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Full-year results year-ended 31 March 2016

■ First year of effective implementation of the new Group 

strategy

■ Record year for cognac consumption worldwide (by volume) 

and for Rémy Martin 

■ Change in polarity of our world markets 

■ Increase in brand advertising and communication

2015-16: A very special year
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Full-year results year-ended 31 March 2016

The Louis XIII Suite in Cannes 
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Change 

Reported Organic (*)

■ Sales    €1,050.7m 8.9% 0.3%

of which Group's own brands €921.5m 11.3% 1.7%

■ Current operating profit          €178.4m 14.4% 6.1%

■ Current operating margin          17.0% +80 bps +90 bps

■ Net profit (Group share) €102.4m 10.6% - 1.4%

■ Net profit (excluding non-recurring items) €110.4m 16.7% 5.0%

■ Net earnings per share (Group share) €2.11 10.5%

■ Net earnings per share €2.27 16.4%

■ Net debt / EBITDA ratio:              2.29

(excluding non-recurring items)

Key figures (as at 31 March 2016)

(*) Organic growth is calculated assuming constant exchange rates and consolidation scope
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Full-year results year-ended 31 March 2016

■ Sales show organic growth of 0.3%(*):

■ up 1.7%(*) for the Group's own brands…

■ …Supported by Rémy Martin's return to growth (up 3.2%)(*)

■ Excellent performance from the United States (Group's own brands) and from Africa, 

Germany, the UK and Japan

■ Current operating profit shows organic growth of 6.1%(*):

■ Outperformance of our exceptional spirits: positive mix and price effects

■ Optimisation of overheads, making it possible to finance….

■ ….Increased communications investments

■ Current operating margin at 17.0%, up 90 bps in organic terms 

■ Net profit (excluding non-recurring items) shows organic growth of 5.0%(*)

Sound full-year figures
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(*) Organic growth is calculated assuming constant exchange rates and consolidation scope



Full-year results year-ended 31 March 2016

Group sales
€m

Currency 
impact

Organic (*)

+0.3%

March 2015 March 2016

+8.6%
965.1

1,050.7

Reported growth: +8.9%Reported growth: +8.9%
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(*) Organic growth is calculated assuming constant exchange rates and consolidation scope



Full-year results year-ended 31 March 2016

Rémy 
Martin

Liqueurs & 
Spirits

Group 
Brands

Partner 
Brands

Group 
Total

Sales growth by product division

Organic (*)

Reported +14.7% +4.1% -5.9% +8.9%

+3.2% -1.5% -8.1% +0.3%
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+11.3%

+1.7%

(*) Organic growth is calculated assuming constant exchange rates and consolidation scope



Full-year results year-ended 31 March 2016

Breakdown of Group sales 

by Division by Region

Liqueurs & 
Spirits

26% (-1 pt)

Partner 
Brands

12% (-2 pts)

Rémy Martin 

62% (+3 pts)

Americas

38% (+2 pts)

Europe/
M. East/

Africa

34% (0 pt)

Asia 
Pacific

28% (-2 pts)

€1,050.7m
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Full-year results year-ended 31 March 2016

Sales breakdown for 
the Group's own brands

Rémy Martin Liqueurs & Spirits

Americas

42% (+4 pts)

Europe/
M. East/

Africa

18% (+1 pt)

Asia Pacific

40% (-5 pts)

€647.8m €273.7m

Europe/M. East/
Africa

51% (-3 pts)

Americas
39% (+3 pts)

Asia 
Pacific
10% (+0 pt)
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Full-year results year-ended 31 March 2016

156.0

Volume/
Mix

Currency 
impact

OtherA&P
Price/
Mix

Current operating profit

COP/Sales: 16.2%                                                                                                                        COP/Sales: 17.0%
(org: 17.1%) 

Organic (*) +6.1%

up €9.5m

(€m)

+3.7 +2.6+12.9 +7.4-4.2

March 2015 March 2016

Reported growth: +14.4%Reported growth: +14.4%
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178.4

(*) Organic growth is calculated assuming constant exchange rates and consolidation scope



Full-year results year-ended 31 March 2016

92.6

102.4

94.6

110.4

Net profit

Net profit Group share

March 2016March 2015

Net profit excluding non-recurring items

Reported +16.7%
organic(*) change: +5.0%

Reported +10.6%
organic(*) change: -1.4%

March 2016March 2015

(€m)
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(*) Organic growth is calculated assuming constant exchange rates and consolidation scope



Full-year results year-ended 31 March 2016

■ Record year by volume

■ Excellent performance in the United States

■ Buoyant demand in Africa, Germany, the 

UK and South-east Asia

■ Upturn in China: depletions up 5% 

in volume, stable in value 

House of Rémy Martin

* Organic figures

+12.7%* -20.8%* -1.9%*

0

150

300

450

600

750

March
2013

March
2014

March
2015

March
2016

719,7

551,2 564,8

647,8

■ Sales show organic growth of 3.2% (volumes up 10.5%)

Sales 
(in €million)
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+3.2%*



Full-year results year-ended 31 March 2016

Rémy Martin: marketing initiatives
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Rémy Martin: One Life/ Live Them advertising campaign 
Rémy Martin Club limited edition 

by Christofle

Connected bottle 
Rémy Martin Club

in China

La Maison Rémy Martin 
in London

(2nd time held)



Full-year results year-ended 31 March 2016

Louis XIII: marketing initiatives
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Advertising campaign 
“100 Years, the movie you will never see” with John Malkovich

Partnership with Hermès, Puiforcat and Sèvres:
L’Odyssée d’un Roi (A King's Odyssey)



Full-year results year-ended 31 March 2016

"100 Years" wins creativity awards 
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A Wood Pencil from D&AD (Design and Art Direction) in 
“The Best in Advertising and Design” category
A Wood Pencil from D&AD (Design and Art Direction) in 
“The Best in Advertising and Design” category

The “Best in One Show” prize in the “Branded Enterta inment” category 
(5 prizes in total) at The One Show
The “Best in One Show” prize in the “Branded Enterta inment” category 
(5 prizes in total) at The One Show

The “Brand of the Year” prize for its commitment to c reativity and 
innovation (12 prizes in total) at New York Festivals
The “Brand of the Year” prize for its commitment to c reativity and 
innovation (12 prizes in total) at New York Festivals



Full-year results year-ended 31 March 2016

House of Rémy Martin

139.7

117.4

March 2015 March 2016
COP/Sales: 20.8%                                                                                                                        COP/Sales: 21.6%

(org: 21.4%) 

+7.2 +1.2+14.8 +0.9-1.8

Current operating 
profit (€m)

Volume/
Mix

Currency 
impact OtherA&PPrice/

Mix
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Reported growth: +19.0%Reported growth: +19.0%

Organic (*) +6.4%

up €7.5m

(*) Organic growth is calculated assuming constant exchange rates and consolidation scope



Full-year results year-ended 31 March 2016

Liqueurs & Spirits

■ Sales show organic decrease of 1.5% (volumes down 4.0%)

+3.9%* +3.3%* +7.2%*

0

50

100

150

200

250

300

March
2013

March
2014

March
2015

March
2016

241.1 240.4

262.9
273.7

* Organic figures

■ Cointreau  

- Decline in sales reflecting high comparison 
baseline in first half-year

- Final demand sound in United States, 
slightly improving in Europe

■ Metaxa  

- Sales suffered from the economic situation 
in Russia and Greece

- Upturn in second half-year

■ Mount Gay

- Solid growth in main markets

■ Bruichladdich/Botanist 

- Continued sustained growth

Sales 
(in €million)
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-1.5%*



Full-year results year-ended 31 March 2016

Liqueurs & Spirits: marketing initiatives
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Octomore 7.4 Virgin Oak

Mount Gay Black Barrel

Cointreau Blood Orange

Metaxa Angels’ Treasure

Metaxa AEN
Everness by Dimitri Tsigos

The Botanist

Bruichladdich and Port Charlotte



Full-year results year-ended 31 March 2016

Cointreau Creative Crew: media success 
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Full-year results year-ended 31 March 2016

Liqueurs & Spirits

48.1
51.8

March 2015 March 2016
COP/Sales: 19.7% COP/Sales: 17.6%

(org: 19.4%) 

-1.2 +1.4-2.3 +0.6-2.2

Volume/
Mix

Currency 
impact OtherA&P

Price/
Mix

Current operating 
profit (€m)
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Reported change: -7.1%Reported change: -7.1%

Organic (*) -2.8%

down €1.4m

(*) Organic growth is calculated assuming constant exchange rates and consolidation scope



Full-year results year-ended 31 March 2016

Partner Brands

■ Sales show organic decrease of 8.1% (volumes down 0.8%)

■ Healthy increase in third party brands in the 
EMEA region

■ Decline in champagne sales (end of 
champagne distribution agreement in the 
United States)

0

50

100

150

200

250

300

March
2013

March
2014

March
2015

March
2016

232.4 240.0

129.2137.3

(*) Organic figures

+3.0%* +6.1%* -0.6%*

Sales 
(in €million)
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-8.1%*



Full-year results year-ended 31 March 2016

Partner Brands

■ Current operating profit: €6.0m (down 22.9% in organic terms)

■ End of champagne brands distribution 
agreement in the United States (impact: 
€1.5m)

■ Unfavourable product mix effects

0

5

10

15

March 2013 March 2014 March 2015 March 2016

3.9

9.0

6.0

7.3

(*) Organic figures

+10.3%* +123.7%* 41.2%*

EBIT (in €million)

24

-22.9%*
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Full-year results year-ended 31 March 2016

Current operating profit

(€m) 2015 2016

Reported 

change

Organic 

change

Sales 965.1 1,050.7 +8.9% +0.3%

Gross profit 618.1 665.8 +7.7% +0.0%

in % 64.0% 63.4% -60 bps -20 bps

Sales and marketing expenses (374.2) (406.7) +8.7% -0.5%

Administrative expenses (89.4) (81.6) -8.7% -9.4%

Other income & expenses 1.5 0.9 - -

Current operating profit 156.0 178.4 +14.4% +6.1%

Current operating margin 16.2% 17.0% +80 bps +90 bps
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Full-year results year-ended 31 March 2016

Current operating margin

2014-15 
COP/Sales

Gross 
profit

A&P Distribution/
Others

Currency 
impact

2015-16 
COP/Sales

16.2%

17.0%

-20 bps
-40 bps

+150 bps -10 bps

Reported COP/Sales: +80 bpsReported COP/Sales: +80 bps

Organic COP/Sales : +90 bpsOrganic COP/Sales : +90 bps

27



Full-year results year-ended 31 March 2016

Net profit
(€m) 2015 2016

Current operating profit 156.0 178.4

Other operating income (expenses)                                                                          0.5 0.3

Operating profit 156.5 178.7

Net financial income (charges) (29.7) (27.3)

Pre-tax profit 126.8 151.4

Taxes (33.5) (44.1)

Tax rate 26.4% 29.1%

Share in profit (loss) of associate companies (0.7) (4.8)

Net profit Group share 92.6 102.4

Net margin Group share 9.6% 9.7%

Net profit (excluding non-recurring items) 94.6 110.4

Net margin (excluding non-recurring items) 9.8% 10.5%
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Full-year results year-ended 31 March 2016

(€m) 2015 2016 Change

Opening net financial debt (1 April) (413.5) (466.6) (53.1)

Gross operating profit (EBITDA) 178.2 199.6 21.4

WCR of eaux-de-vie and spirits in ageing process (38.0) (42.6) (4.6)

Other working capital items (42.7) 0.0 42.7

Capital expenditure (36.8) (30.8) 6.0

Financial expenses (26.6) (21.1) 5.5

Tax payments (24.3) (29.9) (5.6)

Total free cash flow 9.8 75.2 65.4

Dividends (48.0) (72.8) (24.8)

Net proceeds of asset acquisitions/disposals 1.7 1.5 (0.2)

Conversion differences and other (16.6) 4.5 21.1

Total cash flow for the period (53.1) 8.4 61.5

Closing net financial debt (31 March) (466.6) (458.2) 8.4

A ratio (Net debt/EBITDA) 2.64 2.29 (0.35)

Net debt/Cash flow
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Full-year results year-ended 31 March 2016

Net financial income (charges)

(€m) 2015 2016

Gross debt servicing costs                                                                    (26.8) (24.1)

Investment income 2.9 0.1

Sub-total (23.9) (24.0)

Change in value of interest rate hedging instrument 
portfolio                                                                                  (0.1) -

Net currency gains (losses) (2.0) 0.8

Other financial expenses (net) (3.7) (4.1)

Net financial income (charges) (29.7) (27.3)
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Full-year results year-ended 31 March 2016

Foreign exchange: hedging impact 

2012/2013
March

2013/2014
March

2014/2015
March

1.29 

1.35

1.31

1.34
Hedged rate

Average €/US$ rate

1.30

1.27
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1.10

1.23

2015/2016
March



Full-year results year-ended 31 March 2016

Balance sheet at 31 March 2016

Non-
current 
assets

43% 41%Net gearing ratio

38%

Total Assets Total Liabilities 2,282100% 100%100% 2,282 100%

Liabilities
2016in % in %

Assets
in % 2016 in %

Current 
assets
o/w inventories 47% 1,108 49%

2,339

541

2015

2,339

1,109

889

2015

3%74

664722 31% 29%
1,376 59% 1,360 60%

Cash

Current and 
non-current 
liabilities

Gross financial 
debt

Shareholders’ 
equity 1,1131,076 46% 49%38%

2%

875

23% 22%50547

47% 49%Stocks/Assets

(€m)
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Full-year results year-ended 31 March 2016

ROCE

Rémy Martin Liqueurs & 
Spirits

Partner 
Brands

Group 

2015 2016

14.6%

37.7%

13.0%
15.6%

16.8%

30.2%

14.3%

17.3%
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Full-year results year-ended 31 March 2016

Changes in capital employed

-13.8+22.1

up €32.9m
+3.3% 

up €32.9m
+3.3% 

Rémy Martin 
(+3.1%)

Liqueurs & 
Spirits 
(+16.1%)

Partner Brands
(-24.7%)(€m)

March-15 Rémy Martin Liqueurs & Spirits Partner Brands March-16

+24.6
998.6
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1,031.5



Full-year results year-ended 31 March 2016

Key events during the year and post year-end

■ 27 October 2015 � Sale of Izarra – Distillery de la Côte Basque to 
Spirited Brands

■ 26 July 2016 � A dividend of €1.60 per share, with an option for payment 
in cash or shares (for the entire dividend paid out), will be 
put to the shareholders' vote at the AGM on 26 July 2016.
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In € 2012/13 2013/14 2014/15 2015/16

Dividend 1.40 1.27 1.53 1.60

■ 31 August 2016 � Exit from Lixir joint-venture in France

■ 1 September 2016 � Distribution agreement with Bollinger Diffusion on the 
French market for the Maison Rémy Martin and Mount 
Gay rum brands



Full-year results year-ended 31 March 2016

CSR: renewed ambitions
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2015-16 highlights
■ Launch of the new 2020 CSR Plan

■ First HR Worldwide satisfaction survey 
85% response rate

■ In-house initiatives on Responsible Consumption

■ New Ethics Charter

■ Joined SEDEX (procurement)

■ Maintain GC Advanced (Global Compact) level 
No. 1 in Industry sector /Gaïa index

Plans for 2016-17
■ Align Group objectives with those of COP 21

■ CSR partnership with Viticulture (Cognac)
Reporting in Scope III

■ Senior management remuneration linked to CSR metrics 
(2017/18)

■ Creation of a CSR Committee within the Board of 
Directors



■ Exceptional spirits (>US$50) will account for
60-65% of the Group's sales by 2019-20 

■ Current Operating Margin in the 18-20% range by 201 9-20 (at 2014-15's 
exchange rate and like-for-like consolidation scope), i.e. an organic 
increase of 200-400 bps over the period

2015-16 performance consistent 
with our 2019-20 financial objectives
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55% 51%
35-40%

45% 49%
60-65%

2014-15 2015-16 2019-20

>USD50
<USD50



Outlook for 2016-17

■ With worldwide economic, geopolitical and monetary 
circumstances remaining uncertain… 

■ …The Group remains confident in its strategy of accelerating its 
move upmarket, supported by product creativity, targeted 
increases in communications investments, and optimisation of 
its distribution network 

� Growth in current operating profit in 2016-17, assu ming 
constant exchange rates and consolidation scope
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