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PERNOD RICARD AT A GLANCE

Pernod Ricard

AT A GLANCE

Excellent rebound with Sales and PRO above FY19 levels
and strong growth momentum

WORLD

N°1

FOR PREMIUM
SPIRITS®@

>160

COUNTRIES

WHERE OUR BRANDS
ARE DISTRIBUTED

470,000

STUDENTS SENSITIZED
ON RESPONSIBLE DRINKING

96

PRODUCTION

SITES®

27%

REDUCTION IN WATER
CONSUMPTION®

17.5%

REDUCTION
IN CO, EMISSIONS®©

02

ALEXANDRE RICARD,
Chairman & CEO, declared:

The business rebounded very strongly during FY21 to exceed FY19 levels. We
expect this good Sales momentum to continue in FY22 with, in particular, a
very dynamic QI. I would like to take this opportunity to praise the exceptional
commitment of our teams during this difficult time and express my support to
those who have been or continue to be impacted by this pandemic.

We will stay the strategic course, accelerating our digital transformation and
our ambitions Sustainability & Responsability roadmap. Thanks to our solid
fundamentals, our teams and our brand portfolio, we are emerging from this
crisis stronger.

KEY FIGURES

Profit from Group Net Profit

Recurring from Recurring Group Proposed
€ million Net sales Operations Operations @ Net Profit dividend

27.5%2

Organic

Reported
gromth +4.5% +7.2%
2.66€
FY20 8,448 2,260 | 26.8%® | 1,439 329 per
share

(1) Alternative performance indicators are defined in note 5.5 - Definitions and reconciliation of alternative
performance indicators with IFRS indicators of the Management Report (2) Operating margin. (3) Dividend proposed
for approval by the Shareholders’ Meeting of 10 November 2021.
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PERNOD RICARD AT A GLANCE

An international and
decentralised groupe

AMERICA EUROPE ASIA/REST OF THE WORLD
B e2627M B e2,557Mm ® €3,640M
fii €so3m fii e624m fii coo6Mm
3698 &% o700 & 51389

The decentralised model which characterises Pernod Ricard is a major strategic
advantage that enables the Group to seize every opportunity for growth. This highly
flexible organisation, based on proximity to consumers and customers, has proven its
effectiveness.

The Group is present in the three major regions of the world, both in mature and
emerging markets. This is a real competitive advantage, making it well positioned to
benefit from future growth drivers.

(a) Source: “The Pernod Ricard Market View”, based on IWSR volume data at end 2020.
(b) Majority stake at 30 June 2021.

(c) Reduction per unit of production between FY10 and FY21.

(d) Headcount at 30 June 2021.

(e) Source: Impact Databank 2021, data 2020.

(f) Source: “iSay” survey 2019

A unique portfolio
of premium brands

Pernod Ricard has built a unique portfolio of Premium brands on an international scale
that is one of the most comprehensive on the market. This portfolio is managed thanks to
the “House of Brands”, a dynamic tool that allows our affiliates to more efficiently prioritise
their marketing investments.

®
€8,824M

IN NET SALES

i
€2,423M

PROFIT FROM
RECURRING OPERATIONS

a8
18,306

EMPLOYEES®

s

WORLD

N°2

FOR WINES AND SPIRITS

O

A

16

BRANDS

AMONGST THE WORLD’S
TOP 100 FOR
PREMIUM SPIRITS ©

94%

OF EMPLOYEES ARE
PROUD TO WORK
FOR THE GROUP
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Message
from Alexandre Ricard
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The saying “Never let a crisis go to waste” is
famously credited to the acerbic wit of Winston
Churchill. There is no denying that the global
pandemic has had a terrible impact on the
world, in both human and economic terms.
As a company, we sadly lost some of our own
employees and my thoughts go out to the very
many people around the world who have been
affected in this way. The upheaval created by the
crisis has been terrible, but at the same time it has
brought new opportunities for those who are able
to see and create them. Now, 18 months down the
line, I am convinced this crisis has strengthened
your Group, and we are even better placed now
to face the future.

Iwould say without a doubt that the main factor
enabling a company to get through periods of
turbulence is the resilience and engagement of its
people. Itis thanks to the strength of our inclusive
culture and the exceptional commitment of our
teams that we were able to gain precious time
by reacting quickly and effectively in the face
of the storm. Combining the strength of a large
group with the agility of a start-up is every CEO’s
dream, and I cannot praise our people enough as
they were once again the determining factor in

(1) At constant currency rates.

this year’s performance. With operating profit
internal growth of +18%, we are already above
pre-crisis levels®. That is why I am proud to
announce that in FY22 the Group will launch a
new Employee Share Ownership Plan. This will
enable our employees to buy Pernod Ricard
shares on favourable terms and benefit from the
ongoing transformation they are building every
day and everywhere to accelerate our Group’s
future growth.

“This crisis has
strengthened
your Group.”

The danger now would be to believe that the
crisis is already behind us when this is far from
being the case. I would argue that hardly mat-
ters: the real challenge is to firmly establish this
rebound by continuing our transformation. We
are determined to remain focused on creating

| PERNOD RICARD UNIVERSAL REGISTRATION DOCUMENT 2020-2021 07




the conditions for future growth every day - solid,
sustainable growth that benefits all our stake-
holders. This is the true leadership we have been
aiming towards since your Group was founded.
And it is thanks to support from you, our valued
shareholders, that we are in a position to build
our future with serenity and confidence in times
of erisis.

The solidity of our foundations was confirmed
by the fall-out from the pandemic, which above
all enabled us to rapidly put in place new ways
of working that are more agile, more direct, and
more flexible than before. We are monitoring
our resources on an ongoing basis to ensure
that they are allocated optimally to each growth
opportunity, we are innovating constantly
and are continuing to manage our portfolio
dynamically. In terms of cost control, we have
pooled our skills through the creation of Centres
of Excellence, from IT to HR to innovation and
consumer research, which are now available to
everyone, freeing up time and energy to enable
us to focus on what is essential: seizing every
opportunity for growth in every market. And it
is these new practices, behaviours, and mindsets
that we are continuing to expand to ensure ever
greater operational excellence.

Crises often play the role of accelerator for
both existing and emerging trends and the
pandemic has been no different in this respect.
In the light of Covid-19, I think it is fair to say

that our Transform & Accelerate strategic
plan was incredibly far-sighted and a great
testimony to the strong insight we brought to its
development. Our strategic intuitions have since
become operational certainties, convineing us to
fast-track our changes - even at the height of the
pandemic. Our current plan has the strength of
simplicity and the relevance of a proven vision,
and we will remain in full deployment mode,
focusing on out-sized performance to out-
perform the competition.

“Our strategic
intuitions have
since become
operational
certainties.”

The three critical areas of focus [ would like
to share with you as we look forward are talent
management, social responsibility, and our
digital transformation. The most important
is obviously to manage our talents: if we are
‘consumer-centric’, we must also be ‘employee-

08 __  PERNODRICARD UNIVERSAL REGISTRATION DOCUMENT 2020-2021 |



centric.” Our vision is to make Pernod Ricard the
workplace of the future, blending performance
and convivialité as our unique differentiating
model, by focusing on diversity and inclusion,
and striving to simplify our ways of working.
The Island, our new home in Paris, is the real-
life realisation of our vision for collaborating
without silos, promoting well-being, flexibility,
agility, and creativity in our working lives. This
has also been reflected in our investment in
other office locations such as London, with the
coming together of Chivas Brothers, Global
Travel Retail, PRUK and The Gin Hub.

The second major area of work is that of social
responsibility, embodied by our ‘Good Times
from a Good Place’ roadmap, and I would like
to acknowledge here the work of all our teams
on Sustainability & Responsibility. There is
real positivity to the progress we have made
to date, while recognising that our ambitions
and aspirations go much further. Since 2010,
we have reduced the carbon emissions of our
own operations by 17.5% in absolute value, and
we are now committed to reaching net zero in
our direct operations by 2030 at the latest and
net zero overall by 2050. This involves working
with all our supply chain - farmers, suppliers,
and partners - to pick up the pace and level of
investment in many critical areas as we position
ourselves to meet and ideally exceed our goals.
I would also like to see us take a pioneering
position in regenerative agriculture and in the

development of ‘packaging of the future’ within
our industry, such as the promising paper
bottle initiative developed by Absolut Vodka, in
partnership with other industry leaders.

As for responsible consumption, it remains
an integral part of everything we do, as shown
by the training given last year to our employees,
while on the consumer side, we launched a global
‘Drink More.. Water’ campaign this summer
to raise awareness among young adults. In the
same spirit, we confirmed earlier this year that
all our products will from now on bear a ‘prohib-
ited for minors’logo on their labels in addition to
the warning labels already in place against drink
driving and drinking during pregnancy.

The last area of focus, and certainly the
most transformative, is digital acceleration.
The consumer is at the heart of our business
model and data is nothing more than the digital
signature of our consumers and their behaviour.
[ am not just talking about e-commerce, where
our growth rates have exploded. Our ambition
is much bigger. In the coming months, we will
be presenting our Mission to transform Pernod
Ricard into the world’s leading Conviviality
Platform Company. We will leverage the power
of data and artificial intelligence to unleash the
real power of our distribution network and our
portfolio, enabling us to get the right product,
at the right price, at the right time, to the right
consumer, for every occasion, in every market.

| PERNOD RICARD UNIVERSAL REGISTRATION DOCUMENT2020-2021 09




By offering products and services that are ever
more relevant and activating more brands in any
given market, we will be able to capitalise on more
growth opportunities. This is the Pernod Ricard
of the future, and it will undoubtedly accelerate
our path to leadership in our industry.

“The pandemic has
really confirmed
our need to be
together socially.”

Never before in our history has our vision,
“Créateurs de convivialité”, been so closely
aligned with the aspirations of the 3.8 billion
people who today make up what is known as the
global affluent and middle classes, and whose
numbers are predicted to double again by 2050.
Perhaps because of the hardship it created, the
pandemic has really confirmed our need to be
together socially. The gradual reopening of cafés
and restaurants led to real moments of joy and
[ am proud that our brands were part of these
long-awaited events. How could anyone think for
amoment that our restaurants, bars, cafés, and

clubs were not essential when they bring such
happiness to our lives? These partners were hit
hard by the pandemic and the past few months
have been critical for them. As [ began this letter
with our colleagues, I would like to wrap it up
with a shout-out to the motivated and passionate
women and men of the hospitality sector. We
wanted to pay tribute to them through our
Carte Blanche, which this year brings together
our employees and partners for the very first
time. The campaign presented here represents
Olivier Culmann’s long journey to meet the
people who are deeply committed to keeping
conviviality alive - even during a pandemic.

Ladies and gentlemen,
[ salute you.
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o 1975

Creation of
Pernod Ricard
from the merger
of Pernod,
founded in 1805,
and Ricard,
created in 1932
by Paul Ricard.

o2 1988

Acquisition of
leading Irish
whiskey producer
Irish Distillers -
owner of Jameson.

03 _ 1993

Creation of joint
venture between
Pernod Ricard and
the Cuban rum
company, Cuba
Ron to market and
sell Havana Club.

oa _ 2001

Acquisition of
Seagram and their
whisky brands
(Chivas Regal,
The Glenlivet,
Royal Salute) and
cognac (Martell)
categories.

_2003

Signing of the
United Nations
Global Compact,
a voluntary
initiative

based on CEO
commitments

to implement
universal
sustainability
principles and
to take steps to
support UN goals.

o5 _ 2005

Acquisition of
Allied Domecq,
doubling the
Group’s size

to become the
world’s #2 wine &
spirits company,
with brands
including Mumm
and Perrier-Jouét
champagnes,
Ballantine’s
whisky, Kahlua
and Malibu
liqueurs and
Beefeater gin.

Membership in
the International
Alliance for
Responsible
Drinking (formerly
ICAPM),

_ 2007

Display of a
warning for
pregnant women
on all bottles
marketed by the
Group is extended
to every country
in the European
Union.

o6 _ 2008

Acquisition of Vin
& Sprit - owner of
Absolut Vodka.

_2010

Adhesion to the
United Nations
CEO Water
Mandate.

— 2011

Upgrade of

the Group’s
credit rating to
investment grade.

07 Launch of
Responsib’ALL
Day, Pernod
Ricard’s annual
social engagement
volunteer event
involving the
Group’s entire
workforce.

_2012

Signing of the
Wine & Spirits
Producers’ five
commitments
to promote
responsible
drinking.

_ 2015

Appointment of
Alexandre Ricard
as Chairman

& CEO.

os _ 2016

Acquisition of
the super-
premium gin
Monkey 47.

Signing of the
United Nations
Sustainable
Development
Goals (SDGs).

The Institut
Océanographique
Paul Ricard
celebrates its
50t anniversary.

0 2017

Acquisition of

a majority stake
in high-end
bourbon producer
Smooth Ambler,
and in Del Maguey
Single Village,
the #1 mezcal in
the United States.

2018

Nomination of
Pernod Ricard

as a member
company of Global
Compact LEAD®.

Adhesion to the
New Plastics
Economy led

by the Ellen
MacArthur
Foundation.

—2019

Launch of

new 2030
Sustainability
& Responsibility
roadmap ‘Good
Times from a
Good Place.’

10 Acquisition of
the super-premium
gin Malfy, and
a majority stake
in super-premium
bourbon Rabbit
Hole Whiskey,
Castle Brands
(Jefferson’s)
and Firestone
& Robertson
Distilling Co.
(TX).

Breaking ground
for the first single
malt distillery in
continental China
at Emeishan
(Sichuan).

12

2020

Announcement of
our commitment
to ban all single-
use plastic at
the point of sale,
by 2021.

Introduction of
a ‘no minors’
symbol on all
bottles marketed
by the Group.

Inauguration
of The Island,
the Group’s
new flagship
in Paris, which
brings together
all its Parisian
offices and
900 employees.

Acquisition of a
significant stake
in the ultra-
premium Japanese
gin Ki No Bi,

and in ltalicus,
an ltalian
super-premium,
bergamot-infused
aperitivo.

_ 2021

Opening of

the new

Pernod Ricard
Corporate
Foundation’s
space in

The Island,

the Group’s
headquarters
located in Paris.

Acquisition of
a majority stake
in La Hechicera
ultra-premium
rum.

01 02 | 03

04 | 05 | 06

07 | 08 | 09

(1) : International Center
for Alcohol Policies

(2) : www.unglobalcom-
pact.org/take-action/
leadership/gc-lead
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Our decentralised

ORGANISATION

Decentralisation is a founding organisational principle that Pernod Ricard has harnessed since the beginning
to encourage consumer-centric decision making and address customer needs in a timely manner. Conferring
a competitive advantage during uncertain times, as seen during the Covid-19 pandemic, decentralisation
renders company operations more flexible, efficient and effective. Based on each affiliate’s operational
autonomy and the overall strategic principles defined at Group level, it is defined by the constant interaction
between headquarters, Brand Companies and Market Companies.

EMPLOYEES ACROSS THE
18,306* WORLD: 66% ARE BASED
IN LATIN AMERICA, AFRICA
& EUROPE (OF WHICH 14%
ARE IN FRANCE), 10% ARE
IN NORTH AMERICA AND
24% ARE IN ASIA AND THE
PACIFIC
*0n 30 June 2021

>

SCOTLAND sraziL ([l)

(i) PoLano

1]
GERMANY (i CZECH
‘II’ REPUBLIC

IRELAND

(1]
ARGENTINA “'“ Production

site

* Brand Company
head office

n Market Company
head office
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MUST-WIN MARKETS:
UNITED STATES,
CHINA, INDIA

& GLOBAL TRAVEL
RETAIL

COUNTRIES IN WHICH
OUR BRANDS
ARE DISTRIBUTED

+160

COUNTRIES WITH
OUR OWN SALES FORCE

73 |

s

<) ARMENIA

cHina (i)

(J
4

(iD( woia

<

SOUTH AFRICA

96

PRODUCTION SITES IN
25 COUNTRIES*
* Operating sites on 30 June 2021

(1) Europe, Middle East, Africa and Latin America.

Pernod Ricard
headquarters

Headquarters (located at 5 cours
Paul Ricard in Paris) defines,
coordinates and oversees the
implementation of the overall
company strategy and ensures
that affiliates comply with
corporate policies. Its main
responsibilities are: governance
functions (strategy, mergers &
acquisitions, finance, internal
audit, legal affairs and compliance,
corporate communications, talent
development, sustainability

and responsibility (S&R), etc.),
dissemination of best practices
and cross-functional initiatives
with high added value (digital
marketing, luxury, innovation, etc.),
and support functions (supply
chain, IT, etc.). It oversees the
Group’s major transformation
projects and ensures effective roll-
out across the organisation.

<o —

=

NEW ZEALAND

(2) On1July 2020, Pernod SAS and Ricard SAS merged into a single entity, Pernod Ricard France.

Brand Companies

- THE ABSOLUT COMPANY

+ CHIVAS BROTHERS

© MARTELL MUMM PERRIER-JOUET
+ IRISH DISTILLERS

+ PERNOD RICARD WINEMAKERS

+ HAVANA CLUB INTERNATIONAL

Based in the home country of each
brand, the Brand Companies are
responsible for developing the
overall strategy for their respective
brands, as well as activations that
can be implemented at the local
level by the Market Companies.
They are also responsible for the
production and management of
their industrial facilities.

Market Companies
(On 30 June 2021)

- PERNOD RICARD
NORTH AMERICA
- PERNOD RICARD ASIA
- PERNOD RICARD
EMEA & LATAM®
+ PERNOD RICARD
GLOBAL TRAVEL RETAIL
- PERNOD RICARD FRANCE®

The Market Companies are each
linked to a region (Pernod Ricard
North America, Pernod Ricard
Asia and Pernod Ricard EMEA &
LATAM®), with the exception of
Pernod Ricard France (created
from the merger of the Group’s two
founding Market Companies in
France®). The Market Companies’
role is to activate the Group’s
international brand strategies at
the local level and manage the
local and regional brands in their
portfolio. They are also tasked with
implementing the Group’s strategy
and key policies, such as the
implementation of transformation
projects launched in recent years.

| PERNOD RICARD UNIVERSAL REGISTRATION DOCUMENT2020-2021 15




Our Mindset,
A KEY ADVANTAGE

Often described as one of our Group’s major assets, our employees all share acommon
mindset, the ‘Pernod Ricard Mindset for Growth,” which is the result of a successful
cocktail of a consumer-focused business model and a culture driven by three core values:
entrepreneurial spirit, mutual trust and ethics.

THE MEN AND WOMEN OF
PERNOD RICARD:
PRIDE AND COMMITMENT

Our 18,306 employees are committed to the Group’s
vision of “Créateurs de convivialité” and to achieving
our leadership ambition. At Pernod Ricard, we are:

- Proud to belong to our company
- Going the extra mile
- Dedicated to our stakeholders

Pernod Ricard has achieved record levels of
engagement, as evidenced by the latest editions of the
independent | Say employee opinion survey . For the
past ten years, the levels of commitment, pride and
support forthe Group’s values have been above external
market benchmarks and in line with top performing
organisations, according to external comparative data
from our most recent employee opinion survey results.
In 2019, 94% of our employees were proud to belong
to Pernod Ricard. The organisation of Pernod Ricard’s
activities around its purpose, “Créateurs de convivialité,”
has also earned it a place among the world’s most
admired companies @, the ‘best employers’ in France ©®
and the companies preferred by business school
students®.

OUR ECONOMIC MODEL.:
DECENTRALISATION

While respecting the autonomy of our subsidiaries,
we combine the strengths of a large group with the
decision speed that decentralisation offers to local
markets.

+ Decision-making based closely on the market
« Fast responses to consumer needs

The Group pilots major cross-functional projects
and pools certain areas of expertise so that local
subsidiaries can focus on the essentials: growing
their business in their market by putting the consumer
at the centre of their efforts. This is particularly the
case for the IT function, which is developing regional
and global Centres of Excellence around the world,
offering a catalogue of services and infrastructures to
meet the needs of subsidiaries.
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OUR CORE VALUES: ATTHE HEART
OF OUR CORPORATE CULTURE

Our three core values shape our cul-
ture and create a bond between all
Pernod Ricard employees, regardless
of their function, region or subsidiary.

ENTREPRENEURIALSPIRIT
+ Autonomy

- Initiative

- Boldness

- Taste for risk

This entrepreneurial spirit has been
one of the key differentiating factors
since Pernod Ricard was established
and we cultivate this entrepreneuri-
al spirit by encouraging creativity
and innovation within our teams.
Furthermore, the Pernod Ricard
Leadership Model also fosters this
entrepreneurial spirit through a set
of specific competencies suchas cul-
tivating innovation, courage, driving
vision and purpose, decision quality,
resourcefulness, etc., which are part
of the six Leadership Attributes used
globally for assessing, developing
and growing our leaders and teams.

MUTUALTRUST

+ Freedom of initiative
+ Open dialogue

+ Right to fail

We work in the spirit of cooperation
and mutual trust. There can be no
entrepreneurial spirit without trust
in the person taking the initiative.
In the same way, trust is the basis
of our relationships both internally
and externally. As part of our S&R

roadmap, forexample, we work with
our partners to identifyand map the
social and environmental risks in
our supply chains.

SENSE OFETHICS

« Respect

» Transparency

- Good relationships with
stakeholders

There is no conviviality without
responsibility and a strong sense
of ethics. With this in mind, we
launched a worldwide massive open
online course (MOOC) on alcohol
and responsible drinking. Mandatory
for all our employees, its aim is
both to inform and to encourage a
strong individual commitment to
responsible drinking. In addition to
the nature of our business, which
is the production and distribution
of alcoholic products and its
inherent need for a strong sense of
responsibility, ethicsisacore element
of ourculture and daily activity. In the
same way that trust is inseparable
from the entrepreneurial spirit,
there can be no mutual trust without
respect for others. Respect is one
of the key ingredients for a diverse
and inclusive corporate culture
where everyone can be themselves
and grow. As part of our Diversity
& Inclusion roadmap, this year we
launched our new internal ‘Live
Without Labels’ campaign and
Catalysis Inclusion survey.

AN ATTITUDE:
CONVIVIALITY,
THE BASIS OF OUR
PURPOSE

Conviviality is the last element
of our Mindset, and probably
the most important since the
founding of Pernod Ricard. First,
because ourthree core values only
make sense if they are expressed
within a convivial environment:
there is no mutual trust or initi-
ative without conviviality, which
requires simple, informal, direct
and transparent relationships.
Second, conviviality is our purpose
and our business. Our ambition is
to transform any social interaction
into a moment of authentic, sincere
and responsible sharing. Intoday's
uncertain environment, where we
need to be ever more agile and
fast-paced, conviviality serves as
a performance accelerator by max-
imising exchanges and collabora-
tion. In fact, 83% of ouremployees
believe that conviviality is what
makes Pernod Ricard unique ®.

(1) Data for the 2021 survey was not available at the time
of this report, so the figures presented are taken from
the July 2019 | Say survey, Willis Towers Watson.

(2) In the 2021 ranking of the 680 World’s Most
Admired Companies, conducted by Fortune magazine.
(3) In the 2021 ranking of the 500 Best Employers in
France, carried out by the magazine Capital.

(@) Inthe 2021 Universum ranking, produced by

the Swedish company Universum.
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Our Brand
PORTFOLIO

Pernod Ricard has one of the most comprehensive portfolios of premium brands on the market,
encompassing every major category of wine and spirits and providing the Group with a clear competitive
advantage. Constantly evolving thanks to a dynamic management policy driven by brand acquisitions
or disposals, this portfolio allows Pernod Ricard to always be aligned with new consumer trends while
investing in the most promising segments and brands.

OUR HOUSE OF BRANDS

To ensure an optimal allocation of resources for key brands
across all our markets, the Group uses its brand planning
tool, the House of Brands, which encompasses five brand
categories:

Strategic International Brands represent the largest part of
our business and our international potential. They are
our worldwide top priorities and the reference brands in
each category.

Prestige Brands, our portfolio of

PRIORITISING OUR INVESTMENTS

Using the House of Brands and in-depth consumer insight,
we have developed the following categorisation to define the
appropriate investment strategy according to the profile
of each brand:

Stars - our leading brands sold internationally or locally -
benefit from significant investment to enable them to
continue leading the way in different categories and actively
contribute to the Group’s growth.

Growth Relays also benefit from

. . W .
highly desirable global luxury %-;‘ increased resources as they
brands, target our most affluent Pernod Ricard serve to capture different mo-

consumers all over the world. Itis

HOUSE OF BRANDS

ments of conviviality in highly

the industry’s most comprehen ’

Transform & Accelerate ‘

attractive categories and, at the

sive portfolio, spanning all major ‘

Strategic International Brands

‘ same time, offer a promising

luxury categories and moments
of conviviality.

STARS

5

GROWTH
RELAYS

A

growth outlook in the medium
and long term.

BASTIONS

of

Strategic Wines cover a wide l

Prestige Brands

Specialty Brands

‘ Bastions, which are brands that

Strategic Wines

range of origins and tastes.
Shared over a meal with friends
or on more formal occasions,

N

/\
\\:%

are mature or in very competi-
tive sales categories, receive
enough investment to ensure

il

wine is increasingly appreciated l

Strategic Local Brands

‘ that we protect their market

around the world by a growing

. o STARS
variety of consumers.

A

Specialty Brands meet agrowing

GROWTH
RELAYS

A

share, sales and profits.
BASTIONS

of

The House of Brands affords us
the agility to make investment

demand for smaller-scale ‘craft’

products. Authentic, these brands

offer a unique and comprehensive value proposition that
responds to new consumer trends and expectations.

Strategic Local Brands are strongly rooted brands in a lim-
ited number of specific markets. They benefit from very
strong local consumer loyalty. This part of our portfolio is
often a booster of our route-to-market.

18

choices that strike the right bal

ance between short-, medium-
and long-term goals, while continuing to build brands that
win throughout our must-win geographies.
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OUR HOUSE
OF BRANDS
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STRATEGIC INTERNATIONAL BRANDS

O, OF SALES o, ORGANIC GROWTH
63A ‘ +11 A’ ‘ COMPARED TO FY20

PRESTIGE BRANDS SPECIALTY BRANDS* STRATEGIC WINES
13% ‘ OF SALES 5% ‘ OF SALES 5% ‘ OF SALES
O, ORGANIC GROWTH O, ORGANIC GROWTH ORGANIC GROWTH
+15/° ‘ COMPARED TO FY20 +28/° ‘ COMPARED TO FY20 STABLE ‘ COMPARED TO FY20

1iiag’

STRATEGIC LOCAL BRANDS

O, OF SALES 0, ORGANIC GROWTH
186 ‘ +7A’ ‘ COMPARED TO FY20

* non-exhaustive list.
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Becoming a

CONVIVIALITY
PLATFORM

Since launching our strategy “Transform & Accelerate’ in 2018, we have transformed the Group
by accelerating growth and gaining in agility and operational efficiency. These qualities have laid
the groundwork for our new mission: to become the world’s leading Conviviality Platform.
To achieve this, we will need to leverage digital and data to strengthen our connection with consumers,
offer new experiences and increase the value of our portfolio.

A CONSUMER-DRIVEN STRATEGY

Today’s consumer landscape is constantly in flux,
shaped by a number of forces. Consumers are connected
and searching for authentic experiences that are new and
exciting, but that also mirror their social and environ-
mental beliefs. Around the world, consumption patterns
are evolving as the base of middle-class and affluent
consumers grows in developing parts of the world, and
mindsets continue to shift towards a preference for local
consumption and genuine relationships with brands.

Technology and digital communication play a significant
role in this transformation by disrupting the traditional
relationship between businesses and customers, requiring
brands to develop more innovative and personalised types
ofengagement.

These changes, which have accelerated with the Covid-19
crisis, have a direct impact on our business: for our strategic
choices to best reflect their aspirations, it is essential to be
even closer and more attentive to our consumers. Addition-
ally, the rapid pace of change requires our decision-making
to be quick and agile. For these reasons, the collection and
analysis of the data that stakeholders share on social media
or directly with our brands has become essential.

PERNOD RICARD, A CONVIVIALITY
PLATFORM COMPANY

As “Créateurs de convivialité,” the Group’s vision is
to ensure that each of our brands is at the heart of every
shared moment, transforming these social occasions into
true experiences of conviviality. To honour this vision,
as we embark on the decade that will lead us to 2030, we

have announced a new mission: to be the world-leading
Conviviality Platform. We will do this by leveraging the role
of data and innovative technologies in every aspect of our
business. This is not a new strategy, but an evolution in our
focus. By embracing data and cutting-edge technologies,
we will be able to meet the challenges of tomorrow and
achieve the ambition of our founders Paul Ricard and Jean
Hémard: to be the wine & spirits industry leader.

‘TRANSFORM & ACCELERATE’ TO WIN
IN OUR BATTLEGROUNDS

To ‘Prepare the Future” and accelerate our growth by
getting ‘More from the Core, our strategic plan “Transform
& Accelerate’ relies on our business model. This consumer
-centric model is built around four Essentials, based on
our historical strengths, and four Accelerators, aimed at
responding to changing trends in our markets. Just as it
helped us to weather the Covid-19 crisis of 2020 and 2021
with amazing resilience, this model is sufficiently agile to be
the foundation of our future. It also enables us to be compet-
itive in the four key battlegrounds identified in our strategic
plan: we are accelerating growth by winning in key markets
(US, China, India, Global Travel Retail) and e-commerce;
building passion brands to bring conviviality to life; fund-
ing the journey in a responsible and profitable manner; and
valuing people, from our employees and consumers to com-
munities, partners and customers.
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Data-driven

CONVIVIALITY

Becoming the world’s leading Conviviality Platform will rely on the implementation of new digital tools.

To develop ever more relevant products and launches for increasingly demanding consumers, the collection
and analysis of consumer data will form the core of our business strategy. In time, the Group will be able to
promote a much larger number of brands in each market. Over the next decade, technology and data analysis
will be the cornerstone of Pernod Ricard's business approach.

While our ambition to become the world’s
premier wine and spirits company has not
changed, the market has continued to evolve. In an
increasingly fragmented landscape, we must contin-
ue to transform our business and work smarter to
connect and engage with our stakeholders.

Becoming a Conviviality Platform is not a new
strategy but alogical evolution in our focus. It builds
on our strengths, complements our current vision
and will deliver competitive advantage for the future.

Concretely, we wish to promote direct and
transparent interactions that bring together all the
players in our sector - particularly consumers, but
also our partners, customers, wholesalers, brands
and employees.

To achieve this goal, we will leverage the data
generated by our activities to offer products and
services that are increasingly relevant.

Above all, we must harness the power of data to
offer the right product, at the right time, to the right
consumer - in every market, for every occasion, and
at the right price. When pertinent data is collected
properly and respectfully, it is a real asset that we
can capture and transform into useful information
that allows us to optimise our rich portfolio, activate
more brands in any given market and capitalise
on growth opportunities. Today, we are able to
efficiently activate around 10 brands in any given
market. Tomorrow, we want to triple our distribution
and activation capabilities to ensure that every
product and service covers every possible moment
of conviviality in a consistent manner.

Technology is showing us the way. Thanks
to advances in data and new digital tools, our
vision of being “Créateurs de convivialité” can be
infinitely more powerful. Our aim is to offer a one-
stop shop conviviality experience based on direct
and transparent real-time interactions with all
our stakeholders. With digital, our network will be
limitless and we will reach even more convivialists.

Becoming a Conviviality Platform is not about
replacing real-life contacts, but enhancing them.
As a data-driven company, we will be able to better
understand and connect with all our stakeholders.
True to our consumer-centric model, we will create
the future of conviviality together. With artificial
intelligence and insights from across the company,
we can invent new products and services faster
and meet ever more specific needs - including
personalised recommendations for our trade
partners. And through new skills, capabilities and
ways of working, we can empower our teams.

Toachieve this ambitious goal, we are accelerating
our digital transformation, boosting our existing
processes through data and new technology and
reinventing the way we do business by exploring
new opportunities.
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“The Conviviality Platform will
build on our strengths and deliver
competitive advantage for the future.
[t’s about leveraging the power of data
to offer the right product to the right
consumer at the right time, in
every market, for every occasion,
and at the right price.”

ALEXANDRE RICARD
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Sustainability & Responsibility

OUR ROADMAP

Our 2030 Sustainability and Responsibility (S&R) roadmap, ‘Good Times from a Good Place,
is integrated into all Pernod Ricard activities, from grain to glass. It is a key business driver
and is proving an important lever to accelerate transformation, by driving innovation, building
purposeful brands, attracting talents and bringing to life our vision of a more convivial world.

VANESSA
WRIGHT,

CHIEF
SUSTAINABILITY
OFFICER

OUR S&R ROADMAPWAS LAUNCHED
IN 2019, WHAT PROGRESS HAVE WE
MADE SINCETHEN?

V.W. —— More than just progress, we’ve
seen a real acceleration in all four of our key
pillars thanks to the drive and commitment
of'everyone at Pernod Ricard. We’ve met all
of our 2020 environmental targets for CO,
reduction, water consumption and waste
disposal, and we’ve launched a number of
initiatives to build a more inclusive culture
and promote responsible consumption. The
new global Diversity & Inclusion roadmap
‘Live without labels’and our partnership with
UNITAR® to educate drivers about the
risks of drinking and driving are two good
examples of this. Our S&R roadmap has
been instrumental in responding to major
environmental and social shifts and focus-
ing the business on what matters most to our
consumers and other stakeholders.

WHAT DO YOU BELIEVE IS KEY
TO THE SUCCESSFUL DELIVERY
OF OUR S&R AMBITION?

V.W. —— As “Créateurs de convivialité”,
we believe in the power of human connections
and bringing people together in a meaningful
way to unlock the magic and strengthen what
we do collectively. That’s why we believe in a
collaborative approach thatincludes all stake-
holders from across our value chain - employ-
ees, farmers, suppliers, partners and commu

nities. Our roadmap was developed through

(1) The United Nations Institute for Training and Research.

extensive consultation and collaboration be-
tween teams, external partners and experts,
and is supported by multidisciplinary pro

jects, most often carried out with the help of

local or international organisations. We know
that by sharing knowledge, challenging each
other and trialling solutions together, we can
learn and improve. We also have a strong S&R
governance in place which was reinforced this
year with the creation of a dedicated Board
Committee on S&R, led by our Independent
Lead Director.

WHAT DO YOU SEE AS
THE CHALLENGES AHEAD?

V.W. —— Our S&R roadmap is instru-
mental in addressing consumer needs and
material risks facing the Group today such
as climate change and biodiversity loss. But
everything is moving very quickly, so we
need to continue to be agile and challenge
ourselves to reach our targets even sooner.
This year for example, we accelerated our
carbon reduction targets with a commit-
ment to reaching net zero in scopes 1 & 2 by
2030 at the latest and in scope 3 by 2050. Our
work on future scenarios has helped con-
firm that our strategy addresses all the key
risks and opportunities facing the Group,
including securing our supply chain (espe-
cially raw agricultural materials), advancing
circularity, ensuring the local relevance of
our S&R roadmap and strengthening our
preventive actions against the harmful use
ofalcohol.
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TERROIR

_ NURTURING
TERROIR

As all our products come
from nature, we have made it
a priority to combat climate
change (the 13" SDG®
designated by the UN) and
protect life on land (SDG 15).
To ensure we maintain
healthy and resilient
ecosystems that allow us to
continue producing quality
products for the generations
to come, we are committed
to nurturing every terroir and
its biodiversity. To address
our agricultural footprint
across the 325,000 hectares
from which we source
ouringredients, we are
developing sustainable and
regenerative agricultural
practices across our
business.

(1) SDG: Sustainable development goal
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_ VALUING
PEOPLE

As “Créateurs de
convivialité”, our purpose
is about sharing, warmth,
care and respect for people
everywhere. We strive

to provide decent work
and sustained economic
growth (SDG 8) along

the entirety of ourvalue
chain, and we champion
gender equality (SDG 5)
throughout our business.
To create shared value for
all our stakeholders, we are
continuously reinforcing
our commitments to
human rights, diversity
and inclusion across our
leadership and in regard
to health and safety.

We are also committed to
responsible procurement
and training, particularly
for bartenders.

wo%

_ CIRCULAR
MAKING

The world is made of

finite resources that are
under huge pressure. By
contributing to responsible
consumption and
production (SDG 12) and
protecting life below water
(SDG 14), our goal is to help
preserve natural resources.
In moving towards a more
circular business model -
from the packaging we use,
to the promotional items
we produce, to the way we
distribute our products and
how they are ultimately
recycled - we are actively
striving to minimise our
carbon footprint and protect
our natural resources.

Responsible

HOSTING

— RESPONSIBLE
HOSTING

We want to ensure that
our brands are enjoyed
responsibly. Creating
conviviality requires us

to help adult consumers
make responsible choices
about whether and when
to drink alcohol, and if
they do so, in quantities
that respect the maximum
recommended levels of
moderate consumption.
We have an important role
to play in combating the
harmful use of alcohol
and supporting health and
well-being (SDG 3). To this
end, we develop responsible
drinking campaigns and
programmes, on our own
and in partnership with
others, to inform consumers
and our employees about
the risks of excessive
drinking. We have
committed each of our
brands to respecting
responsible marketing
practices.
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Some of this year’s

HIGHLIGHTS

Two years after the launch of our 2030 Sustainability & Responsibility roadmap, we are grateful
to all our stakeholders for the progress we have made so far. We asked some of our partners
and experts to reflect on our collaboration and what we have achieved by working together.

NURTURING
TERROIR

In order to strengthen our agricultural supply chains,
we've mapped our 59 priority terroirs so that we can
identify pressing sustainability risks and opportunities
for each of them and know where all our ingredients
come from. In parallel, we have also developed the Key
Principles for Sustainable Agriculture, which we are
implementing across the business to ensure that 100% of
our key raw materials are eventually certified sustainable.
In our vineyards and terroirs, we are working with our
farmers, winemakers and partners to develop sustainable
and regenerative agricultural practices that help with
carbon sequestration, enhance the biodiversity of these
exceptional ecosystems and guarantee long-term growth
for all stakeholders.

“From the moment I started working with the
teams at Pernod Ricard, 1 was taken by their
enthusiasm, passion and long-term commitment.
The private sector is instrumental in accelerating
the transition to regenerative agriculture
practices, because it has that constant drive

for more efficiency and to meet consumer
expectations, while also working closely

with a large network of farmers, suppliers

and other partners.”

Sébastien Roumegous, Founder & CEO of Biosphéres

Our leading commitments

- Engage all our direct
affiliates in a strategic
biodiversity project
addressing the most
pressing local issues
(2030).

- Deploy regenerative
agriculture pilot schemes
within owned vineyards in
eight wine regions (2025).

- Map and risk-assess
100% of our agricultural raw
materials (2022) and then
certify them (2030).

VALUING
PEOPLE

At Pernod Ricard, we strongly believe in blending
performance with conviviality. We apply this mindset to
everything we do within our company and beyond. This
year saw the launch of our new Diversity & Inclusion
initiative ‘Live without labels’ to help foster a more diverse
and inclusive culture. Following last year’s launch of the
‘Bar World of Tomorrow’ training course, in partnership
with the Trash collective and the Sustainable Restaurant
Association, to develop more sustainable bartending
practices, we are delighted that Relais & Chateaux,
the Hilton and the Marriott have made it part of their
bartender training.

“Our strategic partnership with Pernod Ricard
provides many collaborative opportunities to
create shared value. Sustainability is a key driver
within the modern hospitality field. Raising
awareness and educating on this topic is essential
for the future. Programmes like ‘Bar World of
Tomorrow’act as the catalyst we need to affect
meaningful cultural and environmental change.
That is why we have made it a strategic pillar of
the ongoing training agenda for our bartenders.”

Robert Juntke, VP Food & Beverage,
Marriott International EMEA

Our leading commitments

- Train 10,000 bartenders
in sustainable techniques
needed for the ‘Bar World
of Tomorrow’ (2030).

- Ensure equal gender

pay (2022) and a gender-
balanced top management
(2030), and offer future-fit
training for our employees
at least every three years so
that they can acquire new
skills (2030).
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CIRCULAR
MAKING

Since 2010, we've reduced our carbon emissions by 17.5% in
absolute value within our own operations. We are committed
to reaching net zero in our own operations by 2030 at the
latest and overall by 2050. Within our own operations, we
are turning to new technologies and alternative energies,
procuring renewable electricity and looking at neutralising
residual emissions through projects to reduce or capture
carbon emissions. We are also working with our supply
chain to help reduce our overall carbon footprint linked to
the procurement of packaging and agricultural materials
as well as transportation. Beyond our business, we have
become partners of the Net Zero Pubs & Bars initiatives,
supporting UK pubs on their journey to net zero.

“We have accelerated our journey towards
becoming the most sustainable packaging
producer. The collaborative work we’ve been
doing with customers such as Pernod Ricard is
instrumental in shaping our holistic approach
to sustainability. We are constantly challenging
each other and working together to design

new solutions that make our glass packaging
more sustainable, with regards to the way it is
produced, transported and infinitely recycled.”

Jim Nordmeyer, VP Global Sustainability, 0-I Glass, Inc.

Our leading commitments

- Ban all point-of-service
single-use plastic and have
100% recyclable, reusable
or compostable packaging
(2025); develop five R&D
projects on the circular
distribution of our products
(2030).

- Replenish 100% of

water consumption from
production sites in high-risk
watershed areas (2030);
reach net zero in scope 1

& 2 by 2030 at the latest
and in scope 3 by 2050.

All scope reduction targets
are being revised to align
the Group with the 1.5°C
trajectory defined by the
Intergovernmental Panel on
Climate Change.

RESPONSIBLE
HOSTING

In partnership with UNITAR, this year saw the launch
of the Autosobriety Training Programme to prevent
drink-driving. It is a comprehensive e-learning course
with practical training, which we are piloting in South
Africa and the Dominican Republic. As a member of
the International Alliance for Responsible Drinking
(IARD), we are playing an active role in the industry to
promote the principles of responsible drinking across
all our communication channels. This year, we made a
significant contribution to the signing of the IARD Global
Standards for Online Alcohol Sale and Delivery, alongside
14 prominent global and regional online retailers,
e-commerce and delivery platforms.

“The private sector has a role to play in enabling
bolder ideas and greater impact through its
investment, expertise, technology, reach and data.
Being part of the solution and tackling harmful
drinking are central to the long-term sustainability
of companies such as Pernod Ricard that support
IARD. That is why IARD members have developed
and implemented innovative partnerships with
hundpreds of organisations, and reached millions of
people through programmes focused on preventing
underage drinking and combating drinking and
driving, as just two examples.”

Henry Ashworth, President & CEO of IARD

Our leading commitments

- Deploy at least one
ambitious and scaled Party programme to
prevention programme reach at least 3 million
aimed at combating alcohol young adults (2030) and
misuse in all affiliates, with 30 million via digital
partners, and subject to campaigns (2025).
evaluation (2030).

- Expand the Responsible
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Our Board of
DIRECTORS

The Board of Directors oversees the governance of Pernod Ricard in an ethical and transparent
manner while ensuring that the business is managed in the best interests of'its stakeholders.
Composed of 13 members bringing complementary skills and experience, the Board ensures that
the Group pursues its business strategy, with the primary goal of increasing the value of the Company.

ORGANISATION

Inaccordance with the AFEP-MEDEF Code of Corporate
Governance forlisted companies, Pernod Ricard respects the
independence criteria established in the Code. The Board
is comprised of 13 members, six of whom are independent
and two of whom represent Group employees. Following the
recommendation of the Nominations, Governance and CSR
Committee (now known as the Nominations and Governance
Committee), as of 23 January 2019, the Board appointed a
Lead Independent Director.

TheInternal Regulations stipulate that the Board members
must meet at least six times per year for meetings that are pre-
sided by the Chairman ofthe Board, whois also Pernod Ricard’s
Chief Executive Officer. The Chairman reports on the Board’s
progress at the Annual Shareholders’ Meeting. The Chairman
is tasked with ensuring that the Group’s bodies run smoothly,
which includes providing the Directors with the information
and resources they need to fulfil their duties. The role of the
Lead Independent Director is notably to convene and chair the
meetingsofthe Board of Directorsin the absence ofthe Chairman
and CEO; conduct the annual assessment of the functioning of
the Board of Directors on the basis of individual interviews with
each Director; prevent the occurrence of conflict of interest
situations;ensure compliance with therules ofthe AFEP-MEDEF
Code and the Board’s Internal Rules and Regulations; convene
and chair the Executive Session; review shareholder requests
forcorporate governance and ensure that they are answered;
and meet with the Company’s investors. In order to further
root its workinthe Group’s daily business operations, the Board
holds one meeting per year in an operating affiliate.

FY21 ACTIVITY
Over the course of FY21, the Board met nine times, with an

attendance rate of100%. The average length of the meetings
was approximately four hours. Their main activities were to:

54.5% | birecrons
45.4% | bicerons

« approve the half-year and annual financial statements;

« review the budget;

» oversee the preparations for the Annual Shareholders’
Meeting;

- review and approve the work of the committees;

« review presentations of the activities of the functional
departments and affiliates;

- review its own functioning and that of its committees;

« manage the health crisis.

COMMITTEES OF THE BOARD OF DIRECTORS

The Board of Directors is assisted in its work by five
specialised committees which provide advice and rec-
ommendations for the Board’s discussions. The Strategic
Committee - created and presided by Alexandre Ricard
since 2015 - reviews key subjects for the Group, issues
recommendations on acquisitions, divestitures and part-
nership projects and studies all strategic matters of interest
to the Group. The Audit Committee notably reviews the
half-year and annual draft financial statements, monitors
the Group’s cash flow and debt situation and assesses the
Group’s risk management and internal control systems.
The Nominations and Governance Committee notably
proposes new Directors and reviews the composition and
operation of the Board, and the Group’s performance and
talent management policy. The CSR Committee notably
examines, reviews and implements the Group’s CSR strategy
and assesses the risks and opportunities in terms of social
and environmental performance. Lastly, the Compensation
Committee notably defines the remuneration policy for the
Group’s Executive Directors, proposes a general long-term
remuneration policy and implements an annual plan for the
allocation of options and performance shares.

NON-FRENCH
DIRECTORS

30.8% |

ATTENDANCE
RATE

100%
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01 Alexandre Ricard
Chairman & Chief
Executive Officer,
Executive Director

02 Maria Jesus
Carrasco Lopez
Employee Director

CSR Committee Member

03 Anne Lange
Independent Director
Strategic Committee Member
Nominations and Governance
Committee Member

04 Paul-Charles
Ricard

Director

Permanent Representative of
Société Paul Ricard

Strategic Committee Member

05 César Giron
Director

Nominations and Governance
Committee Member

06 Veronica Vargas
Director
CSR Committee Member

07 Philippe
Petitcolin

Independent Director

Audit Committee Chairman,
Strategic Committee Member

08 Stéphane Emery
Employee Director
Compensation Committee
Member

01 02 | 03 | 04

05 | 06 | 07 | 08

09 | 10 11 12

13

09 Wolfgang Colberg
Director
Audit Committee member

10 Virginie Fauvel
Independent Director

11 Kory Sorenson
Independent Director
Compensation Committee
Chairwoman

Audit Committee Member

12 Patricia
Barbizet

Lead Independent Director
Nominations and Governance
Committee Chairwoman

CSR Committee Chairwoman
Compensation Committee
Member

13 Ian Gallienne
Independent Director
Strategic Committee
Member

Compensation
Committee Member
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Our Executive Board &

EXECUTIVE
COMMITTEE

Executive Board
& Executive
Committee

(on 30 June 2021)

The Group’s general management is led
by the Chairman & CEO, who is assisted by
the Executive Committee. The Executive
Board is the permanent body responsible
for coordinating and leading the Group, in
cooperation with the Chairman & CEO,whomit
assists with his responsibilities. The Executive
Board reviews all decisions related to Group
affairs and submits various matters to the
Board of Directors when approval is required.

It steers and coordinates the major
transformation projects, organises the work
of the Executive Committee and defines
objectives for its members, in particular by
signing off on the strategic plan, the budget
and regular business reviews.

The Executive Committee, the Group’s
managing body, has 15 members - the entire

Executive Board (see composition above) as
well as the Managing Directors of the main
Group affiliates - who meet once per month,
either at headquarters or at an affiliate site.
Under the direction of the Chairman & CEO,
the Committee helps to define the Group’s
strategy and plays an essential coordinating
role between Headquarters and the affiliates,
and amongst the affiliates themselves (Brand
Companies and Market Companies). The
Committee is responsible for overseeing the
Group’s business activities and ensuring that
its main policies are applied. More specifically,
the Committee analyses the performance
of the Group’s business in relation to its
market plan (budget and strategic plan);
actively participates in setting financial and
operational objectives (financial results,
debt and qualitative objectives); periodically
reviews the brand and market strategies;
analyses performance and evaluates changes
in the organisation as needed; and approves
and ensures compliance with the Group’s
main policies.
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01 Alexandre Ricard
Chairman & Chief
Executive Officer

02 Christian Porta
Managing Director,
Global Business Development

03 Hélene de Tissot
EVP, Finance, IT & Operations

04 Anne-Marie
Poliquin

Group General Counsel &
Compliance Officer

05 Cédric Ramat
EVP, Human Resources,
Sustainability & Responsibility



Executive Committee members

(on 30 June 2021)

01 Alexandre Ricard
Chairman & Chief
Executive Officer

02 Hélene de Tissot
EVP, Finance, IT&
Operations

03 César Giron
CEO of Martell Mumm
Perrier-Jouét

04 Conor McQuaid
CEO of Irish Distillers Group

05 Bryan Fry
CEO of Pernod Ricard
Winemakers

06 Christian Porta
Managing Director, Global
Business Development

07 Anne-Marie
Poliquin

Group General Counsel &
Compliance Officer

08 Stéphanie
Durroux
CEO of The Absolut Company

09 Cédric Ramat
EVP, Human Resources,
Sustainability &
Responsibility

13

10 Jean-Christophe
Coutures”
CEO of Chivas Brothers

11 Gilles Bogaert
CEO of Pernod Ricard
Europe, Middle East, Africa
and Latin America

12 Ann Mukherjee
CEO of Pernod Ricard
North America

13 Philippe
Guettat
CEO of Pernod Ricard Asia

14

14 Mohit Lal
CEO of Pernod Ricard
Global Travel Retail

15 Philippe
Coutin

Chairman of Pernod Ricard
France

* Following his departure from the Group on 30 June 2021, Jean-Christophe Coutures was replaced on 1July 2021
by Jean-Etienne Gourgues, previously Managing Director of Pernod Ricard China.
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Our

VALUE CREATION

MODEL

Our resources

What we do

HUMAN CAPITAL

We employ 18,306 skilled and
committed employees who
provide the Group with agility and
adaptability in an increasingly
volatile context.

INTELLECTUAL CAPITAL
We never stop innovating products,
services and experiences that
respond to our consumers’
expectations.

FINANCIAL CAPITAL

Our investors and shareholders
provide the Group with necessary
financial resources and stability.

INDUSTRIAL CAPITAL
We strive to optimise our
manufacturing and distribution
processes in terms of safety,
quality and efficiency.

SOCIAL CAPITAL

We are deeply rooted in local
communities and committed to
building long-standing and ethical
relationships with all our partners.

ENVIRONMENTAL CAPITAL
We are committed to nurturing our
terroir and producing our products
within the circular economy to
secure our supply chains and
preserve natural resources.

1/CONSUMER INSIGHTS
Understanding and anticipating
our consumers’ tastes and

habits is key to our business. Our
Consumer Insights team focuses
on identifying and responding to
new trends and consumer patterns,
capitalising on digital technology
to create closer connections with
our brands, markets and regions.

2/ INNOVATION

Our Brand Companies and
Market Companies make the
most of these consumer insights
to innovate and develop new,
high-quality products and
services. 256% of the Group’s
growth comes from innovation.

3/ PRODUCING & SOURCING
To produce our iconic products, we

source over one hundred ingredients

from 350 terroirs in 66 countries.
We work with our farmers and
suppliers to develop sustainable and
regenerative agricultural practices.
We also work with our suppliers to

create sustainable packaging solutions

and promotional items. In FY21,
we removed all single-use plastic
items at point-of-sale.

OUR VALUE CHAIN

CONSUMER
CENTRIC

4 ESSENTIALS

Operational experience

Talent development

Sustainability & responsibility
Route-to-market/Consumer

4 ACCELERATORS

Portfolio management

Premiumisation & luxury

Innovation
Digital acceleration

(1) FY21 average. (2) According to the 2019 / Say survey. (3) Organic growth. (4) On 30 June 2021. (5) Scope 1: direct emissions from our own operations,
Scope 2: indirect emissions from energy production, Scope 3: indirect emissions from the Company’s activity.
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At Pernod Ricard, we believe in creating sustained value for all our stakeholders,
starting with our consumers, who are at the heart of our strategy. True to our vision
of “Créateurs de convivialité,” we work closely with all the contributors of our value
chain in a permanent quest for cohesion and efficiency.

The value we create

4/ MANUFACTURING

& LOGISTICS

We take great care in the
manufacturing, packaging and
distribution of our products and
ensure we comply with health,
safety and environmental standards
at every stage. We have

96 production sites across

25 countries.

5/MARKETING & SALES

We have our own sales force in

73 countries who leverage their
knowledge of each market’s

needs and regulations in order to
sell our products efficiently and
responsibly. We are also fast-
tracking our digital transformation,
developing interactive platforms
that link people to new conviviality
experiences and using data-driven
tools to improve the effectiveness of
our brand marketing and activations.

6/MOMENTS OF
CONVIVIALITY

Our on-trade and off-trade

partners distribute our products

to consumers in 160+ countries.

We work closely with them and other
industry members, NGOs, local
authorities and UN bodies to promote
responsible consumption and fight
the harmful use of alcohol.

O
A

i

Ke

|

EMPLOYEES

We are committed to promoting an inclusive and diverse
culture and creating a work environment that combines
conviviality, performance and professional development.
94% of our employees say they are proud to work for us®.

CONSUMERS & CUSTOMERS

We offer high-quality products, services and experiences
to our consumers and customers.

16 of our brands are in IWSR’s Top 100 worldwide.

SHAREHOLDERS & INVESTORS

We strive to create long-term value for our shareholders

and investors by delivering profitable and sustainable growth.
Sales up by 10%in FY219,

FARMERS & SUPPLIERS

We work with our farmers and suppliers to source
high-quality, sustainable ingredients and to develop
sustainable packaging solutions.

8,830 farmers empowered, trained or supported in FY21.

COMMUNITIES & SOCIETY

We engage with our communities, NGOs, industry organisations
and public authorities to understand challenges and find solutions
together. Our Responsible Party programme reached more than
470,000 young adults, and six million digitally®.

PLANET

We aim to minimise our impact on the environment by helping
to preserve our terroirs, limiting waste and the use of natural
resources and reducing our carbon footprint.

We are committed to reaching net zero in scopes 1& 2 by
2030 at the latest and in scope 3 by 20509,
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Our key
FINANCIAL FIGURES

Leadership N O. 1 N O. 2 1 6

positions

WORLD NO. 1 WORLD NO. 2 BRANDS

FOR PREMIUM IN WINE AMONGST

SPIRITS ™ & SPIRITS THE WORLD’S
INDUSTRY @ TOP 100 @

Financial
metrics FY21 €2.557M
L]
EUROPE
SALES €2,627M
PER REGION AMERICAS
€3,640M
ASIA/REST OF
WORLD

€1,612M €2,423M €8,824M

NET PROFIT FROM PROFIT FROM NET
RECURRING RECURRING SALES
OPERATIONS OPERATIONS

(GROUP SHARE) -

(1) Source: The Pernod Ricard Market View, based on IWSR volume data ending 2020. (2) Source: Impact Databank, March 2021, based on 2020 data.
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NON-FINANCIAL FIGURES

Nurturing
Terroir
PROGRAMMES FOR INGREDIENTS
REGENERATIVE AGRICULTURE PRODUCED OR
AND BIODIVERISTY, SOURCED ACROSS
INCLUDING TWO 66 COUNTRIES
REGENERATIVE VITICULTURE TO PRODUCE OUR
PILOTS IN OUR TERROIR ICONIC BRANDS
Valuing
People % %o
GENDER PAY GAP WOMEN IN
REDUCED TO 1.8% TOP MANAGEMENT
Circular
making
17.5%" 27
= (0] (0]
REDUCTION REDUCTION
IN CO, EMISSIONS IN WATER CONSUMPTION
SINCE FY10® SINCE FY10®
Responsible
hosting 3

Our key

YOUNG ADULTS REACHED BY

RESPONSIBLE PARTY PROGRAMME

AND ANOTHER 6 MILLION DIGITALLY

SINCE APRIL 2020

(1) Pernod Ricard has accelerated its carbon reduction ambitions and is now measuring progress in absolute value instead of intensity, in order to account for the Group’s growth.
(2) Greenhouse gas emissions at production sites (scopes 1and 2). (3) Per unit of production.
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____ 2. CORPORATE GOVERNANCE
REPORT OF THE BOARD OF DIRECTORS ON CORPORATE GOVERNANCE

The purpose of'this section is to present the report of the Board of Directors on corporate governance as required by article L. 225-37 of
the French Commerecial Code.

It describes, in the context of the preparation of the financial statements for FY2l, the conditions governing the preparation and
organisation of the work performed by the Board of Directors and its Committees, the powers entrusted to the Chairman and CEO, the
principles and rules used to determine compensation and other benefits granted to the corporate officers, the compensation policies
applicable to the Chairman and CEO and to the corporate officers, in accordance with articles L. 22-10-8 and L. 22-10-9 of the French
Commercial Code, as well as other information pursuant to articles L. 22-10-10, L. 22-10-11 and L. 225-37 et seq. of the French Commercial
Code.

This report was prepared on the basis of the work carried out by several different departments of the Company, in particular the Legal
Department, the Internal Audit Department and the Human Resources Department.

This report was approved by the Board of Directors on 31 August 2021, following the examination by the Board’s Committees of each
section relating to their area of competence and was shared with the Statutory Auditors.

Report of the Board of Directors
on corporate governance

2.1  Composition of the Board of Directors on 30 June 2021

Mr IAN GALLIENNE Ms PATRICIA BARBIZET Ms ANNE LANGE
Independent Lead Independent Independent
Director Director Director
* Nk Mr PAUL-CHARLES RICARD
: -5 & QQ .JO) =
Mr CESAR GIRON Permanent representative

of Société Paul Ricard,

Director Director
® &

Ms KORY SORENSON

Ms MARIA JESUS

Independent
Director CARRASE) LOPEZ
* . .
@ & Director representing

the employees

e

Mr STEPHANE EMERY

Director representing
the employees

&=

Mr HERVE JOUANNO

Perno

Representative of the Social
and Economic Committee
(non-Director)

Mr WOLFGANG COLBERG

Director

@

Ms VERONICA VARGAS

Director

<

Mr PHILIPPE PETITCOLIN Mr ALEXANDRE RICARD Ms VIRGINIE FAUVEL
Independent Chairman and Chief Independent
Director Executive Officer Director
* *
t © 8

Chairman
Strategic Committee

Audit Committee

Compensation Committee

*
[
@
@ Nominations and Governance Committee
e CSR Committee
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___ 2. CORPORATE GOVERNANCE

OVERVIEW OF THE COMPOSITION OF THE BOARD OF DIRECTORS AND ITS COMMITTEES

2.2 Overview of the composition of the Board of Directors
and its Committees

Date of Number @ k e
Date of first expiry of of years @ é% Nominations and oy

appoint- term of on the Audit Compensation Governance Strategic CSR
Name Age Gender ment office Board Committee Committee Committee = Committee Committee
Executive Director
Alexandre Ricard )
Chairman and CEO 2024 (Chairman)
French 49 M 29.08.2012 AGM 9 4
Directors considered as independent by the Board
Patricia Barbizet
Lead Independent
Director 2022 (Chairwoman) (Chairwoman)
French 66 F 21.11.2018 AGM 3 v v v
Virginie Fauvel 2024
French 47 F 27.11.2020 AGM 1
lan Gallienne 2022
French 50 M 09.11.2012 AGM 9 v v
Anne Lange 2021
French 53 F 20.07.2016 AGM 5 v v
Philippe Petitcolin 2023 (Chairman)
French 69 M 08.11.2019 AGM 2 v v
Kory Sorenson 2023 (Chairwoman)
British 52 F 06.11.2015 AGM 6 4 v
Directors
Wolfgang Colberg 2024
German 61 M 05.11.2008 AGM 13 v
César Giron 2024
French 59 M 05.11.2008 AGM 13 4
Société Paul Ricard
(Represented by
Paul-Charles Ricard) 2021
French 39 M 09.06.1983 AGM 38 4
Veronica Vargas 2021
Spanish 40 F 11.02.2015 AGM 6 v
Directors representing the employees
Maria Jesus
Carrasco Lopez
Spanish 50 F 05.12.2018 05.12.2022 3 v
Stéphane Emery
French 50 M 13.12.2017  13.12.2021 4 v
NUMBER OF MEETINGS FY21 9 4 6 4 2 1
AVERAGE ATTENDANCE RATE 100% 100% 96,43% 100% 100% 100%
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____ 2. CORPORATE GOVERNANCE
DUTIES PERFORMED BY THE DIRECTORS

2.3  Duties performed by the Directors

Age : 49 years old

French

Business address:
Pernod Ricard
5, cours Paul Ricard
75008 Paris (France)

Number of shares
held on 30 June 2021:
158,566

MR ALEXANDRE RICARD
CHAIRMAN AND CEO £ Strategic Committee (Chairman)

Mr Alexandre Ricard is a graduate of ESCP Europe, the Wharton School of Business (MBA majoring in finance
and entrepreneurship) and the University of Pennsylvania (MA in International Studies). After working for
seven years outside the Group, for Accenture (Strategy and Consulting) and Morgan Stanley (Mergers and
Acquisitions Consulting), he joined the Pernod Ricard Group in 2003 in the Audit and Development
Department at the Headquarters. At the end of 2004 he became the Chief Financial and Administration Officer
of Irish Distillers Group, and then Chief Executive Officer of Pernod Ricard Asia Duty Free in September 2006.
In July 2008, he was appointed as Chairman and CEO of Irish Distillers Group and became a member of Pernod
Ricard’s Executive Committee. In September 2011, he joined the Group General Management as Managing
Director, Distribution Network and became a member of the Executive Board. Mr Alexandre Ricard was the
permanent representative of Société Paul Ricard (Director of Pernod Ricard) from 2 November 2009 until
29 August 2012, date on which he was co-opted as Director of Pernod Ricard and appointed Deputy Chief
Executive Officer & Chief Operating Officer. On 11 February 2015, he was then appointed Chairman and CEO of
the Group by the Board of Directors.

Mr Alexandre Ricard is a grandson of Mr Paul Ricard, the founder of Société Ricard.

OFFICES AND MAIN FUNCTIONS HELD OFFICES THAT HAVE EXPIRED
ON 30.06.2021 OR AT THE DATE OVER THE LAST FIVE YEARS
OF RESIGNATION WHERE APPLICABLE
Within the Group
Within the Group e Manager of Havana Club Know-How SARL (Luxembourg)
FRENCH COMPANIES o Director of Havana Club Holding SA (Luxembourg)
e Permanent representative of Pernod Ricard, e Director of Perrier-Jouét

Member of the Supervisory Committee of Pernod Ricard
Europe, Middle East and Africa

e Director of Martell & Co SA

NON-FRENCH COMPANIES

e Chairman of Suntory Allied Limited (Japan)

e Director of Geo G. Sandeman Sons & Co. Ltd
(United Kingdom)

e Member of the Board of Directors “Junta de Directores”
of Havana Club International SA (Cuba)

Outside the Group

o Director of L’Oréal

o Member of the Management Board of Société Paul Ricard
e Director of Le Delos Invest |

e Director of Le Delos Invest II

e Director of Bendor SA (Luxembourg)

(1) Listed company.

40
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Age : 66 years old
French

Business address:
Témaris & Associés
40, rue Francois I*
75008 Paris (France)

Number of shares
held on 30 June 2021:
3,160

___ 2. CORPORATE GOVERNANCE
DUTIES PERFORMED BY THE DIRECTORS

Nominations

and Governance CSR
MS PATRICIA BARBIZET Committee q Committee Compensation
LEAD INDEPENDENT DIRECTOR (Chairwoman) (Chairwoman) Committee

Ms Patricia Barbizet is a graduate of ESCP Europe and began her career in 1976 with the Renault Véhicules
Group in Treasury before becoming Financial Director of Renault Crédit International.

In 1989, she joined the Pinault Group as Chief Financial Officer and became, from 1992 to 2018, Chiel Executive
Officer of Artémis, the Pinault family’s investment company. From 2014 to 2016, she was also CEO &
Chairwoman of Christie’s International and chaired the Strategic Investment Fund (SIF) Investment Committee
from 2008 to 2013. She is currently Chairwoman of the Cité de la Musique - Philharmonie de Paris, Chairwoman
of Zoé SAS, and Director of Colombus.

Ms Patricia Barbizet was appointed Chairwoman of the Investissements d’Avenir Supervisory Committee in
April 2018 and has been Chairwoman of the Haut Comité de Gouvernement d’Entreprise since 1 November
2018.

Ms Patricia Barbizet has been a Director of Pernod Ricard since 2018 and was appointed Lead
Independent Director on 23 January 2019.

OFFICES AND MAIN FUNCTIONS HELD OUTSIDE OFFICES HELD OUTSIDE THE GROUP THAT HAVE
THE GROUP ON 30.06.2021 OR AT THE DATE EXPIRED OVER THE LAST FIVE YEARS

OF RESIGNATION WHERE APPLICABLE o Director of Fnac-Darty

e Director of AXA® e Vice Chairwoman of the Board of Directors of Kering
o Director of Total @ o Director of Peugeot SA

e Director of Colombus e CEO of Artémis

e Chairwoman of Témaris et Associés o CEO of Christie’s International Plc (United Kingdom)

e Chairwoman of Zoé SAS o Director of Yves Saint Laurent

Chairwoman of HCGE

Chairwoman of Cité de la Musique —
Philharmonie de Paris

(1) Listed company.

Age : 61 years old

German

Business address:
Deutsche Invest
Capital Partners
Prinzregentenstrasse
56 D-80538 Munich
(Germany)

Number of shares
held on 30 June 2021:
1,076

MR WOLFGANG COLBERG
DIRECTOR @ Audit Committee

Mr Wolfgang Colberg holds a PhD in Political Science (in addition to qualifications in Business Administration
and Business Informatics). He has spent his entire career with the Robert Bosch Group and the BSH Group.
After joining the Robert Bosch group in 1988, he became Business Analyst (Headquarters), and then went on to
become Head of Business Administration at the Gottingen production site (1990/93), then Head of the Business
Analyst Team and Economic Planning (Headquarters) (1993/94), before 