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Å 1989 : joined Pernod Ricard as Marketing Manager  
  

Å 1991 : Area Export Director Pernod International  
 

Å 1994 : Managing Director Pernod Ricard Thailand  
 

Å 1996 : President & CEO Pernod Ricard Japan  
 

Å 2000 : Chairman & CEO Pernod Ricard Asia  
 

Å 2009 : Chairman & CEO Pernod Ricard Americas  
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Pernod Ricard Americas has been shaped by 
3 big bangs in the past decade ...  

CY 2002 CY 2000 FY 2006 FY 2010 

Volume (M 9Lc)  

Net Sales (B USD) 

11 x in Volume  

13 x in Net Sales  
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... making the Americas the 2 nd  largest contributor for Pernod Ricard  

Profit from Recurring Operations 

% vs. Total PR Group 

CY 2000 FY 2011 



Regional breadth with our own  
distribution network across the entire region  
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Pernod Ricard Americas :  

7 business units  

12 distribution companies  

3,800 employees  

Travel 
Retail 

Clear competitive advantage relative to most global competitors  

http://upload.wikimedia.org/wikipedia/commons/a/a4/Flag_of_the_United_States.svg
http://rds.yahoo.com/_ylt=A0PDoX7o8tJNCSsAuR6jzbkF/SIG=127avr5lp/EXP=1305699176/**http:/www.theflagfox.com/Images/Venezuela_flag.png
http://rds.yahoo.com/_ylt=A0PDoS5n89JNmz0AjrGjzbkF/SIG=12gc2681t/EXP=1305699303/**http:/www.flagdetective.com/images/download/colombia-hi.jpg
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A unique balance of both global  
and local brands in each market  

USA Canada  Mexico  Brazil 

Key Global   

brands  

Key Local  

brands  

Local brands ensuring critical mass,  
Global brands delivering margin expansion  
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Significant step change progress on all fronts 
since 2008 ...  

Å Seamless integration of ABSOLUT, fundamentally changing our business  

V Generated critical mass in the US market  

V Scale changing and hot brand fueling growth in other markets  

V Perfect portfolio complement - in the growing Vodka category  
 

Å Refocused and increased investment behind strategic brands and markets  
 

Å Rigorous reshaping direction on key brands  

V Brand breakthrough efforts leading to sharpened brand propositions  
 

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

Venezuela  
 

Å Renewal of management team / talent across region  
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Clear #2 player in the Americas with leadership 
positions in the future growth engines  
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2 

                     TOTAL  AMERICAS 

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

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

-3 

-5 

-4 

-6 

-7 

-8 

-9 

-10 

Number of 
job openings 

as of 
September 

2011 

3.4 

Total jobs 
created 

so far  

1.5 

Total jobs 
lost during 
recession  

-9.1 

Jobs  
(In Millions) 

4 

3 

2 

1 

0 

-1 

-2 

2.0

-9.0

-8.0

-7.0

-6.0

-5.0

-4.0

-3.0

-2.0

-1.0

0.0

1.0

2.0

3.0

4.0

1.7 

% Chg in GDP  
Qtr vs. PY 

2.5 

-3.7 

2008 
Q3 

2009 
Q3 

2010 
Q3 

2011 
Q3 

US consumer confidence 
continues to be fragileé 

é as 1.5M Americans 
return to work with 3.4M 
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positive  
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The US spirits market is large and growing  

Source: PR; U.S. SCAPA output, Feb 2010  

The US market, a $10 billion profit pool supplier opportunity é  
and growing (pop. estimated to be 392M and 27M LDA 21 -24 in 2050)  

US spirits consumption has grown 
significantly over the past ten years é 

é and the LDA 21+ population 
continues to grow  
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Spirits and Wine continue to take share from Beer  
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Total Alcoholic Beverage Competitive Set (1) (2000 ð 2010) 

(1)  Market Share of Supplier Gross Revenues  

Source:  DISCUS 2010 Industry Briefing. 

U.S. Passes France as Worldõs Biggest Wine-

Consuming Nation  
Bloomberg  
 

March 15, 2011 ð The U.S. passed France as the worldõs largest 
wine -consuming nation for the first time, lifted by its larger 
population and an interest in wine -and -cheese culture among 
young Americans.  Wine shipments to the U.S. climbed 2% to 
329.7 million cases last year, according to Gomberg , Fredrikson 
& Associatesé 
 

òWine is really gaining traction in the U.S. -- itõs becoming  
an accepted part of everyday life,ó Fredrikson said  
in an interview. òThatõs a radical change over  
                 the past two decades.ó  

2000 2005 2010 

29% 

16% 

50% 

32% 

17% 

51% 

33% 

17% 

56% 

100% 

   Spirits Wine  Beer 
Spirits Taking Volume Share from Beer  
Wine & Spirits Daily  
 

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

USA 
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The move towards Premiumization  continues  

é which makes PR USA 
well positioned to gain 

benefit  

1.0
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Premium+  

72% 

Standard  

Value  

Pernod 

Ricard USA 

3% 

24% 

Total Spirits 

22% 

31% 

47% 

é with trends showing 
consumers trading up to 

premium from value 

brands é 

Premiumization  has made 
a big come back é 

Source : Nielsen F/D/L; Ultra Premium ($41+), Super Premium ($26 - $40.99), Premium ($16 - $25.99), Standard ($10 - $15.99), Value (<$10)  
(1) Based on latest 52 weeks Nielsen ending 10/15/11  

Average RSP for PR USA is $17.3  vs. Average Spirit RSP of $14.4 
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3 Months 9 Months 12 Months

Positive On -Trade Channel Trends  
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On-Trade sales are recovering vs. 

last year é 

3 Months 9 Months 12 Months

+1.6% 

Spirits Industry On-Premise Sales 
(% vs. Last Year, ending Septõ11) 

é and PR USA is outperforming 
competitors  

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

PR USA Spirits On-Premise Sales 
(% vs. Last Year, ending Septõ11) 

+1.7% 

+0.0% 

+1.4% 

+2.7% 
+2.6% 

USA 



PR USA ideally positioned with its portfolio of strong  
premium brands  

Our 6 priority 

brands  
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Balance of 

portfolio  

ÅCompelling brand propositions  

ÅDifferent Price, Promotion, Positioning covering 

different consumer needs  

ÅInnovation as source of meaningful growth  

ÅDisproportionate investments behind priority brands  

- With regional/seasonal investment approach for 

smaller brands  

ÅComprises ~60% of our volume but >85% of our 
marketing spends  

 

Approach  

USA 
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Brazil 
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Dynamic market with strong economic momentum  

Source : IBGE; Banco  Central  
*Projection  

Consumer confidence 
remains strong  

Unemployment rate  

reaches record low  
Robust GDP growth  
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Very attractive demographics for Spirits  

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

Steady growth in 
population  

Very young pyramid  
Strong emergence of 

middle class  
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Spirits growing driven by Vodka & Whisky  
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1. Spirits Industry, excluding Cachaca  
Source: Pernod Ricard  

Projected Spirits Industry Growth  
 (Volume, FY 08/09 = 100)  
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Vodka the most dynamic category with very  
different trends across sub -categories  
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2 1 New  

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

Brazil 

Premium  
USD 30-50 

Standard  
USD 10-20 

Super 
premium  
<USD 80 

Activations  

Segment as % of 
category  

26% 7% 39% 

7% 51% 0.5% 

Segment growth  

(CAGR 2011-15) 

PR Brasil Position 
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Most comprehensive brand portfolio  
in the market to benefit from these trends  

Vodka  Whisky  Rum Cachaça  Sparkling 

wine & 

Champagne  

Wine 

Super 
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Closing summary : leading a dynamic market  

Brazil is a dynamic market with attractive demographic trends  

 

PR Brasil is uniquely positioned to benefit from these trends  

VMost comprehensive brand portfolio in the market  

V Leading position with strong shares across regions  

 

We have solid strategic pillars to drive value creation ...  

V Active portfolio management  

V Creative brand development  

V Best-in-class Route -to -Market  

V Strong organization  

 

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

profitable growth  
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Mexico  
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Mexican economy very reliant on the 
recovering of the US  

Source: IMF 

Real GDP y -o-y growth(%)  

Economy back to growth after 
economic recession  

Low inflation economy  
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