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Pernod Ricard Americas has been shaped by S
3 big bangs in the past decade ... Pernod Ric
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.. making the Americas the 2"d |largest contributor for Pernod Ricard




Regional breadth with our own S
distribution network across the entire region Pernod Ric
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Pernod Ricard Americas :
7 business units

12 distribution companies

3,800 employees

Travel
Retail

Net Sales breakdown FY 2011 (%)

mus

B Canada
Mexico
Brozil

Rest of Region

Clear competitive advantage relative to most global competitors
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A unique balance of both global e,

L

and local brands in each market Pernod Ricard Americas

Brazil

Key Global

>
.o % JAcoB's CREEK*

brands EIW SNV (0 ) ﬁmgom
o MARTELL WV = G
- GRAFFIGNA
ﬁy. ﬁ“ﬁé AZTECA DE ORO,
Key Local seﬂgmm.s e RISAM S - O}IFF
brqnds GlN' ULV ED O, DON PEDRO ! C./C:’ W"IH VODKA
8

Local brands ensuring critical mass,
Global brands delivering margin expansion
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Significant step change progress on all fronts S
since 2008 ... Pernod Ric
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Seamless integration of ABSOLUT, fundamentally changing our business
v Generated critical mass in the US market
v' Scale changing and hot brand fueling growth in other markets
v Perfect portfolio complement - in the growing Vodka category

 Refocused and increased investment behind strategic brands and markets

* Rigorous reshaping direction on key brands
v" Brand breakthrough efforts leading to sharpened brand propositions

* Reorganization of Route-to-Market in most countries - Canada, USA, Brazil, Chile,
Venezuela

 Renewal of management team / talent across region

Key Global
Brands A&P

Gross
margin

Net Sales

FY2007 FY2008 FY2009 FY2010 FY2011
YOY organic growth



Clear #2 player in the Americas with leadership
positions in the future growth engines Pernod Ricard Americas
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TOTAL AMERICAS

- Fastest growth key markets -
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Slow recovery of the US economy

USA

US consumer confidence

continues to be fragile...
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... as 1.5M Americans

return to work with 3.4M
jobs open

(In Millions)
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GDP growth remains

positive
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Unemployment expected at around 9% into 2013, with

annual GDP growth to accelerate to 2.4%

Source : US Bureau of Labor Statistics; U.Mich/Reuters; CBO/IMF/MBAA/Investors Daily



The US spirits market is large and growing USA

US spirits consumption has grown .. and the LDA 21+ population

significantly over the past ten years ... continues to grow

US Consumption

of Spirits [ Balance of Population
9L Cases US Population Bl DA 21 -24
200 A 1971 310 ~ 309
15 307
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181.7 300 299
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The US market, a $10 billion profit pool supplier opportunity ...

and growing (pop. estimated to be 392M and 27M LDA 21-24 in 2050)

Source : Beverage Information Group 2011 and Beverage Information Group Handbook 2010; US Census



Spirits and Wine continue to take share from Beer USA

Total Alcoholic Beverage Competitive Set(!) (2000 — 2010)

<+ 100%

U.S. Passes France as World’s Biggest Wine-

Consuming Nation
Bloomberg

March 15, 2011 - The U.S. passed France as the world's largest
wine-consuming nation for the first time, lifted by its larger
population and an interest in wine-and-cheese cultfure among
young Americans. Wine shipments to the U.S. climbed 2% to
329.7 million cases last year, according to Gomberg, Fredrikson
& Associates...
“Wine is really gaining traction in the U.S. -- it’s becomin
an accepted part of everyday life,” Fredrikson said
in an.igderview. “That’s a radical change over
the past two decades.”

Share of Supplier
Gross Revenues

2000 2005 2010

Spirits Taking Volume Share from Beer
Wine & Spirits Daily

December 7, 2010 - Spirits are taking volume share from
beer, according to a new report from Deutsche Bank's Marc
Greenberg. "While the spirits category is still weighed down
by weak US consumer spending,” said Marc, "[volume]
growth has been healthier than beer and is eating info share
of drinkers." He expects this frend to continue...

(1) Market Share of Supplier Gross Revenues
Source: DISCUS 2010 Industry Briefing. r



The move towards Premiumization continues USA

... with trends showing

. ... which makes PR USA
consumers frading up to

Premiumization has made o .
well positioned to gain

benefit

a big come back ...

premium from value
brands ...

— Premium Plus (>$16 RSP)
— Sub Premium (<$16 RSP)

7 A
= / Total Spirits
o ¢ 5.1
é 5 ] N Premium+
2
= 4 A Premium+
[¢)
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I 3
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ke Standard Standard
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Dec Dec Oct 2011 vs. 2010 -
'09 "0 1 Latest 52 Wks Total Spirits Pernod

Ricard USA

Average RSP for PR USA is $17.3 vs. Average Spirit RSP of $14.4

Source : Nielsen F/D/L; Ultra Premium ($41+), Super Premium ($26 - $40.99), Premium ($16 - $25.99), Standard ($10 - $15.99), Value (<$10)

(1) Based on latest 52 weeks Nielsen ending 10/15/11 12



Positive On-Trade Channel Trends

USA

On-Trade sales are recovering vs.

last year ...

... and PR USA is outperforming
competitors

-

Spirits Industry On-Premise Sales

(% vs. Last Year, ending Sept'11)

+0.0%

+1.6%

+1.7%

~

/ PR USA Spirits On-Premise Sales \
(% vs. Last Year, ending Sept'11)

+2.7% +2.6%

\3 Months 9 Months 12 Iv\on’rhs/

Source : Distilled Spirits Council of the United States (DISCUS)

\3 Months 9 Months 12 Mon’rhs/

13



PR USA ideally positioned with its portfolio of strong
premium brands USA

Our 6 priority
brands

Approach

» Compelling brand propositions
P,  Different Price, Promotion, Positioning covering
different consumer needs
* Innovation as source of meaningful growth
» Disproportionate investments behind priority brands
- With regional/seasonal investment approach for
smaller brands
« Comprises ~60% of our volume but >85% of our
marketing spends

Balance of /!\

portfolio

14
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Pernod Ricard Brasil

Brazil
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Dynamic market with strong economic momentum Brazil

conumercortence Ji - unemployment ot
- Y N (oo
Confidence GDP Evolution % vs LY ($R)
180 - ”e
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120 -
100 -
80 1
€0 1
40 -
20 -
0
June  June June June  June 2005 2006 2007 2008 2009 2010 2011 02 03 04 05 06 07 08 09 10 11

\ 07 08 09 10 y

Source : IBGE; Banco Central 16
*Projection



Very attractive demographics for Spirits

Brazil

Steady growth in
population

Very young pyramid

1% CAGR 2006-10
Population in millions

4 )

/ 60% of population <34y \

@6 2007 2008 2009 ZW

Source : IBGE, J.P.Morgan Brazil 101, BCG
(Monthly salary in USD, US$ 1=R$ 1.59)

58%

Strong emergence of

middle class

/% Population by SEL

Avg.
Household

Income 2010

5% 5

A $5,440

B $2,093

C $769

DE $418

17



Spirits growing driven by Vodka & Whisky Brazil

The Spirits industry will Spirits growth mainly driven by

continue growing Vodka & Whisky

/ Projected Spirits Industry Grow’rh\ / Vol CAGR 2011-15 (%) \
(Volume, FY 08/09 = 100) -

Premium+ vodka

@ CAGR
/®/) Premium+ whisky

113 L 117 A2 Standard whisky

109 1 110

Standard vodka
Value vodka
Rum

Brandy -3

—— T Value whisky -4
08/09 09/10 10/11 11/12 12/13 13/14 14/15

1. Spirits Industry, excluding Cachaca
Source: Pernod Ricard




Vodka the most dynamic category with very

different trends across sub-categories Brazil
prseurﬁieu rm Premium Standard
oy USD 30-50 USD 10-20
Segment as % of 0.5% 51%
category -
Segment growth 39% 26% 7%

(CAGR 2011-15)

PR Brasil Position [ ABSMUI@] [%oﬁ% 0] [OV}LLSEF e]

Activations

L

Absolut drives vodka premium+, Orloff success allows efficient management of category
19




Retail selling price per liter

Most comprehensive brand porifolio
in the market to benefit from these trends

Brazil

-~ "
ow;

!

% Super CHIVAS
=8 premium+ "“”m“ VA
I EXQUISITE

! @
- ot %
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¢

I

o

28 Value /

=8 standard

l NATL T'\k,\i*lllﬂ

(1) Agency brand

uSD15-50 —ee— >USD50 —e

&— <USD15 —ee—

Sparkling
wine &

Champagne

-
o,
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Pereies Jouer
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JACOB'S CREEK®

G
GRAFFIGNA

20



Closing summary : leading a dynamic market Brazil

Brazil is a dynamic market with atiractive demographic trends

PR Brasil is uniquely positioned to benefit from these trends
v Most comprehensive brand portfolio in the market
v Leading position with strong shares across regions

We have solid strategic pillars to drive value creation ...
v Active portfolio management
v" Creative brand development
v Best-in-class Route-to-Market
v Strong organization

... and a strong leadership team to execute our winning strategy to drive
profitable growth

21
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Casa Pedro Domecqg

Pernod Ricard
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MeXxico

22



Mexican economy very reliant on the

recovering of the US

Mexico

Economy back to growth after

economic recession

ﬂeol GDP y-o-y growth(%)

54

\

3.8/3.6

2004 2005 2006 2007 2008 2009 2010 20]]9

Source: IMF

Low inflation economy

2004 2005 2006 2007 2008 2009 2010 2011 y

23



Mexico a very attractive market with

demographic tfrends driving spirits consumption

Mexico

Strong population growth

Very young pyramid

Women becoming key

consumption driver

/ Population in millions \
l 1 112

103
9] 97

1995 2000 2005 2010/

@) CAGR

Source : INEGI; GfK Custom Research

/ 51% of population <24y \

50+
15%

35-49
18%

25-34
16%

44% of Total Spirits
Consumers are women

4 A

B Men mWomen

\ 2006 2011 /

24



Spirits market aggressively growing mainly driven
by premium segments Mexico

Spirits growing faster Spirits growth driven mainly

than GDP by premium segments
/Spiri’rs vs. GDP - index 2010 = 100 \ /Spiri’rs market size in USD billion \
2.8

Spirits

(\F/)O” Value /

GDP Standard
(<U$20/liter)
Premium
(>U$20/liter)

2010 2011 2012 2013 2014 20]5/

Source : IWSR; BCG



Retail selling price per 75cl bottle

The most comprehensive brand portfolio covering

most categories and quality segments Mexico
- - “ — “
T ABSOLUT
P SU er 3 A _7 /(: Sl s V‘\. MAg ra
% przmium+ WYBOROWA CHIVAS Q""”‘:]m: Ay
l EXQUISITE =
5 AGAVIA —
o? ,, @ s Rerosano GRAFFIGNA
g QA”’V"B%%%' ( AZTECA DEORO,
(2] )
I gﬂ%ﬂm Fererrn Fal:
! - Rea Hiciiuoh
Vg
= Value / re CEISSEOR WALIG,, it
(| DON PEDRO - o E
=8 standard WYBOROWA @ —
l PRESIDENTE,

We cover the premium+ space with strong international brands and the

value/standard segments with iconic local brands

26



Closing summary : leader in a growing market Mexico

Mexico is and will continue being an attractive market for spirits
Demographic trends are driving spirits consumption

Casa Pedro Domecq is well-positioned to benefit from market trends
v Most comprehensive brand portfolio in the market
v" Overall market leader with strong positions in most categories

Solid strategic pillars to continue driving growth and margin expansion
v" Premiumization of the mix
v Breakthrough brand development
v' Best Route-to-Market in spirits
v" Unigue young, motivated team

27
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Breakthrough in Impactful Advertising Pernod Rlcé?d Americas

They say you'can judge a man by how many friends he has.

I make triple-distilled whiskey. Do the mathematics.
febnle

TASTE ABOVE ALL ELSE

After the 57th man tried unsuccessfully to procure
the secret of my distillation process; | had no choice
but to switch to my good arm.

gml Yo

Tk 1 fro
A u . N

i E*
Lo ABSOI.!?!T } RAGEOI.IS

CELEBRATING 30 YEARS OF GOING QUT AND COMING OUT

TASTE ABOVE ALL ELSE Gt

Jameson Hawk of Achill &
Legendary Tales of John Jameson Absolut Blank (TVC) Absolut Outrageous
(TVC & OOH)

29
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Breakthrough in Impactful Advertising Pernod Ricard Americas

Chivas Regal Real Friends (TVC) Ballantine’s Transformation (TVC)

CHIVAS

WITH CHIV

Kahlua Delicioso (TVC)

30
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Breakthrough in Innovation Pernod Ricard Americas

Absolut Elyx Absolut Elyx store in Toronto Soft Launch Toronto’s Imperial
Sao Paulo Dinner Party Palace Elyx Event

= - =

——

Absolut City Series Absolut Naturals Absolut End of Year
Limited Editions

31



Breakthrough in Innovation
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Pernod Ricard Americas
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Malibu Cocktails Malibu Black

A

WINTER EDITION

Malibu Snowflake

Malibu Red

32
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Breakthrough in Innovation Pernod Ric

JRMESOy
= E

Jameson Select Reserve
Black Barrel

A,

Limited edition
Kahlua Peppermint
Mocha

Kahlua Cinnamon
Spice

| .
PEPPERMINT

MOCHA

Orloff (Brazil)
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Breakthrough in Disruptive Activation Pernod Ricard Americas

Chivas 1801 Club - PR USA
e 2o 0

/

Malibu Station Invasion - PR USA

--’b‘¥‘,;n p
i A

CLU,!\_/}

.,V ‘

T o e I/

/Z(”J
PQUAL £ 0 SEUZ4] K ol
Lhng
S LEAVERANIMPRESSION

34



Breakthrough in Digital
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Radio Maliboom Boom Station Invasion - PR USA

i 7 |

lovasion &

s

e '
NN MiaMI &
P July 4*

BLe T

PAST >
EVENTS
/ v .
) b

Ki Connect N

Ballantine’s + Tiesto - PR Brasil

‘ Ballantine's Brasil « con o o sanine
-

*

/);/////////)//,; +TIESTO

VAR Sias TR
NG AT L

' ih
wF 8 ,}‘

"N
.

v &
A ]
' | — &_—.

Lyt

& > )

CONTEST

FAMILIA BALLANTINE'S 2
' -
Didgo Santana
Boa tarde a todos dessa comunidade maravihosa que ¢ a Ballantine’s Brasil!
Quando cheguei aqui, vejamos, tinha pouco mais de 1.000 membros. Hoje,

vejamos, estamos com quase 14.000! Sou f3 de Electro e de Balantne’s, entdo
8 20 agradavel, ouvic & e veho Bala! 56

Ver mais

s dois amigo, Mato Grosso do Sul tem

por dentro da promog30, com exces3o

am, parabéns Balantnes.
s0a
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Breakthrough in Digital e

Pernod Ricard Americas

Absolut Glimmer - PR Brasil Barwise iphone App Cocktail Central with Evite.com
us
[asll 02-UK 3G 11:12 rY—) e
AR UL O LIBER o = BARWISE = —r
i () . I Q ﬁ
’l ] sal 4 Grae Maida Vale %
< Harr%o 6/% X vf’"bb
< "7@7 e StJ DURATION GUESTS ATTENDING
m, e Westbourne W 1.2 an
8415 ey w Green 240
2 o Tror 2 RO
PRUTIEH S . L g’ —
4 g = Lf Pat
1620/NOV - 21HS O 2 % e 1 < awary: 4
3 p - olen 3 Xt =3 ADD TO SHOPPING LIST b
- ESCR.,EV,A,!COM lUE 7 o% . Holgg 614’“0 iy L [oon s |
: § o " & aiozuk 3a 11:01 o=
CELEBREOAGO “™

Transformar raios de luz em arte. Partindo dessa

Absolut Glimmer. E vai nascer também uma agéio

Aguarde.

To find the perfect night out,
login withiFoursquare, Facebook

or even better, both!

VEJA MAIS P

et

0 QUE VOCE QUER TORNAR
EXCEPCIONAL AGORA?

OBRAS JA CRIADAS

, () -
T

SEVOCE GOSTOU DESSA ACAO CLIQUE EM

36



In Conclusion Pernod Ric
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Americas is well equipped to raise its contribution

in value growth to Pernod Ricard

Afttractive, leading positions in the key high growth markets
Continue our disciplined focus on value growth ...

... and on-going pursuit of the levers that have been driving our wins
v" Prioritized investment behind strategic brands
v' Sharper brand propositions
v Optimized Route-to-Market
v Development and upgrading of talent
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