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CONSOLIDATED TURNOVER FOR THE FIRST SIX MONTHS

APRIL-SEPTEMBER 2003

Rémy Cointreau’s consolidated turnover for the first six months to 30 September 2003 was stable at €414.7 million on a like-for-like basis compared with the previous year. The sharp recovery in the second quarter, with 5% organic growth, before the effects of foreign exchange, reflected the brands’ capacity for growth, despite the economic conditions. 

Divisional analysis:

	€ millions
	6 months
to 30.09.03
	6 months to 30.09.03

(at constant exchange rates)
	6 months to 30.09.02

(on a like-for-like basis)
	% change (on a like-for-like basis)
	6 months to 30.09.02 (published)

	Cognac
	151.9
	175.2
	182.7
	-  4.1
	182.7

	Liqueurs
	78.8
	84.0
	91.8
	-  8.5
	92.3

	Spirits
	83.1
	89.8
	76.0
	+18.2
	80.4

	Champagne & Wines
	53.7
	      57.0
	53.7
	+  6.1
	53.7

	Third Party Products
	47.2
	53.7
	56.5
	-  4.9
	68.4

	Total 
	414.7
	459.8
	460.7
	-  0.2
	477.5


Change in Group structure at 30 September 2003: disposal of wine business in Australia, wine distribution operations in the Netherlands as well as St James rum, representing turnover of €16.8 million. 
Cognac – The excellent performance of cognac sales in the second quarter, which increased by 9.4% at constant exchange rates, was based on sustained activity in the US, following successful price increases, and on the growth of Rémy Martin in China.

Liqueurs – The first six months showed a decline of 8.5%, which did not reflect the division’s underlying commercial growth.  Cointreau continued to grow in the US with an 11% increase in volumes and Passoa maintained its strong growth in France, while the recent change of distributor in Japan and the forthcoming change in Puerto Rico adversely affected these two brands.  

Spirits – The strong 18.2% growth in sales on a like-for-like basis was mainly due to vodka in Poland where, in a highly competitive market, the Bols brand has established a solid and more profitable level of activity following a price increase in April.

Metaxa continued to grow in Eastern Europe while the genevers (Bokma and Bols) suffered from increased excise duties in the Netherlands. In the US, the commercial dynamics (depletions) of Mount Gay Rum should be reflected in a rebound in brand shipments in the second half of the year. 
Champagne – With organic growth of 6.1% (6.5% in the second quarter), both Piper-Heidsieck and Charles Heidsieck were sustained by a highly favourable product and geographic mix (growth in the US and launch of Rosé Sauvage).

Third Party Products – The rationalisation of the portfolio and the delay in shipments of Italian wines, while consumer demand remained strong, temporarily affected sales.  Operations remained buoyant with good growth of 6% for The Famous Grouse and The Macallan. 

In the first six months the weak value of the dollar, exceptional events (SARS and Iraq war), and the economic conditions adversely affected trading, particularly the contribution from Cognac and Liqueurs. However, during the period under review, Rémy Cointreau continued to restructure, reduce its debt and increase its targeted marketing expenditure – all of which should strengthen its base for sound organic growth in the future.
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