN 
2007/2008 AND 2011/2012

trends in energy Consumption

 mWh Pci/klaP   mWh Pci

2007/2008 1,459,2878.60

2008/2009 1,571,7437.47

2009/2010 1,465,8727.49

2010/2011 1,459,5016.91

2011/2012 1,575,5456.64

enVironment
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Pernod Ricard seeks to contribute to effective 
action against climate change. For several 
years, the Group has worked hard to reduce 
its total CO2 emissions, including direct emis-
sions from fossil fuels produced at its indus-
trial sites, and indirect emissions from its 
purchases of power and raw materials, and 
from its logistics activities. 

Carbon Footprint: targeted aCtion plans
To better address the challenge of climate 
change, Pernod Ricard measured its carbon 
footprint in 2009, taking into account 90% of 
its industrial sites. The analysis enabled the 
subsidiaries to assess the impact of their activ-
ities on the environment, to set priorities for 
action and to implement targeted plans. In 
Mexico, Casa Pedro Domecq even established 
a process that systematically analyses indus-
trial and logistics data, enabling it to continu-
ously measure the impact of its activities on 
CO2 emissions. 

industrial sites: purChases oF  
eleCtriCity From renewable energy  
sourCes and Carbon oFFsets
The steps taken by the subsidiaries to improve 
the energy efficiency of their industrial sites 
have created a dynamic of continuous pro-
gress, with significant results being produced. 
After installing new equipment and optimising 
their energy consumption, the subsidiaries are 
turning to purchasing electricity from renew-
able energy sources and carbon offsets. The 
Campo Viejo winemaking site in Spain is a case 
in point: it has offset its CO2 emissions from 
electricity and its employees’ modes of trans-

port by participating in a United Nations pro-
ject to build a hydroelectric dam in China, 
which will supply power to the country’s Gansu 
province. This engagement, combined with 
other measures such as implementing sustain-
able agricultural practices and reducing the 
weight of its bottles, earned Campo Viejo this 
year the CarbonNeutral® certification. It is cur-
rently the only vineyard in Spain to have 
obtained this accreditation.

eCo-design, supplier purChases, transport: 
numerous adVanCes
Measuring the carbon footprint highlighted 
the impacts of upstream activities (agricul-
ture), packaging (glass in particular) and 
logistics (transport). The Group has initiated 
comprehensive measures in conjunction with 
its suppliers to address these new challenges 
(see following sections). Meanwhile, the sub-
sidiaries have taken concrete action, as exem-
plified by Pernod Ricard Brasil which has 
optimised transport by improving its truck-
loading methods and reducing the distances 
travelled with empty loads when returning 
from deliveries (trucks having delivered to 
shops in Rio de Janeiro return via the plant to 
load up with new pallets). This project has 
saved nearly 280,000 litres of diesel and 
720 tonnes of CO2 equivalent.

orlando wines: bottling 
 Closer to the markets

In 2011, a major project was completed by Orlando 
Wines, resulting in a complete review of the supply 
chain for shipments of Jacob’s Creek to the United 
Kingdom. Previously these wines were bottled and 
packaged in the Barossa Valley in South Australia, 
where they are made, before being shipped as a fin-
ished product to the United Kingdom market. Today 
the wine is shipped in stainless steel ‘ISO’ tanks, then 
bottled and packaged in the United Kingdom before 
being distributed. To ensure the wine quality meets 
exacting standards, a winemaker has been appointed 
based in the United Kingdom to oversee the entire 
process. The project has proven to be very successful 
not only from a quality perspective but also for the 
environment with the carbon footprint from logistics 
reduced by 25%!

GOOD PRACTICE

reduCing the impaCt oF  
aCtiVities on the Climate

–35% 
REDUCTION IN DIRECT (COMBUSTION) 
AND INDIRECT (ElECTRICITy) CO

2
 

EMISSIONS PER UNIT DISTIllED  
BETWEEN 2007/2008 AND 2011/2012

a Continuous deCline in Co
2
 emissions (direCt and indireCt) oF industrial sites

 t   t eq. co
2
/klaP

2007/2008 390,4512.30

2008/2009 383,4491.82

2009/2010 357,6541.83

2010/2011 341,5591.62

2011/2012 352,1361.48

enVironment
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GOOD PRACTICEGOOD PRACTICEThe Group’s approach to eco-design has 
gained fresh impetus based on a thorough 
study of stakeholders’ expectations. It has 
been accompanied by diverse initiatives led by 
the subsidiaries, centred on two objectives: 
optimising packaging volumes from the prod-
uct design stage and favouring recyclable 
materials.

a ComprehensiVe approaCh
Pernod Ricard has made eco-design a key ele-
ment in its packaging design process. Since 
2006, the teams in charge of development and 
marketing have received guidance through 
seminars and a dedicated handbook. To boost 
its strategy, the Group has provided its sub-
sidiaries with lifecycle analysis software for 
packaging, which has given rise to a number 
of projects. To encourage innovation, Pernod 
Ricard has also launched a cross-functional 
working group involving staff from various 
departments (QSE, marketing, purchasing, 
logistics, packaging) and suppliers. This 
group studied the expectations of stakehold-
ers and drew up an action plan for every stage 
of production, which will be rolled out over 
the coming years. The action plan covers top-
ics such as project management, tools, skills 
acquisition, training and communication. 

enCouraging the eXChange  
and spread oF best praCtiCes 
A dedicated community has been set up to 
spread a culture of eco-design and best prac-
tices. Its purpose is to increase knowledge of 
the processes and techniques related to vari-
ous materials, and to share good practices, 
whether internal or external. Meanwhile, 
since reducing the production of glass has 
been identif ied as a significant factor for 
improvement, the Purchasing Department 
has developed a database on bottle weight 
reduction. The tool lists initiatives developed 
by the subsidiaries and updates related fig-
ures.

strong inVolVement oF all subsidiaries
Actions by the subsidiaries increased in scope 
this year. Some continued their efforts to 
reduce bottle weights, like Pernod Ricard Ven-
ezuela, which, by changing the relief pattern 
of its Regency brand bottles, reduced their 
weight from 480 g to 445 g per bottle, thereby 
generating savings of 7% in glass by weight. 
The subsidiaries have also worked on second-
ary packaging, such as Casa Pedro Domecq in 
Mexico, which opted for recyclable card-
board, one-colour printing and a logo on each 
case that reads, ‘Pernod Ricard, promoting 
environmental care’.  

eCo-design, 
a shared approaCh to optimisation

soCiété riCard:  
an approaCh that has proVed its worth
How to introduce gift pack designs that are visu-
ally appealing while minimising their environmental 
impact? To respond to this challenge, Ricard worked 
with its designers and distributors to develop a new 
gift pack made of lighter-weight, fully recyclable card-
board, containing a bottle of Ricard and two glasses. 
The cardboard packaging did more than win over  
consumers, it also reduced CO2 emissions by 85%.  
The company used the same approach to market a 
gift pack made up of a bottle of ABSOLUT and a glass. 
The use of cardboard from sustainably managed for-
ests substantially reduced the environmental impact  
(a reduction of almost 40% in CO2 and 30% of waste), 
and was very successful with consumers. 

enVironment
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Pernod Ricard’s activities generate different 
types of waste which the Group is striving to 
reduce—particularly packaging waste and 
residues from agricultural raw materials. Suc-
cess in this area relies both on comprehensive 
actions carried out in conjunction with the 
Group’s partners, and more localised efforts 
led by the subsidiaries. 

paCkaging waste: taking aCtion at the 
sourCe and reCyCling
In 2011/2012, the Group’s industrial sites gen-
erated 30,983 tonnes of solid waste, mainly 
from packaging (glass, cardboard, plastic), 
compared to 43,700 tonnes in 2010/2011. 
Most of it—i.e. 92% of this quantity—was recy-
cled with a view to the materials being reused. 
The portion disposed of by landfill or incin-
eration came to 2,406 tonnes. As such, waste 
represented 2.03 grams per litre of finished 
product, a 68% reduction compared to last 
year. Packaging waste is also generated after 
consumption of the products in the markets 

(end-of-life waste of products sold). That’s why 
for 20 years, Pernod Ricard has funded a recy-
cling scheme in France to enable consumers 
to recycle their packaging. Thanks to ‘Eco-
Emballages Green dots’, 67% of packaging is 
recycled in the country. To achieve 100% of 
recycled glass—an ambitious target—, Per-
nod Ricard and companies in the sector will 
further enhance the Eco-Emballages scheme 
by 2016.

organiC produCts: prioritising reCoVery
Compost, livestock feed, energy production… 
99% of organic products from the transforma-
tion of raw materials are now recovered 
through innovative technical processes and 
original initiatives carried out with communi-
ties and local industries. meXiCo: agaVe residues,  

an eXCellent Fertiliser
Pernod Ricard México has developed an original  
process for treating agave residues (left over from 
milling and distillation), turning it into 100% natural 
compost which avoids both waste and the use of 
chemical fertilisers. The subsidiary has invested in 
compost production processes, set up a drying sur  
face of 2.7 hectares, built a warehouse and installed  
a bagging system. Here’s how it works: the bagasse 
from agave is filtered and kept in high humidity, allow-
ing biological degradation, and finally dried. After 
120 days, the compost obtained can be packaged and 
distributed as agave fertiliser. This innovation earned 
the subsidiary the ‘Award for Recognition of Natural 
Conservation’, presented by the Mexican State.   

GOOD PRACTICE

reduCing the impaCt oF waste and paCkaging:  
a Constant ConCern

92.23 % 
THE RECyClING RATE FOR  
SOlID WASTE

Continued progress in the reCyCling rate For solid waste

 as a %

2007/2008 77.02

2008/2009 78.00

2009/2010 82.00

2010/2011 84.07

2011/2012 92.23
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AlEXANDER PASHIN
cuStomS clearance SPecialiSt
pernod riCard rouss

JOHN GONZAlEZ
imPortS and brand Security aSSiStant
pernod riCard Colombia

A highly specialised expertise in 
logistics brings them together, 
from one side of the world to  
the other. 

“ 
– it’s always sad  
to see our products go.

– especially  
when they’re going to 
rio de Janeiro...  
shall we board?

”
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GOOD PRACTICEGOOD PRACTICEAs a result of increased involvement with sup-
pliers, a Group-wide responsible purchasing 
policy has been developed. In late 2011,  
Pernod R icard published it s ‘Policy on 
Responsible Procurement’, which defines its 
principles and sets out a common framework. 
Later, a new milestone was achieved, with the 
creation of a Supplier Commitment Charter 
and the development of a CSR (Corporate 
Social Responsibility) assessment tool for sup-
pliers and subcontractors. 

shared tools and proCesses
At Pernod Ricard, the Responsible Purchas-
ing policy was until recently led by the sub-
sidiaries, some of which implemented effi-
cient, coordinated processes to select their 
suppliers, with the common objective of con-
trolling costs as well as environmental and 
social impacts. For instance, Pernod Ricard 
Nordic has established a means for assessing 
suppliers’ environmental and social practices, 
in order to anticipate local regulatory require-
ments and guide those suppliers who need to 
make progress in this area. In total, 86% of 
suppliers meet all of the CSR criteria defined 
by the subsidiary, while this rate reaches 
93% for direct suppliers. 

group-wide roll-out
Pernod Ricard’s Responsible Purchasing 
approach is based on an increasingly close 
level of collaboration with suppliers, for which 
the Group conducted a pilot on a CSR assess-
ment tool. Its purpose is to create a basis for 
discussion and exchanges with suppliers in 
order to identify, where applicable, areas for 
improvement. The assessment has been ini-
tially tested on 76 suppliers from various cat-
egories of direct and indirect purchases. If the 
results are conclusive, it will be conducted 
next year on 100 to 200 suppliers of promo-
tional items. The aim is to extend it to other 
purchasing categories over the next two years. 

the Creation oF ‘Communities’
Sharing best practices in Responsible Pur-
chasing is made possible by greater exchanges 
within the Group. These have been multiplied 
with the formation of a virtual community 
called ‘Buy Responsibly!’. Accessible via the 
Intranet and open to all Pernod Ricard group 
employees, it gives access to all the rules and 
tools in force in the Group, creating synergies 
between employees from different areas and 
affiliates. In addition, buyers also have their 
own dedicated ‘communities’ for sharing 
information and tools specific to the Purchas-
ing function. 

responsible purChasing:  
a Coordinated approaCh

pernod: a CollaboratiVe strategy to 
deVelop innoVation

To help suppliers to progress and encourage them to 
consolidate their quality procedures, the Pernod SA 
Purchasing Department has implemented a new way 
of working based on stepped-up cooperation between 
its employees belonging to the packaging and promo-
tional items departments. This involved pairing up 
buyers who usually work on different purchasing cat-
egories. The point of this approach is to work more 
constructively and in a more varied fashion with sup-
pliers, whilst strengthening team spirit. In concrete 
terms, each pair of buyers has been assigned to work 
with a given number of suppliers and to identify, after 
a visit and mini-audit, areas for improvement and inno-
vation. Six suppliers were ‘audited’ under this scheme 
in 2011 and six more in 2012. The ideas gathered lead 
to ways of helping suppliers to progress. At the same 
time, they also provide further food for thought to the 
Marketing Department. They have led to proposals 
made to this Department, some of which are already 
being implemented. 

100% 
OF STRATEGIC SUPPlIERS 
RESPONDED TO THE qUESTIONNAIRE 
CREATED IN 2006

enVironmental report 2011/2012
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(1) the water volumes for the Walkerville site have been modified following a misapplication of the definition of water consumption. those water volumes are estimated. (2) following a counting mistake on the fox and geese site in ireland, the consumption of 
cardboard for 2010/2011 has been modified. (3) a) ratio for 1,000 litres of absolute alcohol (klaa); b) ratio for 1,000 litres of finished product (kl).

Category deFinition unit
total pernod riCard

unit
ratio(3) g3  

gri  
indeX07/08 10/11 11/12

a  
or  
b

07/08 10/11 11/12
Variation  

07/08–11/12

number oF sites •  Number of reporting sites 103 99 98 — – – – – – – 

iso 14001 
(at 30 June 2011)

•  Number of ISO 14001 cetified sites

•  Proportion of ISO 14001 certified 
sites in total production

% 70 91 94 — – – – – – – 

% 86 96 98 — – – – – –

inVestments
•  Amount of investment for 

environmental protection m 5.60 8.32 12.60 — – – – – – EN30

ComplianCe oF 
aCtiVity

•  Fines or penalties  
related to environment number 0 0 1 — – – – – – EN28

produCtion 
Volumes

• Total production of   
a) distilled alcohol(1) 
b)finished product

klpa 169,778 211,106 237,371 – – – – –

kl 1,166,177 1,176,385 1,182,446 – – – – – 

water •  Total volume consumed m3 6,842,349(1) 7,118,930(1) 7,393,874
m3/kl a) 40.30(1) 33.72(1) 31.15 –22.71%

EN8
b) 5.87 6.05 6.25 6.57%

wastewater •  Total volume of wastewater m3 5,063,494 4,931,666 4,993,818
m3/kl a) 29.82 23.36 21.04 –29.46%

EN21
b)  4.34 4.19 4.22 –2.73%

energy

•  Total energy consumed

 
 
of which: natural gas

 
 
of which: electricity

mwhnCV 1,459,287 1,459,501 1,575,545 mwh/kl
a) 8.60 6.91 6.64 –22.78% EN3

b) 1.25 1.24 1.33 6.48% EN4

mwhnCV 818,595 823,031 911,387 mwh/kl
a) – – –

b) – – –

mwhnCV 218,929 258,976 262,606 mwh/kl
a) – – –

b) – – –

Co
2 
emissions

•  Direct emissions (Scope 1)

•  Indirect emissions associated  
with electricity consumption 
(Scope 2)

tCo
2
 e

280,947 264,481 280,470
Co

2
 teq/kl a) 1.65 1.25 1.18 –28.60%

EN16

tCo
2
 e 109,504 77,078 71,590 Co

2
 teq/kl a) 0.64 0.37 0.30 –53.24%

reFrigerant 
gases

•  Quantity of fluorinated gases 
installed

•  % of HFC fluorinated gases installed

•  Quantity of fluorinated gases 
released into the atmosphere

•  % of fluorinated gases released 
into the atmosphere

kg 20,249 18,022 18,056 — – – – –

EN19
% 23.7 46.9 49.45 — – – – –

kg 2,297 1,628 1,629 — – – – –

% 11.34 9.04 9.03 — – – – –

paCkaging 
materials

•  Glass consumption

•  Cardboard consumption

t – 661,746 682,576 g/l b) – 563 577 
EN1

t – 67,537(2) 75,576 b) – 57(2) 64 

organiC waste
•  Quantity of organic waste 

landfilled or incinerated t 11,631 4,875 2,601 g/l
a) 68.51 23.09 10.96 –84.01%

EN22
b) 9.97 4.14 2.20 –77.95%

solid waste

•  Total quantity of solid waste 

•  Quantity of solid waste landfilled 
or incinerated 

•  % of solid waste recycled or 
recovered

t 32,202 43,721 30,983 g/l b) 27.61 37.17 26.20 –5.11%

EN22t 7,400 6,966 2,406 b) 6.35 5.92 2.03 –67.93%

% 77 84 92 — – – – – –

haZardous  
waste

•  Quantity of hazardous waste 
treated externally t 349.8 541 545 g/l b) 0.30 0.46 0.46 53.59% EN24

2011/2012 environment reporting scope
Pernod Ricard’s environmental reporting covers the financial year (1 July to 30 June) and concerns all 98 of its industrial production sites under 
operational control as at 30 June 2012. Only industrial sites are taken into account (farmlands, head offices and logistics sites are excluded from 
the environmental reporting scope).

2011/2012 enVironmental report
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More than a corporate tagline, 
‘Createurs de convivialité’ epito-
mises the commitments made 
by Pernod Ricard’s employees. 
True ambassadors of our val-
ues, our 18,800 ‘creators’ con-
tribute to our policy of sup-
porting contemporary art by, 
for example, being the focus of 
the annual photographic cam-
paign. Carried out by Eugenio 
Recuenco in 2012, this series 
of photos shows all the com-
plicity developed between our 
‘models’: employees ‘connected’, 
brought together by this unique, 
mag ica l  moment—that of  
an encounter and a shared 
moment. A true moment of  
aesthetic conviviality.

OLIvIER CAvIL
Vice President, Communications

With its rich territorial heritage—the Group creates and distributes products that are rooted in  
their terroirs—, Pernod Ricard has forged ‘connections’ with the communities that surround it, supporting  

local initiatives to promote art and culture wherever it operates. 

promoting Creation and the eXChange oF ideas
The commitment to art, and to contemporary 
art in particular, is an integral part of the 
Group’s identity. It all started with Paul Ricard 
who, in the 1960s, set up a foundation to foster 
young talent, with the aim of creating a genu-
ine forum for exchange—a crossroads for 
ideas—about contemporary art. Since then, 
the Group has continuously sought to pro-
mote creation in all its forms and the sharing 
of all artistic cultures. Its actions are in line 
with the values, vision and entrepreneurial 
culture at the heart of the Pernod Ricard 
model: supporting artistic creativity fuels the 
spirit of innovation. 

a long tradition oF sponsorship
Pernod Ricard’s ambition is to encourage 
access to culture for as many people as possi-
ble, and to highlight cultural heritages by sup-
porting major institutions. This is the back-
bone for the Group’s cultural and artistic 
sponsorship activities. Pernod Ricard began 
this tradition of sponsorship in 1997 with the 
Centre Pompidou of Paris, now the leading 
European centre for contemporary art. The 
partnership, which began by making improve-
ments to the Centre’s outdoor spaces (Paul 
Ricard terraces) is now entering a new phase 
with the support  provided to certain flagship 
projects, such as the Virtual Centre Pompi-
dou. Making all of the Centre’s documentary 

and artistic resources available online pro-
vides access to the institution’s works through-
out the world, thereby promoting cultural 
sharing on a global level. In 2004, Pernod 
Ricard also became the first major sponsor 
(Grand Mécène) of the Quai Branly Museum of 
Paris, which is both a museum of tribal art and 
a symbol of cultural diversity. More specifi-
cally, Pernod Ricard chose to support artist 
Charles Sandison’s video installation, The 
River. 

an attaChment to the world oF 
Contemporary Creation
In line with its corporate sponsorship strategy, 
and  with all of the artistic collaborations 
developed by the brands in its portfolio, the 
Group continued this year to strengthen its 
partnerships with leading museums at the cut-
ting edge of contemporary art. After Domecq 
Bodegas in Spain, which in the past decade 
has developed close ties with the Guggenheim 
Museum in Bilbao, Pernod Ricard UK has 
teamed up with the Saatchi Gallery, a major 
contemporary art centre that welcomes highly 
innovative artists. In New York, Pernod Ricard 
USA is now a partner of the New Museum, the 
Manhattan centre dedicated to contemporary 
art and emerging artists. In Italy, Pernod 
Ricard Italia has joined forces with the Cas-
tello di Rivoli Museum, the leading Italian 
museum for contemporary art, located on the 

Cultural sharing
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CULTURAL 
SHARING, 

the foundation of the grouP’S identity
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outskirts of Turin. This support enabled col-
lections that were previously not accessible to 
the public to be showcased 1 . 
Meanwhile, certain brands, led by ABSOLUT, 
continued to support avant-garde  artists. Every 
year, the brand increases its collaborations 
with renowned creators, like the project devel-
oped in India in 2012, backing an installation 
by Indian artist Bharti Kher. To spur on this 
creative movement, the brand launched the 
ABSOLUT Art Award in 2009, which recog-
nises one cutting-edge artist each year. In 
2012, the award was given to Anri Sala 2 , an 
Albanian visual artist, who creates remarkable 
installations combining sound, images, sculp-
ture, video and performance. Keen to high-
light creative artists from all disciplines, the 
brand is currently working on giving the 
award additional dimensions (introducing 
two categories, Art Work and Art Writing, new 
selection process of candidates, etc.).

preserVing heritage  
and sharing loCal Cultures 
The Group and its subsidiaries regularly 
organise events aimed at preserving and shar-
ing the culture of the countries where it oper-
ates. A case in point is Havana Club Interna-
t ional, which promotes Cuban culture 
through a multitude of projects under the 
‘Havana Cultura’ banner. These include the 
launch of a new album of Cuban music in col-
laboration with world-famous DJ Gilles Peter-
son, and the establishment of a partnership at 
the 11th Havana Art Biennial. This commit-
ment took on a new dimension this year 
through the brand’s participation in the film, 
7 Days in Havana, selected at the 2012 Cannes 
Film Festival 3 . In New Zealand, staying true 
to the pioneering spirit of its founders, Bran-
cott Estate has been the main sponsor of one 
of the country’s most spectacular events, the 
‘World of WearableArt Awards’ for the past 
14 years. This show, which takes place in Wel-
lington and attracts some 50,000 spectators 

the saatChi gallery and the new museum:  
linking the world around Contemporary art

In London, famous for its bold and sometimes controversial choices, the Saatchi Gallery  has had a major influ-
ence on British art, backing a generation of young artists who were previously little known to the public. It has 
given exposure to many talented artists who have since become internationally renowned, such as Damien Hirst. 
In New York, initially formed as a non-profit association for staging temporary exhibitions, the New Museum 
presented  in 1981 its first retrospective of the artist John Baldessari, for which it earned strong recognition. 
Since then, it has served as a springboard for many contemporary artists. In partnering with these two institu-
tions, Pernod Ricard shows that it is keen to continue its support for contemporary art and emerging artists, a 
programme first started with the Centre Pompidou sponsorship. Such cooperation reflects the creative vitality 
of Pernod Ricard which has made innovation a centrepiece of its growth model. The Group will sponsor various 
events in these museums (exhibition openings, performances, etc.), and will give its employees the opportunity 
to visit them. “Innovation is at the heart of our business model and every day we encourage our employees to  
be more creative. The partnership with the New Museum is a fantastic platform for new ideas that we want to  
share with our employees in order to motivate them,” says Paul Duffy, then CEO of Pernod Ricard USA. 

GOOD PRACTICE

1

2

3
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the absolut Company and the sprit museum
New name, new location, new architecture: in Sweden, the historical museum of Wine and Spirits reopened in 
May, having been completely redesigned with the support of The Absolut Company. Called the Sprit museum, 
it offers several unique approaches that are intended to be both entertaining and thought-provoking, based on 
the theme of Wines and Spirits. For example, the permanent exhibition, entitled Sweden: Spirit of a Nation, uses 
sounds, smells and tastes to explore the long history that Swedes have with spirits. The museum also houses 
all of the works of the ABSOLUT collection, featuring contributions by great artists such as Andy Warhol, Keith 
Haring, Jean-Michel Basquiat, Louise Bourgeois, Damien Hirst, and many more. For its opening, the museum 
chose to focus on works from the period from 1986 to 2004 with the “Face it!” exhibition.

GOOD PRACTICE

every year, combines dance, music, theatre 
and visual arts. It showcases extraordinary 
costumes created by designers from around 
the world, selected at the World of Wearable-
Art Awards 4 . In Australia, Premium Wine 
Brands, keen to help preserve the local herit-
age, supported the restoration of the Dalwood 
House 5 . This home, located on the grounds 
of the famous Wyndham Estate winery, is a 
local landmark that exemplifies the architec-
tural heritage of the early 19th century. It was 
built by George Wyndham, the distinguished 
pioneering wine grower. 

promoting young artistiC talent
In line with its policy of promoting the entre-
preneurial spirit, the Group and its subsidiar-
ies encourage young artistic talent in all areas: 
cinema, music, visual arts. For several years, 
the Group has supported the French Osti-
natO Orchestra-Workshop, comprised of 
young, high-level musicians who wish to 
embark upon a professional career. 

As part of its ‘Havana Cultura’ initiative, 
Havana Club International launched a project 
to support emerging young visual artists, from 
their initial training to promoting their talent 
on the Cuban art scene. The award-winning 
art ist s’ works were featured in a highly 
acclaimed exhibition this year such as the 
ones of Alejandro Gonzalez 6 . 
Another highlight, in Vienna, Austria, was the 
original event staged by the ABSOLUT brand 
dedicated to fashion lovers: the ABSOLUT 
Special Edition Day. Its basis: an auction of 
Collectors’ edit ions—i.e., 16 bott les of 
A BSOLUT, one - of-a -k ind creat ions by 
Austrian designers such as Rafaela Proell 7 . 
The auction, which took place in a renowned 
contemporary art gallery, was a resounding 
success. The funds raised were awarded to 
young Austrian fashion designers. 

7

6

5

4

XXXXX

connected brandS

Cultural sharing

cSr



connected

emPloyeeS connected  
through the eyeS of  

eugenio recuenco

For the last 35 years, Pernod Ricard has commissioned a piece by a contemporary art-
ist to illustrate the cover of its Annual Report. Over the years, the Group has built up 
a rich and varied Art collection, by big names such as César, alongside young talents. 
Art connects nations, and for the Group it represents a link between the various cul-
tures that comprise it. Thus, a real aesthetic connection.

For the past three years, Pernod Ricard has given carte blanche  to a prominent contem-
porary photographer to create portraits of its employees, the chief source of the com-
pany’s success and creativity. 

Following in the footsteps of Marcos Lopez and Denis Rouvre, Eugenio Recuenco was 
chosen for this year. A Spanish artist, his work lies at an artistic crossroads, with his 
photographs being peppered by many references to cinema. A ‘storyteller’ of modern 
times, he likes to portray his models in masterful compositions that suggest a story, or 
a scenario. For Pernod Ricard, the Madrid native takes the viewer into a sophisticated 
dream world that evokes the 1920s, the “swinging twenties” using expressive, retro col-
ours and inhabiting a terrain midway between reality and fantasy. 

The 10 photographs that comprise his work build a compelling narrative about human 
connections. Under Eugenio Recuenco’s direction, nine “couples” of employees were 
chosen to figure in the photographs of this report’s inside pages. Sharing the same 
function, the same passion for a job or a brand at Pernod Ricard, these ‘models’ were 
bold in participating in this adventure for a baroque and off-beat result. The main 
piece of this photo series brings them together in a giant fresco, telling a story that 
weaves links between each of them. Through the photographer’s lens, we discover 
complicity; in this special, shared moment, connections are made visible. The intense 
sessions were a unique and magical experience for the employees, and a great moment 
of conviviality captured by the eye of a talented photographer. 
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ENTREPRENEURIAL 
SPIRIT, 

a Pillar of the “Pernod ricard culture” 
Embracing its social responsibility means contributing to the development of the communities in which  

the Group operates, particularly from an economic standpoint. Pernod Ricard and its employees do this through 
many CSR initiatives intended to foster social ties and give local populations the means to increase their autonomy.  

These actions help to stimulate entrepreneurial spirit, a core value shared throughout the Group. 

entrepreneurs: Creators oF Value
For Pernod Ricard, entrepreneurs are vision-
aries, creative self-starters, known for their 
ability to take initiatives, to dare to think dif-
ferently and to seize opportunities. Their goal 
is to create value—for themselves, for local 
communities, and for society in general. 
Entrepreneurial spirit is the strength and the 
distinguishing feature of the Pernod Ricard 
model. The Group has always sought to pro-
mote and encourage this value, both inter-
nally and externally, through charitable 
actions and the funding of projects, whilst 
ensuring that the initiatives are backed by its 
employees. The Group gets involved on two 
levels: Either it acts with local communities to 
support their economic and social develop-
ment through training or the contribution of 
skills. Or else helps to fund organisations and 
institutions whose projects enable individuals 
to achieve their goals. 

deVeloping the skills oF loCal Communities
Pernod Ricard takes care to support the eco-
nomic growth of the areas in which it oper-
ates. To do so, the Group and its subsidiaries 
conduct programmes aimed at developing the 
skills of local populations. In Armenia, the 
Yerevan Brandy Company launched an ambi-
tious pilot project in July 2011 to allow wine 
growers in the Tavush region, faced with a 
lack of equipment and low-yielding plots, to 
develop and safeguard their production. This 
init iative, launched in partnership with 
PlaNet Finance, aims to bring wine growers 
together in cooperat ives to help them 
increase their revenues. It is accompanied by 

ChiVas regal and Filmaid: a suCCessFul Collaboration Continues
For the past year, Chivas Regal has supported FilmAid International. This very active association does remark-
able work in the field: it sets up film workshops, stages evening film screenings in refugee camps and provides 
technical and financial support to young directors. The $250,000 in financial support provided by Chivas Regal 
allowed projects to be undertaken 
in a number of countries. The first 
year of partnership received praise  
at the 2012 Cannes F i lm Fes t i -
val, where a documentary about  
FilmAid’s impressive work in Kenya 
was screened 1  in the presence 
of the famous American actor Cuba 
Gooding, Jr., a passionate supporter 
of the association 2  . 

entrepreneurial spirit

cSr

GOOD PRACTICE

1

2
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training in the areas of organisation, manage-
ment, legal affairs, finance, IT and access to 
microcredit. In time it will be evaluated with 
a view to replicating it. 
In another model initiative in Marlborough, 
New Zealand, the subsidiary became involved 
in leading a training course for jobs within the 
wine trade to help fight unemployment. Cre-
ated in conjunction with the Ministry of Social 
Development and other partners, the course 
is held on the premises with equipment pro-
vided by the subsidiary. Pernod Ricard New 
Zealand also contributes through the skills of 
its employees, who act as trainers for the 
course. Since the launch of this initiative, 15 
jobseekers have been trained and 11 have 
received job offers.

Contributing to soCial deVelopment  
through Charitable aCtions
At Pernod Ricard, entrepreneurship also 
entails social actions and charitable projects to 
help communities to develop, with employees 
supporting these initiatives and leading them 
locally. For example, in Asia, Pernod Ricard 
actively works to improve sanitary conditions. 
In India, where there are few healthcare facili-
ties, Pernod Ricard has set up three local clin-
ics run by seven doctors near its distilleries. 
The clinics have seen over 180,000 patients (at 
an average of 400 patients per day) 1  . Pernod 
Ricard India also takes action by coordinating 
prevention campaigns. In 2012, the subsidiary 
launched an information and eyesight testing 
programme for drivers and their families.  
A total of 450 people benefitted from this pro-
gramme, in which the subsid iar y a l so  
provided free spectacles. It also contributes to 
educating the visually impaired (Braille train-
ing) and the disabled, to increase their 
employability 2  .

training and Funding young 
entrepreneurs, starting in uniVersity

Promoting access to universities and developing the 
entrepreneurial spirit there: such is the ambition of 
Pernod Ricard, which supports the projects of young 
students on entrepreneurial courses, particularly 
in the Da Lat region of Vietnam. In connection with 
the association L’APPEL, Pernod Ricard leads a pro-
ject that monitors around 40 student entrepreneurs 
throughout their courses, providing them with three-
year scholarships. Once their training is complete, a 
call for proposals is issued. A panel 3  selects four 
or five students and awards them the ‘Entreprendre 
—Pernod Ricard’ prize, which includes an entrepre-
neurship grant to help them to turn their projects into 
reality. This year’s winner used the grand to open a 
training center on 3D  software dedicated to archi-
tects. The winner of the second prize opened a guest-
house aimed at foreigners in Da Lat. 
Through this scheme, Pernod Ricard is continuing 
its humanitarian commitment alongside L’APPEL and 
encouraging the spirit of initiative and innovation.  

1

1

2

3

GOOD PRACTICEGOOD PRACTICE Lastly, the Group acts in response to emergen-
cies in certain situations. When floods hit in 
November 2011, Pernod Ricard Thailand had 
to face up to a two-fold challenge: safely evac-
uating local staff and their families, and keep-
ing the business running. Two crisis units 
were therefore set up very quickly. Thanks to 
these teams, all 176 employees and their fam-
ilies were evacuated and relocated to safe 
areas. A support system for certain key func-
tions (finance, customer relations, logistics, 
IT) was quickly established. 

entrepreneurial spirit

cSr
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connected With itS
STAkEHOlDERS

In 2011/2012, Pernod Ricard demonstrated its ability to boost its growth and  
strengthen its balance sheet. Most notably, the Group refinanced its debt on  

very attractive terms and achieved its highest share price ever. Thanks to fair and 
transparent communications with all stakeholders in the financial community,  
Pernod Ricard has built a long-term relationship of trust, as illustrated today by  

investor interest and shareholder loyalty.
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OUR BEST GROWTH  
SINCE 2007/2008

GILLES BOGAERT, MANAGING DIRECTOR, FINANCE

What is your assessment of Pernod Ricard’s 
financial performance for the year?
Despite a mixed economic environment, Per-
nod Ricard recorded its strongest growth 
since 2007/2008. The Group exceeded all of 
its targets, with net sales up 8%(1) and profit 
from recurring operations up 9%(1). These 
results were driven by our Premium brands 
and emerging markets. Pernod Ricard also 
improved its operating margin, thanks to Pre-
miumisation and cost control. We also com-
pleted the refinancing of the acquisition debt 
for Vin&Sprit under excellent terms, and con-
tinued our rapid deleveraging. In four years, 
we’ve reduced our leverage to a level compa-
rable to what it was at the t ime of the 
Vin&Sprit acquisition. The net debt/Ebitda 
ratio(2) stood at 3.8 at the end of June 2012, 
whereas the pro forma rat io a f ter the 
Vin&Sprit acquisition was 6.2. Our efforts 
were rewarded during the year, as our credit 
rating was upgraded to ‘Investment Grade’ by 
both Standard & Poor’s and Moody’s.

How did the Group reduce it s debt so 
quickly?
In 2009 we had accelerated debt reduction 
after the f inancial crisis began through 
extraordinary means (capital increase, 
launch of a 1 billion asset disposal pro-
gramme). Since 2010 our deleveraging has 
been ent irely organic: two - thirds of it  
by Ebitda growth, driven by business growth, 
and one-third by cash generation. This per-
formance is all the more remarkable given 
that the Group continued to invest for the 
future, in support of its brands, its sales net-
work, its strategic inventories and its produc-
tion capacity. 

What were these investments?
Our advertising and promotional expendi-
ture was 1,571m for the year, an increase of 
7%. This was mainly allocated to our strategic 
priorities: Premium brands (3/4 of expendi-
ture for the Top 14), emerging markets and 
innovation. We also invested in our sales 
teams in high-potential markets (China, Rus-
sia, India, etc.) and created new subsidiaries 
(Vietnam, Africa). That’s why our structure 
costs rose by 8%. Lastly, in 2011/2012 we 
stepped up our strategic inventory building 
(cognac, whiskies, etc.) and boosted our 
investments to a total of 260m. To support 
future growth, industrial investment rose by 

52m. This ref lects our confidence in the 
future and our long-term vision.

Debt refinancing was completed this year. 
What was your strategy, and with what objec-
tives? 
For several years, in a climate of financial mar-
ket volatility and the drying up of bank credit, 
we’ve aimed to strike a judicious balance 
between bank and bond financing. After suc-
cessfully completing two new bond issues  
in the United States, in October 2011 and 
January 2012, for a total of USD4 billion, bond 
financing now accounts for 80% of our debt. 
We wanted to retain 20% bank financing in 
order to diversify our funding sources and to 

ensure f lexibility, especially in respect of 
redemptions. Therefore, last April we renego-
tiated a multi-currency revolving line of credit 
for 2.5 billion. Through these transactions 
we’ve lengthened the maturity of our debt, 
with due dates extended to more than seven 
years, and smoothed out over time. With 57% 
of the debt denominated in US dollars, we are 
maintaining our strategy of natural hedging 
against foreign exchange movements, since 
over half of our earnings are generated in 
dollar-linked currencies. 

Your debt level has dropped considerably; 
your debt is refinanced. Are you ready to 
make new acquisitions?
Since the acquisition of ABSOLUT, we have 
had a complete portfolio of strong brands cov-
ering all categories of international spirits. In 
addition, our geographical exposure is global, 
with a strong presence in emerging markets. 

For several years, this has allowed us to gener-
ate business growth that outperforms the mar-
ket. Under these circumstances, our priority 
remains organic growth. Nevertheless, we are 
open to targeted, tactical acquisitions, like the 
joint venture created last year to distribute the 
Ultra-Premium tequila brand, Avión. Poten-
tial targets include growth-oriented Premium 
brands, principally in the United States and 
emerging markets. But our approach to any 
acquisition opportunity will be subject to 
strict financial discipline: we want to keep our 
‘Investment Grade’ credit rating. 

What’s your v iew of the r ise in Pernod 
Ricard’s share price?
The share turned in outstanding stock market 
performances in 2011/2012, far surpassing 
the main market indices, including the 
CAC 40 (+24% vs –19.7%). These were in  
l ine w it h our bus ines s  and f inanc ia l  

performances, which were excellent in spite 
of the financial crisis. Continued deleverag-
ing, obtaining the Investment Grade rating, 
and completing the debt refinancing also 
eliminated the risk premium that had penal-
ised us during the financial crisis of summer 
2011. 
On a fundamental level, our strong stock mar-
ket performance reflects investors’ appetite 
for a global Group, co-leader in its market, 
with a very attractive growth profile (Premiu-
misation, emerging markets). Our reference 
shareholder, the Ricard family, is clearly an 
asset: it provides visibility through its commit-
ment and long-term vision, and ensures the 
durability of our business model and corpo-
rate culture. Lastly, our confidence in the 
future is illustrated by our proposed dividend: 
1.58 per share, a 10% increase. 

What has been the impact of the euro/dollar 
exchange rate on the financial statements?
The strengthening of the dollar against the 
euro is a good thing for the Group: it has a 
positive effect on our operating profits (a 1% 
change in the /USD rate has a 16 million 
impact on our operating profit), given our 
global presence and the importance of our 
exports from the eurozone. Naturally, the 
stronger US dollar also generates an unfa-
vourable translation adjustment on the debt, 
57% of which is USD-denominated. The effect 
of our natural hedging against foreign 
exchange movements allows us to hedge our 
results expressed in foreign currencies by 
structuring our debt by currency. 

What are your priorities now?
The priority is to continue to grow in a less 
favourable economic environment. To do so, 
we will rely on the pillars of our strategy that 
have shown their effectiveness: our Premium 
brands, the continued strengthening of our 
presence in emerging markets and our future 
investments (innovation, sales force, strategic 
inventories and production capacity). The 
proper allocation of resources has become a 
key issue: global growth is currently very une-
ven, with growth opportunities to be seized as 
well as difficult areas where profit sources 
must be protected. One of the success factors 
will be the ability to invest in the right place, 
at the right level, and at the right time in order 
to capture new growth opportunities.

GILLES BOGAERT 

1995: Joins Pernod Ricard as  
an internal auditor.

1998: Named finance and 
Administration Director of  
Pernod Ricard Argentina.

2002: Becomes finance and 
Administration Director of  
Pernod Ricard Central and  

South America. 
2003: Joins the Holding Company as 

Audit and Business  
Development Director.

2008: Named Chairman and  
Chief Executive Officer of  

Pernod Ricard Brasil.
July 2009: Appointed  

Managing Director, finance.

(1) organic growth. (2) net debt calculated by converting the share not denominated in euro using the average exchange rates for the year.
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proFit From reCurring operations, 
operating margin

net sales

group net proFit From  
reCurring operations, group net proFit

Contribution aFter  
adVertising and promotion eXpenses

Change in  
net FinanCial debt

in euro millionS and aS a % of net SaleS 

in euro millionS 

in euro millionS
■ ■ group net profit from recurring operations  ■ ■ group net profit

in euro millionS 

in euro millionS 

07/08 07/08 07/08

897

6,589 2,588

6,143
1,522

840

1,010

7,203

10,888
1,846 945

1,001

7,081 2,956

10,584
1,795 951

1,092

7,643 3,169

9,0381,909 1,045

8,215

1,201

3,476

9,363(1)
1,146

2,971

08/09 08/09 08/0909/10 09/10 09/1010/11 10/11 10/1111/12 11/12 11/12

2011/2012 
Key figures

Pernod Ricard achieved its strongest growth since 2007/2008, exceeding its stated financial objectives.  
The Group’s growth accelerated significantly, both in terms of sales and operating profit. At the same time,  

the Group continued its rapid deleveraging and completed its debt refinancing.

8,215m
net SaleS

2,114m
Profit from recurring oPerationS

(1) net debt before translation adjustment: e8,653m

23.1

25.6
25.4

25.0
25.7

07/08 07/0808/09 08/0909/10 09/1010/11 10/1111/12 11/12
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sales by region proFit From reCurring operations by region

Volumes per brand

in euro millionS
■ asia/rest of the World  ■ americas  ■ europe (excluding france)  ■ france  

in euro millionS
■ asia/rest of the World  ■ americas  ■ europe (excluding france)  ■ france  

in millionS of 9-litre caSeS 
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ASSetS  30.06.2011 30.06.2012

net amounts

NON-CURRENT ASSETS

intangible assets 11,291 12,234
goodwill 4,746 5,126
Property, plant and equipment 1,805 1,923
biological assets 111 126
non-current financial assets 178 294
investments in associates 6 18
deferred tax assets 1,459 1,965
non-current derivative instruments 56 116

NON-CURRENT ASSETS 19,652 21,802

CURRENT ASSETS

inventories and work in progress 3,875 4,295
trade receivable 1,222 1,289
income taxes receivable 40 29
other current assets 136 87
current derivative instruments 19 34
cash and cash equivalent 774 787

CURRENT ASSETS 6,066 6,522

assets held for sale 4 52

TOTAL ASSETS 25,722 28,375

lIABIlItIeS AND ShAreholDerS’ eqUIty 30.06.2011 30.06.2012

SHAREHOLDERS’ EqUITY

Share capital 410 411
Share premium 3,034 3,049
retained earnings and currency translation adjustments 4,817 6,197
group net profit 1,045 1,146

GROUP SHAREHOLDER’S EqUITY 9,306 10,803

non controlling interests 190 169

TOTAL SHAREHOLDERS’ EqUITY 9,497 10,972

NON-CURRENT LIABILITIES

non-current provisions 607 641
Provisions for pensions and other long-term employee benefits 348 367
deferred tax liabilities 2,657 3,126
bonds—non-current 4,657 8,044
other non-current financial liabilities 4,729 1,252
non-current derivative instruments 275 259

TOTAL NON-CURRENT LIABILITIES 13,272 13,689

CURRENT LIABILITIES

current provisions 265 178
trade payable 1,884 2,130
income taxes payable 91 129
other current liabilities 293 293
other current financial liabilities 323 727
bonds—current 82 153
current derivative instruments 14 97

TOTAL CURRENT LIABILITIES 2,953 3,707

liabilities held for sale 0 7

TOTAL LIABILITIES AND SHAREHOLDERS’ EqUITY 25,722 28,375

ANNUAl CoNSolIDAteD BAlANCe Sheet  (in euro millions) 
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30.06.2011 30.06.2012

net sales 7,643 8,215
cost of sales (3,033) (3,169)
gross margin after logistics expenses 4,610 5,047
advertising and promotional expenses (1,441) (1,571)
Contribution after advertising and promotional expenses 3,169 3,476
Structure costs (1,260) (1,362)
Profit from recurring operations 1,909 2,114
other operating income 121 45
other operating expenses (177) (190)
operating profit 1,852 1,969
financial expenses (531) (570)
financial income 72 22
Interest (expense) income (459) (548)
corporate income tax (318) (247)
Share of net profit/(loss) of associates 2 0
Net profit from continuing operations 1,077 1,174
net profit from discontinued operations – –

NET PROFIT 1,077 1,174

including:
• attributable to minority interests 32 27
• attributable to equity holders of the Parent 1,045 1,146
earnings per share—basic (in euro) 3.98 4.36
earnings per share—diluted (in euro) 3.94 4.32
net earnings per share from continuing operations (excluding discontinued operations)—basic (in euro) 3.98 4.36
net earnings per share from continuing operations (excluding discontinued operations)—diluted (in euro) 3.94 4.32

ANAlySIS oF BUSINeSS ACtIvIty By geogrAPhIC AreA  (in euro millions)  

30.06.2011 30.06.2012 organic growth

ASIA/REST OF THE wORLD

net sales 2,711 3,165 412 15%
gross margin after logistics costs 1,559 1,898 262 17%
advertising and promotion (531) (625) (79) 15%
contribution after advertising and promotional expenses 1,029 1,272 184 18%
Profit from recurring operations 684 880 143 21%

AMERICAS

net sales 2,068 2,167 121 6%
gross margin after logistics costs 1,277 1,362 72 6%
advertising and promotion (379) (405) (20) 5%
contribution after advertising and promotional expenses 898 958 52 6%
Profit from recurring operations 558 582 20 4%

EUROPE (ExCLUDING FRANCE)

net sales 2,114 2,137 52 2%
gross margin after logistics costs 1,228 1,245 45 4%
advertising and promotion (343) (347) (5) 2%
contribution after advertising and promotional expenses 886 898 39 4%
Profit from recurring operations 479 470 17 4%

FRANCE

net sales 750 746 (4) –1%
gross margin after logistics costs 546 541 (3) –1%
advertising and promotion (189) (193) (4) 2%
contribution after advertising and promotional expenses 356 348 (7) –2%
Profit from recurring operations 189 181 (6) –3%

totAl 30.06.2011 30.06.2012 organic growth

net sales 7,643 8,215 581 8%
gross margin after logistics costs 4,610 5,047 376 8%
advertising and promotion (1,441) (1,571) (108) 7%
contribution after advertising and promotional expenses 3,169 3,476 268 8%
Profit from recurring operations 1,909 2,114 174 9%

ANNUAl CoNSolIDAteD INCoMe StAteMeNt  (in euro millions)  





RANJAN DAS
finance director
pernod riCard singapore

ClAUDIA ESTEllA yIP
financial controller
pernod riCard indonesia, philippines

working in the same office,  
these financial experts  
are ‘connected’ every day.

“ 
– Come on love, you can 
let me in for free!

– no way. but i do accept 
shares and bonds...

”
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2011/2012 
share 

PerforMance
Pernod Ricard’s share price accelerated its pace of growth in 2011/2012, after two years of solid recovery.  

Amid a climate of uncertainty about the consequences of the sovereign debt crisis which caused  
another sharp drop in the CAC 40 (–19.7% over the period), Pernod Ricard’s share price performance  

was quite remarkable (+24% over the period), ending the year at an all-time high.

A fter two years of recovery following the global 
financial and economic crisis, the markets 
were again affected by a multitude of concerns 

in 2011/2012, led by the sovereign debt crisis and 
questioning over the eurozone’s future. Given the 
macroeconomic outlook, many investors reduced 
their exposure to the equity markets. These concerns 
generated high volatility throughout the year, which 
drove the CAC 40 down and led to a 19.7% fall being 
recorded for the index over 2011/2012.

Despite this difficult environment, Pernod Ricard’s 
share price closed at 84.26 on 29 June 2012 (the last 
trading day of the 2011/2012 financial year). It thus 
posted the second-best performance of the CAC 40 index, up by over 
24% for the year to reach an all-time high. Moreover, this excellent 

performance is not just limited to 2011/2012, but on 
the contrary reflects a long-term trend. Over the last 
three financial years, Pernod Ricard’s share price has 
continued to rise by an annual average of more than 
24%, whereas the CAC 40 has remained virtually 
unchanged over the same period (+0.6% per year).
The performance of Pernod Ricard’s share price 
attests to the markets’ confidence in the Group’s 
strategy, which is based on sustained investment in 
strategic brands and a strong presence in emerging 
markets. Significant growth in profits and rapid 
reduction of debt ratios have made us the preferred 
share of beverages industry analysts. This strategy has 
also been recognised by the rating agencies, as Stand-

ard & Poor’s and Moody’s both upgraded the Pernod Ricard Group’s 
credit rating to ‘Investment Grade’ in late 2011.  

By JEAN TOUBOUL
Vice President, Financial Communications and Investor Relations

the pernod riCard share ends the year at an all-time high  
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3,982 pts

3,197 pts

  67.97

  84.26 

1. uS institutional investors

29.7%
2. french institutional investors

14.9%
3. Société Paul ricard

13.1%
4. gbl

7.5%

5. individual shareholders

7.4%
6. uK institutional investors

8.4%
7. board + management + employees + treasury shares

3.1%
8. other foreign and miscellaneous institutional investors

15.9% 

Pernod Ricard is traded on the Paris stock exchange on 
NYSE Euronext SA Paris Eurolist (compartment A) SRD 
(deffered settlement service). The Group is included in the 
CAC 40 index, accounting for 2.6% of total market capi-
talisation at 30 June 2012. The Pernod Ricard share is eli-
gible for inclusion in French’ PEA’ share savings plan (plan 
d’épargne en actions) and for deferred settlement service.

+24%

–19.7%

29.06.12

Change in the share priCe oVer one year in Comparison with the CaC 40 indeX and trading Volumes

Value oF the pernod riCard share oVer FiVe years (priCe as 30 June) 

breakdown oF share Capital at 30 June 2012

84.26

07/08

60.33

43.99

63.98 67.97

08/09 09/10 10/11 11/12

4,435

3,140

3,443
3,982

3,197

■ ■ Pernod ricard share price—restated (euros)    ● cac 40 price (points)  

● Pernod ricard share price    ● cac 40 price (points)  ■ Volume of shares traded

1
2
3
4
5
6
7
8

07/11

779

08/11

716

09/11

740

10/11

658

11/11

569

12/11

592

01/12

540

02/12

768

03/12

796

04/12

1,022

05/12

1,221

06/12

627
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2012 DIVIDEnD
A dividend of 1.58 per share for the 2011/2012 financial 
year (up 10% in relation to the previous year) will be sub-
mitted for the approval of the Shareholders’ Meeting of 
9 November 2012. This dividend is in line with the custom-
ary policy of cash distribution of approximately one-third 
of the net profit from recurring operations (distribution 
rate: 35%).
Taking into account the interim dividend of 0.72 per 
share paid on 5 July 2012, the final dividend to be paid 
stands at 0.86 per share. 
Subject to the approval of the Shareholders’ Meeting, the 
ex-date of this balance will be 14 November 2012 and the 
payment date 19 November 2012.  

net diVidend (restated) oVer the last FiVe years

1.58(1)

07/08

1.22

0.49

1.34 1.44

08/09 09/10 10/11 11/12

in euroS 

(1) Subject to the Shareholders’ approval at 9 november 2012. 
(2) historical data were restated to take into account the allocation of one bonus share for 50 shares carried out 18 november 2009.

SUMMAry oF StoCK MArKet DAtA 2009/2010 2010/2011 2011/2012

number of listed shares at 30 June 264,232,313 264,721,803 265,310,605
average number shares (except treasury shares)—diluted (2) 264,856,425 265,032,464 265,147,554
Stock market capitalisation at 30 June ( m) 16,906 17,993 22,355
group net profit per share from recurring operations—diluted 3.78 4.12 4.53
dividend per share 1.34 1.44 1.58
average monthly volume of trades 19,258 17,506 16,451
average monthly volume of trades after restatement)(2) 19,351 na na
highest share price for the financial year 67.51 72.78 84.26
highest share price for the financial year after restatement)(2) 67.51 na na
lowest share price for the financial year 35.89 58.32 56.82
lowest share price for the financial year after restatement)(2) 35.19 na na
average share price for the financial year 58.17 65.54 71.18
average share price for the financial year after restatement)(2) 57.32 na na
Share price at 30 June 63.98 67.97 84.26

share oVerView
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oPtimiSing  
SourceS of financing 

In a difficult macroeconomic environment, refinancing is a major challenge. Per-
nod Ricard was nonetheless able to refinance under attractive terms the debt the 
Group had incurred during the Vin&Sprit acquisition. This success was made possi-
ble through maintaining constant connection with the financial markets, in order 
to optimise the debt structure. 

To reduce its dependence on bank credit—made scarce by the recession and new 
regulatory constraints—the Group conducted several refinancing operations in 
2011/2012, including two bond issues in the United States. Following the issue of April 
2011, these new programmes involved private placements in October 2011 and Janu-
ary 2012 of USD1.5 billion and USD2.5 billion, respectively. The January 2012 issue 
consisted of three tranches of 5, 10 and 30 years, with the latter significantly extending 
the debt maturity. Demand was high, with an order book exceeding USD6 billion.   
For the last stage of refinancing, in April 2012 Pernod Ricard signed a new multi-currency 
revolving credit facility for USD2.5 billion with a pool of 25 international banks.   
As a result of these operations, the Group’s debt maturity exceeded 7 years at the end 
of June 2012, with less than 20% originating from bank financing, compared to over 
50% at the end of June 2011.

The success of the refinancing attests to the market’s confidence in Pernod Ricard’s 
ability to repay its debt in line with the predetermined schedule. Thanks to the 
Group’s continuous debt reduction, in October 2011 the Moody’s and Standard & 
Poor’s rating agencies raised its long-term senior debt rating to Baa3 and BBB-, 
respectively, i.e. to ‘Investment Grade’ level. From a net debt/Ebitda ratio of 6.2 in 
July 2008, Pernod Ricard has steadily reduced this figure: to 4.4 in June 2011, and to 
3.8 on 30 June 2012.  
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a priVileged disCoVery oF  
the premium wines range

To gain a better understanding of the variety of pro-
ducts, terroirs and know-how behind the Group’s 
priority wine brands by pairing them with food: such 
was the aim of the Wine & Cheese party reserved for 
shareholders at the Pavillon Royal in the Bois de Bou-
logne on 9 February 2012. Attendees had the oppor-
tunity to sample a range of wines from Australia, New 
Zealand, Spain and Argentina, paired with a selection 
of cheeses chosen by a Master Cheesemaker.

GOOD PRACTICEnew media to strengthen Close ties  
with shareholders
To establish an on-going connection with its 
various audiences, the Group has shifted its 
communications towards modern digital 
media, enriched with content focused on 
news and events.
The Annual Report, the starting point for a 
yearly philanthropic initiative to commission 
a work from a contemporary artist, gives an 
account of the past year while creatively con-
veying the Group’s culture and values. Once 
again this year, an iPad application rounds it 
off, providing access to both an interactive 
version of the Annual Report and all the latest 
content: news, press releases, images, Twitter 
feed. The app is designed to enable users to 
follow Pernod Ricard on a daily basis, through 
continuously updated information. 
Another cornerstone of the communications 
platform, the Pernod Ricard website www.
pernod-ricard.com, was completely rede-
signed this year with two objectives: to high-
light the brand portfolio, and to reflect the 
Group’s ambition for leadership. The website 
thus puts the emphasis on the brands’ world 
and news, with significantly enriched content. 
It also illustrates the definition of ‘leader’ 
according to Pernod Ricard—its steady 
growth as well as strong commitment to social 
responsibi l it y—by adding new content 
focused on noteworthy initiatives. Innovative 
and user-friendly, the site features an ‘inspira-
tion engine’ inviting users to explore the site 
in an interactive and personalised way . To 
encourage dialogue, Pernod Ricard has a 
Twitter feed which is updated daily with the 
Group’s latest news. 
Published once or twice a year in three lan-
guages, Entreprendre  magazine dissects topics 
related to Pernod Ricard’s business environ-
ment, giving a voice to experts on the theme, 
be they employees or people from outside of 
the Group. This year, the subject is ‘Innova-
tion’, one of the Group’s strategic pillars, ana-
lysed through the prism of the Pernod Ricard 
model. An interview with the architectural 
duo of Jacob + MacFarlane sheds new light on 
the creative process, echoing the Group’s cul-
ture and the many artistic collaborations that 
are its hallmark. 

Club premium, Creating ConneCtions
The fruit of the Group’s special relationship 
with its shareholders, Club Premium boasts 
10,500 members. All are provided with a free-
phone number, an email address and access 
to a dedicated website, in addition to three 
issues of the Lettre Premium  newsletter per 
year. They also benefit from a year-end offer 
of exceptional products. This year, the offer 
will also be available through an online order-
ing website. Lastly, Club membership gives 
access to many events and encounters with 
experts on the Group’s business and products. 
During the past year, in addition to the tradi-
tional tours of the cellars of G.H.MUMM, 
Martell and Perrier-Jouët, members were 
invited to cross the English Channel to dis-
cover the Beefeater distillery in London. The 
trip was combined with a visit of the Saatchi 
Gallery, a temple of contemporary art sup-
ported by Pernod Ricard through its subsidi-
ary, Pernod Ricard United Kingdom. Other 
events were arranged in Paris, all linked to the 
Group’s sponsorship activities: private tours 
of the Matisse, Paires et séries exhibition at the 
Pompidou Centre and of Ricard SA depuis 1932  
at the Museum of Decorative Arts; a symphony 
concert given by the OstinatO orchestra at the 
Musée Dapper; and a Premium champagne 
tasting at the Maison Baccarat. Members 
could also attend a conference to better 
understand the Group’s financial communi-
cations. 

shareholders:  
a PriVileged dialogue

Pernod Ricard seeks to establish close ties with its shareholders, based on trust and open dialogue.  
With this in mind, the Group increasingly uses digital communications to share its plans and news  

in real time. Pernod Ricard also continues to host regular gatherings, inviting its shareholders to discover  
the Group’s products, production facilities and historical assets.    
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