





Questions with...

John Corrigan
Global Supply Chain
& Purchasing Director

Career path ¢ Formerly
Supply Chain and Purchasing
Director at Allied Domecq North
America, John Corrigan joined
Pernod Ricard as Global Supply
Chain and Purchasing Director
in 2005.

What sustainable development initiatives have been taken
in respect of Purchasing?

As part of a drive to reduce the total weight of glass purchased, a
number of subsidiaries have lightweighted some bottles represen-
ting key references in their portfolio (see examples opposite). The
environmental benefits of each lightweighted bottle are significant
at each stage of the Supply Chain, in terms of raw materials, energy
consumption, transport efficiency and recycling. Pernod Ricard’s
carbon footprint is also positively impacted (see page 99).

For certain raw materials, small, disposable containers have
been replaced with reusable containers able to store very large
volumes.

The Pernod Ricard eco-design training has been extended, with
beneficiaries including teams from Pernod Ricard Brasil’s Purcha-
sing, Quality, Product Development and Marketing Departments,
Marketing and Industrial Operations teams from Ricard and Mar-
keting teams from Martell Mumm Perrier-Jouét (see page 107).

What action has been taken in the area

of social responsibility?

The questionnaire that Pernod Ricard sends out to its main
suppliers includes a socially responsible practices chapter (see
pages 60 and 61).

What sustainable development approach have you
adopted in terms of logistics?

All of the Group’s logistics teams have long since taken sustaina-
ble development criteria into consideration in their approach to
transport and warehousing. The teams have recently reinforced
their green credentials: initiatives that in the past were taken spo-
radically on a local level, differing from one subsidiary to the next
have been stepped up and extended to other entities.

Greater coordination and heightened environmental awareness
amongst the teams have made this active approach possible.

In 2008, Pernod Ricard UK managed to avoid 200,000 kilometres
of road, thanks to a study of pallet load plans for optimising
truck loads, limiting storage surface areas and reducing journey
times when distributing goods to customers. This study has been
extended to cover the whole of Europe, while a further study
looking at ways to optimise payload is also in progress.

The Group systematically considers multimodal transport (rail/
river) and this alternative is increasingly selected for routing the
Group’s products to customers.

A number of concrete examples (see opposite) illustrate these
initiatives, which together have enabled us to save almost 650
tonnes of COZ. These are just some, of the many, measures taken
across the Group.

All of Pernod Ricard’s
logistics feams
nave long since
taken sustainable
development criteria info
consideration In thelr
approacn to fransport
and warenousing.

How can Planning impact the environment?

Improving Planning is key for Chivas, which ships 30 million
physical cases to 100 different countries every year.

Improved management of demand on the various markets makes it
possible to draw up a more stable production plan covering a longer
period at the other end of the Supply Chain (see opposite).

Important savings come from eliminating trans-shipments, lower
finished goods inventory and turnover, shorter preparation times
and less frequent use of trucks and fork-lift trucks.

Products directly loaded from the bottling line to the container.
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CORPORATE SPONSORSHIP

Corporate sponsorsnip:
art and social outreacnh

By the time the Group was created in 1975, founding companies Pernod and Ricard had already built up a strong
tradition of sponsorship. In his support for all forms of artistic expression, Paul Ricard resembled the illustrious
patrons of the past. Pernod Ricard carries on this long-standing commitment, extending the Group’s focus to the

international stage.

Building on the socially responsible approach it has espoused ever since its creation, Pernod Ricard also ranks social
concerns among its top priorities. The Group’s managers and staff have been versed in this spirit of social assistance,
resulting in hundreds of outreach initiatives launched by subsidiaries in their local communities.

The invitation-only Pernod Ricard
reception at the Centre Pompidou offered
1,200 privileged guests the chance to discover
or rediscover the world of Vassily Kandinsky.
The public exhibition attracted a total of
700,000 visitors.
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Cultural sponsorship

An enduring commitment to contemporary art

The primary aim of Pernod Ricard’s cultural sponsorship is to encourage
contemporary artistic expression. A host of initiatives at both the Holding
Company and the Group’s subsidiaries bear testimony to this goal.

Kandinsky exhibition at the Centre Pompidou. The Centre Pompidou houses
Europe’s largest collection of contemporary art. When the museum embarked on
major renovation work in 1997, Pernod Ricard offered its support by financing the
water features added to the museum terraces, marking the beginning of a long-term
partnership.

In spring 2009, the Centre Pompidou hosted a Kandinsky exhibition featuring
90 major works by the famous theoretician of abstract art. The exhibition was one of
the most comprehensive retrospectives of the artist over the past four decades.

At a special evening reception organised by Pernod Ricard, 1,200 guests enjoyed a
private, guided tour of the exhibition. Members of the OstinatO chamber orchestra
provided the music for the evening, which included pieces by Stravinsky and Varese.
OstinatO is sponsored by Pernod Ricard, and offers talented young instrumentalists
from music schools an opportunity to train as a professional orchestra musician.

Fondation d’entreprise Ricard. In France, the Fondation Ricard strives to promote
contemporary art and is a reputed venue for emerging young artists. Each month,
conferences and discussions are organised as part of its “Conversations on art”
programme. Fondation Ricard also sponsors eight exhibitions a year.

The Fondation Ricard has become increasingly well-known over the last ten years
thanks to the Ricard Foundation Prize. The award -now the most important on the
Paris art scene - is attributed each year by a jury of art collectors to one of the artists
considered most representative of his or her generation. The Fondation Ricard buys
awork from the winning artist and donates it to the Centre Pompidou. The museum
then displays the work in its permanent collections.

Fondation Ricard branches out in Russia. In the past financial year, Pernod Ricard
Rouss organised the “Pernod Ricard Art World” exhibition, an unprecedented
promotion initiative on the Russian market aimed at celebrating contemporary
French art and the tenth anniversary of the Ricard Foundation Prize. The exhibition
was shown at Winzavod, Mosow’s most prestigious contemporary arts centre, in
partnership with the French embassy in Russia.

The show displayed the latest works from the nine artists who have won the
Ricard Prize since the Foundation was set up, and was the largest exhibition of
contemporary French art ever organised in Russia (seven out of the nine artists had
never previously exhibited in Moscow).
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Interview

Colette Barbier, Manager
of the Fondation Ricard

Why did Ricard create a Corporate
Foundation for contemporary art?

The Foundation was not the result of
a one-off decision taken at a meeting
to invest in contemporary art so that
people would talk about Ricard. Quite
the opposite. The company has built its corporate culture
around the values of corporate sponsorship. Paul Ricard was
a genuine patron of the arts. He had many artist friends and
acquaintances even though he was not an art collector himself.
His aims were altogether more altruistic. What he cherished
above all was artistic creation, particularly in young artists to
whom he sought to give the means to express themselves. The
Fondation d’entreprise Ricard is simply carrying on his work.

How is Fondation Ricard different from other corporate
foundations?

We are not merely an exhibition venue, but a place where
contemporary art lovers and enthusiasts can meet to share and
discuss their interests.

‘We operate as an arts centre that aims to help young artists
give voice to their artistic ideas. We assist them in setting
up installations, particularly for artworks which draw on
innovative techniques or materials. We also help them talk
about and promote their work.

Every year we display the work of several artists at individual
or group exhibitions. We focus particularly on committed
artists who endeavour to portray the complexities of the world
around us.

How do you select the artists you exhibit?

We identify emerging young artists through our network. We
keep abreast of art produced in France, whether by French or
foreign artists, thanks to our close relationship with fine art
schools, the Centre Pompidou and Palais de Tokyo museums,
and daily contacts with the artists themselves.

Each year, some ten artists are shortlisted for the Ricard
Foundation Prize. A jury of around 100 collectors then agrees
on a winner. The Foundation’s role is to make sure the jury is
able to take a completely unbiased decision.

The “Les Archipels Réinventés” (Reinvented Archipelagos)
exhibition running between October 2009 and January 2010 at
the Centre Pompidou brings together the winners of the Ricard
Foundation Prize over the last ten years.

Our role in identifying and promoting promising young artists
has made the Ricard Foundation a vital part of the French art

scene.

The “Pernod Ricard Art World” exhibition (Moscow) focused primarily on sculpture but also featured installations, photography and video works,

genres all favoured by today’s new generation of artists.

| 2008/2009 ANNUAL REPORT |

| PERNOD RICARD | 115



CORPORATE SPONSORSHIP

5 e i h |
Chateau de Versailles: Restoring a pictorial
layer or cleaning part of the painted ceiling of
the Queen’s Antichambre du Grand Couvert are
time-consuming, intricate tasks made possible

thanks to Martell & Co’s financial support.

In 2008, Pernod Ricard renewed its support for Opéra Lafayette, an American opera
company from Washington DC. Founded in 1995, Opéra Lafayette breathes new life
into baroque and classical operas - primarily from the French repertoire - which
it stages for a contemporary audience. It has performed in Washington and New
York to high public and critical acclaim, and its recordings have met with worldwide
success.

Martell & Co partners Chateau de Versailles. After sponsoring an exhibition on silver
furniture crafted under the reign of the Sun King which drew 700,000 visitors,
Martell & Co undertook in 2007 to extend its partnership until 2012 and help fund
restoration work on the Queen’s Antichambre du Grand Couvert.

This splendid room was used for the Royal “Souper du Grand Couvert” ritual, a
sumptuous public supper during which the King and Queen dined facing members
of their Court.

Martell & Co is also helping to fund restoration work on the paintings gracing the
vaulted ceiling of the antechamber. This extremely intricate task is carried out using
a combination of traditional and cutting-edge restoration techniques.

Versailles and Martell & Co have discovered that their relationship runs deeper than
the shared values of art de vivre and excellence that they espouse as members of the
Comité Colbert, an association of some 60 luxury French brands. In fact, Martell was
founded in 1715, the same year in which Louis XIV’s reign ended.

“Martell Artists of the Year”. In late June at its annual awards ceremony -now one of
the most important dates in the international contemporary arts calendar — Martell
unveiled the names of the “Martell Artists of the Year” for 2009. Painter Zeng Fanzhi,
conceptual avant-garde artist Gu Wenda, sculptor Jiang Jie and Norwegian fashion
photographer Selve Sundsbo all scooped up prizes at the ceremony held in Beijing’s
Today Art Museum.

Over the past five years, the achievements of 21 internationally renowned artists

working in a wide variety of genres have been honoured by the “Martell Artists of
the Year” award.

The Polish Film “Festiwal” held at the Barbican
Arts Centre in London ended with a rare
concert by the famous composer and pianist
Michael Nyman.
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Pernod Ricard UK renews its partnership with the Barbican Arts Centre. Pernod Ricard
UK has supported the Barbican Arts Centre since June 2008. Located in the heart of
the City of London, the Barbican is the largest centre of performing arts in Europe.
It attracts more than 1.5 million visitors each year and helps promote artists and
films from across the globe, celebrating the diversity of cultural traditions.

Last year, Pernod Ricard UK was involved in several major projects at the Barbican.
Chivas Regal supported the London Jazz Festival, the UK’s largest jazz event. The
festival included performances from Herbie Hancock and other living legends from
around the world who came together to give ten days of concerts at which visitors
could enjoy all kinds of jazz styles. Havana Club sponsored a Cuban season organised
to mark the 50th anniversary of the Revolution. The programme covered several
artistic disciplines and featured major Cuban artists as well as lesser-known young
talent in the fields of music and film. Lastly, Wyborowa’s partnership with the Polish
Film “Festiwal” Kinoteka was celebrated at an evening devoted to music and film.
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Havana Club International shows off its Cuban colours. Under the “Havana Cultura”
label, Havana Club International hasemerged as the leading partner of contemporary
Cuban culture in all its forms, both in Cuba and throughout the world. A number
of “Havana Cultura” festivals and events celebrating Cuban culture were staged in
2008/2009, in Canada, Chile, Belgium and the United Kingdom in particular.

Havana Club International was also a prominent partner of the 10™ Havana
Biennial, lending its support to the organisation and helping to promote the event
along with various artists’ projects. It also stepped up its online promotion of
the Cuban artistic scene, with more than 20 new video clips posted on
www.havana-cultura.com. The website - now available in six languages - has won
many awards, becoming a point of reference for Cuban artists, the entire Cuban
community and those drawn to foreign cultures in general.

Pernod Ricard Venezuela endorses a street museum. This year, Pernod Ricard
Venezuela worked alongside the city of Baruta near Caracas on the “Museo Vial”
street museum, a project designed to bring art into the streets of the city in an effort
to give it a more human face and make art accessible to all.

Pernod Ricard ltalia at the Triennale Bovisa. The past financial year saw a continuation
of the partnership between Havana Club and the Triennale Bovisa, one of Milan’s key
venues for art and design. The Triennale Bovisa sets out to promote art and culture
to a young audience by allowing them nocturnal exhibition viewings, providing an
innovative, convivial take on contemporary art.

Havana Club and the Triennale Bovisa take visitors on a fascinating adventure that
combines visual arts, gastronomy and exceptional spirits to forge a new concept of
urban, contemporary living.

ABSOLUT backs a Milan design school. Thanks to ABSOLUT, city spaces become Art.
Pernod Ricard Italia commissioned the well-known Italian wallpaper designer
Alessandro Guerriero to help regenerate certain neighbourhoods in the city. His
creativity is being asked to serve the cultural purpose of making city life more
beautiful on a daily basis. The funds donated to this project have financed a class on
textures at the Nuova Academia di Belle Arti, a Milan school of art and design.

Pernod Ricard Swiss: Claudio Colucci’s Chivas Squeeze. The “Squeeze” by Swiss
designer Claudio Colucci is a unique piece of work illustrating the artist’s vision of
the world of Chivas Regal. The Squeeze gives full voice to the “Exuberant Luxury”
of the brand, marrying both prestige and celebration. The true spirit of Chivas
Regal emanates from this living creation, which marks Claudio Colucci’s first major
project in his native Switzerland.
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Havana Club, partner of the 10™ Havana
Biennial.

From left to right: José Emilio Fuentes Fonseca,
“Memoria & Memory”, Danza Contemporanea

de Cuba.
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Making art accessible to all is the idea which
spurred Pernod Ricard Venezuela into
supporting “Museo Vial”.

Celebrating aesthetic perfection, the Chivas
Squeeze offers a unique experience for the
senses which encapsulates the flamboyant
world of Chivas Regal.
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At the “VISIONS - IN AN ABSOLUT WORLD”
event, the iconic Swedish vodka label gave
free rein to the imagination, creativity and
personal aspirations of young artists.

Pernod Ricard India brought together the
Scottish Chamber Orchestra and one of the

best known players of the Indian sarod to
celebrate the identity of 100 Pipers Scotch
whisky.
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Pernod Ricard Deutschland gives ABSOLUT centre stage. ABSOLUT was the brainchild
behind “VISIONS - IN AN ABSOLUT WORLD”, an exhibition showcasing a selection
of work by 11 of today’s most important international style bloggers. Here, blogs are
much more than just a means of communication, becoming instead a new art form
in themselves, a snapshot of contemporary trends. The blogs are the work of trend-
setters and inspire journalists, fashion designers and opinion leaders alike.

At the exhibition unveiled in Munich in June 2009, these virtual fashion icons
became real flesh-and-blood artists who got together to articulate their own
particular vision and meet their admirers.

These internationally renowned bloggers presented 10 of the best works from their
blogs and also created an 11th piece especially for the occasion, inspired by the “In
an Absolut World” advertising campaign. The work illustrated an artist’s personal
take on what a perfect world would look like. In sponsoring this event, ABSOLUT is
pursuing the tradition of interpreting the brand set by artists such as Andy Warhol
in 1985 and more than 400 major names since.

Irish Distillers: Jameson and film. Jameson identified film as a major sponsoring focus
more than 10 years ago. “Jameson Clubs” are now present at many prestigious film
festivals including Cannes, Venice and Bangkok. In the early years of its partnership,
Jameson supported short films produced by up-and-coming filmmakers. Today,
its partnership encompasses festivals and other film-related events in more than
20 different countries. The “Jameson Dublin International Film Festival”, “Jameson
Empire Awards” in the United Kingdom and “Independent Spirit Awards” in Los
Angeles are just three examples of this successful partnership in 2008/2009.

Jameson also sponsors a short film competition on behalf of Pernod Ricard Pacific,
providing financial backing to produce the best three films by young directors. A
similar project also exists in Turkey, where Pernod Ricard provides support for
scriptwriters.

Pernod Ricard India: a steadfast commitment to music. In India, the 100 Pipers brand
of Scotch whisky has a long-standing relationship with music. Popular artists like
Vanessa Mae, lan Anderson and Jethro Tull, and Anoushka Shankar have recently
taken part in the “100 Pipers Pure Music” concerts.

Loyal to its roots, the brand teamed up with the British Council and Scotland. A
unique cultural ensemble featuring the Scottish Chamber Orchestra and sarod
maestro Ustad Amjad Ali Khan performed for local audiences (the sarod is an Indian
string instrument). The sell-out tour took in six major Indian cities and was highly
acclaimed by critics and applauded by many dignitaries. This was the case in New
Delhi, where the concert was attended by the Indian Vice-President, the President
of the Indian Parliament, and celebrated sitar virtuoso Ravi Shankar.
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Pernod Ricard Korea promotes Korean culture. In a bid to promote traditional
South Korean music and dance known as “gukak”, Pernod Ricard Korea offers an
“Imperial Scholarship” to pupils of the specialist Gukak National Middle & High
School. In 2008/2009, the number of scholarship pupils increased and a first school
trip abroad was organised. The trip gave pupils the opportunity to study works from
the Western classical repertoire at music schools in Austria and the Czech Republic,
where they in turn performed Korean music and dance for the Western musicians.

Pernod Ricard Korea also created the first-ever “Imperial Gukak Challenge” tour with
the aim of raising the profile of this traditional art form among the local population
and giving students more opportunities to perform. Over 250 pupils took part in the
first edition of this event.

Since 2005, Pernod Ricard Korea has also sponsored the annual “Royal Salute Mark
of Respect” awards, which pay tribute to the most relevant art and cultural figure
in South Korea in any given year. This year, the award went to one of South Korea’s
most revered and well-known conductors, Chung Myung-Whun.

The “Punk Bird Family” imagined by Sean Purucker: one of the most amazing works presented
at this year’s “Montana World of Wearable Art Awards”.

The “Montana World of Wearable Art Awards” sponsored by Pernod Ricard New
Zealand: 20 years of consistent success. This year, the Montana brand celebrated the
20th edition of the “Montana World of Wearable Art Awards”, an utterly astonishing
show of wearable art involving designers from New Zealand and around the world.
150 wearable art creations were selected to take part in a theatrical extravaganza
during performances staged in Wellington, the New Zealand capital. This year, more
than 35,000 visitors flocked to see the show.
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Top: South Korean conductor Chung Myung-
‘Whun was given this year’s “Royal Salute Mark
of Respect” award.

Bottom: In February 2009, Pernod Ricard
Korea granted a scholarship to 24 pupils of
the Gukak National Middle & High School.
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Habitat
for Humanity g

Torosta

Employees at Corby’s head office gave both
time and money to projects in support of the
charity “Habitat for Humanity”.
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Humanitarian sponsorship

Outreach initiatives launched by subsidiaries

Pernod Ricard accepts that as an industry leader, it must set the example.
Our subsidiaries across the globe are therefore engaged in a broad
spectrum of outreach and community initiatives. Inline with the principle
of decentralisation, they are free to choose the humanitarian causes they
wish to sponsor. We cite below just a few of examples of their work.

Pernod Ricard India’s “One Rupee Fund”. In India, the “One Rupee Fund” was set up
to aid social development. At the outset, Pernod Ricard India donated one rupee to
the Fund for each bottle of spirits sold. Now, a fixed sum is donated each year, most of
which helps fund three dispensaries in states in the north and west of the country.

These dispensaries see more than 300 patients a day. They organise regular vaccination
and health education campaigns for people from surrounding villages, as well as
special projects to help blind and disabled persons.

Pernod Ricard Swiss supports child education in Cuba. Pernod Ricard Swiss is
committed to developing sports and educational opportunities for children in Cuba.
It has been a sponsor of “Camaquito” since its creation in 2001, and takes part in a
variety of fundraising events.

Pernod Ricard Swiss offers direct support by participating in the annual “charity run”
and donating its brand products for certain events. It also provides aid indirectly by
setting up a chain of solidarity with its biggest customers and partners in a bid to
garner their support for “Camaquito”. Its efforts have sparked a pipeline of initiatives,
in particular the full-scale renovation of nurseries and schools in Camagtiey, and a
number of wastewater treatment projects.

Employees at Corby (Canada) get stuck in. In autumn 2008, more than 30 employees
from Corby’s head office gave up their time to work on various projects in support
of “Habitat for Humanity”, a charity specialising in the construction and renovation
of housing for the underprivileged. Thanks to their help and to over 15,000 dollars
in donations, Corby’s employees have made a real difference to underserved
communities.
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The George Brown College is Canada’s largest hotel and catering school, and first in
line to train the next generation of industry professionals. Pernod Ricard’s Canadian
subsidiary Corby pledged USD 300,000 as part of a five-year partnership with this
prestigious school. The partnership includes training courses on “mixology” and
food and wine pairing in the Liqueur McGuinness and Jacob’s Creek laboratories.

Pernod Ricard USA in education drive. In the United States, the rate of unemployment
among the Afro-American community is nearly 12%, far higher than the national
average. To fight this injustice Pernod Ricard USA opted to expand its job training
and mentoring programme, which is designed to provide tangible opportunities to
promising individuals.

In 2009, the Seagram’s Gin Pursuit of Excellence Institute covered four US cities:
Atlanta (Georgia), Chicago (Illinois), Tampa (Florida) and Columbia (South Carolina).
The programme commenced with grants totalling USD 100,000 allocated to leading
civic rights organisations across the country. Its focal point is a rigorous four-week
training session administered by local social service and outreach organisations
working to support the black community.

Participants attend multiple training sessions during which they receive computer
training, attend interview skill workshops, participate in self-esteem building
exercises and technical training classes, and gain insight into dress-for-success and
financial empowerment strategies. Each participant receives a USD 500 stipend,
a laptop, a briefcase with weekly lesson plans and supplies, and a suit. The most
outstanding participant from each city will receive a USD 2,500 fellowship.

Pernod Ricard Venezuela’s efforts rewarded. In June 2009, Pernod Ricard Venezuela
was named “Corporate Citizen of the Year” by AVVA (Venezuelan-American
Friendship Association), a non-profit organisation heavily involved in educational
projects at both local and international levels.

Haiti: providing access to drinking water. Since 2005, Pernod Ricard has supported
Appel, an international aid organisation which runs healthcare and educational
initiatives for the world’s most underprivileged children.

In 2008/2009, the Group continued to fund the construction of rainwater collection
tanks in Turtle Island, Haiti. It also sponsored a health education programme in
conjunction with the local hospital. Due to overpopulation and the scarcity of water
points, the homes located on Turtle Island are often two hours’ walk away from the
nearest springs which trickle slowly and are in themselves hopelessly inadequate for
a population of 35,000 inhabitants. This means that women and children continue
to make long journeys to fetch water. Thanks to Pernod Ricard’s support since 2005,
the programme has picked up pace and it is hoped that more than 400 water tanks
will be in place by 2010.

Pernod Ricard partners PlaNet Finance. On 1 July 2008, Pierre Pringuet, Chief
Executive Officer of Pernod Ricard, signed a partnership agreement on behalf of the
Group with PlaNet Finance, an international aid organisation founded by Jacques
Attali. PlaNet Finance aims to alleviate poverty worldwide through the development of
microfinance. It offers financial services (savings products, credit, insurance, etc.) to
low-income populations without a regular salary denied access to traditional financing
channels. PlaNet Finance believes that giving the most underserved communities the
means to earn a living is the most sustainable solution to world poverty.

Pernod Ricard has pledged to give €50,000 per year over a three-year period to
microfinancing projects targeting women in Senegal, Mali and the Ivory Coast. Its
aim is to hone women'’s entrepreneurial initiative in order to encourage autonomy
and development (training, financing and small business launches for example). In
this way, Pernod Ricard intends to help to change attitudes to women, particularly
in terms of the role they can play in social and economic life.
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Pernod Ricard Venezuela was named
“Corporate Citizen of the Year”, underscoring
its deep-seated, long-standing commitment
to helping the underprivileged.

Insupporting PlaNet Finance, Pernod Ricard
demonstrates its active commitment to
microfinance initiatives that seek to offer a
sustainable solution to poverty.
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A trip around the world’s

most beautiful bars

This year, Pernod Ricard showcased its 15 strategic brands in a gallery of photos staged in some of the world’s most

emblematic bars.

Whether traditional in style or more avant-garde, these sometimes out of the ordinarylocations all have a certain character,
offering conversation, conviviality and enjoyment of our best products. In settings where strong personalities can express
themselves, the Group’s wines and spirits find their natural place.

ABSOLUT

Juju e Chelsea, United Kingdom

HAVANA CLUB

El Floridita ¢ Havana, Cuba

BEEFEATER

Aliatar ¢ Granada, Spain

CHIVAS REGAL

M2 & Shangai, China

MARTELL

Lunar ¢ Singapore

MUMM

Champagnerie Mumm & Milan, Italy

BALLANTINE’S

Lounge 69 ¢ Rio de Janeiro, Brazil

PERRIER-JOUET

Arthur’s Rive Gauche ¢ Geneva, Switzerland

THE GLENLIVET

Bar Raphaél & Paris, France

JAMESON

Luch Bar ¢ Moscow, Russia

JACOB’S CREEK

Josefina & Stockholm, Sweden

MONTANA

Ocean Room ¢ Sydney, Australia

RICARD

Café du Soleil ¢ New York, USA

MALIBU

Saphire Bar ¢ Berlin, Germany

KAHLUA

Rosa Mexicano ¢ New York, USA

‘Work on page 10: Fred Schneider, a Swiss graphic artist, painter and sculptor. Photo credits: Pernod Ricard Photo Studio (Marc-André Desanges), Grzegorz Lepiarz, Anne Chauvet, Philip Touitou. Advice and coordination: Arts Affaires— Courtesy Regina Gallery



Title of the artwork:
“Now try to remember
what is this breathing out called”

Arts Affaires — Courtesy Regina Gallery /
Victor Alimpiev

An active sponsor of major contemporary art events, each
year Pernod Ricard commissions an original work from an
artist for the cover of its Annual Report.

This year, looking ahead to the Russia-France cultural
season in 2010, Pernod Ricard’s bold choice was young
Russian avant-garde artist Victor Alimpiev.

Born in 1973 in Moscow, Victor Alimpiev studied in Russia
and Sweden. He is currently sponsored by the celebrated
Regina Gallery and his work features in the collections
of leading museums and foundations including the Tate
Modern, Centre Pompidou and the Ekaterina and Trussardi
cultural foundations.

From video to painting, Victor Alimpiev’s work in diverse
genres forms an integral whole. The artist asks us to
perceive a beat as in a dance or living picture (tableau
vivant). With an extremely subtle, intricate but soft
approach that embraces modesty and simplicity, his
unique visual language speaks to us through a repetition
of subject and image.

Advice, design, creation & production: Bl TERRE DE SIENNE Paris








