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18 employees
create a fresco
at the centre pompidou
under the direction of
photographer olaf breuning
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nherited from Paul Ricard, Pernod Ricard’s commitment to contemporary art
is an integral part of the company’s sponsorship strategy.
The Group endeavours to share and promote creativity in all its forms.
Therefore, for the last 35 years, Pernod Ricard has commissioned a piece by
a renowned contemporary artist to illustrate the cover of its Annual Report.
The approach now focuses on contemporary photography, giving a well-known
photographer carte blanche to produce portraits of the Group’s employees,
the front-line ambassadors of its values. In 2010, Argentinian Marcos Lopez
became the first photographer to have his work featured in the report, while
French Denis Rouvre and Spanish Eugenio Recuenco have followed in his footsteps
in subsequent years.

Swiss photographer and visual artist
Olaf Breuning has been selected for
this year’s Annual Report photo
campaign. He and 18 Group
employees were invited by Pernod
Ricard to a private area of the Centre
Pompidou to work together on a series
of artistic images. Inspired by
the 2012/2013 Annual Report theme
of “co-creation”, he asked the models
to paint on a gigantic canvas.
Each person was given an unusual
object or tool with which to paint,
and a matching colour.
Under his artistic direction, the models
became the artists for this unusual
piece. Joy, pleasure, concentration,
introspection—each one of them
experienced the range of emotions
which goes hand in hand with
creation. Over three days of
“creative conviviality”, the fresco
took shape and what emerged was
the collaborative work of art which
adorns the cover of this document.

Having been inspired by observing
these fledgling artists, Olaf Breuning
immortalised the models in portrait
form at the end of this creative session:
“Artistic creation is often the product of
confrontation, of dialogue… I wanted to
follow this creative process for a Group
that makes sharing and conviviality
its signature. The idea was to bring
these people, that I was meeting for the first
time, closer to one another, and then
to expose them to my world. They had
no idea at all of what the final piece
would be: like an artistic exquisite cadaver,
they would each make their personal
contribution, but only I knew where
the journey would take us.”
Olaf Breuning was able to infuse
his art with Pernod Ricard’s DNA as
“Créateurs de convivialité”.

Created by the link-up of the French Pernod and
Ricard companies in 1975, Pernod Ricard is today
the world co-leader of Wine & Spirits. Since its inception,
it has grown both organically and through a series of
acquisitions. Over the last twelve years, the Group
has made three transformative acquisitions (Seagram,
Allied Domecq and Vin&Sprit) for close to €20 billion overall,
generating about €18 billion in value for its shareholders.
Today, the Group boldly declares its ambition: to become
the number 1 of the industry. Already the leader of
the Premium segment, the most dynamic in the sector,
Pernod Ricard has opted for a sustainable growth model
based on both a systematic strategy of brand upscaling,
called Premiumisation, and Innovation, regarded as
being an accelerator of value creation.

strategy

the 5pernod
DRIVERS
of
ricard
The Group’s growth model is based on five drivers:

The Top 14: a comprehensive portfolio of international Premium brands,
driving the Group’s growth
Since its beginning, and particularly over the last decade
of rapid acquisitions, Pernod Ricard has built a unique
portfolio of Premium brands on an international scale,
one of the most comprehensive of the industry. This portfolio covers all spirits categories and is illustrated by the
House of Brands concept, which classifies the Group’s
priority brands into three segments:

♦ T he Top 14, which consists of 14 strategic spirits and
champagne brands. The Top 14 includes:
• 2 global icons,
• 7 Premium spirits brands,
• 5 Prestige spirits and champagne brands;
♦ t he 4 priority Premium wine brands;
♦ t he 18 key local spirits brands.

Premiumisation and innovation:
Two key focuses to accelerate value creation
Pernod Ricard’s strategy is built on creating value
through a systematic policy of brand upscaling, or Premiumisation. This “value strategy” is part of a long-term
vision based on strong and continuous investment in the
Group’s strategic brands. Pernod Ricard is one of the
industry’s biggest investors in marketing expenses, which
represent over 19% of its net sales.

The Group invests heavily and continuously to bring about
innovation, seen as a growth accelerator. Innovation is not
only marketing, but it also concerns all areas of the business: sales, human resources, production, legal, finance
and communications. By creating the conditions for profitable and sustainable growth, the Group intends to consolidate its position as leader of the Premium segment.

02

Decentralisation:
A unique organisation to capture all growth opportunities
Pernod Ricard’s organisation is unique in its industry.
The Group has opted for decentralisation: the 80 Market
Companies are all wholly owned and managed as independent prof it centres. This global network ensures
decision-making that is closer to the markets, which enables the Group to respond more swiftly to the needs of

customers and consumers in any country. This f lexible
and responsive structure has consistently shown its ability
to boost individual motivation and team performance.
This is the case in its historical markets and emerging
markets alike, where Pernod Ricard teams are positioned
to fully leverage all growth opportunities.

An entrepreneurial culture seen as a competitive advantage:
19,000 highly committed “entrepreneurs”
In a decentralised organisation, it is the corporate culture
that binds everyone together. At Pernod Ricard, this culture is grounded in three values: an entrepreneurial
spirit, mutual trust and a strong sense of ethics. These are
continually encouraged by a policy of Human Resources
management that promotes leadership skills, mobility
and diversity. This corporate culture is seen as a real

competitive asset. It makes sense in its context—a decentralised organisation—and promotes an attitude: conviviality. The 19,000 employees share it every day, in
their simple and direct relationships with one another
and in their relations with consumers and stakeholders of
the company. This “Pernod Ricard spirit” is conveyed by
the tagline “Créateurs de convivialité”.

An historical commitment to ethics,
of which every employee is an ambassador
There is no leadership without a deep sense of responsibility. Since it was founded, the Group has been strongly
committed to Corporate Social Responsibility. It continues the work of the Oceanographic Institute created by
Paul Ricard in 1966, and the IREB (Institute for scientific research on alcoholic beverages) created by Jean
Hémard in 1971. The Group has defined a key criterion,
respect for all stakeholders, and four priorities grouped
in its CSR platform:

1. Promote responsible drinking of alcoholic beverages:
this is the Group’s number 1 priority.
2. Respect the environment, in line with the Group’s
desire to protect the unique lands that gave birth to its
brands.
3. Foster cultural sharing.
4. Encourage the entrepreneurial spirit.
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key figures

No.1
Co-leader
IN PREMIUM AND PRESTIGE SPIRITS
WORLDWIDE

OF WINE & SPIRITS
WORLDWIDE

18
BRANDS AMONGST THE WORLD’S TOP 100(1)

8,575

2,230

million euros

+4%
NET SALES
(ORGANIC GROWTH)

million euros

18,972
EMPLOYEES
IN 80 COUNTRIES

(1) Source: Impact 2012 , published in February 2013.
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+6%
PROFIT FROM RECURRING OPERATIONS
(ORGANIC GROWTH)

key dates

Pernod Ricard accelerates its presence in
Africa. Six subsidiaries set up in
the continent’s key markets: Ghana,
Angola, Kenya, Namibia, Nigeria and Morocco.

Asia and Rest of the World becomes
the Group’s top region. Creation of
Premium Wine Brands, a Brand Company grouping
together the Group’s priority wine brands.

Acquisition of Vin&Sprit,
owner of ABSOLUT,
making Pernod Ricard
the world co-leader of
the industry.

Acquisition of Allied Domecq,
in partnership with Fortune Brands.
The Group doubles in size and
becomes the world number 2 in
Wine & Spirits.

Purchase of 39.1% of
Seagram’s Wine & Spirits
businesses: integration of
Chivas Regal Scotch whisky
and Martell cognac.

Pernod Ricard and the Cuban company Cuba Ron
create Havana Club International, a 50/50 joint venture for
the marketing and distribution of Havana Club rum.

Acquisition of
the Orlando
Wyndham Group,
an Australian
producer of wines,
including
the Jacob’s Creek
brand.

Acquisition of Irish Distillers, the leading producer of
Irish whiskey and owner of Jameson.

Pernod Ricard is created by the link-up of two French anise-based spirits companies:
Pernod, which was founded in 1805, and Ricard, founded by Paul Ricard in 1932.
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brands portfolio

House of Brands
A House of Brands to segment an international Premium brand portfolio
The Pernod Ricard House of Brands is comprised of:
♦ T he “Top 14” spirits and champagne brands, including:
• 2 global icons: Distributed across all channels, they are priority growth drivers in each of the Group’s markets and
therefore receive substantial advertising and promotional investment.

2
7

strategic
premium
spirits
brands

18

key
local
brands
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global
icons

• 7 strategic Premium spirits brands: Destined to become the global icons of tomorrow, these seven brands
are distributed in all channels. They are supported by significant investment, which is targeted according to
local market conditions.
• 5 Prestige spirits and champagne brands: Flagships of the Group’s Premiumisation strategy,
they are particularly appealing to consumers who are drawn to luxury and expect an exclusive and privileged
relationship. They are mainly offered in select channels (wine merchants, prestigious establishments, etc.).
♦ 4 priority Premium wine brands: Increasingly popular during moments of consumption previously reserved for
spirits, such as the aperitif, priority wines have been grouped by Pernod Ricard into one organisation in order to
develop a global portfolio strategy.
♦ 18 key local spirits brands: Through their strong local presence, particularly in the off-trade segment,
they ensure the Group’s leadership in strategic markets.

5

4

strategic
prestige
spirits and
champagne
brands
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priority
premium
wine
brands

locations

PERNOD RICARD WORLDWIDE

chivas brothers

irish distillers

HEAD OFFICES—BRAND COMPANIES
♦ Havana / Cuba ♦ Paris / France
♦ Dublin / Ireland ♦ London / United Kingdom
♦ Stockholm / Sweden ♦ Sydney / Australia

Pernod ricard
americas

HEAD OFFICES—PERNOD RICARD REGIONS
♦ New York / United States
♦ Paris, Marseille, Créteil / France
♦ Hong Kong / China

havana club international

96 production sites in 23 countries
♦ France ♦ Sweden ♦ Finland ♦ Scotland ♦ England
♦ Ireland ♦ Spain ♦ Italy ♦ Greece ♦ Poland
♦ Czech Republic ♦ Armenia ♦ United States
♦ Canada ♦ Mexico ♦ Cuba ♦ Brazil ♦ Argentina
♦ Australia ♦ New Zealand ♦ India ♦ China ♦ Korea

Pernod Ricard Locations
(1) Asia and Rest of the World, Americas, Europe (excluding France) and France.
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4

6

BRAND
COMPANIES

Regions(1)

96

80

MARKET
COMPANIES

production
sites

the absolut company

Pernod ricard
europe

Pernod ricard
asia
martell mumm perrier-jouët

premium wine brands

société pernod
société ricard
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governance

BOARD OF DIRECTORS

Pernod Ricard’s Board of Directors oversees the Group’s governance,
in accordance with ethics and transparency rules.
Combining personalities with complementary experience and skills,
it ensures the respect of the long-term vision and strategy.
It also guarantees that the Group’s management is carried out
in the best interests of the business and its shareholders.

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

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

changes in the composition of the board of directors
during the financial year
The Board of Directors met on 29 August 2012,
following the passing of Patrick Ricard, and, based on
the recommendation of the Appointments and
Governance Committee, appointed Danièle Ricard as
Chairwoman of the Board of Directors. It also appointed
Pierre Pringuet as Vice-Chairman of the Board of Directors,
while maintaining his position as Chief Executive Officer.
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the board of directors in 2012/2013
During the financial year ended
30 June 2013, the Board of Directors
met eight times with an attendance rate of over
97%. The Board approved
the annual and interim financial statements
and the terms of financial communications,
reviewed the budget, prepared for the Combined
Ordinary and Extraordinary Shareholders’
Meeting, and approved the draft resolutions.
The current state of the business
was discussed at each of these meetings,
including operations, results and
cash flow.

At 30 June 2013, the Board of
Directors consisted of:
At the same meeting on 29 August 2012, the Board of Directors,
based on the recommendation of the Appointments and
Governance Committee, co-opted Alexandre Ricard as
Director and appointed him Deputy Chief Executive Officer and
Chief Operating Officer on the recommendation of Pierre Pringuet,
Chief Executive Officer. Lastly, Société Paul Ricard, Director,
appointed Paul-Charles Ricard as its permanent representative,
replacing Alexandre Ricard, with effect from 29 August 2012.
The Shareholders’ Meeting of 9 November 2012 ratified
the appointments by the Board of Directors of
Martina Gonzalez-Gallarza (co-opted by the Board on
25 April 2012) and Alexandre Ricard (co-opted by the Board on
29 August 2012). The Meeting also renewed the terms of office of
Martina Gonzalez-Gallarza, Pierre Pringuet, Alexandre Ricard,
Wolfgang Colberg and César Giron. Lastly, it appointed
Ian Gallienne as a Director.

FIRST ROW, FROM LEFT TO RIGHT:
NICOLE BOUTON(1)
PIERRE PRINGUET
Vice-Chairman of the Board of Directors and
Chief Executive Officer
DANIÈLE RICARD
Chairwoman of the Board of Directors
MICHEL CHAMBAUD(1)
SECOND ROW, FROM LEFT TO RIGHT:
WOLFGANG COLBERG(1)
PAUL-CHARLES RICARD
Permanent Representative of Société Paul Ricard
FRANÇOIS GÉRARD
IAN GALLIENNE(1)
SUSAN MURRAY(1)
LAURENT BURELLE(1)
CÉSAR GIRON
MARTINA GONZALEZ-GALLARZA
ALEXANDRE RICARD
Deputy CEO & Chief Operating Officer
ANDERS NARVINGER(1)
(1) Independent Director.
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governance
Committees of the Board of Directors
The Board of Directors delegates responsibility to its specialised committees for the preparation of
specific topics submitted for its approval. Three committees tackle subjects in the area for which
they have been given responsibility and submit their opinions and recommendations to the Board:
the Audit Committee, the Appointments and Governance Committee, and the Remuneration Committee.

Audit Committee
COMPOSITION OF THE AUDIT COMMITTEE AT 30 JUNE 2013:
CHAIRMAN: MICHEL CHAMBAUD(1)
MEMBERS:
SUSAN MURRAY(1)
WOLFGANG COLBERG(1)
FRANÇOIS GÉRARD
The members of the Audit Committee
were specifically chosen because of
their expertise in accounting and
finance, as assessed in light of
their training and professional
experience.
In addition to the operational charter
adopted in June 2002, the Audit
Committee adopted its internal
regulations at the Board of Directors’
meeting of 18 March 2003. It met
four times during the 2012/2013
financial year with an attendance
rate of 94%.
In accordance with its internal
regulations, and in conjunction with
the Company’s statutory auditors,
Consolidation Department,
Treasury Department and Internal
Audit Department, the work of
the Audit Committee focused on
the following points in 2012/2013:
♦ Review of French and foreign key
laws and regulations, reports and
commentaries on corporate
governance, risk management,
internal control and auditing;
♦ Review of the interim financial
statements at 31 December 2012 during
the meeting of 12 February 2013;
♦ Review of the consolidated
financial statements at 30 June 2013
(these financial statements
were reviewed at the meeting of
27 August 2013);
♦ Monitoring of the Group’s cash flow
and debt;
♦ Risk management: the Group’s
main risks are regularly presented in
detail to the Audit Committee
(meetings of 10 December 2012 and
13 June 2013 were largely devoted to
this issue);
♦ Approval of the Group’s
Internal Audit Plan for 2013/2014
(at the meeting of 13 June 2013);

♦ Internal Control assessment:
the Group sent its affiliates a selfassessment questionnaire to evaluate
the adequacy and effectiveness of
their internal control systems;
♦ Examination of Internal Audit
reports: in addition to the audits and
checks carried out by the various
affiliates on their own behalf,
28 internal audits were performed in
2012/2013 by the audit teams in each
Region and at the Holding Company.

Appointments and
Governance Committee
COMPOSITION OF THE APPOINTMENTS AND
GOVERNANCE COMMITTEE AT 30 JUNE 2013:
CHAIRWOMAN: NICOLE BOUTON(1)
MEMBERS:
ANDERS NARVINGER(1)
CÉSAR GIRON (REPLACING DANIÈLE RICARD)
Danièle Ricard, Chairwoman of
the Board of Directors, is associated
with this Committee’s work regarding
the appointment of Directors.
During the 2012/2013 financial year,
the Committee met five times with
an attendance rate of 100%.
The activities of the Appointments and
Governance Committee were as
follows:
♦ Organisation of the Board of
Directors following the death of
Patrick Ricard on 17 August 2012, and
appointment of new directors;
♦ Proposed composition of the Board
of Directors’ specialised committees;
♦ Study and proposal of
the reappointment of Pierre Pringuet,
Vice-Chairman and Chief Executive
Officer, and Alexandre Ricard,
Deputy Chief Executive Officer and
Chief Operating Officer;
♦ Study and proposal of name change
for the Committee to “Appointments
and Governance Committee”, by
decision of the Board of Directors on
23 January 2013, to better reflect
its role vis-à-vis governance issues;
♦ Review of the Group’s Talent
Management policy and presentation
of succession plans for key management
personnel;

(1) Independent Director.
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♦ Examination of the Group’s work on
developing diversity and, in particular,
on increasing the number of women in
the Group’s executive management
positions;
♦ Comparative study of the roles and
responsibilities of the Appointments
Committees of various groups listed on
the CAC 40;
♦ Thorough analysis of impacts on
the Board’s composition of the
“Copé-Zimmerman” law and
the AFEP-MEDEF recommendations
on women in leadership;
♦ Annual review of the independence of
Board members;
♦ Study and proposal of
the appointment of directors
representing employees based on
the Job Security bill in France;
♦ Self-assessment of the Board and
proposed areas for improvement.

Remuneration Committee
COMPOSITION OF THE REMUNERATION COMMITTEE
AT 30 JUNE 2013:
CHAIRWOMAN: NICOLE BOUTON(1)
MEMBERS:
ANDERS NARVINGER(1)
IAN GALLIENNE(1) (REPLACING GERALD FRÈRE)
During the 2012/2013 financial year,
the Remuneration Committee met
once with an attendance rate of 100%.
The Remuneration Committee’s
main task is to define the policy for
remunerating the Group’s Executive
Directors in accordance with
the recommendations of the AFEPMEDEF corporate governance code to
which the Company adheres.
The work of the Remuneration
Committee is detailed in Section 4 of
the Registration Document,
“Management Report”, in
the subsection entitled “Remuneration
of the Executive Directors”.

governance

MANAGEMENT STRUCTURES

The Group’s management structure is organised around
the General Management, the Executive Board and the Executive Committee.
The Executive Board is composed of the General Management and
the General Counsel, while the Executive Committee comprises
the Executive Board and the chairmen of the direct subsidiaries.

general management
For the 2012/2013 financial year, the Group’s General Management
was carried out by the Chief Executive Officer, the Deputy Chief
Executive Officer and Chief Operating Officer, and
the three Managing Directors for Brands, Finance, and
Human Resources and Corporate Social Responsibility.
Markets are placed under the Deputy CEO and COO supervision.

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

At 30 June 2013,
the Executive Board
consisted of:
PIERRE PRINGUET
Vice-Chairman and Chief Executive Officer
ALEXANDRE RICARD
Deputy Chief Executive Officer and
Chief Operating Officer
THIERRY BILLOT
Managing Director, Brands
GILLES BOGAERT
Managing Director, Finance
BRUNO RAIN
Managing Director, Human Resources and
Corporate Social Responsibility
IAN FITZSIMONS
General Counsel

On 18 September 2013, Pernod Ricard received
the “Grand Prix” (top award) for
Corporate Governance as well as the First Prize for
the composition of its Board of Directors awarded by
L’AGEFI. The Top award for Corporate Governance
bears witness to a Governance policy that is at
the heart of the Group’s strategy. For the past ten years,
these accolades have been awarded based on
the results of a survey of finance industry professionals.
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GOVERNANCE

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

In this capacity, during its monthly meetings
(11 per year), the Executive Committee:
♦ analyses the progress of the Group’s activities;
♦ actively participates in setting financial and
operating objectives (financial results, debt and
qualitative objectives);
♦ reviews brand and market strategies, analyses results
and evaluates any changes in the organisation;
♦ approves and implements the Group’s main policies.
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At 30 June 2013, the Executive Committee
consisted of:

(1) As of 1st of July 2013, Christian Porta
has been appointed Chairman & Chief Executive
Officer of Pernod Ricard Europe.
On the same date, Laurent Lacassagne
has been appointed Chairman & Chief Executive
Officer of Chivas Brothers.

FROM LEFT TO RIGHT:
CHRISTIAN PORTA
Chairman & CEO of Chivas Brothers(1)
LAURENT LACASSAGNE
Chairman & CEO of Pernod Ricard Europe(1)
IAN FITZSIMONS
General Counsel
PHILIPPE GUETTAT
Chairman & CEO of
Martell Mumm Perrier-Jouët
ANNA MALMHAKE
Chairwoman & CEO of Irish Distillers
PIERRE COPPÉRÉ
Chairman & CEO of Pernod Ricard Asia
JEAN-CHRISTOPHE COUTURES
Chairman & CEO of Premium Wine Brands
CÉSAR GIRON
Chairman & CEO of Pernod
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BRUNO RAIN
Managing Director, Human Resources and
Corporate Social Responsibility
THIERRY BILLOT
Managing Director, Brands
PIERRE PRINGUET
Vice-Chairman and Chief Executive Officer
GILLES BOGAERT
Managing Director, Finance
PHILIPPE SAVINEL
Chairman & CEO of Ricard
PAUL DUFFY
Chairman & CEO of The Absolut Company
PHILIPPE DRÉANO
Chairman & CEO of Pernod Ricard Americas
ALEXANDRE RICARD
Deputy Chief Executive Officer and
Chief Operating Officer

governance

HOLDING COMPANY MANAGEMENT
The primary objectives of the Holding Company’s
management are:
♦ to prepare and coordinate actions to be taken by
the Holding Company;
♦ to exchange information on the Group’s operations,
and on actions undertaken or to be taken by
each of the operational management departments;
♦ to prepare for specific decisions that are
the responsibility of the Group’s General
Management.

1

Jean-Baptiste briot
Financial Control Director
4

2

Olivier CAVIL
Communications Director
5

3

Jean CHAVINIER
Chief Information Officer
6

John corrigan
THIBAUT DE POUTIER DE SONE(1) Olivier guelaud
Industrial Operations Director Commercial Development
Treasury Director
Director
7

ANDRé HéMARD
Corporate Social
Responsibility Director
10

8

ARMAND HENNON
Public Affairs Director,
France
11

Jaime Jordana
Human Resources
Development Director

Alban marignier
Pernod Ricard University
Director
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14

Philippe prouvost
Martin RILEY
Corporate Affairs Director and Chief
Secretary of the Board
Marketing Officer
16

Julien soisson
Tax Director

(1) Thibaut de Poutier de Sone has been appointed Commercial Development Director on 30 June 2013.
On the same date, Patrick Castanier became CEO of Pernod Ricard Thailand.
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17

Jean TOUBOUL
Financial Communication and
Investors Relations Director

9

VICTOR JEREZ
Audit and Development
Director
12

MATHIEU PROT
Intellectual Property Director

15

Jean RODESCH
Public Affairs and
CSR Director

governance

ORGANISATION
Decentralisation is the founding principle behind Pernod Ricard’s
organisation and operations. Continuous dialogue between
the Brand Companies and the Market Companies ensures the involvement of
all stakeholders in the business, and a decision-making process that
is as close as possible to the consumer. The Holding Company defines
the major strategic guidelines, coordinates global actions, and
monitors compliance with the Group’s policies.

the absolut company

Pernod ricard asia

ran

s

b

premium wine brands

compan
ie

irish distillers

m

s

et
ark

martell mumm perrier-jouËt

d companie

chivas brothers

havana club international(1)

Pernod ricard americas
Pernod ricard europe
société pernod
société ricard

Pernod ricard holding
The Brand Companies
are located in their home
countries and are in charge
of developing the overall
strategy of the brands and
their portfolio. They are
also responsible for the
production and management
of their industrial facilities.

(1) Joint venture.

The Holding Company
defines the Group’s strategy and oversees
its implementation. Its responsibilities
are focused on four main areas:
1. Reserved functions (Group strategy,
financial policy, communications,
human resources, legal affairs,
institutional policies),
2. Control of the management of
direct subsidiaries,
3. Approval of brand and market strategy,
4. Coordination of key policies
(Purchasing, Information Systems,
Quality Safety Environment, etc.).
The Holding Company also provides
its expertise in the fields of sales and marketing.
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The Market Companies
are 80 ones linked to
four Regions (Asia,
the Americas, Europe and
France). Their mission is
to develop the Group’s
international brands
in their markets whilst
simultaneously managing
local and regional brands.
They also ensure
the implementation of
the Group’s strategy and
key policies in their markets.

key events

2012/2013
at a glance
Martell

For Martell XO’s new global campaign,
,
the brand screens a film directed by James Gray,
inspiring viewers who seek greatness to achieve it.

Perrier-Jouët

Launch of Belle Époque Florale Edition,
the first limited edition since 1902, designed by
Japanese floral artist Makoto Azuma.
Group
Announcement of the sale of
the Danish aquavits Aalborg and Brøndums,
the German aquavit Malteserkreuz, and
the Danish bitters Gammel Dansk.

Group
For the second year in a row,
Pernod Ricard is ranked among the Top 20 of
the “World’s Most Innovative Companies”
magazine.
according to
The Group captured 15th place in 2012
and took the position of
the most innovative company in France.

july

september

august

Group
Passing of Patrick Ricard,
iconic leader of the Group for 34 years.
The Board of Directors appoints
Danièle Ricard as Chairwoman of the Board and
Pierre Pringuet as Vice-Chairman of the Board,
while maintaining his position as
Chief Executive Officer. Alexandre Ricard
is appointed Deputy Chief Executive Officer and
Chief Operating Officer.

Chivas Regal

Havana Club

Launch of the Havana Club Gap Year competition,
which invites the brand’s fans to “take time to
live Cuban style”, by winning a 12-month,
12-stop trip around the world.

october

Launch of The Chivas Brothers’ Blend
exclusively for the Duty Free channel,
supported by a campaign in airports
around the world.

january

Brancott Estate
Launch of Flight,
a low-alcohol wine :
an immediate success.

Group
At the International Center for Alcohol Policies (ICAP) conference in Washington D.C.,
Pierre Pringuet, CEO, announces five commitments undertaken by
the main producers of the industry to promote responsible drinking.
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Once again, the year was marked by an abundance of innovations.
These included new products and redesigned packaging launches,
breakthrough digital platforms creation, campaigns release to promote
responsible drinking, partnerships with NGOs... Associating innovation (creation)
with conviviality (sharing)—two concepts at the heart of Pernod Ricard’s DNA—
gives birth to an original approach: co-creation, or when collaboration fosters
creativity. The Group has thus promoted a variety of collaborative projects this year,
whether artistic partnerships led by the brands, or internal initiatives such as
the creation of a social network for the Group’s employees.

Malibu

The brand unveils
its new look,
more modern and
colourful.

Ballantine’s

Creation of three videos about tshirtOS,
the digital t-shirt with an integrated LED screen
that displays pictures and tweets.

Beefeater

Martell

Launch of The Wine Line app
that uses augmented reality to calculate
the alcohol content of a glass of wine.

ABSOLUT

Signing by the subsidiary
Martell & Co of
a purchase agreement for
100% of the shares of
the company
Société Le Maine au Bois SAS.

february

Jacob’s Creek

Launch of MyLondon Film Festival,
a contest for amateur
filmmakers to create
a short film
inspired by London.
ABSOLUT ELYX named Best Vodka,
Double Gold at
the San Francisco
World Spirits Competition.

march

april

Group
For Responsib’ALL Day 2013, Pernod Ricard announces
the worldwide extension to all of its brands and subsidiaries of
the Pregnant Women logo.

may

june

Ricard

With its new campaign,
(Yellow with a capital R), the brand recalls its outdoor
advertising tradition in a modern and humorous way.

The Glenlivet

The Glenlivet Alpha,
presented in a black bottle with
no indication of its contents,
invites consumers to use
all their senses to unlock
the secrets of this product.

Jameson

Jameson takes Saint Patrick
all over the world.

G.H.MUMM

Launch of Rosé Time as
a new take on pink champagne and
suggesting new moments to enjoy it.
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CORPORATE SOCIAL RESPONSIBILITY

KEY PRINCIPLES OF CSR
Pernod Ricard is convinced that its financial performance is inseparable from social responsibility. It aims to
always reconcile economic efficiency with social welfare
and environmental protection.
The Group fully complies with the ten principles of the
United Nations’ Global Compact. A pioneer in CSR, for
over 40 years Pernod Ricard has made ethics a key principle of its growth.
The Group continues to build on its founders’ legacy
with a CSR platform built around a prerequisite: the
respect of all stakeholders who interact with the Group,
first of whom its employees. This platform sets out four
fields that outline its scope in this area. A number one
priority arises of it: promoting responsible drinking.

The employees are expected to take active part to the
Group’s CSR commitment: they are the first ambassadors for it. As a testimony, the annual event Respon
sib’A LL Day was held by the Group for the third
time on 5 June. From Auckland to Los Angeles, the
19,000 employees have stopped their daily activities to
dedicate their day to promoting responsible drinking.
On the environmental side, the Group’s commitment
has been reaffirmed with a new policy.
Lastly, the sharing of cultures and support for entrepreneurial initiatives continue to be the two main focuses of
the Group’s sponsorship activities, with a proliferation
of actions to support contemporary artists and to help
young students taking an entrepreneurial course.

THE GROUP’S VALUES
a way of
working:
DECENTRALISATION

ENTREPRENEURIAL SPIRIT
MUTUAL TRUST

a way of being:
CONVIVIALITY

SENSE OF ETHICS
A COLLECTIVE COMMITMENT TO PERFORMANCE

csr platform
promote
responsible
drinking

respect our
environment

promote
entrepreneurship

share
our cultures
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EXAMPLES OF CSR COMMITMENTS

2.7%

41%

of total payroll
invested in training

of external recruits
are women

100%

96%

99,6%

–27%

of subsidiaries participated in
a day of action to promote
responsible drinking on
5 June 2013

of production sites
are ISO 14 001 certified

of campaigns reviewed
were in compliance with
the Pernod Ricard Code on
commercial communications

1997

Start of corporate sponsorship of
the Centre Pompidou, Europe’s
leading contemporary art museum

reduction in water abstraction
per litre of alcohol produced
on-site between 2010 and 2013

2003

Pernod Ricard joins the United Nations’
Global Compact .
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2012

5 commitments made by
the industry in favour of
responsible drinking
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CREATION
Co-creation
Pernod Ricard has made this its signature,
its mode of action. Creative collaboration
is firmly rooted within the Group. Whether
in working innovatively with artists for a brand,
collaborating across disciplines or with Brand
and Market Companies, or coming together to
imagine the trends and customs of tomorrow,
15 stories of co-creation throughout this report
look back on just some of the fruitful
collaborations from the past year.
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This Report is not the Group’s Reference Document. The Reference Document was filed with
the French Financial Markets Authority on 25 September 2013. It is available through
the Group’s website on www.pernod-ricard.com and the AMF website on www.amf-france.org.

chairwoman’s message

an intact
ambition

02

Along with the Board of Directors,
I applaud the determination with which
the company and each of its members
have overcome this period of transition.
danièle ricard
Chairwoman of the Board of Directors

Dear Sir and Madam,
One year on from the passing of Patrick Ricard, we can still be proud of the dynamism and spirit
that he instilled in the Group: the passion of the women and men of Pernod Ricard for our brands
remains intact. Conviviality, the entrepreneurial spirit and a strong sense of ethics continue to
guide our actions every day.
Along with the Board of Directors, I applaud the determination with which the company and
each of its members have overcome this period of transition.
In a more adverse macro-economic environment, our strategic vision and our decentralised
organisational model proved once again to be the Group’s best assets in ensuring value creation
and independence.
Our long-term ambition, driven by Pierre Pringuet, Alexandre Ricard and the whole of the
General Management team, remains unchanged: to grow the Pernod Ricard tree towards global
leadership.
Year after year, this tree is growing, expanding, drawing its strength from the roots of a unique
culture shared by all of our shareholders, employees and partners. Because of this we can, all
together, remain fully confident in our potential for future growth.
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joint interview

activating growth

drivers

Pierre Pringuet
Vice-Chairman
and Chief Executive Officer

Alexandre Ricard
Deputy Chief Executive Officer
and Chief Operating Officer
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We must not be afraid of
economic cycles, since
history has shown them
to be the norm.
Pernod Ricard recorded a strong performance over
2012/2013, in line with the objective that the Group
set itself last October. How do you view these results?
Pierre Pringuet _ On behalf of the
General Management, I would like to start by
thanking the women and men of Pernod
Ricard for their hard work in a macro-economic environment which proved to be more
challenging than in 2011/2012. We can now
celebrate the performance recorded this year:
we achieved our growth objective of a 6% rise
in profit from recurring operations, while our
net sales increased by 4%. Our drivers of
growth remain the same in spite of this more
challenging environment: the Top 14 grew
faster than the average for the Group,
Premiumisation is continuing, driven by a particularly high price-mix, and emerging countries recorded double-digit growth, despite a
slowdown over the second half of the year.
Among the 14 brands in our strategic portfolio,
congratulations are in order for the excellent
performances of Martell, The Glenlivet and
Jameson, along with ABSOLUT and Beefeater.
Seven of them achieved record volumes this
year. Priority Premium Wines improved their
contribution to the results by 6%.
Alexandre Ricard _ With more than
80 affiliates, our geographic exposure allows
us to take advantage of all sources of growth.
Although some emerging countries such as
China and Brazil have actually slowed down,
we made the most of the return to growth in
the United States, not to mention the continuing and sustained dynamism of Eastern
European markets, led by Russia. These
strong positions meant that we were able to
withstand the difficulties experienced in markets such as Spain and France.

Pierre Pringuet

You mentioned the slowdown in some emerging countries,
more specifically in China:
is this hindering the Group’s development?
Pierre Pringuet _ Let’s take a step back:
though the slowdown in China in the second
six months is an indisputable fact, Pernod
Ricard still recorded growth of 9% there over
the year, while Martell increased its growth by
a further 16%. In India, we were able to
increase Top 14 sales by 17%. These countries
are recording much better economic growth
than that seen in the Western world. The fact
remains that we must maintain our efforts: in
order to sustain growth, we need to capitalise
on all of their potential for development,
among the most promising aspects in the long
term.
For that reason, we are making substantial
investments in these markets, whether to support our Premium and super-Premium brands
or to increase the means available to our affiliates. The increase in resources allocated to
them, specifically for the development of our
sales forces, represents around 80% of the
growth in our structure costs.
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Alexandre Ricard _ We are continuing
to look to the future in order to determine
which markets, like China 15 years ago, will
see the strongest growth over the coming
years. Two years ago, we launched a major
development phase in Africa, where six new
affiliates are now operational. The African
continent is a land of promise: by 2050, it is
estimated that its population will have doubled
to 2 billion people. Today, 85 million households in Africa have an annual income of over
US$5,000. In ten years’ time, this figure will
stand at 130 million.

Is it fair to say that you are feeling
confident at this moment in time?
Alexandre Ricard _ Yes. Per nod
Ricard’s strength lies in the fact that it is a
global company. Thanks to our presence
around the world, we are able to capture
growth even in markets experiencing economic difficulties, such as the mature
European markets. In Spain, for instance, we
improved our market share.
Pierre Pringuet _ We must not be afraid
of economic cycles, since history has shown
them to be the norm. The important thing is
to have a sufficiently diversified development
model to capture growth wherever it may be,
and an innovation policy that can anticipate
new trends: this is the case for Pernod Ricard.

joint interview

We talked about Africa as one of the new
sources of growth, what are the others?
Pierre Pringuet _ Firstly, we are continuing to extend our “high-value strategy”,
the Premiumisation of our brands. It is not
simply a question of raising prices to move our
brands from Premium to super-Premium or
from super-Premium to Prestige. Today, much
more is required—the development of a universe around each brand, and the enhancement of customer experience. The strength of
major brands lies in knowing how to create
desire. They must be able to arouse emotion,
by cultivating an elective relationship with
their consumers. And who better than an artist to create this emotion with their audience?
For that reason, artistic co-creation is central
to the development approach of our brands.
To instil this dynamic, a magazine published
by Pernod Ricard Holding is distributed
across the Group. Entitled Scalpel, it features
contributions from artists and intellectuals,
who are set to shape the trends of tomorrow.
The second aspect, innovation, is what we call
our 4th “Big Bang” after the first three,
namely the acquisitions of Seagram, Allied
Domecq and Vin&Sprit. Whether by creating
new types of spirits, combining the worlds of
rum and tequila with Malibu Red, or sparkling wine and vodka with ABSOLUT Tune,
we explore all forms of creativity, and every
new trend. I would also cite the recent trend
for products developed and crafted locally,
such as Beefeater Burrough’s Reserve and
Our/Berlin vodka.
Alexandre Ricard _ We are also exploring new avenues of consumption: in China,
the very aromatic Martell Distinction cognac,
specifically developed to tap into the meal
occasion, has been marketed since 14 Sep
tember. As regards wines, we have tried to
satisfy new consumer trends. The creation of
Brancott Estate Flight, with its low alcohol
content, was developed in response to the
demand for lighter wines.

Alongside our actions in terms of Premium
isation and Innovation, I would add our ability
to know how to meet the expectations of High
Net Worth Individuals, the 11 million people
worldwide who have more than USD1 million
in cash. Pernod Ricard is a leader in the
Prestige spirits category. With Martell, PerrierJouët, G.H.MUMM, Royal Salute or The
Glenlivet, we have significant means of

attracting them... but this special relationship
they are seeking remains to be forged. For
them, the authenticity of the product and
know-how are the overriding factors. But
more importantly, we need to be able to provide them with a genuine service above and
beyond the product itself. Based on an initiative by Pernod Ricard China, we have finalised the implementation of a customer relationship management programme, a highly
selective structure in Asia to meet the expectations of this highly demanding clientele. The
ability to detect and quickly adapt to changes
in consumer trends is the key to leadership.

What other highlights will you remember from 2012/2013?

The ability to
detect and
quickly adapt to
changes in
consumer trends
is the key to
leadership.
alexandre ricard
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Pierre Pringuet _ I will remember our
latest Responsib’ALL Day, which once again
was an opportunity for the affiliates to highlight the Group’s commitment to responsible
drinking. On that day, which brought together
every one of our 19,000 employees in some
80 countries, we also announced our decision
to extend the use of the logo recommending
that pregnant women refrain from consuming
alcohol during pregnancy to all our products
around the world. As we have said for a long
time, there can be no leadership without social
responsibility. For our industry, the key is to
promote responsible consumption of our products. As such, Pernod Ricard looks to be exemplary in this regard. That is why I have made a
personal commitment to bring together the
world’s largest producers of beer, wines and
spirits, and to show our shared determination
to combat the dangers of inappropriate or
excessive consumption of our products. That
is the thrust of the five commitments we all
made at the International Center for Alcohol
Policies (ICAP) conference last October:
reduce underage drinking, strengthen and
deploy marketing codes of practice, inform
consumers and promote responsible product
innovation, reduce drink driving and finally,
provide support for distributors to prevent irresponsible drinking.

Pernod Ricard will
continue to steadfastly follow
its long-term strategy.
Pierre Pringuet

Alexandre Ricard _ As Pierre mentioned, leadership is built on example. It is also
built on an organisation’s ability to adapt to the
challenges of tomorrow’s world. I’d like to take
a moment to look back on the digital transformation project we recently launched. We laid
the foundation of this digital revolution with
the very rapid implementation of our enterprise social network, Pernod Ricard Chatter®.
Digital media has profoundly revolutionised
our behaviour, and the ways we act, live and
work. Organisations must adapt to these
changes as quickly as possible, to maintain or
even increase their competitive advantage. A
dedicated team is now in place to launch a
movement that affects all aspects of corporate
life: from internal communications, to consumer knowledge and customer relationships.
Digital transformation will be one of our key
challenges in the coming year.

they meet our criteria of creating value and
strengthening our geographic exposure, for
instance in the United States or in emerging
countries. Nevertheless, in a world less open
to risk, we will make any tactical or targeted
acquisitions conditional upon maintaining
our “investment grade” rating.

What is the outlook for the next financial year?
Pierre Pringuet _ We expect that the
economic environment will be quite similar to
that of the previous year, i.e. it will show contrasting patterns of growth in the various
regions of the world. Pernod Ricard will continue to steadfastly follow its long-term strategy, based on investment in its Premium
brands, innovation and geographic expansion.

The Group’s debt is now on a par with
the level prior to the acquisition of Vin&Sprit.
Do you plan to make further acquisitions?
Alexandre Ricard _ First of all, it
should be noted that we have one of the most
comprehensive portfolios in our industry.
However, we may consider acquisitions if
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With 14 strategic Premium and Prestige spirits brands (the Top 14), 4 priority wine brands
and 18 key local brands, Pernod Ricard’s House of Brands drives the Group’s international
growth. This portfolio—the most comprehensive in the industry—is supported by targeted
marketing investments and a growing digital presence. Supported by a value creation strategy—
Premiumisation—and by an ambitious innovation policy (over 350 new projects),
it proved once again, over the financial year, its ability to leverage all growth opportunities.

p.10
Strategy

p.16

global icons

p.25

strategic premium spirits brands

p.38

strategic prestige spirits
& champagne brands

p.46

priority premium wine brands

p.54

key local brands

p.56

brand protection

strategy

creating
divergent spaces for

innovation

thierry billot
managing director,
brands

In a less-favourable economic environment than expected,
Pernod Ricard’s business continues to grow.
How do you view the brands’ performances in 2012/2013?
Thierry Billot _ The brands in Pernod
Ricard’s portfolio held up very well against the
slowdown in emerging economies and benefited from early signs of recovery in certain
key mature markets such as the United States.
This excellent performance was also accompanied by strong growth in value terms.
ABSOLUT continued its international expansion outside the United States, its traditional
market, with very significant growth in Asia
(up 36%) and Eastern Europe (up 15%).
Chivas Regal continued to grow despite the
slowdown in the Asian whisky market, thanks
to America and its ability to reflect the brand’s
strength in its selling price. The Glenlivet (up
22%) and Jameson (up 17%) stood out with
record growth, along with Martell. Havana
Club posted positive results in spite of the
poor performance of Southern Europe which
continues to linger. In contrast, Ballantine’s
continued to suffer in its traditional markets,
as did Ricard in France in an aniseed spirits
market that has struggled since the latest tax
increase. Supported by a high-value strategy,
the wine brands remained stable overall.
Lastly, among our 18 key local brands, Indian
whiskies, the Armenian brandy, ArArAt, our
international standard whisky, Passport, and
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Olmeca tequila continued to stand out. While
managing our performance has become more
complex, it doesn’t change our strategic
focuses for growth: Premiumisation and
Innovation.

Within this more mixed environment,
how did you generate growth from the brand portfolio?
We use our entire portfolio to exploit every
opportunity for consumption and growth. In
addition to the key strategy of geographic
expansion, I would underline four major
focuses:
First, of course, is winning over the middle
classes, which has largely been initiated by
Pernod Ricard in most emerging countries.
We have more recently turned our attention
to Africa, deploying the same model that was
successfully implemented in India: developing
our international brands—Ballantine’s,
Chivas Reg al and Jameson whiskies,
ABSOLUT vodka and Martell cognac—at
the same time as more affordable local brands
or products designed specifically for Africa.
Second is the aim to improve our ability to
reach High Net Worth Individuals—those

Innovation must
be meaningful and
create value.
11 million wealthy and well-travelled consumers who have more than USD1 million in
available cash in addition to their fixed assets.
With its unparalleled range of whiskies,
cognac and champagnes, and a strong distribution network, Pernod Ricard is uniquely
positioned in the industry to comprehensively
meet their needs. Several initiatives aim to
build a special and exclusive relationship with
these consumers. We are leveraging best practices to structure our approach and to develop
a set of guidelines for our affiliates. Indeed, a
luxury brand requires great discipline in its
message, its visual codes and the selectivity of
its distribution channels.
Third is the increasingly feminised consumption of spirits. Our wine portfolio is meeting
this opportunity with low-alcohol ranges such
as Brancott Estate Flight and Jacob’s Creek
Cool Harvest. ABSOLUT and Malibu are
also products that appeal to women, as are the
smoother-tasting whiskies such as Jameson.
And fourth is the appeal of Premium and
super-Premium brands to older consumers, to
which our portfolio’s composition responds
perfectly, both in the diversity of its offerings
and its positioning.

Kangaroo Fund,
participatory innovation

T

he Kangaroo Fund is a genuine
breeding ground for innovation.
To encourage everyone to take part,
we needed to inspire them.
We therefore gave it a name that
was distinct from Pernod Ricard’s
corporate image, and ensured that
it had a strong identity.
True to our entrepreneurial culture,
it was decided that the employees
would see their ideas through to
fruition and remain in charge of
their projects until the experimental
phase in a market. This is a unique
feature of our fund compared to others.
In the 60-second videos they created to
present their innovations, employees
showed a surprising degree of passion
and ingenuity. Those who agreed to
share their ideas often went above and

beyond; our role was to guide and
challenge them with the help of
internal and external experts.
The judging panel was very pleased
with the potential and the rate of
progress of the projects at every stage.
Employees’ ideas illustrated
an excellent understanding of
the Group’s strategy and confirmed
that innovation is not a restricted field.
What we’ve learned at this stage in
managing a disruptive idea we will
try to pass on to our affiliates.
This project has generated a lot of
healthy competition between
the employees. It also strengthened
their sense of belonging, and
ultimately allowed new talent to
emerge, in the form of
genuine ‘intra’preneurs.

Pernod Ricard is focusing on innovation to
capture the industry leadership. How do you steer
innovation to ensure the coherent and
coordinated development of the brands?
Creativity is the mother of innovation and can
exist only if we create a divergent space where
it can be expressed. Within the convergent
organisation imposed by the Group’s size, we
have built an innovation ecosystem around the
Breakthrough Innovation Group (BIG) and
the Kangaroo Fund, which are themselves
innovative and disruptive creations. These two
initiatives create room for free-thinking alongside the Holding Company and the Group’s
operational structures. Concentrating on
breakthrough ideas, BIG is an innovation
incubator that works like a free electron. The
Kangaroo Fund offers the opportunity for all
employees, regardless of their role or level, to
bring their disruptive ideas to life. Of course,
the Brands and Market Companies are also
innovating, on well-defined business issues.
Lastly, our aim is not to “innovate for the sake
of innovating”. It must have meaning and
enrich our brands’ universe, draw its substance from the brands’ history and knowhow; and, ultimately, it must create value.

Speaking of the Kangaroo Fund, last April
it selected the best projects to support and thereby
maximise their chances of success.
What is your assessment of this initial experience?
With 142 ideas submitted by Group employees, I’m extremely pleased with it! And instead
of one idea, there will actually be three
“breakthrough” ideas supported. Among
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Astrid Froment,
Marketing
Innovation
Manager

them, two went beyond the scope of the dayto-day responsibilities of the project sponsors.
The Kangaroo Fund’s strong message,
“Everyone Kan Do”, was well received. Over
one-third of project sponsors were from
departments other than marketing. The
Kangaroo Fund revealed a thirst for innovation and generated a lot of excitement. We
showed that we can drive innovation with a
visible commitment shared by all employees.
We are now intent on trying out these three
ideas as quickly as possible and preparing for
the second competition.

What challenge does the digital world pose for brands?
The digital world is an additional medium at
our disposal. There is often a risk of focusing
on the tool and losing sight of the business
issue—i.e., when do we want to emerge in the
consumer decision-making process? The
choice of tools depends on their degree of
relevance to the goal. In this area, we are striving to establish an organisation that is closelylinked to our innovation ecosystem using incubators—BIG, Group IT department—in
order to stand out from the pack and nurture
the brands. Creativity is then supported by the
most advanced digital technologies. A major
company-wide project led by Alexandre
Ricard has also been launched: the Digital
Acceleration Roadmap, which illustrates how
Pernod Ricard must rely on the digital revolution in its quest for leadership.

the global

wine & spirits market
category focus

International Spirits and Premiumisation
driving the market
by martin riley Pernod Ricard Chief Marketing Officer

I

n 2012, the international spirits market maintained its pace of
growth, rising +3% by volume, in line with the last 10 years. In terms
of value, growth was a robust +7%, up from +6% in the last decade.
The local spirits segment remained relatively flat in 2012, up just
+1%, while traditional spirits rose +4%, a reduced pace from previous years (+11% in 2011). This slowdown is partly due to the flagging
momentum of Baiju, which gained +2%.

vodka and scotch whisky: two key growth drivers

Whiskies and vodka drove most of this growth, representing 70% of
the 13 million additional cases sold in 2012 on the international spirits
market. With its +5% growth, vodka surpassed Scotch whisky in terms
of volume to become the No.1 international spirits category. This
increase stemmed primarily from North America, Asia and Duty Free,
as well as the super- and ultra-Premium segments. Whiskies posted
more modest growth, climbing +2%. Some segments were still very
dynamic, such as Irish whiskeys, up +11%, and flavoured whiskies,
which jumped +60% in 2012. Cognac, gin and tequila also boosted
the spirits market, each rising +5%.

Premiumisation continued in 2012 as the top-of-the-range segments
saw the strongest growth. The Prestige brand segment (priced above
USD84 per 75cl bottle in the United States) grew by +9% and ultraPremium brands (between USD42 and USD84 dollars a bottle) rose
+10%.
Conversely, the standard brand segment (between USD10 and USD17
per bottle) posted the smallest growth, at +2%.
After returning to growth since 2010, the champagne market fell –4%
in 2012. International champagnes held steady, while other champagnes accounted fully for the category’s decline.
The wine market was flat in 2012, with contrasting performances
recorded between dynamic New World wines (China up +9%, New
Zealand up +7%) and struggling Old World wines (Italy down –2%,
France flat).

Source for this article: The Pernod Ricard Market View, based on IWSR, volume data at year-end 2012
for international spirits and branded bottled wines.

◆ % evolution in volume from 2011 to 2012 ◆ % average annual evolution from 2002 to 2012
(1) Price for a 75cl bottle

6%

21 %

5%
4%
4%
3%
3% 1%

Breakdown of international spirits by category

+8.8
+9.5

+8.6

+4.7

+6.0

+2.9

+3.1

evolution in international spirits by price segment(1)
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+2.3

+1.9

standard between 10 and 17 USD

+11.2

9%

premium between 17 and 26 USD

11 %

super-premium between 26 and 42 USD

20 %

ultra-premium between 42 and 84 USD

13 %

prestige above 84 USD

◆ VODKA
◆ SCOTCH WHISKIES
◆ non-SCOTCH WHISKIES
◆ RUM
◆ LIQUEURS
◆ bitters
◆ TEQUILA
◆ NON-COGNAC BRANDY
◆ GIN
◆ ANISe-based spirits
◆ COGNAC
◆ other SPIRITs

premiumisation revs up

strategy

Breakdown of Pernod Ricard’s volumes
by category and Group’s position
Ranking among international groups

spirits(1)

No.2

No.1

Scotch whiskies

Other whiskies

18%

28% White spirits and rums

8% Liqueurs

33%

6% Anise-based spirits
No.4

5% Cognac and brandies
Bitters 2%

No.2

No.2
No.1

No.2

wines(2)

No.4

No.2

Champagne

Argentina

No.1(3)

4%

Others

9%
41% Australia

14%

Spain

No.4

16%
16% New Zealand

No.1

(1) Western-style spirits excluding ready-to-drink, wines and wine-based “apéritifs”—source IWSR data at end 2012. (2) Still and sparkling wine brands (priced above USD3). (3) Rioja.
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companies
The six Brand Companies are located in the home countries of the wine and spirits brands they produce.
They are responsible for the worldwide strategy of the brands in their portfolio and, in conjunction
with the Market Companies, its implementation in the markets. In charge of their products’ development and
production, they ensure quality and know-how, in keeping with their brands’ identity, origin and history.
Premiumisation and Innovation are central to their growth strategy: they seek to create
added value by identifying new trends, behaviours and technological developments.
The presentation of the Committees below reflects their composition during the financial year 2012/2013.
It does not take into account any changes after the closing date.

FIRST ROW FROM LEFT TO RIGHT
♦ Darryn Hakof, VP International Brand Development
♦ Kicki Alm, VP Human Resources
♦ Paul Duffy, Chairman & CEO
♦ Krister Asplund, VP Operations ABSOLUT
♦ Lars Ljungholm, VP Legal Affairs

The
Absolut
Company

SECOND ROW FROM LEFT TO RIGHT
♦ Olivier Gasperin, VP Finance & Administration
♦ Stéphane Longuet, Managing Director, The Wyborowa Company
♦ Rolf Cassergren, VP Operations Malibu & Kahlúa
♦ Jonas Tåhlin, VP Global Marketing
♦ Björn von Matérn, VP Corporate Communications

Absolut
Malibu
KahlÚa

From left to right
Hervé Fetter, Finance & MIS Director
♦ Douglas Cruickshank, Production Director
♦ Rick Connor, Public Affairs Director
♦ Paul Scanlon, Commercial Director
♦ Vanessa Wright, Communications Director
♦ Scott Livingstone, Human Resources Director
♦ Christian Porta, Chairman & CEO
♦ Gordon Buist, Technical Director
♦ Amanda Hamilton-Stanley, General Counsel
♦ Eric Benoist, International Marketing Director
♦ Alister McIntosh, Manufacturing Director
♦

Chivas
Brothers
Chivas regal
the glenlivet
ballantine’s
beefeater
royal salute
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strategy

FIRST ROW FROM LEFT TO RIGHT
♦ Philippe Guettat, Chairman & CEO
♦ Susan Gustafsson, General Counsel
♦ Bruno Pierrain, Chief Financial Officer

Martell
Mumm
Perrier-Jouët

SECOND ROW FROM LEFT TO RIGHT
♦ Jean-Marc Morel, Managing Director, Martell
♦ Michel Letter, Managing Director, Mumm Perrier-Jouët
♦ Frantz Hotton, Commercial & Brand Development Director
♦ Charles-Armand de Belenet, Marketing and
Communications Director
♦ Éric Douvier, Human Resources Director

Martell
G.h.mumm
perrier-jouët

From left to right
♦ Simon Fay, International Brand Development Director
♦ Pat Magee, Managing Director, Ireland
♦ Rosemary Garth, Communications & Corporate Affairs Director
♦ Carlton Greer, Legal Director
♦ Anna Malmhake, Chairwoman & CEO
♦ Guillaume Thomas, Finance Director
♦ Howard Southern, International Marketing Director
♦ Colm Maguire, Human Resources Director
♦ Peter Morehead, Production Director

Irish
Distillers
jameson

FROM LEFT TO RIGHT
♦ Sergio Valdés, Export Director
♦ Nick Blacknell, International Marketing Director
♦ Ivette Martínez, Sales and Marketing Director, Cuba
♦ André Leymat, Industrial Director
♦ Jérôme Cottin-Bizonne, Chief Executive Officer
♦ Julián Machín, Chief Financial Officer
♦ Larisa Fuente, Human Resources Director
♦ Juan González, Chairman

Havana Club
International
havana club

FIRST ROW FROM LEFT TO RIGHT
♦ Koldo Santamaria, International Brand Development Director
♦ Jean-Christophe Coutures, Chairman & CEO
♦ Ludovic Ledru, Chief Financial Officer
♦ Kate Thompson, Corporate and Legal Affairs Director

Premium
Wine
Brands

SECOND ROW FROM LEFT TO RIGHT
Dave Kluz, Strategy Director
♦ Fabian Partigliani, Managing Director, New Zealand
♦ Julien Hémard, Managing Director, Australia
♦ Christian Campanella, Human Resources Director
♦ Brett McKinnon, Managing Director, Orlando Wines
♦ Christian Barré, Managing Director, Domecq Bodegas
♦ Jeremy Wright, Global Technical Director
♦ Edouard Beaslay, Global Marketing Director
♦

jacob’s creek
brancott
estate
campo viejo
graffigna
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Two brands in the Pernod
Ricard portfolio have
been defined as “Global
Icons” because they
appeal to consumers all
over the world. Distributed
across all channels,
they are priority growth
drivers in each of the
Group’s markets and
therefore receive substantial
advertising and
promotional investment.

GLOBAL

absolut _ chivas regal
* See the House of Brands on page 6 of the Panorama.

16

Joao Rozario

Regional Director, The Absolut Company
It was amazing to see the group dynamic around this canvas... Initially, we were introspective:
each person was painting alone, trying to follow their own idea.
As time went on, we began to add to or reinterpret the pictures of the other models.
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reIN
TERPRe
absolut ted
by
artists
As a global icon, ABSOLUT is constantly reinventing itself. In 2012/2013, the Swedish vodka
confirmed its growth potential with outstanding
global performances, in particular Asia, led by
South Korea (+75% in volume) and China
(+88% in volume), as well as Eastern Europe, led
by growth in Russia (+17% in volume).
With ABSOLUT ELYX, manually distilled in
a copper still dating from 1921, the brand has
reached a new level of Premiumisation by creating an exceptionally pure and silky smooth
vodka. The most refined product within the
range, it has been making waves ever since its
US launch in spring 2013, where it won the title
of Best Vodka, obtaining a double gold medal
at the San Francisco World Spirits Competition.
Artistic director and designer Johan Lindeberg
worked in collaboration with actress Chloë
Sevigny on the American launch. In Travel
Retail, the ABSOLUT bottle was covered in a
second skin created by denim designer Loren
Cronk, while ABSOLUT Exposure introduced

11.6

million cases
sold

+5%
in value

a new technique of printing on glass to create
optical illusions, using portraits of Lydia Hearst
by Johan Renck.
Since it was launched at the end of 2012, limited edition ABSOLUT Unique has earned
great success and won numerous awards,
including Gold from Epica, Eurobest and FAB
Awards (Gold Design Lion, in Cannes Lions,
winner in Packaging design in the D&AD
Packaging awards).
Encoded in the brand’s DNA since its origins,
ABSOLUT’s relationship with the creative
community reached another milestone this year:
the brand set up the ABSOLUT Art Bureau, an
organisation dedicated to all its artistic initiatives. As a founding act, ABSOLUT launched a
three-year collaboration with the Art Basel contemporary art fair.

Identity

Since its creation in 1879,
ABSOLUT has stood apart from
all other vodkas on account of
its purity and the richness of its
flavour. This it owes to its one source:
all bottles are produced in one place,
Åhus, Sweden, which ensures
consistent quality worldwide.

Main markets

United States, Duty Free, Canada,
Germany, United Kingdom,
Mexico, Spain, France, Brazil,
Poland, Israel, Russia.

Key positions

No.1 worldwide in Premium vodkas,
No.5 worldwide in spirits.

Range

+93%
in value
in China
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ABSOLUT Vodka, Peppar, Citron, Kurant,
Mandrin, Vanilia, Raspberri, Apeach,
Ruby Red, Pears, 100, Mango, Berri Açai,
ABSOLUT ELYX, Wild Tea, Orient Apple,
Gräpevine, Cherrykran, Tune, Hibiskus,
Cilantro, AMBER, CRAFT.

global icons

All the way with Swedish House Mafia
Following the successful
partnership with dance music trio
Swedish House Mafia, which gave
rise to the hit Greyhound,
ABSOLUT decided to sponsor
the group on its final 52-date
world tour. From November 2012
to March 2013, these performances
were seen by about one million
spectators. ABSOLUT was
of course the tour’s official drink,
and, on top of that, the brand and

the band worked together to
design exclusive events
on selected dates to prolong
the fan experience. The tour
was a phenomenal success.
From Chicago to San Francisco,
seats sold out in a matter of
minutes, and in the group’s
birthplace of Stockholm,
Swedish House Mafia sold out
the 35,000-seat Friends Arena for
three nights in a row.

Events
NEW FLAVOURS / ABSOLUT Hibiskus, first vodka
with a floral aroma, and ABSOLUT Cilantro (coriander),
inspired by Latin America / 3 NEW EDITIONS OF
ABSOLUT BLANK / With Mario Wagner (Germany),
Nile Pilpeled (Tel Aviv), David Kinsey and Phil Frost
(United States) / LIMITED EDITIONS / Moscow,
Mexico and Poland, in collaboration with local
artists / ABSOLUT CRAFT / Designed exclusively for
bartenders, a collection of three aromas
co-created with famous bartender-mixologist
Nick Strangeway / DRINKSPIRATION / A free
iPhone application that provides personalised
advice on how to create a drink based on
the user’s tastes.

ABSOLUT Tune, the art of fusion
A truly disruptive innovation,
ABSOLUT Tune was launched
this year in the United States.
This blend of ABSOLUT vodka
and sauvignon blanc presents
a unique approach to the market
by breaking down silos between
wine and spirits. It’s a trendy
creation being promoted by
ambassadors who are equally
popular: DJ and model
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Charlotte Ronson, and R&B artist
Solange Knowles. The range
was launched in October
in New York and Los Angeles,
and then rolled out to selected
states in November. The launch
received substantial media
coverage: ABSOLUT Tune
has been seen on more than
460 online and offline platforms.

co

creation
n°

1

A Marketing and Industrial
collaboration for ABSOLUT Unique
To make every bottle a work of art... it was a bold challenge, but one which The Absolut Company met.
ABSOLUT Unique is the exclusive offer of a one-of-a-kind, numbered piece—one of nearly four million bottles
produced. To create this limited edition, the production chain was turned into a creative workshop.
Jonas Tåhlin and Eric Näf, respectively Marketing Director and Director of packaging development
at The Absolut Company, lift the veil on this first for the Group.
That’s why Eric’s team was involved from
the earliest discussions to define the concept.
Eric _ Without this close collaboration between
all parties, based on the sharing of competencies
and an understanding of everyone’s constraints,
the project would never have got off the ground.
Jonas _ Indeed, the overall atmosphere was one of
mutual trust. There was no guarantee of success,
only a fierce determination.
Eric _ In practical terms, we organised workshops
with our supplier and at our bottling plant.
The idea was to gather up technical knowledge and
creativity to solve problems, whether great or
small. These multifunctional workshops have been
essential to the project’s success.
Jonas _ The reception for ABSOLUT Unique
has been fantastic, not only amongst consumers,
but also with some manufacturers that are
interested in the technical and creative side.
The project has received several awards. It stands
as an example of the power of collaboration by
expert teams.
Eric _ What’s more, this project has changed
attitudes among us about what is possible or not.
Everyone sees their day-to-day work differently
now, and people appear more open to opportunities.
Bringing talents together definitely adds creative
value.

Jonas Tåhlin _ ABSOLUT is a creative brand
that has to surprise its consumers. For the festive
season, we usually launch a limited edition.
We were looking for a revolutionary project that
would highlight packaging and design as the main
feature. My marketing team then worked with
the creative agency on a concept. Eric and
his packaging team helped us to make it happen.
We called it ABSOLUT Unique.
Eric Näf _ We wanted to make the impossible
possible: to produce millions of bottles,
each one different to the others. It had never been
done before.
Jonas _ With ABSOLUT Unique we decided to
be bold and got exactly what we wanted:
the creation of a unique piece on a large scale
that complied with our standards of product
quality and traceability.
Eric _ Though it wasn’t easy, we set a new standard.
We had to rethink the production chain in order to
introduce randomness into a process that
is specifically designed to be consistent and
repetitive. Our solution was to use algorithms to
arbitrarily combine 35 colours and 51 patterns.
Jonas _ ABSOLUT Unique is above all the success
of a collaborative team brought together by
an extraordinary project, from both a creative and
technical point of view. Limited editions always
involve multifunctional teams.
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Kevin Balmforth

Spirit Quality Technician, Chivas Brothers
A few floors up, at the Centre Pompidou, the Roy Lichtenstein exhibition was being held.
We visited it before we started our own piece, and it proved to be a great source of
inspiration for me in my way of working! Olaf advised me to keep things simple, and
remain true to what I wanted to spontaneously create.
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sha
ring

chivas regal

val
ues

Chivas Regal is firmly established as a true
global icon of Scotch whisky. In 2012/2013,
with +5% globally, the brand’s net sales kept
rising over Europe, Asia and the Americas.
Chivas Regal 18 YO, in particular, achieved
excellent performances (+14%) and noteworthy
penetration in key markets such as Vietnam,
Russia, Turkey, Brazil and India.
With its strong brand values, synonymous with
luxury and authenticity, Chivas is leading the
trends in digital communications to reach high
net worth consumers around the world.
Launched in 2008, the global Live with Chivalry
campaign took on a new incarnation this year,
through a partnership with Mexican film company Canana (see pages 23 and 24).
Chivas Regal also continued to focus on product
innovation by launching The Chivas Brothers’
Blend—a 12 YO whisky made from selected

4.9

million cases
sold

+5%
in value

malts to create a unique expression of the
smooth Chivas style. To be sold exclusively in
airports around the world, this is the first launch
of a permanent brand extension since 2007, the
year Chivas Regal 25 YO was recreated.
Significant volumes of The Chivas Brothers’
Blend have been sold since its launch in October
2012.
For limited editions of Chivas Regal 12 YO, the
brand started a series of collaborations with
luxury craftsmen. As part of the Made for
Gentlemen campaign, the British luxury shoe
designer Tim Little created a gift box inspired
by the ideal wardrobe for a modern day gentleman: the brogue.

Identity

A pioneer of luxury Scotch whisky
since 1909, Chivas Regal has remained
faithful to the principles of authenticity
and quality that were the hallmark of
the brothers James and John Chivas.

main markets

Duty Free, China, United States,
France, Japan, Vietnam, Russia,
Turkey, Australia.

Key positions

No.1 in Europe and No.2 worldwide
in super-Premium Scotch whiskies.
No.1 Scotch whisky in China.
Chivas Regal 18 YO is No.2 worldwide
in ultra-Premium Scotch whiskies.

Range

+42%

in value in Vietnam
for Chivas 18 YO
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Chivas Regal 12 YO,
The Chivas Brothers’ Blend,
18 YO, 25 YO.

global icons

Events
CANNES FILM FESTIVAL / Exclusive cocktails
for the opening night party of
screening / LIVE WITH CHIVALRY / Continuation of
the brand’s global advertising platform /
THE CHIVAS BROTHERS’ BLEND / Huge success for
the first new permanent product since the launch
of Chivas Regal 25 YO—exclusive to Travel Retail /
THE LEGEND OF CANNES / A site with
a behind-the-scenes look at Cannes (videos from
parties and the most prestigious screenings).

A partnership based on innovation and elegance
Pininfarina, a brand that has
epitomised Italian design since
1930, shares a common heritage
with Chivas Regal. Both houses
are united by the same ambition:
to create rewarding luxury
experiences that pay tribute to
the craftsmanship. The concept
behind the partnership is called
The Drop: a drop, symbol of
liquids, suspended in the air,
so as to embody the brand

environments of Chivas and
Pininfarina. This idea was
the inspiration for the three
Chivas 18 by Pininfarina limited
editions. Levels 1 and 2 feature
the elegance of Pininfarina
through the drop-shaped pack and
glassware. The third creation,
The Chivas 18 Mascherone by
Pininfarina, represents
the pinnacle of the partnership:
five editions only were hand

produced in Italy. It was inspired
by the original wooden frame that
was used to refine new automobile
shapes, combining an oak internal
structure which is then clad in blue
aluminium. The editions have
been launched in 25 countries and
have featured in high profile media
ever since.

Inspired by friendship
Digital plays a key role for Chivas Regal in
driving global relevance for the brand.
To create social content that could embody
key brand values, Chivas Regal chose to join forces
with Canana, a Mexican production company.
“We wanted to work with a company that understood
friendship, brotherhood and shared success,
those values that are carried forward by our brand
and its international campaign Live with Chivalry,”
said Richard Black, Global Brand Director.
Canana embodies these values, having been founded
by three life-long friends, Hollywood actors
Gael García Bernal and Diego Luna, along with
producer Pablo Cruz. For the occasion, Diego and
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Gael directed a two-part short film about
male friendship entitled Drifting. Having achieved
almost two million views in the first three months of
launch on the web, the two films are a huge success
and have received outstanding media coverage
(GQ, Askmen, Huffington Post and MSN).

co

creation
No.

2

Friendship, a bond of
co-creation for Chivas regal
Chivas Regal has long cultivated collaboration, whether calling on renowned creators,
such as Italian design icon Pininfarina or fashion legend Christian Lacroix for limited editions.
The brand has a history of working with artists who share the same core values expressed in
its Live with Chivalry campaign: shared success, friendship, fraternity…
To complement the latest instalment Chivas Regal partnered with Canana,
a Mexican film company to create bespoke digital content.

We built a digital platform with dedicated
contents and interviewed Gael and Diego on
set to create 17 clips.
Gael Garcia Bernal ❶_ It’s funny because
Diego and I are good friends that work well
together, and we’ve had our moments of course,
our ups and downs in terms of the professional
side of things, and sometimes we get into
arguments. But the good thing is that it’s always
because we want the best out of each other.
Diego Luna ❷_ Shooting a film is always
an exercise for me. The feeling of ownership
is huge as a director and that’s where the fear
comes from because there’s no one else
to blame because it’s just your point of view!
The only one who goes through that process
with you is the producer even though
everyone lives in that moment with you on set.
This is more of a collaboration and
that makes it exciting for me, a nice challenge!
Aliz _ The benefits of the partnership with
Canana are tangible, generating over
170 articles and about 5,300 web and blogs
mentions. There has been a great response to
the film and interviews, reaching 1.9 million
views on YouTube in the first three months
following the launch.

How did the idea for a collaboration with Canana come about?

Aliz Csaki, Chivas Regal’s global digital
senior brand manager _ We had launched
the latest instalment of the Live with Chivalry
campaign and wanted to further explore
the insight behind it, Real Friends, Make Time,
through digital content. The insight is
around male friendships and the pressure
these relationships come under from work,
family commitments and life in general.
We found that these bonds are reinforced when
friends “make time” to reminisce about
the moments that created and defined their
relationship. Working with Canana was
a response to this brief. Canana’s founders,
Gael Garcia Bernal, Diego Luna and
Pablo Cruz, are childhood friends.
All three have forged successful careers in
the film world, Gael and Diego as critically
acclaimed actors, Pablo as a producer.
In 2005, they created Canana to work on
film projects.

How did you work together?

Aliz _ We immersed Canana in the world of
Chivas, the history of brotherhood which
goes back to the founders James and
John Chivas. They responded with a concept for
a two-part short film called Drifting.
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Like ABSOLUT and
Chivas Regal, the seven
strategic Premium
spirits brands in the Pernod
Ricard portfolio are
destined to become
the global icons of
tomorrow. Distributed
in all channels,
they are supported by
significant investment,
which is targeted
according to local market
conditions.

strategic
premium
spirits

ballantine’s _ jameson _ ricard _ havana club _ beefeater _ KAHLÚA _ malibu
* See the House of Brands on page 6 of the Panorama.
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strategic premium spirits brands

a creA
tive

ballantine’s

impre
ssion

In 2012/2013, Ballantine’s continued to expand its footprint, mainly
through its campaign Leave an impression. The brand was especially
dynamic in Russia and India; in Germany, Travel Retail and South
America, where it is firmly established, it continued to grow. Despite
Ballantine’s growing share in France and Spain, both markets suffered
from challenging conditions across the year impacting volume performance. Ballantine’s consolidated its high-end position in the Prestige
Scotch whisky segment with Ballantine’s 40 YO becoming a pinnacle
of the range, while new extensions in the form of Ballantine’s 17 year
old Signature Distillery Editions developed the brand’s position in ultraPremium Scotch in South Korea and Asia Travel Retail. New golf editions were also launched to support the brand’s major sponsorship
platform in Asia, the Ballantine’s Golf Championship in South Korea.
To supplement its campaign created in 2007, Ballantine’s launched a
major new initiative, Loud Blue, with digital agency Work Club. Using
an algorithm that transforms photos into music, this social media platform invites fans of the brand to leave their footprint in a unique and
creative way: they simply take a photo from Instagram, use the hashtag
#loudblue and share it on Twitter. The platform then analyses the
image and draws on various musical genres to create a unique track.
First launched in Brazil in collaboration with local artists, Ballantine’s
Loud Blue will be gradually rolled out internationally over the next two
years.

5.9

million of cases
sold

–6%
in value

+27%

in value in Russia,
+5% in Eastern Europe

Identity

Founded in Edinburgh in 1827,
Ballantine’s now offers
the most comprehensive
range of Scotch whiskies,
including its prestigious
Ballantine’s 40 YO.

A 100%
cotton impression

The t-shirt has always been an iconic
method of self-expression.
It was already a kind of “Facebook
status” before Facebook existed.
Ballantine’s decided to take it a step
further. The brand is promoting
the first digital t-shirt, “tshirtOS”.
With its integrated LED display
connected to a mobile application,
the tshirtOS can display photos and
tweets: a myriad of ways to tell
everyone you meet a little about
who you are and what you love.
Ballantine’s developed a prototype,
which is featured in YouTube videos
shot in London, Mexico City and
São Paulo, and has also been
the subject of live TV appearances
and major media coverage across
the year. The idea is to encourage
as many fans as possible from
around the world to buy it and
thus enable its higher-scale
production at an affordable price.

Main markets

France, Spain, Duty Free,
Poland, Germany, China,
Japan, Chile, Portugal,
Russia, Italy, Switzerland,
United States, Brazil, Taiwan,
Canada, South Korea.

Key positions

No.2 worldwide in Scotch
whiskies, No.1 Scotch whisky
in Europe, No.1 ultra-Premium
Scotch whisky in South Korea
and Japan.

Range

Ballantine’s Finest, 12 YO,
15 YO, 17 YO, 21 YO, 30 YO,
40 YO, Ballantine’s Limited,
Ballantine’s Malt, Ballantine’s
Masters, Ballantine’s
Christmas Reserve.
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Events
BALLANTINE’S CHAMPIONSHIP IN ASIA / The 5th edition of
the golf tournament that attracts world class players with
media coverage from across Asia / BALLANTINE’S 40 YO / A new
iconic pinnacle to the range / BALLANTINE’S NO.1 IN EUROPE /
Ballantine’s leadership position in Europe was advertised
a pan-regional advertising campaign.

co

creation
No.

3

Educating on
aged whisky
“Do you know how long it took to build the Great Pyramid of Giza? The same time as it takes to create
our leading Single Malt, The Glenlivet 18 Year Old.” This is a hook of the second phase of the Age Matters
campaign Great Things Take Time, launched in summer 2012. A multi-channel campaign in 24 countries,
the United Kingdom element of the campaign is the result of a collaboration between
Chivas Brothers and Pernod Ricard UK, specifically rolled out in the London store of
British Premium retailer The Whisky Shop. Here we find out about this initiative with Jennie Norrish,
Head of Public Relations at Chivas Brothers, Joanna Richardson, International Regional Manager at
Chivas Brothers, and Georgina Townend, Customer Account Manager at Pernod Ricard UK.

What were your objectives when you began working with
The Whisky Shop, the largest whisky specialist in the United Kingdom,
and its store in London?

buy luxury Scotch whiskies, with specific
areas reserved for each of our brands.
It was used to launch the Chivas 18 Pininfarina and
The Glenlivet Alpha bottles, as well as
the Aberlour single malt, Ballantine’s 17 and
Beefeater Burrough’s Reserve. It should be noted
that we have also sold a number of bottles of
the ultra-Premium Royal Salute Tribute to
Honour through this outlet.
Joanna _ The Age Matters campaign is at the heart
of the store. In it you will find a “knowledge bar”
with film screenings, content available on
tablets and a tasting table designed to
educate and raise our customers’ awareness of
how Scotch whiskies are produced.
This partnership has certainly added
a new dimension to the way we sell whiskies.
Jennie _ Thanks to the store, we now have
a permanent space in which to bring “Great Things
Take Time” to life. It has strengthened the impact
of the campaign’s messages through PR and
consumer experience, a campaign which is now
being seen in 24 countries and has enabled us to
reach nearly 100 million people. This concept has
already inspired launches throughout the world.

Joanna Richardson _ The aim for Chivas Brothers
was to increase understanding and
visibility of the brand portfolio in London.
With that in mind, we worked closely with
Pernod Ricard UK to create standards for
luxury whiskies and participate as a major
partner in the design, development and
opening of The Whisky Shop’s flagship store.
For its new store, The Whisky Shop wanted to
change consumers’ perceptions of whisky by
taking them on a journey through the ages,
from the most recent to the most aged.
Jennie Norrish _ The objectives of The Whisky Shop
perfectly complement those of the Age Matters
campaign, which aims to educate consumers
about luxury Scotch and the meaning of
the number on the bottle. The interactive display
in-store ensured both genuine engagement with
this message and high visibility for the campaign.

The London store opened in November 2012. What are the initial results?
Georgina Townend _ Located on iconic Piccadilly,
the store provides an innovative way to try and
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Sabine Sheehan

Sales and Marketing Executive, Irish Distillers
Becoming an artist is first and foremost about learning! I had to come to terms with
the tool I was going to use to paint, then be free-thinking in my approach, to support the actions of
the other models. I tried to imagine the canvas once completed, to find the general movement and
the direction I should take.
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strategic premium spirits brands

spirit
of
the
foundeR
Benefitting from the strong market for Irish whiskey, Jameson continued to win new customers in 2012/2013, with sales soaring 17% in
value over the year. It posted two-digit growth in value in 40 markets,
including the United States (up 26%), Russia (up 23%) and South
Africa (up 18%). It now ranks 19th amongst the world’s top 100 spirits
brands (up 6 places year on year).
Several innovations were launched during the course of 2012/2013.
With the Great Urban Escapes bottle, a limited edition created exclusively for Travel Retail, Jameson paid tribute to some of the world’s
most exciting cities (e.g. Dublin, London, New York) and their best bars.
For St. Patrick’s Day, the brand commissioned ornamental glass artist
David Smith to design a limited edition bottle. Inspired by the traditional etched glass that adorns Dublin’s pubs, it was launched in
February 2013 across 24 countries.
As for advertising, in the United States, a new TV commercial was
added to the saga The Legendary Tales of John Jameson. In the new episode,
Iron Horse, directed by John Hillcoat, John Jameson confronts modern
technology in order to save his precious cargo of whiskey, loaded
aboard a runaway train. The advert was aired for the first time during
the NBA All-Star Game on 17 February 2013 and will be rolled out in
8 further countries from September 2013.

4,3

million of cases
sold

+17%
in value

Identity

Created in 1780 at the John
Jameson Distillery in Dublin,
Jameson sets the standard
for Irish whiskeys worldwide.

Main markets

Present in over 130 countries,
including key markets
such as United States,
Duty Free, Russia,
South Africa, Ireland,
France, United Kingdom,
Canada, Australia,
Portugal, Spain.

in value
in the United States
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The quintessential Irish holiday,
St. Patrick’s Day has become
a relevant global event thanks to
Jameson. In 2013, festivities
kicked off on 15 March with
41 radio stations from 10 countries
broadcasting live from
the Old Jameson Distillery.
On 17 March, Jameson had invited
the winners of its Facebook
competition to come celebrate
the day in Dublin, where
Bombay Bicycle Club headlined
a sold out concert in the city centre.
Jameson also staged Saint Patrick
parties around the world,
in cities such as Prague, Mumbai,
Buenos Aires and Stockholm.
For the brand, this annual event
is a powerful marketing tool:
traffic to Jamesonwhiskey.com
increased by 47% on 17 March,
while fan engagement on Facebook
grew by 49% in comparison to
St. Patrick’s Day 2012.

Key positions

No.1 Irish whiskey worldwide,
with a 64% market share
in its category.

Range

Jameson Original,
Select Reserve Black Barrel,
Gold Reserve,
Rarest Vintage Reserve,
Signature Reserve,
12 YO Special Reserve,
18 YO Limited Reserve.

+26%

St Patrick’s Day,
an international
celebration

Events
JAMESON FIRST SHOT, 2ND EDITION /In partnership with
Kevin Spacey’s production company Trigger Street Productions,
the brand gave three amateur filmmakers from South Africa,
Russia and the United States the opportunity to produce a short
film starring actor Willem Dafoe / A JAMESON CITY GUIDE /
The launch of the Great Urban Escapes bottle in the Travel Retail
channel included the introduction of an exclusive app.

strategic premium spirits brands

convi
via
ricard lity
and
creation
In 2012/2013, Ricard felt the repercussions of crisis in France and the
tax increase on alcohol. The brand’s results were also impacted by
inclement spring weather. In an aniseed market down 5% in volume(1),
Ricard nevertheless managed to strengthen its leadership. This performance was achieved through the combination of efficient work of the
sales teams on the ground, bold advertising campaigns, a major digital
strategy, and the launch of innovative promotional items.
The brand strives continually to renew the ritual for preparing and
serving Ricard, with a preference for artistic collaboration. For example, designer Mathieu Lehanneur created a new line of serving objects:
a decanter and glasses whose functional design is based on the stages
of the famous Ricard ritual. In addition, artist Mathieu Mercier, winner of the Prix Marcel Duchamp in 2003, created the first limited
edition since the transformation of the Ricard bottle in 2011: with
intertwining curves of water against a frosted silver background, he
enhanced the original silhouette of the Ricard bottle and created a
contrast with its clean lines and sharp angles. The brand also called on
BETC Design to create a new ritual based on an exclusive object, the
Ricard Twist’R. With a new action for mixing Ricard with flavoured
syrups, Don’t shake it! Twist it! (measure, pour, and twist the glass to make
the ball roll around the cap), it’s yet another way to enjoy Ricard.
(1) Nielsen FYTD at end June 2013.

4,6

million of cases
sold

in value

More than

40%

A brand can be a leader without
taking itself too seriously! After
the success of the 2012 campaign,
80 ans et toujours jaune (80 years old and
still yellow), recognised by numerous
awards, the 2013 campaign
maintains the bold and humorous
tone that has been so successful
for Ricard with its tagline Jaune avec
un grand R (Jaune with a capital R).
To continue its tradition of outdoor
advertising while remaining
contemporary, the brand selected
visuals that use calligrammes
to proclaim with humour, boldly
and clearly, the brand’s radiant
energy. Launched in the lead-up
to summer 2013, the campaign
was supported by a powerful media
presence including a national
outdoor campaign, special events,
press, radio and the web.

Identity

Since 1932, Ricard pastis
has celebrated the blending
of star anise from China,
liquorice from the Middle
East and a secret selection of
aromatic herbs from
Provence.

Main markets

France, Spain, Belgium,
Andorra, Italy, Luxembourg,
Portugal, Switzerland,
Canada, Germany.

Key positions

World leader in anise-based
spirits, leader of the spirits
market in France and
Belgium, No.2 international
spirits brand in Europe.

Range

–9%

A leader with
a sense of humour

From miniatures (2cl)
to gallons (450cl).

of market-share in anise-based
spirits in volume in France
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Events
PLACE RICARD / The digital version of the consumer magazine
has more than 215,000 members / LE BAR À PLUIE (RAIN BAR),
AN APP TO BEAT THE WEATHER / Ricard fans on Facebook
developed a design for a machine that can filter rainwater
for their favourite drink / FACEBOOK / About 250,000 fans on
the brand page.
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memorable collaborations with Ricard
in the history of advertising
The relationship that Ricard maintains with the art world is a story of complicity and passion.
An advertising icon, the brand has entered into the collective memory through
successful collaborations with artists and designers. Each one of them has left its mark, and
that of its era, creating a Ricard saga that is still being written today.

a

Paul Ricard considered his pastis recipe to be
a personal creation. He gave it his name, and
designed the bottle’s blue and yellow label
inspired by the Mediterranean sky and sun,
which make up the brand’s visual identity. To build
Ricard into a lasting brand, the entrepreneur
drew inspiration from all aspects of creation and
explored communicating through objects.
Among pastis serving items, the most emblematic
remains the water pitcher. The first model,
designed by Paul Ricard in 1935, has since been
updated by Marc Newson (2000), the Bouroullec
brothers (2002) and Robert Stadler (2007).
“Ricard’s imagery and its aesthetics have
consistently been highlighted through a wide variety
of objects that reflect leading edge trends. The brand
has become a source of
Ricard has become inspiration for
greatest designers,”
source of inspiration for the
says Anne Tremsal,
the greatest designers. Director of
Communications at
Ricard S.A. at the time.
❶ ANNE TREMSAL The Premium carafe
Director of Communications Ricard S.A. and bottle by Garouste
and Bonetti (in 1995
and 1999), the fluted glass by Olivier Gagnère (1998),
spirit measures by Radi Designers, the lemoninspired set by Tsé & Tsé Associées, or the tapas
glass by Sebastian Cordoleani and Franck Fontana
(2009) are all part of a cultural heritage that
the brand and designers have built together.

It is to this world that the Museum of Decorative
Arts dedicated an exhibition. To mark the brand’s
80th anniversary in 2012, Ricard S.A. since 1932
pays tribute to the brand. “Ricard is one of those
brands that leaves an imprint on the collective
memory,” said
Mathieu Lehanneur’s
Beatrice Salmon,
then director of
creations aim for
the Paris museum.
a perfect balance between
“From very early on,
our museum has
functionality and aesthetics.
reflected the cultural
Collaboration with Ricard
reality of consumer
products.”
therefore seemed natural.
The adventure
continues today with
Florent Leroi ❸
a carafe and glass set
designed by Mathieu
Brand Director Ricard
Lehanneur ❷, one of
the most original figures in design. This devotee of
“functional” design focused on the serving ritual
and its components. “Mathieu Lehanneur’s
creations aim for a perfect balance between
functionality and aesthetics. Collaboration with
Ricard therefore seemed natural. A constant quest for
excellence and mutual understanding allowed us to
reconcile objectives for rejuvenating the brand with
technical constraints and the designer’s vision,”
explains Florent Leroi, head of the Ricard Brand.
A collaboration resulting in two unique objects with
a fluid and contemporary design.
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Varna Cremata

Cultural Promoter, Havana Club International
My job entails working with Cuban artists. For the first time, I was the one taking centre stage!
I feel that this adventure has made me stronger:
in spite of the language barrier, I lived an extraordinary collective experience.
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extend
HAVANA CLUB ing
cuban
cultURE
Despite an unfavourable global economy, sales of Havana Club rose
3% in 2013, mostly driven by growth in its key markets, such as
Germany and France. While the brand’s main export market, historically, is Europe, it is also present in core markets in the Americas, such
as Chile, Mexico, Canada and, more recently, Argentina and Colombia
which are growing rapidly. Benefiting from the boom in rum-based
cocktails like the Mojito, Havana Club has become a major player in
the Premiumisation of white and dark aged rums.
The brand is heavily involved in promoting the Cuban art scene, especially through its collaboration with producer Gilles Peterson. It has
also become an ambassador of Cuban culture and lifestyle around the
world, by developing digital marketing programmes, such as The
Havana Club Gap Year. Launched in 2012 through a Facebook competition, the programme is based on a simple idea: in Cuba, people take
the time to enjoy life and relationships. Julián Medina, from Colombia,
is the lucky winner of this international competition. He started his
12-stage journey around the world in Havana, in July 2013, and will
be travelling for a year. Julián will tell the story of his journey and
adventures by posting pictures and videos to a special blog.

3.9

million of cases
sold

+3%
in value

Identity

in value
in France

The Cuban capital is the star of
the film 7 Days in Havana. Filmed by
seven major international directors,
Benicio del Toro, Elia Suleiman,
Gaspar Noé, Pablo Trapero,
Juan Carlos Tabío, Julio Medem
and Laurent Cantet, the film
offers a contemporary look at
the city, which has long been
an inspiration for artists. Born
from the collaboration between
the Havana Club communications
agency and production houses
Full House and Morena Films,
it was distributed in 25 countries
from June 2012 and promoted
around the world through a series
of events spearheaded jointly by
Havana Club’s Marketing teams and
Pernod Ricard’s Market Companies.
7 Days in Havana was nominated
in the Un Certain Regard category
at the Cannes Film Festival. It was
also screened at the San Sebastian
(Spain) and Ekimi (Turkey) film
festivals. It received the Grand Prix
Stratégies Brand Content in 2012.

With origins dating back to
1878, Havana Club
is the emblematic brand for
Cuban rum today.

Main markets
Cuba, Germany, Italy,
France, Chile, Spain.

Key positions

No.3 international rum brand
worldwide; leader of
the Premium+ segment;
market leader for rums
in the Premium segment
in Cuba, Germany and Italy.

Range

Havana Club Blanco,
3 Year-Old, Ritual (Spain),
Especial, Reserva, 7 Year-Old,
Selección de Maestros,
15 Year-Old, Máximo Extra
Añejo.

+14%

Havana,
an inspiring set

Event
EURO EFFIE GRAND PRIX / Awarded to the global communications
campaign
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Fighting together for Beefeater
in a challenging environment
Plunged into recession and subjected to unprecedented austerity measures,
Spain is a challenging market for spirits. The exception is Beefeater.
While most competitors are slashing prices or exiting the category, the London-based brand
is setting the pace with dynamic growth. A report on a dual strategy.

When Pernod Ricard acquired Allied Domecq in
2005, it welcomed Beefeater to its portfolio.
At the time, gin was not the most dynamic
category in the business, being mainly
consumed by mature adults.
The teams at both the Brand Company,
Chivas Brothers, and the Market Company,
Pernod Ricard España, agreed that it was
time to dust off its image and breathe
new life into the category. The marketing
investment was commensurate with
the Group’s ambition. “We decided to
completely transform the traditional codes of gin.
We wanted to target young adults and create
a new, inspiring and trendy brand experience,”
recalls Paco Recuero , then Marketing Manager
at Chivas Brothers and now Marketing Director at
Pernod Ricard España. The strong collaboration
between the brand and the Spanish affiliate
made all the difference. Together, they decided
that an emphasis should be placed on Beefeater’s
history and its close links with that of London.
The brand therefore used the city’s spirit and
symbols to inspire its Forever London campaign.
Beefeater’s legitimacy in capitalising on
this image is especially relevant as it owns
the last working gin distillery in central London.

The onset of the financial crisis in 2008 shook
the Spanish market, but did not alter the brand’s
course. “Instead of granting discounts or exiting
the market—like many of the Premium gin brands—
we decided to invest in Premiumisation and
innovation,” says Augustin Robinne ,
Marketing Manager at Pernod Ricard España.
In 2012, the brand released the latest addition to
its campaign, This is My London, which features
three genuine Londoners. The super-Premium gin,
Beefeater 24, was also first launched in Spain.
As proof of the “London-mania” that this strategy
has generated across Spain, a crowd of 15,000 people
showed up for the latest Beefeater London
Market event, generating over €1.2M of media
coverage. “The Forever London campaign
is the most successful advertising campaign in
Spain in the last seven years, especially
its latest incarnation, This is My London.
Pernod Ricard España has succeeded in
maintaining its Premiumisation strategy in
a challenging environment. In 2012, the brand
grew by 7% in Spain and reached the milestone of
one million cases sold. Beefeater is the market’s
No.1 gin brand and, thanks to it, Pernod Ricard
is now the leader of the Spanish market by value,”
concludes Augustin Robinne.
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#MyLondon

for
ever
london
In 2012/2013, with +5% in value, Beefeater maintained its leadership position in the Premium gin market. The brand continued to drive
gin’s growth in Spain, the world’s largest market for gin, where other
categories of spirits experienced more difficult results. Beefeater also
continued to capture new markets including Russia, Thailand, China,
Ukraine, Greece and Turkey.
After a year in the spotlight in 2012, the British capital has a greater
influence than ever on gin consumers around the world. Beefeater,
which has made gin continuously in London since its founding, is the
only brand able to fully leverage the home city of gin in its marketing.
In February 2013, the brand announced the upcoming opening of a
new visitor centre to better understand the specificities of its historic
distillery of Kennington, in the centre of London. The centre, called
Beefeater London—The Home of Gin, will allow visitors to discover
the history of gin and its distillation process.
Beefeater has once again proven its ability to innovate with the launch
of Beefeater Burrough’s Reserve. This ultra-Premium gin is distilled
manually in a small, 19th-century still and then rested in oak barrels
previously used for the ageing of a French aperitif wine, Lillet, made
in the Bordeaux region. Launched in Spain in June 2013, this exceptional gin is now available in key international markets such as the
United Kingdom and the United States.

2.6

million of cases
sold

+5%
in value

Identity

Created in the 1860s,
Beefeater is the world’s
most awarded gin and
is the only international gin
still with its distillery
in London.

Main markets

Spain, United States,
Duty Free, Canada, Japan,
United Kingdom, Russia,
Greece, Czech Republic, Italy,
Sweden, Portugal, France.

Key positions

No.2 worldwide in Premium
gins, No.1 in Spain
in white spirits,
No.3 Premium gin
in the United States,
No.1 Premium gin
in Russia and Japan.

Range

+7%

Beefeater London Dry Gin,
Beefeater 24, Beefeater
Burrough’s Reserve.

in value
in the United States
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Inextricably linked with London,
Beefeater has continually produced
campaigns inspired by Londoners
and their culture. With This is
My London, launched in 2012,
the brand has pushed the boundaries
of co-creation by choosing three
real Londoners to embody
the vibrant and creative spirit of
their city. The campaign
was unveiled in Spain through
digital channels with a series of
videos, and through outdoor
advertising. The brand then appealed
to the creativity of Londoners
by asking them to submit photos
expressing what London
means to them. In partnership with
Central Saint Martins College of
Art and Design, Beefeater selected
a thousand photos for the design of
the #MyLondon Limited Edition
bottle, launched in 22 countries in
2013. Beefeater also launched
the #MyLondon Film Festival,
inviting amateur filmmakers to
create two- to five-minute films
inspired by London.

Event
MAY THE BEST BARMAN WIN / 14 candidates from
around the world competed in the finals of the Beefeater 24
Global Bartender Competition 2012, won by a bartender
from Belfast, Nathan O’Neill.

the
KAHLÚA art
of
coffee
Despite a decline of 1% in global sales, Kahlúa maintained its positions on its main markets and sold more than 1.6 million cases during
the financial year. The brand continued its investments on its key markets. In the United States for instance, where the best performances
have been made over the launch of its new reference, Kahlúa Midnight,
which premiered on 12/12/12. In the United Kingdom as well, where
the brand posted +3% growth in volume. To accompany its growth on
that market, Kahlúa launched the Coffee House concept in
Manchester, in collaboration with city professionals. This temporary
venue (which was only there for a month) offers cocktails, food, film
screenings and master classes on the combination of coffee and cocktails—including the famous White Russian. In a sensory workshop, the
public is invited to explore the history of coffee and to discover the four
flavours that make up Kahlúa through aromas, textures and sounds.
This pop-up store was a huge success and helped to establish brand
awareness and its legitimacy within the market for coffee liqueurs from
Mexico. The Kahlúa Coffee House will be rolled out to other key cities
for the brand and a digital strategy is being considered to support a
similar experience for fans who cannot physically discover the concept.

1,6

million of cases
sold

–1%
in value

+13%
in value
in Russia

A new
midnight ritual

To revitalise consumption of Kahlúa
in bars and clubs, the brand created
a new drinking ritual based on
an hour that symbolises
the beginning of the night,
using a simple, effective hook:
“It’s midnight somewhere”.
Kahlúa Midnight creates a moment
of conviviality to share with friends.
The recipe was elaborated to be
smooth and not overly sweet,
in order to emphasize the aroma of
black coffee. The launch event
on 12/12/12 in New York was
a huge success, followed by
361,000 consumers on social
networks.

Identity

Created in 1936 in Veracruz,
Mexico, Kahlúa is now
the world’s No.1 coffee
liqueur. What sets it apart?
An inimitable flavour
that combines cane sugar
and 100% Arabica coffee.

Main markets

United States, Duty Free,
Canada, Japan, Mexico,
Australia, Germany,
United Kingdom, Russia.

Key positions
No.1 worldwide in
coffee liqueurs.

Range

Kahlúa, French Vanilla,
Hazelnut, Mocha, Especial,
Cinnamon Spice, Peppermint
Mocha, Gingerbread, Cans,
Midnight, Ready-to-Drink.

36

Events
A REDESIGNED BOTTLE / The brand’s image is modernising,
without ignoring the fundamentals that have made its success /
KAHLÚA GINGERBREAD / After Kahlúa Peppermint Mocha,
another limited edition for the festive season.
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Lis
tening
malibu to
the
fans
Over the financial year 2012/2013, Malibu’s sales reached 3.7 million
cases sold. There were several standouts among the markets, such as
Germany, Malibu’s No.4 market (Duty Free not included), where an 8%
rise in value was recorded, mostly thanks to a TV campaign and strong
local activation. In the United States, volumes increased by 3%(1).
The brand continues to ride the popularity among consumers of coconut flavourings. But it has also captured consumer trends and understood additional aspirations for a wider choice of drinks that are less
sweet. The brand showed once again its capacity to innovate, and
launched Malibu Island Spiced for the US market—a version of
Malibu flavoured with vanilla and cinnamon using, for the first time in
an alcoholic beverage, a natural low-calorie sweetener. To support this
latest addition to its range, Malibu has chosen as its ambassador
American celebrity Lauren Conrad. The brand also launched two new
dessert-based flavour concepts in the United States, Malibu Sundae
(chocolate ice cream) and Malibu Swirl (strawberries and cream), which
were also rolled out in Canada as limited editions. Today, the brand has
promising opportunities for expansion in emerging economies, particularly in Africa where it enjoys high levels of recognition.
(1) Depletions.

3,7

million of cases
sold

–1%
in value

+5%

in value
in the United States
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A new, modern and
trendy look

Contemporary, energetic, fun:
the updated logo and new
Malibu bottle celebrate all that is
great about the brand.
They evoke sunsets on the beach,
genuine Caribbean conviviality,
and the pace of life on the islands.
To accompany the launch of
the redesigned bottle, the campaign
Reclaim the Coconut was an
opportunity to reaffirm that Malibu
is the true rum-based coconut spirit,
to educate consumers on how to use
the brand in cocktails, and, of course,
to generate buzz.

Identity

A unique blend of white rum
and coconut, Malibu is
an authentic Caribbean drink.

Main markets

United States,
United Kingdom, France,
Duty Free, Germany,
Canada, Spain,
the Netherlands, Italy.

Key positions

No.1 worldwide in coconutflavoured rums.

Range

Malibu, Mango, Passion
Fruit, Tropical Banana,
Island Melon, Cranberry
Cherry, Snowcoco,
Cocktails, Black, Red,
Island Spiced, Malibu Cans,
Flavor Sensations
(Swirl, Sundae,
Fresh, Sunshine).

Events
NE-YO JOURNEYS WITH MALIBU RED / Launch of Malibu Red
in the United Kingdom, Ireland, the Netherlands and
South Africa, with Ne-Yo and his new album
/
GET MAROONED ON MALIBU ISLAND / In the United States,
Malibu teamed up with pop-group Maroon 5 for a summer tour to
33 cities / MALIBUTIQUE / An event tour in the United Kingdom
in collaboration with fashion, hair and beauty brands.

The five Prestige spirits and
champagne brands, flagships of
the Group’s Premiumisation
strategy, are particularly
appealing to consumers
who are drawn to luxury and
expect an exclusive and
privileged relationship.
These two champagnes and
three spirits share the same
pursuit of excellence, and
are mainly offered in select
channels (wine merchants,
prestigious establishments, etc.).

Strategic
Prestige
Spirits &
Champagne

martell _ the glenlivet _ g.h.mumm _ perrier-jouët _ royal salute
* See the House of Brands on page 6 of the Panorama.
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Becoming a major player in
the luxury world
Developing a new “route to consumer” focusing on building direct connection with the affluent consumers who
love luxury products. This is the key concept of Pernod Ricard’s initiative in Asia, which is centred on
the ultra-Prestige products in its portfolio. They pledged to offer these privileged customers a unique experience of
the brands, to engage their commitment and, in turn, to make them ambassadors. This approach
was first implemented in China, and is now building on that success by rolling it out across the rest of Asia.
Simon Ni, Associate Director,
ultra-Prestige Category, Pernod Ricard China
China’s economic boom has created a growing
class of extremely wealthy Chinese citizens.
In 2010, to seize this business opportunity within
this niche group (the High Net Worth Individuals,
HNWI), the China marketing team spent a lot of
time exploring their insights and behaviours.
They did segmentation, and designed a new
“route to consumer” model. In order to
consolidate the affiliate’s presence in the ultraPrestige sector and establish it as a key player in
the luxury goods market in China, we built
an offer dedicated to luxury and defined
a clear HNWI contact strategy: we created a new
traversal label—comprising our highest-quality
products such as Martell, the Royal Salute range,
the Perrier-Jouët range and several Prestige
products from the Chivas Regal and Ballantine’s
ranges. We also setup a VIP sales organisation
to build up the direct connection with the HNWI.
Since July 2011, the VIP team has continuously
recruited very high-income consumers through
prestigious and exclusive events. By the end of
June 2013, 1,170 VIP events were hosted, and
more than 7,000 HNWI were contacted.
We successfully created a relationship with 28% of
them. More than 1,200 high-income consumers
now regularly buy our ultra-Prestige brands. In
addition to this initiative, we also created
a loyalty programme to offer the ultra-Prestige
product buyers a range of exclusive services and
“money cannot buy” experiences: it helps us to
strengthen our luxury image.

Valeria Azario,
Luxury Director, Pernod Ricard Asia
HNWI do not only appreciate the quality of
the product: they also attach great importance to
its history, its craftsmanship, the creativity of
the brand and the tone and manner of the message.
Building on the initiative’s success in China,
we seek to extend it into other Asian markets with
luxury potential–Hong Kong in 2013, Singapore and
Malaysia to follow and beyond to Taiwan,
South Korea, Vietnam, and more—in collaboration
with the affiliate directors and local marketing
teams. We identified HNWI behaviour, the needs of
each market, and defined the opportunities
open to us, putting in place dedicated Prestige
sales structures and VIP sales for direct
relationship building. The first step is to build
a local database of potential consumers:
they are in the process of being developed.
The CRM system enables us to create synergies
and identify tribes and behaviours to sharpen
our offers and campaigns. The core portfolio can be
extended in accordance with consumer preferences
in each market. This initiative is a perfect example
of a joint effort which has gone beyond borders.
The programme has been developed collaboratively,
with the concept and methodology coming from
China, extended for a global vision. On this project,
we were able to achieve synergies that can benefit
everyone, and which add value to the Group.
We are delighted that the Group has endorsed
this approach to be developed beyond Asia to
the rest of the markets.
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spreads
its
wings
Martell, world leader in the XO category, posted strong performances in 2012/2013, with +15% growth in value. Locally, results
were especially good in the Asian market, where sales were up 16%.
Dynamic growth was also recorded in Mexico, Indonesia, Russia, and
in Travel Retail, due in particular to the Noblige and Cordon Bleu
labels, whose sales rose on all the brand’s key markets. Launched in
2011, Martell Chanteloup Perspective contributes to bringing value to
the Extra category.
As Martell’s natural field of expression, elegance took shape in new
ways again this year to further anchor the brand in the luxury universe.
In addition to the launch of Martell XO’s international campaign,
Rise Above, directed by James Gray, the brand has developed marketing
promotions to win new customers in strategic markets. The brand
introduced the Elegantology campaign for Martell VSOP, an experience
combining haute cuisine, elegance and fashion, designed especially for
Asian and African consumers. In Europe, Martell Paris Style is the vehicle for this campaign. At the global level, elegance was conveyed this
year by the Martell XO Exclusive Architect Edition by Christian de
Portzamparc. Lastly, in China and Taiwan, developments in digital
media have enabled the acceleration of the Join the New Elegance Noblige
campaign.

2

million of cases
sold

+15%
in value

+16%
in value
in Asia

Identity

Founded in 1715 by
Jean Martell, Martell
is the oldest of the great
cognac houses. Its style
is summed up in three
concepts: elegance, aromatic
complexity and balance.

A rising campaign

For Martell XO’s new campaign,
Rise Above, the teams sought
inspiration in the House’s origins.
Legend has it that a swift,
today the symbol the brand,
led Jean Martell to the Cognac region
where, at the age of 21, he founded
what is now the oldest of the great
cognac houses. In the film, the swift’s
flight symbolises the potential
that lies in everyone, inviting
the audience to fulfil their dreams.
Having won a Silver Lion in Venice
in 1994 for his first film, James Gray
was the perfect director to convey
this message. Enhanced by
cinematographer Darius Khondji,
a master of light and detail, and
the London Symphony Orchestra,
the film has incredible evocative
power and speaks to everyone
who dreams of greatness.
Launched in China in January 2013,
the video has been seen around
the world, totalling more than
2 million views on YouTube and
on Youku, its Chinese equivalent.

Main markets

Asia (China, Malaysia,
Singapore, Taiwan, Indonesia,
Vietnam, Hong Kong),
Duty Free, United Kingdom,
United States, Mexico, Russia.

Key positions

No.2 cognac worldwide
by value and volume,
No.1 by value in China,
No.1 by volume and value
in Singapore, Indonesia,
Malaysia and Mexico.

Range

VS, VSOP, Noblige, Cordon
Bleu, XO, Chanteloup
Perspective, Création Grand
Extra, L’OR de Jean Martell.
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Events
MARTELL VERY SPECIAL NIGHTS / Partner of the British
competition where fans can win a dinner by chef Raymond Blanc
followed by a concert by Jamie Cullum / PURE GOURMET /
A gastronomic adventure by Martell / MARTELL ON INSTAGRAM
AND PINTEREST / Brand presence on the two most prominent
photo social networks.

Guillaume Dumont

Audit & Business Analysis Director, Martell Mumm Perrier-Jouët
This experience was my own private “Proustian madeleine”: in it, I rekindled
my childhood memories, because my father is a painter. I felt as if I were lending
my experience to a collective project, spurred on by the same impetus.
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a net
work
the glenlivet of
guar
dians
Identity
In recent years, The Glenlivet has grown faster than its category, the
single malts. With +22% growth in value in 2012/2013, the brand
continued, more than any other brand, to drive the development of
the market. More than 40 markets recorded double-digit growth, consolidating for instance the brand’s leadership in the United States and
demonstrating along the way the success of its campaign, The single malt
that started it all.
The Glenlivet has focused its development on direct contact with its
consumers, especially through its loyalty programme, The Guardians
of The Glenlivet. Members were invited to private events across the
world, received exclusive information and expanded their knowledge
through direct interaction with the master distiller and other personalities from The Glenlivet Distillery. The Guardians are offered the
opportunity to enjoy The Glenlivet in exclusive conditions, but also
learn to better appreciate its range of exceptional single malts, know
their every secret, and share a common passion. Thanks to this programme, a solid base of ambassadors has been built around the world.
The ultra-Premium and Prestige references in the range also made a
significant contribution to The Glenlivet’s performance this year. The
Glenlivet 18 YO, which won numerous awards, recorded strong
growth, and the brand continued to build its presence in Asia. The
organisation of The Legacy Tour, VIP tours of the distillery, also raised
awareness of the brand.

968

thousand of cases
sold

+22%
in value

+22%

in value
in the United States

The Glenlivet is known as
“the single malt that started
it all” and was founded
in 1824 by George Smith.
Its smooth and fruity
characteristics went on
to embody the taste of
Speyside, Scotland’s
foremast whisky making
region.

Mystery to
awaken the senses

To encourage consumers to let
themselves be guided by their senses,
The Glenlivet led them into
a completely new experience with
The Glenlivet Alpha, a single malt
presented in a plain black bottle
without any information or tasting
notes. The launch was accompanied
by a series of videos based on sight,
smell, taste and touch.
In collaboration with Greyworld,
a group of artists whose playful work
invites reflection, the brand offered
riddles based on these four senses to
help consumers to gradually uncover
the secrets of The Glenlivet Alpha.
But it wasn’t until June 2013,
on theglenlivet.com and the official
Facebook page, that Master distiller
Alan Winchester finally unveiled
the mysteries of this unique creation.

Main markets

United States, Duty Free,
Taiwan, Canada, United
Kingdom, Australia, France,
Japan, South Africa, Germany.

Key positions

No.2 worldwide in single malt
Scotch whiskies, No.1 single
malt Scotch whisky in
the United States.

Range

The Glenlivet 12 YO, 15 YO
French Oak Reserve, Nadurra,
18 YO, 21 YO Archive, XXV,
12 YO Excellence, 12 YO
First-fill, 15 YO, Master
Distiller’s Reserve, Single
Cask Editions, Cellar
Collection.
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Events
140,000 GUARDIANS OF THE GLENLIVET AROUND THE WORLD /
The brand’s online loyalty programme continues to grow /
AUGMENTED REALITY ON THE IPAD / An app to visually translate
the flavours associated with the tasting experience / MORE THAN
45,000 VISITORS A YEAR TO THE GLENLIVET DISTILLERY / New
version of the exhibition retracing the brand’s history.
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Part
ner

G.H.MUMM of

major
celebra
tions

Over the financial year G.H.MUMM withstood the adverse economic
conditions in Europe and maintains its position as No.3 amongst international champagnes worldwide. The success story of the year is
undoubtedly that of Australia, now the brand’s leading export market.
G.H.MUMM’s sponsorship of the Melbourne Cup, one of the country’s
most popular events, has rapidly increased awareness of the brand and
made it the fastest growing champagne on the market. In France, sales
during the festive season were excellent: it performed significantly better
than the market as a whole, growing +16%(1), against a –12%(1) contraction for the category in December. Another great success was Japan,
where G.H.MUMM recorded double-digit growth. The brand now
plans to align its development with the growth of emerging markets such
as those in Africa, Eastern Europe and additional Asian countries.
To raise awareness of the brand amongst champagne lovers around
the world, G.H.MUMM has for a number of years been a strategic
partner of Formula 1 racing. In 2012/2013, it chose the Monaco
Grand Prix to unveil the new design of the famous Cordon Rouge
Jeroboam and its entire collection of F1-themed products. This event
was also an occasion to promote its communication platform, the
G.H.MUMM Champagne Protocols, as part of the upscaling of its
exclusive VIP programme on the G.H.MUMM terrace at the legendary Hôtel Hermitage.
(1) Nielsen, MAT at the end of June 2013.

632

thousand of cases
sold

– 4%
in value

+63%
in value
in Australia
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Identity

Since 1827, the House of
G.H.MUMM has built a legacy
that combines know-how,
passion and excellence,
symbolised by the famous
Cordon Rouge label,
created in 1876.

Main markets

A contemporary
reinterpretation of
symbols

Cordon Rouge bottles represent
the distinctive know-how and
spirit of excellence that have
characterised the House since 1876,
when the cuvée was created.
Launched this year, the new design
for the reference bottle of the range
has left out none of G.H.MUMM’s
major symbols, but has updated them
in subtle ways. The red of the ribbon
(a tribute to the Légion d’honneur,
France’s highest decoration)
is more intense, the shape of
the bottle is more dynamic, and
the textile effect of the neck band
is more apparent. The initials of
founder Georges Hermann Mumm
are emphasised through a stylish
font, and the crowned eagle is
given pride of place above them
on the label. The neck band is now
round and black in homage to
the brand’s original coat of arms.
The new style has been applied to
the entire classic range,
with each cuvée given a specific
colour code that reflects its hue.

France, Australia, Italy,
Spain, United Kingdom,
Japan, China.

Key positions

No.1 international champagne
House in France, No.3
international champagne
House worldwide.

Range

G.H.MUMM Cordon Rouge,
Demi-sec, Rosé,
Millésimé, Blanc de Blancs
Mumm de Cramant,
Blanc de Noirs Mumm
de Verzenay, Brut Sélection,
R. Lalou.

Events
G.H.MUMM AND FORMULA 1 / Official Champagne for
20 Grand Prix races / AUSTRALIA AND CORDON ROUGE /
No.1 export market for G.H.MUMM / THE LATEST CHAMPAGNE
PROTOCOLS / Presented in a box with three stemless flutes,
Rosé Time reinvents the ritual of rosé champagne /
G.H.MUMM BALL / First contemporary dance in Paris in
October 2012, with special guest actor Lambert Wilson.

res
toring
art

perrier-jouët

nou
veau

In 2012/2013, Perrier-Jouët performed strongly in its main markets,
including Japan and the United States. Perrier-Jouët Belle Époque is
now the second Prestige cuvée in Japan, its first market by volume. It was
therefore only natural for the brand to choose the country to launch
Florale Edition, the first limited edition by Perrier-Jouët Belle Époque.
Designed by Makoto Azuma, this delicate and refined creation has
further enhanced awareness of the brand in the island nation. The
label has since been launched in other markets, such as Brazil, France
and the United States (Los Angeles).
Perrier-Jouët returned to its Art Nouveau roots through its partnership
with Design Miami/, the largest international fair for contemporary art
and design. In December 2012, the House chose the Miami fair to
unveil Lost Time/Temps perdu, an exclusive installation created by British
designer Tim Simpson and Dutch designer Sarah van Gameren of the
London-based Glithero studio. A tribute to the Art Nouveau philosophy,
to time passing in Perrier-Jouët’s cellars and to the search for perfect
curves, Lost Time was exhibited throughout the fair before joining the
House’s private Art Nouveau collection. Another notable artistic collaboration was The Enchanting Tree, an original champagne serving
set created by the famous Dutch designer Tord Boontje and available
in a limited edition from selected wine merchants and delicatessens.

249

thousand of cases
sold

+7%
in value

+21%
in value
in Japan

Identity

Founded in 1811 by
Pierre Nicolas Perrier and
Adèle Jouët, the House of
Perrier-Jouët is recognised
for the distinctive elegance
of the wines brought forth
from its exceptional vineyard,
and for its remarkable legacy,
handed down by just seven
cellar masters in 200 years.

First limited
edition since
Emile Gallé

The international launch of
Belle Époque Florale Edition
in Japan is a historic event for
the House. It is the first limited
edition of the Belle Époque label
since the famous bottle with
the white anemones was created by
Émile Gallé in 1902. Designed by
Makoto Azuma, a renowned
Japanese floral artist, Belle Époque
Florale Edition pays tribute to
Émile Gallé and Art Nouveau,
a movement directly inspired by
the artistic culture of Japan.
The delicate design adorns bottles of
Perrier-Jouët Belle Époque 2004,
a vintage produced by cellar master
Hervé Deschamps. The launch
was held at one of the most beautiful
historic parks in Japan, the Happo-en
Garden in the heart of Tokyo,
and was attended by 200 guests
from around the world.

Main markets

United States, France,
United Kingdom, China,
Japan, Switzerland, Italy.

Key positions

Belle Époque: No.3 Prestige
label worldwide and
No.2 Prestige label in Japan.

Range

Perrier-Jouët Grand Brut,
Blason Rosé, Belle Époque
Millésimé, Belle Époque Rosé,
Belle Époque Blanc de Blancs.
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Events
RE-ENCHANTING THE RITUAL / The Enchanting Tree, an exclusive
creation in collaboration with Tord Boontje, was unveiled
in March 2013 at the Saatchi Gallery in London—an artistic and
poetic tasting experience / ART OF VINTAGE / An exclusive
collection of old vintages of Belle Époque from exceptional years,
reserved for a very select number of VIP customers worldwide.

strategic prestige spirits & champagne brands

more
and

royal salute

more
exclu
sive

Beyond its successes in Southeast Asia, Royal Salute continues to
grow sixty years after its creation by capitalising on its international
approach to luxury segments, particularly in emerging markets. The
brand is the only one in its category to start its range with a minimum
ageing of 21 years old. This expertise has enabled it to gain legitimacy
in the luxury market and to appeal to a global consumer base of very
high-wealth individuals. This unique approach has been effective in
Travel Retail—one of the key channels to reach this target—and in
emerging markets such as India.
Royal Salute’s growing influence can be seen, in particular, through the
success of its sponsorship platform, Royal Salute World Polo. Since its
inception in 2007, this global campaign has enabled it to engage with
luxury discerning consumers in new territories around the world.
Another indication of the brand’s current status is the success of Royal
Salute Tribute to Honour: This limited edition priced at USD 200,000
has been purchased in 2012/2013 by aficionados of exceptional products in the Americas, Europe and Asia. As a crowning glory, Royal
Salute proudly celebrated its 60th anniversary in June 2013 by launching Royal Salute Diamond Tribute, a new whisky to be released in Asia
and, subsequently, in Travel Retail.

198

thousand of cases
sold

–4%
in value

in value in the United States,
+7% in Duty Free worldwide
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The Royal Salute World Polo
programme sponsors the world’s
most prestigious polo players and
tournaments. The power,
talent and elegance that characterise
the sport are the same values as
the ones embodied by Royal Salute.
This year, the brand was again
title sponsor of the Sentebale
Royal Salute Polo Cup,
in Connecticut, which marked
the final stage of Prince Harry’s
official visit to the United States, in
which he took part as captain of
the Sentebale Land Rover team.
Royal Salute continues to partner
with many prestigious polo
tournaments as part of the Royal
Salute World Polo programme.
Finally, the brand announced
a partnership with Argentine polo
player Facundo Pieres, the world
number one, who is now the new
ambassador of the Royal Salute
World Polo programme and
has started to feature in a new
advertising campaign.

Identity

Created to celebrate
the coronation of
HM Queen Elizabeth II
in 1953, Royal Salute is
the only Prestige
Scotch whisky range
that starts at 21 YO.

Main markets

Duty Free, China, Taiwan,
Vietnam, South Korea,
Cambodia, Philippines,
United States, Malaysia.

Key positions

No.2 worldwide in luxury
Scotch whiskies;
No.1 in Prestige whiskies
in China and South Korea.

Range

+36%

Riding on
excellence

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

Events
ROYAL GUN SALUTE / Royal Salute continued to support
the Royal Gun Salutes at the Tower of London,
which this year included of the 60th anniversary of
Her Majesty Queen Elizabeth II’s coronation /
ROYAL SALUTE DIAMOND TRIBUTE / Launch of a rare whisky
to mark the 60th anniversary of the Queen’s coronation.

Wines are becoming
increasingly popular during
moments of consumption
previously reserved for
spirits, like the aperitif
for instance. With a strong
expertise in both categories,
Pernod Ricard has grouped
its four priority wine
brands into one entity
in order to develop
a global portfolio strategy.

Priority
Premium
Wine

jacob’s creek _ brancott estate _ campo viejo _ graffigna
* See the House of Brands on page 6 of the Panorama.
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co

creation
No.

7

creating
Brancott Estate Flight
By harvesting early in the season, Brancott Estate produces a wine that is both full of flavour and
low in alcohol content. Launched in October 2012, Flight was an instant hit.
Resulting from a close collaboration between the winemaking, strategy and marketing teams,
it recently won a Gold Medal at the New Zealand International Wine Show. Here is its story.

The key was to closely
involve the Market Company
teams from a very early
stage to ensure their buy-in and
motivation when the new line
was launched.

Premium Wine Brands’ global research
indicated that the light wine segment (under
9% ABV) was experiencing sustained growth, and
even outgrowing the New Zealand wine category.
The key challenge however was to convince
consumers that low alcohol wines did not
compromise quality or taste.
To fit with Brancott Estate’s brand identity and
Premium positioning, Premium Wine Brands
winemakers and viticulturists needed to produce
a wine which was naturally lower in alcohol yet
full-flavoured. Winemakers tested several

Dave Kluz Strategy Director for Premium Wine Brands
Flight, a range of white wines (Sauvignon Blanc and
Pinot Gris) which are naturally ripe,
expressive and have an ABV of 9%.
Through the combined efforts of Brancott Estate’s
marketing teams, Premium Wine Brands’ strategy
team, winemakers, vineyard teams and the Market
Companies in Australia and New Zealand,
the project was delivered in less than a year.
Released in Australia in October 2012, Flight was
extremely well-received by critics and customers.
Sales have been strong on that market as well as
in New Zealand, whilst consumer reaction to
the product has been extremely positive.
In its first year, Brancott Estate Flight Marlborough
Sauvignon Blanc 2012 won a gold medal at
the New Zealand International Wine Competition,
against full-strength Sauvignon Blanc—
demonstrating that a quality wine that retains
full flavour and complexity can be produced at
a lower ABV. Building on that success,
the brand plans to roll Flight out to other
key markets, including the United Kingdom and
the United States, strengthening the brand’s
footprint around the world.

Flight would never have come
about without the combined
efforts of the winemaking,
viticulture and R&D teams.
Patrick Materman Brancott Estate Winemaker
techniques including closely controlling
the fermentation process and experimenting
with harvesting periods to maintain
flavour whilst lowering alcohol levels.
As the pioneers of the Marlborough region,
the understanding of the land and vineyards
led the Brancott Estate team to a breakthrough
which came when they isolated blocks
which ripened early and exhibited well-known
guava flavour profiles. This is how they created

A key turning point was the work undertaken
with our agency to identify a bottle design
that carries the brand into new territory
while maintaining its Premium positioning.
EMMA DONNELAN Marketing Director, Brancott Estate
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priority premium wine brands

the
choice of
jacob’s creek Pre
miumisa
tion
Throughout the year, Jacob’s Creek continued to deploy its chosen
Premiumisation strategy in mature markets while firmly targeting
emerging markets, keeping up its intensive innovation policy to capture
growth opportunities. This allowed the brand to grow in value over the
year, within a global Australian wine environment decreasing by 2%
in volume.
Jacob’s Creek is now one of the leading Premium wine brands in
emerging markets(1). Volume soared by 12% in Asia, led by China
where Jacob’s Creek now has a significant foothold as the No.4
imported wine(1). It is also progressing rapidly in India, where it is the
No.1 imported wine and is driving the category’s growth. In Eastern
Europe the brand continues to show promising gains in Russia and
Czech Republic.
Building on from the success of its launch in late 2011, Cool Harvest,
a range of lighter wines, is now distributed in nine countries, totalling
around 200 thousand cases. June saw the arrival of Earth.Vine.Grape,
the brand’s first organic offering, launching in Finland. In Japan, the
brand also recently unveiled Wa, a new reference designed to accompany sushi and sashimi. Additionally, high-end reference St Hugo has
received a renewed focus via a re-brand and re-launch.
In more mature markets, like the United Kingdom and Australia,
Jacob’s Creek pursues its Premiumisation strategy, thanks to its
Premium range (Reserve) and innovation developing fast.
(1) IWSR—2012 volume analysis.

6.6

million of cases
sold

+1%
in value

+26%

Identity

165 years ago, Johann Gramp
planted his first vines
on the banks of Jacob’s Creek
in the Barossa Valley.

Main markets

United Kingdom,
Australia, United States,
New Zealand, Canada,
China, the Netherlands,
Sweden, Duty Free,
Ireland, Japan.

Associated with
the image and
values of tennis

In 2012/2013, Jacob’s Creek
continued its association with major
tennis tournaments, including
the Australian Open and Wimbledon,
as well as the Shanghai Masters.
The choice of Andre Agassi as
an ambassador delivering the brand
message of True Character and a key
personality in the Open Film Series
advertisement campaign was a great
success: over 6.3 million people
watched the episodes from the second
season during the Australian Open.
Agassi’s visit during the Melbourne
tournament also drew widespread
media attention, supported with
promotional activation on the field by
Pernod Ricard Australia.
In the United Kingdom, where
Jacob’s Creek is the official wine of
Wimbledon, the brand worked with
Pernod Ricard UK to leverage
its sponsorship across all channels
(mass media, web, points of sale, etc.).

Key positions

No.1 Australian wine in Asia,
No.3 Australian wine
in Europe and the Pacific
region, No.4 Australian wine
worldwide, No.1 imported
wine in India.

Range

Jacob’s Creek Classic,
Reserve, Sparkling,
Cool Harvest, Moscato,
Fine Wine Collection,
St Hugo.

in value
in China
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Events
NUMBER ONE IN AUSTRALIA / Jacob’s Creek maintained
its position as Australia’s number one bottled wine brand /
CREATING NEW OPPORTUNITIES / In Asia, launch of
Barrell Selection and new Cabernet Shiraz under the Solway
1837 label / LEADING THE WAY IN SOCIAL / Jacob’s Creek is
one of the leading wine brands on Facebook with 335,000 fans
engaged globally, up 58% on last year.

Rebekah Richardson

White and Sparkling Winemaker, Orlando Wines—Premium Wine Brands
I contributed to the fresco using dots for two reasons.
Firstly, I wanted to pay tribute to the Aboriginal heritage of Australia, my home country.
Dots are in fact characteristic of this type of art. Secondly, I wanted to find an original painting style,
because as a winemaker, I always try to provide a different viewpoint.
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inno
vation

brancott estate

rew
arded

Following the successful global roll out of a new brand name in 2011,
supported by a new packaging and advertising campaign (Stay Curious),
Brancott Estate continues to deliver sustained growth, posting +3% in
both value and volume.
The brand recorded solid value growth in several key markets, jumping
20% in the United Kingdom, 26% in Sweden, 16% in Canada and
10% in the US market. The value gains continued in the New Zealand
home market, driven by an improvement of its price positioning, as
well as the introduction of a new Premium reference, Brancott Estate
Special Reserve.
With this strategy focused on Premiumisation and Innovation, the
brand continues to exploit opportunities in various markets, highlighting its hero varietals Marlborough Sauvignon Blanc and Pinot Noir. Its
investments in marketing are paying off, with brand awareness up
5 points in Australia, 6 points in the United Kingdom and 22 points in
New Zealand.
Innovation remains a major growth driver for the brand, especially
with the launch of Brancott Estate Chosen Rows, Special Reserve and
Brancott Estate Flight. The brand received high profile awards:
Brancott Estate Letter Series “B” Marlborough Sauvignon Blanc won
a gold medal at the Decanter World Wine Awards, and as for Brancott
Estate Sauvignon Blanc 2012 and Stoneleigh Sauvignon Blanc 2012,
they took out gold medals at the 2013 Concours Mondial du Sauvignon.

1.9

million of cases
sold

+3%
in value

+20%

Identity

Brancott Estate, the pioneers
of the Marlborough
wine region, is named
after the Brancott vineyard,
where the first sauvignon
blanc vines were planted
in 1975.

Flight,
a wine taking off

Brancott Estate has again proven
its ability to innovate with the launch
of Flight Sauvignon Blanc and
Pinot Gris––which are naturally
lighter in alcohol than conventional
wines. With this wine, developed in
conjunction with Pernod Ricard
Australia and New Zealand,
the brand is capitalising on
the emerging trend for lighter,
fresher wines with low alcohol
content. Launched in October 2012,
Flight immediately found
its audience—success in both
the Australian and New Zealand
markets has paved the way for
a global roll out in the United States,
Sweden, Canada and United
Kingdom markets. In its first year,
it won gold at the New Zealand
International Wine Show, ahead of
“traditional” Sauvignon Blancs.

Main markets

New Zealand,
United Kingdom, Australia,
United States.

Key positions

No.3 worldwide of
New Zealand wines, No.3
New Zealand wine in
the United Kingdom
and Europe.

Range

Classic, Special Reserve,
Letter Series,
Living Land (organic),
Flight, Sparkling,
Chosen Rows.

in value
in the United Kingdom
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Events
BRANCOTT ESTATE BEHIND THE SCENES / A new partnership
this year is helping lovers of wine and travel to discover
Hidden Cambodia with National Geographic photographer
Michael Yamashita / BRANCOTT ESTATE CHOSEN ROWS / Made
with input from Bordeaux oenologist Denis Dubourdieu,
an expert in Sauvignon Blanc, this exceptional wine was
only made into 3,000 bottles.

priority premium wine brands

radia
ting

Barcelona
comes to London

campo viejo

from
spain

In 2012/2013, Campo Viejo grew by 10% in both volume and value,
against global Spanish wine volume growth of only 3%(1). In line with
the rest of the wine portfolio, Campo Viejo has accelerated its
Premiumisation strategy, by increasing its presence in export markets.
Through continued investment in three key markets (Spain, United
Kingdom and United States) as well as diversifying into other markets
including Switzerland, Canada, and Russia, the brand’s value rose
making Campo Viejo now one of the fastest growing brands in value
in the Rioja segment.
To support this growth, Campo Viejo increased its advertising and
marketing budget by 23%, especially for its worldwide communications
campaign, Live Uncorked. In the United Kingdom, where Rioja wine
volumes are currently flat year-on-year(2), the heavy investment on the
brand through a powerful media plan, digital activation via Facebook
and a point-of-sale activation programme, delivered 20% value growth
and a 4 point increase in brand awareness. Campo Viejo is the No.2
Spanish still wine brand in terms of value in the United States(3) and
continues to grow 12% in a category that has only risen by 6% this year
in this market.
In Madrid, a Spanish version of the Live Uncorked campaign, called
Decanta la vida, was launched with excellent results (brand awareness
up 28).
(1) IWSR 2012—volume analysis. (2) Nielsen UK MAT data as at 25 May 2013.
(3) Nielsen US MAT data as at 25 May 2013.

1.9

million of cases
sold

+10%
in value

Identity

Founded in 1959 by
two passionate winemakers,
Beristain and Ortigüela,
Campo Viejo offers
expressive wines produced in
Spain’s most famous
wine-growing region, Rioja.

Campo Viejo partnered with
renowned urban artists Okuda and
Remed, who live in Madrid,
to bring the colours of Spain to
major cities around the world.
After creating the first art
installation in the Campo Viejo
vineyard, the brand, alongside
Pernod Ricard UK, created
an authentic Spanish atmosphere
in the heart of London:
The Streets of Spain Festival,
held in May 2013
at the Southbank Centre.
The team Okuda & Remed
painted a vibrant and colourful
mural, with merchants from
Barcelona’s famous La Boqueria
market supplying the tapas and
fresh products, while Campo Viejo’s
cellar masters led winery tastings.
Following the success of
the campaign, Campo Viejo
will bring Spanish conviviality to
the streets of other major capitals,
with Madrid and Stockholm
lined up to launch this activation.

Main markets

United Kingdom, Spain,
Germany, United States.

Key positions

No.4 Spanish still wine
worldwide, No.2 Spanish still
wine in the United Kingdom,
No.3 Spanish still wine in
the United States.

Range

Tempranillo, Reserva,
Gran Reserva, Dominio,
White, Rosé, Cava.

Events
AN EYE ON INNOVATION / Launch of a new Garnacha wine in
the United States and the United Kingdom / GROWING FASTER
THAN THE CATEGORY / Worldwide, Campo Viejo is growing
nearly 4 times faster than the Spanish wines category /
MORE AND MORE FRUITY / By appealing to new customers,
the younger, fruit-forward Campo Viejo Tempranillo grew by
18% in value worldwide.

+20%

in value
in the United Kingdom
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priority premium wine brands

enhan
cing

A Malbec glass by
Graffigna

graffigna

malbec

The Argentine wines category continues to offer growth opportunities in a number of markets, posting worldwide growth of 3% in volume(1). In this favourable environment, Graffigna continued to establish
itself as a super-Premium brand in the Malbec grape segment. Despite
a volatile economy in its home market of Argentina, the brand continued to record remarkable results in North America. It maintained its
targeted investments in the United States, where Argentine wines rose
by 15% in volume and 16% in value(2), with growth being driven by
Malbec’s popularity among US consumers. In this key market,
Graffigna saw volumes increase by over 61% during the last year(2)
through novel initiatives such as a partnership with glassmaker Riedel
(creating a wine glass specifically for Malbec tasting). Through active
promotion, Graffigna’s fan base on Facebook and Twitter grew and
has now surpassed its main competitor by reaching 20,000 fans. It has
also doubled its level of brand recognition among US consumers. Aside
from the Malbec trend the brand also continues to expand into other
varietals, with Pinot Grigio growing at 21% year on year in Canada.
(1) IWSR 2012 vs. 2011 volume growth analysis—Argentine wine brands.
(2) Nielsen US MAT data as at 25 May 2013.

270

thousand of cases
sold

– 5%
in value

+15%
in value
in Canada

To raise brand awareness and
strengthen its Premium positioning,
Graffigna worked with Riedel,
the prestigious glassmaker,
to create the world’s first wine glass
for Malbec, specially designed for
tasting that grape. The brand
invited the trade press to attend
a workshop to design a glass
that would highlight this varietal’s
special aromas and flavours.
Developed in close collaboration with
Pernod Ricard USA, the final
product was unveiled during
a series of events in April 2013.
The promotional campaign
during Malbec World Month
was particularly intense in the United
States. The entire campaign
was backed by a 360° roll-out and
reported on by reference
international media outlets
including the Wall Street Journal and
Bloomberg.

Identity

Founded in 1870 in San Juan,
Argentina, by winemaker
Santiago Graffigna,
Graffigna Centenario Malbec
sets the standard today for
Premium Malbec wines from
Argentina.

Main markets

United States, Canada,
the Netherlands,
United Kingdom, Argentina,
Finland, Ireland, Mexico.

Key positions

No.2 Argentine wine in
Global Travel Retail,
No.6 Argentine wine in
Canada, No.9 Argentine wine
in the Netherlands and
Finland.

Range

Graffigna Centenario,
Graffigna Grand Reserve,
Santiago Graffigna.
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Event
THE TASTE OF AMERICA / Graffigna has broken into
the Top 10 Premium Argentine wines in the United States(3) and
remains a Top 3 Premium Argentine wine brand in Canada(4).

(3) Nielsen US MAT data as at 25 May 2013—Premium
defined as above USD10 per 750ml. (4) OTC Canada Top 50
Report as at April 2013—Argentina.

Karina Perez

Legal Services and Corporate Affairs Coordinator, Pernod Ricard Mexico
This experience was both exciting and a little frightening.
I had to learn to think like an artist, and find the resources and inspiration to make a harmonious
contribution to a collective piece. Green was my inspiration: I wanted to convey life and energy.
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Thanks to their top positions
locally, particularly in
the off-trade segment,
the 18 key local brands ensure
the Group’s leadership
in strategic markets.
They provide a competitive
edge allowing the Group
to place its international
brands more easily in those
countries. Reflecting local
preferences in spirits
consumption, these
18 brands also allow the
Group to capture
all growth opportunities.

key
local

100 pipers _ pastis 51 _ becherovka _ ararat _ blenders pride _ clan campbell
imperial blue _ imperial _ olmeca _ passport _ amaro ramazzotti _ ruavieja
royal stag _ suze _ seagram’s gin _ wiser’s _ wyborowa _ something special
* See the House of Brands on page 6 of the Panorama.
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key local brands

100 PIPERS

No.1 standard whisky in Thailand
No.2 standard whisky in Asia

PASTIS 51

No.2 anise-based spirit in France

BECHEROVKA

No.2 bitters in Czech Republic

ARARAT

No.2 brandy in Russia

BLENDERS PRIDE

No.2 whisky in Argentina

CLAN CAMPBELL

No.1 Premium whisky in France

IMPERIAL BLUE

No.7 whisky in India

IMPERIAL

No.2 whisky in South Korea

OLMECA

No.1 tequila in Russia

PASSPORT

No.2 standard whisky in Brazil

AMARO RAMAZZOTTI
No.2 bitters in Germany

RUAVIEJA

No.1 liqueur in Spain

ROYAL STAG

No.4 whisky in India

SUZE

No.1 bitters in France

SEAGRAM’S GIN

No.1 gin in the United States

WISER’S

No.1 whisky in Canada

WYBOROWA

No.1 standard vodka in Poland

SOMETHING SPECIAL

No.3 whisky in Venezuela

Source: The Pernod Ricard Market View, based on IWSR, data at year-end 2012.
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strategY

effective and
consistent defence of our

brands

ian fitzsimons
General Counsel

How would you sum up the year in terms of
protecting Pernod Ricard’s brands?
Ian FitzSimons _ Our strategy is paying
off. By applying maximum deterrence, it aims
to thwart all counterfeiting networks, from
production to the place of consumption.
Every effort is made to ensure that counterfeiting is risky and difficult, mainly by reducing
the potential profits of counterfeiters, but also
by increasing the technical difficulty of counterfeiting and by increasing the penalties for
those convicted of doing so. In 2012/2013,
the results of anti-counterfeiting efforts
exceeded our ambitions, with over 80 counterfeiters found guilty by the courts. Their
sentences represent a cumulative total of
108 years in prison. In China, Pernod Ricard’s
No.1 market and its No.2 affiliate worldwide,
the Blue Lotus programme is proving to be
both effective and relevant. In January 2013,
it led to a major victory in Xiamen, Fujian
Province. Four distributors of counterfeit
products were sentenced to a total of 10 years
in prison and fined 486,000 yuan (approximately 59,000€).
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strategy

Since its launch in 2007, what has the Blue Lotus programme
accomplished?
Brands and intellectual property rights are an
integral part of the Group’s equity and its
value. We must protect them if we want to
maintain our customers’ trust, especially as the
success of our products can be a source of envy.
Blue Lotus is an ambitious, international programme designed to fight against counterfeiting and protect our brands against the various
attacks to which they are subject in China, as
well as in other countries. Led by the Group’s
legal department, in conjunction with the
Pernod Ricard China legal department and the
major brands concerned—Chivas Regal,
Martell and ABSOLUT—it relies on a crossfunctional organisation, a well-defined common strategy and close monitoring of all
actions. This “multi-force” project also involves

Defending
our brands’ image
is a long-term
undertaking in which
we invest regularly.
the upstream participation of several Group
entities: Technology & Logistics, Legal &
Lobbying and Communications. Defending
our brands’ image is a long-term undertaking
in which we invest regularly. In China, almost
all of the products sold by the Group are now
equipped with the Seal Vector authentication
seal, an encoded square that is impossible to
reproduce, as well as a QR code that is unique
to every bottle, enabling each product to be
traced and authenticated. A project has also
been undertaken jointly by Martell & Co,
Chivas Brothers and The Absolut Company to
develop innovative solutions for secure bottle
caps and corks. If the tests are successful, the
concept could give rise to industrial developments that will benefit the brands in question.

Do you also use Pernod Ricard Chatter®,
the Group’s international social network?
Pernod Ricard Chatter® acts as a warning system. The Counterfeits and Look-A-Likes
group has been a real success. The Group’s
employees are our eyes and ears around the
world. Wherever they are, they can immediately report the presence of a product that
may infringe upon our intellectual property
rights. With Chatter®, sharing this sensitive
information and its rapid transmission to the
relevant legal departments helps to manage
the legal risk related to counterfeiting. The key
in this area is responsiveness.

Blue Lotus:
Coordinated action
Amanda _ The fight against counterfeiting
begins well upstream with an effective
strategy for protecting intellectual
property. All Chivas Brothers project
teams working on an innovation
systematically include a legal expert to
analyse and trademark any elements
that could be copied. It is essential to
protect our brands by developing
cutting-edge expertise in the area of
intellectual property: we trademark
the three dimensions of the most
distinctive packaging. In this area,
we are proud to be among the best in
the industry.

Amanda Hamilton Stanley,
Kent _ Counterfeiting is a major
General Counsel
issue, both for the business
at Chivas Brothers
and in terms of image for
the Group and its brands.
Kent Huang,
We must play a role in educating
General Counsel at
consumers so that they can more
Pernod Ricard China
easily recognise a counterfeit product
compared to an original.
We also work on a daily basis with
local governments and industry,
through the International
Federation of Spirits Producers
(IFSP), to fight against this scourge.

Are other issues emerging in the area of
risk management?
The Group has embarked on a real digital
revolution. We support this strategy in close
proximity to the new challenges that are
emerging. We are currently examining integrated tools that would allow for comprehensive management of digital information. The
digital world plays an increasingly important
role in the Group’s relationships with its customers and consumers. Developing mobile
platforms brings our brands a little closer to
consumers by disrupting traditional modes of
communication. The increased wealth and
complexity of information (Big Data) is happening at the same time as the announced
strengthening of regulations on the protection
of personal data, especially in Europe with the
application of European Union rules. With a
view to anticipating these changes, the legal
department is developing a globally consistent
compliance strategy on personal data. The
purpose of this initiative is to support the
development of technologies within the
Group, as well as best practices.

57

Pernod Ricard operates in countries whose
legal systems vary widely.
How are compliance issues addressed consistently?
Legal and regulatory requirements are evolving with the globalised economy. Even minimal ties with a country can sometimes be
enough for its laws to apply to the Group on
the other side of the world. While some consider this risk as theoretical, debating about
the relevant courts would not be the best line
of defence when a regulator comes knocking
at your door. In essence, establishing an effective global compliance programme has over
the years become a priority for multinational
companies. These programmes can cover a
wide range of topics including data protection, the fight against money laundering, the
fight against corruption and anti-competitive
practices. They are essential in order to protect the company and to prevent possible
abuses. They also contribute to the Group’s
image as a responsible entity. The aim is to
ensure that our affiliates are actively and ethically involved in the communities in which
they operate.

Pernod Ricard’s 80 Market Companies, grouped into four regions, are the expression of
its decentralised model. Responsible for the promotion and marketing of the Group’s
portfolio of brands, they are located in the markets they are responsible for.
They work closely with the Brand Companies to tailor their strategies to local markets and
consumers, whose tastes and habits they understand well.
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an ambitious
strategy

alexandre ricard
Deputy Chief Executive Officer
and Chief Operating Officer

The Group posted a 4% increase in net sales.
Can you tell us about the contribution made by
the various regions to this result?
Alexandre Ricard _ I would first like to
highlight the tremendous work of the women
and men of Pernod Ricard in an environment
that was more challenging than last year.
Whether defending positions in declining
markets, or conquering new ones, everyone
has contributed towards our solid overall performance, and I would like to take this opportunity to thank them all. If we look at the
results by region, Asia and Rest of the World
remains the Group’s top contributor with 40%
of net sales. Despite the slowdown over the
second half of the year, this region recorded
overall growth of 7%. In China, sales were up
9%, with double-digit growth for Martell,
Jacob’s Creek and ABSOLUT. Duty Free also
achieved double-digit growth thanks to solid
results from Martell and Scotch whiskies from
the Top 14. In India, local whiskies are continuing to drive growth, with sales up 16%.
The performance of the Americas region
came as a pleasant surprise, and now makes
up 27% of Group net sales. The region was
up 7%, boosted by the performance of
Premium brands and the United States. The
U.S. market alone rose 8% thanks to Jameson
(+26%), The Glenlivet (+22%), Malibu and

60

strategy

Chivas Regal (+5%), ABSOLUT (+2%) and
Perrier-Jouët (+14%). In Europe excluding
France, stability is the order of the day, with
very clear differences between strong growth
(+11%) in the East led by Russia, Poland and
Ukraine and a 3% fall in the West. Spain was
particularly affected by the difficult economic
climate but Pernod Ricard nevertheless
increased its market share. Lastly France, with
an 8% share of net sales, fell by 7%. This market was adversely affected by the impact of a
combination of macro-economic, technical
and weather factors. Excluding these factors,
our performance was in line with the market,
down 2%.

Go faster, further,
and become
stronger with digital.
Given this contrasting situation, what initiatives
has the Group implemented to boost growth?
We are in the fortunate position of having a
global presence and a comprehensive portfolio. Our flexibility in reallocating resources is
a key advantage: it means we can seek out
growth wherever it happens to be, and we can
defend our market share in countries in difficulty. Over the past ten years, Pernod Ricard
has become the leader in the distribution of
imported alcohol. However, China still holds
great potential. The scope for progress is substantial, since only 1% of alcohol consumed
in volumes is imported. We have worked
across all distribution channels in this market—karaoke bars, off-trade consumption,
nightclubs, Duty Free and luxury. We also
invested in the Helan Mountain vineyard in
which our wine experts, particularly from
Australia, played an active role. In the United
States, our market share still does not reflect
our potential. In line with our overall strategy,
we are aggressively pushing Premiumisation
and Innovation. The Malibu range has been
extended with the launch of Malibu Island
Spiced, Malibu Sundae and Malibu Swirl.
The Avión tequila brand, acquired by joint
venture two years ago, saw excellent growth
of +46% and the addition of Avión Espresso
to the range.

Pernod Ricard Chatter®,
a way to accelerate business
and corporate culture

T

wo major challenges spurred on
the development of our enterprise
social network, Pernod Ricard Chatter®.
Firstly, we wanted to encourage
innovation and business efficiency by
speeding up the exchange of ideas.
Every day, 8,000 employees log on to
Chatter®. Opportunities for meetings
between the Group’s men and women
are multiplied, and thus contribute
to increased innovation. In a Group
that is highly decentralised,
it is essential to promote the sharing of
best practices, for instance
when implementing marketing or
sales initiatives. By creating
new interactions in places where

they did not previously exist,
we are able to break away from
traditional approaches and develop
cross-functional, collaborative
ways of working that generate value.
Secondly, beyond this networking of
collective intelligence, Chatter®
also plays a fundamental role in
the dissemination of our corporate
culture, based on conviviality.
Finally, our enterprise social network
is a decisive first step in supporting
employees to adopt and use these new
forms of communication, and speed up
the Group’s digital transformation
at every level of our organisation.

The Group opened six new affiliates in
Africa between 2011 and 2013.
What are the initial results of these entities?
Twenty years after launching our first entity
in South Africa, we are very pleased with the
start made by the six affiliates opened in
Africa, in Nigeria, Ghana, Angola, Kenya,
Namibia and Morocco. Their performance
supports our decision to invest in our own networks. They are gradually gaining in structure: these new teams now comprise some
200 people. They all deeply share the Pernod
Ricard culture, and are working hard to support the priority development of Chivas Regal
and Ballantine’s Scotch whiskies, Jameson and
ABSOLUT as well as the local brand
Passport. With a marked taste for international spirits, the continent has every chance
of becoming a future source of growth. That
being said, with its 54 countries and 2,000 dialects, Africa is a very diverse continent and
cannot be approached as a single market.
Specific innovations are already under consideration to speed up our growth.

You see digital as a new area for exploration.
What have been the first steps in this process?
Digital opens up new areas for growth: it enables contacts to be established with key influencers, allows us to gain a better understand-
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Gilles Boissy
Digital Manager,
Internal
Communications

ing of consumers, and requires that changes
be made to our sales and marketing strategies.
The digital transformation began last year
with the creation of our social network,
Pernod Ricard Chatter®, which has been a
great success. Every day, 1,200 messages are
posted. These exchanges increase the visibility
of the best business initiatives across our markets, and stimulate creativity and innovation.
Communities that are created on the network
are free of geographical, functional or hierarchical boundaries. This flexible mode of
operation is in line with my professional
motto, “clarity of purpose, speed of action”.
Immediacy and discussion are now at the
heart of relations between our employees, and
have become essential in our relationship with
consumers.
We must now expand and accelerate our process: our digital transformation project will
make us go faster, further, and become stronger.

the global

wine & spirits market
regional focus

Emerging markets
driving growth
by martin riley Pernod Ricard Chief Marketing Officer

I

n 2012, the growth of the international spirits market was largely
driven by emerging economies: these countries represent over onehalf of worldwide growth, whereas they account for just one-quarter of the market’s volume.
Among them, Russia (+19%), Argentina (+17%), Venezuela (+16%)
and India (+13%) contributed the most to the growth of international
spirits. Brazil and China also made significant contributions to this
growth.
North America, with a 36% market share, remains driven by the
United States. The country confirmed its position as the world’s leading
international spirits market, posting growth of +5%, above the world
average of +3%.
Central and South America were again dynamic, though growth
slowed somewhat to +6%, compared to +9% last year. Brazil and
Argentina contributed to this decline, while still posting double-digit
growth.

Eastern Europe was the world’s most dynamic region, with growth of
+9% in 2012; Russia was its main driver. Turkey, Ukraine and
Kazakhstan also contributed to this momentum.
In contrast, conditions in Western Europe were tougher, as evidenced
by a –2% fall. France, Spain and Italy are the main markets explaining
that decline, while Germany, the Netherlands and Ireland continued
to grow.
Asia slowed down slightly, from +8% growth in 2011 to +5% in 2012.
India, up +13%, and China, up +10%, were the region’s top performing markets. Several countries, such as Vietnam, Indonesia and the
Philippines, are beginning to offer genuine growth opportunities.
Global Travel Retail was again dynamic with a +5% rise, but failed to
match its performance in 2011 (up 12%). Super-Premium, ultra-Premium and Prestige products grew at an overall pace of +8% in that,
faster than all other price segments.

Source for this article: The Pernod Ricard Market View, based on IWSR, volume data at year-end 2012 for international spirits and branded bottled wines.

◆ NORTH AMERICA
◆ WESTERN EUROPE
◆ CENTRAL & SOUTH AMERICA
◆ ASIa
◆ EASTERN EUROPE
◆ TRAVEL RETAIL
◆ AFRICA and MIDDLE EAST
◆ OCeANIa

◆ % evolution in volume from 2011 to 2012 ◆ % average annual evolution from 2002 to 2012
(1) Price for a 75cl bottle.

+4.0

+4.0

+5.5

+7.7

+5.7

+2.8

–2.3

5%
2% 2%

Breakdown of international spirits by geographical region in 2012

–0.3

evolution in international spirits by geographical region(1)
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pernod ricard
Four regions
for a global
leadership(1)

europe (excluding france),
africa and the middle east
No.1 in Spain
No.2 in Poland
No.1 in Germany
No.1 in the Nordic countries
No.4 in the United Kingdom
No.3 in Italy

france
No.1 en France

americas

asiapacific

No.3 in the United States
No.3 in Brazil
No.2 in Canada
No.2 in Mexico
No.1 in Argentina
No.2 in Venezuela
No.2 in Chile
(1) Source: The Pernod Ricard Market View, based on IWSR, volume data at year-end 2012—“Western-style” spirits, excluding
ready-to-drink, wines and wine-based aperitifs. Ranking among international groups. Portfolio at 31 July 2013.
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No.1 in India
No.1 in China
No.2 in Thailand
No.2 in South Korea
No.2 in Japan

No.3 in Eastern Europe
No.2 in Greece
No.2 in Russia
No.1 in Czech Republic
No.2 in Ireland
No.2 in South Africa

companies
The Market Companies of Pernod Ricard are responsible for promoting and selling the Group’s
local and international brands on the local markets they are responsible for.
As the entities closest to consumers, they can develop a precise understanding of market expectations.
Their collaborative approach with the Brand Companies allows them to tailor the brands’ overall strategies
to the conditions of each market. The Group has outlined four major regions to map its international presence:
the Americas, Asia and Rest of the World, Europe (excluding France) and France.
The presentation of the Committees below reflects their composition during financial year 2012/2013.
It does not take account of any changes after the closing date.

First row from left to right
♦ Cyril Sayag, VP Legal & Public Affairs
♦ Mohit Lal, Managing Director India
♦ Tim Paech, Managing Director Taiwan
♦ Con Constandis, Managing Director China
♦ Jean-Etienne Gourgues, Managing Director Japan
♦ Thibaut de Poutier, Managing Director Asia Duty Free
♦ Quentin Job, VP Innovation & Commercial Development
♦ Hélène De Tissot, VP Finance
♦ Kevin Lee, Managing Director Philippines

pernod
ricard
asia

Second row from left to right
Xavier Beysecker, Managing Director Hong Kong
♦ Cheng Keang Tan, Managing Director Malaysia
♦ Phanuwat Wongsriphisant, Managing Director Thailand
♦ Paul-Robert Bouhier, Managing Director Singapore
♦ David Freeborn, Managing Director Gulf
♦ Glen Brasington, VP Marketing
♦ Bernard Coulaty, VP Human Resources
♦ Jean-Manuel Spriet, Managing Director Korea
♦ Pierre Coppéré, Chairman & CEO
♦

First row from left to right
♦ Patrick O’Driscoll, Managing Director Corby Distilleries
♦ Geoffroy Germano, VP Marketing
♦ Audrey Yayon-Dauvet, VP Legal & Public Affairs
♦ Sergio Marly, Managing Director Argentina Cluster
♦ Thierry Pourchet, VP Finance
♦ Cedric Ramat, VP Human Resources
♦ Philippe Dreano, Chairman & CEO
♦ Jean-Francois Collobert, Managing Director Venezuela Cluster
♦ Frank Gaudet, VP Operations

PERNOD
RICARD
AMERICAS

Second row from left to right
Franck Lapeyre, Managing Director Americas Travel Retail
♦ Bryan Fry, Managing Director United States
♦ Thibault Cuny, Managing Director Brasil
♦ Cedric Retailleau, Managing Director Mexico
♦
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FIRST ROW FROM LEFT TO RIGHT
♦ Noël Adrian, Deputy Managing Director ♦ Philippe Meert, Commercial
Development Director ♦ Laurent Lacassagne, Chairman & CEO
♦ Selçuk Tumay, Managing Director Turkey ♦ Olivia Lagache, Legal Director
♦ Jean-Louis Laborde, Managing Director Middle East & North Africa
SECOND ROW FROM LEFT TO RIGHT
Nicolas Krantz, Chief Financial Officer ♦ Anthony Schofield, Managing
Director Jan Becher ♦ Bruno Goimier, Human Resources Director
♦ David Haworth, Managing Director Deutschland ♦ Dennis O’Flynn, Managing
Director, UK

PERNOD
RICARD
EUROPE

♦

THIRD ROW FROM LEFT TO RIGHT
Francisco de La Vega, Managing Director Swiss ♦ Christophe Lemarié,
Managing Director Hellas ♦ Michel Mauran, Managing Director Italia ♦ Benoit
Laug, Managing Director Southern Central Europe ♦ Francesco Taddonio,
Marketing & Development Director ♦ Laurent Pillet, Managing Director
Sub-Saharan Africa ♦ Jean-Marc Roué, Operations Director ♦ Ian Williams,
Managing Director Travel Retail Europe ♦ Philippe Coutin, Managing Director
Iberia ♦ Guillaume Girard-Reydet, Managing Director Polska ♦ Fabrice Audan,
Managing Director Nordic ♦ Éric Laborde, Managing Director Eastern Europe
♦

FROM LEFT TO RIGHT
♦ Sylvie Machenaud, Communications Director
♦ Christian Fiatte, Commercial Director
♦ Bernard Pech, Operations and Innovation Director
♦ César Giron, Chairman & CEO
♦ François Patschkowski, Human Resources Director
♦ Mathieu Deslandes, Marketing Director
♦ Régis Souillet, Chief Administrative and Financial Officer

SOCIÉTÉ
PERNOD

FROM LEFT TO RIGHT
Michael Merolli, Marketing Director
♦ Jean-Michel Senaud, Operations Director
♦ Philippe Savinel, Chairman & CEO
♦ Sébastien Mouquet, National Sales Director
♦ Vincent Turpin, Chief Administrative and Financial Officer
♦ Jean-Charles Castellano, Human Resources Director
♦

SOCIÉTÉ
RICARD
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asiA
In 2012/2013, Asia continued to be an extremely
buoyant region for Pernod Ricard brands.
The region has a large concentration of
high-income consumers who love luxury products
and experiences, and for whom the Group
has deployed a tailored sales strategy.
Consumer habits are changing and new “tribes”
of customers are identified. In a region
where mobility is high, Travel Retail
is an increasingly dynamic growth driver.

+7%

Net sales
(organic growth)

+14%

Profit from recurring operations
(organic growth)

History
Present in Asia for 25 years, Pernod Ricard first gained a foothold in the late 1980s in Thailand,
Hong Kong and the Asian Duty Free channel. Today it has subsidiaries in 14 key markets in the region,
including an office opened in Phnom Penh, Cambodia in 2013.

Key positions
No.1 in Asia in super-Premium+ Western-Style spirits, in Prestige+ whisky and cognac;
No.2 in Asia in international and imported spirits; No.1 in Premium vodka; No.2 in Prestige champagne.
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The Asia region recorded strong
performances in 2012/2013 in the cognac,
whisky and vodka categories.
Value growth in the region was mainly
driven by Martell (+16%), Indian whiskies
(+18%) and ABSOLUT (+36%). In India,
while 100 Pipers is the No.3 Scotch,
Blenders Pride continued to be the leading
Premium admix whisky brand (blended
whisky based on Scotch malt and
local grain) for the fourth consecutive year.
ABSOLUT also gained market share and
became the No.5 international spirit
in South Korea. Some markets stood out
in particular, such as Vietnam,
which in 2013 became the No.4 market
worldwide for Chivas Regal 18 YO and
25 YO. Pernod Ricard Cambodia,
the latest Pernod Ricard sales office in Asia,
posted very promising results in its first year.

Luxury, a flourishing segment

Luxury is a key focus of the Group’s strategy
in the region. To meet the needs of
the growing population of High Net Worth
Individuals (a category including those who

asia

own at least 1 million USD in liquid assets),
specialised sales teams in this segment
have been deployed in China and
Hong Kong, and sophisticated CRM
(Customer Relationship Management)
systems will soon be in place to ensure
direct communication with this audience.

Clear strategic choices

Three strategic opportunities have been
defined in Asia. First of all, the development
of specific offers for female customers is more
and more promising as a growth driver:
Japan was chosen to launch innovations
such as lemon-flavoured Café de Paris and
Perrier-Jouët Belle Époque Joshi kai—
a limited edition marketed to influential
women classified as “leisure ladies”.
Secondly, in order to convert beer drinkers to
wine and spirits, Pernod Ricard China and
Pernod Ricard Japan have explored
various avenues around mixed or draft
drinks. Chivas Regal conducted a pilot test
in Shanghai with a machine serving
a refreshing long drink, Chivas Hi.
In Japan, the brand launched Chivas X,
a new frozen drink ritual targeting highball
drinkers (a cocktail based on whisky and
soda). Kahlúa Latte, a ready-to-drink
beverage, was also launched as a limited
edition in Japan.

Finally, in order to penetrate the meal
occasion, Pernod Ricard has developed
tastesetters.com, a digital solution launched
in the China market to guide consumers and
teach them how to pair food and spirits.
To build this communication platform,
the market collaborated with Michelinstarred chef Alberto Bombana and
renowned chefs Stefan Stiller and
Justin Quek, together with local
TV celebrities, mixologists and other
social influencers. Together, they created
the contents for the tastesetters.com website,
with suggestions of menus to be paired with
various wines and spirits. This operation
will ensure the presence of Pernod Ricard
brands during the meals, both on formal and
informal occasions.

A new influencer marketing approach

Events
TRADE FAIR IN MACAO ♦ Collaboration between
brand companies and Pernod Ricard China for
a presentation of the Group’s prestige offerings to
670 China wholesalers.
BALLANTINE’S GOLF CHAMPIONSHIP ♦ An interactive
campaign in several Asian airports allows travellers to
follow the Championship’s progress.
IMPERIAL SPECIAL DESIGN ♦ Korea collaborated with
six local governments—Daejeon, Gwangju, Jeju, Daegu,
Pyeongchang and Busan—to create an Imperial
limited edition to promote local CSR programmes.
PERRIER-JOUËT BELLE ÉPOQUE FLORAL EDITION
BY MAKOTO AZUMA ♦ An exclusive edition created by
the renowned Japanese floral artist.

To galvanise the huge Asia market,
the marketing and commercial teams
created a strategy aiming at dedicated
groups (“tribes”) of customers, first through
engaging brand experiences, and
later maximize the spread of influence.
Identified as targets being likely to use and
recommend certain brands in the portfolio,
those “tribes” are exclusive ways to initiate
favourable word-of-mouth within
their network.

key events
Jacob’s Creek enhances sushi

To create the first wine specially designed to
accompany sushi and sashimi, Pernod Ricard Japan and
Premium Wine Brands joined forces with Michelin-starred
Japanese chef Mamoru Sugiyama. Together, they created
a new white wine called Jacob’s Creek Wa.
Listed in 620 supermarket outlets and
Japanese restaurants, it also appears on the menus of
several Michelin-starred sushi restaurants.

Royal Stag, king of the big screen
To reach its core target market,
Pernod Ricard India has chosen the most popular
leisure activity in India: cinema.
Over a hundred aspiring Indian directors
were invited to participate in the Royal Stag
Large Short Films project, by creating
a short motion picture under the guidance of
seasoned Indian filmmakers.
Viewed more than 140,000 times on
YouTube and liked by 153,000 Facebook fans,
the films were also reviewed by
the Times of India (8 million readers).
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While continuing to grow
in value through
the Premiumisation strategy,
the Group’s brands continued
to win over new consumers in
2012/2013, especially thanks to
targeted innovations. In Travel
Retail, limited editions helped
engage travellers in the Pacific.

In slow market growth conditions,
Pernod Ricard Australia gained value
across most categories. ABSOLUT
grew five times faster than the vodka
category, delivering dynamic value
growth. The launch of Jameson
premix (see Key Event) accelerated
Jameson’s performance in 2012/2013.
One of the biggest successes of the
year on that market was G.H.MUMM,
with +80% volume growth.
Jacob’s Creek reinforced its position
among the top 3 wine leaders in
that market, while the New Zealand
portfolio attainted a number two
position in New-Zealand wines in
Australia(1), due in particular to
the launch of Brancott Estate Flight,
a wine that is naturally lower
in alcohol.
In New Zealand, the Group also
had an excellent year—Jacob’s Creek,
Brancott Estate and Stoneleigh
all contributed to stimulating value on
the market. Pernod Ricard
New Zealand’s new product launches
represented 50% of all new product
sales. The Group’s Australian portfolio
remained No.1 of Australian wines

in New Zealand, where Jacob’s Creek
grew by 10% in value in a market
that was down by 2%(2).
Pacific Travel Retail delivered strong
value growth, a performance
connected to the strong success of
Chivas Regal (+11% in value),
which was boosted by the launch of
The Chivas Brothers’ Blend, and
to Martell cognac references posting
+18% value growth. Pacific Travel
Retail also won new contracts with
leading airlines, delivering +22%
for Brancott Estate and +96%
for Beefeater in value.
(1) Nielsen MAT ending May 13.
(2) Nielsen New Zealand MAT data at 16/06/13.

Events
AUSTRALIAN OPEN ♦ Jacob’s Creek, sponsor for the 4th year
in a row with its ambassador Andre Agassi.
ABSOLUT COLLABORATIVE ♦ A campaign inviting bars and
bartenders in New Zealand to show their creativity.

key event
Jameson: A winning mix

The very first range of
Premium ready-to-drink cocktails for
Pernod Ricard was launched in
Australia in August 2012 with two variants,
Perfectly Crisp Cloudy Apple and
Natural Ground Raw Cola—
recipes whose freshness
enhances the flavour of Jameson.
Presented in a unique format,
they are the result of a concerted
effort between the marketing teams at
Pernod Ricard Australia,
Orlando Wines and Irish Distillers.
The aim was to create a new
segment of ready-to-drink beverages that
will appeal to a target audience of
25 to 34 year-old males—
a group that traditionally tends to
favour Bourbon ready-to-drink, beer
and cider. The Jameson range was voted
best innovation and best tasting
new product by Dan Murphy’s
(Australia’s no.1 retailer).
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Angel Jeri

Brand Manager, Pernod Ricard Peru
I thought it was an extremely fun experience: painting with a massive ball of string!
I really tried to show all the joy that this experience gave me on the fresco. Above all I will remember
the conviviality and shared enthusiasm, and that is what I tried to illustrate in my painting.
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A portfolio of Premium brands, a thriving capacity
for innovation and growing investment in
digital media: Pernod Ricard Americas
didn’t wait for the stirrings of recovery to
capitalise on its strengths. Across the region’s
markets, its brands have reinforced their
leadership and legitimacy with consumers by
developing highly creative communications
strategies that greatly increase their appeal.

+7%

Net sales
(organic growth)

+4%

Profit from recurring operations
(organic growth)

History
Twelve years of continuous growth and three major acquisitions (Seagram in 2001,
Allied Domecq in 2005 and ABSOLUT in 2008), have taken Pernod Ricard Americas to new heights.
Since 2006, this entity has led all of the Group’s activities in the Americas, where
Pernod Ricard has used its regional distribution network to capture leading positions
in both the north and the south.

Key positions
No.2 in volume in the Americas, No.2 international group in Mexico and Canada,
No.3 in volume in the United States, No.2 in volume in Brazil(1), No.2 in volume in Argentina,
No.1 in Premium vodka, gin and Irish whiskey, No.2 in Scotch whisky.
(1) International spirits.
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While economic recovery is underway
in the United States and is also expected to
reach Canada and Mexico, sales for
Pernod Ricard in the Americas grew by
7% in 2012/2013, making it the second
largest contributor to the Group’s growth
after Asia. The main drivers of this growth
are the Premium brands, the United States,
up by 8%, Pernod Ricard Americas
Travel Retail growing 7% in value,
Mexico by 5%, Chile by 12% and
the amazing performance of Pernod
Ricard’s new affiliate in Peru, up by 37%.

Consolidation and expansion

With one of the most comprehensive
portfolio in the industry, Pernod Ricard
is ideally positioned in the region to
benefit from all trend opportunities.
The Group’s Top 14 strategic brands
grew by 8% both in the region and
the United States, where Jameson
remains the main growth driver with

americas

+26% in value. In that market, ABSOLUT
grew by 2% in value and Malibu by 5%,
following the launch of numerous
innovations. In all the markets where
The Glenlivet is present, it has reached
amazing results, with net sales rising by 27%.
The Top 14 brands posted strong growth in
Mexico (+13%), while performances in
Travel Retail have been driven by Chivas,
The Glenlivet and Royal Salute.
Key local brands grew by 7%, driven by
the double-digit growth of Passport,
the good development of Wiser’s fostered by
innovations launched in the flavoured whisky
segment, and the strong performance of
Olmeca inside and outside the region.
The focus on Priority Premium Wines
resulted in a continued growth of 5%.

Closer to consumers

In order to come closer to consumers,
most markets put an emphasis on
digital media. It has considerable
growth potential in the Americas,
with Latin America being one of
the world’s fastest-growing
digital markets. The direct interaction
with consumers on this medium
represents a key opportunity across
all marketing activities—especially
when leveraging consumer behaviour
across new technologies.

With this in mind, Pernod Ricard Americas
developed a Big Data Consumer approach,
being led by Ballantine’s in Mexico
(see Key event) and Chivas Regal in
Colombia, with the purpose of
optimizing touch point efficiency and
establishing closer relationships with
the end consumer.

brand activation, for instance
ABSOLUT INN Brazil, an immersive
brand space where consumers
can experience the ABSOLUT universe,
or Colombia Chivas Home Parties,
an innovative approach to home
entertainment.

Inventors of modernity

Creativity and innovation are
among the region’s strategic priorities.
In the United States, innovation has
clearly boosted the portfolio with
launches in key segments: in vodka,
with ABSOLUT ELYX and
ABSOLUT Tune; in tequila with
Olmeca Altos and Avión; in
North American whisky with
the Wiser’s portfolio, and in other
categories with Kahlúa Midnight and
Malibu Island Spiced.
In Canada, Corby Distilleries
have focused on emerging consumer
trends to develop a strategy for
long-term innovation, which has led to
the successful launches of Wiser’s Spiced,
Wiser’s Rye, Lot No.40 and Pike Creek,
as well as the McGuinness dessert
flavors range.
In Latin America, innovation and
creativity are at the heart of every

Events
CHIVAS 18 YO: 85 FLAVOURS ♦ Venezuela hosted
a full sensory experience, stimulating consumers’
five senses by having them discover the 85 flavours
present in every drop of Chivas 18 YO.
PERRIER-JOUËT: PRINTEMPS DES ARTS ♦ A 15-day
exhibition in Brazil to leverage the springtime visuals
of the brand.
ROYAL SALUTE & POLO ♦ With the Royal Salute
Sentebale Polo Cup in Greenwich, Connecticut, and
the Royal Salute Palermo Open in Buenos Aires,
the brand brought exclusive experiences to
the attendees from North to South of the region.

key events
Vodka Prestige

ABSOLUT ELYX captures the appeal of
super-Premium vodka, the fastest growing segment
in the category in the United States.
Its successful launch in that market is the result of
a collaboration with the brand’s Creative Director,
Swedish fashion designer Johan Lindeberg, and
actress Chloë Sevigny. ABSOLUT ELYX also
benefitted from an ultra-selective distribution strategy
as well as distributor involvement from an early stage.

Share an aesthetic moment

Ballantine’s has aimed to establish its territory
within Indie Music in Mexico, creating the first
Indie Music Festival in Guadalajara.
Digital played a crucial role on this festival:
leveraging the Loud Blue platform, the brand
embodied the true digital acceleration by
digitalizing every interaction with the consumers—
from web connected photo booths to creating
a successful “Instagram moment”.
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Casey Mackay

National Accounts Manager, Corby Distilleries
I went back to my childhood... equipped with brushes attached to a glove,
I walked on the canvas taking inspiration from the people around me, and
the amazing surroundings of the Centre Pompidou in Paris.
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A Maison like no other for
bartenders passionate about their work
The pioneering Maison(1) Pernod Ricard training programme is designed for bartenders who are passionate about
their work, whether they are beginners or have several years of experience. Using an innovative format,
the course develops participants’ knowledge of spirits categories while sharpening their customer service and
bartending skills. Maison Pernod Ricard has already been deployed in several Group markets.
in the industry. Of the 11 modules, nine focus on
categories, while the other two deal with
customer service and technical skills. When
we talk about our brands, we are also
talking about those of the competition,”
explains Will Pitchforth, in charge of the project
with PR CD.
Five markets—Canada, Australia, Colombia,
Germany and Hong Kong—have already
adopted the programme, and seven others
will be implementing it soon. Since late January,
more than 200 bartenders have been trained in
Australia and over 300 people have joined
the Maison Pernod Ricard Australia private
Facebook group.
Ben Davidson, Brand Education Manager at
Pernod Ricard Australia, was particularly involved
in the project. “There is a strong culture of mixology
here; the community is united. Maison Pernod
Ricard has reinforced this trend, targeting bartenders
who are deeply committed to their craft.
They are not looking to satisfy their own ego, but
to better satisfy their customers—that being
the very best way to ensure the success of their
establishment. Maison Pernod Ricard allows bar and
restaurant managers to show appreciation for their
most deserving bartenders and by the same
token increase their loyalty,” says Ben Davidson.
Provided free of charge, the Maison Pernod Ricard
programme has proved an instant success.
In testament to this popularity, Maison Pernod
Ricard has been named the best bartender
training course of 2013 in Australia, and
Ben Davidson the best brand ambassador.

“This training programme is designed to identify and
develop up-and-coming talent with a view to
growing our market share in the on-trade channel,”
says Thibaut de Poutier de Sone, Executive VP,
Commercial Development at Pernod Ricard.
“Maison Pernod Ricard is the outcome of a study
conducted in 2010 as part of the Agility project.
Bartenders are key influencers when it comes to
consumer decision-making. In order for them to be
true ambassadors for our brands, we have clearly
defined their expectations in terms of training.
Their work is undervalued and they desire
recognition. They have also expressed a need for
greater knowledge of categories, not just of brands,
as is generally the case with existing courses,”
says Jérôme Pastre, On Trade Director for
Pernod Ricard Commercial Development (PR CD).
Drawing on best practices identified within
the Group, especially in the United States and
Mexico, Pernod Ricard Commercial Development
has set up a steering committee of employees from
several entities to help develop the 11 three-hour
training modules that make up Maison Pernod
Ricard. Independent experts were brought on
board to produce the course content.
“Our hallmark is ‘authentic collaboration’,”
explains Patrick Castanier, then head of
the department. “All projects are inclusive;
they are carried out with the help of the markets, and
for their benefit. Thanks to a working method
built on trust and “co-elaboration”, the tools
created are actually adopted.”
“Accredited by the prestigious École hôtelière
de Lausanne and Pernod Ricard University,
this is the most professional training programme

(1) House.
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europe
While the tough economic headwinds in Western
Europe are proving to be a challenge for
Pernod Ricard’s brands, in Central and
Eastern Europe the portfolio’s Premium brands
are living up to their promise. They’ve racked up
double-digit growth this year, backed by significant
marketing spend. This strong performance
can be attributed to the Group’s strategic focuses:
Premiumisation and Innovation.

Stability
Net sales
(organic growth)

Western Europe: an underwhelming context

+1%

Profit from recurring operations
(organic growth)

History
Present in Europe since its creation in 1975, Pernod Ricard is the only Wine & Spirits group
to have its own market companies in every country on the continent, with the exception of
a few secondary markets.

Key positions
No.1 in Europe including France(1), No.2 excluding France(1). Leader in Central and Eastern Europe(1),
the fastest-growing region. European leader in the Premium and super-Premium segments,
Pernod Ricard has a portfolio of leading international brands in almost every key segment, such as
Ballantine’s, Chivas Regal, Jameson, ABSOLUT, Havana Club, Beefeater, and leading local brands
such as Ramazzotti (bitters), ArArAt (brandy) Ruavieja and Becherovka (liqueurs), Mini (ouzo) and
Wyborowa and Luksusowa (vodka).
(1) International spirits.
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In Spain, for the fourth consecutive year,
Pernod Ricard is No.1 in the Spirits market
by volume. Beefeater sales rose +5% in
terms of value. Ritual rum, launched in
May 2012, is now well established in
bars frequented by young adults.
In Italy and Greece, the situation
remains very difficult, but the first
few months of 2013 have raised hopes of
a rebound in consumption.
As in previous years, Northern Europe
posted the best results. In Germany,
all international categories rose in value,
with the exception of cognacs.
Lillet’s launch in the west of the country
was a success. The UK market saw
a rebound in wine sales, thanks
in particular to Campo Viejo, which is now
No.2 in the Spanish wines category.

Central and Eastern Europe:
The success story continues

There was no let-up in Pernod Ricard’s
expansion across Central and Eastern
Europe. In Russia, almost all categories of
international spirits posted double-digit
growth. In Russia and Kazakhstan,

europe, africa, middle east

new regional offices were opened in
medium-sized cities where economic
growth is accelerating. In spite of
the Ukraine’s stagnating economy,
volumes of international Premium spirits
rose and the Group strengthened
its leadership in this category.
In Czech Republic, the Spirits market
suffered from a ban on sales in the month of
September 2012 as authorities investigated
a scandal over counterfeit alcohol—
a threat that should eventually benefit
best-established, recognised and
trusted brands such as Becherovka,
already the No.2 of the bitters category
in that market.

New icons

An historical player in Central and
Eastern Europe, Pernod Ricard has built
a strong brand portfolio in these markets.
In Russia, Jameson and ABSOLUT
recorded gains of 23% and 12%,
respectively in 2012/2013. Ballantine’s
(in Russia and Ukraine) and Passport
also saw double-digit growth.
The extraordinary success of ArArAt,
backed by a new advertising campaign,
was confirmed with growth of 21%
in the region.

Digital media, driving marketing innovation

Digital media remains central to
marketing efforts in Europe. By carefully

managing the brands’ performances on
social networks, the teams have narrowed
the gap to the Group’s main competitor:
two brands in the portfolio are now
among the Top 5 spirits in Europe on
Facebook. Growth has been especially
rapid in highly dynamic regions such as
southern Central Europe, the Middle East,
Russia, Turkey, the United Kingdom and
the Nordic countries. The roll-out of
a common tool for managing social
networks, Vitrue, also contributed to
this performance.
To boost campaign effectiveness,
e-CRM pilot projects were launched in
Poland, Russia and Great Britain.
Digital media has also played a key role in
the design of highly creative activation
campaigns such as ABSOLUT London and
Whisky Taste Matters in Poland.
Pernod Ricard continues to tailor
its marketing strategy to local consumers’
expectations. In Western Europe, to address
the growth of off-trade consumption and
purchases at convenience stores and
discount chains, as well as online,
the Group expanded its teams in key account
management, category management and
trade marketing. To meet demand in
the growing region of Central and
Eastern Europe, it strengthened its sales
structures and introduced a segmentation
programme to maximise the time teams
spend on the various point-of-sale categories.

Events
WYBOROWA RECAPTURES POLAND ♦ Launch of
the flavoured vodka range, Smaki Swiata (Tastes of
the World) to change the way the Poles drink vodka.
BALLANTINE’S TAKES OFF IN RUSSIA ♦ With the Work &
Rock marketing campaign, the brand rose +26.5%
by value.
Malibu wins over the Spanish ♦ Partnership with
the Mango brand to hold tastings during Mango Nights
in 39 Spanish cities.
TARGET: PREMIUMISATION IN THE UNITED KINGDOM ♦
With The Whisky Shop, the Group’s Premium whisky
brands are brought together in a new luxury boutique.

key events
The gentlemen (and women) of
Chivas Regal

In Bulgaria was launched Chivas 12 Chairs,
a club of Extraordinary Gentlemen that regularly
brings together opinion leaders (architects,
IT specialists, advertising experts, etc.) to discuss
social topics. Each round table discussion, which concludes
with a glass of Chivas Regal, results in a jointly signed
statement and a video, subsequently relayed by the media.

Cuban rum for a Cuban mojito

In Italy, Havana Club devised a campaign
based on a simple idea: an authentic Cuban mojito
should be made with Cuban rum. All bases were covered,
including guerrilla marketing with
Save the Mojito stickers in the streets of Rome and Milan,
a viral digital campaign, bartender training and
off-trade activation. The campaign led to a gain of
1.4 point of market share for the brand in Italy.
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Andor Nagy

Key Account Manager, Pernod Ricard Hungary
The brushes I painted with left particularly visible marks...
I wanted to give the canvas my own personal style, without damaging or lessening
the work of the other models. I think I managed to find a good middle ground,
where I could sublimate the work of the group, and add a touch of my own personality.
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Our/Vodka, changing the rules of
the game with complementary skills
How can a global group participate in the trend for local products in a relevant way?
The Absolut Company has solved the puzzle with the Our/Vodka project, an innovative concept of
locally produced vodka developed in close collaboration with the Pernod Ricard Research Centre.
Åsa Caap, Global Director of New Business at The Absolut Company, and Vincent Hoarau,
R&D Applications Manager at the Pernod Ricard Research Centre (CRPR), discuss an exemplary collaboration.
Åsa _ The Research Centre has been wholly
integrated as a true partner and member of
the team in The Absolut Company. The CRPR team
was part of the project, and it was extremely
rewarding to get to know them.
Vincent _ I think the right word to describe
our collaboration is “complementary”.
We all had well-defined areas of expertise, and
each of us demonstrated flexibility and
responsiveness in order to solve problems and
observe the overall schedule.
Åsa _ The pilot project has been up and
running in Berlin since 8 March 2013.
We’re producing a traditional vodka called
Our/Berlin in collaboration with entrepreneurs
Jon Sanders and Pauline Hoch.
Vincent _ It took one year to develop an innovative
vodka recipe and its production process, select
the equipment to make it, perform packaging
compatibility testing, find a building and tailor it
to our needs, and then train staff in our production
methods. Our/Berlin is the first step: other microdistilleries will follow.
Åsa _ The formula will be the same, but
each product will have its own particular taste
thanks to the use of local ingredients.
There will be other technical challenges to
overcome, but we are confident in our combined
ability to resolve them. By actively reaching out
to local entrepreneurs, well-oriented in
their communities, we’ve succeeded in capturing
a strong trend identified in our markets.

Åsa Caap ❶_ At the time, I was working at
the Innovation Department and reflecting on
the trend towards local products. The idea
came to me to partner with entrepreneurs with
whom we would share profits.
They would manage the day-to-day business,
production, marketing and distribution,
as at any micro-distillery.
Vincent Hoarau ❷_ In short, The Absolut Company
wanted to make something that wasn’t yet on
the market—an artisanal brand supported by
an international group.
Åsa _ Exactly. I didn’t know how the idea would be
received by the Group, but the Top Management
supported me. The project team worked in start-up
mode, with their own email addresses and business
cards bearing the project’s name. Since The Absolut
Company did not have all the necessary resources
to support the launch of this very different project,
we contacted the Pernod Ricard Research Centre.
Vincent _ A little more than two years ago already…
Åsa was looking for technical support.
For us, the goal was to deliver a turnkey project.
The technical/business side was particularly
important if we were to make the micro-distillery
project profitable, while maintaining
the Group’s high standards of quality and safety.
The involvement of several departments at
the Research Centre helped to provide fast
responses on a variety of issues.
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Pushing the boundaries

Established since 1993 in South Africa,
the Group now holds a strong and
solid position thanks to the continued
success of Jameson, as well as the emergence
of new growth drivers such as The Glenlivet.
The Group decided in 2011 to ramp up
its development in other African countries.
Favourable economic and political
developments in Angola, Ghana, Kenya and
Nigeria encouraged Pernod Ricard
to open four wholly owned subsidiaries
there in 2012/2013, after Namibia
the previous year. Whisky offers
the best opportunities, with Chivas Regal,
Jameson and Ballantine’s also benefiting
from high rates of brand recognition.
Potential for growth also exists

for vodka, gin, brandy and champagne.
To support the launch of its key brands,
the Group has started to invest in
pan-African media, which allows it to cover
the entire the sub-Saharan region, and
is devoting significant resources to
training staff at its new subsidiaries.

Events
JAMESON FIRST SHOT ♦ Gala premiere in Johannesburg for
Hanneke Schutte, the South African winner of the Jameson
First Shot competition.
MARTELL IN NIGERIA ♦ Official launch of Martell in Nigeria
around an event called “Milan Fashion Week”,
which brought together fashion designers in Lagos.

key event
South Africa

Legendary encounters

To pay tribute to South Africa’s cultural heritage,
The Glenlivet organised an evening with Selaelo Selota,
a musician with extraordinary passion and
an inspiring life story. Guests had the privilege of
spending time with him during a private concert and
a Q&A session, accompanied by a guided tasting
of The Glenlivet whisky.

middle
east and
north
africa

Successful Premium deployment

In North Africa and the Middle East,
the Group has seen sustained growth for many
years thanks to its strong portfolio, including
its renowned French spirits, like Ricard, and
its international stars Chivas Regal and
ABSOLUT. Against the region’s sensitive
political and economic backdrop, the Group
was able to maintain this growth, which was
driven by its two global icons. Strong
activations, tailored to local consumption
practices, supported the launch of
the Super-Premium vodka ABSOLUT ELYX
in Israel, Jordan and Egypt, and
were augmented by a dedicated digital
campaign. Pernod Ricard also launched
its exclusive edition, The Chivas Brothers’
Blend, in the Travel Retail market.
In Turkey, Chivas Regal achieved strong
performances, with +33% in value,
while key local brand Olmeca posted +32%.
In the first half of the 2012/2013 financial year,
Pernod Ricard opened its very first subsidiary
in the region in Morocco, a market
that offers great opportunities for Premium
ranges of whisky, vodka and champagne.

Event
PERNOD RICARD MAROC ♦ Creation of a new affiliate based in
Casablanca to strengthen Pernod Ricard’s leadership in Morocco.
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key event
Israël

Captivated by
ABSOLUT
BLANK

In 2012, the ABSOLUT BLANK
global campaign inspired the creation
of a limited edition bottle for Israel,
in collaboration with Israeli artist
Pilpeled. Launched in May 2013,
the bottle was an immediate success,
with more than 110,000 of them
sold in a few weeks and 220,000 views
of the campaign on YouTube
in a month.

Tamara Kumbey

Trade Marketer, Pernod Ricard Sub-Saharan Africa
Orange is actually a most surprising colour: it is different, and worth exploring.
Just like my continent, Africa! This experience was
the perfect opportunity to rediscover oneself, with the help of the other models.
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Jameson, the Irish brand
favoured by Africans
In Africa, Jameson has responded to the elective affinities for Irish whiskey of a new affluent, urban and
trendy class. Aficionados and trendsetters are paving the way for increased brand awareness.
This success is the result of collaboration between the Pernod Ricard South Africa and Sub-Saharan Africa
local teams, Irish Distillers and brand ambassadors in the field. Irish Distillers’ training programme
also played a major role in this adventure.
designed to attract graduate talents and
enable them to grow. Today it is the stepping
stone towards a career in sales and marketing with
Irish Distillers. “We have ambassadors in
South Africa, Angola, Kenya, Nigeria and
Mozambique. The programme’s deployment
was the key to our success in South Africa, and
we intend to replicate this model in other
Sub-Saharan countries.” The intensive five-week
training programme at the brand’s head office
has become a powerful tool in helping to
boost Jameson’s brand recognition in Africa and
further afield. Nelson Aseka ❷, Brand Ambassador,
recalls: “In 2012, I was fortunate to be appointed
Jameson Brand Ambassador for Kenya and
attended the Irish Distillers training programme,
where I widened my knowledge and acquired

Jameson has been officially sold in
South Africa since 1993(1). Today, it is the third
largest market for the brand, which is present in
over 25 countries on the African continent.
“We did not doubt its potential in Sub-Saharan
Africa,” says John Hoolahan , Irish Distillers’
Regional Manager. “Since the economic boom
witnessed in certain markets, Africa has become
a reference point. It was logical that Jameson
should be a strategic priority for the Group when
conquering its final frontier.” Its taste and
sweetness, thanks to the triple distillation process,
appeal in particular to Emergent High Value
Consumers in cities like Johannesburg,
which is very much seen as the place to be,
setting trends in fashion, music, art, and…
in international brands of spirits.
“Jameson has built its reputation around
the passion it arouses in some influencers,
who are fervent advocates of the brand.
Thanks to this influential group, Africans have
made Jameson their whiskey of choice,”
John continues. This passion for the product and
its origins is in fact the foundation on which
Irish Distillers built its training programme,

decisive product knowledge training and
wider skills. The support provided by the teams
was essential to my success. In the field, I put
a great deal into my role as ambassador,
ensuring that it was immediately recognisable and
respected in Kenya and other markets.
I established relationships with media personalities
and influencers. I quickly set about organising
tasting sessions for this key target, which in turn
began to advocate Jameson. On St Patrick’s Day,
thanks to my network, I got the best scores with
the #JamesonLiveKE hashtag. Our Facebook
page went from 60 to 20,000 fans in 12 months.”

(1) The brand was marketed prior to 1949, when Ireland was still part of the Commonwealth.
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Flavie Bromet

social media Manager, Pernod S.A.
Black is a very present, intense and fascinating colour. To breathe life into it,
I tapped into one of my passions, music:
I looked for a rhythm, one that became almost tribal as I applied it.
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In 2012/2013, most spirits saw a general decline in France:
anise-based spirits fell by –5% in volume(1), modern liqueurs by
–8.5%(1) and whiskies by –2%(1). Nevertheless, thanks to
its Premiumisation strategy, Ricard recorded excellent performances
for some of its brands, including Perrier-Jouët Belle Époque
(up +13% by value), Chivas 18 YO (up +14%) and Jameson
Select Reserve. ABSOLUT continued to grow in the off-trade
segment (+14%(1)), while Lillet posted strong growth of
23% across all distribution channels.

Creativity rewarded

The originality and quality of advertising campaigns are a key factor
for developing brand equity, as evidenced by the awards collected
during the year by those launched in 2012. The Ricard campaign
80 ans et toujours jaune received three awards from the trade press,
including the award for best writing during the 28th Grand Prix
de la Publicité Presse Magazine, organised by La Presse Magazine. The
Elements Night collection by Clan Campbell, consisting of
four glow-in-the-dark bottles, received a Top Com bronze in
(1) Nielsen—end June 2013.

–7%

Net sales
(organic growth)

–15%

France

Profit from recurring operations
(organic growth)

Identity
In 1805, Henri-Louis Pernod founded the company Maison Pernod Fils.
In 1932, with Ricard pastis, Paul Ricard invented the first French-style long drink.
In 1975, the two companies, previously competitors, joined forces to capture
international markets. From this link-up, the Pernod Ricard Group was born.

Key positions

Société Ricard is the leader of the French spirits market with an 18% market
share. The Ricard brand is the No.1 in anise-based spirits and Clan Campbell
is No.1 in Premium Scotch whiskies in France(1). Chivas Regal is leader of
Super-Premium spirits in France, and Jameson and ABSOLUT are leaders of
their respective segments. In the Pernod portfolio, G.H.MUMM, Aberlour and
Suze are the leading brands in their main segments; Havana Club is No.2 in
the rum market, and Ballantine’s is the No.2 Premium Scotch whisky.
(1) Sources: IWSR – 2012, Nielsen end of June 2013.

Innovation: the key to success

In a highly competitive market, Pernod continues to
focus on innovation in order to stand out from the crowd,
launching extensions such as Suze Agrume, Suze Fruits Rouges,
Suze pour Bière, Soho Gloss, Soho CaïpiThai and
Aberlour Millésimé. In 2012, one third of the Top 25 innovations
in France(1) came from Pernod’s brand portfolio.
During the year, G.H.MUMM consolidated its leading positions
in medium- and large-scale off-trade channels, while developing
high-end products with the Mumm Gamme Expert range in
the on-trade segment. Ballantine’s grew +4% in volume and value(2)
and attracted more than 270,000 new consumers,
especially among the under-35-year-old set. The brand also
owes its success to continued partnerships in the world of design.
In spring 2012 it launched the Ballantine’s Finest Night bottle,
created by designer François Brument and a carafe and glasses
set redesigned by British creator Lee Broom.
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france

the Overall Design category and a Pentaward bronze in
the Alcohol category. In line with the brand’s creative tradition,
a third part has been added to the ABSOLUT Pureté saga with
the Winter Wheat visual created by British photographer
Chris Turner. The new Jameson campaign was inspired by
a vintage aesthetic to develop brand awareness amongst
a more urban target of 25-35 year olds. And the new Malibu
campaign tells the story of the felicitous fusion of rum and coconut,
to reaffirm the product’s ingredients with simplicity and authenticity.
Société Ricard also redesigned its website, www.ricard.fr, with
one of the aims being to make it accessible on smartphones and
tablets. The new site is rich in content, and fast and easy to navigate.

key event
Lillet Rosé
available
in France

After Lillet Rouge and
Lillet Blanc, the aperitif
wine brand launched
a new creation:
Lillet Rosé. It was
successfully launched in
the United States and
Germany in early 2012
before heading off
to conquer
the French market.

Events
ABSOLUT PURETÉ ♦ Part 3 of the saga by photographer Chris Turner.
THE NEW WEBSITE WWW.RICARD.FR ♦ The entire Ricard S.A. universe online.
BRONZE FOR CLAN CAMPBELL ♦ The Elements Night collection praised by the trade.

During the year, the brands distributed by French Market Companies Pernod S.A. and
Ricard S.A. leveraged all their expertise in a particularly challenging context.
Both affiliates have demonstrated their creativity through a multitude of product
innovations and artistic collaborations to continuously renew their consumption rituals.
The year was also marked by a number of digital initiatives aimed at both
external audiences and Group employees.

Aberlour posted excellent results and strengthened its leadership in
the super-Premium whiskies category.

key event

Deployment of tools to improve performance

To build its success, Pernod relies on tools developed by the Group
through the Generation Leader 2015 programme.
Whether to assess promotional effectiveness, segment consumer
targets and establishments, or perform a strategic analysis of
the consumer journey, the teams quickly took ownership of
the various tools, all of which are used to maximise brand
performance. To continue to develop and structure its digital
initiatives, in 2012 Pernod created a Digital Strategy Department.
Bringing together know-how in digital marketing, social media,
e-commerce, big data and e-CRM, its main responsibility is to
develop differentiated digital strategies for each brand in
the portfolio, based on the consumer journey.

51 Rosé,
an antidote to gloom

Combining aniseed and
red berries, 51 Rosé is
the result of close collaboration
between the R&D Centre,
the Marketing department,
the Marseille production site and
the sales network.
Launched in April 2013,
it renewed the codes of
anise-based spirits without
breaking the habits of
Pastis 51 consumers.
Rare in the category,
this innovation sparked
a great deal of media interest,
with over 150 mentions in
the major press.

(1) Source: Nielsen. (2) Nielsen France MAT at 16 June 2013.

Events
PASTIS 51 ♦ Launch of the official 51 Facebook page ♦ Three Pastis 51 bottles signed by the artist
Tabas to celebrate Marseille, European Capital of Culture.
HAVANA CLUB ♦ Over 80,000 French fans of the brand on Facebook.

83

corporate
Social
RESPOnsibility

Since its inception, Pernod Ricard has developed a model of sustainable performance based on
a Corporate Social Responsibility (CSR) approach that is rooted in its history.
Employees are the front-line ambassadors of the Group’s commitments,
which have been formalised in a policy based on four priorities and one prerequisite:
respect for all stakeholders. Promoting responsible drinking, protecting the environment,
sharing cultures and supporting entrepreneurship are all key focuses of
a comprehensive process as well as local actions.
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corporate culture
bruno rain
Managing Director, Human Resources and
Corporate Social Responsibility

Over two years ago, the General Management introduced a
joint governance framework for Human Resources and
Corporate Social Responsibility. Can you recap on the
reasons for this decision, and sum up the results?
Bruno Rain _ We wanted to send a
strong message by making CSR a core part of
the business’ strategy at General Management
level. The decision is consistent with one of
the Group’s five strategic drivers: the women
and men of Pernod Ricard are the front-line
ambassadors of our commitments, and they
are central to our CSR platform. Supported
by the network of CSR leaders, this has been
reflected in a host of measures at local level.
The framework has been extended this year
with the addition of materials designed to support our affiliates in building a dialogue with
their stakeholders. In 2012/2013, we broke
new ground both within the Group and externally in the area of responsible drinking,
which remains our number one priority, by
playing a leading role in the signature of the
five commitments adopted by the Wine and
Spirits industry.
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Over the last three years, Pernod Ricard has been developing
and rolling out the tools to create a uniform and
comprehensive HR policy. How have they changed the
Group’s practices and culture?
In a decentralised Group where affiliates enjoy
considerable autonomy, an ambitious HR
policy is a vital means of support for Pernod
Ricard in its pursuit of market leadership. In
2009, the management model was identified
as one of the growth drivers to be enhanced,
and was included as an area of focus in our
company-wide Agility project. Since then, the
leadership perspective has been central to our
model. In less than three years, we have rolled
out a set of standards in our DARE (Develop,
Assess, Recognise, Engage) system to ensure
consistent global talent management. These
mechanisms leave our staff considerable room
for initiative, as the key protagonists in manag-

The leadership
perspective
is central to
our model.
ing their careers. The HR policy aims to provide them with the means for building their
career path on a foundation of practices that
are shared by all affiliates. The feedback from
the leadership programme designed by Pernod
Ricard University has been very positive.

How does the Pernod Richard Chatter® enterprise social
network fit in with the roll-out of your HR policies?
Chatter®, Pernod Ricard’s enterprise social
network, is based on collaborative working. It
encourages employees to exchange views
across functions, in a way that is less restricted
by hierarchy or traditional operational divisions. This provides a real boost to HR development, which is based on participatory management. Pernod Ricard Chatter® was created
in response to the results of the I Say in-house
opinion poll undertaken in 2011.

The I Say opinion poll also revealed a greater
need for employee recognition.
How have you addressed this, and what other plans
have been developed in response to this poll?
We have encouraged managers to provide
their staff with objective feedback on their
performance and indicate areas for improvement. A total of 82% of Group staff had an
annual appraisal in 2011; in 2013, the figure
was 91.4%.
There are two areas still to be finalised, with the
first being the promotion of diversity within
teams. Our talent should reflect the wider
world, and this should help us to bring our
brands closer to our consumers. We must
ensure that our talent pool reflects true diversity

Diversity and
employer brand as
drivers for leadership

O

ur entire HR policy makes
an active contribution to
the Group’s ambition for leadership.
To achieve this aim, we are working on
two specific areas identified as priorities
for improvement. Firstly, there is
the Employer Brand, which aims to
make Pernod Ricard an employer of
choice in order to attract and retain
the best talent. During 2012/2013,
we identified and formalised the five
key elements which make Pernod
Ricard an employer of choice.

Estelle Rivals,
The platform is being rolled out within
our network of HR correspondents and World HR Projects
Director
to the general public via a digital hub.
Secondly, discussions have been
initiated on the topic of gender diversity.
The initial conclusions led to
the identification of the main obstacles
encountered by women that prevent
them from reaching leadership positions.
On this basis, and by drawing on
existing relevant good practice within
the Group, we are starting to roll out
a plan of action.

of gender, culture and ethnic origin across all
age groups. Analysis has been conducted and
the diversity action plan is being rolled out.
In addition, we are strengthening our
employer brand to attract the best talent. This
is a crucial element of our long-term performance.
From 5 June to 2 July 2013, we carried out the
field phase of the second edition of I Say. As
this Annual Report goes to press, only one
result is available: a record participation rate
of 87%, seven per cent higher than two years
ago. We are hopeful that this good result bodes
well for a general improvement in the items we
sought to develop.

Why rework the Pernod Ricard employer brand platform?
Pernod Ricard is known primarily for its
brands, but less so as an employer of choice.
However, most of our recruitment needs
today are centred on markets where the
Group is experiencing rapid growth but is
much less well-known. There is a need to
increase targeted communication regarding
what makes us different and the career opportunities that we can offer. Some affiliates are
already forging ahead with this, as illustrated
by the Graduate Programme developed by
Irish Distillers to recruit junior “ambassadors”
for the Jameson brand.
Our business game, Spirits of Entrepreneurs,
aimed at students enrolled at the best universities and business schools in 12 countries, is a
tool for promoting awareness of our employer
brand. The winning Russian and South
African teams in March 2013 stood out with
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their high quality projects on ABSOLUT’s
digital marketing strategy. In view of the success of this competition, we decided to extend
it to other areas.

Coming back to the idea of joint governance for
HR and CSR, the defining event of the year
was Responsib’ALL Day, a day of employee action
in support of social responsibility.
What did it achieve, and how does it fit in with
the industry’s commitment to responsible drinking?
Employees once again demonstrated their
commitment on Responsib’ALL Day on 5 June
2013. Awareness campaigns were organised to
promote responsible drinking to a variety of
audiences. We took the opportunity to
announce the application of the Pregnant
Woman warning logo to the back label of all of
the Group’s products. This measure reflects
one of the five industry commitments
announced by Pierre Pringuet at the ICAP
International Conference in Washington D.C.
on 9 October 2012. As the spokesperson for
13 major beer, wine and spirits producers, the
Group played a leading role in this initiative by
announcing a programme of practical, realistic
and quantifiable measures. With a history of
commitment to responsible drinking that is recognised in numerous countries, Pernod Ricard
was an appropriate choice of leader.

A SUSTAINABLE
COMMITMENT
From its inception, Pernod Ricard has built a unifying policy of social responsibility that focuses on
sustainable development. This CSR policy relies on the respect of all stakeholders,
and more specifically on building a relationship of trust with the Group’s employees.
It is organised around four priorities: first of all, promoting responsible drinking,
then protecting the environment, sharing cultures and supporting entrepreneurial initiatives.

HUMAN RESOURCES

RESPONSIBLE DRINKING

ENVIRONMENT

• 1938 •

• 1971 •

• 1966 •

Ricard introduces employee shareholding.

• 1986 •

Establishment of stock options plans.

• 2006 •

Launch of a Sustainable Development Charter with
concrete commitments to employees,
consumers, shareholders, suppliers and partners.

• 2007 •

Bonus share awards introduced.

• 2008 •

New expatriation policy rolled out.

• 2010 •

Launch of iMove, the Group’s internal mobility platform.

• 2011 •

Launch of the first I Say survey and redefinition of
the management model, in a combination of
six key competencies.

Jean Hémard, Chairman of Pernod, founds Ireb,
the Institut de recherche sur les boissons alcoolisées
(French Institute for Scientific Research on Alcoholic
Beverages).

Paul Ricard creates the Oceanographic Institute
on the island of Les Embiez.

• 1970 •

Martell founds Revico,
a company that processes stillage from the Cognac
region using anaerobic digestion.

• 1990 •

Pernod Ricard is a founding member of the EFRD
(European Forum for Responsible Drinking),
now called spiritsEUROPE, which promotes
responsible drinking and encourages industry
companies to adopt self-regulation standards on
commercial communications.

• 2004 •

The Group adopts a comprehensive
Quality Safety Environment policy.

• 2010/2011 •

Endorsement of the United Nations
CEO Water Mandate and the French national
strategy for biodiversity.

• 2005 •

Pernod Ricard introduces self-regulation on
the advertising campaigns for its strategic brands.

• 2012/2013 •

• 2011 •

The Group renews its commitment through
a new Environmental Policy.

The Group organises the first Responsib’ALL Day,
a day of action and prevention mobilising
all employees around the world.

SHARing CULTURES
• 1975 •

Pernod Ricard initiates its collection of
original artworks; a work is commissioned every year to
illustrate the cover of the Annual Report.

• 1997 •

Pernod Ricard becomes a partner of
the Centre Pompidou, one of the world’s most
important museum, holding the leading collection of
modern and contemporary art in Europe.

• 2006 •

Creation of the Ricard Corporate Foundation.

ENTREPRENEURSHIP
• 2005 •

Beginning of partnership with L’APPEL association:
launch of water-tank programme in Haiti and
support for students in Vietnam and Peru.

• 2011/2012 •

• 2012 •

Renewal of the partnership with
PlaNet Finance association,
to support the development of
a cooperative of Armenian winemakers.

At the ICAP international conference, Pierre Pringuet,
Vice-Chairman and CEO, announced the industry’s
five commitments for responsible drinking.

• 2013 •

Pernod Ricard extends the use of the No alcohol for
pregnant women logo to all of its brands and affiliates.
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Chris Manley

HR & CSR Manager, Pernod Ricard Travel Retail Europe
I am an HR manager, and even in my job, I like to put forward unexpected ideas.
With Olaf Breuning, we were able to journey to the end of this process, on a giant canvas.
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The CSR platform
Building long-term relationships

Promote a managerial style unique to Pernod Ricard

Develop knowledge and skills through training and monitoring

Deploy a common leadership model
Encourage and reward collective and individual performance

2.7% of the Group’s payroll is invested in training
91.4% of employees received an annual performance review

Promote internal mobility

205 transfers of internal moves by employees

Ensure responsible promotion of our brands
Apply the Commercial Communications Code to
all subsidiaries

99.6% of campaigns reviewed were in compliance with
the Pernod Ricard Code in 2012/2013

Make all Group employees
ambassadors of responsible drinking

19,000 employees participate in a day
dedicated to CSR: Responsib’All Day

Reduce road accidents linked to
alcohol consumption

Promote
responsible
drinking

Promote the checking of blood alcohol
content (BAC) and the Designated Driver concept
76% of subsidiaries have run at least
one awareness project on drink driving

Protect at-risk populations (pregnant women,
minors and young adults)
Raise awareness and educate at-risk populations
about inappropriate consumption

85% of subsidiaries have launched at least
one initiative to raise awareness amongst at-risk groups

Encourage long-term social
entrepreneurship actions on the ground

Promote
entrepreneurship

Promote the emergence of young talented individuals
Encourage access to universities
Promote young artistic talent

33 subsidiaries have led at least
one initiative promoting entrepreneurship
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Developing diversity
(gender, age, origin)

41% of external recruits
are women

Encourage suppliers and partners to commit to
Sustainable Development
200 promotional objects suppliers evaluated
via the EcoVadis platform

Responsible use of natural resources
Saving water resources

–27% Reduction in water abstracted per litre
of distilled alcohol between 2010 and 2013

Reduce energy consumption

–12% Reduction in energy consumed per litre
of distilled alcohol between 2010 and 2013

Reduce greenhouse gas emissions

Respect...
... our employees
... our consumers
... our shareholders
... our partners
... local communities

–22% Reduction in direct and indirect CO2 emissions
linked to the consumption of fossil fuels and electricity
per litre of distilled alcohol between 2010 and 2013

Respect
our environment

Reduce the impact of waste and packaging

–70% Reduction in solid waste landfilled
or incinerated between 2010 and 2013

Promote sustainable agriculture
and biodiversity conservation

83% of vineyards operated by the Group and
covered by the reporting (excluding China)
are environmentally certified

Deploy an efficient environmental
management system
96% of certified sites ISO 14001

Disseminate and share the local
cultures of our brands

Share our
cultures

Support the arts and culture of
the countries where we operate

37 subsidiaries have led at least
one culture-sharing initiative

Encourage contemporary art
Make art accessible to as many people as possible
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Value creation is Pernod Ricard’s
first objective. But it has to be part
of a long-term vision in order to be
sustainable. This belief has shaped
the Group’s business model,
whose CSR priorities share
a common thread: respect for all
stakeholders, whether employees,
consumers, shareholders,
partners or local communities.

Ensuring the development of
its employees

An entrepreneurial spirit,
mutual trust, and a sense of
ethics are the three core values of
Pernod Ricard’s culture.
These values only come to
their full meaning when they are
part of a unique organisational
context, decentralisation, and
a shared attitude: conviviality.
The model reinforces adherence
as well as individual and collective
performance. With a keen interest
in fostering its employees’
professional growth, the Group
supports them through
an ambitious, long-term career
development policy, shown by
the numerous initiatives led in
the fields of mobility and
diversity promotion.

Providing excellence to consumers

Pernod Ricard is committed to
providing its customers and
consumers with high-quality,
innovative products,
while simultaneously caring for
the lands and cultures from which
they are produced. The Group
takes special care when making its
products by applying hygiene and
safety standards that exceed current
regulatory requirements.
Furthermore, Pernod Ricard has
made the fight against inappropriate
or excessive consumption of
its products an absolute priority
in its CSR policy.

Boosting the effectiveness
of local CSR actions

Communicating with shareholders

Pernod Ricard maintains
a relationship of trust with
its shareholders. With a focus on
long-term growth, the Group
strives to offer its shareholders
an attractive return on
their investment by increasing
the share value and dividend
payments. It also keeps them
regularly informed about
the Group’s activities and results
through communication tools
created especially for them.

Sharing with its partners

Pernod Ricard shares its concerns
about sustainable development
with all its partners. The Group
develops a multitude of joint
initiatives to encourage them to
share its values and commitments,
whether they be industry players,
institutions, suppliers,
subcontractors or customers.

Getting involved with communities

Pernod Ricard seeks to foster
close ties with local communities
by developing entrepreneurial and
educational programmes.
The Group strives to respect and
promote the local roots and
cultures of its brands.
It also contributes to protecting
the environment at its operating
sites by reducing its own
environmental impact.

Relying on employee commitment and
involvement, the Corporate Social
Responsibility platform has been
tailored to local contexts and
translated into local action plans.
To further this process and help the subsidiaries to better understand their stakeholders’ expectations,
the Holding Company introduced a specific package for the CSR leaders network (see picture) in
2013, the Stakeholder Management Model. This toolkit consists of adaptable modules (such as
questionnaires, Q&A guides and training programmes) to assist the subsidiaries in building a dialogue
with their stakeholders. Currently being tested in four pilot markets (Japan, Finland, New Zealand and
Mexico), the scheme will be rolled out across the Group in 2014 and 2015.
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Maïté
Galloux

HRIS & HR
Communication
Manager

HR: crossfunction
ality
in

Jaime
Jordana

HR
Development
Director

jaime: Dialogue allows us to
continuously adapt our processes to
emerging needs, whilst ensuring that
the Group’s human resources
policy supports the business strategy.

ac
tion

Pernod Ricard has forged
its own identity, which is built
on strong human values and
exemplified by its tagline,
Créateurs de Convivialité.
This unique cultural
foundation, underpinning
the Group’s business model,
fosters collaboration and
employee commitment.
It forms the basis of a Human
Resources development
policy that seeks to strengthen
Pernod Ricard’s leadership and
to position the Group as
an employer of choice.

maïté: We systematically test and
deploy all of our HR processes
(such as iLead and iSay)
in collaboration with the affiliates,
relying on their expectations and
feedback to ensure
continuous improvement.

Employees, co-agents of change

Pernod Ricard’s success is based on three values: an entrepreneurial
spirit, mutual trust and a strong sense of ethics. Emerging from
the Group’s decentralised organisation, these values, particularly
the entrepreneurial spirit, generate change and innovation.
The effectiveness of the Pernod Ricard model is enhanced by
a culture of dialogue and cooperation which is central to the way
the Group works. The exchanging of ideas and know-how is
consistently encouraged, boosted by HR practices and
increasingly powerful tools. It was in this spirit that Pernod Ricard
launched Pernod Ricard Chatter®, an enterprise social network
that gives employees at all levels the opportunity to freely share
their ideas. Communications Management, associated with
Human Resources Management and the affiliates, made it
a major medium for Internal Communications and for participatory
dialogue, as illustrated by Coffeebreaks—web conferences organised
via Pernod Ricard Chatter® to present HR projects to all employees
who sign up.

Culture, essential to commitment

The culture of dialogue and conviviality underpins the Group and
is a key factor in staff commitment. The results of the iSay opinion
survey of all employees, launched in 2011, are clear: 94% of
employees say they support Pernod Ricard’s values. In a long term
vision, the survey has been conducted again in 2013.
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The employees’ commitment is
reinforced by the actions of
the affiliates to recognise and reward
their teams. Orlando Wines,
for instance, created an award to
recognise outstanding and dedicated
employees who have made exceptional
contributions over
the years. This year, 17 employees
were awarded with True Legend
status , with their images captured in
a beautiful portrait campaign.

Building Pernod Ricard’s employer brand

Because working for Pernod Ricard
is recognized as a special experience by
the great majority of its employees,
the Group has decided to formalise
the fundamental principles of
its success. The aim was to develop
a true employer brand, or Employee
Value Proposition (EVP), capable of
attracting and retaining the best
talents. The initiative was jointly
managed by an international
project team, which crossed and
compared several viewpoints:
those of Top Management,
employees across the world (based on
the iSay survey), and new recruits.
This approach highlighted five of
the Group’s key strengths:
its Premium brands; its genuine
convivial and passionate people;
its true entrepreneurial spirit;
its structure with local roots and
global reach and lastly a great
place to grow.
The recognition of these key
strengths will permit the creation of
an employer brand platform,
serving the Group’s performance.

Successful joint approaches

To address the critical issue of
attracting and retaining talent,
the Group has joined forces locally to
implement innovative strategies.
Pernod Ricard Asia has launched
an 18-month integration programme
across the Asia region (five countries).
The aim is to give all new recruits
an in-depth introduction to
all aspects of the Group’s business
lines and culture. Meanwhile,
the Holding Company uploaded
a web page to Jobteaser.com
(over 100,000 student visits per month)
that presents its job offers and
videos of its business lines.
The French affiliates also launched
an opinion survey of interns and
apprentices in June 2013 to
accurately assess their level of
integration.

18,972
6,603

employees
at 30 June 2013

employees working on
commercial development
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Entrepreneurial spirit,
a group dynamic

Based on the game created locally
by Pernod Ricard Italia,
Pernod Ricard España,
in association with Pernod Ricard
Europe, launched a global business
game in October 2012. Top students
from selected European and
African universities worked on
ABSOLUT’s digital marketing
strategy, with the finalists being
coached by the Group’s marketing
teams. Some 5,000 students from
26 universities applied and 79 teams
were formed. This first time ever
global employer branding initiative
allowed Pernod Ricard to increase
its visibility in more than
100 countries. The success of
this operation owed much to
the creation of a dedicated
digital platform, and the strong
involvement of the marketing,
Human Resources and
Communications teams.

co

creation
No.

11

Providing support to accelerate
career development
In line with the Group’s values, career management at Pernod Ricard is the focus of
a concerted effort between employees themselves and the affiliates’ Human Resources departments,
which are tasked with providing the right tools to support them. The trajectory of
Daniel Lundberg, current Jameson Global Brand Director, is indicative of this collaborative dynamic.
Daniel, together with Colm Maguire, Human Resources Director at Irish Distillers,
discusses career development and support processes within a highly internationalised Group.

Daniel _ Pernod Ricard is a company that
really allows you to take an active role in
your career development and carve your
own future. My experience is a proof of it.
I started my career in the Group in Canada,
in the marketing department of Corby Distilleries.
In 2009, I moved to Stockholm to become
Global Marketing Director of Kahlúa at
The Absolut Company. Two years later,
I was appointed Global Brand Director for
Wyborowa. In April, I joined Irish Distillers
in Dublin as Global Brand Director of Jameson.
At each stage of my career, I have been
fortunate to have received genuine support;
most of my moves were the result of
a joint decision between my managers, HR and I.
For my part, I’ve consistently worked to
expand my skill set and leadership abilities as
much as possible. In this regard,
the HR departments have played a key role in
identifying opportunities at Pernod Ricard
that could help me to grow. They helped me
put together a career development plan and
made sure I had an effective network of
contacts to support me. And, last but not least,
they have greatly facilitated my integration and
especially my family’s, helping us adjust to
our new environment during each of the moves.

We were supported by
the Group’s recruitment tools to
identify the right candidate.
COLM MAGUIRE
Human Resources Director at Irish Distillers
Colm _ Given the strategic importance of
the position—Jameson Global Brand Director—
we worked closely with the HR department of
Pernod Ricard Holding Company in order to
find the best candidate. We were supported
throughout the process by the Group’s
recruitment tool iMove and the enhanced
talent identification tool iLead which provide
a more streamlined way of identifying
the right candidate. Once we had chosen Dan,
the only issue remaining—a crucial issue—
was that of a smooth transition for him and
his family to Ireland. For this, we’ve developed
an integration plan that provides structure and
support during the move as this can be a difficult
time for all concerned.
The results speak for themselves: half of
the members of our Management Committee
come from other Group affiliates. Conversely,
many of our managers in Irish Distillers
have made successful international moves and
now occupy key roles in other entities.
Our challenge as a Group will be to continue to
improve and develop the international
mobility process to be flexible, family friendly
whilst ensuring even greater transparency in
the area of career management for all members of
our global talent pool.

At each stage of my career,
I have been fortunate to
have received genuine support.
DANIEL LUNDBERG
Jameson Global Brand Director
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The leadership model,
the fusion of a culture and an ambition:
to be the leader
The management model,
a result of common methods

In order to better meet the stakes of
a Group with both an international
dimension and local needs related to
Talents management, all of
Pernod Ricard’s affiliates have been
associated to the definition of
a Human Resources strategy built
around a new leadership model,
based on the Group’s values.
In addressing key issues—developing
the leadership culture, improving
performance evaluations and
how talent is managed—
that new approach has resulted in
three interrelated projects:
Job Banding, to map all key positions;
Leadership and Performance,
to develop the leadership skills of
the Group’s managers and talent and
Diversity and Talent Management,
to offer attractive career prospects to
the talent pool.
All across the Group, the affiliates
have adapted these methods to
local needs. For example,
Pernod Ricard Nordic has deployed
a bespoke leadership training
programme based on the Global
Leadership Competencies which
also includes workshops enhanced by
case studies. Pernod Ricard Venezuela
organises round table discussions to
encourage creativity and
streamline decision-making—
again, in support of leadership.

Mobility: sharing experiences

Mobility is firmly rooted in
the Group’s culture. Promoting
the diversity of backgrounds,
experiences and skills, it accelerates
employee development.
Pernod Ricard has always
encouraged it to spread its culture
more effectively and give rise to
innovation. To improve the quality of
the expatriates support, actions
have been implemented in 2012:
appointment of a dedicated team,
roll-out of an expatriate support
policy, introduction of global safety
cover for travelling employees.
There were 49 international transfers
and 205 staff movements in 2012/2013.

205
49

internal moves

expatriation moves

◆ france
◆ Europe excluding France
◆ Americas
◆ Asia, Pacific

36.9%

21.8%

15.2%

26.1%

breakdown of the workforce by geographical area
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Pernod Ricard India:
evaluations in
consultation with
managers

To develop the leadership skills of
the 27 members of its General and
Functional management team,
Pernod Ricard India introduced
a three-step process.
First step: a 360-degree evaluation.
The 200 managers at Pernod Ricard
India were invited to evaluate
the leadership skills and related
behaviours of the general
management team by responding
to an online questionnaire based on
the leadership skills matrix
developed for the Group.
Second step: their feedback
(on strengths and areas for
improvement) was then interpreted
and analysed by external
consultants.
Third step: the results formed
the basis for a personalised
individual development plan
which included Executive Coaching
for seven Executives.

human resources

To meet the crucial challenge of
retaining talent, especially in
emerging countries, the affiliates
have developed innovative mobility
programmes tailored to their markets.
For example, Brand Company
Martell-Mumm-Perrier-Jouët and
Market Company Pernod Ricard Asia
have teamed up to offer
young graduates aspiring to work
in the Asian markets for the Group
a preparatory course in France.
For six months, they are invited to
work on developing a brand strategy
or to follow up on marketing actions
implemented in an Asian market.
In this way, they can develop
their marketing skills while learning
about the Group’s culture.

Diversity, boosting the creative process

Whether of gender, age or origin,
diversity is a genuine competitive
advantage: it is a source of enriching
differences that facilitate
the emergence of ideas and
adaptation to change. Moreover,
it increases consumer understanding
by being the reflection of their own
diversity. That is why Pernod Ricard
takes an active interest in this strategic
issue. The Group has chosen to
develop and further strengthen
its support for female leadership.
To understand and to remove
any obstacles to their promotion,
in-depth interviews were conducted
with sixty women from around
the world. Comparing results with
external benchmarks led to
the identification of four areas of
focus: flexibility, mobility, mentoring
and development, and communication
and change management.
Dedicated project teams are now
being launched to explore further
each of these four areas and
come up with the most appropriate
measures to foster greater diversity.

Working with its social partners,
Pernod S.A. has set up a committee for
gender equality with the aim of
improving work/life balance and
fighting against discrimination.

Multicultural
ambassadors to
carry the message

Reflecting the diverse needs of
our consumers and customers,
diverse teams contribute to
business performance.
Based on this belief, Pernod Ricard
USA appointed a Diversity &
Inclusion Officer and launched
an action plan to educate
employees and change behaviours.
Among the many initiatives
implemented: the launch of
a communications platform,
Multiple Voices/Multiple
Perspectives; publication of
a diversity charter; guidelines on
diversity recruitment and
a procedures guide; creating
employee awareness via e-learning
and live training sessions; and
the creation of a team of
ambassadors from a variety of
departments and locations.

Training talent: transferring knowledge

A linchpin of employee development,
Pernod Ricard University is there
to support the Group’s strategy by
sharing its know-how and culture.
Pernod Ricard University came into
its own in 2013, deploying a dedicated
team and implementing training
modules on leadership, which already
drew 140 qualified participants in
2012/2013. Some existing
programmes were also updated
(for HR and Operations staff), and
others were created to meet
the Group’s new challenges, such as
environmental responsibility.

494,387

hours of training

◆ Production/industrial
◆ Sales
◆ Support functions

40%

34%
26%

Breakdown of permanent recruitments by business line
97

human resources

Employee dialogue and well-being at work:
a privileged forum
A collective agreement
developed at European level

Pernod Ricard constantly strives to
foster dialogue with its various
stakeholders. This idea is fully
expressed in its relations with
social partners: since 2000,
the Group has enjoyed a genuine
forum for dialogue with the Pernod
Ricard European Works Council.
This collaborative effort has resulted in
significant advances for employees in
respect of their rights, including
the right to information. It led this year
to the writing and negotiation of
a European collective bargaining
agreement with EFFAT, the European
Federation of Trade Unions
in the food, agriculture and
tourism sectors. The agreement,
which covers all of Pernod Ricard’s
European affiliates and is currently
in discussion, is intended to formalise
and leverage best practices in the area
of corporate social responsibility.
It has several components which are
in line with the Group’s CSR platform:
with regard to employees, it includes
various undertakings such as regular
monitoring of the workplace
environment, management of
psychosocial risks and the use of
tools for career management or
to anticipate the social impacts of
restructuring.

Tangible progress in the affiliates

The affiliates also use common
methods that go beyond statutory
requirements to promote well-being at
work. The iSay survey highlighted
areas for improvement, which led to
specific actions. In Taiwan, the affiliate
launched a hotline for employees and
their families that offers assistance and
advice. The aim is to provide support
to alleviate stress and improve
employees’ work/life balance.
Elsewhere, Pernod Ricard UK
worked with the British government’s
Department of Health to launch
an ambitious programme
that encourages employees to adopt
a healthier lifestyle. After an initial
phase on health awareness and
exercise, this year’s efforts focused on
nutrition and budget management.
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A health programme
using Pernod Ricard
Chatter

In December 2012, the affiliate
Domecq Bodegas launched
a wellness programme
providing long-term guidance to
its employees. Centred on
four pillars (active prevention,
healthy food, employee awareness
and promoting sports), it was
conducted entirely by highly
motivated HR staff, who used
numerous communication
methods to promote it, including:
creation of a dedicated
Pernod Ricard Chatter® group,
posters displayed at the wineries,
videos detailing the principles
behind the programme and
discussion groups on various
health topics (responsible drinking,
anti-smoking, etc.).

purchasing

integrating
csr data in

pur
cha
sing

A Group-wide policy

Pernod Ricard’s efforts gained
new momentum this year under
the combined effect of increased
cooperation between departments
(Purchasing, Risk Management,
Responsible Drinking and
Environment) and stronger links
between the virtual communities
on the Group’s intranet and
Pernod Ricard Chatter®,
its internal social network.
In collaboration with its affiliates,
Pernod Ricard leads a proactive
policy that revolves around several
tools, such as the Pernod Ricard
Responsible Purchasing Policy,
which provides a framework for
affiliates’ actions, and the Supplier
CSR Commitment document,
by which suppliers will agree to
observe Corporate Social
Responsibility (CSR) principles.
Both tools have been made
available in the main languages
used by the Group and
its suppliers (French, English,
Spanish and Mandarin).
In parallel, a CSR risk mapping
tool was developed and
shared with the affiliates,
helping to further structure
the comprehensive approach to
Responsible Purchasing.

Pernod Ricard strives to
identify and promote common
processes amongst its suppliers
in order to develop streamlined
and responsible management
of its activities. As the result of
stronger collaboration and
dialogue between the Group’s
various functions, the methods
developed have given rise to
new tools and practices for
sustainable management.

Indian spices:
a lasting
commitment to
producers

Strengthening ties with suppliers

Pernod Ricard strives to establish
long-term relationships with
suppliers. With that in mind,
the Group first tested a tool
developed by EcoVadis to evaluate
suppliers’ CSR practices.
This collaborative rating system
facilitates the sharing of indicators
and information, as well as
providing a meaningful analysis.
The approach promotes
the pooling of data and
best practices, and allows
the administrative pressure on
suppliers to be reduced.
After tests with 60 suppliers
returned positive results in various
categories of direct and indirect
purchases, EcoVadis was rolled
out this year to some 200 suppliers
of promotional items. The aim is
to gradually extend it to other
purchasing categories. Moreover,
the Group will be able to use it,
as needed, to help suppliers to
develop targeted improvement
plans. At the same time, a project
has been launched to harmonise
CSR auditing standards between
all affiliates.

For its new Aperitivo
Ramazzotti liqueur, Pernod Ricard Italia launched
a project to select suppliers of Indian spices, based on
a dual challenge: ensuring the quality of supplies,
while guaranteeing stable and sustainable revenue for
producers. A collaboration was first initiated with
the NGO PlaNet Finance to identify potential suppliers
in India, and then with the Pernod Ricard Research
Centre to select the spices and perform a risk analysis.
The affiliate then performed an audit of the selected
supplier. Production began in May 2012, and the formula
was adjusted the following summer. The project
was presented at the Salone del Gusto and Terra Madre
exhibition in Turin, in October 2012.
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andré
hemard

VP,
Corporate
Social
Responsibility

Responsible
drinking:
a concerted

jean
rodesch

VP,
Public Affairs
and CSR

com
mit
ment

Jean: Pernod Ricard is working closely with
other leaders in the Wine & Spirits
industry to promote responsible drinking
through five commitments which have
recently been announced.
André: In 2013, Pernod Ricard
announced that the use of
the Pregnant Woman logo would be
extended to all of its affiliates.
It also published a new booklet entitled
«Wise Drinking», which sets out
the Group’s responsible drinking policy.

A historical commitment
Pernod Ricard has made
promoting responsible
drinking the centrepiece of
its CSR policy. Its actions are
the result of a consultation
with market players, as well as
the mobilisation of
its employees, the front-line
ambassadors of the policy.
Commitments have been
made this year in partnership
with the industry’s leading
producers to combat
inappropriate or excessive
alcohol consumption.
They demonstrate the Group’s
willingness to work proactively
and in concert to expand
the scope of key initiatives and
increase their impact.

Since its inception, Pernod Ricard has promoted a model of responsible
drinking. This commitment, rooted in the convictions of its founders,
has shaped its business model. With an emphasis on prevention and
education, the pioneering efforts of Pernod Ricard and its affiliates
have helped the industry to evolve towards better practices. In 1971,
Pernod Ricard created the Institut de recherche sur les boissons
alcoolisées, or IREB, an alcoholic beverage research institute.
More recently, it has taken the initiative of expanding the use of
the Pregnant Woman prevention logo, starting with Europe in 2006,
and then worldwide in 2013. In 2007, the Group adopted one of
the strictest marketing communications code in the industry.
Many of its actions are listed in a booklet entitled Wise Drinking which
was published in June 2013.

A policy based on 360° feedback

Working in close cooperation with its affiliates and stakeholders remains
the Group’s preferred mode of action. As such, its responsible drinking
policy is based around several key pillars: promoting moderate
consumption, fighting against drink driving, educating at-risk audiences
and raising awareness among employees to make them the front-line
ambassadors for this initiative. This policy is applied via CSR Leaders
who are appointed in each of the affiliates. Their role is to relay
the Group’s CSR priorities and decisions, and to implement them
in ways that most closely align with the needs on the ground.
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Pernod Ricard also works with players
from across the industry, experts,
local authorities, NGOs and
consumer groups, to develop practical
and relevant actions.

Employees,
ambassadors for responsible drinking

For the Group, its employees are
the driving force behind its policy.
As such, they are encouraged to share
initiatives beyond their working
environment. A variety of
programmes and tools have been
developed for this purpose, including
a dedicated intranet, awareness
campaigns and training sessions.
One of the most emblematic examples
is Responsib’ALL Day, established
three years ago. For 24 hours,
this event mobilises all of the Group’s
19,000 employees at the same time,
representing an opportunity for them
to engage in actions on the ground,
organise projects with local authorities
and continue to share best practices
across the Group. During the 2013
edition held on 5 June, the focus was
on the five commitments announced at
the ICAP(1) international conference
in October 2012. Internal and
external actions were undertaken in
80 countries by the affiliates and
the Holding Company. The event

fostered innovative actions, such as
that of Corby Distilleries, based in
Canada, which entered into
a three-year partnership with
the Toronto public transport
department (TTC), offering to
pay for passenger journeys during
the New Year’s Eve celebrations.

Concrete actions,
in close cooperation with the industry

Together with the industry’s leading
producers from around the world,
Pernod Ricard strongly supports
new measures to promote responsible
drinking. Accordingly, during
the ICAP conference on 9 October
2012, Pierre Pringuet announced
five industry commitments to reduce
excessive or inappropriate alcohol
consumption. These commitments
are to be met within the next five years
and their progress will be reviewed
annually by independent third parties.

Five industry
commitments

The industry commitments marked
a turning point in the promotion of
responsible drinking. They rely on
cooperation between the leading
beer, wine and spirits producers,
as well as new partnerships with
governments, NGOs and experts.
The 5 commitments are:
1. Reduce underage drinking
2. Strengthen and expand
marketing codes of good conduct
3. Make responsible product
innovations and educate consumers
4. Reduce drinking and driving
5. Enlist the support of retailers
Each affiliate is drawing up
an action plan to meet
these commitments within
five years, with scientific support
from the ICAP.

(1) International Center for Alcohol Policies.
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Moderate consumption:
the Group’s mantra
Alignment with the WHO standards

Pernod Ricard promotes moderate,
convivial and responsible consumption
of its products. It conveys this
through honest and transparent
communications on the risks related to
the abuse or inappropriate use of
alcohol. The Group follows
the recommendations of the World
Health Organization (WHO),
which has established maximum limits
that should not be exceeded to
lower the risks of drinking. This is
the ‘2-3-4-0’ rule: a maximum of
2 units of alcohol per day for women,
3 for men, 4 on special occasions,
but 0 at least one day a week and
under certain conditions (pregnant
women, drivers, etc.).

Targeted communications with
influential partners

To promote these standards
and educate consumers, Pernod
Ricard has joined forces with
non-profit prevention associations
to spread their message.
In France, the Group supports
the 2-3-4-0 website of Entreprise
& Prévention, a trade association and
an authority in the field. Pernod
Ricard is also a member of
the Brazilian website Sem Excesso,
a pioneering platform
in Latin America created by
the non-profit association Abrabe
(www.semexcesso.com.br).

With content provided by experts
using data from recognised
institutions, the platform delivers
useful information for young adults,
parents, educators and health
professionals.

Interactive tools
to get closer to consumers

Pernod Ricard also leverages
new media to get closer to consumers
and raise awareness through
educational tools. That is the aim of
Alkofacty, a mobile application
deployed by Pernod Ricard Poland
in cooperation with a professor from
the Warsaw University of Life
Sciences. It includes a quiz combined
with a virtual game that can calculate
the user’s blood alcohol level based on
morphology and the drinking context.
This is a fun and friendly way to
communicate, which, by requiring
consumers’ active participation,
is more effective in raising awareness.
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Jacob’s Creek launches
The Wine Line,
an innovative application
developed with experts
A long-time promoter of
responsible drinking, Premium
Wine Brands in Australia
conducted a survey showing that
86% of consumers are unaware of
how much wine equates to
a standard unit of alcohol.
Premium Wine Brands and
its iconic brand Jacob’s Creek
took a proactive approach to
tackling this issue by developing
a free educational iPhone
application. Developed with
experts, it allows consumers to take
a picture of a glass of wine,
detect its contents and compute
the number of alcohol units
consumed. The pioneering
application, launched at
Responsib’ALL Day 2013, generated
more than a hundred press
mentions and was downloaded
over 4,800 times in the month
following its release.

responsible drinking

The Commercial Communications Code,
encouraging moderate consumption
A code strengthened by
best practices and external standards

was decreed for the prevention
message for all Group advertising.
This year also saw increased
monitoring of social networks:
a permanent link was added to
Facebook pages associated with
the Group’s brands, directing users to
a page featuring a Responsibility
Pledge which encourages consumers
to observe ethical rules.
The affiliates and agencies must
now check content posted by users
on all of their web pages.

“Strengthen and expand marketing
codes of practice” is one of the new
commitments announced by beer,
wine and spirits producers at
the ICAP conference. Pernod Ricard
opted to self-regulate a long time ago:
in 2007, the Group adopted
a Commercial Communications Code.
Inspired by the best existing codes of
industry practice, such as that
of spiritsEUROPE, it is one of
the strictest in the sector.

A cooperative review

All brands concerned

An internal approval committee
ensures the strict application of
the Commercial Communications
Code. Its five members are independent
of the Marketing function and come
from the Group’s major regions
(Europe, the Americas and, since 2012,
Asia). Their role is to review
all advertising campaigns and issue
an opinion within seven days.
The committee’s participation in
the early creative stages has strengthened
the effectiveness of these reviews.
They have been mandatory for
the Group’s 18 strategic brands since
2005, and were recently extended to
the 18 key local brands. The committee
is also increasingly called upon to
review packaging designs. Each month
its decisions are summarised in a report
and presented to members of
the Executive Committee.

The Commercial Communications
Code regulates all Group
communications, whatever the brand
or media used, and must be
understood and observed by all.
It focuses on responsible drinking
messages and prohibits
the representation of risky situations,
such as inappropriate consumption,
underage drinking, drink driving or
pregnant women. To ensure
its diffusion, interactive training
is regularly given to the marketing
teams and their agencies.

A stronger Code

The Code is regularly updated:
in 2010, an appendix on digital media
was added. In 2012, another step
was taken: a minimum size

200

306

269

235

EXTENDING INTERNAL CONTROL OF
ADVERTISING CAMPAIGNS

1
0

1
0

12/13

1
0

11/12

1

10/11

1

09/10

2
08/09

2

275

Rejected Approved with reservations Approved

103

Working together in
an exemplary fashion

This year, the committee issued
opinions on 236 campaigns,
of which only one was given
an orange notice requesting
a change due to it being in breach
of the Code’s provisions on
sexual content.
No campaign received a red
rejection notice, which clearly
indicates the marketing teams’
strong understanding of
the Code and its provisions.
The committee also provided
copy advice on 165 campaign
proposals during the course of
the year.

99.6%

of campaigns reviewed were
in compliance with
the Pernod Ricard Code in 2012/2013

responsible drinking

Fighting against drink driving:
a long-standing commitment
Pernod Ricard considers the fight
against drink driving to be among
the great challenges of contemporary
society. Accordingly, this priority
figures among the five industry
commitments. It is a key area of
action for the Group, which has
emphasised the need for information
and prevention for over 30 years.
In 2007, Pernod Ricard signed
the European Road Safety Charter,
and now participates in many
educational and outreach initiatives
aimed at diverse audiences,
and supports popular concepts such as
the “designated driver”(1).

A major concern in developing countries

According to the World Health
Organization, road accidents due to
excessive alcohol consumption
still pose a major threat in many
countries, especially those in
development. Pernod Ricard deploys
targeted programmes in the countries
in which it operates. Its approach
is based on two principles:
actions must be closely aligned to
the realities on the ground, and
they must be led in close collaboration
with local stakeholders. Affiliates
are responsible for implementing
the measures adopted by the Group
and for managing their own projects,
tailoring them to local contexts and
needs (examples include the creation

of a dedicated foundation in South
Korea, a partnership with the Chinese
Road Safety Association, the Accept
Responsibility campaign in the United
Kingdom, in partnership with
the Automobile Association since
2010, or the prevention posters set up
in Lisbon by Jameson and Pernod
Ricard Portugal ).

Partnerships to limit risks

Prevention and cooperation
between stakeholders have always
guided the Group’s work.
A prime example is the innovative
Safe Roads 4 Youth project, tested by
South Africa, Argentina and Vietnam,
in partnership with recognised NGOs
and academics. This three-year
project aims to develop, test and
evaluate actions to prevent drink
driving amongst young people,
engage citizens through educational
activities and offer practical
recommendations based on research.
(1) Whoever is responsible for driving others home
does not drink.

76%

of affiliates have led at least
one project to raise awareness on
drink driving in 2012/2013
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Pernod Ricard India’s
innovative programme,
developed through
expanded cooperation

The number of road accidents
in India (130,000 deaths in 2012,
one of the highest figures in
the world) has spurred Pernod
Ricard India into taking action.
The affiliate launched a project in
cooperation with lorry drivers’
unions and local authorities to
develop practical and ambitious
solutions. The resulting
programme is based on workshops
that include a health check-up,
including an eye test, as well as
instruction about the dangers of
drink driving. The programme
reached 1,749 drivers, and 750 pairs
of glasses were handed out free of
charge. In addition, the affiliate
gave the lorry drivers a framed
family photo with the inscription
“Don’t Drink and Drive”,
with the aim of strengthening
the message’s effectiveness.

co

creation
No.

12

Addressing at-risk populations
with a partner of choice
For three years, Pernod Ricard has deployed an ambitious programme to raise awareness about
responsible drinking among all European students. The programme is the result of a partnership with
the Erasmus Student Network (ESN), a European student organisation focusing on student education and
mobility. Sandrine Ricard, Director of CSR Communications at Pernod Ricard, Emmanuel Alfranseder and
Katharina Ma, respectively President and Vice-President of ESN, discuss this collaboration.

have dedicated correspondents working with
ESN’s national bodies. In November 2012,
we signed a partnership agreement with
the ESN leadership that reflects our mutual
undertaking. Every year, we invite scientists to
speak at ESN’s regional meetings. In December
2012, we held a competition that encouraged
students to create their own campaigns.
They are, in fact, in the best position to design
prevention messages that will reach out
to their peers.

How did this project come about?

Sandrine Ricard ❶_The idea came from a project
with students at the École hôtelière de Lausanne.
They had compiled a list of best practices for
responsible drinking at student parties.
The Responsible Party was born: a programme
that seeks to turn students and party organisers
into ambassadors for responsible drinking.
We entered into a partnership with ESN to achieve
that goal. In concrete terms, we provide student
ambassadors with information on key messages,
and we equip them with a range of prevention tools
(breathalysers, a blood alcohol content calculator,
a website, a Facebook page, posters, etc.).
Student parties organised with the programme
earn the label Responsible Party—a party
where people have fun while moderating
their consumption.

What are the results?

Emmanuel _ The figures speak for themselves:
the Responsible Party programme has been
deployed in 26 countries and reached
110,000 students in three years, including
47,000 this year.
Katharina _ We used the programme with
Sea Battle, a student-only festive cruise from
Stockholm to Tallinn.
During the cruise, which attracted more than
2,500 students over two days, 600 litres of
water were distributed free of charge for
the first time on this type of ESN event.
The concept was also heavily promoted in
this year’s European Youth Capital of Maribor,
Slovenia, where Erasmus associations
from across Europe came together.
Our greatest success is the fact that today
our ESN organisations in various European
countries are asking for this partnership:
all of our stakeholders have realised
the importance of this type of programme.

Katharina and Emmanuel, why did you choose to work with Pernod Ricard?

Katharina Ma ❷_ We wanted to improve
student health and safety. The challenge was
to effectively adapt the programme in
all countries and for all cultures represented
in the Erasmus network.
Emmanuel Alfranseder ❸_ Pernod Ricard
offered to involve all of its affiliates and
had the resources and flexibility necessary to
help us, which convinced us to partner with them.

How do you work together?

Sandrine _ It’s a solid collaboration at all levels:
at European level, we work with ESN’s
international board, and locally, our affiliates
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Chris Song

Corporate Communications Manager, Pernod Ricard China
Magic... what I remember is the magic of the moment, and the experience.
Olaf was our guide in this exciting, completely new experience.
The fresco’s colours perfectly express the diversity and conviviality of the people creating it.

106

responsible drinking

Raising awareness amongst
at-risk populations: a top priority
Minors: pooling efforts with
guardians and peers

One of Pernod Ricard’s aims is
to delay the age of the first alcoholic
drink, raise awareness of the dangers
of underage drinking and limit
the amounts consumed by those
who have already had their first drink.
To achieve this, the Group supports
local educational programmes, in
conjunction with experts and NGOs.
Parents, the number one influence on
their children, are enlisted to deliver
those messages, alongside teachers and
non-profit associations. Pernod Ricard
Mexico, in partnership with the Nemi
private education foundation,
organises interactive workshops in
schools . With the support of
a scientific committee,
Spain developed an Adolescence and
alcohol programme, based on
workshops for 12-17 year olds and
their parents. The Ministry of
Education has accredited
the programme, which has reached
approximately 1.8 million students
over the course of ten years.
Havana Club International
has developed a programme,
in partnership with the University of
Medical Sciences of Havana,
to encourage self-control among
minors and to make them
ambassadors of responsible drinking.

Young adults: accountability,
as soon as possible

Pernod Ricard develops tailored
initiatives, especially as a means to
fight against binge drinking.

The Group raises awareness among
young adults at the places where
they drink, reaching them through
new forms of media. With this
in mind, Pernod Ricard Nederland
developed the campaign
Too Much Alcohol Puts You Offside,
featuring the famous footballer
John Heitinga . The campaign was
picked up by police departments,
who asked to use it in their road shows.
In total, more than five million people
were reached. Pernod Ricard
Venezuela invited young people from
disadvantaged areas to participate in
interactive activities and forums
organised in conjunction with
the country’s leading universities.

Pregnant women:
discouraging all alcohol consumption

Informing women about the risks of
drinking alcohol during pregnancy
is a major priority. Pernod Ricard
recommends a “Zero alcohol”
approach. In 2006, the Group
decided to go further than the law
requires by putting a Pregnant Woman
prevention logo on all of its bottles
distributed in Europe. Its use
has spread ever since, gaining ground
in Australia and Argentina,
for example. In 2013,
the Group went
one step further
by extending
its use to all brands
and all affiliates
worldwide.
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Young people talking to
young people: a regional
competition

Eight countries in Asia and
the Pacific participated in
the For Youth by Youth contest
organised by Pernod Ricard Asia
for students.
The eight affiliates involved
set up partnerships with
local NGOs and universities.
Students were challenged to
develop an original and
appealing campaign idea to
promote responsible drinking
on campus. The contest
drew over 500 projects from
27 universities!
Many original and innovative
ideas were submitted,
including the development of
specific mobile applications and
the creation of a theatre
troupe. The three finalist
groups, made up of students from
China, Hong Kong and
Malaysia, were invited to
present their projects at
Pernod Ricard’s head office in Paris.

Carine
Christophe
Environment
Manager

Environ
ment:

parti
cipa
tory
approaches
Environmental protection is
firmly rooted in Pernod Ricard’s
commitments, values and history.
In this area, the Group favours
experimentation and participatory
approaches as part of a continuous
improvement process.
In 2013, a new environmental policy,
designed to be shared with all of
the Group’s stakeholders,
strengthened Pernod Ricard’s
commitments, giving fresh impetus to
its environmental action.

John
Corrigan

Industrial
Operations
Director

john: Dialogue with our stakeholders
has allowed us to improve our practices
relating to environmental responsibility:
we’ve enhanced them in line with
the expectations of our various contacts,
both internal and external.
carine: In our way of working,
we strive to promote interaction between
the departments, brands and markets.
This approach generates new ideas and
thus creates value.

An approach that includes the affiliates

Pernod Ricard’s environmental approach relies on the involvement of
its affiliates, which undertake initiatives on the ground in their local
areas and set quantitative targets for their production sites.
At global level, the approach is based on a roadmap that sets broad
guidelines for the coming years. It is reflected in ambitious commitments
to reduce resource consumption throughout the product life cycle.
These commitments are met through a collaborative approach that
involves all departments, from marketing to purchasing, and leads to
the creation of action plans on key issues, such as eco-design.

Co-construction, the key to success

The Group has conducted a strategic review to augment the roadmap
with new priorities for the next few years. A working group, made up of
environmental experts from the affiliates, has been formed to explore
selected issues (e.g. eco-design), and to support new solutions.

Going further with stakeholders

From very early on, the Group has sought to develop synergies with
other industry players, participating in the work of trade and
government organisations in France and Europe. This effort was given
new life this year with the launch of several working groups,
which have already produced tangible results (e.g. waste recycling,
environmental labelling in France, etc.).
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clearly identified environmental impacts
Environmental impacts are generated along the Goup’s production chain,
from the production of raw materials to product consumption.

consumption
raw materials

production

transport

Pressing, vinification,
distillation, ageing

Synergies with
industry players

packaging

Bottling, packaging

GROWING RAW MATERIALS

BOTTLING AND PACKAGING

Grapes, cereal, fruit, botanicals…
Their cultivation consumes irrigation
water, as well as fertilisers and pesticides
which have an effect on biodiversity.

This generates natural resources
consumption (packaging material:
glass, cardboard, plastic, paper) and
electricity consumption linked to bottling.

PRODUCTIONS OF WINES AND ALCOHOL

FINISHED PRODUCT CONSUMPTION

This consumes water (required for
blending of spirits, for cleaning
the fermentation vats and cooling
the distillation equipment), organic waste
product (vinasse effluent, grape marc) and
it is responsible for greenhouse gas
emissions linked to the consumption of
fossil fuels (gas, fuel) which serve to feed
the distillation equipment.
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Pernod Ricard plays a leading role
in sharing good practices.
Among other things, the Group
is a driving force in the work of
the Beverage Industry
Environmental Roundtable (BIER),
an international association that
brings together leading beverage
producers to study practical
environmental solutions.
This year, BIER specifically focused
its efforts on the environmental
footprint, launching a study to
define the rules for calculating
the environmental impacts
pertaining to beverages.
The study will provide industry
players with common guidelines for
measuring the environmental
footprint of these products.

It involves the production of packaging
waste at the level of the end-consumer
(bottle glass, cardboard from the finished
product if this is packaged), etc.
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ISO 14001 CERTIFIED SITES

12/13

11/12

10/11

09/10

08/09

81

96%

By total number of sites (%) By product volume (%)

ISO 14001 certified sites

WELL-DEFINED PRIORITY ACTIONS
Within the Group’s industrial scope, there are practical commitments(1) for every environmental impact.

FIELD

COMMITMENTS

2010/2015 OBJECTIVES

RESULTS AS OF 30 JUNE 2013

management

Deploy an efficient environmental management system

♦ 100% ISO 14001 cerfitified sites

96%

Agriculture
and biodiversity

Promote systainable farming and preserve biodiversity

♦ 8 0% of vineyards operated by the Group environmentally certified

83%(2)

water

Conserve water resources locally

♦ –5% water consumption per unit produced on production sites

–4%

♦ – 10% energy consumption and CO

–12% (energy)
–22% (CO2)

energy and greenhouse Reduce energy consumption and reduce greenhouse gas emissions
gas emissions
waste and
eco-design

production sites

Reduce the impact of waste
Promote the eco-design

2

emission per unit produced on

♦ –40% solid waste landfilled or incinerated

(1) For more details on Pernod Ricard’s envrionmental management, see the Reference Document, from page 58. (2) Vineyards covered by the reporting (excluding China).
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–70%

Promoting
sustainable agriculture
With 6,660 hectares of vineyards and
the equivalent, in various forms, of
about 2.3 million tonnes of
agricultural raw materials purchased
each year, Pernod Ricard has
a strong responsibility towards
the environment. In all areas,
the Group encourages sensible
practices tailored to local requirements.
These initiatives are led by the affiliates
and are sustained by an increased
sharing of best practices.

Vineyards:
a continuous improvement process

The Group’s vineyards apply high
standards of sustainable agriculture;
most are certified according to
the environmental standards of
their home countries. Each year,
Pernod Ricard’s viticulturists test
new practices in sustainable viticulture
(such as soil regeneration techniques).
To measure their overall impact,
a common reporting system was set up
to monitor key indicators at each
vineyard (mainly relating to water use
and agricultural inputs), and to share
information about results and actions
undertaken.

in accordance with sustainable
agriculture principles. This year,
a responsible purchasing policy
was implemented at international level
to improve and harmonise supplier
standards (see page 99, Responsible
Purchasing).

Biodiversity: sustainable practices

Pernod Ricard is dedicated to
protecting biodiversity, and
encourages its affiliates to develop
innovative projects. To reduce
insect pest populations by avoiding
the use of insecticides,
Mumm Perrier-Jouët has joined
forces with other champagne growers
to deploy the mating disruption
technique which uses synthesised
female pheromones to disrupt
the insects’ reproductive cycle.
Consequently, pesticide use
has dropped by 80% across the
Champagne region’s vineyards in
ten years. Similarly, the Pernod Ricard
New Zealand affiliate has invested
heavily in saving an endangered
falcon species, even making a film
to educate the public on this subject.

Raw materials purchase:
coordinated action

The standards set by Pernod Ricard
also apply to its suppliers. The Group
strives to assist them in implementing
and observing its best practices.
For example, in France, most of
the fennel used to make Ricard
is grown by farmers in Provence

83%

of the vineyards operated by the Group and
covered by the reporting (excluding China)
are environmentally certified
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Martell:
when cooperation
meets innovation

To promote biodiversity,
Martell relies on a network of
experts, including Amplify Nature
and Inspire, and partners such as
the French Vine and Wine Institute
(Institut français de la vigne et
du vin) and the Chamber of
Agriculture. This working group
has developed an innovative
assessment tool, which,
when applied to Martell’s
vineyards, enabled 12 areas for
improvement to be identified.
Three of these are currently
being implemented: creation of
a green belt; development of
grass planting in vineyards and
input reduction with measurement
of the results on flora and fauna.
“Ultimately, our goal is to convince
our 1,200 suppliers to implement
those actions in their farms,”
says Christophe Valtaud, head of
sustainable viticulture at
Martell Mumm Perrier-Jouët,
together with Bernard Pineau,
head of the Jean Martell vineyards.

environment

Saving
water resources

Between 2009/2010 and 2012/2013,
water consumption per produced unit
has been reduced by 4%, while
total volume of water abstraction
(which includes all cooling water
used and returned without
negative environmental impact)
has been lowered by 27%.
This steady decline is the result of
efforts made by the affiliates, and
especially the distilleries, to maintain
the investments needed for such
optimisation. In Canada,
Corby Distilleries significantly
decreased its river water intake
again this year by investing in
a water recovery system for cooling
its compressors and turbines.
Pernod Ricard Brasil also decided to
optimise its blending processes,
installing a new system of heat
exchangers that also allowed it to
reduce water intake from
the environment. By doing so,
the affiliate has reduced its water use
by nearly 20%.

TRENDS IN WATER ABSTRACTION

120.67

10/11

09/10

143.35

Water footprint: a global approach

In parallel to its affiliates’ improvement
efforts, Pernod Ricard became one of
the first major companies to calculate
its global water footprint. The aim
was to have an overview of water use
across the production chain,
directly related to the affiliates’
activities and the full range of
products and services they use.
The results of the study helped to
highlight the impact of the upstream
supply chain (growing raw materials)
on the entire process and determine
initial methods for reducing it.

–27%

115.48

in water abstracted per unit distilled
between 2009/2010 and 2012/2013
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Production sites: stepped-up actions

For its part, Orlando Wines innovated
by installing pipeline inspection gauges
(PIGs) that move wine through
the pipelines using sponge balls and
pressurised gas. Their main benefit
lies in the significantly reduced need
for rinse water.

11/12

Pernod Ricard pays close attention to
the consumption of water, an essential
ingredient in making its products.
The Group’s proactive approach
has led to the development of
a mapping technique to measure
water use at its main production sites.
To date, 78% of consumption
is covered by this process. Mapping
has allowed the affiliates, particularly
those in areas of water stress,
to formulate reduction strategies and
implement targeted methods
to achieve them.

l/l of pure distilled alcohol
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Fruitful cooperation
with Quantis

To assess its water footprint,
Pernod Ricard worked with
Quantis, a company specialising in
Life Cycle Assessment.
“The assessment performed
goes beyond a simple quantitative
approach. Pernod Ricard’s data
on its production sites and
its suppliers chain allowed us
to establish a detailed picture of
the potential impacts of its water
use,” said Samuel Vionnet,
Project Manager at Quantis.
The collaboration was structured
around an initial one-year pilot
phase to master the methodology
(implemented in India and
Australia), followed by a roll-out
to all countries. Comparing
the results and various sources
will serve as a basis to identify
areas where progress can be made,
and will enhance the Group’s
environmental strategy.

Reducing energy consumption and
CO2 emissions

Production sites:
improved consumption management

Pernod Ricard continues to see
a steady decline in CO2 emissions from
its production sites, having decreased
from 1.83tCO2/kl to 1.43tCO2/kl
of pure alcohol distilled between
2009/2010 and 2012/2013,
and a further 3.6% fall has been
recorded this year. This reduction
is the result of concerted efforts:
The Wyborowa Company,
for instance, holds internal
brainstorming sessions to find ways to
reduce the power consumption of
its production lines. Another factor
of significant progress is renewable
energies. In India, boilers at
the Berhor and Nashik distilleries
are now powered partly by agricultural
biomass (rice husks and mustard pods),
as well as dried sludge from sewage
treatment plants, thereby reducing
coal consumption by 40%.
Chivas Brothers set itself a target
of using 20% renewable energy,
including photovoltaics, by 2020.
In 2013, the affiliate has already
reached 15%.

Pernod Ricard has integrated
transport into its sustainable
development policy, taking action on
its own emissions and encouraging
its stakeholders to reduce theirs.
For two years now, Pernod has been
implementing a plan to cut the CO2
emissions of its vehicle fleet by 15%.
The affiliate has rolled out a range of
measures, from eco-driving awareness
to team challenges. The results
speak for themselves: fuel consumption
has fallen by 14%, saving an average
of 7% of CO2 per vehicle.

–22%

341,559

09/10

1.62

352,060

1.48

TRENDS IN CO2 EMISSIONS (DIRECT AND INDIRECT) OF
PRODUCTION SITES 

reduction in direct (combustion) and
indirect (electricity) CO2 emissions
per unit distilled between 2009/2010
and 2012/2013

335,456

1.43

11/12

1.83

08/09

1.82

357,654

Transport: continuous improvement

10/11

383,449

The Market Companies are now
gradually adopting a similar approach,
following in the footsteps of
Pernod Ricard Hong Kong who,
after measuring the CO2 emissions of
its offices over three years, introduced
an action plan to cut them by 10%.
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Reducing energy consumption,
and with it, CO2 emissions,
is a key issue for Pernod Ricard,
which uses natural gas, oil and
electricity throughout its supply chain.
The Group also seeks to reduce
the carbon footprint of its activities.
It focuses its improvement efforts on
four key areas: the production sites,
transport, eco-design (see page 113)
and suppliers (see page 99).

t eq. CO2/klAP

t
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Pernod Ricard USA:
creating supplier
momentum

Pernod Ricard USA is a member of
the U.S. Environmental Protection
Agency’s SmartWay Transport
Partnership programme,
which aims to reduce the carbon
footprint of freight transport.
The affiliate received SmartWay
certification after tackling its own
emissions (reduced mileage,
load optimisation, etc.) and
has encouraged its carriers to
join the partnership.
This collaboration fostered
sustainable development practices
(including upgrading the fleet) and
investment in alternative solutions
(multimodal transport,
compressed natural gas).
Since Pernod Ricard USA joined
the SmartWay Transport
Partnership, CO2 emissions have
fallen by 13% and almost all of
its carriers have joined
the programme.

environment

Reducing the impact of
waste and packaging
Local actions

Pernod Ricard’s activities generate
different types of waste throughout
the product life cycle. Alongside
the sustained efforts by the affiliates
and industrial sites to reduce waste,
the Group is promoting eco-design,
which emphasises recyclable materials
and the rationalisation of packaging.
Because this concerns the entire
business chain, actions to minimise
impacts are most often tackled
collaboratively in order to promote
innovation.

From pallets, to packaging, to bottle
weight, the affiliates’ initiatives
are wide ranging and continue to
multiply. With the support of
several departments, Ricard has issued
a good practice guide on eco-design.
Czech affiliate Jan Becher, in close
cooperation with its suppliers,
changed the shape of its gift pack
boxes to optimise transportation.
Spanish affiliate Domecq Bodegas
developed and automated
an innovative quarter-pallet design
that perfectly meets retailers’ needs
whilst only using one sixth of
the volume of cardboard.
One indicator for measuring
the affiliates’ eco-design efforts is
the ratio between the quantity of
glass used and net sales generated.
Between 2010 and 2013, this indicator
rose from €10.1/kg to €13.2/kg,
representing an improvement of
30% in the value derived per unit of
resource used.

A team effort

Having been the focus of an ambitious
action plan, the eco-design
programme is being ramped up
through a number of initiatives,
including the creation of a steering
committee to drive the process,
the establishment of a cross-functional
working group made up of
the Product Development, Purchasing
and Marketing departments
to more effectively pool their expertise
and meet the needs of the various
stakeholders (customers, suppliers),
the inclusion of eco-design in training
seminars, and the upgrading of
the life cycle packaging software, which
is made available to the affiliates.
These various actions will be
gradually deployed across the Group,
carried by the strong commitment of
the General Management.

10/11

09/10

CHANGES IN NET SALES GENERATED BY
QUANTITY OF GLASS USED

652,021

13.2

12.0

11.5

10.1

682,576

12/13

661,746

11/12

698,948

+30%

Improvement of net sales
generated by kilo of glass used
between 2009/2010 and 2012/2013

Net sales (€/kg) Glass consumption (t)
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New Jameson bottle:
an inspired
collaboration

Thanks to a collaborative process
introduced well upstream
of production, Irish Distillers
has developed packaging
that meets the standards of
its Jameson brand. The challenge
was to further enhance the bottle’s
Premium status, while at the same
time reducing its environmental
impact. A cross-functional team
was set up internally, involving
the marketing, packaging
development and bottling teams,
to take on the challenge in a spirit
of collaboration.
Cooperation with suppliers
was greatly expanded to maximise
the effectiveness of the effort.
The final prototypes were tested
in strategic markets and
among consumers. The result is
a bottle with an updated design,
unchanged size and
weighing almost 8% less.

Prathmesh Mishra

Vice-President, Operations, Pernod Ricard India
I am amazed at the extent to which we were able to tap into our imagination and
create a cohesive piece that has meaning. The result is spectacular, and I think
it reflects the ability of Pernod Ricard’s employees to achieve great things together.

114

2012/2013 environmental report

2012/2013 ENVIRONMENT REPORTING SCOPE

Pernod Ricard’s environmental reporting covers the financial year (1 July to 30 June) and concerns 93 of its industrial production
sites. Only industrial sites are taken into account (farmlands, head offices and logistics sites are excluded from the environmental
reporting scope).

CATEGORY
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ISO 14001
(at 30 June 2013)
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Historic citizen spaces
serving the environment
Environmental protection is a top priority in terms of Corporate Social Responsibility for
Pernod Ricard and its affiliate Ricard S.A. This commitment follows in the footsteps of the founder,
Paul Ricard, whose pioneering and visionary initiatives—including the creation of an estate for
sustainable agriculture in the Camargue, and an Oceanographic Institute in Les Embiez—
are an ongoing testament to a social commitment to support research and protect the natural environment.

The Paul Ricard Oceanographic Institute
remains the only initiative by
a private company in the field of
oceanographic scientific research in Europe,
and improving our understanding and
knowledge of the sea are now
major challenges for our future.

Sustainable agriculture and tourism

It was in 1939 that Paul Ricard acquired
600 hectares of land in the Camargue,
southern France, to create a pilot farm.
When he was forced to close his plant in 1940,
due to the outbreak of the Second World War,
he decided to send his workers there to protect
them from being sent to Germany as forced labour.
The workers focused on dairy production and
growing the crops, fruit and vegetables,
which made Méjanes a valuable source of food for
local people. After the Liberation, and following
extensive irrigation works, Paul Ricard began to
grow Camargue rice on a large scale in France.
The Paul Ricard estate in Méjanes became
a model for agriculture that was both
sustainable and environmentally friendly.
In close cooperation with scientific organisations
such as the Institut national de la recherche
agronomique (the french agricultural research
institute), the estate has committed to a proactive
approach to achieve progress in sustainable
development, thus helping to preserve
the ecological balance of the Camargue’s
natural heritage. Now open to the public,
Méjanes aims to provide an attractive,
eco-friendly approach to a local area and
its traditions. Accredited as a Centre for
the Camargue Regional Natural Park in 2012 ,
in 2013 it signed up to the European Charter for
Sustainable Tourism by implementing
an individual action plan over three years.

PATRICIA RICARD
Chairwoman of the Paul Ricard Oceanographic Institute
found the Observatoire de la Mer (Deep Sea
Observatory), which has since become
the Paul Ricard Oceanographic Institute.
Its mission is to better understand and protect
the sea by considering it both as a natural heritage
site to be preserved and as an economic resource to
be managed and restored in some cases.
It therefore contributes to limiting the impacts of
human activities on the marine environment.
Research is undertaken in partnership with local
stakeholders from the region—professionals from
the maritime sector, decision-makers, associations,
universities, and so on—in areas that are protected
or of economic interest. The Institute develops
experimental programmes to develop and diversify
a sustainable aquaculture such as that of
sea urchins. The researchers are also studying
the Calanque of Podestat , which belongs to
the EDF Group and is set in the Calanques National
Park, in order to observe the impacts of climate
change and pollution on marine biodiversity.

Understanding and protecting the sea

In 1966, in response to one of the first cases of
industrial pollution in the Mediterranean,
Paul Ricard and Alain Bombard decided to
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Olaf
Breuning
Photographer

SPONsORSHIP:
sharing &

Olivier
Cavil

Group
Communications
Director

inno
va
ting

Because they express
its creativity and diversity and
nurture its spirit of innovation,
Pernod Ricard maintains
an ongoing dialogue with
all forms of art and culture,
by supporting upcoming
artists and working with
major institutions and
promoting new talents.
This support for art and
design was reaffirmed
this year, reflecting
a dual commitment:
to make culture accessible to
as many people as possible, and
to highlight local cultures.

Olivier: As ambassadors of our commitment to
creation and contemporary art,
our employees have been chosen as models for
the Annual Report artistic campaign
since 2010. This year,
with photographer Olaf Breuning,
they lived a unique co-creation experience.
Olaf: Artistic creation is often the product of
confrontation, of dialogue...
I wanted to follow this creative process for
a Group that makes sharing and
conviviality its tagline.

Close ties with the art world

Pernod Ricard is committed to the promoting and sharing of
art and culture. A source of dialogue and mutual inspiration,
its many partnerships have led to creative collaborations which have
become the Group’s hallmark. Initiated by Paul Ricard in 1960,
they have influenced the Group’s sponsorship policy, which notably
includes the signing of a long-term partnership in 1997 with the Centre
Pompidou in Paris, Europe’s largest centre of contemporary art.
For over 35 years, this tradition has also been reflected by
the commissioning of an original work from a contemporary artist to
illustrate Pernod Ricard’s Annual Report. For the last four years,
Pernod Ricard has chosen to work with photographers: after Marcos
Lopez, Denis Rouvre and Eugenio Recuenco, whose commissioned
works have been exhibited in Parisian galleries, the Group chose
Swiss photographer Olaf Breuning for the 2012/2013 report.

Contemporary art, central to Pernod Ricard’s DNA

Because it echoes the Group’s creative vitality and its culture of
innovation, contemporary art and its promotion are the high point of
its commitment. The partnership with the Centre Pompidou continues
with support for truly innovative projects such as the Virtual Centre
Pompidou. This digital platform lets visitors view the Centre’s entire
collection as well as set preferences through the use of keywords.
The concept of taking collections online, an innovative digital approach
intended to democratise access to art for the general public, is fully
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Claudia Mania-weiss

Manager’s Secretary, Fondation d’entreprise Ricard, Ricard S.A.
I work at the Fondation Ricard, and have always been fascinated by the passion that animates
the artists we exhibit. So I decided that I would let myself be guided by the pleasure of creating,
and experiencing this precious moment with a great artist like Olaf Breuning.
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cultural sharing

in line with the Group’s philosophy.
Other partnerships have since been
developed between the affiliates and
major institutions. Domecq Bodegas
has collaborated with the Guggenheim
Museum in Bilbao for the past decade.
More recently, Pernod Ricard USA
has partnered with the New Museum
in New York and Pernod Ricard UK
with the Saatchi Gallery in London—
two museums renowned for
their avant-garde selections. This year,
together with Pernod Ricard UK,
the Saatchi Gallery hosted two major
exhibitions: New Order, dedicated to
the work of artists in their early years,
and Paper, which shows the vision of
44 international artists on the subject
of paper and its new possibilities.

ABSOLUT and art

Highly engaged in promoting
contemporary art, ABSOLUT
launched a three-year partnership in
2012 with Art Basel, an international
contemporary art fair held in Basel,
Miami and Hong Kong. At the 2013
events, the brand presented the bar,
as reinterpreted by Los Carpinteros
(Miami), Adrian Wong (Hong Kong)
and Mickalene Thomas (Basel).
In June 2012, ABSOLUT supported
dOCUMENTA, a contemporary art
event held in Kassel, Germany.
The brand is also developing a new
format for its annual ABSOLUT ART
AWARD. Elsewhere, Pernod Ricard
Turkey organised the ABSOLUT
Workshop , offering artists

an opportunity to create pieces together
and to present their works from diverse
disciplines to the public. For its part,
Pernod Ricard Peru launched
a collective, mobile exhibition created
in collaboration with young artists.

Supporting talent, a long-standing legacy

The Fondation d’Entreprise Ricard
(Ricard Corporate Foundation) leads
the way in supporting emerging artists.
Each year, it awards a prize to an artist
who best represents his or her
generation, buys one of the artist’s
works and donates it to the Centre
Georges Pompidou. This year,
the entire collection was exhibited as
part of the partnership with MarseilleProvence 2013(1) in France.
Other affiliates have since followed
suit. With the Focus on Talent
programme, Martell has developed
an ambitious project to support
the Chinese art scene . The scheme
identifies ten promising young artists
and then selects one, whose work
is donated to the Art Today Museum
in Beijing. In 2012, the affiliate invited
the ten winning artists to work on
the centenary celebration of Cordon
Bleu cognac. Their works were later
featured in a travelling exhibition.
Other affiliates sponsor projects
that give artists the opportunity to
collaborate with each other and share
their work with the public. Examples
(1) In 2013, Marseille is the European City of
Culture and hosts many cultural events.
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Perrier-Jouët supports
Design Miami

Last year, Perrier-Jouët was named
the exclusive official champagne
sponsor of Design Miami,
a world-famous event held in
December in Miami and in June in
Basel. In this first edition for
the brand, under the theme of
Art Nouveau—in line with
its heritage, the anemone by
Émile Gallé decorating the bottle of
its Belle Époque cuvée—
Perrier-Jouët was invited to
contribute artistically to the fair.
The brand presented a surprising,
poetic work created in collaboration
with design duo Glithero.
Entitled Lost Time, this co-creation
inspired by the champagne house’s
legendary wine cellars resulted
from the brand’s close work
with the artists.

co

creation
No.
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Havana Cultura,
an iconic cultural partnership
Music, film, visual arts... Since 2007, Havana Club International (HCI) has been striving to promote Cuban culture
in all its forms through a multitude of projects under the Havana Cultura banner. This support took on
a new dimension in 2010 with the Havana Cultura Visual Arts Project (HCVAP). Sachie Hernández,
the Havana-based curator and coordinator of the HCVAP, and François Renié,
HCI Communications Director in Paris, discuss this programme for emerging Cuban artists.

How did the idea for the Havana Cultura
Visual Arts Project come about?

François Renié ❶_ Havana Club International
has been a long-time supporter of Cuban
visual artists and created an art gallery at
Havana’s Museum of Rum in 2000.
With the development of the Havana Cultura
initiative, which aims to promote the work of
Cuban artists in all disciplines, we sought to
formalize our commitment to Cuban visual arts.
Sachie Hernandez ❷_ In 2009, HCI became
an official sponsor of the Havana International
Art Biennial. This partnership inspired
the brand to take a more active role in the field of
visual arts, leading to the creation of
the Havana Cultura Visual Arts Project (HCVAP),
a scholarship programme for emerging
Cuban artists.

François _ During the artistic creation process,
foreign curators are invited to Cuba to work with
the scholarship artists. This exchange boosts
the project’s credibility and increases international
visibility for the artists and their works. To further
spread the word, the artists are promoted on
the Havana Cultura website and on social networks.

What have been the initial results?

Sachie _ To date, some twenty artists have
benefitted from the programme. The first group
exhibition was held at the Museum of Rum art
gallery during the 2012 Havana Biennial.
Later that year, an exhibition featuring several
artists who had taken part in the programme
was organised in Berlin in partnership with
the Freies Museum.

Why did you choose to work with Sachie?

François _ Sachie was an obvious choice
because, as curator and director of
an arts development centre, she had excellent
knowledge of the Cuban visual arts scene.
We’ve established a strong line of
communication with one another, which
is essential to the project’s sustainability and
credibility.

What have you learnt from this team experience?

François _ It has had a very positive impact.
HCVAP has received major recognition
in the visual arts world. It has also created
opportunities for collaboration.
To give an example, we recently developed
a partnership with a German graphic design and
photography magazine, Slanted, for the release of
a special issue entirely dedicated to Cuban
poster art in 2013. On a personal level, too,
the experience has been very rewarding,
as it has allowed us to work closely with
multicultural and multidisciplinary teams.

How does the project work?

Sachie _ Some thirty artists are invited by the jury
to submit an original project proposal, and
six of them are selected each year.
The chosen artists benefit from financial support
and the expertise of qualified professionals.
Their artworks become part of the Havana Club
International corporate collection and
are exhibited at the Museum of Rum art gallery.
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cultural sharing

include Pernod Ricard Deutschland’s
MADE space (see Best Practice) and
Pernod Ricard Nederland’s support
for The House of Rising, a space for
artists (musicians, designers) to exhibit
their creations in a convivial setting.

Music, another vector of
the Group’s commitment

The actions of Pernod Ricard and
its affiliates are guided by a desire to
promote and share local cultures.
The Group is a very active supporter
of music, which is an important mode
of expression for local cultures.
Havana Club International supports
numerous events worldwide under
the Havana Cultura label (see
page 120). Other exemplary initiatives
include the Helensburgh Music
Society in Scotland, which hosts
an annual season of popular concerts
sponsored by Chivas Brothers , and
the Sounds of Summer Festival in
New York, which screens films about
all types of music, supported by Pernod
Ricard USA. Pernod Ricard also
supports the OstinatO Orchestra ,
made up of young musicians.

The idea is to provide them with
exceptional conditions of expression:
a top-level musical formation,
reputed worldwide. The orchestra
offers real-life learning about
the profession by allowing them to
perform in symphony concerts,
chamber music and operas.
This year, they performed at
the Espace Cardin, the Centre
Pompidou and the Opera Bastille
in Paris.

Heritage: joint projects

Preserving and promoting cultural
heritage are sponsorship lines that
the Group and its affiliates also defend.
In Poland, Pernod Ricard Polska
supports the New Horizons
international film festival which
campaigns for auteur cinema.
In Turkey, a Franco-Turkish
cooperation arranged with
the Group’s support helped to
set up a palaeontology research
programme to explore a historic site.
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MADE:
an inspiring platform

In the heart of Berlin sits MADE,
a creative space that is at once
a gallery, a workspace, an ideas
laboratory and an art studio.
Initiated by German contemporary
artist Tadi Rock and launched with
the support of Pernod Ricard
Deutschland and ABSOLUT,
MADE’s mission is to develop
interdisciplinary projects by
inviting artists to break away
from their creative habits.
The idea is to find new forms of
work by intersecting various
artistic fields. To stimulate
the proliferation of ideas,
MADE regularly organises events
featuring musicians, designers and
architects, and presents live
performances, such as this giant
light installation made of
200 4.5-litre bottles of ABSOLUT
Vodka, illuminated with LED bulbs.

soli
da
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Contributing to
local economic development

Pernod Ricard leads projects that
are designed to develop skills
within communities in order to
strengthen local economies.
In Armenia, in the Tavush Province,
the affiliate Yerevan Brandy Company
works with the NGO PlaNet Finance
to implement a wide-ranging scheme
to develop growers’ expertise.
The programme helps them to
secure their revenues by improving
the yields of their plots. Associated in
cooperatives, the vine growers received
training in all fields (including legal,
managerial and financial) as well as

access to facilitated microcredit which
allowed them to conduct land surveys
and purchase a tractor, among other
things. In May 2013, the cooperative
planted one hectare of vines, which
will be transplanted next year, allowing
the plots to be replanted in 2015.
One member of the cooperative
is currently conducting tests on a new
growing method recommended by
the Yerevan Brandy Company. Once
evaluated, this pilot project is intended
to be expanded to other communities.

Nurturing entrepreneurial talent

Several projects to promote and
support young talent have been
launched with a view to economic

action

In line with the values
that guide its actions,
the sense of ethics,
entrepreneurial spirit and
mutual trust,
Pernod Ricard supports
certain communities
through social and
entrepreneurial
sponsorship projects.

Access to education,
facilitated by Irish Distillers

In tribute to Patrick Ricard, the Group’s former
Chairman, this year Irish Distillers funded
a scholarship for two students to attend a four-year
degree course at Dublin City University.
To supplement their training, the students will be
offered summer jobs at the company’s main sites to
discover its various activities: sales and marketing at
the head office, the bottling plant, and so forth.
They will also have access to company events,
such as the Jameson Cult Film Club. “Patrick Ricard
was the incarnation of true entrepreneurial spirit.
He particularly liked to promote it among students.
The students have therefore been chosen for
their initiative spirit as well as for their propensity for
innovation, which are core values at Irish Distillers and
Pernod Ricard,” said Anna Malmhake, Chairwoman
and CEO of Irish Distillers.
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entrepreneurial spirit

development. In collaboration with
the non-profit association APPEL,
Pernod Ricard supports two
such major projects. In Vietnam,
in the Da Lat region, the Group
helps 40 young students who have
chosen an entrepreneurship course.
The company grants them a threeyear scholarship. An award for
three start-up projects rounds off
the training support scheme.
In Peru, in the Cuzco province,
APPEL is training some 20 young
people who have left school for
the carpentry and bakery trades.
The affiliates also encourage
innovative projects. In Scotland,
Chivas Brothers collaborated with
the Outward Bound Trust (OBT) to
create a new residential outdoor
activity course for 40 young people ,
with an emphasis on entrepreneurship
and leadership. Chivas Brothers
employees can also become OBT
mentors, training to engage directly
with these young people. Additionally,
the affiliate supports The Prince’s
Trust Youth Business Scotland,
which promotes self-employment and
business creation in those aged 18-30,
by sponsoring its annual awards and
funding start-up grants .

Supporting social initiatives

Pernod Ricard actively encourages
its employees to get involved and
to lead social solidarity initiatives.
In Turkey, for example, the affiliate
funded a classroom renovation for
students with disabilities by organising
a local funfair.
In addition to local initiatives,
large-scale programmes have been
organised jointly between several
affiliates. Among these is the highly
innovative project launched by
Pernod Ricard Asia, through which
the affiliate will fund schemes
exemplifying the Group’s four
CSR commitments: responsible
drinking, the environment,
entrepreneurship and the sharing of
cultures. To do so, it has developed
a collaborative work platform under
which all employee volunteers
are invited to form teams and submit
ideas. The Executive Management
and the employees will each choose
one of two winning projects to be
rolled out during the year.
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Pernod Ricard Japan
launches the Chivas
Young Entrepreneur Fund
In December 2012, Chivas Brothers
created a fund for young
entrepreneurs in the city of Sandai,
the epicentre of the 2011 tsunami.
The winner was a young designer,
Ryota Shiga, whose factory
was destroyed by the disaster.
He presented an original work
using materials from
the Fukushima region.
The 10 million yen grant awarded
by the fund (about €80,000)
will allow Ryota to revive
his business and to go ahead with
his plans to participate in
Paris Fashion Week in 2014.

In 2012/2013, Pernod Ricard proved its ability to maintain solid performance in
a less favourable macro-economic environment. The Group recorded growth
in line with its objective, and improved its operating margin, while maintaining
the advertising and promotional investments behind its 14 strategic spirits brands.
Consequently, Pernod Ricard has established itself as a leading player in
the Wines & Spirits segment. The transparent nature of its communication contributes to
its attractiveness, both to market professionals and individual shareholders.
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strategy

Optimizing financial
management to serve

growth

gilles bogaert
Managing Director,
Finance.

How would you sum up Pernod Ricard’s
financial performance over the year?
Gilles Bogaert _ It was a strong performance. In a less favourable macro-economic
environment than in 2011/2012, the Group
achieved its organic growth target for profit
from recurring operations (+6%), and posted
the best growth in its operating margin for
three years.
This performance demonstrates Pernod
Ricard’s ability to improve its gross margin
through Premiumisation, and to control
resources.

How did the Group manage to continue to grow in
a less favourable economic environment?
Pernod Ricard’s overall balanced exposure to
mature and emerging markets, covering all
major geographic areas of the world, is an
undeniable asset for taking advantage of
growth sources wherever they may be.
Similarly, the comprehensive portfolio, with
strong brands in all categories and a good mix
of global and local brands, makes it possible
to respond to differing consumer trends.
Innovation in particular is one of Pernod
Ricard’s strategic pillars and is a way of generating new growth opportunities.
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Does the slowdown in emerging markets
undermine the Group’s leadership goal?
Its organic growth? Overall, how have you managed
the necessary stability of advertising and
promotional expenditure?
The slowdown in emerging markets is relative
given that they still generated 10% organic
growth in net sales. They continue to drive the
Group’s growth, albeit at a reduced pace.
The long-term potential of the major emerging countries is not in doubt, beyond the temporary difficulties of some, and they will continue to play a key role in Pernod Ricard’s
ability to outpace the industry’s growth and
move closer to its goal of leadership.
Pernod Ricard invests more than 19% of its
net sales in advertising and promotional activities. This investment ratio remained stable in
2012/2013 through the management of
resources and their allocation, focusing on
investment in strategic brands and priority
markets, and economies of scale in certain
markets.

What were the effects of the sale of some bitters, and
of aquavit, last January? What impact did exchange rates
have during the year?
The sale generated €103 million in cash and
created value for Pernod Ricard. It has
allowed our Danish teams to focus on developing our strategic brands.
Exchange rates had a positive impact, both on
results (€19 million on the current operating
income), mainly down to the stronger US dollar, and on debt (€161 million).

Pernod Ricard has made debt reduction a priority
since 2008. Where is the Group in relation to its target?
The target has been clearly met. The Group
c o n t i nu e d i t s r a p i d d e l eve r a g i n g i n
2012/2013. Net debt fell by €635 million,
thanks to increased cash generation compared
to 2011/2012, and the net debt-to-EBITDA
ratio is now at 3.5. We have returned to a debt
level that is comparable to what it was before
the acquisition of ABSOLUT.
Moreover, the debt had already been fully refinanced by the end of June 2012. All bond
maturities over the next 18 months are covered by future cash flows and the syndicated
loan reserve.
Lastly, the cost of debt began to fall after
January 2013; this was 5.3% in 2012/2013
and should be below 5% in 2013/2014.

Does the current environment
hold any new acquisition opportunities?
Pernod Ricard now has a portfolio of strong
brands in all categories and a global geographic presence. These strengths should
allow it to generate organic growth that
exceeds that of the market, which remains the
number one goal.
However, the consolidation of the industry is
not over, and there are attractive assets that
could come up for sale.
Pernod Ricard is open to targeted acquisitions, particularly in the United States or

Targeting
acquisition opportunities

W

hen we study acquisition
opportunities, the starting point
is to analyse growth potential by
market, by category or by drinking
occasion. We then explore the best way
to capture those growth opportunities,
as part of our strategic planning,
together with the Market and
Brand Companies: organic growth
(including through innovation) or
external growth. Acquisition
opportunities are increasingly targeted
and require a strong sense of the market

Victor Jerez,
and excellent coordination with
Director of Audit and
local teams. The tequila Avión
Development
joint venture is a good example of
cooperation between the US teams that
identified this opportunity, and
the Holding Company’s teams.
Similarly, the acquisition of
Le Maine au Bois by Martell & Co
in February 2013 was perfectly in line
with the Group’s development strategy
for the cognac range and entailed
a joint effort between Martell’s line
management and the head office teams.

emerging markets, which would complement
the existing portfolio and improve the growth
profile. There are two conditions required for
a potential acquisition: it must create value
and it must meet our financial discipline criterion, which is to maintain the investment
grade rating.

The long-term
potential of the major
emerging countries
is not in doubt.
IT projects boost the Group’s
internal performance. What were the main projects
this year? What did they contribute?
Until very recently, IT investments were
largely focused on implementing our affiliates’
ERP back office management systems. In the
last two years, we have seen a rise in front
office tools and digital solutions aimed at consumers, customers and even employees. These
have the potential to fundamentally change
the way we interact with all stakeholders and,
as such, they represent a major business
opportunity. For example, the introduction of
Chatter, our enterprise social network, in
2012/2013 is already revolutionising the way
employees work and speeding up the sharing
of best practices as well as competitive intelligence.
This is only the beginning; digital acceleration
is under way.
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Your major contribution to the Group’s strategy
has been recognised with the award for CFO of the Year.
What does this award mean to you and Pernod Ricard?
How do you see the role of Chief Financial Officer?
I think this award recognises the Group’s trajectory, its strategy and values, and its talented
teams. It no doubt also recognises a certain
way of doing finance: close to the business and
working hard without taking itself too seriously.
The role of Chief Financial Officer has
changed significantly in recent years. You have
to be able to speed up and to put on the brakes
at the right time, to be responsive as well as
objective. Anticipating risks and opportunities,
identifying the necessary resources and allocating them wisely, helping to create value—
these are the priorities of today’s CFO. The
job requires a strong strategic vision, good
business sense, the ability to lead and excellent
management skills, including cross-functional.
Being a good communicator has also become
indispensable.

What do you think of Pernod Ricard’s share performance?
Pernod Ricard performed well on the stock
market this year, following an exceptional performance in 2011/2012. Pernod Ricard also
hit an all-time high during the year. The
share’s underperformance vis-à-vis the CAC
40 in 2012/2013 is related to the rebound this
year of many stocks that had suffered in previous years, while Pernod Ricard had already
returned to a value close to its historic highs.

What are your priorities for the coming year?
In an uncertain macro-economic environment
with mixed performances from one region to
another, steering the business, properly allocating resources and preventing risk will
remain priorities. Special focus will be given
to researching and realising growth opportunities, supporting the Group’s digital revolution and optimising resource efficiency.
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The Information Systems Department,
a genuine business partner
It is a key stage in the annual planning process. Each affiliate is required to develop
a Strategic Plan, setting out its priorities and objectives for the coming year.
This is an essential practice, but one which can prove to be restrictive for the affiliates
in terms of resources. Co-managed by the Information Systems, Marketing, and
Finance departments, the aim of reworking the planning process is to simplify it, whilst
preserving its primary role of steering the business. Here is a story of the project StratView.
In 2012, the Vision project, which focused in
particular on the Group’s forecasting processes,
highlighted the need for a simplified four-year plan.
In the same year, the expectations of
Pernod Ricard’s affiliates in this area were raised,
as Frédéric Lepoutre, Strategic Planning Director,
testifies: “The StratView project is the direct result of
rethinking the financial year whilst preserving,
or even improving, its strategic dimension.”

“We moved forward in a pragmatic, iterative
way as part of a successful collaboration.
Everyone contributed their professional
expertise to this project and was willing to take
steps to change certain parts of the process for
developing the Plan,” observes Amélie Virat,
Business Analyst Director.
The resulting technical solution has been in place
since 1 September, in accordance with the schedule.
“We are in regular contact with the affiliates to
ensure they are reaping the benefits of it.
The initial feedback received
has been positive and
shows that we have fulfilled
their expectations,”
said Frédéric Lepoutre.

Yann Tanguy, Business Solutions Project Manager,
confirms “We have tried to encourage analytical
thinking and a sense of
perspective. The solutions
adopted use simulations to
validate hypotheses,
rather than complex
data calculations.
The StratView tool is more
flexible and easier for
the affiliates to use.”
This collaboration was
made easier by the fact
that the teams
were well acquainted with
one another from
having worked together on
the Vision project.

“This project symbolises
the way in which the role of
IT has developed within
the Group, comments
Jean Chavinier, Chief
Information Officer.
Instead of coming in
part-way through a project,
we have been involved
with this work since
the very beginning as
a genuine business partner. This way of working
with other departments has been tried and
tested in many of the Group’s major transformation
projects, such as Pernod Ricard Chatter®,
which launched in 2012, or the current roll-out of
the digital roadmap, which is being worked on
by more than 80 people, drawn from various
departments within the Brand, Market and Holding
Companies.”

They only had to agree on
how the Plan should be put together.
“The key issue was to define what was needed
in order to streamline communication methods,
reduce the number of meetings and simplify
our tool, whilst improving co-ordination of
schedules and making the best possible use of
Marketing and Finance processes,” continues
Jean-Baptiste Briot, Financial Control Director.

In conclusion, Jean Chavinier says: “These examples of increased collaboration
are evidence of greater efficiency and acceleration in the process of transforming the Group.”
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Frédéric André

IT Group Governance and IT Holding Director, Pernod Ricard Holding
On discovering our painting tools, we were all very surprised and amused.
After the surprise, we all quickly embarked into this adventure, spurred on by Olaf Breuning
who put everyone at ease in a convivial atmosphere.
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2012/2013
key figures
Pernod Ricard achieved solid performance in 2012/2013, in line with the objective it set of 6% growth in profit from
recurring operations over the fiscal year. In a less favourable environment than that of 2011/2012,
net sales were up 4%, thanks to the Top 14 brands and emerging markets which continued their sustained growth
in value. The reduction in Group debt continued, with higher cash generation than the previous year.

net
sales

08/09

Profit from
recurring operations

12/13

10/11

09/10

€2,230M

1,795

1,909

2,114

2,230

945

951

1,045

3,169

3,476

contribution after advertising and
promotion expenses 

In euro millions

1,846

2,956

1,146

1,189

10,888

10,584

9,038

9,363(1)

3,707

12/13

2,971

Net sales

11/12

€8,575M

8,575

10/11

8,215

09/10

7,643

11/12

7,081

08/09

7,203

In euro millions

8,727

1,255

25.7

1,092

12/13

11/12

10/11

Group net profit from recurring operations

10/11

change in
net debt

09/10

08/09

group net profit from recurring operations,
group net profit
In euro millions

11/12

12/13

profit from recurring operations,
operating margin
In euro millions and as % of net sales

1,001

08/09

12/13

11/12

1,010

09/10

25.0

09/10

08/09

25.4

10/11

25.6

1,201

26.0

In euro millions

Group net profit
(1) Net debt before translation adjustment: 8,653 euro millions.

130

financial overview

2,137
746

2,132
695

sales
by region
Europe (excluding France)

541

558

582

607

563

501

479

470

459
149

187

189

181

profit from recurring operations
by region

France

Asia / Rest of the World

Americas

In euro millions

Europe (excluding France)

France

47.3 million cases sold

10.7 million cases sold

14 strategic spirits and champagne brands (“Top 14”)

4 priority Premium wine brands

volumes
per brand

0.3
graffigna

1.9
brancott estate

1.9
campo viejo

6.6
jacob’s creek

0.2
royal salute

0.2
perrier-jouët

0.6
g.h.mumm

1.0
the glenlivet

1.6
martell

2.0
beefeater

2.6
malibu

3.7
havana club

3.9
jameson

4.3
ricard

4.6
chivas regal

4.9
ballantine’s

5.9
absolut

11.6

Americas

610

178

In euro millions

Asia / Rest of the World

1,016

880

684

12/13

2,316

2,167

750

2,230

11/12

2,114

2,114

10/11

2,176

1,909

566

08/09

2,068

12/13

1,911

721

1,795

3,431

kahlÚa

735

1,846

495

09/10

08/09

2,417

8,575

3,165

2,711

2,273

2,027

8,215

11/12

2,023

7,643

09/10

7,081

10/11

7,203

In millions of 9–litre cases
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annual consolidated balance sheet (in euro millions)
ASSETS

30.06.2012

30.06.2013

12,234
5,126
1,923
126
294
18
116
1,965

11,780
4,973
1,942
133
358
16
59
1,721

21,802

20,981

4,295
1,197
29
179
34
787

4,484
1,159
27
209
23
597

CURRENT ASSETS

6,522

6,499

Assets held for sale

52

8

28,375

27,488

30.06.2012

30.06.2013

411
3,049
6,197
1,146
10,803
169

411
3,052
6,530
1,189
11,183
168

10,972

11,351

641
367
3,126
8,044
259
1,252

587
355
2,913
6,949
152
763

TOTAL PASSIFS NON COURANTS

13,689

11,719

CURRENT LIABILITIES
Current provisions
Trade payables
Income taxes payable
Other current liabilities
Other current financial liabilities
Bonds—current
Current derivative instruments

178
1,526
129
896
727
153
97

163
1,546
127
924
567
1,001
89

TOTAL CURRENT LIABILITIES

3,707

4,418

7

0

28,375

27,488

Net amounts
Non-current assets
Intangible assets
Goodwill
Property, plant and equipment
Biological assets
Non-current financial assets
Investments in associates
Non-current derivative instruments
Deferred tax assets
NON-CURRENT ASSETS
Current assets
Inventory and work in progress
Trade receivables
Income taxes receivable
Other current assets
Current derivative instruments
Cash and cash equivalents

TOTAL ASSETS

LIABILITIES AND SHAREHOLDERS’ EQUITY
SHAREHOLDERS’ EQUITY
Share capital
Share Premium
Retained earnings and currency translation adjustments
Group net profit
Group shareholders’ equity
Non controlling interests
TOTAL SHAREHOLDERS’ EQUITY
NON-CURRENT LIABILITIES
Non-current provisions
Provisions for pensions and other long-term employee benefits
Deferred tax liabilities
Bonds—non-current
Non-current derivative instruments
Other non-current financial liabilities

Liabilities held for sale

TOTAL LIABILITIES AND SHAREHOLDERS’ EQUITY
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annual consolidated income statement (in euro millions)
30.06.2012

30.06.2013

8,215
(3,169)
5,047
(1,571)
3,476
(1,362)
2,114
45
(190)
1,969
(570)
22
(548)
(247)
0

8,575
(3,224)
5,351
(1,644)
3,707
(1,477)
2,230,
100
(225)
2,106,
(564)
25
(539)
(359)
1

1,174

1,208

–

–

NET PROFIT

1,174

1,208

o/w.
• attributable to non-controlling interests
• attributable to equity holders of the Parent
Earnings per share—basic (in euro)
Earnings per share—diluted (in euro)
Net earnings per share from continuing operations (excluding discontinued operations)—basic (in euro)
Net earnings per share from continuing operations (excluding discontinued operations)—diluted (in euro)

27
1,146
4.36
4.32
4.36
4.32

19
1,189
4.51
4.46
4.51
4.46

Net sales
Cost of sales
Gross margin after logistics expenses
Advertising and promotional expenses
Contribution after advertising and promotional expenses
Structure costs
Profit from recurring operations
Other operating income
Other operating expenses
Operating profit
Financial expenses
Financial income
Interest (expense) income
Corporate income tax
Share of net profit/(loss) of associates
NET PROFIT FROM CONTINUING OPERATIONS
Net profit from discontinued operations

Analysis of business activity by geographic area (in euro millions)
30.06.2012
ASIA / REST OF THE WORLD
Net sales
Gross margin after logistics costs
Advertising and promotion
Contribution after advertising and promotional expenses
Profit from recurring operations
americas
Net sales
Gross margin after logistics costs
Advertising and promotion
Contribution after advertising and promotional expenses
Profit from recurring operations
europe (excluding france)
Net sales
Gross margin after logistics costs
Advertising and promotion
Contribution after advertising and promotional expenses
Profit from recurring operations
france
Net sales
Gross margin after logistics costs
Advertising and promotion
Contribution after advertising and promotional expenses
Profit from recurring operations
TOTAL

3,431
2,120
(663)
1,457
1,016

220
184
(20)
164
119

7%
10%
3%
13%
14%

2,167
1,362
(405)
958
582

2,316
1,490
(454)
1,036
607

142
109
(41)
68
24

7%
8%
10%
7%
4%

2,137
1,245
(347)
898
470

2,132
1,251
(354)
897
459

8
16
(5)
12
3

0%
1%
1%
1%
1%

746
541
(193)
348
181

695
490
(174)
316
149

(51)
(47)
20
(27)
(28)

–7%
–9%
–10%
–8%
–15%

8,215
5,047
(1,571)
3,476
2,114
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organic growth

3,165
1,898
(625)
1,272
880

30.06.2012

Net sales
Gross margin after logistics costs
Advertising and promotion
Contribution after advertising and promotional expenses
Profit from recurring operations

30.06.2013

30.06.2013
8,575
5,351
(1,644)
3,707
2,230

Organic growth
319
263
(47)
216
118

4%
5%
3%
6%
6%

2012/2013
share performance
Pernod Ricard’s share price increased yet again in 2012/2013 (+1%). Following a period of
strong growth in 2011/2012, and a record high achieved in 2012/2013, the share price performance
was more moderate, due to the slowdown in growth of emerging market economies,
particularly China. Separately, reassuring policies in the euro zone sparked
a recovery of cyclical stocks at the expense of defensive stocks such as Pernod Ricard.
The CAC 40 closed at up +17% for the year ending June 2013.

Pernod Ricard share price:
another year of positive performance
by JEAN TOUBoUL
vice president, Financial communications and investor relations

A

fter a remarkable performance in 2011/2012,
Pernod Ricard shares posted gains once again in
2012/2013 (+1%), in a less favourable macroeconomic environment. The global financial and
economic crisis continued throughout 2012/2013:
financial markets were yet again faced with numerous
uncertainties, in between the return to growth in the
United States and the slowdown of emerging economies, most notably that of China. This market being the
second largest contributor to the Group, this news pressured Pernod Ricard’s share price. Downward revisions
of the global macroeconomic outlook, impacted by
additional austerity measures, resulted in investors reducing their exposure to emerging markets.
Separately, ongoing reassuring policies of the Central Banks and waning fears regarding the crisis in the euro zone boosted cyclical stocks at
the expense of more defensive sectors. As a result, despite the good
performance of the Group’s activities, the momentum that drove

Pernod Ricard’s share price in 2011/2012 progressively
dissipated throughout the 2012/2013 financial year.
Pernod Ricard shares closed at €85.19 on 28 June 2013
(last day of trading of the 2012/2013 financial year). To
the contrary, following a sharp drop of the CAC 40
throughout the 2011/2012 financial year (–19.7%) the
french index returned to growth in the period (+17.0%).
Over a longer period, Pernod Ricard has posted growth
superior to that of the CAC 40. In the last four financial
years, Pernod Ricard shares averaged annual gains of
+19.1%, compared to only +5.6% for the French index.
Despite a global economic context that has proven to be
less favourable and continued uncertainties surrounding the current
economic context, Pernod Ricard’s activities are showing their resilience thanks to the Group’s business model which is centered more
than ever around its key drivers: décentralisation, Premiumisation and
Innovation.
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3,739 pts

2012/2013

€84.26

539

677

change in the share price over one year in comparision with the cac 40 index and trading volumes

43.99

67.97

84.26

3,982

3,443

85.19

3,739

CAC 40 (points)

Volume of shares traded (in thousands)

12/13

11/12

10/11

09/10

Pernod Ricard

Pernod Ricard is traded on the Paris stock exchange on
NYSE Euronext SA Paris Eurolist (compartment A) SRD
(deferred settlement service). The Group is included in
the CAC 40 index, accounting for 2.6% of total market
capitalisation at 30 June 2013. The Pernod Ricard share
is eligible for inclusion in the French share savings plan
(plan d’épargne en actions, PEA) and for the SRD
(deferred settlement service).

3,197

08/09

3,140

63.98

06/13

598

05/13

536

04/13

632

03/13

418

02/13

11/12

392

01/13

492

10/12

07/12

596

12/12

625

09/12

404

08/12

620

+1%
+17%

€85.19

3,197 pts

Value of the pernod ricard share over five years (price at end of june)

Pernod Ricard share price—restated (euros)

15% French institutionnal investors
US institutionnal investors

31.2%
13.1% Société Paul Ricard
7.5% Groupe Bruxelles Lambert

Others foreign and miscellaneous investors

15.3%

Board + Management + Employees + Treasury shares

6.7% Individual shareholders

8.9% UK institutionnal investors

2.3%

BREAKDOWN OF SHARE CAPITAL AT 30 JUNE 2013
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CAC 40 price (points)

Mikiyo Maki

Business Control Manager, Pernod Ricard Japan
Olaf Breuning encouraged us to be creative by selecting highly original painting tools.
He gave us free rein to create, after setting out the remit for our self-expression.
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0.49

1.34

1.44

1.58

1.64(1)

net dividend
over the last five years

12/13

11/12

10/11

09/10

08/09

2012/2013 dividend

In euro

A dividend of €1.64 per share for the 2012/2013
financial year (up 4% in relation to the previous year)
will be submitted for the approval of the Shareholders’
Meeting of 6 November 2013. This dividend is in line with
the customary policy of distributing approximately
one third of the net profit from recurring operations in cash.
Taking into account the interim dividend of €0.79 per share
paid on 5 July 2013, the final dividend payable stands at
€0.85 per share.
Subject to the approval of the Shareholders’ Meeting,
the ex-date of this balance will be 12 November 2013 and
the payment date will be 15 November 2013.

summary of stock market data

Number of listed shares at 30 June
Average number shares (except Treasury shares)—diluted
Stock market capitalisation at 30 June (€m)
Group net profit per share from recurring operations—diluted
Dividend per share
Average monthly volume of trades
Highest share price
Lowest share price
Average share price
Share price at 30 June

(1) Subject to the Shareholders’ approval at 6 November 2013.
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2010/2011

2011/2012

264,721,803
265,032,464
17,993
4.12
1.44
17,506
72.78
58.32
65.54
67.97

265,310,605
265,147,554
22,355
4.53
1.58
16,451
84.26
56.82
71.18
84.26

2012/2013
265,421,592
266,352,885
22,611
4.71
1.64(1)
11,744
101.15
81.34
89.94
85.19

shareholder communications

shareholders
continuous dialogue
Pernod Ricard is committed to its shareholders and strives to involve them in
its projects and news through transparent and accurate communications. With Club Premium(1),
the Group has also created a privileged forum for dialogue that invites members to discover
the company’s brands and share its values through cultural sponsorship activities.

Greater openness

Since 2011, Pernod Ricard redesigned
its communication tools with
a dual objective: to strengthen their
complementarity and to better convey
the tagline “Créateurs de convivialité”,
the common thread being
an acceleration of digital development.
The new pernod-ricard.com website,
launched in September 2012, reached
a million viewers and provides a more
up-to-date view of the Group and
its brands. An interactive version of
the Annual Report, the Pernod Ricard
Connected app available on
the appstore, and a corporate Twitter
feed also helped to convey the Group’s
news. To give its shareholders a greater
voice, in 2012 Pernod Ricard
implemented an Internet voting
system. Several published documents
round off the communications
repertoire. Entreprendre magazine,
published in three languages once or
twice a year, invites readers to discover
the company in a convivial way.
It was redesigned in April 2013 to
provide a deeper, more journalistic
analysis of topics related to
the Group’s strategy, including many
viewpoints from internal and external
specialists. The feature article of
the latest issue was devoted to Africa,
where the Group has ramped up
its presence in the past two years.

information, events and news about
the Group and its brands.
Member shareholders also have
access to an exclusive selection of
brands during the festive season.
In 2012, this offer was updated with
a choice of prestigious products
distributed abroad or through
dedicated channels. It is now available
through a special online shop:
www.offreactionnaires-pr.com,
open between November and
December each year. Among other
benefits, in 2012 shareholders
were once again invited to discover
the Group’s brands, products and
terroirs, including tours of the Martell,
G.H.MUMM and Perrier-Jouët cellars
and a Pernod Absinthe tasting event.
They also shared memorable
moments related to the Group’s
commitments and partnerships.
These included performances by
the OstinatO orchestra; private tours
of major exhibitions in Paris at
the Centre Pompidou and the Musée
du Quai Branly; a screening of
7 Days in Havana, the film produced
with the support of Havana Club
International; and a tour of
the Méjanes estate in Camargue,
acquired by Paul Ricard in 1939,
which, through his commitment,
has become a land of rice fields and
Camargue horses (see page 116).

Club Premium:
interacting with shareholders

Club Premium has over
10,500 members who have access to
a freephone number, a special website
and a dedicated email address.
In addition, they receive the Premium
newsletter three times a year,
a publication dedicated to financial
(1) www.pernod-ricard.com/266
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Deeply connected to
contemporary art

In February 2013, shareholders
were invited on a very meaningful
museum tour: the retrospective
exhibition dedicated to Salvador
Dalí, surrealist painter,
photographer and filmmaker,
at the Centre Pompidou in Paris.
Patron of the centre since 1997,
the Group made its own
contribution to the Dalí exhibition:
La pêche au thon, a painting by
the artist for Paul Ricard,
has been loaned to the museum for
the occasion. The event gave
shareholders a closer insight of
the Group’s commitment to
contemporary art, and allowed
them to discover a work directly
related to its history.
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