shared culture

with global ambitions

Pernod Ricard is a developer of both global and local brands. This reflects
a strategic outlook that has proven its effectiveness: local brands
strengthen the distribution networks in their various markets, thereby
supporting the development of the Group’s global brands.

The decentralised structure of Pernod Ricard clearly differentiates it from
the rest of its sector. This structure creates a strong culture within

the Group, uniting its workforce. At its core, this culture motivates
individuals, ensuring that the entrepreneurial spirit is shared and
encouraged.

This combination of ambition and culture has built the success of
the Group in 2003. It is how Pernod Ricard intends to pursue its

development in the future.

Contents

Pernod Ricard
2/3 > Key figures
4/5 > Message from the Chairman and Chief Executive Officer
6/7 > Interview with the Directors General

The year 2003 in review
10/11 > Relaunch of Chivas Regal, Martell and The Glenlivet
12/13 > Dynamic performance by growth drivers: Jameson, Havana Club, Ramazzotti
14/15 > Profitable growth for Jacob’s Creek
16/17 > Expansion in Asia
18/19 > Performance in the United States
20/21 > Steady growth in Europe
22/23 > Maintained market share in France
24/25 > Signs of recovery in Central and South America and dynamism of Travel Retail sector

A committed Group
28/31 > Corporate governance
32/33 > Transparency with shareholders
34/37 > Men & women sharing the same passion
38/41 > Ethical and social commitment to responsible drinking
42/44 > Caring for our environment

Financial report
47/67 > Management Report
68/74 > Report of the chairman on internal controls
75/111 > Consolidated financial statements
112/127 > Corporate governance
128/137 > General information
138/164 > Parent company financial statements
165/177 > Presentation and text of resolutions proposed to the general meeting
178/180 > Persons responsible for the reference document
181/182 > Index/reconciliation table




keyflgures

[ Consolidated figures

Sales Operating profit
(excluding duties and taxes/in euro millions) (in euro millions)
4,836
' 750 739
4382 4,555 < N
3,590 g8 3534
] & "1 451
o 372 =
1999 2000 2001 2002 2003 1999 2000 2001 2002 2003
@ Wine & Spirits Other business activities @ Wine & Spirits Other business activities
Consolidated profit Profit after tax per share/
(in euro millions) dividend per share
(in euros)
1999 2000 2001 2002 2003 1999 2000 2001 2002 2003
Profit before tax @ Group net profit > Profit after tax per share® @ Dividend per share

@ profit hefore tax net of income tax, income from associates and minority interests.



Wine & Spirits

Breakdown of sales by geographic area Breakdown of operating profit by
: (excluding duties and taxes/in euro millions) geographic area (in euro millions)
3,408 3,419
I 710 7I37
198 T g8
1,760 o
1569 o 2 344
o © N 2 302
gl & =N . 263 5 :,i S
1999 2000 2001 2002 2003 1999 2000 2001 2002 2003
@ France  Europe Americas® @ France @ Europe Americas @
@ Rest of world @ Rest of world
®1n 1999, the Americas area is included in the rest of world area. ®n 1999, the Americas area is included in the rest of world area.
Net financial debt/Shareholders' equity Evolution of net debt
at 31 December (at 31 December/in euro millions)
15 147
1.47 3,695
12 2,791
1.08 -
\ 2 2,109
0.9 -
0.73 0.77 3
0.6 &
0.49 =
2001 2002 2003 2001 2002 2003
@ OCEANE converted ® @ OCEANE included @ ( Net debt excluding OCEANE € OCEANE

®1n February 2004, the share price exceeded the OCEANE conversion price:€ 95.96.
@ simulation in the event of the conversion of the OCEANE bonds into share capital.

Key brands
(in millions of 9-litre cases)
B
[ . . -
= Spirits Wine i 3
= o
3 o
5 2 s ]
g 2 3
- S = %
A BB g 3§
o © = £ =
3 S 2 S < < >
> ‘@' 8 © o [9) ®
@ £ = o = =< =
T a 5] K] 5 ] S =
8 o £ =
£ ] = 2
<< s = O
l I I I l : ;
-5% +3% +7% +11% -7% +8% -5% +9% +8% +0% +7% +14%

2003 growth versus 2002

Pernod Ricard Annual report 2003 w



Message from the

and Chief Exe

| am often asked: “Why have you decided to focus on wine and spirits?”
My answer is very simple: this is the sector where we can see a real potential
for growth when we have the know-how of a global company.

In the developing countries, growth is

in the ‘international western style’ spirits,
such as Scotch whisky, Irish whiskey or
cognac. In the developed countries,

there has been a marked trend towards
premium wines and spirits for some years.
With our Chivas Regal, Martell, Jameson,
Jacob’s Creek, and many other brands,
we project ourselves as a leading player
on this market. Finally, the wine and spirits
market is currently quite fragmented. It
therefore offers our Group a real potential
for growth by acquisitions.

The results we have achieved confirm
the soundness of our strategy. In two
years we have doubled our wine and
spirits net sales by integrating and
relaunching Chivas Regal, Martell,

The Glenlivet, and other Seagram brands.
At the same time we have continued

to promote other “historical” brands such
as Jacob’s Creek, Jameson, Ramazzotti
and Havana Club. Our excellent results,
especially in China, the United States and
Europe, confirm the successful integration
of the Seagram activities in the Group.

These successes were achieved in 2003
in a difficult international environment,
beset by specific problems such as the

Patrick RICARD
Chairman and Chief Executive Officer




Chairman
cutive Officer

SARS virus in Asia, threats to boycott
French products in the United States
and a depressed economic environment
in France.

Our organisational model, based on
decentralised decision making, has
therefore worked to perfection. It has
given us a presence in every market in
the world, with a balanced portfolio of
products. It is the guarantee of our future
success.

L L 'n two years we have doubled
our wine and spirits net sales by
integrating and relaunching Chivas
Regal, Martell, The Glenlivet, and
other Seagram brands. } )

Our wine and spirits are distributed
worldwide with strong local roots,
providing enjoyment to consumers.

Our products weave social networks
that feature encounters, exchanges and
sharing, whether on a terrace, in a
restaurant or at home with your family
and friends. If consumed in moderation,
our products are synonymous with
enjoyment and this is what we cherish.

But Pernod Ricard is not just about
achieving commercial success. What
distinguishes us is our commitment
to responsible drinking.

We shall be able to secure our long term
development through our involvement

in professional organisations and

the undertaking of different initiatives with
young adults, promoting road safety and
care for our environment. We intend

to share this commitment with our
consumers, our trade customers and all
the people who work with us and for us.

Strengthened by our social commitment
and sharing of values that lie at the heart
of our corporate culture, we are developing
a sound and reasoned approach to

the market, reflected in our policy of
transparency and respect towards our
shareholders.

Pernod Ricard today is a thriving business
with a global vision and a distinct strategy
for the wine and spirits market. The basis
of our future development is simple:
create value for the business and its
shareholders.

| would like to take this occasion to thank
Thierry Jacquillat who will be shortly
leaving the Board of Directors. A leading
contributor in defining our global
expansion, he was one of the key players
responsible for the internationalisation of
the Group some twenty years ago. Thanks
to his exceptional managerial skills, we
were able to successfully make significant
acquisitions in the United States, the
United Kingdom and Ireland. More
recently, he played a fundamental role

in the acquisition of Seagram and

the disposal of Orangina.



Interview

with Directors

“Our continual investment in our brands secures their long-term

development”.

Pernod Ricard concluded its refocusing on
its core business in 2003, with virtually
all of its operating profit now derived
from its wine and spirits business.

How did your brands perform in 20037

2003 was a very good year for Pernod Ricard,
with both our global and local brands enjoying
strong growth in their different markets.

Our two priority brands, Chivas Regal and
Martell, enjoyed sales increases of 7% and
8% respectively. This relaunch has been
successful while pursuing at the same time
the development of our “historical” Jameson,
Havana Club, Ramazzotti and Jacob’s Creek
brands. We would like to take this opportunity
to thank our teams throughout the world for
this truly remarkable performance.

Many of our local brands enjoyed double-digit
sales growth in high potential markets such
as Thailand, Russia, Venezuela and India.

Our wine and spirits business recorded an
organic net sales growth rate of 8.1%, with all
regions progressing, with the exception of

Richard BURROWS
Director General

France, Poland and Ireland, which
experienced a depressed economic
environment.

2003 was marked by the appreciation of
the euro against other currencies, including
the US dollar. How did this affect results?

Pernod Ricard is a global group, distributing
its products in more than one hundred
countries. Hence, in the United States, we
sell our products in US dollars: if the dollar
depreciates against the euro, our profits
expressed in euros decrease proportionally,
even though we enjoyed excellent commercial
performances.

For 2003, this currency effect had an

€ 83 million adverse impact on our
profitability, primarily due to the depreciation
of the US dollar and Venezuelan bolivar.

Pierre PRINGUET
Director General



General

You benefit from natural exchange rates
coverage, as part of your financial debt
is denominated in US dollars. How did
you pursue your financial debt
reduction?

In 2003, we pursued our programme of
non-strategic asset disposals. Our average
borrowing cost decreased from 4.4%

to 3.7% for 2003, and our finance cost
decreased by 38%. Our financial debt
was reduced by € 682 million, and our
debt-to-equity ratio improved to 0.77 at
31 December 2003, Océane convertible
bonds included.

Despite a negative currency effect,

you managed to improve your operating
profitability by 0.7 point (1.3 point on

a constant exchange rate basis) while
maintaining your advertising and
promotion expenditures level. How did
you achieve this?

In order to improve our profitability, we
maintained our structure costs at 18.9%
of sales. We increased our prices in certain
markets and we also developed our high
margin premium brands, like Royal Salute.

In addition, we maintained our advertising
and promotion expenditures at a high level
of 21.5% of sales. Indeed, our continual
investment in our brands secures their
long-term development. We shall pursue
these expenditures in 2004.

You will recommend to the Annual
General Meeting a change to a 30 June
fiscal year-end. What are your reasons?

Pernod Ricard realises 60% of its results
during the second half of the calendar year,
most notably due to significant sales
generated during the festive holiday period
at year-end. Thus, adopting a 30 June
instead of a 31 December fiscal year-end
will enable the Group to increase

the relevance of its reporting.

In addition, it will enable greater
comparability between our results and those
of our major competitors, who do not have
a 31st December year end. If our proposal
is accepted by the Combined General
Meeting, our current fiscal year will,
exceptionally, have a duration of 18 months,
from 1 January 2004 to 30 June 2005.

The Group achieved excellent
performances in 2003. Will the cash
dividend distribution reflect this
progression?

We are pleased to announce that this
indeed will be the case. The Board of
Directors will recommend to the Combined
General Meeting of 17 May 2004 the
distribution of a cash dividend of € 1.96 per
share, up 8.9% on the previous year.

Hence, Pernod Ricard distributes 30% of
its net profit to its shareholders, in reward
for their loyalty, and with a view to
maintaining this privileged relationship
that has been carefully nurtured over
many years.

What is your outlook for 20047

Our slogan "Local Roots, Global Reach”
reflects our ambitions for 2004. The
development of our global brands, as well
as our local brands in high potential
markets should result in profitable growth
and generate cash flow.

In addition, the Group will continue to
innovate, with the launch of new products
such as the super premiums Royal Salute
38 Years Old and the Wyborowa Single
Estate vodka. Many of our key brands will
benefit from new advertising campaigns
and packaging.

All these initiatives, together with a more
favourable economic environment, will
result in a better outlook for 2004.
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Following 2002, highlighted by the successful
integration of recently acquired brands and
workforce, 2003 was the first full year for the new
Pernod Ricard with a single business: wine

and spirits.

We faced many challenges in 2003: successful
relaunch of the brands acquired through the
Seagram takeover, maintenance of the Group’s
dynamism through its traditional brands, P ,
exploitation of growth opportunities in the emerging EE L 'E':'-!'J
markets of Asia, Russia and South America, wy
development of our positions in the United States :
and Europe, and response to difficulties
encountered, notably in France.
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In accordance with previously announced

objectives, the Group has successfully GLOBAL PRIORITY FOR CHIVAS REGAL
relaunched its Chivas Regal, Martell and As the most important spirits product for
The Glenlivet brands. With sales increases ine Group, whisky accounts for 40% of

) ernod Ricard’s volumes. The Group is
of 7% for Chivas Regal, 8% for Martell, now the world's number three for Scotch
and 7% for The Glenlivet, these three whisky.
brands have demonstrated their potential. A key brand, Chivas Regal, is distributed in

over a hundred countries. With sales rising
by 7% to 2.9 million cases, this premium
Scotch whisky is the leader in Europe and
number two in the travel retail sector.
Chivas Regal posted exceptional growth
figures in 2003: increases of 215% in China,
43% in Malaysia, 22% in Greece and 10%
in Spain. Our objective: make Chivas Regal
12 years old the world leader in premium
Scotch whiskies.

In September 2003, Chivas Brothers
launched its new “This is the Chivas Life”
campaign. This press, billboard and
television campaign covered 50 markets,




Lionel Breton, Eric Benoist, Elisabeth Ricard and Thibaut de Poutier
de Sone (Martell & Co).

Martin Riley (Chivas Brothers), Horace Ngai (Pernod Ricard Asia)
and Dimitra Soukara (Pernod Ricard Hellas).

Chivas & Martell: new advertising campaigns

With “This is the Chivas life”, Chivas Regal communicates its values in a prestigious and contemporary way.
With “Only a few can tell”, Martell primarily targets Asia well-to-do consumers over the age of 35.

inviting Chivas consumers to live life to the
full. The “This is the Chivas Life” campaign
mainly targets whisky drinkers over the age
of 30.

The campaign will be extended in 2004,
with the USA, China, France, Japan,
Taiwan, Venezuela, Spain, Greece and lItaly
representing its main target markets.

MARTELL BOUNCES BACK

In 2003, Martell’s sales increased by 8%,
reaching 1.1 million cases, showing strong
recovery of the brand. Martell has captured
market share in China where its sales
increased by an outstanding 50%, and also
in the UK where it posted strong sales
growth of 25%.

Martell has based its global communication
message on its independence and
inspiration values. A regional approach

has been developed through distinctive
campaigns, one for Asia, and the other for
the United States.

Asia represents approximately 16% of

the world market for cognac. Martell’s
“Only a few can tell” press and television
campaign was launched in December in
China, Hong Kong, Singapore and Taiwan.

In 2004, Martell should continue to grow

in China, the United Kingdom, the United
States and Mexico. Strong distributor
commercial support measures have already
been deployed.

DEVELOPMENT OF THE GLENLIVET

Endowed with a strong heritage,

The Glenlivet experienced a 7% increase

in sales for 2003 to 370,000 cases.
Introduced in 13 new countries, this Scotch
malt whisky posted a 5% increase in sales
in the United States, its main market.

In 2004, the packaging will change to better
reflect the brand’s origin, emphasizing

the prestige and the quality of this highly
respected malt whisky.

11



Relaunching the Group’s new brands while still pursuing growth with Jameson,
Havana Club and Ramazzotti. A challenge that has been successfully met
around the world by the dynamism of the Pernod Ricard teams.

JAMESON, THE WORLD LEADER
IN IRISH WHISKEYS

In 2003, Jameson maintained its strong
international progress with 1.6 million
cases, representing an 8% growth
worldwide, including an 11% growth
for export markets (excluding Ireland).

The world leader in Irish whiskeys, Jameson
has accelerated its growth in numerous
high potential markets, such as the US,
South Africa, Australia, travel retail and
Spain, as well as many other European
countries. The brand has also developed
well in booming new markets, including
Brazil, Russia and Thailand.

The brand communication relies on three
complementary messages: the Irish origin,
the high quality of the product (triple




Manfred Koslosky
(Pernod Ricard
Deutschland).

Ramazzotti

As the leading imported spirit in Germany, Ramazzotti
is the only brand in its category that enjoys
continuous growth, with sales up 9% in 2003

to 1.2 million cases.

Germany is the leading market for this Italian bitter,
a unique success within the Group.

In 2003, various promotions, including the television
campaign "Il Balcone" that was broadcast in Germany,
boosted sales through the year. The leading brand
in south and central Germany, Ramazzotti also ran
two billboard campaigns in the north and east of
the country, backed by numerous local promotions.

In 2004, Ramazzotti intends to continue its sales
growth. A new “wunschbrunnen” (wishing well)
campaign will support the brand in reaching this
objective.

Pernod Ricard

Havana Club

Havana Club’s previous
packaging, although
authentic and original,
has adopted

a contemporary touch.

distillation and smoothness), and

the “what’s the rush” concept. In parallel
with this, Jameson has highlighted its
partnership with the cinema industry in
some twenty countries, with a notable
presence at numerous festivals in Europe
and around the world.

In addition, Irish Distillers’ three visitor
centres in Ireland welcome nearly
400,000 visitors from all over the world,
thus contributing to greater awareness
and appreciation of Irish whiskey, and of
Jameson in particular, worldwide.

HAVANA CLUB’S TARGET:
2 MILLION CASES

With 1.9 million cases sold in 2003,
representing an 11% increase in sales,
Havana Club is undisputedly a leading
international rum brand. The brand has
experienced sales increase of 115% in
the United Kingdom, 17% in Germany,
15% in Cuba and 12% in lItaly.

Havana Club was able to achieve these
exceptional results in 2003 as a
consequence of the following three factors:
new packaging, new products and its
original “Havana Club Banda” promotional
campaign.

Among the new products launched in 2003
was the dark rum Afiejo Especial. This rum
mixed with cola is a product that is very
popular with consumers and thus competes
with whisky.

Havana Club Loco, a new ready-to-drink
product, was successfully launched in Italy
in June 2003. Ten million bottles were sold
in the first six months of sales. Made from
"Afejo Blanco" white rum, Havana Club
Loco is the only product on the market that
uses natural fruit juices and contains no
preservatives. Havana Club Loco, which is
available in lemon and passion fruit
flavours, was launched in Cuba last
December.

The “Havana Club Banda” theme
promotional events were a huge success
in 2003, directly reaching more than
260,000 consumers. Two groups of twelve
young Cuban musicians and dancers
toured discos, hotels and bars selling
Havana Club, entertaining patrons with
authentic Cuban shows.

1
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In a highly competitive environment, Jacob’s Creek has recorded growth of
14% in 2003, selling 6.7 million cases. Distributed in over 60 countries,
the brand has continued to consolidate its position, with its sights on sales
of 10 million cases in the medium term.

MAINTAINING A PREMIUM PRICE
LEVEL

Jacob’s Creek has had to face the challenge
of significant price-cutting by its competitors
in several of its key markets, including
Australia, the United States and the United
Kingdom. Its decision to maintain its
premium price positioning enabled

the brand to maintain its brand equity

and growth.
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EXPANDING RANGE

Since its origins in 1976, as a constantly
evolving brand, Jacob’s Creek has always
been keen to improve the quality of its range
with new varietals, including the Reserve
range, which achieved excellent results

in 2003.

The Jacob’s Creek marketing and
winemaking teams have always listened

to ideas from wine-lovers. This has had

the effect of steering the brand in

the direction of high-quality premium
products. A strong focus has been taken

to ensure that the style of the wine does not
change and quality improves year by year.

Thus, Jacob’s Creek Sparkling, launched

in 1998, has become the leading Australian
sparkling wine on its domestic market,

as well as in New Zealand, Japan and

the United Kingdom. Following

the completion of positive tests, it will be
launched in the United States in mid 2004.

ACKNOWLEDGED QUALITY ALL OVER 1 (Permog Ricard K0
- " b hili ffer,

THE WORLD R A SERED | A

Jacob’s Creek benefited from its status as T ol : ; (Cg]:ric?de?eliiém UK).

Official Wine Supplier for Rugby World Cup
2003, which gave it exclusive promational

rights in Australia, the United Kingdom, Pernod Ricard
Ireland, Japan and New Zealand.

Jacob’s Creek wines have also won over J aCO b : S C ree k

1,500 medals and awards in Australia and
the rest of the world since its launch. Rese rve
In 2003 alone, the brand won more than

295 awards and medals. The “Reserve” range, launched in 2000,

has grown rapidly. Today it represents a large
proportion of the brand’s volume in a number
of its key markets, led by the United States
and Australia.

Jacob’s Creek Reserve wines are produced
from the best vines and the best grapes.
They therefore offer the consumer a very high
quality wine that retains the style and spirit

of the Jacob’s Creek family.

Today the Jacob’s Creek Reserve range
comprises a Shiraz, a Cabernet Sauvignon,
a Riesling and a Chardonnay.




Chanel Lu (Pernod Ricard China).

As the world’s most dynamic market,
Asia is experiencing spectacular
growth, especially in China.

While South and South East Asia are
expanding rapidly, Korea and Japan
are encountering some economic
difficulties.

STRONG GROWTH OF LOCAL BRANDS
IN THAILAND AND INDIA

Thanks to the dynamism of its local brands,
the Group achieved extremely good results,
especially in the whisky sector. 100 Pipers
is now the leading standard Scotch whisky
in Thailand, where Master Blend, an
“admix” whisky, is enjoying undisputed
success.

In India, sales of Royal Stag and Imperial
Blue, whiskies blended locally from grain
spirits, continued their strong growth. These
mid-priced whiskies offer Indian consumers
a taste and quality similar to standard
international whiskies.



\U

Pernod Ricard

ROyal S al Ute The Asian market is in fact evolving

towards super premium whiskies,

a true IUXU ry more prestigious, higher quality

p I‘Od u Ct and more expensive [

As the only super pre|
Recognised in Asia as a luxury 21 Years Old Scotch v
product, Royal Salute experienced Royal Salute is exploit
unprecedented success in 2003 this new vogue.
with the launch in June of Royal It has developed
Salute, 50 Years Old, a unique strongly in China and
product retailed at $US 8,888 per Taiwan amongst the

Sophie Gallois (Chivas Brothers) and f B
Horace Ngai (Pernod Ricard Asia). bottle. business community.

White spirits sales are also expanding
rapidly in South Asia, where Seagram
India launched Fling, a vodka produced
from superior grain spirit and blended
with American vodka from the Group’s
Lawrenceburg distillery, located in Indiana.
Available in peach and blackcurrant
flavours, Fling has enabled Seagram

India to reach a new range of consumers.

+100%

Group volumes in China

REMARKABLE SUCCESS IN CHINA

In China, Chivas Regal and Martell have
enjoyed exceptional growth despite SARS,
which mainly affected consumption
between March and July.

For its part, Martell enjoyed a 50% increase

in sales in this market. In its
communications, Martell has as its priority
focus over 35 years old consumers,

who have a sense of good taste, are able
to appreciate the finer things in life, and
enjoy a successful career.

Specific promotional initiatives such as
the ‘Martell Elite Club’ were developed

in a number of Chinese cities with a view
to building customer loyalty amongst its

members and winning over new consumers.

DIFFICULTIES IN THE JAPANESE
AND KOREAN MARKETS

In Japan, Chivas Regal, the country’s
top-selling imported spirit, has retained its
market leadership in a difficult economic
environment.

South Korea, the biggest market for Scotch
whisky in Asia, recorded an overall drop

in sales of premium whisky. The bursting
of the consumer-credit bubble, SARS and
the regional political environment caused
consumption and sales of wine and spirits
to plunge. This market is not expected

to recover before 2005.

Philippe Guettat, Kevin Lee and Liya Zhang
(Pernod Ricard China).

Chivas Regal
+215% in China

Chivas Regal is the undisputed leader
in the Chinese whisky market, which is
by far the fastest growing in the world.
An International Scotch par excellence,
the brand’s success in China is mainly
its appeal to 25-35 year-olds and
business customers.
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Charles Smith, Michel Bord and Kevin Fennessey (Pernod Ricard USA).

Success in the world’s leading spirits

EXCELLENT GROWTH FOR JAMESON, market is of critical importance

THE GLENLIVET AND JACOB'S CREEK to Pernod Ricard. The Group continues
With sales up 18% in 2003, Jameson has to grow through its Jameson, The Glenlivet
experienced double-digit growth for the fifth and Jacob’s Creek global brands
consecutive year. This performance is )

the result of continuing efforts over the last The launch of a new vodka and new
several years in the on-trade. Jameson, campaigns for Seagram’s Gin,

while still popular among consumers of Irish

origin, has become increasingly fashionable Chivas Regal and Martell have enabled

among 25 to 30-year old consumers, the Group to strengthen its market
attracted by this smooth Irish whiskey. i

Jameson has made itself an indispensable position.

bar brand.

The Glenlivet, the leading malt whisky in
the United States, broke the 200,000 case -
mark for the first time. Its consumer base y
has expanded substantially, due to a direct
consumer approach strategy and numerous
local promotions.

THE S
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An effective duo

Pernod Ricard USA's close relationship with

its distributors has enabled it to identify gaps

in the US vodka market. In just six months,

the first cases of Seagram'’s Vodka, distilled in
Lawrenceburg, Indiana, were brought to market.
This new brand was an immediate success,
surpassing the half-million case mark in its first
year of introduction.

The flavoured vodka market is enjoying rapid
growth, with four flavours (apple, vanilla, lime
and raspberry) launched in 2003. New flavours
will be available in 2004. Seagram’s Platinum
Select, a 100 proof vodka,

will also be brought to the

market in May.

With Seagram'’s Gin and
Seagram’s Vodka,

Pernod Ricard USA now
has an extremely effective
duo for improving its
presence in bars.

SERTEIE
Esua iy
{m -

Jacob’s Creek experienced double-digit
growth in 2003 while preserving its
profitability. It adopted a successful strategy
of avoiding a price war initiated in 2002 by
its competitors. Jacob’s Creek Reserve line
has more than doubled in volume in the
United States, as a result of the excellent
“premium” image it enjoys there.

RENAISSANCE OF SEAGRAM'S GIN

Seagram’s Gin enjoyed renewed growth
in 2003 for the first time since 1992.

As the most popular spirits brand of

the Afro-American community, Seagram'’s
Gin focused its efforts on its traditional
consumers and on the revitalisation of

its image.

©

+26%

Jacob’s Creek

+18%

Jameson

NEW BEGINNING FOR CHIVAS REGAL
AND MARTELL

The launch of the new “This is the Chivas
Life” campaign marked the start of a new
era for Chivas Regal in the United States.
For the first time, Chivas Regal was widely
advertised on television and numerous
campaigns targeted the Hispanic
community. Additionally, Chivas Regal

18 Years Old sales have jumped by 40%.

The new Martell “Rise Above” campaign,
featuring the Afro-American community, was
enthusiastically received, resulting in sales
increases at year-end. Various campaigns
were launched targeting both Mexican
immigrant population with Martell VSOP,
the leader in the Mexican market, and also
the Asian population with Martell Cordon
Bleu. Initially introduced in California, these
marketing initiatives will be extended
nationally in 2004.

Pernod Ricard

Olmeca seeking
to conquer the world

This market has been revitalised by the drop

in agave prices, a plant used in making tequila.

In three years, Olmeca sales have grown by 61%,
making it the fourth best selling tequila export brand

in the world (outside the United States). With

a premium positioning, Olmeca has benefited

| . | from its new “The party
warrior” campaign.

Pernod Ricard Annual report 2003
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Steady
growth In Europe

As the Group’s most important regional market, accounting for 40% of its sales,
Europe (excluding France) enjoyed a further year of growth, led by markets in
Eastern and Southern Europe. Ireland and Poland were adversely affected by an
unfavourable socio-economic environment.

Havana Club advertising campaign in Germany.

STRONG PROGRESS IN EASTERN
EUROPE AND RUSSIA

The imminent enlargement of the European
Union offers promising opportunities for
the Group. In 2003, sales in Eastern
Europe* with the exception of Poland, grew
by 27%, this included growth of 22% in
the Czech Republic and 20% in the three
Baltic countries.

Russia also performed well. With sales up
18%, this continent-sized country

represents a high potential market. While
the bulk of sales volume is still accounted
for by local brands such as Ararat brandy




or Georgian wines, the Group’s global
brands have achieved exceptional growth
here. Chivas Regal more than doubled
its volume, while Jameson and Martell
recorded sales growth in excess of 50%.

Positioned as a premium tequila brand,
Olmeca has become the top-selling tequila
in the Russian market, thanks to a threefold
increase in sales.

Local brands are also continuing to make
progress in Eastern Europe. Ararat, an
Armenian brandy, has enjoyed sustained
growth, emerging as the undisputed
Russian market leader in its segment with
a 54% market share.

In the Czech Republic, the Becherovka
bitter aperitif was repackaged in autumn
2003, followed by an intensive promotional
campaign.

SIGNIFICANT ADVANCES IN
SOUTHERN EUROPE

In Southern Europe™, the Chivas Regal,
Martell and Jameson global brands made
strong progress.

Chivas Regal sales rose by 22% in Greece
and by 11% in Spain, two key markets for
this brand, as a result of being sustained by
the new “This is the Chivas Life” campaign.

Success in Italy

CHALLENGES IN IRELAND
AND POLAND

Irish Distillers, the leading name in wine
and spirits in Ireland, outperformed the
market, despite a 42% hike in duties on
spirits, introduced on 4 December 2002.
This added 4 euros on average to the price
of a bottle of spirits.

The Irish whiskeys, notably Jameson and
Powers, as well as the Irish-distilled Cork
Dry Gin, increased their market share.

The successful new positioning for Martell —
French elegance — has made it the clear
number two cognac brand in Ireland.

The New World wines, Jacob’s Creek,
Wyndham Estate and Long Mountain,

have also maintained their strong growth.

The premium wine and spirits market in
Poland has also faced difficulties, primarily
as a result of tough competition from
discount vodka brands.

In 2004, the new Wyborowa bottle will
highlight the three characteristics of
the brand: authenticity, sophistication
and pleasure.

* Eastern Europe comprises: Czech Republic, Slovakia,
Hungary, Poland, the Baltic states and Russia, Belarus,
Ukraine and Caucasus (Armenia and Georgia).

** Southern Europe comprises: Italy, Greece, Spain and

Portugal.

Pernod Ricard

—
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Pernod Ricard posted a 15% increase in sales
for Italy in 2003. This growth was driven by
strong performances by Jameson (+13%),
Havana Club (+12%) and Wyborowa (+10%).

The new ‘This is the Chivas life’ campaign also
helped strengthen the position of Chivas Regal.

The launch of the ready-to-drink Havana Club
Loco in June was backed by significant
marketing and media investment in Italy.
Strengthened by the main brand, the product
is now the fourth best selling ready-to-drink
beverage in Italy, with a second place ranking
potentially achievable in 2004.

Paolo Benazzi, Franco Bonadeo and Aramis Ghilardi (Ramazzotti).




2004

COLELECTION

The French market, which accounts for 17% of Group sales, has been sluggish.
In spite of this difficult environment, the Ricard and Pernod companies have
managed to maintain their position as market leaders.

A SLUGGISH MARKET Against this background, the Group has
been able to maintain its volume share of
the aperitif and spirits global market at 20%
in off trade (source: IRI panel), with aniseed
enjoying a 49% market share and whiskies
enjoying a 13.5% share.

Ricard, Clan Campbell, Aberlour, Paddy
and Jameson whiskies experienced a slight
growth in market share, despite decreasing
volumes.

Group sales in France were adversely
impacted by the heatwave of 2003, which
did not favour alcohol consumption, the
slowdown in household consumption and
the progression of hard discount brands
at the expense of premium brands. Finally,
the implementation of stricter controls

to combat drink driving also contributed

to lower consumption of wine and spirits.

RICARD W




Ricard and Pernod

marketing and
commercial teams

Paul-Robert Bouhier and Michel Letter (Ricard). Xavier Beysecker and André Hemard (Pernod).

CONTINUING TO MAKE PROGRESS The drive to give Suze a trendier image has
continued, with a second limited edition
designed by Christian Lacroix and a glass
designed by Jean Nouvel.

Apart from this, some products have
performed exceptionally well. Havana Club
saw growth of 6.1%, buoyed by Havana
Club 3 Afios. Paddy'’s Irish whiskey, up by
16%, has managed to establish itself as a
credible alternative to the standard Scotch
whiskies, while Sandeman port, which grew
by 11.5% in consumer-panel studies
(source: IRI), is the only brand in its
category to achieve double-digit growth.

These brand initiatives will be extended into
2004, with developing their respective
market shares as their objective.

Aberlour achieved excellent sales towards
the end of the year and the Polish vodka,
Zubrowka, was the clear leader in premium :
vodkas. New products such as Aberlour = Pernod Ricard
16 Years Old and Cinzano Arancio have
also been launched successfully.

Wyborowa achieved a

INCREASED FOCUS ON BRANDS remarkable performance
: L on the vodka market,
Ricard has managed to make inroads into e N with a 35% increase

the clubbing scene with Ricard Bouteille. = in sales (source : IRI),
N enjoying strong success
in off-licences. These
performances were
sustained by the brand’s
first advertising campaign

Chivas Regal has confirmed its leadership
position in premium whiskies with a 12%
market share, at a time of significant decline i
in the sector. Chivas Regal has also seen ¥
the benefit of its “This is the Chivas life”

campaign, which was launched in December. I FEEE G U
paig Wybo rowa Wyborowa flavours (rose,

pear and almond) and
a new packaging format

sales up
35 % will be launched in 2004.
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“Something Special” advertising campaign in Venezuela.

SIgNS of recovery

IN Central and South America

Group sales in Central and South
America rose by 11% thanks

to a very good second half-year,
which featured increasing signs
of a recovery.

In 2004, Pernod Ricard Central
and South America plans to develop
several international brands,
especially in the whisky sector,
while continuing to rely on its
local brands and on Chivas Regal.

GOOD RESULTS THANKS
TO LOCAL BRANDS

2003 began in the same adverse economic
environment as in 2002, notably with a
general strike and the imposition of
exchange controls in Venezuela, and an
austerity policy in Brazil. The Group
therefore decided to concentrate its efforts
on local brands, which account for 86% of
total sales in the region.

As a result, the local whiskies, Blenders
Pride, Dunbar and Regency, have
respectively improved in Argentina,
Uruguay and Venezuela. Sales of Etchart
wines in Argentina together with Orloff
vodka and Almadén wines in Brazil, also
continued to grow. In addition, sales



of the Something Special Scotch whisky
increased by 40% for the entire region,
exceeding the one-million-litre mark in
Venezuela for the first time.

The only negative results were generated
by the Brazilian rum, Montilla, which
was badly affected by the crisis in
north-eastern Brazil.

In the second half-year, consumption
picked up again following the economic
upturn in Argentina and Uruguay,

the reduction in tax on alcohol in Colombia
and the revaluation of the local currencies
against the dollar. Chivas Regal was
therefore able to reverse the trend and
made tremendous progress in the second
half-year.

ENCOURAGING PROSPECTS
FOR GLOBAL BRANDS IN 2004

More favourable conditions and good
results posted by local brands should
enable the Group to resume the development
of its global brands in the region, in
particular whiskies. This sector represents
the most important category of imported
spirits.

The Group is positioning itself strongly in
the region, especially with the Irish whiskey,
Jameson, following its successful launch

in Brazil and Uruguay in 2003. The Scotch
whiskies, Chivas Regal, Something Special,
100 Pipers, Passport and The Glenlivet,
should also benefit from this dynamism

in 2004.

At the same time, Pernod Ricard Central
and South America plans to accelerate
the development of Havana Club and
Wyborowa in 2004, as well as raising
the profile of Martell and Ricard.

N°2

in Travel Retail

+11%

in 2003

Pernod Ricard

Dynamism

of Travel Retail sector

In the first half of 2003 the Travel Retail sector
was adversely impacted by the Iraq war, SARS
in Asia, and a difficult economic environment,
chiefly in Japan, all of which severely reduced
air travel.

However, this did not hamper the rapid growth of
several of the Group’s brands: Jameson sales
increased by 23% while those of Havana Club
rose by 20%, with Jacob’s Creek sales volume
more than doubling. The sector’s star brand,
Chivas Regal, saw its sales rise by 3%.

Martell, which achieves a fifth of its sales volume
in the travel retail sector, suffered from its exposure
to the SARS-affected Asian markets, saw its sales
fall by 1%. This nevertheless represented an
impressive performance, given the significant
drop in passenger numbers at Singapore,
Bangkok and Hong Kong airports. Martell also
launched two products which are exclusive to this
sector: Martell VS Sélection Exclusive and VSOP
Réserve de Crus.

The visibility of the Group’s products, including
Chivas Regal and Martell, two stars of the sector,
is a key factor in developing this market.
Accordingly, Pernod Ricard World Trade has
installed thirty permanent showcase displays at
different airports in the colours of the two brands.
The ‘This is the Chivas Life’ campaign has been
launched in 13 key airports in Asia, Europe and
the Americas, with a view to reaching more than
65 million people.
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At Pernod Ricard, sustainable development is
a long-term commitment that will enable the Group
to build itself a future with strong values.

We are above all a Group of men and women
sharing the same passion and culture. Conviviality,
simplicity, entrepreneurship, integrity and
commitment are the heart of our business.

In 2003, we committed ourselves to the “Global
Compact”, demonstrating our ethical and social
commitment to our business customers, consumers,
environment and workforce.

We also published our Charter, summarising
in it all of the principles governing the Group’s
operations, which are upheld by all of our
companies and people, throughout the world.

Aurora Callejo "
(Havana Club) S

2
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Pernod Ricard

Laurent Piedvache
(Pernod)




Patrick Ricard
Chairman

Thierry Jacquillat
Vice-Chairman

Jean-Claude Beton

Jean-Dominique Comolli

Francois Gérard

Rafagl Gonzalez Gallarza
Francoise Hémard
Jean-Jacques Laffont
Dani¢le Ricard

Gérard Théry

Lord Douro
Didier Pineau-Valencienne
william Webb

Béatrice Baudinet



rate
governance

Since its foundation in 1975, Pernod Ricard has been
careful to apply the principles of corporate governance.
The creation of shareholder value, transparency and
ethical conduct are at the centre of all decisions made
by Pernod Ricard’s management and monitoring bodies.

In 2003, the Board of Directors of Pernod Ricard consisted

of 14 directors, 6 of whom were non-executive.

7 meetings in 2003
Patrick Ricard

Daniéle Ricard

Francois Gérard

Rafaél Gonzalez Gallarza
Thierry Jacquillat

Established on 29 January 2002
7 meetings in 2003 with a 100%
attendance rate

Thierry Jacquillat

Didier Pineau-Valencienne
Independent Director

Gérard Théry
Independent Director

Established on 28 February 2000
3 meetings in 2003 with a 89%
attendance rate

Jean-Dominique Comolli
Independent Director

Daniéle Ricard

Lord Douro
Independent Director
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The Group is led by the Chairman and Chief Executive Officer and two Directors General.
The General Management directs Group’s Executive Committee and Holding Company Management Committee meetings.

The General Management meets with direct subsidiaries senior management three times a year, to review and approve
the budget, the three-year plan and strategy, and the annual financial statements.

Group Executive Committee

The Group Executive Committee meets, under the direction of the General Management, to:

= exchange information on the general activities of the Group and each of its subsidiaries,

~ participate in the development of strategies and action plans,

 coordinate the management of human and financial resources, quality control, research etc.

The General Management organises a meeting of the Group Executive Committee every month, as well as
an annual meeting at which time medium-term plan and Group strategy is reviewed, key positions are filled,
and high potential managers are identified.

The Group Executive Committee met eleven times in 2003.

Holding L vves Flaissier | Georges Nectoux Gilles Cambournac
A Vice-President, Human Chairman and CEO Chivas Brothers Chairman and CEO Pernod
a Patrick Ricard Resources from 1 July Ricard World Trade

Chairman and CEO

2004

M Philippe Savinel
Chairman and CEO Irish Distillers

Philippe Dreano

[ Richard Burrows Chairman and CEO Pernod
Director General Brand Owners U christian Porta Ricard Asia
A Chairman and CEO Chivas Brothers )
C Pierre Pringuet from 1 January 2004 Francesco Taddonio
Director General 1 Lionel Breton Chairman and CEO Pernod
Chairman and CEO Ricard Central
d Emmanuel Babeau Martell & Co Regions and South America
Vice-President, Finance . A
I Alain Chamla . param Uberoi
€ Bernard Cazals Chairman and CEO Ricard N Thierry Billot Chairman and CEO Pernod
Vice-President, Human Resources . L, Chairman and CEO Pernod Ricard Ricard South Asia
| Pierre Coppéré Europe
f Philippe Mouton Chairman and CEO
Company Secretary Pernod O Michel Bord
A Chairman and CEO Pernod Ricard
0 Jean-Paul Richard K Laurent Lacassagne North America

Vice-President, Marketing

Chairman and CEO
Orlando Wyndham



Holding Company Management Committee

The Holding Company Management Committee meets, under the direction of the General

Management, to:

« exchange information on general activities of the Group and on current or planned significant
operations to be undertaken by the Holding Company’s functional departments,

= prepare and coordinate operations to be implemented by the Holding Company,

= assist in the preparation of decisions that are the responsibility of the Group Executive Officers.

The Holding Company Management Committee met seven times in 2003.

Patrick Ricard
Chairman and CEO

Richard Burrows
Director General

Pierre Pringuet
Director General

Emmanuel Babeau
Vice-President, Finance

Gilles Bogaert
Vice-President, Audit and Business
Development

Bernard Cazals
Vice-President, Human Resources

g
h

Jean Chavinier
Vice-President, Information Systems

Patrice Desmarest
Vice-President, Research Centre

lan FitzSimons
Vice-President and General Counsel

Armand Hennon
Vice-President, Public Affairs — France

Philippe Mouton
Company Secretary

Jean-Paul Richard
Vice-President, Marketing

I Jean Rodesch

n

o

Vice-President, European Affairs

Jean-Pierre Savina
Vice-President, Industrial Operations

Francisco de la Vega
Vice-President, Communication

Yves Flaissier
Vice-President, Human Resources
from 1 July 2004
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Transparency

with shareholders

In 2003, Pernod Ricard shares continued to outperform both the French market
and the international wine and spirits sector.

This performance was welcomed by the financial community and crowned by
the return of the share to the CAC 40.

During 2003, Pernod Ricard regularly
provided the market with concrete proof
of both improving operating and net

Pernod Ricard shares closed 2003 at

€ 88.15, up 19.4% for the year, compared
to a 16.1% rise in the CAC 40 index.

profitability, thereby confirming
the soundness of its strategic decision
to acquire the Seagram brands.

Shareholders’ agenda

2004 half year sales:
Thursday, 29 July 2004

2004 interim financial results:
Thursday, 23 September 2004

2004 Q3 sales:
Wednesday, 3 November 2004

Its return to the CAC 40 allows for greater
coverage, better visibility and an enhanced
image, both in France and internationally.

Volumes traded and share price over 18 months on the Paris Stock Exchange
(source : Euronext Paris S.A)

Volumes traded  Capital value _Average Highest Lowest End of month
(in thousands) (€ millions) price (in euros) (in euros) (in euros) price (in euros)
Sep-02 3,164 |3,955 287 90.79 72.63 94.25 75.40 85.20 68.16 91.00 |72.80
Oct-02 6,794 8,493 690 101.55 81.24 106.90 85.52 89.25 7140, 102.30 |81.84
Nov-02 5,266 |6,583 515 97.76 78.21 105.40 84.32 90.00 72.00 90.45 72.36
Dec-02 3,777 |4,721 345 91.28 73.02 93.30 74.64 87.80 70.24 92.30 |73.84
Jan-03 3,961 4,951 361 91.19 72.95 95.45 76.36 86.60 69.28 90.40 |72.32
Feb-03 7,001 8,751 591 84.42 67.54 91.40 73.12 79.88 63.90 89.81 71.85
Mar-03 - 8,637 636 - 73.68 - 79.80 - 68.75 - 78.10
April-03 - 5,114 413 - 80.81 - 83.00 - 77.10 - 78.65
May-03 - 10,739 879 - 81.85 - 85.00 - 77.70 - 84.60
June-03 - 8,201 359 - 80.39 - 84.45 - 77.50 - 77.70
July-03 - 15,183 1,157 - 76.23 - 79.50 - 74.35 - 77.25
Aug-03 - 6,430 503 - 78.24 - 80.40 - 75.70 - 78.15
Sep-03 - 8,009 648 - 80.96 - 84.50 - 77.00 - 81.30
Oct-03 - 5,466 450 - 82.25 - 83.85 - 80.30 - 83.00
Nov-03 - 7,726 682 - 88.33 - 91.15 - 83.20 - 88.65
Dec-03 - 5,364 467 - 87.14 - 89.55 - 84.60 - 88.15
Jan-04 - 8,053 702 - 87.17 - 90.15 - 84.10 - 87.50
Feb-04 - 8,813 836 - 94.84 - 99.20 - 91.85 - 98.75

The framed data has been restated to take account of the increase in capital by incorporation of reserves and a stock dividend allocated of one
new share for every four existing shares (with effect from 14 February 2003).



Entreprendre

The Group publishes every six months the Entreprendre magazine
for its shareholders. This magazine provides a more detailed and
comprehensive review of the Group’s strategy and ambitions than
what a Shareholders’ Letter would normally afford. Entreprendre
also provides the latest brand news and key Group financial
information.

Entreprendre is published in French, English and Spanish.

For a free subscription, please contact the Pernod Ricard
Corporate Communications Department directly. The magazine
may also be downloaded at www.pernod-ricard.com.

Evolution of Pernod Ricard and CAC 40 Index from 1 Dec. 2000 to | April 2004
(base 100 at | Dec. 2000)

Pernod Ricard +96%

Pernod Ricard share 200 ,/\/\j
information
150 NS

Codes
ISIN FR0O000120693 100
Bloomberg  RI FP o
Reuters PERP.PA \/\/\_/\ CAC 40 -38%
Datastream  F:RCD 50
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THE GROUP AND ITS SHAREHOLDERS SHARE REGISTRATION

A procedure for buying and selling
registered shares has been developed with
Société Générale, the transfer agent. To
submit orders, registered shareholders can
contact Société Générale directly by calling
+ 33 800 119 757 (toll-free in France).

Pernod Ricard’s objective in its
communications to shareholders is

to directly provide them with real time
and transparent information.

www.pernod-ricard.com

Our website www.pernod-ricard.com, contains

a sha_reho_lders’ page that provides updated Shareholder Contacts

real time information on our share price. Pernod Ricard

The site also enables the viewer to follow, Investor Services

on a live or delayed access basis, + 33 800 880 953 (toll-free number in France)
the Annual General Meeting and other 12, place des Etats-Unis

75783 Paris Cedex 16, France

financial information disclosure events, e-mail: shareholders@pernod-ricard.com

including the presentation of interim and

fiscal year financial results. Société Générale
Press releases, press kits and documents iegg"g(')eg ?fgf;fg;em
distributed at media and financial analyst

. . . . (toll-free phone number in France)
information meetings are also available 32, avenue du Champ de Tir

online. 44024 Nantes Cedex 01, France



Coralie de Kerhor-Bianquis (Pernod Ricard)
and Cédric Ramat (Ricard).

As part of the implementation of Group strategy, Pernod Ricard's
Human Resources policy aims to attract, develop and obtain greater
loyalty from its talented employees.

2003 was characterised by a
stabilisation of the Group’s workforce
size, which numbered 12,254 at

31 December 2003, by a growing
internationalisation of the workforce,
with three-quarters now employed
outside France, and by an increase

in the representation of women in

the workforce, which accounted for
one-third of the workforce at year-end.

FOUR KEYS TO THE GROUP’S
SOCIAL POLICY

United in the same core business but
possessing many different skills, the
Group’s workforce benefits from two
advantages: first, that of companies built

on a human-scale, promoting autonomy
and encouraging the assumption of
responsibility by all levels of employees, and
second, that of a large international group
committed to pursing a policy of developing
and enriching its human resources.

This policy is based on the following four
core principles:

Delegation of responsibility: the organisation
of the Group is deliberately decentralised

in order to leave more room for initiative, for
professional development and for personal
responsibility, within the framework of
rigorous shared principles. The subsidiaries
of Pernod Ricard thus benefit from a high
degree of managerial autonomy.



Financial incentives: the majority of

the subsidiaries have set up remuneration
systems whereby earnings vary according
to personal and/or company performance.
In addition, a programme of stock options
links the remuneration of senior executives
directly to the performance of the companies
they run, and to the creation of shareholder
value.

Building loyalty: the quality of human
relations and of the working environment,
the level of social benefits and the policy
of participation in results are all factors that
enable the Group to obtain greater loyalty
from its employees. The average length of
service is over ten years (over sixteen years
in France) and the average age of staff is
40. They thus acquire a level of experience
and know-how that in return is of benefit to
the Group.

Average age : 40

~ 65 years old
|- 55 years old
t- 45 years old

r 35 years old

+ 25 years old

L
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Training: all over the world, Group workforce
— recruited locally at all levels — benefit from
training programmes run by each
subsidiary. In addition, Pernod Ricard has
its own Training Centre, which organises
dozens of sessions each year for several
hundred international executives in English,
French and Spanish. In 2003 the Group
training budget amounted to € 8.36 million.
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The Pernod
Ricard charter

The Pernod Ricard charter sets out in
formal terms the driving principles of
the Group.

It has been drawn up with particular

care and has been approved by

the Board of Directors. The Charter

is available in five languages: French,
English, Spanish, Chinese and Polish.

In particular, the charter specifies the:

- Group’s prioritised objectives for its
shareholders, its business customers,
its consumers and its workforce

- Group’s organisational principles,
with decentralised decision-making
ranked as the core one,

- Group’s Code of Ethics, including
its commitment to professional
organisations concerned with social
impact of excessive alcohol
consumption

- Group’s values: conviviality,
simplicity, entrepreneurship,
integrity and commitment

- roles and responsibilities of the
Board of Directors of the holding
company, of the Regions and of its
direct subsidiaries.

The Charter has been circulated

to the Group’s entire workforce and
serves as important guidance in their
conduct and execution of their work.



Pernod Ricard European Committee meeting on 12 June, 2003 at the headquarters of the Group.

THE PERNOD RICARD EUROPEAN
COMMITTEE: SOCIAL DIALOGUE AT
THE HEART OF OUR BUSINESS

The Pernod Ricard European Committee,
chaired by Patrick Ricard, has been in
existence since 25 May 2000, thus putting
into effect the European Union directive
emanating from the Treaty of Maastricht.
This body makes it possible to keep all of
Pernod Ricard’s staff in the European
Union more widely informed about
developments within the Group, at the
same time encouraging consultation with
employee representatives.

Matters falling within the responsibility of

the European Committee include:

- structure and the economic and financial
situation of the Group in Europe.

- trends in its activities, sales, employment
situation etc.

- professional training.

- major changes relating to the organisation
of the Group and potential plans for
reorganisation.

The Group’s workforce in Europe is united
by their geographical proximity. Since

the end of 2002, this unity has been
strengthened by the Group’s focus on

its core business. This dual bond creates
a spirit of transparency and dialogue.

The European Committee comprises

18 permanent members and two observers.
Representatives of Poland and the Czech
Republic, candidates for accession to

the European Union in 2004, have attended
the 2003 meeting of the European
Committee as observers.

SKILLS DEVELOPMENT: THE PERNOD
RICARD TRAINING CENTRE

The Pernod Ricard Training Centre offers

the company’s executives:

- Specialised and targeted training-courses
aimed at developing their skills in a
specific area.

- Management development of a more
general kind, relating to the main business
functions within the company.



- Induction seminars for the purpose of
welcoming new members of staff and
easing their integration into the
organisation.

The content of each course has been
specifically designed for the Group and
adapted to Pernod Ricard’s business: wine
and spirits.

The programmes are drawn up in
collaboration with the relevant functional
managements of the Holding company and
the subsidiaries, and also with institutions
of higher education, such as HEC
Management, the Centre de Recherches et
d'Etudes des Chefs d'entreprise (CRC), and
the European Institute of Purchasing
Management (EIPM).

In 2003, the Training Centre organised
32 training seminars for 310 international
managers.

INTERNAL COMMUNICATIONS
DEVELOPMENT

After the integration of the Seagram teams,
the Group launched various initiatives in
order to provide direct and transparent
information to its full workforce, worldwide
and particularly for new recruits.

The Group launched its Periscope Pernod
Ricard intranet portal in March 2003.
Available in English, French and Spanish,

it reports the latest information on Group
brands, appointments, as well enabling
access to other Group intranet sites.

This intranet portal, central to the Group’s
internal communications process, is updated
every day.

Furthermore, the Group conducted various
surveys on its workforce expectations

for internal communications, enabling it

to respond to questions that may not have
been foreseen, as well as enabling it to
continually adapt to the real needs of its
employees.
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Group workforce by job type
at 3! December 2003

4,720
3919 3,890
3,569 3,553 3,561 2
3,230 358
2,877
1603 1,764 1,739
2001 2002 2003
The decrease in the Group's operative workforce results from
the disposal of its alcohol-free activities.
Group work accident
severity rate
1,0
0,8
0,6
0,4
0,2

1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2002 2003

Accident severity rate: number of days of lost work days in the year
due to accidents / number of hours worked in the year x 1,000.

Group work accident

frequency rate
40
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1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2002 2003

Accident frequency rate: number of accidents resulting in lost
work days / number of hours worked in the year x 1,000,000.



Ethical and

commitment to responsi

Joining
the Global Compact

It is Patrick Ricard’s personal
wish to commit the Group

to the Global Compact,

an initiative launched by

the Secretary-General of the
United Nations, Kofi Annan.

The Global Compact
encourages companies to
co-operate in finding practical
solutions to the contemporary
problems of civic responsibility
and sustainable development.

Pernod Ricard is thus
committed to adopting,
maintaining and applying

a set of fundamental values
with respect to human rights,
working conditions and

the environment.

The principles of the Global
Pact apply to all Group
subsidiaries worldwide.

www.unglobalcompact.org

To act as a responsible company
in the wine and spirits sector
means preventing risks and
abuses linked to excessive
consumption of alcohol.

This means paying particular
attention to young adults and

the risks of drink-driving, as well
as raising awareness among all
Group’s employees

This commitment must be a global one
given the Group’s significant involvement in
various professional associations such as
the Amsterdam Group in Europe, the
Portman Group in the United Kingdom, FAS
in Spain, Discus and Century Council in the
United States, Entreprise et Prévention in
France and, more recently, MEAS in Ireland
and Forum PSR in the Czech Republic.

PROMOTING RESPONSIBLE DRINKING
AMONG YOUNG ADULTS

In October 2002, Pernod Ricard committed
itself, in partnership with the French Inter-
Departmental Road Safety Commission, to
promoting sober driving, and to raising
awareness among young adults of their
responsibility as regards the consumption of
its products.
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In 2003, pursuant to this charter, more than
4,000 road safety initiatives took place at
evening events attended by young adults,
aimed at road safety and implementing the
concept of the “designated driver”. These
initiatives, which were to encourage people
to behave responsibly in order to avoid road
accidents, were held thanks to the
assistance of the Entreprise & Prévention
and Voiture & Co associations. This initiative
of the Pernod and Ricard companies
resulted in the distribution of more than
200,000 breathalyser kits, with this figure
expected to increase 300,000 in 2004.

In 2003, the Group spent the equivalent of
nearly 10% of its media budget for these
initiatives in France.

In the United States, the Century Council
has developed similar initiatives aimed at
combating drink driving and under-age
alcohol consumption. Partnerships with
authorities and agencies have been created
in more than fifteen states in the US in
order to fight these issues. Various
awareness-raising campaigns have been
conducted among students.

REDUCING ROAD RISKS AMONG
OUR EMPLOYEES

Pernod Ricard has committed itself

to raising awareness among its employees
as to road risks with a view to reducing
the rate of accidents within the Group.
This initiative has led to a 37% drop in
the number of car accidents in one year,
which is more than the Road Safety
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Prevention campaign in the Czech Republic

Information
and prevention

Consumed in moderation, alcohol
is a source of enjoyable social
interaction and has a positive
social impact.

The World Health Organisation
defines alcohol consumption as not
harmful to health provided that
fewer than 14 glasses per week are
drunk in the case of women, and
fewer than 21 glasses per week in
the case of men, and provided that
the number of drinks taken on any
one occasion is not more than four.

Aware that its products could
constitute a risk if drunk in excess,
and over and above these limits,
which it fully endorses, Pernod
Ricard supports public health
policies aimed at preventing excess
drinking. The Group condemns
drunkenness, particularly among
young adults, as well as any risky
drinking behaviour. The Group is
committed to ensuring that

these principles are upheld in all
aspects of its advertisement and
promotions.




Commission had hoped for over three years!
In France, for example, all travelling
salespersons have signed a very strict
safe-driving code focusing on laws and
regulations compliance.

Regarding excessive drinking prevention, all
employees in France who have a company
car are now supplied with approved
electronic breathalyser kits.

PROMOTING AND ENFORCING
ETHICAL BEHAVIOUR

Convinced that self-discipline is the most
effective instrument for regulating all forms
of business communication, Pernod Ricard
has played an active part in developing
codes of ethics both at a national level

(in France, USA, UK, Ireland, etc.) and
internationally (through the Amsterdam
Group code), which it is strictly committed
to respecting worldwide. In particular,

the codes forbid any encouragement

of excessive or irresponsible consumption

of alcoholic beverages, the deliberate
targeting of minors and the association

of alcohol with sexual, social or sporting
gratification. An internal procedure for the
prior clearance of all advertising campaigns
has been put in place to ensure that these
principles are respected.

Pernod Ricard is also an active participant
in the development of procedures for the
self-regulation of advertising within
professional bodies in the wine and spirits
sector. In Ireland, Irish Distillers strongly
supported the establishment of Central
Copy Clearance Ireland (CCCI) in 2003.
This independent committee reviews and
approves all advertising linked to alcohol
before it is released in the various media.



ACTIVE IN RESEARCH &
DEVELOPMENT

Pernod Ricard is the only wine and spirits
producer with a dedicated research centre.
In 2003, the Group spent 0.5% of its
consolidated sales on research and
development.

Pernod Ricard also supports work that
explores the mechanisms of alcohol
dependence. Thus the Group is one of

the founders of a private body carrying out
research into alcohol-related medical
conditions, the Institute for Scientific
Research into Beverages (IREB). This body
finances, co-finances and initiates projects
in the fields of biomedicine, epidemiology
and human sciences. Governed by an
independent Scientific Council, these
research activities are respected by the
scientific community and those responsible
for public health.

OUR CIVIC RESPONSIBILITIES

Conscious of its role in society, Pernod
Ricard has developed a range of
humanitarian initiatives.

Pernod Ricard has entered into a
partnership with the European Diabetic
Association (IDF-Europe) until 2006. In
particular this support will make it possible
to carry out screening campaigns, improve
access to insulin among underprivileged
populations or in poor countries, and

to fight discrimination against diabetic
sufferers in the workplace and employment
market.

In Australia, the remote location of certain
communities has led to the creation of an
airborne emergency medical service, the
Royal Flying Doctor Service. This service
enables doctors to operate round the clock
in the most distant parts of the country.

In 2003 alone, more than 45,000 people
were helped by a “flying doctor”. Orlando
Wyndham strongly supports this service
through financial contributions.

In Poland, Wyborowa SA has financed
various campaigns to help handicapped
artists, underprivileged children and
the university hospital in Warsaw.

Cultural

sponsorship j
|
Cultural sponsorship ~ /
is a means by which “}
the Group aims to L

create a dialogue with its social environment
and to define itself in relation to society.
This initiative demonstrates the Group’s
passionate commitment to developing
artistic creativity in the countries where it
has established a presence.

This support takes different forms:

the terraced water-features at the Centre
Pompidou, the creation of an original work
of art for the cover of each Annual Report
and, more recently, a partnership with the
future Musée du Quai Branly, in Paris.

In 2003 Pernod Ricard was the first
company to make it possible for the
French government to keep a “national
treasure” of modern art on French soil.
Thanks to assistance from Pernod
Ricard, the sculpture Téte en profondeur
(Head in Depth) by Julioc Gonzalez has
become part of the permanent collection
of the Centre Pompidou.

In 2003, Pernod Ricard devoted more

than €1 million to its cultural sponsorship
activities.

A

—

Pernod Ricard Annual report 2003



Jacob’s Creek, Barossa VaIIy, Australia.

aring for

our environment

For Pernod Ricard, commitment

to environmental issues means
developing sustainable strategies as
part of its business activity

The Group’s environmental policy is
enshrined in Pernod Ricard’s “Quality-
Safety-Environment” (QSE) charter,
implemented in each subsidiary under
the supervision of the Group’s QSE
department. This charter specifically
provides for the establishment of common
performance indicators.

The QSE department is attached to

the Industrial department. Its scope
includes the certification of production

sites, the management of risks and the
promotion of sustainable technologies, while
respecting the principles of decentralisation.



Jean-Marc Roué, Quality — Safety — Environment Manager, Pernod Ricard.

Quality — Safety —
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A QSE report is submitted annually
to Group management. It brings
together all the information supplied
by the subsidiaries of the Group.

Furthermore, by virtue of its

commitment to transparency, each

subsidiary undertakes to refer its
problems to the Holding Company
without delay. Each subsidiary's
General Manager is personnally
involved in this process, through
a variable remuneration package.

Environment

STEPS IN ASSESSING OR CERTIFYING
COMPANIES IN ENVIRONMENTAL
MATTERS

Since 2000 Pernod Ricard has adopted

a policy of voluntary certification of its
industrial sites in compliance with
recognised international standards, in
particular the 1SO 14001 standard for
respect of the environment. Out of a total of
66 wine and spirits sites, ten are certified
and six are in the process of 1ISO 14001
certification.

For other sites, an environmental impact
analysis has been carried out and a system
of environmental management is currently
being put in place.

In addition, there will be continuous
monitoring by each subsidiary in order

to maintain regulatory conformity by taking
account of local legal requirements.
Authorisation to carry on industrial activities
will be updated periodically to take account
of technological developments and
regulatory changes.

RISK MANAGEMENT

An integrated risk management policy has
been developed by the QSE department.
This monitors the policy, ensures that best
practice is applied throughout the Group
and assists the subsidiaries in their measures
to achieve continuous improvement.

Each year, the Group organises training
sessions specifically devoted to QSE and
Risk Management at its training centre.
These sessions serve all of the Group’s
subsidiaries, which complete the process
with awareness programmes and internal
training.

In 2003, the Group spent € 8.8 million on
environmental risk reduction and damage
prevention arising from its operations.

PROMOTING SUSTAINABLE PROJECTS

In the context of its activities the Group
seeks to develop projects which reduce
the environmental impact of its industrial
sites, specifically by favouring energy
saving, recycling and the conservation of
water resources.



Charles Crowley, Group Environmental, Health and
Safety Manager, Irish Distillers.

Treating
waste waters

The installation of a new € 3 million
wastewater treatment facility at

its Midleton, Ireland, facility enabled
a six-fold reduction in chemical
demand for oxygen (CDO), biological
demand for oxygen (BDO), and
matter in suspension (MIS) in water
used in industrial processes.

As an example of its sustainable projects, in
2003 the Group built a new alcohol storage
depot on the Greek island of Mytilene.
Situated in an earthquake zone, it is
considered to be a model of earthquake-proof
and fireproof construction; its environmental
impact has been reduced to a minimum.
This new storage depot is a profitable
enterprise and will help local development
in a remote area.

CONSERVING ENERGY RESOURCES

At a number of its sites, Chivas Brothers
has mounted a campaign to modernise
its steam production installations. The
improvement in output will produce a fuel
saving of up to 10%.

PROMOTION OF RECYCLING

In order to reduce its use of packaging
materials at source, Ricard SA has, with
its glass bottles’ suppliers, put in place a
scheme to replace cardboard containers
by returnable and reusable plastic trays.
Applied to an annual volume of 44 million
bottles, this operation has made it possible
to reduce consumption of cardboard

by 130 tonnes in 2003. In 2004, this
reduction is likely to rise to more than
160 tonnes.

LIMITING ENVIRONMENTAL IMPACT

In Australia, the use of new technologies
has made it possible to reduce the amount
of fertilisers needed for the vineyards, and
decrease water volumes used in their
irrigation.

In France, the Group is seeking to limit
the environmental impact of its transport
by adopting the recommendations of

the Association Nationale des Industries
Alimentaires (French National Food
Industries Association). Pernod has opted
to give preference to rail transport to
support its Parisian distribution centre from
its three factories in Marseille, Thuir and
Cubzac. By handling 50% of the tonnage
produced, the use of rail has reduced road
traffic by about 1.2 million km per year.
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Key figures and significant events

Key figures

Net sales excluding duties and taxes 3,5633.7
Net sales of which wine & spirits business 3,418.6
Operating profit 739.2
Operating profit margin 20.9%
Profit after tax @ 463.6
Group net profit 463.8

Earnings per share —

profit after tax diluted @ (in euros) 6.25

Earnings per share —

Group net profit diluted @ (in euros) 6.25

4,835.7 4,555.2 4,382.0 3,590.3
3,407.9 1,918.0 1,759.6 1,568.7
750.3 450.5 421.1 372.3
15.5% 9.9% 9.6% 10.4%
440.3 294.4 261.0 229.9
412.8 358.2 195.0 213.2
5.93 4.18 3.70 3.26
5.57 5.08 2.77 3.02

(1) Profit before tax net of ordinary activities income tax, income from associates and minority interest.

(2) As specified in Note 1.19 to the Consolidated Financial Statements.

Significant events

The Pernod Ricard Group, hereafter “Pernod Ricard”
or “the Group”, enjoyed an outstanding year in terms
both of business performance and financial results.

STRONG DEVELOPMENT OF OUR ENTIRE
BRAND PORTFOLIO

Pernod Ricard strong’s sales growth in 2003 was

based on two key elements that are the driving force

of the Group today:

[ a global presence in all important markets;

[ a diversified portfolio that meets the specific
expectations and aspirations of consumers
worldwide.

Our global presence has enabled us to seize available
growth opportunities, notably in North America

and the Chinese speaking areas of Asia. In Europe,
our strong positions in certain growth markets,

such as Russia and Italy, compensated for weaknesses
in Ireland (duty increases) and Poland (price increases
to prepare the entry in the European Union).

The French market was difficult in 2003, but our
strength in the rest of the world enabled us to absorb
the impact and reduce our exposure relative

to this market.

Our brand portfolio once again showed depth and
growth potential. Our 12 key brands enjoyed a 3.6%
growth in volume during 2003, particularly during
the second half of the year (+6.4%).

The new communications’ platforms implemented

for Chivas (+7% in 2003 volumes) and Martell (+8%)
have begun to yield results. Our growth drivers, Jacob’s
Creek (+14%), Havana Club (+11%) and Jameson
(+8%) continued their excellent performance

and strengthened their status as international brands.
Our local and regional brands also enjoyed strong
growth, contributing to a rise in Group profits.

They represent a solid foundation for the development
of our global brands.

The 100 Pipers, Royal Stag, Master Blend and
Something Special brands enabled the Group to
significantly improve its presence in the key growth
markets in Asia and Latin America.

GROWTH IN WINE & SPIRITS
BUSINESS PROFITABILITY

In an environment where the dollar depreciated
significantly against the euro, Pernod Ricard
was able to significantly improve the profitability
of its wine & spirits business through:

[] the growth of our entire brand portfolio and
in particular the accelerated development of
our high margin premium brands;

[ the sustained advertising and promotion initiatives
that ensure the long-term development of our
brands;

L] the improved effectiveness of our now global
sales network.
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Wine & spirits operating profit increased by 3.8%
during 2003 to 737 million euros from 710 million
euros. On a constant exchange rate basis, it would
have increased by 15.5%.

Wine & spirits operating profit margin also improved,
rising from 20.8% to 21.5% (22.1% on a constant
exchange rate basis). This performance was achieved
thanks to controlled structure costs (on a constant
exchange rate basis, these amounted to 18.9%

of net sales compared to 19.0% of net sales for 2002),
and continued significant advertising and promotion
spending (expenditure level stable at 21.5% of net
sales in 2003).

PURSUIT OF RAPID REDUCTION IN NET
FINANCIAL DEBT

The Group was able to reduce its net financial debt

by 682 million euros to 2,109 million euros

at 31 December 2003, from 2,791 million euros

for the previous year-end, as a result of business
performance, controlled investments and working
capital requirements and the disposal of certain
non-core assets, such as our shares in Société Générale.

Favourable exchange rate movements on dollar
and yen-denominated financial debt accounted
for 133 million euros of this reduction.

Analysis of income statement

Wine & Spirits business
Net sales increased by 0.3% to 3,419 million euros.

Strong organic growth (+ 8.1%) generated by the
strength of the brands and a positive effect of changes
in the consolidation scope (+ 0.5%) more than offset a
very significant negative exchange rate effect (-8.3%).

Wine & spirits business sales enjoyed strong organic
growth in Europe (+ 4.7%), the Americas (+ 12.4%)
and Asia/Rest of World (+ 17.9%), whilst in France
they declined by 1.1%.

The growth of all our key brands, other than those
dependent on the French market, reflects these figures.

Jacob’s Creek +14% 6.7
Havana Club +11% 1.9
Amaro Ramazzotti +9% 1.2
Martell +8% 1.1
Jameson +8% 1.6
Chivas Regal +7% 29
The Glenlivet +7% 0.4
Seagram’s gin +3% 3.3
Wild Turkey +0% 0.7
Clan Campbell - 5% 15
Ricard - 5% 6.2
Pastis 51 -7% 1.9
Total +3.6% 29.4

(1) In millions of 9-litre cases.

Non-core businesses

The significant decline in non-wine & spirits net sales
in 2003 to 115 million euros from 1,428 million euros
for 2002 reflects the disposals made in 2002 and 2003
(in particular SIAS and BWG) within the framework of
the Group’s policy to refocus on its core business.
Non-alcohol businesses generated an operating profit
of 2.7 million euros, essentially through our grape

juice business and the Orangina business retained

in a number of countries where Pernod Ricard still
owns the brand.

The Group’s major non-wine & spirits business
companies at 31 December 2003 were as follows:
Foulon Sopagly (bulk grape juice producer), Marmande
Production (tomato juice producer and fruit juice
bottler) and CFPO.

As regards CFPO, the Group holds an option to sell

its Orangina business in the United Kingdom, certain

other European countries, South America, Asia-Pacific,

Africa and the Middle-East. The major provisions

of this option are as follows:

[l The beneficiaries are Pernod Ricard SA and
its CFPO subsidiary. Schweppes International Ltd
would be the potential acquirer.

[1 In the event of the exercise of the option, certain
assets would be sold (intangible assets and property,
plant and equipment, customer lists, rights under
various CFPO contracts concluded with customers
and suppliers, etc.).

[l The option exercise period is 10 years
(1 November 2001 to 31 October 2011).

Pernod Ricard annual report 2003



As a precondition to the exercise of the option,
Schweppes International Ltd must first notify Pernod
Ricard of the end of certain non-compete restrictions
to which they are subject.

Net finance cost

The Group incurred 102 million euros in net finance
cost in 2003, a reduction of 51 million euros on
the previous fiscal year.

Dividends and

other finance income 1 8 ns
Net foreign exchange losses (7) 8) ns
Interest and

other finance cost (96) (153) (38%)
Net finance cost (102) (153) (34%)

This improvement is attributable to a 57 million euros
drop in financial debt interest expenses, reflecting a
decrease in principal amounts, lower euro and dollar
interest rates, and the favourable exchange impact on
dollar interest payments, as set out in the table below:

Reduction in financial debt size

of 682 million euros (30)
Reduction in interest rates to 3.7% from 4.4% (19)
Favourable exchange impact

of $US denominated debt (8)
Total (57)

In addition, 2003 dividend income was significantly
down on the previous fiscal year, following the disposal
of the Group’s shares in Société Générale.

Net exceptional income

The Group generated net exceptional income of
60 million euros in 2003, detailed as follows:

Fixed asset disposals and exceptional

writedowns and provision charges, including: 78
- disposal of Société Générale shares 133
- reversal of litigation provisions

(Seagram opening balance) 31
- disposal losses and disposal provisions (41)
- Wyborowa brand writedown (29)
- various (16)
Restructuring (Martell, Pernod Ricard
North America...) (11)
Other (@)
Net exceptional income 60

The average income tax rate was 24.0%. Profit

from ordinary activities was taxed at a rate of 26%,
generating an income tax charge of 165.9 million euros,
while net exceptional income was taxed at a rate

of 2.7%, generating an income tax charge of

1.6 million euros.

Group net profit

2003 Group net profit amounted to 463.8 million
euros, up 12.3% as compared to 2002. The Group
posted a net current profit of 463.6 million euros,
which excludes exceptional items and acquisition
goodwill amortisation.
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Market

and competition

Pernod Ricard annual report 2003

IWSR’s survey ® of the global Spirits market estimates its size at 2,742 million 9-litre cases (excluding Duty Free
in 2002), up 2.1% from 2001.

International Western Style Spirits (gin, vodka, whisky...) increased their global volumes by 1.0% between 2001
and 2002 to 319 million 9-litre cases, with Pernod Ricard holding a 11% share of this market.

INTERNATIONAL WESTERN STYLE SPIRITS GLOBAL MARKET

In millions of 9-litre cases

26 %
11 %
9% 9%
4%
3%
Diageo Pernod Allied Bacardi- Brown Jim Vin & Constellation Remy
Ricard Domecq Martini Forman Beam Sprit Cointreau

This same survey revealed the following geographic regional breakdown of global spirits consumption: North America
(42%), Europe (40%), Asia-Pacific (7%), Latin America (6%) and rest of world/Duty Free (5%).

(1) IWSR 2003/Pernod Ricard analysis.

Changes Conversion
in accounting principles of accounts
to IAS/IFRS standards

The Group changed some of its accounting policies

in 2003.

In application of the European Regulation on
These changes were primarily motivated by a decision international standards and IFRS 1, first application
to converge to IAS/IFRS standards within the of IFRS, Pernod Ricard will prepare its consolidated
framework of opportunities currently made available by accounts for the fiscal year ending 30 June 2005®
French accounting standards. These changes are in accordance with these international accounting
described in Note 1.2 to the Consolidated Financial standards.

Statements, and relate to:
[1 the application of the preferred method for
retirement and similar benefits;
[ the modification of the method for calculating
diluted earnings per share (application of the share
purchase method) ;
[ reclassification of the OCEANE convertible bonds (1) Contingent on the Extraordinary General Meeting of 17 May
as financial debt. 2004 approving the change in year-end date to 30 June.




Against this background, Pernod Ricard has
implemented an IAS/IFRS Convergence Plan
managed by the Group Finance Department.
The first phase of this plan focused on a detailed
assessment of the differences between current
accounting practices and IAS/IFRS standards.

Following this assessment, the Group decided

to make use of certain options available under French
accounting standards for convergence to IAS/IFRS
standards, beginning in 2003, regarding the following
matters:

[ 1AS 19: accounting for retirement benefits;

[ IAS 33: calculation of diluted earnings per share.

The impact of these changes in accounting methods
is discussed in Note 1 to the consolidated financial
statements.

Other divergences identified during this assessment

will be taken into account during the preparation

of the initial IAS/IFRS set of accounts. To the best

of our knowledge, the accounting principles likely

to have an impact on Group equity at 1 July 2004 and/or

the future results of Pernod Ricard are the following:

[ Calculation of deferred income tax on intangible
assets. The applicable French accounting standard
requires that taxable temporary differences, arising
from the revaluation of non-amortisable intangible
assets that cannot be disposed of separately
from the acquired company, must not result
in the accounting of any deferred tax liability.

In compliance with this standard, Pernod Ricard
presently recognises deferred tax on only a minority
of brands accounted for on its balance sheet
pursuant to a corporate acquisition. As IAS 12 does
not allow for any exception for these types

of temporary difference, so that deferred taxes will
be reviewed when preparing the opening balance
sheet using IAS/IFRS.

1 Marketable securities available for sale. IAS 39
prescribes that marketable securities available
for sale be accounted for at their market value
in the balance sheet with the difference between
their historical cost and market value deferred to
shareholders’ equity until the date of their disposal.
The applicable French accounting standard requires
that marketable securities be valued at their
historical cost and written down should the latter
exceed their value in use.

[1 Pernod Ricard SA shares held by the Group for
allocation to holders of share subscription options.
SIC Interpretations 16.4 and 16.8 of norm IAS 32
require that treasury shares be deducted from
Group shareholders’ equity, regardless of the
acquisition/holding objective and their recording
in the accounts of the individual companies holding

these shares. The applicable French standard
requires that treasury shares be recorded as
marketable securities in the individual company
accounts and that this accounting be maintained

in the consolidated accounts. Hence, Pernod Ricard
presently accounts as marketable securities
treasury shares held for the purposes of stock
option plan allocations.

[l Accounting for expenses arising from share
subscription option allocations to beneficiaries.
IFRS 2 requires that stock subscription options
be valued at their market value at issue,
then amortised to the income statement during
the period of acquisition of rights by employees.
Currently no such charges are recorded to the
income statement except those relating to treasury
shares held by Pernod Ricard for the purposes of
allocation to holders of stock options, when their
acquisition price exceeds their exercise price
(Note 1.12 to the consolidated financial statements).

[ Biological assets: accounting for vineyards and
harvests. IAS 41 requires that biological assets
and their output (harvests) be accounted for at fair
value when it is possible to obtain a reliable
reference price, for example by reference to an
active market. The applicable French standard
requires that the assets be accounted for at their
historical cost and depreciated over their useful life.
For Pernod Ricard, the application of IAS 41 will
likely result in the adjustment of the value of its
vineyards held as part of its wine activity and which
is essentially located in Australia.

1 Writedown of intangible assets and amortisation
of acquisition goodwill. As revised standards
concerning accounts consolidation and assets
writedowns have yet to be published by the IASB
and approved by the European Commission, Pernod
Ricard is not able to accurately assess the potential
impact of the application of the resulting provisions
in relation to the methodology presented in Note 1.5
to the consolidated financial statements.

In 2004, the major phases in the IAS/IFRS

Convergence Plan will be:

[] the establishment of revised accounting
documentation;

[] the training of personnel in the new standards;

[l the modification of Group consolidation and
reporting systems.

The successful completion of these phases will enable
Pernod Ricard to quantify the financial impact of

the transition to IFRS on the publication of its 2004 ©
fiscal year accounts for the 18-month period ending
30 June 2005, which will be prepared in accordance
with applicable French standards.

(1) Contingent on the Extraordinary General Meeting of 17 May 2004
approving the change in year-end date to 30 June.
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Risk management

Market risks

The Group Finance Department’s Treasury Unit

is responsible for the monitoring and management of
all the Group’s exchange, interest rate and liquidity
risks. Employing a staff of seven, it prepares a monthly
report for senior management from its centralised
database. Financial instruments are used solely for

the purpose of hedging existing and budgeted
transactions and investments. They are contracted
with a limited number of counterparts that have been
awarded premium status by a specialised rating agency.

LIQUIDITY, INTEREST RATE AND EXCHANGE
RATE RISKS

These risks are discussed in full in Notes 1.20, 13 and
15 to the consolidated financial statements.

EQUITY RISK

Following the disposal of our Société Générale shares
during 2003, no significant equity risk exists, other
than that associated with Pernod Ricard SA shares
held by the Group for the exclusive purpose of
allocation to stock option programs.

Legal risks
LEGAL CLAIMS INVOLVING BRANDS

Other than insignificant legal claims arising from
the general running of the business, the following
legal claims were in progress at 31 December 2003:

Havana CLuB

The “Havana Club” brand, which is jointly owned
worldwide by Pernod Ricard and a public Cuban

company, is facing legal claims from a competitor
in the United States and Spain.

In the United States, this competitor filed a claim before
the United States Patents Trademark Office (USPTO)
seeking the cancellation of the Havana Club trademark
registration. On 29 January 2004, the USPTO
dismissed the claim, thereby recognising the validity

of the trademark. However, the rights to the Havana
Club brand in the United States remain severely
constrained by a law preventing legal recourse for
trademark infringement. The World Trade Organisation
(WTO) has condemned this law. The US government
has until 31 December 2004 to amend its laws to
comply with the WTO decision.

Additional proceedings have been underway in Spain
since 1999 relating to the ownership of the brand
and a judgment could be given in 2004.

BECHEROVKA

This brand has been subject to trademark infringement
in the Czech Republic, Slovakia and Russia. Numerous
cases before the civil and criminal courts

in these countries are pending, which aim to confirm
the Group’s ownership rights of the Becherovka brand,
as well as punishing the offending parties.

CHAMPOMY

In 2001, the Institut National des Appellations d’Origine
(INAO) and the Comité Interprofessionnel des Vins de
Champagne (CIVC) commenced proceedings against
Pernod Ricard and its subsidiaries before the Paris
tribunals, in order to seek cancellation of the Champomy
brand on the grounds that they violate the Champagne
appellation of origin. Pernod Ricard has since sold

the brand in its major markets to the Cadbury
Schweppes Group and has provided an indemnity

to Cadbury Schweppes in the event of cancellation of
the Champomy brand by the French courts.

REGULATORY MATTERS

Pernod Ricard’s production and sales of alcoholic
drinks is subject to specific legislation and regulations,
which vary from country to country.

Fully recognising its social responsibilities concerning
alcohol, the Group has always been at the forefront of
developments in this area. Pernod Ricard is a founding
member of Entreprise & Prévention in France and

the Amsterdam Group at the European level and is an
active member of the Portman Group in the UK,

the MEAS in Ireland and the Century Council in the
US. This reflects our commitment to develop and
finance concrete social initiatives to combat alcohol
abuse and to promote a responsible policy in terms
of marketing.

The Group also supports the health recommendations
issued by the World Health Organisation on alcohol
consumption.

Furthermore, in France, the Group helped to set up
the Institut de Recherches et d’Etudes sur les Boissons
(IREB), which finances independent research in the
bio-medical sector and the human sciences to better
understand the causes of alcoholism. IREB’s scientific
expertise in these matters is widely acknowledged.
Finally, the Group and its French subsidiaries have
signed a partnership charter with the French Road
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Safety Authority under the headline “Do not drink and
drive”, encouraging, in particular, driving only while
sober and the reduction of risks when driving on
company business. The positive results arising from
the application of this charter have been welcomed
by public authorities, and are the subject of rigorous
internal monitoring.

OTHER

The Group is not technically or commercially
significantly dependent on other companies nor is

it subject to any specific confidentiality restrictions.

It has the necessary resources to carry out its business
activities.

Social risks

The Group is not aware of any particular social risks,
other than those that may arise during the normal
course of business.

Industrial and
environmental risks

The Group’s risk management policy has as its priority:

[ the control of industrial processes in order to ensure
the delivery to the market place of products of
undisputed quality;

[ the maximum possible reduction of risks relating to
explosion and fire stemming from the inflammable
nature of our products, and the consequences for
both the environment and the Group’s industrial
capabilities.

Accordingly, each subsidiary is gradually implementing
a QSE (Quality, Security, Environment) integrated
management information system that has been
certified in accordance with recognised international
standards (ISO 9001, ISO 14001). These systems
require the training and sensitisation of teams at

all levels. At 31 December 2003, more than 50% of
the sites had been 1SO 9001 certified and 15%

ISO 14001 certified.

In addition, the Group QSE Department coordinates
and assists in the implementation of these systems
and verifies their effectiveness using a set of standard
indicators. A risk manager at Group level is responsible
for the management of fire risks and their
consequences, in partnership with insurers.

Action plans in progress include:

[ prevention and sensitisation measures;

[ confinement, retention and sprinkler measures
that limit the domino effect of incidents;

[ the development of response plans to emergency
situations;

[l implementation of backup plans in the event
of loss of production assets.

In Augus