
I N T E G R A T E D  A N N U A L  R E P O R T
2 0 1 8 / 2 0 1 9



I N T E G R A T E D  A N N U A L  R E P O R T
2 0 1 8 / 2 0 1 9

Green,  the color  of  spr ing,  of  the botan ica l 
k ingdom, of  the awaken ing to l i fe .

The color  of  our v ines ,  our barley f ie lds ,  
our bit ter  oranges ,  our aromat ic  herbs .
C olor  of  hope,  s t reng th and longev it y.

C olor  of  our commitment to  preser ve our 
ter roi rs  and our savoi r-fa i re,  

f rom generat ion to generat ion. 



F O R E W O R D

The year 2018/2019,  wh ich i s  ded icated 
to the theme of  Ti me in th i s  i ntegrated 
annua l  repor t ,  ha s  been rewarded w ith 
record  resu l t s .  The  G roup Bra nd s  a re 
v e r g i n g  o n  d o ub le - d i g i t  g r o w t h  w i t h 
nea r ly  a l l  of  them cont r ibut i ng  to  th i s 
s u c c e s s .  T h e  p r o p e r  s y n c h r o n i s a t i o n 
bet ween the “ long cycle”,  speci f ic  to our 
except iona l d ist i l ler professions,  and the 
“shor t cycle”,  which must be mastered to 
adapt to market forces, has demonstrated 
i t s  relevance. 

Respect  for  the  long cyc le  and respect 
for  the  env i ron ment  go  h a nd- i n-h a nd .
This year was marked by the ramping up 
of  our C or porate  Socia l  Responsibi l i t y 
(C SR )  p o l i c y,  i n  o r de r  t o  en s u r e  t he 
susta inabi l it y of our terroi rs and savoi r-
fa i re.  Reducing the use of phy tosan itar y 
products ,  reducing water  use,  lower ing 
t h e  c a r b o n  f o o t p r i n t  a n d  m a k i n g 
prog ress  i n  the  a rea  of  eco -des i g n  a re  
a l l  pr ior it ies to perpetuate the excel lence 
of  a l l  our Houses .

Pa r t n e r s h ip b e t w e e n Ré m y M a r t in  XO a n d c h o c o l a te m a ke r  Pi e r r e M a r co l in i
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T h e r e  a r e  c l i e n t s  a l l  o v e r  t h e  w o r l d  l o o k i n g  f o r 
except ional exper iences, cl ients for whom the d iversit y 
of  the ter roi rs i s  matched w ith the var iet y of  f lavours. 
Thei r requi rement i s  a l igned with our savoi r-fa i re,  the 
savoir-faire that we ensure is passed on from generat ion 
to generat ion.  The t i me these c l ient s  spend savour ing 
our spi r i t s  i s  a  t r ibute to  a l l  those who have worked 
hard to cra f t  them.

It  i s  for these men and women that Rémy C ointreau,  
a  fa m i ly-ow ned French g roup,  protec t s  i t s  t er roi r s , 
cu lt ivates the except ion of mult i-centur y spi r it s and is 
committed to preserving their t imelessness. The Group's 
portfolio includes 12 unique brands, including Rémy Martin  
& L ouis X III cognacs and C ointreau l iqueur.

Rémy C oint reau has on ly one ambit ion:  to become the 
world leader in except iona l  spi r i t s ,  and rel ies  on the 
commitment and creat iv ity of its 1900 employees and its 
distr ibution subsidiaries located in the Group's strategic 
markets .  Rémy C oint reau i s  l i s ted on Euronex t Par i s .

I N T E G R A T E D 
R E P O R T



A  W O R D  F R O M  T H E  C H A I R M A N 

I t  h a s  t a ken  s ome  t i me  t o  g e t  t o  t h i s 
point ,  but we are conf ident in remain ing 
here in the f ut ure,  despite  the chang ing 
env i ron ment  w ith  wh ich we a re  faced . 
O u r  p e r f o r m a n c e  a l l o w s  u s  t o  l o o k  
to  the f ut ure w ithout  fear.

Our brands have taken their time to mature, 
t o  t h r i v e  a nd  c r a f t  t he s e  e xc ep t ion a l 
spir its that win over our cl ients and which 
w i l l  cont inue to at t ract new generat ions. 
They  a re  the  we a l th  on  wh ich  we  c a n 
capit a l i se  a s  we pave the way for ward, 
har ness i ng the  moment u m prov ided by 
d ig ita l technology to accelerate the pace.
A nd I  am even prouder to  say that  our 
resu lts have been achieved by respect ing 
our C SR commitments ,  wh ich are at  the 
he a r t  o f  ou r  s t r a t e g i c  a mb i t i on .  I t  i s 
more i mpor tant  than ever that  our C SR 
pol icy  i s  an ac t ive  par t  of  the  Group’s 
va lue creat ion, whi le cont inuing to bui ld 
on i t s  annua l  commitment to  the Globa l 
C ompact .

A key point  of  our st rateg ic  C SR v is ion, 
i s  o u r  e n v i r o n m e n t a l  c o m m i t m e n t  t o 
responsible and susta inable w inemak ing 
that respects our terroirs. A l l our brands 
have their roots in the earth. The attachment 
t h a t  t he y  h ave  t o  t he i r  t e r r o i r s  he lp s  
t o  bu i ld  awa r ene s s  o f  t he  i mp or t a nce  
of  preser v ing resources .

A c c o r d i n g l y,  i n  C o g n a c ,  9 4 %  o f  t h e 
v i n e y a r d s  s u p p l y i n g  t h e  H o u s e  o f  

Rémy Martin are committed to this approach 
and 42% a re  now H i gh E nv i ron ment a l 
Va lue  ( H V E) cer t i f ied .  O n the  i s le  of 
I s lay,  ou r  Br u ich la dd ich d i s t i l ler y  ha s 
b e e n  c e r t i f i e d  “ B i o d y n a m i c ”  b y  t h e 
European Union, just l ike that of Domaine 
des  Hautes  Glaces  i n  the French A lps . 
A nd at C ointreau, a cer t i f icat ion process 
for  oranges ha s been in it ia ted w ith our 
suppl iers. Our ambit ion is clear: over the 
nex t  f ive  years ,  10 0% of  the land used 
to grow our ingred ients and produce our 
eau x- de- v i e  w i l l  be mana ged responsibly 
a n d  s u s t a i n a b l y .  T h i s  c o m m i t m e n t  
i s  e s sent i a l  for  preser v i n g  ou r  bra nd s 
over the cent ur ies .

The  a g e - o ld  r e a s on i n g  o f  t he  G r oup’s 
b r a n d s  c o n s i d e r s  t h e  l o n g  t e r m .  
T h e  G r o u p ’ s  H o u s e s  h a v e  s u r v i v e d  
the test of t ime, and always with the same 
preoccupat ion:  t ransmit t ing ever y th ing 
they can to ensure the f ut ure.

T i m e  i s  o u r  c h a l l e n g e  b u t  i t  i s  a l s o 
o u r  a l l y  i n  a s s i s t i n g  o u r  a m b i t i o n : 
t o  b e  t h e  l e a d e r  i n  e x c e p t i o n a l  
spi r i t s .

It  is  with great pride that we end this year. 
In a buoyant high- end spirits market,  
the uniqueness of  our brand portfolio,  
the quality of  our execution, 
and the creativity and commitment 
of  our teams have enabled  
the Group to deliver historic results 
in 2018/2019 across all  areas:  
sales, operating margin and profits.

M A R C  H É R I A R D  D U B R E U I L
“All our brands have their roots in the earth. The attachment 
t h e y   h a v e  t o  t h e i r  t e r r o i r s  h e l p s  t o  b u i l d  a w a r e n e s s 
of   th e  im p or tan ce of  preser ving reso urces .”
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H I S T O R Y  O F  T H E  G R O U P

The Rémy Cointreau Group, whose charentaise origins  date back  
to  1724, is  the result  of  the merger  in  1990 of  the holding companies 
of  the Hériard Dubreuil  and Cointreau famil ies, which controlled 
E. Rémy Martin  & C° SA and Cointreau & Cie SA respectively.  
I t  is  also the result  of  successive al l iances between companies 
operating in  the same W ines and Spir its  business segment .

Creation of Mount Gay Rum in Barbados

Vin & Sprit joins the Maxxium network 
as its fourth partnerEstablishment of The House of Rémy Martin Cognac

•  Initial public offering of Dynasty Fine Wines Group  
on the Hong Kong Stock Exchange

•  Disposal of Bols’ Polish operations to CEDC

Creation of Cointreau & Cie by the Cointreau brothers

•  Disposal of the Dutch and Italian  
Liqueurs & Spirits operations

•  Decision by Rémy Cointreau to resume full control  
over its distribution by March 2009

•  3 September: acquisition of the Bruichladdich Distillery, 
which produces single malt whiskies on the isle of Islay 
in Scotland

•  20 November: François Hériard Dubreuil becomes 
Chairman of the Rémy Cointreau Group

•  18 December: acquisition of the cognac company Larsen

•  5 January: acquisition of The Domaine des Hautes 
Glaces distillery, which produces single malt whiskies  
in the French Alps

•  6 January: acquisition of the Westland distillery, 
which produces single malt whiskies in the state 
of Washington, US

•  1 October: Marc Hériard Dubreuil becomes  
Chairman of the Rémy Cointreau Group

•  30 March: Rémy Cointreau exits the Maxxium 
distribution joint venture

•  1 April: Rémy Cointreau controls 80% of its distribution

Creation of the Bruichladdich Distillery in Islay

Creation of a proprietary distribution network

Creation of the Metaxa brand

Acquisition by André Renaud 
of E. Rémy Martin & C° SA

8 July: Rémy Cointreau sells its Champagne 
division to EPI

30 August: disposal of Larsen to the Finnish Altia group

27 October: disposal of Izarra to Spirited Brands

1 December: set-up of a joint-venture for the activities 
of Passoã

1 April: Rémy Cointreau sells its distribution 
subsidiaries in the Czech Republic and Slovakia

André Hériard Dubreuil takes over from 
his-father-in-law, André Renaud

Creation of Rémy Martin’s international 
distribution network

Creation by Rémy Martin of the French-Chinese joint venture 
Dynasty Winery in partnership with the city of Tianjin (China)

Acquisition by the Rémy Martin Group  
of Charles Heidsieck Champagne

Creation of the Passoã brand

Acquisition by the Rémy Martin Group 
of Piper-Heidsieck Champagne

Acquisition by the Rémy Martin Group 
of Mount Gay Rum

Transfer by Pavis SA of Rémy Martin shares  
to Cointreau & Cie SA

Adoption by the Group of the corporate name  
of Rémy Cointreau

Dominique Hériard Dubreuil becomes chairman  
of the Remy Cointreau Group

Acquisition of Bols Royal Distilleries including, 
in particular, the Bols and Metaxa brands

Establishment of the Maxxium distribution joint-venture 
with three partners, the Rémy Cointreau Group, 
the Edrington Group and Jim Beam Brands Worldwide 
(Fortune Brands)

_  K E Y  D A T E S  A N D  E V E N T S
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A  P O R T F O L I O  
O F  E X C E P T I O N A L  S P I R I T S

70 %

The French family-controlled Rémy Cointreau 
Group boasts a por t fol io of except iona l 
world-renowned spirits: Rémy Martin and 
LOUIS XIII cognacs, Cointreau l iqueur, 
Greek Met a xa spi r i t ,  Mount  Gay r u m, 
St-Rémy brandy, The Botan ist  g in,  and 
the single malt whisk ies Bruich ladd ich, 
Port Charlot te, Octomore, Westland and 
Domaine des Hautes Glaces.

D u r i n g  t he  2 018 / 2 019  f i n a nc i a l  ye a r,  
the Group set a new record with net sales 
of €1,216.5 mil l ion (proforma*) and organic 
growth of 7.8% (with the Group Brands up 
by 9.8%). The Group’s current operat ing 
prof it total led €263.6 mi l l ion and current 
op er a t i n g  m a r g i n  i nc r e a s e d  t o  21. 7 % 
(proforma*).

The  R émy C oi nt re au  G roup’s  i nt er na l 
organisation is based on nine brand divisions 
and four sales divisions (Americas, Europe, 
M idd le -E a s t ,  A f r ic a ,  A s i a -Pa c i f ic  a nd 
Global Travel Retai l). A l l these div isions 
receive support from the holding company. 
Depending on the spirit category, production 
process and geographic sales distr ibution, 
the Group’s brands are a l located to one  
of the fol lowing two divisions: “The House 
of Rémy Martin” or “Liqueurs & Spirits”.

Brands which Rémy Cointreau distr ibutes 
through its network on behalf of third parties 
form a separate category, “Partner Brands”.

The House of  Rémy M artin:
Rémy Martin and LOUIS XIII

Liqueurs & Spir its :
C oint reau,  Meta xa ,  
Mount Gay,  St-Rémy, 
the Botan ist  and s ingle 
ma lt  wh isk ies

Partner Brands: 
Third-party brands distributed  
by the Group

8 5 1 . 9  M €

2 7 6 . 6  M €

8 7 . 9  M €

Net sales

Net sales

Net sales

LIQUEURS & SPIRITS
HOUSE  

OF RÉMY MARTIN

cognac liqueur whisky gin rum brown spirits

UPPER  
LUXURY

LUXURY

PREMIUM

ULTRA  
PREMIUM

2 3 %

7 %

Net sales by division*

*  P r o f o r m a f ig u r e s ( p r e -IFR S 15 ,  16 a n d 9 ) .
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H O U S E  O F  R É M Y  M A R T I N

The  Hou s e  o f  R émy  M a r t i n  pr o duc e s  
a range of cognacs under the Rémy Martin 
and LOUIS XIII brands. These cognacs  
a re  ma de exc lus ively  f rom eau x-de-v ie 
sourced in Grande Champagne and Petite 
Champagne, the two leading crus of the 
Cognac appellation, which offer the greatest 
a gei ng potent ia l  (more than 10 0 years ,  
for some Grande Champagne eaux-de-vie).

Cognac is an appellation d’origine contrôlée (AOC) 
brandy (eau-de-vie dist i l led from grapes) 
that comes from vineyards in the Cognac 
region (south-west France). The appellation 
covers six crus: Grande Champagne, Petite 
Champagne, Borderies, Fins Bois, Bons Bois 
and Bois Ordinaires. “Fine Champagne”, 
which refers to a cognac made exclusively 
from the f irst two crus, Grande Champagne 
(at least 50%) and Petite Champagne make 
up a separate  appellation d ’origine contrôlée 
within the Cognac AOC.

Rémy Martin only selects its eaux-de-vie from 
the “Fine Champagne” (Grande Champagne and 
Petite Champagne) AOC, whose quality is best 
suited to the production of its superior quality 
cognacs with their longer ageing potential.

A l l  H o u s e  o f  R é m y  M a r t i n  c o g n a c s 
a r e  pro duce d  i n  a nd  a rou nd  t he  t ow n  
of  C ognac,  on a site that includes ageing 
and fer ment at ion ce l l a r s ,  l aborator ies , 
a packaging complex, off ices and a v isitor 
and recept ion cent re.

T h e  H o u s e  a l s o  o w n s  w i n e  e s t a t e s 
(2 3 8  hec t a res  of  v i nes  e l i g ible  for  the 
C og na c  appel l a t ion),  a s  wel l  a s  a  new 
d i s t i l l e r y  i n  J u i l l a c ,  w h i c h  o p e n e d  
i n  November 2018 .  However,  the s tock  
of  C og nac eaux-de-vie ha s  been bu i l t  up 
largely as a result of exclusive partnerships 
w i t h  G r a n d e  a n d  Pe t i t e  C h a m p a g n e 
p r o d u c e r s .  T h i s  p a r t n e r s h i p  p o l i c y, 
i n t r o d u c e d  i n  1 9 6 6 ,  h a s  e n a b l e d  t h e 
Group to mana ge i t s  long-term suppl ies 
and meet the qua l it y st andards requ i red 
by the House of  Rémy M ar t in.

In 2018/2019,  the House of  Rémy M ar t in accounted for  70% of  the Group’s  tot a l  net 
sa les  and 99% of  i t s  i nternat iona l  sa les .

Four C ognac brands share around 85% 
of the world market by volume and nearly 
90% by value (source: IWSR): Hennessy 
( LV M H ),  M a r t e l l  ( Pe r n o d  R i c a r d ) ,  
Rémy Martin (Rémy Cointreau), and Courvoisier 
(Suntor y).  Rémy Mar t in’s market share  
of cognac shipments for all qualities combined 
is 12% by volume (source: BNIC March 2019). 
Rémy Martin makes 98% of its shipments  
in the QS (Qualité Supérieure) segment, which 
accounts for 53% of the total cognac market 
(source: BNIC March 2019). In the superior 
qualities (QS) segment, Rémy Cointreau has  
a market share of 23% by volume (source: BNIC).

The House of Rémy Martin is thus positioned 
in the high-end segment, with four f lagship 
products:

-  VSOP Fine Champagne;
-  The “intermediate” quality products 1738 

Accord Royal and CLUB;
-  XO Excellence Fine Champagne;
- Louis XIII Grande Champagne.

Cognac is a blend of eaux-de-vie of different 
v i nt a ges  (a f ter  a gei ng i n  oa k bar rel s). 
Accordingly, there are several quality levels 
classified in accordance with legal standards 
(BNIC) based on the youngest eau-de-vie used:

-  VS (“Very Special”), which by law must be 
aged for a minimum of two years;

-  QS (Qualité Supérieure), covering al l the 
VSOP and QSS labels;

-  VSOP (“Very Superior Old Pale”), which by 
law must be aged for a minimum of four years;

-  QSS (Qualité Supérieure Supérieure), which 
by law must be aged for a minimum of ten 
years;

-  XO (“Extra Old”), which is included in the 
QSS category.

T h e  p a r t n e r s h i p  m a i n l y  c o n s i s t s  o f  
a cooperat ive,  A l l iance Fine Champagne 
(A FC),  whose members mana ge around 
60% of the Grande Champagne and Pet ite 
Champagne v ineyards, v ia di fferent types 
of  co l lec t ive  a nd  i nd iv idua l  lon g-t er m 
a greements .

F r o m  a n  a c c o u n t i n g  p o i n t  o f  v i e w, 
t he  c o m m i t me nt s  m a d e  b y  t he  H o u s e 
of  R émy M a r t i n  th rou gh the  A FC a re 
f u l l y  r e c o g n i s e d  i n  t h e  c o n s o l i d a t e d 
s t a t e m e n t  o f  f i n a n c i a l  p o s i t i o n  
o f  t h e  R é m y  C o i n t r e a u  G r o u p ,  o n c e  
the eaux-de-vie covered by these agreements 
have been produced and have passed quality 
cont rol .  A ny cont rac t ua l  com m it ment s  
not  ye t  produced  a re  d i sc losed  i n  of f-
ba lance sheet  commitments .

_  H O U S E  O F  R É M Y  M A R T I N  B R A N D S

_  C O G N A C  A P P E L L A T I O N  D ’ O R I G I N E  C O N T R Ô L É E  
A N D  “ F I N E  C H A M P A G N E ”

_  T H E  H O U S E  O F  R É M Y  M A R T I N  A N D  T H E  S O U R C I N G  
O F  E A U X - D E - V I E

_ H O U S E  O F  R É M Y  M A R T I N  K E Y  F I G U R E S

_  C O M P E T I T I V E  P O S I T I O N I N G

VS
4 7 %

XO
1 2 %

VSOP
4 1 %

Asia /  Pacif ic Americas Europe /  Middle-East  /  Afr ica

Global cognac shipments by quality  
(source: BNIC)

Net sa les (in €m) and breakdow n 
by geographic area (in %)

Current operating profit /( loss) (in €m) 
and current operating margin (in %)
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235.6 M€
204.4 M€

235.6 M€

760.0 M€
851.9 M€

774.4 M€
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The L iqueurs & Spi r it s  d iv i s ion i s  made 
up of ten spi r it  brands in categor ies such 
a s  l i q u e u r s ,  b r a n d y,  g i n ,  s i n g l e  m a l t 
wh isky and r um. W ith in each categor y, 
the spir its have part icular characterist ics, 
the  ma i n one bei ng that  a l l  the  brands 
are produced in thei r  count r y of  or ig in, 
often with know-how passed down through 
generat ions:

-   C oint reau,  an orange-peel  l iqueur ;
-   Metaxa, a Greek brown spir it, produced 

f rom a  b lend  of  w i ne  d i s t i l l a t e s  a nd 
a ged Muscat  w ine;

The L iqueurs & Spi r it s  brands operate 
i n  a  m a r ke t  c h a r a c t e r i s e d  b y  a  l a r g e 
number of players (of var ious sizes), with 
numerous internat ional brands coexist ing 
a longside loca l  brands.

The Group’s  L iqueurs & Spi r it s  brands 
d o  n o t  h a v e  s i g n i f i c a n t  s o u r c i n g  
or product ion constra ints. Consequently, 
t h e  G r o u p  p u r c h a s e s  t h e  n e c e s s a r y 
ingred ients  ( barley,  oranges ,  a romat ics , 
s u g a r  c a ne ,  e t c .)  f o r  t he  e a u x- d e -v i e 
d ist i l lat ion process, ut i l ising the speci f ic 
k now-how of  ea ch bra nd .  The  Group’s 
m a s t e r  d i s t i l l e r s  a n d  b l e n d e r s  t h e n 
t a ke  c a r e  o f  t he  a g e i n g  a nd  b lend i n g  
of  the eau x-de-v ie  a s  requ i red.

T h e  R é m y  C o i n t r e a u  G r o u p  a l s o  
sub-contracts part of its bottling operations 
t o  o t h e r  c o m p a n i e s  l o c a t e d  a b r o a d ,  
i n  par t icu lar  Greece for  the product ion  
of Metaxa, for all markets. Sub-contracting 
r e p r e s e n t s  1 5 %  o f  t h e  t o t a l  v o l u m e  
of  Group brands.

A ngers (France)

The product ion of  the C oint reau l iqueur 
and the St-Rémy brandy range is  located 
in St-Barthélémy d’Anjou (on the outskirts 
o f  A n g er s).  Th i s  s i t e  a l s o  c a r r i e s  out 
b o t t l i n g  o p e r a t i o n s  f o r  o t h e r  G r o u p 
brands.  It  compr ises d ist i l l ing faci l it ies , 
f e r m e n t a t i o n  c e l l a r s ,  l a b o r a t o r i e s ,  
a  packa g i ng complex,  of f ices ,  a  v i s i tor 
and recept ion cent re.

Trièves (France)

The Domaine des Hautes Glaces, located 
in the hear t  of  the Tr ièves reg ion of  the 
A lps, is a mountain farm/dist i l lery which 
combi nes  French k now-how (d i s t i l l i ng 
w i t h  t r a d i t i o n a l  C h a r e n t e  s t i l l s )  
a nd  i n g red ient s  f rom loc a l  pro ducer s . 
The  s upp l i e s  o f  b a r l e y,  r y e  a nd  s p e l t 
(org a n ic a l l y  g r ow n)  come  e xc lu s i ve l y 
f rom growers in the A lps .

Brandons and St Lucy (Barbados)

M o u n t  G a y  r u m  i s  p r o d u c e d  a t  t h e 
d ist i l ler y of the same name, located close 
to  Mount Gay in the nor th of  the i s land  

of  Barba dos ,  i n  the  par i sh  of  St  L ucy.  
The s tora ge cel la rs  i n  wh ich the  ca sks 
o f  r u m  a r e  a g e d  a r e  a l s o  l o c a t e d  a t 
th i s  h i s tor ic  s i t e .  S i nce  Janua r y 2015 ,  
an addit ional 134 hectares of agr icultural 
l a n d  a t  t h i s  s i t e  h a v e  b e e n  d e v o t e d  
to the farming of sugar cane. Mount Gay 
D i s t i l l e r i e s ’  he a d  o f f i c e  a nd  b o t t l i n g 
fac i l i t ies  a re  located in Brandons,  c lose 
to  the por t  of  Br idgetow n i n the south 
of  the i s land.

Isle of  Islay (Scotland)

The Br u ich ladd ich d i s t i l ler y i s  located 
o n  t h e  i s l e  o f  I s l a y  i n  S c o t l a n d ,  
one of  the world ’s  most  icon ic  locat ions 
for  the product ion of  s ingle  ma lt  Scotch 
wh isk ies .

The  pr o duc t ion  op er a t ion  (d i s t i l l i n g , 
a gei ng ,  bot t l i ng)  i s  ca r r ied  out  on the 
i s land, on a h istor ic site created in 1881. 
In March 2018, the acquisit ion of around 
1 2  h e c t a r e s  o f  a g r i c u l t u r a l  l a n d  w a s 
s i g ned .  Th i s  a g r icu l t u ra l  l a nd  a djo i ns 
the d ist i l lery, and wi l l  main ly be devoted 
to growing barley and t r ia l l ing d i f ferent 
var iet ies .

Seattle  (USA)

We s t l a n d  D i s t i l l e r y  ( U S ) ,  l o c a t e d  
i n  South Dow ntow n Seat t le  i n  the s t ate  
of Washington, gets its malt from producers 
in the terroi rs of the Paci f ic Nor th-West.

Samos (Greece)

As par t  of  i t s  “ter roi r” pol icy,  the House 
of  Meta xa acqu i red a  1.2  hectare w ine 
proper t y on the i s land of  Samos,  located  
at the heart of the island’s muscat vineyards. 
Muscat  w ine i s  an essent ia l  component 
i n  Meta xa’s  s ignat ure t a ste.

-   Mount Gay,  a  r um f rom Barbados;
-   St -Rémy,  a  French brandy ;
-   The Botanist, a gin from Islay (Scotland);
-   B r u i c h l a d d i c h ,  Po r t  C h a r l o t t e  a n d 

Octomore,  three brands of  s ingle  ma lt 
S cotch  wh i sk y  f rom the  I s le  of  I s l ay 
(Scot land);

-   D om a i ne  de s  H a ut e s  G l a c e s  a nd  i t s 
range of single malt  whisk ies produced 
in the hear t  of  the French A lps;

-   West land and i t s  range of  s ingle  ma lt 
w h i s k i e s  p r o d u c e d  i n  t h e  s t a t e  o f 
Wa sh ing ton,  US.

_  L I Q U E U R S   &   S P I R I T S  B R A N D S

_  C O M P E T I T I V E  P O S I T I O N I N G

_  L I Q U E U R S   &   S P I R I T S :  S O U R C I N G  
A N D  P R O D U C T I O N  S I T E S
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38.8 M€
42.8 M€

266.8 M€ 276.6 M€
264.4 M€

38.8 M€

Net sales (in €m) and breakdown  
by geographic area (in %)

Current operating profit/(loss) (in €m) 
and current operating margin (in %)
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In 2018/2019,  Par tner Brands accounted for  7% (proforma) of  the Group’s  tot a l  net 
sa les .
Th is  categor y inc ludes brands belong ing to other operators  i n  the W ines & Spi r it s 
sector. These are distr ibuted by Rémy Cointreau under global agreements or agreements 
l i m ited to a  par t icu lar  count r y or  reg ion.
Fol low ing the non-renewa l  of  many d i st r ibut ion a greements  i n  recent  years  (a s  par t 
of  the Group’s  move upmarket),  the brands s t i l l  d i s t r ibuted (a s  of  31 M arch 2019) 
a re  Pa ssoã l iqueu r,  Jä ger mei s ter  spi r i t s  and cer t a i n  spi r i t s  of  the  W i l l i am Grant  
& Sons Group.

Par tner  Bran ds

In 2018/2019,  the L iqueurs & Spi r it s  d iv i s ion accounted for 23% of  the Group’s  tota l 
net  sa les .

_  L I Q U E U R S   &   S P I R I T S  K E Y  F I G U R E S

2
0
1
8

2
0
1
9

pr
of
or
ma

*

2
0
1
9

**

*  P r o f o r m a f ig u r e s ( p r e -IFR S 15 ,  16 a n d 9 )
*  * F ig u r e s p o s t-IFR S 15 ,  16 a n d 9  

Asia /  Pacif ic Americas Europe /  Middle-East  /  Afr ica

16.1% 14.7%
14.0%



S T R A T E G I C  V I S I O N : 
H I G H - E N D  P O S I T I O N I N G  
I N  A   H I G H - G R O W T H 
S E G M E N T

The Spi r it s market features an ex tensive 
number of co-existing local and international 
b r a n d s  i n  a  p a r t i c u l a r l y  c o m p e t i t i v e 
env i ronment . 

Against this background, Rémy Cointreau 
has, for many years, implemented a va lue 
c re a t ion  s t ra t eg y  a i med  a t  deve lopi n g  
i t s  u p m a r k e t  b r a n d s  i n  t h e  h i g h - e n d 
seg ment s  of  the  g loba l  ma rket s ,  wh ich 
offer high growth and earnings potent ia l. 
Over the past 15 years, the implementation  
of this strategy has led the Group to dispose 
of  brands and other a sset s  deemed less 
s u i t e d  t o  i t s  v a l u e  c r e a t i o n  s t r a t e g y  
and to resume full control of its distribution 
i n  k e y  m a r k e t s  (e x i t  f r o m  M a x x i u m  
in Apr i l  20 09). 

With its own distribution network in Asia, 
the US and in some European countr ies , 
R émy C oi nt re au  cont ro l s  a rou nd  8 5%  
of its net sales. The Group is therefore able 
to  i mplement a  pr ic ing and d i st r ibut ion 
s t r a t e g y  c on s i s t ent  w i t h  i t s  h i gh - end 
posit ion ing.

Fo r  t h e  p a s t  f o u r  y e a r s ,  t h e  G r o u p 
ha s  a ccelera ted  i t s  s t ra teg y  of  mov i ng 
upm a rke t  s o  a s  t o  d i f f e r ent i a t e  i t s e l f  
and emphasise its uniqueness: u lt imately, 
the  Group’s  a mbit ion  i s  t o  become the 
world leader in except ional spir its (which 
ret a i l  a t  more than $50).  In 2018/2019,  
the Group’s exceptional spirits represented 
54% of the Group’s net sales (compared with 
53% in 2017/2018 and 45% in 2014/2015).

The Group’s ambit ion is for its exceptional 
s p i r i t s  t o  i n c r e a s e  g r a d u a l l y  s o  t h a t  
in the medium term they make up between 
60% and 65% of  i t s  net  sa les .

R émy C oi nt re au  h a s  so l id  c re dent i a l s  
in the exceptional spirits segment: exceptional 
spir its represent 54% of the Group’s sales, 
whereas they comprise just 9% of the global 
spi r it s  market .  These except iona l  spi r it s 
enjoy an at tract ive dynamic (+11% growth 
per year on average,  compared w ith +5% 

_  A  S I N G L E  A M B I T I O N :  T O  B E C O M E  T H E  G L O B A L  L E A D E R 
I N  E X C E P T I O N A L  S P I R I T S

_ E X C E P T I O N A L  S P I R I T S  E N J O Y  A N   A T T R A C T I V E   D Y N A M I C

Contribution of exceptional spirits 
(> US$50) to the Group’s net sales

Spirits > USD50: a fast-growing segment

The exceptional spirits segment has structurally outperformed  
the global spirits market since 2009.
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 <  USD50

Total  internat ional  spri t i ts  market

 >  USD50

USD50+ spir i ts  segment

S o u r c e :  IW S R ,  Ré m y C oin t r e a u ,  in te r n a t io n a l  s p i r i t s  m a r ke t  e s t im a te d a t  a r o u n d 20 0 b i l l io n US D.

for  the  spi r i t s  ma rket  a s  a  whole  over 
the la st  eight  years),  d r iven by a  move 
towards the h igh-end of  the market  and 
an i ncrea s i ngly  d i scer n i ng c l iente le  i n 
terms of the quality, production, know-how 
and h i stor y of  the spi r i t s  they consume.

0.3% +6.2%

3.3% +11.1%

5.1%%

30.1%

61.2%

+11.9%

+6.3%

+4.6%

market value split
per price segment

cagr 2009-2017
(in value)

S o u r c e:  IW S R ,  Ré m y C oin t r e a u;  in te r n a t io n a l  S p i r i t s  m a r ke t  e s t im a te d a t  US D20 0 b i l l io n .
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CAGR 2009-2017 :  +5.3%
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In add it ion,  Rémy C oint reau Group brands belong to categor ies  of  spi r i t s  (such a s 
cognac,  s ingle  ma lt  wh isky,  dark r um or g in)  that  have s ign i f icant ly  out per formed 
the market  i n  recent  years  (+7.2% per year on avera ge dur ing the per iod 20 0 0 -2017, 
compared w ith 5 .8% for  the market)  and that  ret a in a  s t rong consumer appea l .

Cl ients of  h igh-end spi r it s  have changed 
in recent years. Younger, more connected 
a nd  f rom a f f luent  ba ck g rou nd s ,  these 
globetrott ing mil lennials from generations  
Y and Z want to  know about  the or ig ins 
of the spi r it s ,  thei r h istor y, how they are 
m a de  a nd  wh a t  m a kes  them d i f ferent .  
A t  t he  s a me  t i me ,  t her e  i s  a  g r o w i n g 
demand for transparency about the quality 
of  the products . 

Our c l ient s  a re a l so look ing for  a  more 
convenient way to buy our spir its (growth 
of e-commerce), as wel l  as more serv ices, 
enhanced shopping experiences and tai lor-
made of fer ings .

C or respond i n g ly,  these  c a t egor ie s  o f fer  ver y  a t t ra c t ive  va lu a t ion  leve l s  ( “va lue  
per ca se” ):  cognac,  s ingle  ma lt  wh isky and l iqueurs are the categor ies  of  spi r it s  w ith 
the h ighest  va lue per  ca se on the market .

_  P O S I T I O N E D  O N  F A S T - G R O W I N G  C A T E G O R I E S 
O F   S P I R I T S

_  A  N E W  G E N E R A T I O N  
O F  C L I E N T S

642

511

235
208 205

128 120 120 110
7087

56 48 30

Rémy Cointreau Group categories structurally  
outperformed market growth

Value per case by category of spirits (in €)

Internat ional  spir i ts  market Rémy Cointreau categories

Rémy Cointreau categories

S o u r c e :  IW S R ,  Ré m y C oin t r e a u .

Proliferation of distribution 
channels and new technological 
challenges

- Proliferation of distribution 
channels (e-commerce, travel 
retail, direct, etc.)

- Growing importance of 
CRMs

- Personalisation of customer 
service

Increased mobility

- Growth in international 
mobility

- Development of Travel Retail

New demographic

- Emergence of an affluent 
middle class

- Rise in the number of well-
off households

- Younger clientele: Millenials 
(generations Y and Z)

New consumer trends

- "Drinking less, but better"
- Increasingly sophisticated 
demand

- Better knowledge of spirits
- Interest in origins, know-
how and authenticity

- Demand for transparency 
in terms of ingredients and 
respect for the environment

- Globalisation and digitalisation 
of consumption patterns

cognac single-
malt 
scotch 
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flavored 
spirits
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CAGR 2000-2017 :  +5.8%
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F I V E  S T R A T E G I C  L E V E R S  
T O  B E C O M E  T H E  G L O B A L  L E A D E R  
I N  E X C E P T I O N A L  S P I R I T S

E a c h  o f  t he  G r oup’s  s p i r i t s  i s  l i n ke d  
to  a  par t icu lar  ter roi r  and know-how:

W i t h i n  t h e  AO C  C o g n a c  r e g i o n ,  t h e 
House of Rémy Martin’s eaux-de-vie come 
exclusively from Grande Champagne and 
Pet ite Champagne, which have unrival led 

aromat ic  prof i les  and a geing potent ia l .

Our Islay single malt  whiskeys are made 
u n i q u e l y  f r o m  S c o t t i s h  b a r l e y,  t h e n 
d i s t i l led  a nd  a ged  on  the  i s le  of  I s l ay 
in accordance w ith t rad it iona l  methods.

The increasing strength of our pioneering 
brands: single malt whiskies, The Botanist 
g in or Mount Gay rum prov ide at tract ive 
g row th potent ia l .

Increasing the desi rabi l it y of our spi r its: 
e s t abl i sh i ng  a  d i rec t  a nd per sona l i sed 
relationship with our clients through media 
a nd  d i g i t a l  i nves t ment s  w i th  t a rge t e d 
c r e a t i ve  cont ent ,  but  a l so  u n iq ue  a nd 
unforget t able  events .

Retaining our clients: a better understanding 
of  thei r  ex pec t a t ions  a l lows  a  genu i ne  
a nd long-la s t i ng  re l a t ionsh ip  w ith  ou r 
brands.

The Group’s  st rateg y of  mov ing towards 
the h igh-end of the market must be based 
on a distr ibution network whose expert ise 
i s  consi s tent  w ith the posit ion ing of  our 
brands: select ive retai l (wine merchants), 
h i gh-end ba rs ,  res t au ra nt s  a nd hote l s , 
a nd  even  “re t a i l ”:  for  i t s  L OU IS X III 
cognac, the Group has a specif ic sales force  

and ha s  opened th ree  s tores  ded ica ted 
to the brand.

T he  de v e lo p ment  o f  o n l i ne  s a l e s  w i l l 
a lso play a role in bu i ld ing a more d i rect 
approach to the distr ibution of our spirits.

Rémy Cointreau’s 2020 CSR plan operationally 
focuses on 10 of the United Nat ion’s 17 
Sustainable Development Goals, selected 
based on relevancy to the Group.

In particular, by 2020, the Group’s ambition 

is to achieve 100% responsible purchasing 
(percent a ge  of  suppl ier s  hav i ng joi ned 
SEDEX), and have a l l  of it s  w inemaking 
par tners commit ted to an env i ronmenta l 
approach (AH V E 1).

Our brands are st i l l  under-potent ia l i zed 
from a geographic standpoint: LOUIS XIII 
i n  the  Un i t ed  St a t es ,  R émy M a r t i n  i n 
A fr ica ,  a s wel l  a s C ointreau and Metaxa 
in Ch ina .

O ur distinctive ad van tage

O ur distinctive ad van tage

O ur distinctive ad van tage

O ur distinctive ad van tage

O ur distinctive ad van tage

The speci f ic  character i s t ics  of  each ter roi r  and our know-how 
make our spi r i t s  except iona l

Our brands have not  yet  reached thei r  f u l l  potent ia l  i n  any  
of  our markets

Our c l ient s  a re seek ing ex per t i se  and d i scernment but  above a l l ,  emot ion 
and ex per ience,  elements  consi s tent  w ith our brand por t fol io

Recogn ised ex per t i se  at  H igh-end ret a i lers

Ex per t i se  and C SR act ions for  more than 15 years

_  E M P H A S I S I N G  T H E  U N I Q U E  
B R A N D  P O S I T I O N I N G

_  B U I L D I N G  A N  E M O T I O N A L  R E L A T I O N S H I P  
W I T H  O U R   C L I E N T S

_  I M P R O V I N G  T H E  D I S T R I B U T I O N  N E T W O R K  
I N  A C C O R D A N C E  W I T H  T H E  G R O U P ’ S  S T R A T E G Y 

_  A C C E L E R A T I N G  T H E  G R O U P ’ S  
C S R  A M B I T I O N S 

_  M A X I M I S I N G  T H E  G E O G R A P H I C  P O T E N T I A L  O F  T H E 
B R A N D S  A N D  D I V E R S I F Y I N G  T H E   G R O W T H  D R I V E R S
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Travel  Reta i l  representat ive of f ices

Group ad min ist rat ive s i tes 

Group product ion s i tes

A  D I S T R I B U T I O N  N E T W O R K : 
L O C A L  K N O W - H O W , 
A N   I N T E R N A T I O N A L  P R E S E N C E

Today,  the  Group ha s  a  dozen d i rec t ly 
o w ne d  s ub s i d i a r i e s  ( f r o m  t he  Un i t e d 
St a t es  t o  C h i na ,  i nc lud i n g  the  Un i t ed 
K ingdom, Belgium, Malaysia and Japan). 
Th i s  d i s t r ibu t ion  ne t wo r k  a l l o w s  t he 
Group to implement a pr ice st rateg y and 
to be select ive about  i t s  sa les  out let s  i n 
a  ma n ner  cons i s t ent  w i th  i t s  h i gh- end 
posit ion ing. 

The Group has premises and commercial or 
administrat ive of f ices in many countr ies, 
i n c l u d i n g  t h e  U S A  ( p r i m a r i l y  N e w 
York), China (Shanghai and Hong Kong), 
Singapore, Russia and the United Kingdom 
(L ondon and Gla sgow).  The Group does 
not  ow n any premises  i n  these count r ies 
and therefore uses  lea sing cont ract s .
Moreover, the headquarters of Rémy Cointreau, 
which includes most of the Group’s central 
ser v ices ,  i s  ba sed in rented premises  at 
21 bou levard Haussmann,  Par i s .

Rémy Cointreau began building 
its  distr ibution network across  al l 
continents  at  the end of   the 1950s. 
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O rg a n ic  s a le s  g row th 
for the Group

O rg a n ic  s a le s  g row th 
for the zone

O rg a n ic  s a le s  g row th 
for the zone

O rg a n ic  s a le s  g row th 
for the zone

7.2%

9.4%

-0.9% 17.1%

7.8%
7.9%

6.5%

-2.9%

18.3%

4.7%

-2.7%

7.5%

Group Americas

Europe
Middle-East
& Africa Asia Pacific

€1,216.5M €474.4 M €329.3 M €412.8 M

39% 27% 34%

i n  net  sa les* in net  sa les* in net  sa les* in net  sa les*

of  Group sa les of  Group sa les of  Group sa les

Singapore

Bridgetown,  Barbados

Seatt le

Samos

Cognac
Angers

Is lay

Miami

Athènes

Londres Moscou

Johannesburg

Tokyo

Shangai

Taipei ,  Taiwan
Hong Kong

Ho Chi  Minh

Kuala Lumpur,  Malaysia

Prague

Bruxel les
Paris

Glasgow

New York
Saint-Jean-d’Hérans
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Bridgetown,  Barbados

Seatt le

Samos

Cognac
Angers

Is lay

Miami

Athens

London Moscow

Johannesburg

Tokyo

Shanghai

Taipei ,  Taiwan
Hong Kong

Ho Chi  Minh

Kuala Lumpur,  Malaysia
Singapore

Prague

Brussels
Paris

Geneva

Glasgow

New York
Saint-Jean-d’Hérans

D I S T R I B U T I O N  N E T W O R K

2017/2018 REVENUE
(AS % OF TOTAL AMOUNT)

Travel  Reta i l  representat ive of f ices

A M E R I C A S  Z O N E :  39% of  2017/2018 sales

E M E A  Z O N E :  30% of  2017/2018 sales

A S I A - P A C I F I C  Z O N E :  31% of  2017/2018 sales

Group ad min ist rat ive s i tes

Group product ion s i tes

_  D I S T R I B U T I O N  
A N D  A D M I N I S T R A T I O N

*  P r o f o r m a ( p r e -IFR S 15 ,  16 a n d 9 )
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V A L U E  C R E A T I O N

_ THE GROUP’S DNA _ EXCEPTIONAL SPIRITS 
THAT TASTE LIKE 
THEIR TERROIR...

_...AND CREATE VALUE _ SHARED WITH ITS 
STAKEHOLDERS

Terroirs

- Terroirs of exception (Cognac, Islay, Samos, 
Barbados, etc.)

- Supply agreements that advocate sustainable 
agriculture

- 92% of suppliers are SEDEX members

People

- Preservation of ancestral know-how (cellar 
masters)

- Commitment to employee well-being

- Shared ethical responsibility

Time

- Family-owned company since 1724

- Ageing of certain of our eaux-de-vie for more 
than 100 years 

- Engaged governance to support the Group for 
the long term

Employees

- Average Group salary: score of 107 compared 
with international benchmark

- 26,615 hours of training

Government

- €68m paid in corporate income tax in 2018/2019 
(tax rate: 29%)

Civ i l  society

- €1m (over a five-year period) invested by the 
Rémy Cointreau Foundation to promote and 
transfer exemplary skills and know-how

Shareholders

- Steady increase in dividends over the past 20 
years (2018/2019: ordinary dividend of €1.65 
and extraordinary dividend of €1.00)

- Stock market capitalisation up €3 billion over 
the last five years (at 31 March 2019)

L ocal  communit ies

- Strong commitment within the communities 
of Cognac (France), Angers (France), Islay 
(Scotland) and Barbados

Suppl iers

- Alliance Fine Champagne: 2.26% shareholder 
of Rémy Cointreau

- Partner training provided by our agronomists  
(sustainable agriculture)

A portfolio of 12 exceptional spirits (retail  
price > $50)

Above-market growth in sales (+9.8% for the 
Group Brands in 2018/2019)

Stronger pricing power behind our spirits  
(price/mix gains)

Significant increase in gross margin (up 1.2 
points in 2018/2019) 

R e i n f o r c e m e n t  o f  b r a n d  r e c o g n i t i o n  
and attractiveness

Sustained investment in:
Brands (media, digital education)
Distribution network:
-  Development of a direct distribution network 

(bout iques, e-commerce, Pr ivate Cl ient  
Directors, etc.)

-  Grow i ng cont r ibut ion of  the  on-t rade 
(bars, restaurants, clubs, etc.) and selective 
distribution (wine merchants)

High-end positioning in high-growth segments

SUSTAINABLE 
VALUE 
CREATION
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G R O U P ’ S  M A I N  C H A L L E N G E S 
A N D   R I S K S

T e r r o i r s ,  P e o p l e  a n d  T i m e .  T h e 
Rémy C oint reau Group’s  C SR ambit ion 
i s  b u i l t  a r o u n d  t h e  t h r e e  ke y  p i l l a r s  
of  our s ignat ure:

-  protecting our Terroirs through sustainable 
agr icu lture;

-  making a commitment to People to protect 
thei r  ancest ra l  know-how, ensure thei r 
wel l-being w ith in the Group and teach 
them about  the eth ics  that  a re  so v it a l 
for  the Group’s  cred ibi l i t y.  At  the same 
time, pledging to protect al l stakeholders, 
b o t h  i n t e r n a l  a n d  e x t e r n a l ,  t h r o u g h  
a  pol icy of  responsible  consumpt ion;

-  recognising the value of Time, protecting 
t he  a t mo s pher e  (t h r ou gh  ou r  c a rb on 
footpr int) and water supply as essent ia l 
resources  for  our businesses .

The Group has set up a system to anticipate 
a n d  m a n a g e  i t s  r i s k s .  T h i s  s y s t e m  
is constantly updated to take into account 
a ny  r e g u l a t or y,  l e g i s l a t i ve ,  e conom ic , 
so c ie t a l ,  ge op o l i t i c a l  a nd  comp et i t ion 
changes .

_  T H E  G R O U P ’ S  M A I N  N O N - F I N A N C I A L 
C H A L L E N G E S

—  T H E  G R O U P ’ S  M A I N  S T R A T E G I C  
A N D  F I N A N C I A L  R I S K S

Fo l l o w i n g  a  m a t e r i a l i t y  a s s e s s m e n t  
i n  2 0 1 6 / 2 0 1 7,  1 0  k e y  S u s t a i n a b l e 
Development  G oa l s  were  se lec ted  (out  
of the 17 identif ied by the United Nations). 
B a s e d  o n  t h e s e  S D G s ,  w e  h a v e  n o w 
ident i f ied the 10 major cha l lenges facing 
the Group, the r isks associated with these 
cha l lenges  and the i nd icators  that  w i l l 
enable  us  to  mon itor  thei r  development 
in the f ut ure.  In some ca ses ,  the Group 
ha s a l ready commit ted i t sel f  by set t ing 
t arget s  for  i mprovement .
The t arget s  cover SDGs 6 ,  8 ,  12 ,  13 and 
15 ,  wh ich are used a s  C SR per formance 
c r i t e r i a  t o  c a l c u l a t e  t h e  E x e c u t i v e 
C ommit tee’s  var iable  remunerat ion.

The main r isk factors to which the Group 
i s  ex posed g iven i t s  business  model  a re 
presented in th is  t able (more deta i l s  can 
be found in sect ion 2 of  th i s  document).

SDGS

SUBJECT RISKS DESCRIPTION MEASURES TAKEN

CHALLENGES

RISKS  
ASSOCIATED WITH THE 
CHALLENGE

RISK INDICATORS 
(QUANTIFIED TARGETS/
PROGRESS PLAN)

CHALLENGES LINKED TO 
THE REMUNERATION OF 
AN EXECUTIVE COMMITTEE 
MEMBER

Clean water 
and sanitation

Water management Availability of water/
water quality

Water consumption Operations Director

Principal contracts 
and customers

Reputational risk

IT and digital risks

Non-compliance 
risks and unethical 
conduct

IT risks consist of data loss  
(both commercial and financial),  
the inability to operate effectively due  
to a technical fault, system intrusion  
or hacking and attacks against the digital 
platforms of the Rémy Cointreau Group

The Group’s business is international 
and therefore subject to many laws 
and regulations. These include various 
regulations regarding anti-corruption,  
data protection as well as principles set out 
in the Global Compact

To guard against these risks, a data 
protection and backup plan and business 
continuity plan have been implemented  
in each company, allowing the Group  
to continue operating  
in all circumstances

In order to guarantee compliance,  
the Group has implemented relevant action 
plans to fight against corruption and protect 
data. A whistleblowing line has been set up, 
as well as ethics training modules, which 
have been followed by 84% of employees

Reputational risk is any event that could 
negatively impact on the image 
and reputation of the Group or its brands 
in any or all of its markets

To address these risks and their 
consequences, the Group has expanded 
its digital marketing teams and set up an 
effective media monitoring strategy, enabling 
it to respond quickly and effectively  
to potential rumours

Capacity to manage a risk of strong 
dependence on a supplier or customer

This risk is covered, as regards suppliers, 
by a diversification of the procurement 
sources and, as regards customers,  
a diversification of the distribution networks

Change in consumer trends, for reasons 
such as taste, health and prices, which have 
a negative impact on the Group’s sales

Rémy Cointreau is seeking to diversify  
its brand portfolio and develop its product 
range in order to limit its exposure  
to a particular brand and price range

Changing tastes 
and consumer 
preferences

Decent work and 
economic growth

Employee well-being absenteeism, turnover, 
workplace accidents, 
occupational health, 
work-related alcohol 
consumption

Turnover and 
absenteeism

Human Resources 
Director

CEO Liqueurs & Spirits

CEOs of the Americas, 
EMEA and Asia Pacific 
regions 

CEO House  
of Rémy Martin  
and CEO Whisky 
Business Unit

Responsible 
consumption and 
production

Circular economy 
and reduction of raw 
material consumption

Company’s reputation 
among customers

EPI (Environmental 
Performance Index)  
of packaging

Climate action Contribution to the 
global effort (2°C limit) 
and sustainability  
of the business

Changes in regulatory 
and fiscal framework 
(carbon tax)

CO2 emissions: 
significant emissions, 
by brand, focus on 
transport/reduction 
of CO2 emissions

Life on land Sustainable 
agriculture: adapting 
the terroir and 
protecting biodiversity

Sustainable 
production  
of our agricultural 
raw materials

Percentage  
of sustainably managed 
land

T h e r e m a in in g m e m b e r s  o f  t h e E xe c u t i v e C o m m i t te e a r e a l s o l in ke d to t h e s e t a r g e t s ,  w i t h t h e i r  v a r ia b l e “C S R ” co m p o n e n t co r r e s p o n din g  
to t h e a v e r a g e o f  t h e a c h i e v e m e n t s o f  t h e E xe c u t i v e C o m m i t te e m e m b e r s  d i r e c t ly  co n c e r n e d .

Strateg ic r isks

Brand and 
p r o d u c t - r e l a t e d 
r isks

Financia l , 
legal and IT risks

LIFE
ON LAND

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION
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G O V E R N A N C E  T H A T 
E N S U R E S  C O N T I N U I T Y 
A N D  T R A N S M I S S I O N 

The Rémy Cointreau Group is administered  
by a Board of Directors which, since September 
2004, has adopted a governance structure 
that separates the roles of Chairman of the 
Board of Directors and Chief Execut ive 

Valérie Chapoulaud-Floquet, Chief Executive 
Off icer, has gathered a team of directors 
that includes eight di fferent nat ional it ies 

_  T H E  B O A R D  O F  D I R E C T O R S _  E X E C U T I V E  C O M M I T T E E  W I T H  A N  I N T E R N A T I O N A L  D I M E N S I O N

Fr o m l e f t  to r ig h t ,  b a c k r o w : D a v i d En n e s (CEO A sia - Pa ci f ic  a n d G l o b a l  Tr a v e l  Re t a i l ) ;  S py r i d o n G h ik a s (CEO EM E A );  
S im o n C o u g h l in (CEO W h is k y B u sin e s s U n i t);  Ia n M cL e r n o n (CEO A m e r ic a s);  M a r c- H e n r i  B e r n a r d ( H u m a n Re s o u r c e s D ir e c to r );  L u c a M a r o t t a  (CF O); 
P h i l ip p e Fa r n i e r  (CEO H o u s e o f  Ré m y M a r t in) .
Fr o n t  r o w : Va l é r i e  C h a p o u l a u d F l o q u e t  (CEO) ,  J e a n - D e n is  Voin (CEO L iq u e u r s  & S p i r i t s);  Va l é r i e  A l e x a n d r e ( S e n io r  V ic e P r e s i d e n t  S t r a te g ic 
P l a n n in g );  Pa t r ic k M a r c h a n d (O p e r a t io n s D ir e c to r ) .

Officer. The prof i les of the Board members 
ref lect  the va lues  of  fami ly succession, 
a clear exper t ise in the world of luxur y 
goods a s  wel l  a s  a  deep underst and i ng  
of international markets.

f rom a  ra nge  of  ba ck g rou nd s :  Spi r i t s , 
cosmetics, fashion and accessories, and the art  
of entertaining.

Fr o m l e f t  to r ig h t ,  b a c k r o w : F l o r e n c e Ro l l e t ,  Em m a n u e l  d e G e u s e r,  O l i v i e r  J o l i v e t ,  L a u r e H é r ia r d D u b r e ui l ,  M a r c H é r ia r d D u b r e ui l ,  
D o m in iq u e H é r ia r d D u b r e ui l ,  Fr a n çois  H é r ia r d D u b r e ui l ,  G is è l e D u r a n d ,  B r u n o Pa v l ov s k y,  El i e  H é r ia r d D u b r e ui l  (c e n s o r ) ,  
J a c q u e s- Ét i e n n e d e T ’ S e r c l a e s .
Fr o n t  r o w : Yv e s G ui l l e m o t ,  G u y l a in e S a u ci e r,  M a r i e -A m é l i e  J a c q u e t  (c e n s o r ) .

Composition of remuneration of senior 
management (excluding LTIP)

42% percenta ge of  women /  58%  independence

Variable  remunerat ion
3 5 . 9 %

Fixed remunerat ion
6 4 . 1 %

of  which CSR bonus
2 . 8 %

34412Number of members
3638Number of meetings in 2018/2019

89%85%100%93%Attendance rate
Marc Hériard Dubreuil

François Hériard Dubreuil
Laure Hériard Dubreuil

Florence Rollet *
Yves Guillemot*
Bruno Pavlovsky*
Olivier Jolivet*
Jacques-Etienne de T’Serclaes*

Guylaine Saucier *
Emmanuel de Geuser*
Gisèle Durand
Marie-Amélie Jacquet (censor)
Elie Hériard Dubreuil (censor)

Dominique Hérard Dubreuil

BOARD 
 OF DIRECTORS AUDIT-FINANCE

NOMINATION 
AND REMUNERATION CSR

* In d e p e n d e n t B o a r d m e m b e r B o a r d / C o m m i t te e C h a i r m a n
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31/03/2014 31/03/201931/03/201831/03/201731/03/201631/03/2015

S H A R E  O W N E R S H I P  
S T R U C T U R E

S H A R E  P E R F O R M A N C E 
A N D   D I V I D E N D S

Rémy Cointreau shares have risen by 104% 
over the past f ive years, ref lected in an 
increase of nearly €3 bi l l ion in the market 
capitalisation. This value creation confirms 

Over the past 20 years, the Group has paid 
an annual d iv idend which has increased  
in stages. In addition, it paid an extraordinary 
d iv idend of  €1.0 0  per  sha re  i n  respec t  

_ THE GROUP’S STRATEGY HAS BOOSTED THE SHARE PRICE 
OVER THE PAST FIVE YEARS

_ REGULAR DIVIDEND POLICY

the relevance of the strategy put in place  
by the Executive Committee and implemented 
by the Group’s employees.

of 2010/2011, 2011/2012 and wi l l also pay 
such  a  d iv idend  i n  2018 / 2019  (subjec t  
to the approval of the Ordinary Shareholders’ 
Meeting on 24 July 2019).

03/31/2014 03/31/2015 03/31/2016 03/31/2017 03/31/2018 03/31/2019
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Rémy C ointreau shares  
have r isen by 104% over  
the past  f ive years

1.10€

2005
2006

0.90€

2000
2001

1.00€

2003
2004

1.20€

2006
2007

1.40€

2012
2013

1.27€

2013
2014

1.53€

2014
2015

1.60€

2015
2016

1999
2000

2002
2003

2016
2017

1.65€

2017
2018

2001
2002

2004
2005

2018
2019

2007
2008

2009
2010

1.30€

2008
2009

2010
2011

2011
2012

Dividend Extraordinary dividend (€1.00)

Hériard Dubreui l
Family

Andromède(1)

Orpar

Rémy Cointreau Free f loatTreasury shares

All iance
Fine Champagne

(via FCI)
Recopart

P.Cointreau
Family

100%

38.97%

41.99%0.68%

69.77%

14.91%2.26%

30.23%1.19%

At 31 March 2019
(% equity interest)

( 1 )  Ré m y C oin t r e a u is  co n s o l i d a te d w i t h in t h e A n d r o m è d e G r o u p .
( 2 )  O n ly Ré m y C oin t r e a u s h a r e s a r e t r a d e d o n t h e s to c k m a r ke t .

100%
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K E Y  F I G U R E S  2 0 1 8 / 2 0 1 9

Net sales

DATA IN € MILLIONS, FOR THE PERIOD 
1 APRIL TO 31 MARCH

Net sa les by d iv ision

Current operat ing prof it /( loss)  by d iv ision

Net sa les by geog raphic area

Net sa les by currency

Non-f inancia l  data

Net profit/(loss) excluding non-recurring items

Current operating margin
Current operating profit/(loss)

profit (loss) for the period

Capital expenditure and administrative investments
Equity – Group share
Net financial debt
Ratio of net debt/EBITDA
Dividends paid during the financial year (per share in €):
Earnings per share (basic, in €):
On net profit excluding non-recurring items
On net profit – Group share

House of Rémy Martin

House of Rémy Martin

Europe, Middle-East, Africa

Euro

Percentage of AFC cooperative members’ land using an environmental approach:

1 216.5 1 127.01 125.9

167.8 151.3169.9

21.7%
263.6

21.0%
236.8

23.5%
264.1

851.9

236.6

329.3

182.0

94.0%

760.0

204.4

342.3

200.0

774.4

235.6

311.9

174.116%

157.1 148.2159.2

44.6
1 450.1
313.0
1.08
2.65**
**

3.35
3.14

33.6
1 407.1
282.8
1.48
1.65

3.04
2.98

44.6
1 425.1
343.3
1.19
2.65**
**

3.39
3.18

2 0 1 9 
P R O F O R M A *2 0 1 9

2 0 1 9

%

2 0 1 8

2 0 1 8

Liqueurs & Spirits

Liqueurs & Spirits

Americas

US dollar, HK dollar, Chinese yuan, Barbadian dollar

High environmental value farming (AHVE) certification level 1

Total

Holding
Total

Sub-total Group brands

Sub-total Group brands

Asia Pacific

Other currencies

High environmental value farming (AHVE) certification level 3

Partner Brands

Partner Brands

Total

Total

Number of hours training
Percentage of women managers
Average age of Group employees
Absenteeism rate (hours of absence per hours worked)
Responsible purchasing: percentage of suppliers having joined SEDEX
Ethifinance rating

276.6

38.8

474.4

799.4

42.0%

266.8

42.8

435.8

709.5

64.3%

264.4

38.8

467.8

735.365%

1 216.5

(15.8)
263.6

1 127.0

(15.7)
236.8

1 125.9

(15.2)
264.1

1 128.6

274.4

412.8

235.1

26 615

1 026.8

247.2

348.9

217.4

23.0%

1 038.8

274.4

346.3

216.619%

87.9

4.9

1 216.5

1 216.5

44%
40 years
2.0%
93.0%
3rd out of 230

100.2

5.3

1 127.0

1 127.0

24 243
43%
41 years
2.3%
89,0%
4th out of 230

87.2

4.9

1 125.9

1 125.9
INDICATORS

VALUES  
2016/2017SCOPE

VALUES  
2017/2018

VALUES 
2018/2019

TARGETS  
2019/2020

Decent work and economic growth/Promote sustained, 
inclusive and sustainable economic growth, full and 
productive employment and decent work for all 
Responsible purchasing: percentage of suppliers having joined SEDEX

Take action to combat climate change and its impacts
Potential reduction of direct and indirect energy consumption 
in order to reduce CO2 emissions.

Sustainable land management/Protect, restore and promote 
sustainable use of land ecosystems/
Sustainably manage forests/Preserve biodiversity 
Sustainable viticulture: AFC cooperative surface areas 
committed to an environmental approach
(AHVE 1 or the Sustainable Viticulture standards)

100%

-900 MWh

100%

92%

-441 MWh

94%

89%

-423 MWh

64%

83%

0 MWh

37%

World

France

France

In an uncertain economic and geopolitical context, 
the Rémy Cointreau Group reiterates its ambition 
to become the world leader in exceptional spirits. 
In the medium term, this will result in 60 to 65% 
of its turnover being generated by exceptional 
spirits (retail sales price over USD50).
In addition, after a strong increase in profitability 
in recent years, the Group remains ambitious 
regarding the potential of its Current Operating 
Margin in the medium term, as it will continue 
to benefit from its value strategy, while continuing 
to invest signi f icantly behind its brands  
and distribution network. Rémy Cointreau’s 

2018/2019 was a record year for all the 
Group’s f inancial indicators. 

This is due to the strong acceleration in organic 
sales growth over the past three years, combined 
with a sharp increase in profitability as a result 
of the Group’s strategy to move upmarket. 
Current operating margin stood at 21.7%  
in 2018/2019, a cumulative organic increase  
of 5.0 percentage points (at constant currency 
and scope) since the 2014/2015 financial year 
(new senior management team). Over the last 
two years, cumulative organic growth in the 
current operating margin was 2.6 points, thereby 
hitting the 2019/2020 target (+2.4-3.0 points 
over three years) one year early.

_NEW MEDIUM-TERM PROSPECTS

NON-FINANCIAL TARGETS TO 2020

objective is to build an increasingly sustainable, 
resilient and profitable business model.

In the short term, Rémy Cointreau anticipates 
that 2019/20 will unfold within the framework  
of the Group’s medium-term objectives. It will also 
include the termination of distribution contracts  
for partner brands (in the Czech Republic, Slovakia 
and the United States), which are estimated  
to have an impact of €56 million on sales  
and €5 million on Current Operating Profits.

Change in the Group’s current operating 
margin.

PERTES/GAINS
DE CHANGE

0.5%

COP MARGIN

16.2%

COP MARGIN 
2019

proforma

21.7%

COP MARGIN 
2019

POST IFRS

23.5%

ORGANIC GAIN
2016-2017

1.5%

ORGANIC GAIN
2015-2016

0.9%

ORGANIC GAIN
2018-2019

1.3%

ORGANIC GAIN
2017-2018

1.3%

** O f w h ic h a n e x t r a o r din a r y d i v i d e n d o f  € 1 . 0 0
* P r o f o r m a :  p r e -IFR S 15 ,  16 a n d 9

F I N A N C I A L  T A R G E T S

Organic gain :
+5.0 pts  between 2015 and 2019

+2.6 pts  in  2  years

2020 target (+2.4-3.0 pts  over 3 years)
achieved 1 year earl ier

LIFE
ON LAND
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Ti me,  the th i rd pi l la r  of  our man i festo.

T h e  R é m y  C o i n t r e a u  G r o u p ’s  m a n i f e s t o  i s  b a s e d  
on  t he  v a lue s  c on ne c t i n g  ou r  Hou s e s  a nd  g u id i n g  
our deci s ions:  Ter roi rs ,  People,  Ti me,  and Except ion.

O ver the years ,  we have delved into the hear t  of  each 
o f  t he se  va lues  t o  a ppr e c i a t e  t he i r  s i g n i f i c a nce  or 
r ichness .  Th is  year,  we w i l l  ex plore the th i rd of  these 
pi l la rs  i n  a l l  i t s  d i mensions:  Ti me.

THE EXCEPTION: 
“TERROIRS, 
PEOPLE AND TIME”



The  m a s t er y  o f  t i me  l i e s  a t  t he  he a r t  
of our exper t ise. But at Rémy C ointreau, 
t i me i s  a  mu lt iple  concept .

Our brands have been defy ing t ime since 
they f i r s t  came i nto bei ng:  Mount Gay  
in 1703, Rémy Mart in in 1724, Cointreau 
in 1849, Bruichladdich in 1881, and Metaxa 
i n  18 8 8 .  Ye s t e r d ay,  t o d ay,  t omor r o w, 
we  s t r i ve  t o  r e s p e c t f u l l y  nou r i s h  t he 
eterna l  youth of  our brands.  It 's  the era 
of  respect ing a precious fami ly her itage.

W i t h  g r e a t  a mbi t ion s  fo r  ou r  hou s e s , 
we look far  i nto the f ut ure for  them and 
think long-term. Connected to the world, 
however, we see it change around us at an 
ever increasing speed.  So,  we adapt ,  and 
we know how to act  fa st  when i t  comes 
to being f i r s t .  It 's  the t i me of  a g i l i t y.

Spr i ng ,  su m mer,  aut u m n,  w i nter.  Su n, 
ra in,  ha i l ,  snow, w ind,  fog,  s torm...  We 
don’t  r ush  the  ha r ves t ,  but  work  w i th 
nat ure.  It 's  the t i me of  the ear th.

Our Master Dist i l lers excel at captur ing 
the best  a roma s of  our ter roi rs .  Grape, 
o r a n g e ,  b a r l e y,  s u g a r  c a n e ,  b e r r i e s  
o r  b o t a n i c a l s :  t h e y  m o n i t o r  t h e  h e a t  
and k now how to  f i nd “the  hear t”.  It 's 
the t i me of  d i s t i l l i ng.

I n  t h e  c e l l a r  a t  G r o l l e t  i n  C o g n a c ,  
t h e  c e l l a r s  o f  S t .  L u c y  i n  B a r b a d o s ,  
t h o s e  o f  B r u i c h l a d d i c h  o n  I s l a y,  o f 
Kif issia in Greece, of Seattle in the United 
States, or Saint-Jean-d’Hérans in France,  
we a l low t i me to t ake i t s  t i me.  5  years ,  
1 0  y e a r s ,  1 0 0  y e a r s . . .  T i m e  p a s s e s 
peacef u l ly  i n  ou r  ce l l a r s .  It 's  the  t i me  
of maturing. We are proud of taking our time.  
The t i me that  i s  needed.

“The master y of  t ime l ies  
at  the hear t  of  our exper t ise .  
But at  Rémy C ointreau,  
t ime is  a  mult iple concept .”

_ T I M E



CONCEIVED, DISTILLED, MATURED AND BOTTLED  
AT BRUICHLADDICH DISTILLERY, ISLE OF ISLAY,  
SCOTLAND.

JAY DOHERTY 
WAREHOUSEMAN 
BRUICHLADDICH SINCE 2011

BRUICHLADDICH.COM Please drink responsibly

At Rémy Cointreau, t ime is  not  l inear:  
each brand has  i ts  own t ime. . .

Moun t  G ay,  bor n in  1703

O ur w hiskies ,  
bor n be t we en 1881 an d 2010

Me taxa ,  bor n in  1888Rémy Mar tin ,  bor n in  1724

T he Botanist ,  bor n in  2011

Coin treau ,  bor n in  18 49

S t-Rémy,  bor n in  1886

Time does not f low at the same  
pace in the tropics. That's why  
we don't count the years to def ine  
the maturity of Mount Gay rums.

At Bruichladdich,  
the Domaine des Hautes Glaces  
and Westland, it is the time of the 
revolution against the standardization 
of taste. It is the time of a conviction:  
that origin is more important than age. 

At Metaxa, it 's t ime for explorat ion. 
A unique brown spir it ... an expert 
blend of Muscat wines from Samos, 
aged eaux-de-v ie and Mediterranean 
aromatic plants. 

At Rémy Martin, t ime is generat ional. 
Generat ions of men and women  
have passed down their savoir-faire 
and eaux-de-v ie, the fruits  
of their labour. 

At The Botanist, it 's foraging t ime. 
That of the 22 herbs it is comprised 
of, some of which are indigenous  
to the island of Islay in Scotland. 

At Cointreau, it 's the golden age  
of cocktai ls. As the base  
for more than 300 cocktai ls,  
it provides balance and enhances 
the other ingredients to create 
extraordinary cocktai ls. 

St-Rémy, it 's t ime for you.  
These moments of respite,  
when you reconnect with yoursel f  
or with those closest to you. 

LOUIS XIII ,  bor n in  1874

For Louis XIII, t ime is cycl ical: 
today is made out of yesterday  
and is preparing for tomorrow.   
Time is its most valuable ingredient. 
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The Rémy Cointreau Foundation promotes  
the transmission of  expertise  and excellence

With our ambitious* CSR objectives, We Care Day, 
etc., our commitment is genuine. But Rémy Cointreau 
doesn’t stop there, and constantly reviews its 
practices, fulfilling its corporate and environmental 
responsibilities. Hence the creation of the Fondation 
Rémy Cointreau.

The result of a broad family consultation approved 
by the Group’s Board of Directors in 2016,  
the Foundation has been endowed with an initial 
budget of €1 million over five years. On February 
27th, 2017, the Articles of Association were 
submitted to the Charente district’s administrative 
headquarters.

Dominique Hériard Dubreuil, Chairman of the 
Foundation, convened Hervé Dumesny (S.V.P. 
CSR and Public Affairs), Valérie Alexandre 
(S.V.P. Strategic Planning), Ludovic Legros 
(Consolidation manager) and Caroline Martin-Rilhac  
(Secretary General) within its executive committee. 
Together, they set out its mission based on one key 
value: transmission, the common thread connecting 
all its actions. The Foundation set itself the 
mission “to support public interest initiatives, 
in France and abroad, in order to showcase  
and convey invaluable savoir-faire and expertise. 
The Foundation also promotes and protects 
terroir in its cultural, environmental and human 
expression.”

The Board of Directors is composed of the executive 
committee members and two expert independent 
directors: Stanislas de Quercize (former Chairman 
of Richemont) and Agnès Lamoureux (former 
Communication Director of the Fondation de 
France). They met for the first time in June 2018.

The first decision was to focus the grants on 
ensuring the sustainability of outstanding traditional 
craftsmanship with four key commitment areas:

- Promotion of exceptional savoir-faire (investments 
in the tools and any other components required 
to practise the craft),

- Transmission (supporting apprenticeships and 
training),

- Reach (participation in trade shows in France and 
abroad aimed at raising awareness of the importance 
of passing on craftsmanship, heritage, etc.),

- Skill-based philanthropy (encouraging the 
commitment of Group employees to the Foundation’s 
initiatives).

Philanthropy is the main vehicle used, without 
counterpart, for the exercise of activities in the 
common good. Philanthropy is a major lever for 
progress towards a more harmonious, supportive 
and fair society.

Eight selection criteria have been choosen to guide 
the selection process of applications: outstanding 
craftsmanship, transmission, longevity, passion, 
aesthetics, heritage, innovation and philanthropy 
requirements.

Given that the Fondation Rémy Cointreau was 
recent, the executive committee decided not to 
wait for unsolicited applications and immediately 
launched our search for exceptional artisans. This 
was an intense, passionate and long journey that 
was full of discoveries. After meeting more than 
a hundred artisans, to date six have been taken 
on by the Board of Directors. Their exceptional 
expertise is part of French cultural heritage. 
Our Foundation will support and guide them 
over time (from 1 to 3 years depending on 
their sponsorship agreement), in the sincere 
hope of securing the long-term future of their 
studios and helping to pass on their savoir-faire. 
Discover their profiles on the following pages and 
follow them, as well as our future beneficiaries, 
on the Fondation Rémy Cointreau's website:  
www.fondationremycointreau.com
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The year 2018/2019 has been another year of acceleration, 
both  i n  t er ms  of  the  g row th of  ou r  bra nd s  a nd ou r 
act ions to fur ther Corporate, Social and Environmental 
Responsibi l i t y.

A mong the many in it ia t ives ,  ha l f  of  our brands have 
implemented new communicat ion campaigns, hundreds 
o f  d i n n e r s  a n d  t a s t i n g s  t o  i n i t i a t e  a n d  e d u c a t e  
our cl ients in our exceptional spirits have been organised 
by our ambassadors, our employees have received more 
than 26 ,0 0 0 hours  of  t ra i n i ng,  and more than 4,0 0 0 
t rees  have been planted on the Is le  of  Is lay…

THE YEAR  
2018-2019



A N  I N T E R V I E W  W I T H 
T H E  C H I E F  E X E C U T I V E  O F F I C E R 

As Chief Executive Officer, how do you perceive 
Time, the third pillar of the Group’s manifesto? 
In our profess ion,  the relat ionsh ip w ith 
t i me  i s  a n  u nu s u a l  one .  A l t hou g h  we 
operate in markets requiring much agi l ity, 
we must  be ver y pat ient  when i t  comes 
to our cel la rs ,  a s  we sel l  ma in ly spi r i t s 
that need to age. So, we must d ist inguish 
bet ween long cycles  upst ream and shor t 
c yc le s  dow ns t re a m.  Ups t re a m,  we  a re 
e xer c i s i n g  one  o f  t he  l a s t  pr o fe s s ion s 
where time is incompressible. At the House  
of  Rémy M ar t in,  for  example,  the eau x-
de-vi e  take at least 5 years, and somet imes 
more than 10 0 years  to  a ge.  It ’s  un ique 
in the world...  Downstream, on the other 
hand,  we need to hand le  the rapid pace 
of  the  market s :  we must  react  qu ick ly, 
a d a p t  t o  ne w  r e q u i r ement s ,  c h a n g i n g 
leg is lat ions,  and developing d ist r ibut ion 
channels. Resolv ing this tension bet ween 
long and shor t cycles is a da i ly cha l lenge 
t h a t  m a ke s  o u r  b u s i n e s s  s o  e xc i t i n g .  
It also fascinates our cl ients, who are used 
to the i mmed iacy of  the Internet ,  when 
they v is it  our cel lars in C ognac or Is lay.

Long cycles also have an environmental dimension...
For decades, the Group has been a pioneer 
in the C SR approach,  especia l ly  i n  the 
Cognac region. In 2012, the Rémy Mart in 
Domaines were the first of the AOC to obtain 
H V E cer t i f icat ion (High Env i ronmenta l 
Va lue  l e ve l  3 ).  I n  e a r l y  A pr i l  fo r  t he 
second year,  we awarded 8 8 t roph ies  to 
our H V E -cer t i f ied w inegrower par tners  
of the Alliance Fine Champagne Cooperative.  

O v e r a l l ,  4 2 %  o f  t h e  l a n d  c u l t i v a t e d 
by  ou r  w i ne g r ower  p a r t ner s  i s  H V E -
c e r t i f i e d .  M o r e o v e r ,  o u r  t a r g e t  f o r  
the Group is to achieve 100% responsible 
a nd  s u s t a i n a b le  a g r i c u l t u r e  b y  2 0 2 4 .  
In so doing,  we hope to per pet uate  the 
qua l i t y  of  our spi r i t s  i n  the long term. 
We can see that  our va lues  of  Ti me and 
Ter ro i r s  a re  c lo se ly  l i n ked .  W ith  tha t  
in mind, we are also committed to creating 
a terroi r for each of our brands. We have 
purcha sed land in Barbados,  Samos and 
even the French A lps ,  and we are in the 
process  of  purcha sing new land.

In terms of short cycles, would you say 2018/2019 
is quite a good example? 
Most def initely! We have broken our sales 
and prof itabi l ity records. We are growing 
on the verge of double digits, with organic 
growth of 9.8% for Group Brands implying 
a  f u r ther  accelera t ion versus  l a s t  yea r 
(9.2%). For al l teams, these results reward 
f ive years of  implement ing the st rateg y  
to move upmarket. We have established trust.  
I f I had to descr ibe the past year, I would 
s ay  i t  wa s  t he  ye a r  when  a l l  energ ie s 
w e r e  r e l e a s e d .  O n  t h e  o n e  h a n d ,  t h e 
reposit ion ing of our brands has pa id of f. 
That of Rémy Martin and Louis XIII over 
the la st  three years ,  and more recent ly 
C oi nt re au ,  whose  new bra nd  pl a t for m 
s e n t  s a l e s  s k y w a r d s ,  i n  p a r t i c u l a r  
in the United States. I could a lso ment ion 
the “#BeTheBot an ist”  campa ign,  wh ich 
g i v e s  e v e n  g r e a t e r  v i s i b i l i t y  t o  o u r 
exceptional gin, and the new communication  

e -commerce,  i t  ha s  become a specia l i t y 
of  our Scot t i sh d i s t i l ler y w ith exclusive 
sa les  and l i m ited ed it ions .  L a st  but  not 
lea st ,  the L ou is  X III  Smar t  Decanter  i s  
a connected carafe that a l lows purchasers 
to  chat  w ith the House,  enhancing thei r 
t a st ing ex per ience.  A f i r s t  i n  the world 
of  spi r i t s! 

What inspires your confidence in 2019/2020  
and the years ahead?
T h e  f o u n d a t i o n s  a r e  n o w  s o l i d ,  t h e 
s t rateg y i s  shared by a l l  teams,  and the 
results are there for a l l to see: the planets 
a re per fect ly  a l igned to t ack le  the new 
f i n a nc i a l  ye a r  w i t h  s t r on g  a mbi t ion s .  
A nd we have a  g reat  dea l  of  project s!

of St-Rémy, which conf irms its leadership 
in Canada. 

Has the distribution network also changed?
Indeed, the qua l it y of our spi r its and the 
strategy to move upmarket require a high 
level of expertise regarding the market and 
clients. That is the reason for our demanding 
standards with respect to our distr ibut ion 
partners, and the recent changes that have 
occurred.  When the si ze of  our por t fol io 
a l l o w s  i t ,  w e  w o u l d  n a t u r a l l y  r a t h e r 
set  up our ow n d i st r ibut ion subsid iar y,  
a s  i n  M a laysia  at  the end of  2017.  There  
is no cause for regret: it was a tremendous 
succe s s  f r om t he  f i r s t  f i n a nc i a l  ye a r! 
Our Travel Reta i l  business has a lso seen 
much development, w ith “reta i lta inment” 
features in al l the world’s largest airports. 
L a st ly,  for  L ou i s  X III ,  we a re  seek i ng  
the most direct relat ionship possible: with 
the  end  c l ient  i n  ou r  th ree  s t ores  a nd 
pop-up stores;  w ith pa laces  and lead ing 
re s t au ra nt s ,  t o  en su re  the  L ou i s  X I I I 
r i t ua l  w i l l  be  respec ted and that  thei r 
c l ient s  w i l l  enjoy a  un ique ex per ience.

Digital technology is also central to the strategy...
We have developed the cl ient relat ionship 
through our d ig it a l  brand plat forms.  A s 
such, most of our adver t ising investments 
wi l l now be rol led out onl ine, a l lowing us 
greater prox imity to our cl ients. We have 
also developed e-retai l in partnership with 
qua l i t y  e -ret a i l  websites ,  i n  Ch i na and 
the United K ingdom in par t icu lar. As for 

V A L É R I E  C H A P O U L A U D - F L O Q U E T

In  the f inancial  year  2018/2019,  
Rémy Cointreau's  Group Brands 
recorded growth of  9.8%.

“It  was the year  when al l  energies  were released”
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K E Y  H I G H L I G H T S

20 1 8 / 2 0 1 9 K E Y  F I G U R E S

Rémy C oint reau ach ieved a remarkable 
ye a r  2 018 / 2 019,  w i t h  orga n ic  r evenue 
g r o w t h  (a t  c o n s t a n t  e x c h a n g e  r a t e s  
and scope of consolidation) of 7.8%, thanks 
to  the  pos i t ive  moment u m i n  the  A sia -
Pac i f ic  and A mer ica s  reg ions ,  coupled 
with strong growth in Russia , the United 
K ingdom and the M idd le  E a st .  Current 
operat ing prof it  was up 14.2% in organic 
ter ms,  and the  operat i ng marg i n s tood  
at 22.3%, up 1.3 points. A f ter integrat ing 
unfavourable foreign exchange rates and 
scope of consol idat ion, current operat ing 
p r o f i t  w a s  u p  11 . 3 %  a n d  t h e  m a r g i n 
improved by 0.7 points to 21.7%. Last ly, 
n e t  p r o f i t  (e x c l u d i n g  n o n - r e c u r r i n g 
i t e m s)  i n c r e a s e d  b y  10 . 9 %  (+16 . 3 %  
in organ ic terms).  These resu lt s  conf i rm 
the relevance of the Group’s value-creating 
business  model . 

In 2018/2019,  Rémy C oint reau ach ieved 
a record year: revenue, current operat ing 
pr o f i t ,  c u r r ent  op er a t i n g  m a rg i n ,  ne t 
prof it  (exclud ing non-recur r ing i tems). 
Th is  per formance was d r iven by fur ther 
a c c e le r a t ion  i n  o r g a n ic  s a l e s  g r o w t h , 
which reached 9.8% for the Group Brands 
(C ognac and L iqueurs & Spi r it s).

In Febr uar y 2019,  L ou is  X III  launched 
the Smart Decanter, a connected decanter 
tha t  i nt eg ra tes  N FC tech nolog y.  E a ch 
d e c a n t e r  c o n n e c t s  c l i e n t s  v i a  t h e i r 
smar t phone to the “L ou is  X III  societ y”,  
a private club where members benef it from 
exc lu s ive  cont ent ,  u n ique  ex per iences 
and customised ser v ices .

Since March 2018, the Angers and Cognac 
sites have been using a tool to measure the 
Environmental Performance Index (EPI), 
wh ich  t a kes  i nto  a ccou nt  the  broa des t 
poss ible  l i fe  cyc le  and i ncor porates  14 
ind icators  to  produce an env i ronmenta l 
score.  From now on,  a l l  new products  or 
product developments wi l l be “measured” 
using th is  tool .  The whisky d iv ision w i l l 
i mplement th i s  same st rateg y by 2021.

The rebi r th of  our Por t  Charlot te Single 
M a lt  Scotch W h isk y i n  2018 / 2019 wa s  
a true success: new taste, new packaging, 
new posit ion ing and new “We A re Is lay” 
campaign. These changes enjoyed excellent 
med ia covera ge and were crow ned w ith 
three major  awards ,  i nc lud ing a  double 
go ld  me d a l  a t  the  2 018  S a n  Fra nc i sco 
World Spi r it s  C ompet it ion.

1 216.5
M €
Sa les

2 6 3 . 6
M €
Current operat ing 
prof it

7 . 8 %
Organ ic  
sa les  g row th 

1 . 0 8

1 . 6 5 €

1 . 0 0 €2 1 . 7 %
Current operat ing 
marg in

Net debt / EBITDA 
rat io

Ordinary d iv idend

Except iona l 
d iv idend

1 6 7 . 8
M €
Net prof it 
( e x c l u d i n g  n o n -
recur r ing i tems)

3 . 3 5 €
Net  e a r n i n g s  p er 
s h a r e  (e xc l u d i n g 
non-recurring items)

_ A  R E C O R D  Y E A R _  T H E  L O U I S  X I I I  
S M A R T  D E C A N T E R

_  L A U N C H  O F  A  G L O B A L 
E C O - D E S I G N  P R O G R A M M E

_  N E W  P A C K A G I N G  A N D 
C O M M U N I C A T I O N  F O R  
P O R T  C H A R L O T T E  S I N G L E 
M A L T  S C O T C H  W H I S K Y 

*  P r o f o r m a f ig u r e s ( p r e -IFR S 15 , 
16 a n d 9 )
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1.78

1.48

1.08

A C H I E V E M E N T S  I N  2 0 1 8 / 2 0 1 9

Sales (in €M) Current operat ing marg in 

Net debt  (in  €M) and net  debt /
EBITDA rat io

Partner Brands
7 %

Liqueurs 
& Spir i ts
2 3 %

Rémy Mart in
7 0 %

Breakdown of 2018/2019 revenue 
by d iv ision

Net  prof it  (exc l .  non-recu rr i ng 
items) in €M

Asia-Pacif ic
3 4 %

Europe, 
Middle  East  & Africa
2 7 %

135.0

390.1

282.8
313.0 343.3

1094.9

1127.0

1216.5

1125.9

151.3

167.8 169.9

20.7%
21.0%

21.7%
23.5%

Americas
3 9 %

Breakdown of 2018/2019 revenue 
by reg ion
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THE YEAR 
OF THE BRANDS 

The House of  Rémy M ar t in per formed especia l ly  wel l 
(+11.9%), in par t icu lar thanks to the XO qua l it y – one 
of the pr ior it ies of the Group and the C ognac d iv ision. 
The in it ia t ion of  th i s  show piece ha s proven i t s  wor th: 
the “Opulence Tables”, the “Maisons Éphémères” (pop-up  
H o u s e s)  a n d  a l l  t h e  e v e n t s  h o s t e d  b y  o u r  b r a n d 
amba ssadors  around the world played thei r  par t . 

The L iqueurs & Spi r it s  d iv is ion ach ieved a good year, 
w ith 4% grow th.  The Bot an i s t  g i n,  wh ich cont i nues  
to gain tract ion in the world of mixology, together with 
our Scot t i sh whisk ies ,  were the d iv ision’s  spearheads. 
I n  pa r t icu la r,  Por t  Cha r lot t e  benef i t ed  f rom a  new 
presentat ion and bold communicat ion:  #Wearei s lay. 

C ointreau recorded a ver y good year,  especia l ly in the 
United States  i n  the second ha l f  of  the year,  reaping 
the rewards of the new “The A rt of the M ix” campaign. 
S t -R émy a l so  showed s t ron g  resu l t s ,  consol id a t i n g  
i t s  number-one posit ion among French brand ies .

W ith organic  growth of  9.8% driven by the Asia-Pacif ic  
and Americas  zones, Group Brands have enabled 
Rémy Cointreau to achieve the best  year  in  i ts  history. 



The House of Rémy Mart in conf i rmed its 
buoyant momentum in 2018/2019: organic sales 
growth of 11.9% endorses our value strategy  
and our h igh-end posit ion ing. 

F u e l l e d  b y  a  c l i e n t - f o c u s e d 
c u l t u r e  a n d  o r g a n i s a t i o n , 
our g row th i s  ba sed on sol id 
f u n d a m e n t a l s  a n d  a l l o w s  
us to look ahead with serenit y. 
The opening and f irst successful 
opera t ion  of  ou r  new w i nema k i ng  a nd 
dist i l lat ion faci l ity in Jui l lac for the 2018 
ha r ves t  i s  a n  ex a mple  thereof .  Ju i l l a c 
i s  the f i r s t  cornerstone of  the ambit ious 
investment programme that wi l l  cover a l l 
Cognac sites by 2024. Key to our strategic 
v i s ion,  ou r  env i ron ment a l  com m it ment  
to responsible and sustainable v it iculture 
that respects our terroi rs is intensi f y ing. 
The H igh Env i ronmenta l  Va lue (H V E) 
cer t i f ic a t ion  chosen by  the  House  a nd 
i t s  A l l i a n c e  F i n e  C h a m p a g n e  ( A F C ) 
C ooperat ive i n 2012 i s  now recogn ised 
by the ent i re  C ognac d iv i s ion.

As such, 94% of v ineyard areas supply ing 
the House have committed to the approach 
( level 1) and 42% have HVE cer t i f icat ion 
( level  3 ).  The moment um ha s increa sed 
s i nc e  8 8  ne w  w i ne g r o wer s  h av e  b e en 
rewa rded  du r i n g  the  second ceremony 
of  the  “C ent au rs  of  the  E nv i ron ment”. 
L a st ly,  i n  the Poitou-Charentes  reg ion, 
more than 94% of  H V E -cer t i f ied farms 
have  pa r t nered  w i th  the  A FC a nd  the 
House of  Rémy M ar t in.

T H E  H O U S E  O F 
R É M Y   M A R T I N

8 5 1 . 9 M € 2 7 . 7 % 
R e v e n u e  o f  t h e  H o u s e  
of  Rémy M ar t in

Current operating margin of 
the House of Rémy Mart in

The House of  Rémy Martin 

confirmed its  buoyant 

momentum in 2018/2019.



Rémy Mart in has recorded a record year, 
tha n ks  to  the  rema rkable  per for ma nce  
of  i t s  super ior  qua l i t ies ,  i n  par t icu la r, 
C lub a nd XO.  A sia ,  A f r ic a  a nd Travel 
Ret a i l  were  the  most  dy nam ic  reg ions , 
wh i le  the brand ha s cont inued to g row 
i n  i t s  key  ma rket s ,  such a s  the  Un ited 
States  and Europe. 

These strong results support the acceleration 
of  the  va lue  s t ra t eg y  a nd the  i ncrea se 
in communicat ion investments .  The XO 
qua l i t y  wa s the  spearhead of  th i s  plan  
to conquer the markets. Several init iat ives 
have  suppor t ed  th i s  f l a g sh ip  pro duc t : 
the par tnersh ip w ith chocolat ier  P ier re 
M arcol in i ,  the rol l-out  of  the “Opu lence 
Table” in many channels, and the decanter 
p e r s o n a l i s a t i o n  i n i t i a t i v e s ,  w h i c h  
a re  ver y popu lar  dur ing the Chr i stma s 
a n d  C h i n e s e  N e w  Ye a r  c e l e b r a t i o n s .  
The 1738 Accord Royal cognac cont inued 
t o  b o o m  i n  t h e  U n i t e d  S t a t e s  w i t h  
the “Producer Ser ies”  plat form focused  
on music, but also in Western Europe where 
its fan base is growing. A communicat ion 
campaign was implemented in the United 
K i n g d o m  w i t h  d i g i t a l  a c t i v a t i o n  a n d  
a poster campaign, helping to st rengthen 
brand awareness . 
In A sia ,  C lub (the “8 -faceted product” ) 
continued to expand in Singapore, Malaysia 
and especially in China, where e-commerce 
has offered multiple opportunities to reach 
new c l ient s  i n  the most  remote reg ions 
L a s t l y ,  2 0 1 8 / 2 0 1 9  w a s  m a r k e d  b y  
t he  l a u nc h  o f  a  l i m i t e d  s er i e s  a r ou nd 
VSOP i n  col l abora t ion  w ith  A mer ic a n 
a r t i s t  M a t t  W.  M o o r e ,  k n o w n  f o r 

h i s  s t y l e ,  “v e c t o r f u n k ”:  a n  e x t e n s i v e  
e co - s y s t em combi n i n g  merch a nd i s i n g ,  
v i ra l  operat ions ,  an aug mented rea l i t y 
s m a t p h o n e  a p p ,  a n d  p a r t i c i p a t i o n  i n 
l i festyle events l ike Art Basel or Shanghai 
Design Week. This init iat ive has breathed 
new l i fe into the Rémy Mart in brand and 
cont inues to rejuvenate its customer base. 

T h e  y e a r  2 01 9 / 2 0 2 0  w i l l  b r i n g  m a n y 
project s ,  i nc lud ing the launch of  a  new 
com mu n ic a t ion  pla t for m to  s t reng then 
the s ing u lar it y  of  Rémy M ar t in cognac 
among except iona l  cognacs . 

L I M I T E D  E D I T I O N  V S O P  
W I T H  T H E  A R T I S T  M A T T  W . M O O R E

_ R É M Y   M A R T I N

R
É
M
Y
 
C
O
I
N
T
R
E
A
U
 
_
 
A
N
N
U
A
L
 
R
E
P
O
R
T

59



At Louis XIII, t ime is essent ia l. It is our 
key ingredient. 

E a c h  m o m e n t  c a r r i e s  t h e  p r o m i s e  
o f  p er p e t u a l  mo v ement ,  c onc ent r a t e d  
on the heritage of the past, the experience 
of the present, and the preparat ion for the 

future.

With each moment, the Cel lar 
Master watches over the treasure 
of very old eaux-de-vie transmitted 
by his predecessors, prepares 
L ouis X III w ith a blend that 
has achieved a perfect balance, 
and sets aside exceptional eaux-

de-v ie for the next generat ions of Cel lar 
M asters .  Th is project ion of  t ime makes 
Louis XIII unique.

This status of a t imeless icon, which has 
enabled it  to record remarkable resu lt s 
i n  2 018 / 2 01 9  a l o n g  w i t h  a  b a l a n c e d 
i nt er na t iona l  d i s t r ibut ion ,  i s  the  f r u i t  
of a client-oriented strategy. At Louis XIII,  
we place the client at the heart of everything 
we do, str iv ing to provide him or her with 
the best exper iences.

In February 2019, Louis XIII integrated 
NFC technology into its decanter to g ive 
c l ient s  exc lusive access  to  a  pr iv i leged 
world. 

First presented in its boutiques, then made 
avai lable to a l l  markets, each connected 
decanter wi l l connect cl ients d irectly v ia 
their smartphone to “LOUIS XIII Society”: 
a pr ivate club where members wi l l benef it 
from exclusive content, unique experiences 
and customised serv ices.

It is a lso the brand's approach regarding  
its worldwide retai l strategy. The opening 
of its own boutiques (in China and London) 
enables Louis XIII to inspire and surprise 
its clients with increasingly innovative and 
meaningful experiences, without forgetting 
the creat ion of pop-up stores.

Innovation goes hand-in-hand with heritage. 
Knowing how to draw inspiration from the 
past to innovate. With this in mind, and  
as part of the Black Pearl col lection, Louis 
X III  ha s  i nt roduced an u nprecedented 
limited edition created by Maison Baccarat. 
Named BLACK PEARL AHD, in tr ibute 
to A ndré Hér iard Dubreui l,  th is 350 ml 
decanter made of steel-coloured cr ysta l  
is produced in a numbered edit ion of 1,498 
decanters. Its precious liquid is drawn from 
a single tierçon carefully hidden deep inside 
the André Hériard Dubreui l cel lar: cooler, 
darker and damper than the other cel lars.

Surprising our clients also means continuing 
to share the unique history of the ar t ist ic 
“100 years” project with Pharrell Williams: 
an or ig inal piece of music that wi l l only 
b e  r e le a s e d  i n  10 0  ye a r s .  The  pr o je c t  
is related to environmental chal lenges and 

the repercussions of global warming. “100 
YEARS ”, a new song by Pharrell Williams 
to be released in 2117 only # i fwecare.

Driven by this long-term vision, Louis XIII 
s t r i ve s ,  a b ove  a l l ,  t o  o f f e r  i t s  c l i ent s 
i n c r e a s i n g l y  s u r p r i s i n g  e x p e r i e n c e s 
ref lect ing its pioneer ing approach, which 
it has embraced since 1874.

This timeless icon recorded 

remarkable results  

in 2018/2019,  

as well as balanced 

international sales. 

_ L O U I S  X I I I
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The brands of the Liqueurs & Spirits division 
recorded organic sa les grow th of +4.0% 
over the year,  w ith s t rong accelerat ion  
in the second ha l f  of the year. 

B o l s t e r e d  b y  t he i r  d i v e r s i t y,  o u r  t e n 
brands are continuing their move upmarket  
a n d  i n t e r n a t i o n a l  g r o w t h :  C o i n t r e a u  
as a benchmark in it s  categor y, Metaxa 
with the success of its “12 Stars” campaign, 
Sa int-Rémy brandy with it s  XO qua l it y, 
and Mount Gay rum with it s  sh i f t  away 
from its entry-level qualit ies. The Botanist 
h a s  e s t a b l i s he d  i t s e l f  a s  a  mu s t -h av e  
in cockta i l  bars around the world,  whi le 
o u r  S c o t t i s h  s i n g l e  m a l t s  h av e  m a d e  
a prominent entrance on the Asian market, 
w i th  Por t  C ha r lot t e  a s  the  spea rhea d .  
As for the young West land and Domaine  
de s  H a ut e s  G l a c e s  br a nd s ,  t he y  h av e 
a l r e a d y  d i s t i n g u i s h e d  t h e m s e l v e s  
by receiving medals at various competitions 
b u t  a r e  t a k i n g  t h e i r  t i m e  t o  p r e p a r e  
for the future.

L I Q U E U R S 
A N D  S P I R I T S 

These successes were driven by signif icant 
investments in communicat ion to suppor t 
the move upmarket of the di fferent brands 
and to create international brand awareness. 
A s  s u c h ,  C o i n t r e a u 
h a s  b e n e f i t e d  f r o m  
the international “The Art 
of the Mix” campaign and 
the campaign celebrating 
the 70 th anniversar y of 
t h e  M a r g a r i t a  i n  t h e 
United States.  Metaxa 
launched the second opus of  i t s  “Don’t 
dr ink it , explore it” campaign for its 130 th 
anniversary, driven by two new explorers. 
St-Rémy’s digital communication campaign 
enjoyed notable success in Canada, whereas 
that  of  Por t  Charlot te,  “We A re Is lay”,  
was crowned with real commercial success. 

1 4 . 0 % 
Current  operat ing marg in 
of  the  L iqueu r s  & Spi r i t s 
d iv i s ion

The increase  

in communication 

investments,  started two 

years ago,  is  beginning  

to show results . 

276.6M€
R evenue  of  the  L iqueu r s 
& Spi r i t s  d iv i s ion
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The C oi nt reau  bra nd i s  cont i nu i ng  i t s 
ambit ion to become the leader of cocktai l 
cu lture. Its organolept ic qual it ies and its 
abi l ity to enhance other ingredients make 
i t  the essent ia l  foundat ion of  m i xolog y. 
 
In the second half of 2018/2019, the brand 
reaped the benef it s  of  the Art  o f  th e  Mi x 
campa ign launched i n  M arch 2018 and  
o f  t h e  7 0 t h  a n n i v e r s a r y  c e l e b r a t i o n  
of  the M argar it a  cockta i l .  Th is  g row th 
wa s  ver y  s t rong i n  i t s  lea d i ng market , 
the United States ,  and in i t s  t rad it iona l 
market, the United K ingdom, as wel l as in 
emerging markets l ike Russia and China.

Among the year's highlights was the limited 
ed it ion,  “Orange” bot t le ,  created by the 
Design Laboratory of Central Saint Martins 
S chool  i n  L ondon,  a s  wel l  a s  t wo new 
cocktail creation tools on the cointreau.com  

_ C O I N T R E A U

_ S T - R É M Y 

St-Rémy benefited from its new presentation, 
new products and communication campaigns 
to  consol idate  i t s  nu mber-one  pos i t ion 
a m o n g  F r e n c h  b r a n d i e s  –  e s p e c i a l l y  
i n  Nor t h  A mer ic a ,  R u s s i a  a nd  Tr ave l 
Retail. We can also highlight strong results  
in some countries throughout Asia, Africa 
and the M idd le  E a st . 

The  XO qua l i t y  recorded  double -d i g i t 
growth, perfectly in l ine with the brand's 
s t rateg y to move upmarket .  The launch  
of the f irst limited edition, St-Rémy French 
Chardonnay C a sk Fin i sh,  suppor t s  th i s 
s t rateg y of  excel lence. 

Depending on the markets, d i f ferent iated 
d ig i t a l  com municat ion campa igns  have 
been successful ly developed: “What Good 
Friends Are Made Of " in Canada, “Friends 
Forever”  i n  Russ ia  and “10 0 % French 
From Grapes  To B ot t le”  i n  the  Un ited 
States .  The brand has a l so st reng thened 
i t s  presence on socia l  med ia . 

Dur ing 2019/2020,  St-Rémy XO’s share 
o f  t he  br a nd's  over a l l  r evenue  shou ld 
increase even fur ther,  whereas the C ask 
Fin i sh range w i l l  of fer  new d iscover ies 
for  con noi s seu r s  i nt eres t e d  i n  l i m i t e d 
ed it ions .

w e b s i t e :  t h e  “c o c k t a i l  m a t c h e r ”  a n d 
the “cockta i l  f i nder”.  A mer ican act ress 
G w y n e t h  P a l t r o w  a l s o  p a r t i c i p a t e d  
i n the M argar it a’s  ann iversar y.  To mark 
the occa sion,  she broadca sted a  t utor ia l 
on prepar ing the icon ic  cockta i l  to  her 
fol lowers .

For i t s  170 th ann iversar y in 2019/2020, 
the brand wi l l pay tr ibute to great classic 
cocktails through “Le Cocktail Show”. This 
360° act ivat ion wi l l feature the Cointreau 
Fi zz ,  the  M argar i t a ,  the  C osmopol i t an 
a n d  t h e  S i d e c a r,  f r o m  c o c k t a i l  b a r s  
to retai l outlets, including on social media. 

L I M I T E D  E D I T I O N  S T - R É M Y 
F R E N C H  C H A R D O N N A Y  C A S K  F I N I S H
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2018 has been a crucial year for Metaxa, which 
celebrated its 130th anniversary. To honour  
its her itage, Cel lar Master Constant inos 
Raptis created 130 limited edition decanters 
of its most precious elixir: Metaxa AEN Cask 
No. 2 - Despina. The word AEN translates  
to “forever” in Greek, celebrating the essence 
at the heart of Metaxa in its purest form.

In May 2018 in Athens, a press conference 
unveiled the brand’s f irst global campaign 
focused on the subject of exploration, featuring 
South African explorer Mike Horn, as well 
as the French free-diving world champion 
Guillaume Nery and British adventurer Laura 
Bingham. They are perfect examples of the 
Metaxa signature: Don’t drink it, explore it.

Metaxa continued its global expansion with 
the launch of Metaxa 12 Stars in Spain  
and France, as well as in Dubai, in the major 
cities of China and the United States, and  
the best bars of New York, Dallas, Miami  
and San Francisco.

The brand has also strengthened its presence  
in the world of mixology by establ ishing  
a unique partnership with the world-famous 
Athens bar, The Clumsies, and by organising 
the Explore Greece event. A team comprised  
of the best international barmen (including 
Vasilis Kyritsis and Nikos Bakoulis of The 
Clumsies, and Leo Robitschek of the NoMad 
Bar in New York) sailed through the Cyclades, 
stopping at three iconic islands: Mykonos, 
Paros and Antiparos. At each stop, the barmen 
revealed an exclusive cocktail made with Metaxa 
12 Stars, inspired by the wonders of Greece.

To support these initiatives, Metaxa has taken 
a strong digital approach with the launch  
of a new website, coverage of the Explore Greece 
event, and the roll-out of the new campaign 
(embodied by its three explorers) on social media.

In 2019/2020, Metaxa will continue its strategy 
by offering new cocktail recipes and organising 
the second edition of Explore Greece, which will 
sail south towards Crete.

A s ex pected,  the brand's  volumes were 
dow n i n  2018 / 2019 compared w ith la s t 
year,  i n  l i ne  w ith our foreca st s ,  a s  the 
br a nd ’s  move  upm a rke t  i s  u nder  way.  
For  example,  the  dec i s ion to  w ithd raw 
Mount Gay Si lver rum from al l markets – 
except the Caribbean – and to concentrate 
o n h i g h e r - e n d  p r o d u c t s  h a s  a f f e c t e d 
g loba l  r e su l t s .  However,  th i s  s t ra t eg y 
should guarantee the brand's success and 
prof it abi l i t y  i n  the med ium term.
 
The launch of the Time Well Spent campaign 
on socia l  med ia and in the key markets 
–  Un i t ed  St a t es ,  Un i t ed  K i n gdom a nd 
Barba dos  – ,  combi ned w ith  the  l aunch 
of  the  XO The Peat  Smoke Ex press ion 
l i m ited  ed i t ion,  ha s  enabled the  brand  
to  i ncrea se i t s  v i s ibi l i t y  and reputat ion 
l i k e  n e v e r  b e f o r e .  T h e  o r g a n i s a t i o n  

of  t a st ings has a l so played an i mpor tant 
role among high-end spir its connoisseurs.
 
Among its CSR init iatives, Mount Gay has 
completed the f i r s t  pha se of  solar  panel 
i nst a l la t ion at  the Sa int  Lucy d i s t i l ler y 
and has enhanced the estate's biodiversity 
b y  p l a n t i n g  t r e e s  a n d  i n s t a l l i n g  ne w 
beeh ives .
 
2019/2020 will be a key year for Mount Gay: 
the brand wi l l undergo reposit ioning with 
new packaging and a new communicat ion 
campaign targeting the increasing number 
of  except iona l  r um connoisseurs . 

_ M E T A X A

_ M O U N T   G A Y

M E T A X A  A E N  C A S K  N ° 2  -  D E S P I N A

Mount Gay is continuing its move upmarket  
and aims to gain popularity among connoisseurs  
of exceptional rums.

L I M I T E D  E D I T I O N 
M O U N T  G A Y  X O : 
T H E  P E A K  S M O K E 
E X P R E S S I O N

R
É
M
Y
 
C
O
I
N
T
R
E
A
U
 
_
 
A
N
N
U
A
L
 
R
E
P
O
R
T

67



Once a ga i n,  the  Bot an i s t  ha s  recorded 
one of the best performances in the h igh-
end ar t i sana l  g in categor y.

In 2018/2019, the launch of the 
new #BeTheBotanist campaign 
i n  the  world ’s  major  c i t ies 
wa s the ma in d r iver  of  the 
brand ’s remarkable grow th. 
The  c a mp a i g n  encou r a g e s 

c l ient s  to  “un lea sh thei r  i nner fora ger” 
a n d  t o  d e v e l o p  s i n g u l a r  a n d  u n i q u e 
cockta i ls on thei r own by combining The 
Botan ist  w ith herbs they have fora ged. 
T h e s e  i n i t i a t i v e s ,  c o mb i n e d  w i t h  t h e 
development of  the brand ’s  v i s ibi l i t y  i n 
bars, clubs and restaurants, have boosted 
brand awareness .

In 2019/2020, The Botanist w i l l  cont inue 
to sur pr i se  us  through a ser ies  of  shor t 
f i lms:  “W i ld – A State  of  M ind ”.

The Botanist  becomes

 the benchmark 

for exceptional  gins.

_ T H E  B O T A N I S T
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Created two years ago, the whisky division 
comprises f ive single malts that share the 
same values of provenance and excel lence: 
Bruichladdich, Port Charlot te, Octomore 
(t h e  t h r e e  b r a n d s  o f  t h e  P r o g r e s s i v e 
Hebr idean Dist i l lers on the Isle of  Is lay, 
Scotland), as wel l as Domaine des Hautes 
Glaces ,  a  fa rm d ist i l ler y in the French 
Alps, and Westland, a dist i l lery in Seattle, 
i n  the United States .

O vera l l ,  th i s  d iv i s ion recorded another 
y e a r  o f  d o u b l e - d i g i t  g r o w t h ,  d r i v e n  
by the success of  the new Por t  Charlot te 
bot t le  and the prest ig ious l i m ited ser ies 
of  Octomore,  the  world's  most  heav i ly 
peated  s i ng le  ma lt .  The  for mer  reaped  
the  rewa rd s  of  a  bold  v i ra l  c a mpa i g n,  
“ W e  A r e  I s l a y ” ,  w h i l e  t h e  l a t t e r  
i s  b e n e f i t i n g  f r o m  t h e  d e v e l o p m e n t  
of  i t s  pr ivate  on l ine sa les  pol icy a i med 
at  wel l-i n formed connoisseurs . 

W H I S K I E S

Although our Scottish whiskies are thriving 
in thei r  t rad it iona l  markets  (A mer ica s , 
United K ingdom, France, etc.), they have 
a lso made impor tant inroads in Asia and 
the nor thern count r ies . 

The  you n g  Wes t l a nd  d i s t i l l er y,  wh ich 
combines cr it ical and commercial success, 
cont inues to  g row in the United States 
and i s  prepa r i ng to  ex por t  some of  i t s 
product ion.

L a s t l y ,  D o m a i n e  d e s  H a u t e  G l a c e s  
i s  t a k i n g  t he  t i me  t o  pr ep a r e  fo r  t he 
f ut ure by bu i ld ing up stocks .

The singularity  of  our  whiskies  
is  increasingly  sought  after , including  
by Asian cl ients.
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Our por t fol io  of  Progressive Hebr idean 
Dist i l lers  (PHD) s ingle  ma lt s  recorded 
a no t her  y e a r  o f  doub le - d i g i t  g r o w t h . 
This performance is due to the cont inued 
success  of  our core products  i n  our key 
markets, combined with a winning strategy 
to move upmarket ,  in par t icu lar through 
except iona l  l i m ited ed it ions .  Moreover, 
new grow th dr ivers have been developed 
in emerg ing markets in Asia and in other 
S c a nd i nav i a n  cou nt r ie s .  Add i t iona l ly, 
the  development  of  E -Ret a i l ,  t a rget i ng 
a  c u s t omer  b a s e  o f  h i gh l y  dem a nd i n g 

con noi s seu r s ,  a l so  cont r ibut e d  t o  th i s 
excel lent  year.

Although Bruichladdich perfectly achieved 
i t s  t a r g e t s ,  t h e y  w e r e  f a r  e x c e e d e d  
by Octomore’sprest igious l imited edit ions 
and,  above a l l ,  by Por t  Charlot te,  whose 
rebi r th wa s a  t r ue success:  new f lavour, 
n e w  p a c k a g i n g ,  n e w  p o s i t i o n i n g  a n d 
ne w  “ We  A r e  I s l ay ”  c a mp a i g n .  The s e 
changes enjoyed excel lent media coverage  
a n d  w e r e  c r o w n e d  w i t h  t h r e e  m a j o r 
awards ,  i nc lud i ng a  double  gold  meda l 

Driven by the “ We Are Islay ” campaign, 
Port  Charlotte  experienced exceptional 
growth in  2018/2019. 

N E W  P A C K A G I N G  
F O R  P O R T  C H A R L O T T E  S I N G L E
M A L T  S C O T C H  W H I S K Y

_ P R O G R E S S I V E  H E B R I D E A N  D I S T I L L E R S

at  the 2018 San Franci sco World Spi r it s 
C ompet it ion.
 
H i g h l y  i n v o l v e d  i n  s a f e g u a r d i n g  
the Is lay ecosystem, PHD i mplemented 
several env ironmental in it iat ives in 2018, 
i nc lud ing:  plant ing 4,0 0 0 t rees;  habit at 
c o n s e r v a t i o n  p r o j e c t s  w i t h  t h e  I s l a y 
Natura l Histor y Trust ,  loca l  landowners 
and the Is lay pol l i nator  project ;  a  s t udy 
t o  d e v e l o p  g r e e n  e n e r g y  s o l u t i o n s ,  
and the acquisition of two electric vehicles.
 

The st rong grow th target  remains intact 
for  2019/2020.  Br u ich ladd ich w i l l  focus 
on Classic Ladd ie whi le t apping into the 
poss ibi l i t ies  of  the  Ba rley  E x plorat ion 
ra nge  a nd the  R a re  C a sk ser ies  i n  the 
l u x u r y  s e g m e n t .  Po r t  C h a r l o t t e  w i l l 
cont inue to rol l  out it s new range around 
t he  “ We A r e  I s l ay”  c a mp a i g n .  L a s t l y, 
Octomore w i l l  ma inta in i t s  course w ith 
the launch of  the 10 ser ies .
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The spearhea d of  the  emerg i ng market 
of  A mer ican s ingle  ma lt s ,  the West land 
Dist i l ler y ha s enjoyed a wonder f u l  year 
of  recogn it ion.  Backed by rave rev iews 
i n  t h e  A m e r i c a n  t r a d e  p r e s s ,  i t  a l s o 
received severa l  awards ,  i nc lud ing that 
of  “M a ster  Dist i l ler  of  the year”  for  i t s 
co -fou nder  M at t  Hof ma n n a t  the  2018 
Icons of  Whiskey Awards . 

D u r i n g  t h e  y e a r ,  We s t l a n d  o f f e r e d  
high-prof i le l imited edit ions, in particular 
the 1083 ver y peat y bot t les of Peat Week 
and the ex traord inar y Garr yana. Named 
“A m e r i c a n  s i n g l e  m a l t  o f  t h e  y e a r ” ,  
th i s  except iona l  wh isky i s  a ged in loca l 
o a k  c a s k s ,  G a r r y  O a k ;  t he  d i s t i l l e r y  
i s  a c t ive ly  i nvolved  i n  repla nt i n g  new 
oak sapl ings . 

S i nc e  i t s  c r e a t i o n  b y  Fr é d é r i c  R e v o l  
i n  2 0 0 9,  t he  f a r m  d i s t i l l e r y  D om a i ne  
des Hautes Glaces has produced exceptional 
s i n g le  m a l t  wh i sk ie s  f rom the  Tr ièves 
Mounta ins at  an a lt i t ude of  90 0 met res 
deep within the French Alps. The creat ion 
o f  t h e s e  w h i s k i e s  a d h e r e s  t o  a  v e r y 
st r ict susta inable development approach: 
cer t i f ied organic,  they are manufactured 
in a  t rad it iona l  and authent ic  way f rom 
va r iou s  g ra i n s  ( b a r ley,  r ye ,  sp e l t  a nd 
hu l l- less  oat s),  us ing ma in ly renewable 
and loca l  energ ies .

By using grains grown under different alpine 
climates and processed on-site in old Charentes 
s t i l l s ,  the  Doma i ne  des  Hautes  Glaces  
produces a range of  s ingle ma lt  whisk ies 
with the greatest respect for terroir, people 

and t ime. Rely ing on a reinterpretat ion of 
local savoir-faire to promote the aromat ic 
d ist inct iveness of a lpine 
m o u n t a i n  g r a i n s ,  t h e 
Domaine des Hautes Glaces  
e x p lor e s  i t s  t e r r o i r  by 
o f f e r i n g  s i n g l e  m a l t 
whiskies with unrival led 
f l a v o u r.  T h e  e l e g a n c e 
of  the  bot t le  –  a t  once 
min i ma l i s t  and contemporar y – ref lect s  
the int r icate  relat ionsh ip bet ween pa st ,  
p r e s e n t  a n d  f u t u r e ;  b e t w e e n  r e s p e c t  
for t rad it ion and boldness of innovat ion.

The notion of  terroir 

has never been taken  

so far for a single malt 

as  with Domaine  

des Hautes Glaces.

In terms of responsible economy, Westland 
has a l so t aken a major in it iat ive to l i m it 
80% of its water consumption by instal l ing 
a  cool ing tower in the d i s t i l ler y.

Excit i ng prospect s  appear  to  l ie  ahead 
for  2019/2020.  In the United States ,  the 
brand i s  expected to cont inue it s  grow th 
i n  s e l e c t i v e  d i s t r i b u t i o n .  A b o v e  a l l , 
West land w i l l  beg in to  ex por t  to  other 
m a jor  s i n g le  m a l t  m a rke t s  a rou nd  the 
world to become the American benchmark 
among in formed connoisseurs .

_  D O M A I N E  
D E S  H A U T E S  G L A C E S

_THE WESTLAND DISTILLERY 

G A R R Y A N A ,  N A M E D  " A M E R I C A N  
S I N G L E  M A L T  O F  T H E  Y E A R  2 0 1 8 "
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T H E  M A R K E T S

The posit ive macroeconomic env ironment 
i n  t h e  U n i t e d  S t a t e s  w a s  c o n d u c i v e  
to  the spi r i t s  market ,  wh ich saw greater 
growth in value than in volume, promoting 
h i g h - e n d  b r a n d s .  I n  L a t i n  A m e r i c a ,  
our key markets are showing high potential: 
B a r b a do s ,  Po r t o  R i c o  a n d  e s p e c i a l l y 
M e x ic o ,  wher e  we  h ave  s i g ne d  a  ne w 
d ist r ibut ion agreement .  That of  Canada , 
a  promising market ,  ha s  been renewed.
 
C ognac cont inues to  enjoy ver y posit ive 
m o m e n t u m ,  d r i v e n  b y  t h e  s e l e c t i v e 
distribution of Louis XIII and the marketing 
programmes of Remy Mart in VSOP, 1738 
and XO. C oint reau ha s ex per ienced an 
except ional year, conf irming the strategy 
i mplemented through the Art  o f  th e  Mi x 
campa ign.
 
Our Whisky por t fol io cont inues to grow 
in select ive d i s t r ibut ion,  w ith West land 
i n  t he  l e a d  o f  A mer ic a n  S i n g le  M a l t s 
and Por t  Charlot te  10 Year Old ranked 
fourth best whisky by Whiskey Advocate.  
The  B ot a n i s t  i s  cont i nu i ng  to  g row a t  
a rapid pace and our targets remain h igh 
for  the development of  th i s  except iona l 
gin. Lastly, Metaxa 12 Stars was launched 
in four key c it ies  i n  Febr uar y 2019 and  
is already showing its potential in cocktai l 
bars .
 
In 2019/2020, the prospect of a cont inued 
move upma rket  suppor t s  ou r  opt i m i sm 
for  another year of  sol id g row th. 

In 2018/2019, the downturn in the Europe, 
M idd le East and A fr ica reg ion was due 
pr imar i ly to changes in the d istr ibut ion 
network in several countries (Spain, Italy 
and Germany, to name a few). Most of the 
other markets recorded a good year, such 
as Russia, the United Kingdom, France and 
Switzerland. Africa and the Middle East 
also conf irmed their strong potential in the 
medium term, in part icular with excel lent 
results in South Afr ica, Niger ia and the 
United Arab Emirates during the year. 

Rémy Martin has continued its world tour 
with its pop-up Houses to educate cl ients 
and give them an opportunity to taste our 
signature cocktai ls: in the EMEA region, a 
"Rémy Martin House" was opened in Moscow 
in October 2018 and in London for the third 
time, this time with a permanent address in 
the Bibendum building, in collaboration with 
Michelin-star French chef Claude Bosi. Still 
in London, Louis XIII opened a permanent 
store in Harrods, its third address after its 
two Chinese stores, and Cointreau launched 
its new "The Art of the Mix" campaign there. 
Metaxa introduced the second opus in its 
"Don't drink it, Explore it" campaign in its 
main markets in Central Europe, and The 
Botanist launched invitat ions to forage in 
Berl in, Dubai, London and Paris as part 
of its #BeTheBotanist campaign. 

The d ist r ibut ion net work in the EM EA 
region will continue to evolve in 2019/2020. 
Nevertheless, we will strengthen investments 
in our main markets.

Rémy Cointreau has benef ited from strong 
growth in cognac sales across Asia, whi le 
w inn ing market share in most countr ies . 
L ou i s  X III  ha s  a ch ieved a  rema rkable 
y e a r  t h a n k s  t o  t he  g r o w t h  i n  pr i v a t e 
cl ient sales, especial ly in South-East Asia, 
wh ich i s  undergoing rapid development .  
R émy M a r t i n  ha s  a l so  recorded  sha r p 
increases in China (especially in restaurants, 
bars  and karaoke bars),  Singapore and 
Indonesia .  Rémy Mar t in Club conf i rmed 
the excellent performance already achieved 
in prev ious years .

O u r  w h i s k i e s  a r e  a l s o  e x p e r i e n c i n g 
major growth: in 2018, the Greater China 
reg ion  bec a me the  f i r s t  g loba l  ma rket 
f o r  P r o g r e s s i v e  H eb r i de a n  D i s t i l l e r s 
( PH D)  s i n g l e  m a l t s ,  a n d  t h e  l a u n c h  
of  Por t  Charlot te  10 Year Old i s  a l ready 
a  s u c c e s s .  L a s t l y,  i t  i s  w o r t h  n o t i n g  
t he  g r o w t h  i n  C o i nt r e a u  s a le s  a c r o s s  
the entire China and the launch of Metaxa 
i n  s o m e  m a j o r  C h i n e s e  c i t i e s ,  w h i c h 
suppor t the d iversi f icat ion of our spi r it s 
i n th i s  market  long ded icated to cognac. 

In Malaysia, the opening of a distr ibut ion 
subsidiary since October 2017 has proved 
to be a winning strategy, whi le in Japan, 
Rémy Cointreau is resuming double-d ig it 
g row th. 

For 2019/2020, investments in communication 
and distr ibution structure, combined with 
s t r uc t u ra l ly  prom i s i n g  ma rket  t rend s , 
s h o u l d  c o n t i nu e  t o  b o o s t  t h e  g r o w t h  
of  our except iona l  spi r i t s . 

In 2018, the Travel Retail market continued 
i t s  s t ron g  g row th,  w i th  a  7% i ncrea se  
i n  the number of  t ravel lers .  Favourable 
market conditions and sustained investments 
l e d  t o  a  n e w  y e a r  o f  h e a l t h y  g r o w t h  
for  the Group. 

This short circuit a l lows us to be in direct 
c o n t a c t  w i t h  o u r  c l i e n t s  a n d  t he r eb y 
educate them on our except iona l  spi r it s . 
A s  s u c h ,  w e  h a v e  d e v e l o p e d  v a r i o u s 
events  for  each of  our brands:  t a st ings , 
cockt a i l  demonst rat ions ,  pop-up s tores 
a n d  o r i g i n a l  f e a t u r e s  i n  t h e  l a r g e s t 
i nternat iona l  a i r por t s . 

I n  A s i a ,  Tr ave l  R e t a i l  r e s u l t s  r e f l e c t 
do me s t i c  m a r ke t  t r en d s ,  p a r t i c u l a r l y  
for cognac, which is experiencing a strong 
i ncre a se  i n  dem a nd .  I n  the  S i n gapore 
a nd  Hon g  K on g  a i r p or t s ,  P rog res s ive 
Hebr idean Dist i l lers  (PDH) single  ma lt 
s a le s  a nd  The  B ot a n i s t  g i n  s a le s  have 
t a ken  of f .  I n  a dd i t ion ,  we  h ave  not e d 
rapid g row th in in-f l i ght  sa les .

I n  E u r o p e ,  t h e  e n v i r o n m e n t  i s  m o r e 
m i t i g a t e d ,  w h e r e a s  i n  t h e  A m e r i c a s ,  
t h e  d e m a n d  f o r  h i g h - e n d  c o g n a c s  
is dynamic and the Cointreau act ivat ions 
have pa id of f .

For  2 019 / 2 0 2 0 ,  we  e x p e c t  t he  m a rke t  
t o  r e m a i n  b u o y a n t ,  d r i v e n  b y  t h e 
cont i nuous  g row th i n  Ch i nese  tou r i sm 
and the appreciat ion of  the y uan. 

_ A M E R I C A S _ A S I E  P A C I F I Q U E _  T R A V E L  R E T A I L
_ EUROPE, MIDDLE EAST  
AND AFRICA
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Rémy C oint reau's  C SR st rateg y i s  f u l ly  a l igned w ith 
the United Nat ions Susta inable  Developement G oa ls 
(SD G) a nd  g rou nded  i n  th ree  m a jor  com m it ment s : 
preserving Terroirs, committing to People and respecting 
the va lue of  Ti me.  Wherever i t s  Houses operate,  they 
work in c lose col laborat ion w ith the Group's  par tners 
and suppl iers  to  reduce thei r  env i ronmenta l  i mpact .

CORPORATE 
SOCIAL 
RESPONSIBILITY



C S R  G O V E R N A N C E 
A N D  S T R A T E G Y

T o  u n d e r s t a n d  t h e  s e c r e t  b e h i n d  
R émy C oi nt reau's  exce l lence ,  we  must 
focus on what  elevates  i t :  the qua l i t y  of 
i t s  spi r i t s ,  nat ura l ly,  but  a l so the va lues 
rooted in the Group's DNA. Over the last 
few years,  the internat iona l env i ronment 
has on ly conf i rmed and st rengthened the 
conv ict ions of  Rémy C oint reau,  a l ready 
highly committed to environmental, corporate 
a nd soc i a l  respons ibi l i t y.  The  Group's 
CSR pol icy plays a uni fy ing role and can 
be summar ised a s  fol lows:  "To do th ings 
right, do the right thing". That is why Rémy 
C oint reau has decided to express —w ith 
even more strength and singular ity — the 
va lues s t r uct ur ing i t  s ince i t s  i ncept ion.  
Its signature. "Terroirs, People and Time", 
denotes  the  th ree  pi l l a rs  under pi nn i ng 
i t s  fou nd at ion .  They  echo  the  G roup's 
major  C SR cha l lenges ,  i nspi red by the 
Susta inable Development Goa ls  (SDGs) 

def i ne d  by  the  Un i t e d  Nat ion s .  These 
17 goa ls  character i se  Rémy C oint reau's 
focus .  They  ref lec t  i t s  C SR a mbi t ions  
by incorporating challenges such as climate 
change and sust a inable  a gr icu lt ure. 

A rea l  cor porate  governance tool  i n  l i ne 
w ith Rémy C oint reau's  s t r ic t  s t andards,  
a material ity analysis has been conducted. 
It s  a i m wa s to  pr ior it i se  the cha l lenges 
t o  i dent i f y  t ho s e  w i t h  a  c on s i der a b le 
i m p a c t  o n  g r o w t h ,  v a l u e  c r e a t i o n  
a nd  t he  G r oup's  c ont i nue d  e x i s t enc e , 
while taking into account the expectations  
of  a l l  s t akeholders . 
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Employee 
sat is fact ion / 
Responsible 
consumption

Water and 
eff luent 

management

Eco-design

Anti-corruption

Training 
of  teams

Responsible 
sourcing

CO 2
reduct ion

Company 
agreements

Equal 
employment 

opportunit ies

Sustainable 
agriculture

_ M A T E R I A L I T Y  M A T R I X

Responsible 
communicat ion 

and consumption

Optimal  water 
and eff luent 
management

Eco-design 
of  our products Anti-corruption

Training 
of  teams

Responsible 
sourcing pol icy

Reduced GHG 
emiss ions 

(transport)

Gender 
equal i ty

Non-discr iminat ion 
in our teams 

around the world

Sustainable 
agriculture 
(upstream)

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION

LIFE
ON LAND

LIFE
ON LAND
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The var ious cha l lenges selected form the 
bedrock of our new CSR charter developed 
this year to support the Group in continuing 
its ef for ts towards excel lence. It  i s based 
on three major goa ls:

-   Preserving our Terroirs to reveal their 
excel lence,  by encourag ing responsible 
farming methods, maintaining the terroirs’ 
speci f ic character ist ics and innovat ing 
to protect them,

-  Committing to men and women to asser t 
our s ingu lar it y by guaranteeing wel l-
being at the workplace, gender equal it y 
a nd  non- d i s c r i m i n a t ion ,  com m i t t i n g  
t o  r e s p o n s i b l e  s o u r c i n g ,  w o r k i n g 
hand-in-hand w ith loca l  communit ies ,  
and promoting the responsible consumption 
of our products by our cl ients,

-   Respecting the values of Time to create 
except iona l products whi le lead ing the 
f ight against global warming, protect ing 
w a t e r  r e s o u r c e s ,  a n d  t a k i n g  a c t i o n  
t o  r e duc e  t he  env i r on ment a l  i mp a c t  
of our act iv it ies .

R é m y  C o i n t r e a u ’ s  g o v e r n a n c e  m u s t 
ensure the integrat ion of the Group’s CSR 
approach into it s  overa l l  st rateg y, at  a l l 
leve l s  of  ma na gement ,  f rom the  B oa rd  
of Directors to the st ructures overseeing 
teams of co-workers.

Th i s  i s  v i t a l  t o  en su re  the  c re d ib i l i t y 
and rel iabi l it y of the Group’s CSR pol icy 
w i t h  r e s p e c t  t o  i t s  s t a keho lder s  –  b e 
t he y  emplo y e e s  o r  e x t e r n a l  p a r t ner s . 
Rémy C ointreau must inspi re conf idence 
i n  the  rea l i t y  of  i t s  C SR com m it ment s 

by prov ing the ef fect ive and consistent 
implementat ion of it s CSR strateg y at a l l 
levels of the company.

C S R  g o v e r n a n c e  a t  R é m y  C o i n t r e a u 
rel ies pr imar i ly on the C orporate Socia l 
Responsibi l it y (C SR) commit tee,  which 
i s  ma i n ly  respons ible  for  ensu r i ng  the 
implementation of the Group’s CSR policy. 
T he  c o m m i t t e e ’s  o t her  du t i e s  i nc lude 
compliance with commitments (UN Global 
C omp a c t  a nd  i nt er n a l  C SR ch a r t er s), 
a ssessing the act ions implemented (2020 
C SR plan),  monitor ing the dashboard of 
ind icators ,  the resu lt  of  C SR repor t ing 
verif ication audits, changes in non-financial 
ratings, and the outlook in terms of actions 
(updat ing the 2020 C SR plan).

A s  p l a y e r s  i n  t h i s  C S R  g o v e r n a n c e , 
senior execut ives on the Rémy C ointreau 
Execut ive C ommit tee have a por t ion of 
thei r var iable compensat ion index-l inked 
to CSR goals in l ine with the main SDGs 
selected (primarily SDG 6, 8, 12, 13 and15).  
As such, each Exco member becomes a true 
ambassador, for al l the Group’s employees 
worldwide, regarding a CSR indicator and 
it s improvement.

REMY COINTREAU
CHALLENGES

RISKS RELATED
TO THE CHALLENGE INDICATORS

Ensure healthy lives 
and promote well-being for all 
at all ages

Ensure inclusive 
and equitable quality education
and promote lifelong learning
opportunities for all

Achieve gender equality a
nd empower all women and girls

Ensure availability and 
sustainable management of water

Quality work and economy / 
Promote sustained economic 
growth, full and productive 
employment, and decent work

Reduce inequality within 
and among countries

Ensure sustainable consumption 
and production patterns

Combating climate change 
and its effects

Sustainable land use / Protecting, 
restoring and promoting the 
sustainable use of land ecosystems 
/ Sustainable forest management / 
Preserving biodiversity

Peace and justice: effective 
and accountable institutions

Responsible consumption 
(in-house and externally)

In-house training

Skills development

Non-discrimination 
and in-house social 
balance

Non-appeal 
of the company

Water availability 
and quality Water consumption (1)

Company's reputation

Pollution related 
to effluent waste

Rate of effluent recovery (2)

Water management 
(specific case 
of Barbados site)

Well-being
of employees

Non-appeal 
of the company

Non-appeal 
of the company

Increase in commodity 
costs

Restrictive regulatory 
and tax framework 
(Carbon tax)

Territorial impact 
(Terroirs)

Company's reputation

Company's reputation

Company’s reputation 
with clients

Company’s reputation 
with clients

Sustainable production 
of our agricultural 
commodities

Company’s reputation 
with clients

Restrictive regulatory 
and tax framework 
(prohibition)

Effective and consistent 
implementation 
of the CSR strategy 
in the company

Environmental performance
index for packaging (EPI) (1)*

Change in EPI (1)*

Rate of waste recovery (2)

Significant CO2 emissions (scope 3)(1) 

 CO2 emission reduction rate (1) 

Energy consumption (2) 
% Renewable electricity consumption (2)  
CO2 emissions related to business travel (3)

Qualitative information

% of sustainably managed agricultural 
land (1) HVE certification rate of the 
Cognac winemaking cooperative (AFC) (1)

People trained in the ethical charter (1) 
Number of alerts (2)

Exco remuneration linked to % 
of achievement of CSR targets (3)

Responsible sourcing

In-house social balance / 
International homogeneity 

Circular economy 
and reduced consumption 
of raw materials

Client information 
(labelling, recycling)

Contribution to global 
efforts (limit of 2°C) and 
company’s sustainability

Sustainable agriculture

Preserving biodiversity

Business Ethics

Governance

Qualitative informationRestrictive

Loss, deterioration 
of certain expertise

Lack of staff training 
in some countries

Absenteeism, turnover, 
occupational accidents, 
occupational health, 
alcohol consumption due 
to work stress

Supplier non-compliance 
with regulations

Company’s reputation with 
clients (boycott)

Qualitative information

% of employment of people with 
disabilities (3)

% of work-study contracts (3)

Rate of suppliers with Sedex 
membership (1) 
CSR score of suppliers (1)*

Renewal rate (1), Absenteeism (1) 
Rate of frequency and severity 
of workplace accidents (2) Average age (2)  
Seniority (2) Workforce by zone, 
activities and businesses (3)

% of employees completing at least 
one training course per yea (1)

Hours of training (2)

Ratio F/M Managers (1) 

Weighted discrepancy between 
female and male promotions (1) 
Distribution of F/M training (2)

SDG3

SDG 4

SDG5

SDG 6

SDG 8

SDG10

SDG12

SDG13

SDG15

SDG16

_  O F  T H E  1 7  S D G S ,  R É M Y  C O I N T R E A U  H A S  S E L E C T E D  
T H E  1 0  R E L A T E D  T O  I T S  M A J O R  C H A L L E N G E S :

1:  p r o g r e s s  in dic a to r s .
1*:  p r o g r e s s  in dic a to r s  in  t h e p r o c e s s o f  c r e a t io n .
2:  v ig i l a n c e in dic a to r s .
3:  m a n a g e m e n t in dic a to r s .
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P R E S E R V I N G  T E R R O I R S  T O 
R E V E A L  T H E I R  E X C E L L E N C E

Soil , cl imate, a ir , biodiversity, production methods:  
each region is  unique, and each of  i ts  characterist ics  contributes  
to  the qual ity  and uniqueness of  our  l iqueurs  and spir its .  
Wherever  our  “Maisons” are  present , they act  in  a  responsible  
and respectful  manner  and innovate to ensure the sustainabil ity  
of  the terroirs  from which they draw both character  and typicity.  
To preserve our  terroirs , we aim to ensure that  by 2024,  
100% of  the land we cult ivate is  managed in  a  responsible  
and sustainable way. 

_  E N C O U R A G I N G  R E S P O N S I B L E 
F A R M I N G  M E T H O D S

L and-ba sed work l ies  at  the root  of  Rémy C oint reau’s  ex per t i se. 
Discipline and passion come together with respect for the ecosystems 
in wh ich the Houses of  Rémy C oint reau develop thei r  products . 
A l l  around the world,  they t r y out new, more responsible farming 
methods to  preser ve the speci f ic  feat ures  of  the ter roi rs  and the 
knowledge of  excel lence that  i s  t ransmit ted across  generat ions , 
mak ing the spi r i t s  except iona l .
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Raising the profile of responsible and 
sustainable agriculture requirements 
through excellence cer tif ica tions

Training and sensitising the G roup’s 
p a r t n e r s  o n  s u s t a i n a b l e  f a r m i n g 
m e thods

Do an d infor m to engage m ore an d 
m ore par tners

In Cognac, the House of Rémy Martin has 
spanned nearly three centur ies w ithout 
gaining a single wrinkle. To preserve the 
land and v ineyards of Pet ite and Grande 
C h a m p a g n e ,  t h e  M a i s o n  e s t a b l i s h e d  
a  p a r t ner s h i p  w i t h  t he  A l l i a nc e  F i ne 
Champagne (AFC) cooperative more than 50 
years ago. Nearly 800 partners deliver their 
f inest eaux-de-vie to the Maison, al lowing 
i t  t o  con s i s t ent l y  deve lop  e xcept ion a l 
product s .  Deeply  rooted i n  i t s  t er roi r,  
it is passionately committed to sustainable 
agriculture that is more respectful of the 
Charente terroir.

To g e t h e r  w i t h  t h e  A F C  c o o p e r a t i v e ,  
the Maison has made a strong commitment 
to the development of responsible agriculture 
and the joint development of a sustainable 
supply chain in the Charente region. In 2012, 
the Rémy Martin Domaines were the f irst 
– and only – farm in the Poitou-Charentes 
region to receive High Environmental Value 
(HVE) certification. It is the highest level of 
this certif ication, supervised by the French 
Ministry of Agriculture, that rewards sound 
practices carried out on farms,focusing on 
4 topics: biodiversity, phytosanitary strategy 
fert i l isat ion and water management.

Since then, the work undertaken by Rémy Martin 
alongside the AFC has enabled the Cognac 
region to climb to third position nation-wide 
in number of HVE-certif ied farms.

Land-based work only produces valuable 
rewards over t ime. The Rémy Martin men 
and women know this al l too wel l. Since 
2014, supported by industry group BNIC  
and the Chambers of Agriculture, the House 
has been offering AFC Winegrowers trainings 
on sustainable agriculture to help move the 
region forward and ramp up the number 
of partners involved. An HVE -dedicated 
work i ng g roup t ra i ns  them to  i mprove  
the overal l impact of the farming act iv ity  
on the environment and the Charente terroir.

The House d isseminates regular rev iews  
of the High Environmental Value Agriculture 
approach. These rev iews are now shared 
with all the House’s partners – supplemented 
w ith i n for mat ion ded icated to  t ra i n i ng 
and the most  recent  H V E resu lt s  –  v ia  
the r émyspher e  le t ter.  The Group’s  C SR 
report is also shared with al l Winegrowers 
on the remysphere.com website.

To engage more par tners on the road to 
environmental excellence, the Centaur-emblem 
brand is going above and beyond, once more 
act ing as a pioneer in the region: for two 
years now, the House has been distinguishing 
newly HVE-certif ied winemakers for their 
efforts to further responsible agriculture. 
Overa l l ,  157 Winegrowers have a l ready 
been rewarded and 183 have received HVE 
cert i f icat ion.

A strong momentum has taken hold in the 
regions around this excellence certif ication. 
A s  a t  1  Ja nua r y  2019,  more  tha n  9 0%  
of  the  cer t i f ied  fa r ms  i n  Cha rente  a re 
members of the A l l iance Fine Champagne 
cooperat ive.  At  the  end of  the  Group’s 
2018/19 f inancia l  year,  42% of the land 
cu lt ivated by the House’s  par tners was 
HVE-certified, and 94% had already started 
the certif ication process. In 2018, this trend 
picked up speed: more than 200 partners 
joined the cert i f icat ion process. 

Thanks to this strong mobilisation, Nouvelle-
Aquitaine has become the leading region 
in France for responsible and sustainable 
agriculture (figures as at 1 January 2019: 
French Ministry of Agriculture and Food).

Nestled in the hear t of the French A lps, 
on  the  s lopes  o f  the  Obiou  Mou nt a i n ,  
the Domaine des Hautes Glaces has chosen 
to develop products created through a local 
development  projec t  i nvolv i ng  fa r mers  
as committed partners. The organic whisky 
brand is proud to showcase its relationship 
with the land, and encourages for example 
the rotation of crops for a better soi l l i fe 
and new balances based on the agricultural 
economy. The Domaine des Hautes Glaces  
is creat ing a “cl imat ic range” with loca l 
farmers to develop new crops of barley, rye, 
spelt, oats and organic triticale. The creation  
of this new rural supply chain for whisky offers  
a new vision for the land and its development,  
and long-term prospects for converting farms 
to organic farming practices.

-  94% of HVE-certified farms in Charente 
are Rémy Martin partners

-  42% of the land cultivated by the House’s 
partners are HVE-certified

-  As at 1 January 2019, Nouvelle-Aquitaine was 
the leading region in France for sustainable 
and responsible agriculture

(2019 figures, French Ministry of Agriculture 
and Food)
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_  I N N O V A T I N G  T O  P R E S E R V E  T H E  E S S E N C E 
O F  T E R R O I R S

In Scotland’s Isle of Islay or in the hear t of the Charente v ineyards 
i n  Fra nce,  the  Rémy C oi nt reau  t ea ms a re  cons t a nt ly  work i ng  
t o  b e t t e r  u n d e r s t a n d  t h e i r  t e r r o i r s .  T h e s e  t e r r o i r s  d e v e l o p  
i n  rhy thm w ith the chang i ng sea sons and the pa ssa ge of  t i me. 
They are the f ru it  of ancestra l pract ices,  and a lso prov ide a l iv ing 
l abora t or y  f rom wh ich  the  bes t  i s  ex t ra c t e d  w i th  the  ut mos t 
respect  for  loca l  ecosystems.

E x p l o r i n g  t h e  t e r r o i r  o f  I s l a y  t o 
g uaran te e excep tional  products Crea ting sustainable supply chains

Testin g excelle n ce viticulture  th a t 
relies on new technologies

In Scotland, Bruichladdich acquired land 
on the edges of  w i ld Is lay in 2018 .  The 
teams of the very f i rst malt whisky brand 
f rom the is land can thus make a st ronger 
commit ment  to  preser v i ng Bere Barley 
a nd  r e p l a n t i n g  d i f f e r en t ,  “ f o r g o t t en” 
var iet ies  of  barley.

At  the  end  of  2018 ,  the  House  i nv i t ed 
orga n ic  f a r mer s  a nd  re se a rcher s  f rom 
around the world to a Croft Summit, aimed 
a t  shar i ng thei r  fa r m i ng prac t ices  and 
r e f le c t i n g  on  f u t u r e  f a r m i n g  met ho d s 
with the brand's teams. This internat ional 
meeting has led to a large-scale project: the 
teams are going to plant severa l var iet ies 
o f  b a r ley  on  t e s t  p lo t s ,  w i t hout  u s i n g 
s y nthe t ic  pro duc t s ,  t o  t e s t  those  mos t 
su i t ed  to  the  i s l a nd's  t er roi r.  A s  such, 
they w i l l  develop a bet ter understand ing 
of local farming condit ions and wi l l adapt 
fa r m i n g  pra c t ices  t o  prot ec t  the  l a nd . 
Ult i mately,  the a i m i s  to  a l low the rest 
of  the  i s l and's  fa r mers  to  benef i t  f rom 
th i s  exerci se.

L i ke i t s  cousin,  the West land Dist i l ler y 
located in Seat t le is rooted in the Paci f ic 
Nor thwest  reg ion in the United States .  
The  D i s t i l ler y  i s  cu r rent ly  d i scuss i n g 
the  bes t  c rop  ro t a t ion  for  th i s  t er ro i r 
t h a t  e n j o y s  o n e  o f  t h e  b e s t  c l i m a t e s  
in the world for growing barley. It ref lects 
the d i s t inct ive character  of  th i s  reg ion, 
where Westland Disti l lery produces single 
m a l t  w h i s k i e s  w i t h  l o c a l l y  p r o d u c e d 
barley on ly.

In Spa i n,  Tun i s ia ,  Bra z i l  and Senega l , 
Cointreau has established local partnerships 
t o  en su r e  i t  i s  suppl i e d  w i t h  t he  b e s t 
qual ity oranges. The charm and character 
o f  t h e  f a m o u s  l i q u e u r  f r o m  A n g e r s  
i s  der ived d i rect ly f rom the combinat ion  
of sweet and bitter orange peels, the supply  
of which must natural ly meet the str ictest 
s t andards .

W ith the “Orange and Ter roi r”  project , 
the C oint reau d i s t i l ler y ha s est abl i shed 
an interna l  a gr icu ltura l  aud it ing system 
that  meet s  the  requ i rement s  of  French 
H i g h  E n v i r o n m e n t a l  Va l u e  ( H V E ) 
cer t i f icat ion whi le adapt ing it  to orange 
t ree grow ing cond it ions .  C oint reau a lso 
a ims to encourage its par tners to develop 
a  best  fa r m i ng pract ices  s t andard that  
i s  recogn ised and appl icable  worldw ide: 
the GLOBALG.A.P. Audits have a l ready 
been conducted in Tunisia and Spain. They 
have made it possible to sensit ise farmers 
o n  t h e  G r o u p’s  s u s t a i n a b l e  a p p r o a c h 
a n d  s u p p o r t  t he m  w i t h  c e r t i f i c a t i o n .  
In Ghana, a l l  the Group’s par tner orange 
plantat ions have already received organic 
f a r m i n g  (A B  -  A g r i c u l t u r e  B i o l o g i q u e) 
cer t i f icat ion.  Ult imately,  a l l  the oranges 
suppl ied must  be sourced sust a inably.

A s  f o r  S t -R é m y  b r a n d y,  i t  o r g a n i s e s 
me e t i n g s  t o  p r e s en t  a n d  s en s i t i s e  a l l  
the Group’s partners on its CSR approach 
and to strengthen the responsible sourcing 
of  i t s  eau x- de - v i e  and i t s  rela t ions  w ith 
sa id par tners .

In the hear t  of  one of  the most  beaut i fu l 
v i n e y a r d s  o f  t h e  a p p e l l a t i o n ,  t h e  
R émy  M a r t i n  D o m a i ne s  a r e  p ione er s 
i n  the  Cha rente  reg ion .  Of  the  220  ha 
in Grande Champa gne a lone,  26 ha are 
ded icated to research.

T h e  H o u s e  u s e s  n e w  t e c h n o l o g i e s  a s  
a priv i leged tool to improve its knowledge 
of  the  v i neyards .  Automat ion tes t s  a re 
under way on its test plots for mechanical 
i n - r o w  we e d i n g ,  a nd  d r one s  a r e  u s e d 
t o  i dent i f y  v i ne s t o c k s  s ho w i n g  s i g n s  
of  d i sea se.

In cooperat ion w ith the Stati on  Vi ti c o l e 
d e  C o g n a c  ( BN IC ),  t he  Hou s e ’s  t e a m s 
h av e  a l s o  p l a n t e d  a  p l o t  o f  r e s i s t a n t 
g rape var iet ies  (about 1 ha) to test  thei r 
tolerance  to  the  ma i n v i ne  d i sea ses  on  
a  la rge sca le.

More genera l ly,  Rémy M ar t in i s  set t ing 
up par tnersh ips w ith loca l  and nat iona l 
research institutes (Chambers of Agriculture, 
Inra ,  IF V ) and,  w ith thei r  help,  test ing 
a lternat ive solut ions for use in v ineyards 
to  a ssess  the env i ronmenta l ,  socia l  and 
economic impact of winemaking pract ices 
and fur ther develop such pract ices in the 
ent i re  reg ion.
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_  M A I N T A I N I N G  T H E  T E R R O I R S ’  U N I Q U E 
C H A R A C T E R I S T I C S  A N D  B I O D I V E R S I T Y

E a c h  t e r r o i r  i s  u n i q u e .  I t  d r a w s  i t s  d i s t i n c t i v e  c h a r a c t e r 
d i rect ly f rom the elements compr is ing it s  ecosystem: the product  
of  an  a l l i ance  bet ween soi l ,  sub -soi l ,  c l i mate  and topog raphy, 
ma inta ined and shaped at  the hands of  people.  From the forest s  
of Charente to those of the Paci f ic Nor thwest reg ion in the United 
S t a t e s ,  R émy C oi nt re au  pay s  spec i a l  a t t ent ion  t o  i t s  r e g ion s 
and st r ives  to  defend biod iversit y  to  g uarantee thei r  cont inued 
ex i stence and create  products  of  except ion.

Guaranteeing the supply of distinctive 
products  in  the long ter m

Rémy Martin, promoting biodiversity 
in  Cognac

I n  P o i t o u - C h a r e n t e s ,  t h e  H o u s e  o f  
Rémy M ar t in i s  work ing in par tnersh ip 
w i t h  t h e  N a t i o n a l  F o r e s t r y  O f f i c e 
(ON F )  t o  p r e s e r v e  p e du nc u l a t e  o a k , 
v i t a l  t o  t he  pr o duc t ion  a nd  a g e i n g  o f  
a cognac of excel lence. As par t of its joint 
commitment with the ONF, Rémy Mart in 
i s  i mplement i n g  s e ver a l  r e for e s t a t ion 
s p o n s o r s h i p  p r o g r a m m e s  t o  t e s t  
the abi l i t y  of  peduncu late  oak to adapt 
to c l imate change.  In the nat iona l  forest 
of Monnaie, th is par tnership has enabled 
the ON F teams to s t ar t  a  new research 
projec t  t o  recons ider  the  pl a ce  of  th i s 
oak species  i n  the Poitou reg ion’s  forest 
in the shor t  and long term. O ver the la st 
two years, a network of “ future plots” has 
been establ i shed.  They are exper imenta l 
plantat ion plot s  enabl ing us to  mea sure 
the  spec ies’  su r v iva l  a nd g row th ra tes 
t o ,  u l t i m a t e l y,  de t e r m i ne  t he  op t i m a l 
plantat ion cond it ions .

O n  t h e  o t h e r  e n d  o f  t h e  w o r l d ,  t h e 
West land Dist i l ler y a lso uses an unusua l 
oak var iety, Quercus garr yana, to age its 
whisk ies .  These oak t rees form a crucia l 
p a r t  o f  We s t l a nd' s  u n i q ue  c h a r a c t e r : 
produced by loca l  forest s ,  they grow in 
a  temperate,  humid c l i mate idea l  for  the 
mat ur i ng process .  The oak used comes 
mainly from trees that have fallen naturally 
t o  the  g rou nd ,  whether  du r i n g  s t or ms  
or  on account of  old a ge.  O ver the la st 
t wo decades, 600 Quercus garr yana have 
been planted with the goal of reintroducing 
another 2 ,000 with in the next f ive years.

I n  M e r p i n s ,  t h e  c r a d l e  o f  t h e  H o u s e  
of  Rémy M ar t in in the Charente reg ion, 
an ex tensive env i ronmenta l  project  ha s 
b e en  c r e a t e d  t o  p r o t e c t  b i o d i v e r s i t y. 
Since 2010,  the Rémy M ar t in Domaines 
h ave  p a r t ner e d  w i t h  t he  Fr enc h  B i r d 
Protect ion L ea g ue (LPO) to i mplement 
a  w ide-sca le  reforestat ion project  a i med 
a t  r e i nt r o duc i n g  f a u n a  a nd  f lor a  i nt o  
the env i ronment .

The  LP O t e a m s  h ave  mon i t ore d  these 
p l o t s  f r o m  a n  e c o l o g i c a l  p e r s p e c t i v e  
t o  a s s e s s  t h e  i n c r e a s e  i n  f a u n a  a n d 
f lora and ensure the proper f unct ion ing  
o f  b i o d i v e r s i t y.  T h i s  m o n i t o r i n g  h a s 
a l ready showed an i mprovement  i n  the 
d iversit y  of  species  found in the area .

A t  t h e  s a m e  t i m e ,  t h e  R é m y  M a r t i n 
D om a i ne s  t e a m s ,  i n  p a r t ner sh ip  w i t h 
the  Cha rente  Cha mber  of  A g r icu lt u re , 
a r e  sow i n g  g r e en  m a nu r e  cover  c rops 
to  nat ura l ly  fer t i l i se  the v ineyard soi l s 
and, thereby, promote biodiversity. Green 
cor r idors  have been est abl i shed on the 
Domaines' plots and enable fauna and f lora 
to reclaim the environment. The preservation  
of  landscape hedges and the cu lt ivat ion 
of  f lora l  f a l low pla nt s  a l so  he lp  boos t  
t he  r e t u r n  a nd  a c t i v i t y  o f  b e e s ,  v i t a l  
to the proper functioning of the environment.



C O M M I T T I N G  T O  P E O P L E 
W H I L E  A S S E R T I N G  
O U R  S I N G U L A R I T Y

Collective progress is  key to the Group’s success. That of  employees, 
on the one hand: Rémy Cointreau supports and trains its  employees  
in the long term as part  of  a  sustainable management approach.  
The Group supports and encourages them to give practical  expression 
to the Group’s values in their  individual behaviour and their  attitudes 
towards clients.

And that of  stakeholders, on the other hand: the Group encourages 
responsible practices by its suppliers and local  associations in its 
regions of operation, and promotes responsible consumption by all .

_  R E S P O N S I B L E  A N D 
C O M M I T T E D  G O V E R N A N C E 
A T  T H E  H I G H E S T  L E V E L 

Rémy Cointreau broadcasts its commitments 
and ra i ses  awareness  of  i t s  C SR pol icy 
among a l l  i t s  par tners to ma inta in st r ic t 
s t a n d a r d s  a n d  ke e p  e f f e c t i v e  c o nt r o l 
o v e r  t h e i r  p r a c t i c e s ,  f r o m  t h e  f i r s t 
f r u it  har vested to the la st  d rop poured 
i n t o  i t s  b o t t l e s .  Tr a n s p a r enc y,  e t h i c s  

and responsibi l i t y  def ine the col lect ive 
destiny of Rémy Cointreau and its partners. 
By shar ing its commitments and working 
to ensure they are implemented in practical 
terms, the Group proves its determinat ion 
at  the h ighest  level  of  governance.
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Acting in full transparency for ethical 
cor pora te gover nance

E n co u r a gin g  re s p o n sib le  p r a c tice s 
by all  our  par tners

O f  t h e  10  S u s t a i n a b l e  D e v e l o p m e n t 
G oa ls  (SDG) ident i f ied a s  pr ior it ies  for  
the Group, the establ ishment of ef fect ive 
and responsible inst itut ions at the highest 
level of governance is one of the essent ia l 
goals most important to Rémy Cointreau.
Th is  year,  the Group f ur thers  i t s  act ion 
w ith st ronger procedures to comply w ith 
the C ode of  Business  C onduct  and f ight 
cor r upt ion.

I n  th i s  rega rd ,  a n  “e th ic a l  cou rse”  v i a  
an online training module is now compulsory 
for  a l l  Group employees:  w ith th i s  f i r s t 
level  of  awareness-ra i s ing and t ra in ing, 
the Group ensures  that  the f undamenta l 
pr inciples  of  the C SR pol icy are shared 
by a l l  employees .

C onv inced that responsibi l it y is a mat ter 
o f  com mon concer n ,  t he  G roup’s  C SR 
c h a r t e r  h a s  b e e n  c o m p l e t e l y  r e v i s e d  
and wil l gradually be circulated internal ly 
to a l l  sta f f  members and ex terna l ly to a l l 
Rémy C oint reau par tners .

In addition to improving its own practices, 
Rémy C oint reau i s  a l so at tent ive to  the 
work performed by its suppl iers in France 
and abroad.  To ensure they adhere to it s 
commitments ,  the Group ha s publ i shed 
a  C o d e  o f  C o n d u c t  f o r  t h e  a t t e n t i o n  
of  a l l  i t s  suppl ier  par tners .  It  compr ises 
3 8  p r i nc i p l e s  c o v e r i n g  t h e  ke y  a r e a s  
of corporate social responsibility, including 
spec i a l  a t t ent ion  t o  the  r e spons ib i l i t y 
o f  p l a y e r s  i n  t h e i r  s u p p l y  c h a i n  
and to  compl iance w ith  Hu man R ight s 
a nd env i ron ment a l  pr i nc iples .  Rely i ng 
on  a n  ef f ic ient  a s sessment  sy s t em,  the 
Group monitors the proper implementation 
of  these  pr i nc iples  by a l l  i t s  suppl iers . 
It  makes them accountable  and thereby 

e n c o u r a g e s  t h e m  t o  s h a r e  t h e s e  b e s t 
pract ices  w ith thei r  s t akeholders ,  w ith 
rea l  consequences for  a l l  of  thei r  supply 
cha ins .

These efforts to disseminate best practices 
a n d  t h e  d i s c i p l i n e  w i t h  w h i c h  t h e y 
a re  a ppl ie d  by  i t s  p a r t ner s  h ave  b e en 
rewarded:  i n  2018 ,  the  Group received 
t h e  2 0 1 9  Tr e a s u r y 4 G o o d  a w a r d  f o r  
the most  eth ica l  supply cha in.

CSR criteria in the variable component 
of  Exco com pensa tion:

Since 2018, a portion of senior executives’ 
variable compensation is indexed to five 
criteria defined by the Rémy Cointreau 
Management Committee.
Exco members are directly assessed based on 
one of these five objectives and thus become 
true ambassadors of a CSR indicator and its 
improvement.

-  Water management (SDG 6) and the Chief 
Operating Officer

-  Employee well-being (SDG 8) and the 
Director of Human Resources

-  The circular economy and eco-design 
(SDG 12) and the Chief Executive Officer 
of Liqueurs and Spirits

-  Action to combat climate change, reducing 
carbon emissions, and the transport of 
products (SDG 13) and the Chief Executive 
Officers of the Asia/Pacific, Americas and 
EMEA regions

-  Sustainable agriculture (SDG 15) and 
the Chief Executive Officers of the House 
of Rémy Martin and the Whisky division

The other Exco members are also involved: 
a variable portion of their compensation  
is indexed to the average achievement  
of these goals.

_  G U A R A N T E E I N G  W E L L - B E I N G  
A T  T H E  W O R K P L A C E ,  G E N D E R  E Q U A L I T Y  
A N D  N O N - D I S C R I M I N A T I O N

The  R émy  C o i nt r e a u  men  a nd  women 
are at  the hear t  of  the company's  va lue 
creation. Their cohesion and diversity, their 
expertise and their desire to make progress, 
a re  thei r  ma in s t reng ths .  Nour i sh ing a 
deeply mu lt icu lt ura l  ident it y,  foster ing 
d ivers i t y  wh i le  enhanci ng the  sense  of 
belonging, improving employee commitment 
whi le remain ing at tent ive to thei r needs: 

these ef for ts  are ref lected da i ly in terms  
of recruitment, training, work organisation 
and interna l  communicat ion.
Upon recruitment, each employee embarks 
on a process of  ind iv idua l  and col lect ive 
progress. In so doing, the Group supports 
i t s  employees at  a l l  s teps of  thei r  career 
t h r o u g h  a  p r o a c t i v e  p o l i c y  i n  t e r m s  
of internal training and work organisation.

S u p p o r tin g  e m p l oye e s  in  t h e  l o n g 
ter m

Rémy Cointreau's multicultural dimension 
i s  a  m a j o r  a s s e t  i n  i t s  i n t e r n a t i o n a l 
deve lopment  a nd  he lps  t o  d i s sem i n a t e 
t h e  G r o u p' s  v a lu e s  a n d  c o m m i t me nt s  
to a community dr iven by a shared v ision. 
R émy  C oi nt r e a u  d r aw s  on  i t s  va r iou s 
locat ions and the d iversit y of  ind iv idua l 
back g rou nds  to  en hance  the  col lec t ive 
savoi r-fa i re  of  i t s  t a lent .

To  p r o c u r e  a n d  c o n s o l i d a t e  a  s e n s e  
of belonging and foster the understanding 
o f  i t s  d i f fer ent  bu s i nes se s ,  t he  G roup 
p ay s  sp e c i a l  a t t ent ion  t o  t he  t r a i n i n g 
o f  i t s  1 , 8 0 0  e m p l o y e e s  t o  h e l p  t h e m 
b e c o m e  a c t o r s  i n  t h e  t r a n s f o r m a t i o n  
of  thei r  work ing env i ronment .  Interna l 
t r a i n i n g  s e s s i o n s  s p e c i a l l y  t a i l o r e d  
to the d iversit y of the Group’s businesses 
h a v e  b e e n  s e t  u p :  t h e  B r a n d  A c a d e m y  
t o  b e t t e r  u n de r s t a n d  t he  b r a n d s ,  t he 
A r t  o f  s e l l i ng  A c ademy  for  sa les  a spect s ,  
the Finance Academy to learn about f inance, 
a n d  t h e  Q u a l i t y  A c a d e m y  o n  p r o d u c t s  
and their presentation. Two new academies 
w i l l  s o o n  f o l l o w :  t h e  D i g i t a l  A c a d e m y  
and the Managem ent  A cademy.

To  f o s t e r  d i r e c t  s k i l l s  t r a n s f e r s  a n d 
st reng then relat ions bet ween employees 
work i n g  i n  d i f f e r ent  bu s i ne s s e s  or  a t 
d i fferent sites, the House of Rémy Mart in 
offers an immersive discovery programme 
t o  e m p l o y e e s  w o r k i n g  a t  t h e  C o g n a c 
s i tes  through Vi s  mon job  (L ive my job).  

These one-day courses enable employees 
to observe one of their col leagues in order 
to  underst and thei r  business  and adapt 
thei r  behav iou r  towards  each other  by 
foster ing an understanding of the Group’s 
d i f ferent  businesses .

T h i s  a n nu a l  i n i t i a t i v e  a l s o  m a k e s  i t 
possible sometimes to identify and support 
people  who ex press  a  desi re  for  i nterna l 
redeploy ment .

The  wel l -bei n g  a nd  f u l f i l ment  of  ea ch 
employee are v it a l  to  col lect ive success . 
Suppor t ing employees a lso means tak ing 
care of  thei r  hea lth and ensur i ng thei r 
dai ly wel l-being. This year in France, the 
Group ha s i mplemented a  hea lth check, 
of fered to a l l  co -workers  once or  t w ice  
a year. Thanks to this full medical check-up, 
ent i rely covered by the Group, employees 
can assess their physical health and thereby 
bet ter  counter  hea lth r i sks .  In C ognac, 
s i nc e  2 015 ,  a  s e a t e d  m a s s a g e  s e r v i c e  
i s  of fered  to  R émy M a r t i n  employees .  
T h i s  m o m e n t  o f  r e l a x a t i o n  r e d u c e s 
t he  phy s ic a l  a nd  emot ion a l  s t r e s s  fe l t  
by employees .
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Helping employees become the actors 
of  their  grow th

Acting for  gen der  e qualit y

Rémy Cointreau hires talented individuals eager 
to make a long-term commitment. Operating  
in three continents, the Group offers a great 
variety of jobs and international mobility enabling 
each person to grow in step according to their 
desires and personal life. The Group’s jobs reflect  
its products: highly diverse, often complex,  
and with strong added value. Mobility is strongly 
advocated as a way to encourage employees  
to enhance their skills. Like the Group for which 
they work, talented individuals are encouraged 
to show boldness and ambition in their career 
choices. To guarantee equal opportunities 
across al l regions, an international policy 
has been introduced. The aim is to multiply 
the origins and cultures of our co-workers, 
whether in France or abroad.

In 2018, Rémy Cointreau joined the “World is 
a village” platform. This initiative organises 
international travel opportunit ies for our 
employees’ children, who can stay with other 
Group employees. As such, it provides each 
family with an opportunity to discover new 
cultures and build relationships with their 
peers all over the world.

As part of a sustainable, future-or iented 
management approach, Rémy C ointreau 
develops its relationship with each employee 
in the long term. The example comes from the 

Rémy C oint reau regu larly demonst rates 
i t s  commitment to  socia l  i ssues through 
c o m p a n y  a g r e e m e n t s ,  i n  p a r t i c u l a r 
rega rd i n g  gender  equ a l i t y.  I n  Fra nce , 
hu ma n resou rces  t ea ms combat  gender 
d i scr i m i nat ion i n  a  ver y prac t ica l  way 
w i t h  a n  e q u a l i t y  p o l i c y  a p p l i c a b l e  
to compensation, mobility and recruitment. 
Non-d iscr iminat ion ind icators have been 
establ ished in France to monitor any pay 
gaps. Rémy Cointreau has always focused 
on ex per t i se,  creat iv it y and intel l igence 
a s  c r i t e r i a  for  d i s t i nc t ion .  The  t e a m s 
r e sp on s ib le  for  r e c r u i t ment  s e le c t  t he 
best  t a lent ,  d r iven by the pa ssion of  the 
bra nd s’  u n iver se  to  cont i nue  to  crea te 
products  of  except ion.

top: in Cognac, St. Lucy, Barbados, the Isle  
of Islay, Angers or Kifissia, the Group’s Cellar 
Masters cultivate unique expertise, passed  
on  f rom genera t ion  to 
generation. This expertise 
drives each Group employee, 
mot ivated by the same 
goal: continuing to create 
products of exception.

Multiple professions enhance each other and new 
skills are formed, in particular in the field of digital 
technology. The Group offers external digital 
technology training sessions to all employees eager  
to learn about the subject.

Creat ing sustainable management means 
planning for changes in the future. In early 
2019, the marketing of Louis XIII connected 
decanters required the talent and creativity 
of the iconic brand's employees to implement 
this innovative technology. Equipped with 
NFC (Near Field Communication) electronic 
chips, these decanters can identify and connect 
clients to the Louis XIII Society*, a private 
club whose members benefit from exclusive 
content, unique experiences and customised 
services.

“The Group’s  businesses 

reflect  i ts  products:  highly 

diverse,  often complex,  and 

with strong added value.

_  E N C O U R A G I N G  R E S P O N S I B L E  P R A C T I C E S

Whether creat ing a c l imate of t rust and t ransparency in sourcing 
pra c t ices  or  suppor t i ng  employee  com m it ment  a longs ide  loc a l 
c om mu n i t i e s ,  R émy  C o i nt r e a u  demon s t r a t e s  i t s  c om m i t ment  
t o  People  by  w idely  broa dc a s t i ng  a nd sha r i ng  i t s  respons ible 
pract ices  both in-house and ex terna l ly.

Com mitte d to responsible  sourcing

To measure the impact of Rémy Cointreau’s 
and i t s  teams’  commitment in each of  i t s 
businesses ,  a  f i r s t  i n-depth st udy on the 
total social impact of the Group's activities 
i n  B a r b a d o s  w a s  c o n d u c t e d  i n  2 018 .  
Th i s  s t ud y  a i me d  t o  a s s e s s  t he  s o c i a l 
foot pr i nt  of  Mou nt  Gay i n  the  reg ion, 
b a s e d  on  t h r e e  m a j o r  c on s i der a t i on s : 
e n v i r o n m e n t a l ,  e c o n o m i c  a n d  s o c i a l 
sust a inabi l i t y.

I n  t er m s  of  jobs ,  the  r e su l t s  obt a i ne d 
a l low an a ssessment of  the d i rect  impact 
(Mount Gay employees),  ind i rect impact 
( jobs suppor ted in the supply cha in) and 
induced impact ( jobs suppor ted through 
w a g e s  a n d  t a x e s) .  I t  i s  a l s o  p o s s ib l e  
to  ident i f y  the  soc io -econom ic i mpact s 
o f  M ou nt  G ay ' s  a c t i v i t y  o n  t he  l o c a l 
e conomy  o f  B a rb a do s  a nd  wor ld w ide . 
A s such,  i n  2017 Mount  Gay's  ac t iv i t y 
suppor ted 760 jobs worldwide, includ ing 
4 75  i n  B a r b a d o s .  M o r e  s p e c i f i c a l l y,  
the  m a i n  r e su l t s  concer n i n g  the  “ job ” 
i mpact  a re a s  fol lows:

-  Direct jobs (Mount Gay employees): 145
-  Indirect and induced jobs (Barbados): 330
-  Indirect and induced jobs (World): 285

This means that ,  for 1 job at  Mount Gay, 
2 . 3  j ob s  a r e  s up p o r t e d  o n  t he  I s l a n d  
of  Barbados and 5 . 3 jobs are suppor ted  
i n  t he  w o r l d .  I n  a d d i t i o n  t o  t he  j ob s 
supp or t e d ,  M ou nt  G ay ’s  a c t i v i t y  a l s o 
boost s  wea lth creat ion in the Barbad ian 
economy by injecting 47 mill ion Barbadian 
dollars. Not to mention the wealth generated  
in the rest of the globa l economy, namely 
the equ iva lent  of  35 mi l l ion Barbad ian 

do l l a r s .  A l l  o f  t he s e  f i g u r e s  c o n f i r m 
Mount Gay’s  i mpor tant  cont r ibut ion to 
the development of the Island of Barbados 
in terms of  jobs and wea lth creat ion.

R e g a r d i n g  s o u r c i n g ,  t h e  G r o u p  h a s 
been a  member of  the SEDEX (Suppl ier 
Eth ica l  Data Exchange) plat form since 
2 016 .  Th i s  i n t er n a t ion a l  o rg a n i s a t ion 
e n c o u r a g e s  e t h i c a l  a n d  r e s p o n s i b l e 
c o r p o r a t e  p r a c t i c e s  i n  g l o b a l  s u p p l y 
cha i ns .  It  prov ides  the  Group w ith  a n 
over v iew of suppl ier pract ices – in terms 
of  work i ng s t and a rds ,  hyg iene,  sa fe t y, 
and even commercia l  eth ics .

For Rémy Cointreau, fostering transparency 
mea ns  ensu r i n g  exce l lent  pra c t ices  by 
i t s  d i s t r ibutor s  a nd  suppl ier s .  Tha n k s 
t o  the  work  u nder t a ken  by  the  G roup 
among suppl iers (informat ion k it and use  
of the platform) and its employees (in-house 
t ra in ing),  more than 93% of  i t s  par tners 
h ave  jo i ne d  SEDE X .  R émy C oi nt re au 
ha s  cont i nued i t s  respons ible  sou rc i ng 
ef for t s  to  cont r ibute to  the goa ls  of  the 
2020 plan,  wh ich determines that  10 0% 
o f  s upp l i e r s  w i l l  h ave  j o i ne d  SE DE X 
w ith in the nex t  year.
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Getting involved in the local communities 
an d acting as  a  responsible  pl ayer

Worldw ide,  Rémy C oi nt reau employees 
a r e  t h r i l l e d  t o  b e  w o r k i n g  h a n d - i n -
h a nd  w i th  lo c a l  popu l a t ion s  t o  c re a t e 
e n v i r o n m e n t s  o f  m u t u a l  a s s i s t a n c e  
and exchange of  idea s .  A powerf u l  bond 
has developed between the men and women 
of Mount Gay and the region of Barbados; 
bet ween the employees of  Bru ich ladd ich 
and the Is le  of  Is lay,  and in the A ngers 
reg ion.  Together,  they work to preser ve 
the ter roi rs and pass on thei r  knowledge 
of  excel lence.

In June 2018, the Group’s 1,800 employees 
were inv ited to t ake care of  the ter roi rs 
dur ing the second We C are Day.  Across 
a l l  of  the Group’s  s ites ,  Rémy C oint reau 
employees led initiatives aimed at preserving 
t h e  e n v i r o n m e n t  a n d  l o c a l  h e r i t a g e .  
I n  S i n g a p o r e ,  a  d a y  w a s  d e d i c a t e d  
to  weed ing,  har vest ing and cu lt ivat ing  
the land of Bollywood Veggies Organic Farm; 
in C ognac,  3 42 employees joined forces  

to  renovate the Château de la  Mercer ie.  
In Islay, to foster biodiversity and maintain 
local equipment, the Bruichladdich teams 
cleaned up some land to 
encourage bee repopulation 
on the i s land;  they a lso 
r e p a i r e d  f e n c e s  a n d 
repa inted the c it y  ha l l  
to help local communities. 
S e v er a l  o t her  a c t i on s 
were implemented across 
al l Rémy Cointreau sites 
a nd  t he y  wer e  sh a r e d 
on  soc i a l  med i a  u nder  #RCwec a red ay. 
Held on a yearly basis,  th is internat iona l 
day i s  a l so an oppor tun it y to st reng then 
re l a t ions  be t ween  the  t e a ms  a nd  loc a l 
communit ies ,  and bet ween employees .

C o m m i t t i n g  t o  s o l i d a r i t y  p r oj e c t s 
toge ther

D u r i n g  t he  2 018 / 2 019  f i n a nc i a l  ye a r,  
Rémy Cointreau furthered its commitments 
and act ions a longside loca l  a ssociat ions 
in the Group’s  reg ions of  operat ion.

To ensure each employee can cont r ibute 
(accord ing to thei r  abi l i t y)  to sol idar it y 
actions in support of non-profit associations, 
Rémy C ointreau has establ ished l ’arrondi 
s u r  s a l a i r e  ( r o u n d e d - u p  s a l a r i e s)  i n 
France.  Th is  volunt ar y m icro -donat ion 
i s  d i r e c t l y  l e v i e d  o n  t h e i r  p a y  s l i p s  
and Group employees can also opt to make 
an a dd it iona l  donat ion.  The employees 
have decided to a l locate  thei r  donat ions 
to  t wo a ssociat ions f rom a pre-selected 
l i s t .  T h e s e  a s s o c i a t i o n s  a r e  w o r k i n g 
t o  p r e s e r v e  t h e  t e r r o i r s  a n d  d e v e l o p  
a responsible local community: Observatoire 
Français d ’Apidolog ie (OFA), which acts 
to  protect  bees ,  and the “10 01 Fonta ines 
pour demain” a ssociat ion,  wh ich works 
to  prov ide  sus t a i nable  d r i n k i ng  water 
solut ions to  developing count r ies .

I n  l i ght  o f  t he  employe e s’  ent hu s i a sm 
for  the  projec t ,  the  Group ha s  dec ided 
to match the fu l l  amount of  the donat ion 
and w i l l  t ransfer  the ent i re  sum to the 
chosen a ssociat ions .

Local ly, employees are also taking act ion: 
in Cognac, for example, the Rémy Mart in 
teams part icipated in a fund-raising event 
for  A FM -Télé thon  to  f i na nce  resea rch 
projects primarily on genetic neuromuscular 
d i sea ses ,  but  a l so on other t y pes of  rare 
gene t ic  d i se a ses .  S ome  a l so  t o ok  pa r t  
in a trai l run for an associat ion combating 
amyot roph ic  la tera l  sc lerosi s  (“Charcot 
d i se a se” ),  wh i le  o ther s  don a t e d  b lo o d 
d u r i n g  a  b l o o d  c o l l e c t i o n  c a m p a i g n  
i n  the House’s  premises .

Raising awareness on the preser va tion of  share d heritage

R émy C oi nt re au  men  a nd  women have  a n  i nex t r ic able  bond 
w ith t i me.  They have learned the i mpor t ance of  t ransmiss ion 
a n d  he r i t a g e ,  a n d  enc o u r a g e  y o u n g  p e o p le  t o  b e  c r e a t i v e .  
They awaken a th i rst  and desi re  for  the fut ure,  ra i se  awareness 
on  the  preser va t ion  of  t er roi r s ,  a nd promote  loc a l  ex per t i se  
and her it a ge.

T he  H ou s e  o f  R é my  M a r t i n ,  f o r  e x a mple ,  i s  ke en l y  aw a r e  
of  the i mpor tance of  preser v ing her it a ge.  Founded nearly 30 0 
years a go,  i t  has joined forces w ith the C ognac Museum of A r ts  
to create an annual exhibit ion – L es r endez-vous du design  – a iming  
to show the general public how design and expertise have developed 
w ith respect  to  bot t le  creat ion for  i t s  famous bevera ges .

Named a L iv ing Her it a ge C ompany,  the House of  Rémy M ar t in 
opened i t s  doors  to  C ognac enthusia st s  and the cur ious a l i ke 
dur ing the European Days for Professions in the A r ts (JEM A),
of fer ing tours  of  i t s  her it a ge and cu lt ura l  s i tes .

“Worldwide,  Rémy Cointreau 

employees are thri l led to  

be working hand-in-hand with 

local  populations to create 

environments of  mutual 

support and discussions.”
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Sharing the Group’s vision and practices 
to  fur ther  its  approaches

Promoting responsible consumption 
to its  cl ien ts  aroun d the wor ld

A s in prev ious years ,  members of  Group 
mana gement  have shared work i ng t i me 
w ith var ious professiona l  organ isat ions, 
a ssoc ia t ions  and school s  to  sprea d the 
Group’s C orporate Socia l  Responsibi l it y 
v i s i o n  a n d  p r a c t i c e s .  A t t e n t i v e  
t o  ex t er na l  i n i t i a t ives ,  the  G roup  ha s 
been a  s ignator y of  the United Nat ions 
Global Compact since 2003. The Compact 
ga ther s  t oge ther  1, 30 0  compa n ies  a nd 
non-prof it organisat ions. Rémy Cointreau 
i s  a  member of  the  G C Advanced C lub 
(ma x i mum level  of  repor t ing w ith in the 
UN Global Compact), which a ims to help 
members to commit and to assess, def ine, 
i mplement ,  mea sure and broadca st  thei r 
socia l responsibi l it y strategy. The Group 
h a s  t a k e n  t h e  l e a d  b y  d i s s e m i n a t i n g  
i t s  v i s ion for  responsible  sou rc i ng and 
the mana gement of  related r i sks .

C o m m i t t e d  t o  s p r e a d i n g  e x c e l l e n c e 
practices in inter-professional associations, 
t h e  G r o u p  p a r t i c i p a t e s  i n  t h e  C S R 
m a n a gement  com m it t e e  o f  the  Bu re au 
Nat iona l  Inter profess ionnel  du C ognac 
and in the env i ronmenta l  work ing group 
of  the French Spi r it s  Federat ion (FFS).  
In Poitou-Charentes, the Group suppor ts 
t h e  A l t è r e  a s s o c i a t i o n ,  w h i c h  b r i n g s 
t o g e t h e r  t h e  r e g i o n' s  k e y  p l a y e r s  i n 
sust a i nable  development  by organ i s i ng 
C S R  w o r k s h o p s  o n  t h e  s u b j e c t  
of  equa l i t y,  co -ex i stence and d iversit y. 
In the Pays de L oi re  reg ion,  the crad le  
of Rémy Mart in, the Group is very act ive 
among local players and coordinates CSR 
efforts alongside associations l ike the Club 
C arbon’At and in t ra in ing inst i t ut ions , 
s uc h  a s  t he  C NA M  Pay s  de  l a  L o i r e , 
Audencia  Nantes  and E SE O in A ngers .

L a s t l y ,  R é m y  C o i n t r e a u  s h a r e s  
i t s  C S R  v i s i o n  w i t h  i t s  d i s t r i b u t o r s  
and answers  i t s  c l ient s’  C SR quest ions  
by communicating its vision and the positive 
ac t ions  i mplemented worldw ide  by  the 
Group and it s  par tners for  a  susta inable 
business  model  that  benef it s  ever yone.

By consuming in a moderate and appreciative 
manner, we pay tr ibute to the work of the 
men and women who develop except iona l 
pr o duc t s  w i t h  p a s s ion  a nd  d i s c ip l i ne . 
Driven by this conviction, Rémy Cointreau 
promotes responsible consumption through 
various actions aimed at a diverse audience. 
A mong it s  employees ,  for  more than t wo 
years, v ideos and explanatory panels have 
been i nst a l led i n  the  Group's  prem ises  
to inform and sensitise employees. In Paris, 
40  a mba ssa dors  of  a l l  the  brands  have 
been tra ined in responsible consumpt ion.

A mon g  ex t er na l  s t a keholder s ,  i n  e a ch 
c o u n t r y  w h e r e  t h e  G r o u p  o p e r a t e s , 
strong partnerships have been establ ished 
w i t h  l o c a l  a n d  n a t i o n a l  f e d e r a t i o n s . 
Rémy C oint reau lends i t s  suppor t  to  the 
implementation of communication campaigns 
a nd  awa renes s -ra i s i n g  a c t ion s  a rou nd 
moderate alcohol consumption. In France, 
for  example,  the  Group ha s  com m it ted 
to the French Spi r it s  Federat ion and the 
“Avec  Modérat ion”  ( W ith  Moderat ion) 
association by participating in the “Priorité 
p r é v e n t i o n”  ( P r i o r i t y  t o  P r e v e n t i o n) 
n a t i o n a l  pub l i c  he a l t h  p l a n  l a u nc he d  
by the government. In Asia and the United 
States, the Group works hand-in-hand with 

loca l  players  and a ssociat ions .  In A sia , 
Rémy C oi nt reau ha s  helped crea te  the 
regional association APISWA (Asia Pacif ic 
Internat iona l Spi r it s & Wine Producers) 
in par tnersh ip w ith the French Nat iona l 
Road Sa fet y C ommit tee and the French 
M i n i s t r y  o f  He a l th ’s  Na t ion a l  C ent re  
for Health Communication and Education, 
i n  order to  suppor t  and launch project s 
fo c u s i n g  on  r e sp on s ib le  con su mpt ion .  
In Cambodia, the Group has helped develop 
the “Stay a l ive – Drink with moderat ion” 
prog ram me to  sensi t i se  road users  and 
change d r iv ing behav iour.

Lastly, in Barbados, where the Mount Gay 
d i st i l ler y i s  a  key player in the i s land ’s 
s o c i o - e c o n o m i c  d e v e l o p m e n t ,  m a n y 
responsible  consumpt ion suppor t  plans 
have been established, such as the national 
plan to  i nt roduce breatha lyser  tes t i ng, 
suppor ted by the House.
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R E S P E C T I N G  T H E  V A L U E 
O F  T I M E  T O  C R E A T E 
E X C E P T I O N A L  P R O D U C T S

Environment-fr iendly practices are  vital  to  ensure the continued 
existence of  the Group’s  businesses:  reducing water  use, lowering 
the carbon footprint  and making progress  in  the area of  eco -design 
wil l  perpetuate the excellence of  al l  i ts  Houses.

W ith this  in  mind, the Rémy Cointreau men and women are  adapting 
to cl imate condit ions and the water  resources of  the regions where 
exceptional  products  are  developed. To them, t ime creates  a  sense 
of  wonder  and brings the taste  of  pride. Aware of  i ts  environmental 
role, the Group applies  the str ictest  standards to measuring  
and reducing its  environmental  impact  and its  activit ies.

_  P R E S E R V I N G  R E S O U R C E S  
T O  S E C U R E  T H E  F U T U R E

The a ge-old rhy thm of  Rémy C oint reau 
brands gives them a long-term perspective. 
T h e  G r o u p ’ s  H o u s e s  h a v e  s p a n n e d  
the ages, consistently nur tur ing the same 
focus:  t ransmission to secure the future. 
Thei r commitment to thei r  ter roi rs helps 
t o  r a i s e  aw a r ene s s  o f  t he  i mp or t a nc e  
of  protect ing our resources .
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I m p r o v i n g  t h e  e c o l o g i c a l  q u a l i t y  
of  products

Preser ving water resources to secure 
the future

A C SR mana gement commit tee focused 
on eco-design was created two years ago. 
I t  i s  r e spon s ib le  for  s en s i t i s i n g  t e a m s  
on  reduc i ng  the  env i ron ment a l  i mpa c t  
of packaging. Employees from the Sourcing, 
M a r ke t i n g  a nd  P r o duc t  D e v e lopment 
depar tments  a re now a l l  t ra ined in eco -
design via a dedicated training module that 
has a l ready generated signi f icant resu lts 
i n  t er ms  of  i nt eg ra t i n g  env i ron ment a l 
i mpact  considerat ions  i nto  the  product 
development process .

R émy  C o i nt r e a u  s t r i ve s  t o  g u a r a nt e e 
susta inable consumpt ion and product ion 
models  i n  i t s  product  development w ith 
g rea t  a t t ent ion  pa id  to  the  eco - des i g n  
of its packaging, in an effort to significantly 
reduce the env i ronment a l  i mpact  of  i t s 
act iv it ies .

A research programme on packaging eco-
design has been launched to opt imise the 
environmental performance of its packaging. 
I n  2 01 7,  R é m y  C o i n t r e a u  c o n d u c t e d 
the  f i r s t  env i ron ment a l  a ssessment s  of 
i t s  pa ck a g i n g  ba sed  on  env i ron ment a l 
cr i t er i a ,  w ith  a  un ique score  a l located 
to each one,  thereby mak ing i t  possible 
t o  q u i c k l y  c o m p a r e  t h e  p e r f o r m a n c e  
of var ious packaging t y pes. Since March 
2 0 1 8 ,  t h e  A n g e r s  a n d  C o g n a c  s i t e s 
have  been us i ng  a  tool  to  mea su re  the 
Environmental Performance Index (EPI), 
wh ich  t a kes  i nto  a ccou nt  the  broa des t 
p o s s i b l e  l i f e  c y c l e  a n d  i n c o r p o r a t e s  
14 indicators, such as the use of mater ia ls 
and energ y,  wa ste  product ion,  and the 
c a r b o n  i m p a c t  o f  p r o d u c t s  a n d  t h e i r 
packag ing. The resu lt  produces a un ique 
env i ron ment a l  score  for  each i t em and 
enables the Group to have a more thorough 
understanding of its environmental impact 
across  the ent i re  product ion cha in and, 
u lt i mately,  to  opt i m ise the per formance 
of  new packa g ing.  From now on,  a l l  new 
products or product developments wi l l be 
“mea sured ” using th i s  tool .  The Group’s 
wh isky brands w i l l  i mplement the same 
approach by 2021.

In its Domaines, the House of Rémy Martin  
th i s  year opened a whol ly new d ist i l ler y 
c o m p r i s i n g  e i g h t  p o t  s t i l l s  i n  t h e 
traditional Charente style. The installation 
g r oup s  s ever a l  w i nem a k i n g  p o i nt s  on 
a  s ingle  s i te ,  i n  order to  make the best 
o f  the  g rape’s  a rom at ic  qu a l i t y  o f  the 
g rapes .  Th i s  u n ique w i nema k i ng poi nt 
a l lows for  econom ies  of  sca le  i n  t er ms 
o f  e n e r g y  a n d  w a t e r  u s e .  T h e  c h o i c e  
of  loc a t ion  for  th i s  new d i s t i l ler y  wa s 
ba sed  on  the  requ i rement  of  na t u ra l ly 
sloped land to reduce energy consumption 
by l imit ing pumping act ions. The residue 
recovered a t  the  end of  the  e au x- d e - v i e 
d ist i l la t ion i s  col lected and sent  to  the 
r e g i o n a l  R E V IC O  u n i t ,  w h i c h  t u r n s  
i t  i nto bioga s .  Th is  energ y then powers 
the  R E V IC O d i s t i l l a t ion  colu m ns  a nd 
var ious fac i l i t ies  i n  the c it y  of  C ognac, 
such a s  g reenhouses .

In Barbados, where the oldest rum in the 
world is made, Rémy Cointreau helps local 
farmers to bet ter  mana ge thei r  ef f luents 
and protect  the i s land ’s  resources . 

To  t h a t  e n d ,  M o u n t  G a y  h e l p s  l o c a l 
producers  to  i nst a l l  water  mana gement 
i n f r a s t r u c t u r e s  i n  t h e i r  f a r m s ,  a n d 
conduc t s  thorou gh  wat er  consu mpt ion 
s t ud ies .  S ome of  the  res idue  i s  sprea d 
across  a  par t  of  the i s land of  Barbados; 
t h a t  a i d s  t h e  n a t u r a l  f e r t i l i s a t i o n  
a nd water  i nt a ke  of  a g r icu l t u ra l  l a nd . 
This act ion is implemented in partnership 
with local env ironmental bodies. It forms 
par t  of  a  c i rcu lar  economy approach.

“Rémy Cointreau strives to guarantee 

sustainable consumption  

and production models  in its  product

development with great attention paid 

to the eco-design of  i ts  packaging.”
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_  P L A Y I N G  A N  A C T I V E  R O L E  I N  T H E  F I G H T 
A G A I N S T  G L O B A L  W A R M I N G  W I T H  
T H E  G L O B A L  C L I M A T E  A G R E E M E N T

Combat ing cl imate change and its impact 
i s  of  v it a l  i mpor tance to  the Group.  It s 
brands  t a ke  a  long ter m v iew and have 
already seen the effects of global warming 
on their terroirs. For several years, Rémy 
Cointreau has been f ighting climate change 
by  i mplement i n g  va r ious  a c t ions  a f t er 
s ign ing the Par i s  A greement on c l i mate 
ch a n ge  (C OP 21).  A s  p a r t  o f  en su r i n g 
a  d ra s t ic  r educ t ion  i n  g reen house  ga s 
emissions and the urgent need for cl imate 
act ion,  i t  seemed necessar y to reiterate  
the vital importance of a change in direction. 
A l o n g s i d e  8 8  F r e n c h  c o m p a n i e s  a n d  
in connection with the One Planet Summit 
l a u nc h e d  b y  t h e  Fr e nc h  g o v e r n m e nt ,  

R é m y  C o i n t r e a u  r e i t e r a t e d  t o  w h a t 
extent cl imate act ion is crucia l for global 
agriculture and for the terroirs from which 
the Group’s brands draw their authenticity. 
Since then, Rémy Cointreau has thoroughly 
reconsidered it s  CRS pol icy on the f ight 
against globa l warming by reducing CO2 
emissions der ived f rom f in ished product 
t ranspor t and to comply w ith the targets 
s e t  by  t h i s  g lob a l  a g r e ement  l i m i t i n g 
globa l  warming to 2°C. A l l  par tners and 
suppl iers are commit ted to this approach.

Acce p tin g its  resp onsibil it y  a t  th e 
in ter na tional  level

L ocated in severa l  reg ions ,  the Group’s 
brands are witnessing cl imat ic upheavals 
i n  t h e i r  t e r r o i r s .  I n  t h i s  r e s p e c t ,  
R é m y  C o i n t r e a u  i s  i m p l e m e n t i n g  
a proact ive and commit ted internat iona l 
policy and has signed several international 
under tak ings .

O ver the la st  15 years ,  Rémy C oint reau 
has been a member of the Global Compact. 
The Group s ignat ure,  “Ter roi rs ,  People 
a n d  T i m e”  a d o p t e d  t w o  y e a r s  a g o  i s 
inextricably linked to the Corporate Social 
Responsibi l i t y  goa ls  of  th i s  g loba l  pact .

I n  a d d i t i o n ,  R é m y  C o i n t r e a u ’s  C S R 
cha l lenges are ba sed on 10 Susta inable 
D evelopment  G oa l s  (SDG) def i ned  by 
the U N and selected a f ter  a  mater ia l i t y 
analysis. Each act ion implemented as part 
of  Rémy C oi nt reau’s  2020  pla n  echoes 
one of  these ten goa ls .

Acting to prom ote best  practices

R é m y  C o i n t r e a u  h a s  a l w a y s  t r u s t e d 
t h e  i n t e l l i g e n c e  o f  w o m e n  a n d  m e n 
a nd encou ra ged i nd iv idua l  i n i t i a t ives .  
To  i m p r o v e  i t s  w a s t e  m a n a g e m e n t ,  
the Group has rol led out severa l projects 
across i t s  s i tes  to l im it  the use of  pla st ic 
bottles. In Cognac, for example, al l plastic 
bot t les  a re  now removed f rom vend i ng 
machines, and self-service water fountains 
a r e  a l s o  av a i l a b l e .  I n  c a t e r i n g  a r e a s  
and meet ing rooms,  water  jugs are now 
used. Plast ic bot t les are on ly d ist r ibuted 
i n  the event  of  ver y h igh temperat ures 
or  for  work in the cel la rs .

Furthermore, this year the Group decided 
to commit  to  a  zero pla st ic  pol icy in a l l 
i t s  act iv it ies .  To promote best  pract ices , 
the Group i s  s t i l l  consider ing solut ions 
t o  r e p l a c e  p l a s t i c  a n d  t o  m i n i m i s e 
i t s  e c o l o g i c a l  f o o t p r i n t .  Ta k i n g  t h i s 
commitment even further, Rémy Cointreau 
ha s  par t nered w ith  the  “L es  B ouchons 
d ’Amour” associat ion that col lects plast ic 
caps to make recycled pa l lets .  The funds 

col lected f rom sel l i ng the caps are used 
to f i nance spor t s  equ ipment for  persons 
with reduced mobi l it y or, more general ly, 
to improve l iv ing cond it ions for persons 
su f fer ing f rom a d i sabi l i t y.

To l imit its energy footpr int even fur ther, 
t he  G r o up  h a s  s e t  up  a  d i g i t i s e d  t a x 
process for a l l  French suppl iers:  invoices 
are now received by emai l to reduce waste 
whi le a lso processing them more quick ly.  
At the Mount Gay site in Barbados, solar 
p a ne l s  h av e  b e e n  i n s t a l l e d  t o  r e duc e 
energ y ex penses i n  order to  cover 25%  
of the site’s tota l electr icity consumption.
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_  A C T I N G  T O  R E D U C E  T H E  E N V I R O N M E N T A L 
I M P A C T  O F  T H E  G R O U P ’ S  A C T I V I T I E S  
A N D  A I M I N G  F O R  C A R B O N  N E U T R A L I T Y

Preser v ing resources,  mainta in ing terroi rs and commit t ing to the 
people who develop except ional products means having the courage 
to  ma ke exempla r y  dec i s ions  a nd m i n i m i se  the  env i ron ment a l 
i mpact  of  each Group brand ’s  act iv it ies .

T he  G r oup  h a s  e s t a b l i s he d  i nd i c a t o r s  r e l a t e d  t o  a  m a pp i n g  
of  the a ssociated r i sks to bet ter mana ge it s  act ions,  in par t icu lar 
regard ing carbon emiss ions .

Minimising emissions
R e d u c i n g  t h e  e c o l o g i c a l  i m p a c t  
of  its  activities

C ont ro l l i n g  g reen hou se  ga s  em i s s ion s 
(GHG) i s  one of  the pr ior it y  ambit ions 
of  the Rémy C oint reau 2024 plan.

I n  2 01 9 ,  t h e  G r o u p  w i l l  c o n t i nu e  i t s 
act ions to  reduce sc ope  3  C O 2 emiss ions 
(a c t i v i t i e s  o f  a l l  pr o duc t ion  s i t e s  a nd 
the  r e l a t ed  ups t re a m a nd  dow ns t re a m 
i m p a c t s) .  S c o p e  3  C O 2 e m i s s i o n s  a r e 
spread across Domaine des Hautes Glaces,  
and par t ia l ly  at  the Is lay and West land 
s i t e s .  M o r e o v e r ,  R é m y  C o i n t r e a u  
is sensit ising and encouraging its partners 
and suppliers to demonstrate transparency 
and min i mise thei r  emiss ions .

The Group's carbon footprint is developing 
t o  e m b r a c e  a  p a r t i c u l a r l y  a m b i t i o u s 
approach that  u lt i mately t a rget s  carbon 
neut ra l i t y.  Th is  year,  for  the f i r s t  t i me, 
C O 2  e m i s s i o n s  w e r e  d i v i d e d  d o w n  
by ma in brands.

A s  a  l i s t ed  compa ny,  R émy C oi nt re au 
meets  the requ i rements  of  A r t ic le  173 -
I V- A  o f  t h e  F r e n c h  A c t  o n  E n e r g y 
Tr a n s i t ion  a nd  G r e en  G r ow t h .  A t  t he 
Group’s French sites,  100% of the energ y 
used i s  renewable,  ma in ly der ived f rom 
hyd rau l ic  generat ion.

Aware of the env i ronmenta l impact of it s 
activities, Rémy Cointreau is implementing 
a c t i o n s  t o  r e d u c e  t h e  g r e e n h o u s e 
g a s  e m i s s i o n s  r e l e a s e d  up s t r e a m  a n d 
dow nst ream of  the product ion process . 
The Group i s  especia l ly  sensit ive to  the 
waste generated during the various stages 
of  the product ’s  l i fe  cyc le,  i n  par t icu lar 
d u r i n g  p r o d u c t  t r a n s p o r t .  A l l  o v e r  
the world,  t ranspor t  speci f icat ions have 
been implemented to sensit ise transporters 
to the Group’s commitments and set goals 
to  reduce thei r  carbon emiss ions .  They 
i nc lude  a  requ i rement  rega rd i n g  the i r 
e nv i r o n me nt a l  i m p a c t  a n d  C O 2 d a t a .  
Rémy Cointreau requests that transporters 
provide a review of their CO2 data through 
month ly repor t ing.

Moreover, since 2011, the Group has been 
promot i ng  the  i ncrea s i ng ly  sy s t emat ic 
use of  v ideoconferencing faci l i t ies ,  and  
the use of  elect r ic veh ic les at  the A ngers 
a nd  C o g n a c  s i t e s  h ave  he lp e d  r e duc e 
carbon emiss ions .



TABLE OF PROGRESS INDICATORS (1) AND VIGILANCE INDICATORS (2)

Employee
well-being

Non-discrimination
and internal 
social equality

In-house training /
Skills
development

Sustainable
Agriculture

Climate
Change

Water and effluent
management

Circular economy /
Client information

Responsible 
sourcing

Business Ethics

Ratio of F/M managers, in % (1) 
- GRI Standard 401-1

Number of employees completing at least
one training course per year, in % (1)

Proportion of sustainably managed
agricultural land, in % (1)

GHG emissions (Total Scope 1, 2 & 3), 
in tCO2 

(1) - GRI Standard 305-3

Weighted gap between
female and male promotions, in % (1)

Hours of training (2)

- GRI Standard 404-1

Rate of HVE certification of the AFC agricultural 
cooperative, in % of agricultural land (1)

Rate of significant GHG emissions 
- product packaging, in % (1)

Rate of significant GHG emissions - Upstream freight 
and downstream transport of products, in % (1)

Rate of significant GHG emissions -
commodities, in %(1)

Total energy consumption, in MWh (2) 

- GRI Standard 302-1

Water consumption, in m3 (1) 
- GRI Standard 303-1

Rate of renewable electricity
consumption, in % (2)

Rate of effluent recovery, in % (2) 
- GRI Standard 306-1

Rate of waste recovery, in % (2) 
- GRI Standard 306-2

Rate of suppliers with Sedex
membership, in % (1) 
- GRI Standard 308-1 et 414-1

People trained in the ethical charter, in % (1)

Number of alerts (2)

Distribution of F/M training, in % (2) 
- GRI Standard 404-1

Renewal rate, in % (1)

- GRI Standard 401-1

Absenteeism, in % (1)

- GRI Standard 403-2

Frequency of work-related
accidents, in % (2)

- GRI Standard 403-2

Severity of work-related
accidents, in % (2)

- GRI Standard 403-2

Average age, in years (2)

Seniority, in years (2)

13.2

2.00

8.51

0.59

40

7.9

26 615

174 842 (a)

46.5 (a)

19.3 (a)

14.7 (a)

38 495

195 096 (c)

78.9

8.1

94.3

92

(d)

6

52

42

44

-0.14

46

79.3

14.8

2.30

9.13

0.38

41

8.4

24 243

135 528

37.0

22.7

30.6

39 656

174 945 (b)

76.8

8.1

91.6

89

80

36

23

43

3.03

13.31

0.13

41

9.1

18 463

41 854

133 418

89.0

83

78.3

145 789

4.63

8.90

0.07

41

9.4

15 954

36 235

123 729

90.6

54

_ 2 0 1 5 
2 0 1 6

_ 2 0 1 6 
2 0 1 7

_ 2 0 1 7 
2 0 1 8

_ 2 0 1 8 
2 0 1 9

(a)  C h a n g e in  t h e in dic a to r  m a in ly  d u e to t h e c h a n g e in  e m is s io n m e a s u r e m e n t m e t h o d (s w i tc h f r o m Bi l a n C a r b o n e to o l  to t h e G H G P r o to co l  to o l ) 
a n d to t h e in te g r a t io n o f  t h e Is l a y,  D o m a in e d e s H a u te s G l a c e s a n d We s t l a n d s i te s .  -  ( b)  C h a n g e in  t h e in dic a to r  m a in ly  d u e to t h e p a r t ia l  in te g r a t io n , 
f o r  t h e f i r s t  t im e in  C S R r e p o r t in g ,  o f  t h e co n s u m p tio n o f  w a te r  f r o m t h e w e l l  u s e d a t  t h e B a r b a d o s s i te .-  (c)  C h a n g e in  t h e in dic a to r  m a in ly  d u e to 
t h e in te g r a t io n ,  f o r  t h e f i r s t  t im e in  C S R r e p o r t in g ,  o f  a l l  w a te r  c o n s u m p tio n f r o m t h e w e l l  u s e d a t  t h e B a r b a d o s s i te .  -  (d )  L a c k o f  in dic a to r  d u e to 
t r a in in g f r e q u e n c y (e v e r y t w o y e a r s) .

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION

LIFE
ON LAND
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2018 / 2019 marked a  record year  for  a l l  the  Group’s 
f i nancia l  i nd icators . 

Th is  i s  due to the s t rong accelerat ion in organ ic  sa les 
g r o w t h  o v e r  t h e  l a s t  t h r e e  y e a r s ,  c o mb i n e d  w i t h  
a strong increase in prof itabi l it y dr iven by the Group’s 
s t rateg y to move upmarket .

The current operat ing marg in was 21.7% in 2018/2019, 
r e p r e s e n t i n g  t o t a l  o r g a n i c  g r o w t h  o f  5 . 0  p o i n t s  
(a t  c o n s t a n t  s c o p e  a n d  e xc h a n g e  r a t e s)  s i nc e  t h e 
2014/2015 f inancia l  year  (new genera l  mana gement). 
O ver the la st  t wo years ,  tot a l  organ ic  g row th of  the 
cu r rent  opera t i n g  ma rg i n  wa s  2 .6  poi nt s ,  r e a ch i n g  
the 2019/2020 t arget  (+2 .4-3 .0 point s  i n  3  years)  one 
year ahead of  schedu le.

FINANCE



C O N S O L I I D A T E D 
A N N U A L 
R E S U L T S 
2 0 1 8 / 2 0 1 9

Sales for the House of  Rémy M ar t in saw 
another year of st rong growth (+11.9%*), 
driven by the Asia Pacif ic region, but also 
by the United States, the United Kingdom, 
t h e  M i d d l e  E a s t ,  R u s s i a ,  a n d  Tr av e l 
R et a i l .  W ith i n  ou r  bra nd s ,  the  s t ron g 
per for m a nce  of  i nt er med i a t e  qu a l i t i e s 
— par t icu larly CLUB in Asia-Paci f ic —, 
the  sus t a i ned  g row th  of  R émy M a r t i n 
XO across  cont inents  and the cont inued 
internat ional development of LOUIS XIII 
once aga in resu lted in remarkable pr ice /
m i x ef fec t s  over  the  year  (+6%),  wh i le 
volume grow th rema ined h igh (+6%). 

Current  Operat ing Prof it  (proforma) 
rea ched  € 2 3 5 . 6  m i l l ion ,  w ith organ ic 
grow th of 17.9% and a current operat ing 
margin of 27.7%, represent ing an organic 
i nc r e a s e  o f  1 . 4  p o i n t s  (+ 0 . 8  p o i n t  a s 
reported). The margin evolution is explained 
by a sign i f icant increase in gross marg in 
(due to  our  va lue s t rateg y and not able 
pr ice increases over the per iod),  which 
mor e  t h a n  of f s e t  a  su s t a i ne d  i ncr e a se  
i n  i nves t ment s  i n  com mu n ic a t ions  a nd  
the continued strengthening of distribution 
st ructures. 

The organic sa les growth of the Liqueurs 
& Spir its d iv ision (+4.0%*) was driven by 
strong performance of the Maison Cointreau 
and St-Rémy brandy, whi le The Botanist 
gin and Whisky continued their remarkable 
development .

Current  Operat ing Prof it  (proforma) 
amounted to € 38 . 8 mi l l ion,  dow n 6 .0% 
organ ic .  Th is  t rend i s  ex pla ined by the 
s i g n i f ic a nt  i ncrea se  i n  com mu n ic a t ion 
i nves t ment s ,  b e g u n  l a s t  ye a r,  fo cu se d  
on strengthening awareness and accelerating 
the internat iona l i zat ion of  the d iv is ion’s 
bra nd s .  The  cu r rent  opera t i n g  ma rg i n  
wa s  14 .0 % a t  t he  end  o f  M a r ch  2 019, 
dow n 1.5 points  organ ica l ly  (-2 .0 points 
repor ted).

Organ ic  sa les  decrea sed by 12 .7% over 
the per iod, due to the terminat ion of new 
p a r t ner  br a nd  d i s t r ibut ion  cont r a c t s .  
The Current Operating Profit (proforma) 
was €4.9 million, down 7.2% organically...

As of 31 March 2019, sa les for the Rémy 
Cointreau Group tota led €1,216.5 mi l l ion 
(proforma Pre-IFRS 15, 16 & 9), up 7.9% 
on  a  r epor t e d  ba s i s .  I n  orga n ic  t er m s 
(at constant exchange rates and scope), 
grow th amounted to 7.8%, thanks to the 
very strong performance of the Group 
Brands (+9.8%). 

The Current Operating Profit (proforma 
COP) amounted to €263.6 million, up 11.3% 
on a reported basis and 14.2% on an organic 
basis. Once again this year, the remarkable 
mo ment u m  o f  ou r  e xc e p t i o n a l  s p i r i t s  
(> 50USD) resu lted in a st rong increase 
in gross marg in (+1.2 points  in organ ic 
terms). This leverage, combined with good 
cost control,  of fset a signi f icant increase 
in strategic investments in communication 
and d ist r ibut ion st ructures.  As a resu lt , 
the current operating margin (proforma) 
re a c he d  21. 7 % a t  t h e  e n d  o f  M a r c h ,  
an organic increase of 1.3 points. Thus, 
over the course of the la st t wo years,  the 
cumulat ive organic growth of the current 
operat ing margin amounted to 2.6 points, 
reaching the 2019/20 target (+2.4-3.0 points 
over 3 years),  one year early.

Excluding non-recurring items, net profit 
(proforma) was €167.8 mill ion, a record 
level for the Group. It was up 10.9% as 
repor ted and  16.3% on an organic basis. 

_ THE HOUSE OF RÉMY MARTIN _  L I Q U E U R S  &  S P I R I T S

_  P A R T N E R  B R A N D S 

A record year for the group  
Current Operating Profit 2018/19 (+14.2%*) 
2019/20 objectives reached one year in advance 
New medium-term objectives

*  O rg a nic g row th is  c a lcul a te d assumin g co nsta n t exch a n ge 
r a tes a n d co nso l id a tio n sco p e ( p rofo r m a p re-IFRS 15 ,  16 & 9 )
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The Current Operating Profit (proforma) 
amounted to €263.6 million, representing 
repor ted g row th of  11. 3% and  organ ic 
growth of 14.2%.

Current Operat ing Prof it was adversely 
affected by unfavorable exchange rate effects 
of €6.8 million for the year. The improvement 
in average conversion and col lect ion rates 
recorded in the second half of the year did 
not ful ly offset the negative exchange rate 
effects of the f irst half of the year. 

T hu s ,  t h e  c u r r e nt  o p e r a t i n g  m a r g i n 
( p r o f o r m a)  i m p r o v e d  b y  + 0 . 7  p o i n t  
to 21.7% for the year and increased by +1.3 
points on an organic basis. 

Operating prof it  (proforma) amounted  
to €265.2 million, after accounting for net 
operat ing income of €1.7 mi l l ion, mainly 
related to disposals of non-strategic real 
estate assets. 

Net financial expenses (proforma) amounted 
to €35.2 million for the period. This increase 
compared to last year is mainly due to two 
factors: a non-recurring charge of €5.2 million 
related to the early repayment of the vendor 
loan by the EPI Group (difference between 
the value of this loan on the balance sheet and 
the amount of the repayment) and a negative 
unrealized foreign exchange gain (valuation 
of  the por t fol io of  hedg ing inst ruments  
on future f lows) of €7.7 million. On the other 
hand, the cost of gross f inancial debt fel l 
by €1.8 mill ion, thanks to a lower average 
debt over the period and a lower average 
cost of debt.

The income tax charge (proforma) was €66.5 
million, representing an effective tax rate 
of 28.9%. Excluding non-recurring items, 
the rate was 28.5%, down from March 2018 
(29.7% excluding non-recurring items), due 
to the geographical evolution of results.

The share in prof its of associates  was  
a loss of €6.7 million, due to a €7.0 mill ion 
non-recurr ing charge related to the ex it  
of the Diversa joint venture in Germany 
(as par t of the evolut ion of the Group’s 
distribution network). 

Thus, net profit Group share (proforma) 
wa s  €157.1  m i l l ion ,  up  6 . 0% (+11. 5%  
in organic terms).

On April 1st, 2019, the Group announced  
the effective sale of its distribution subsidiaries 
in the Czech Republic and Slovakia to Mast-
Jägermeister SE.

On May 29th,  2019, the Group entered 
into exclusive negotiations with the Bril let 
family and its partners with the intention 
of acquiring the Maison de Cognac Bril let 
and part of its vineyard estate.

In an uncertain economic and geopolitical 
context, the Rémy Cointreau Group reiterates 
its ambition to become the world leader 
in exceptional spirits. In the medium term, 
this wil l result in 60 to 65% of its turnover 
being generated by exceptional spirits (retail 
sales price over USD50). 

I n  a d d i t i o n ,  a f t e r  a  s t r o n g  i n c r e a s e  
in prof itability in recent years, the Group 
remains ambitious regarding the potential 
of its Current Operating Margin in the 
medium term, as it will continue to benef it 
from its value strategy, whi le continuing  
to invest signif icantly behind its brands and 
distribution network. Rémy Cointreau’s objective 
is to build an increasingly sustainable, 
resilient and profitable business model. 

In the short term, Rémy Cointreau anticipates 
t h a t  2 019 / 2 0  w i l l  u n fo l d  w i t h i n  t h e 
framework of the Group's medium-term 

Excluding non-recurring items, net profit 
Group share (proforma) was €167.8 million, 
up 10.9% (+16.3% in organic terms), and 
net earnings per share (proforma) reached 
€3.35, up 10.2%.

Net debt (proforma) totaled €313.0 million 
on the 31st of March 2019. Its limited increase 
of €30.2 mi l l ion over the year is main ly 
due to the €103.6 mi l l ion related to the 
share buyback program (executed between 
August and December 2018) and the change 
in working capital requirements, partial ly 
offset by the early repayment of the vendor 
loan by the EPI Group.

Therefore, the "net debt /EBITDA" ratio 
(proforma) improved significantly to 1.08 
(1.19 post IFRS 15, 16 and 9) at the end  
of March 2019 from 1.48 at the end of March 
2018, thanks to the strong increase in the 
Group’s EBITDA. 

The proforma return on capital employed 
(ROCE) was 20.9% at 31 March 2019, down 
1.0 point (-0.2 points in organic terms).  
The change in ROCE is explained by both 
the significant increase in strategic purchases 
of cognac eaux-de-vie and the decline in the 
prof itability of Liqueurs & Spirits.

A dividend of 1.65 euros per share (stable 
compared to last year) wi l l  be proposed  
to shareholders at the Annual General Meeting 
on July 24th, 2019. Given the strong growth 
in annual results — a record level for the 
Group —, the Board of Directors has also 
decided to propose an exceptional dividend 
of 1.00 euros per share for 2018/19. 

_ C O N S O L I D A T E D  R E S U L T S

_  P O S T - C L O S I N G  F I N A N C I A L 
E V E N T S

_  O U T L O O K

objectives. It will also include the termination 
of distribution contracts for partner brands 
( i n  t he  C ze ch  R epubl ic ,  S lova k i a  a nd  
the United States),  which are est imated  
to have an impact of €56 million on sales  
and € 5 mi l l ion on Current Operat ing 
Profits.
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C O N S O L I D A T E D  I N C O M E  S T A T E M E N TC O N S O L I D A T E D  S T A T E M E N T  O F  F I N A N C I A L  P O S I T I O N

_AS OF 31 MARCH 2018, IN €M _1 7 - 1 8

NET SALES
Cost of sales

1 216.5 1 127.01 125.9
(387.6) (366.3)(415.1)

GROSS MARGIN

Distribution costs

828.9 760.7710.9

(464.3) (432.7)(346.3)

Administrative expenses
Other income from operations

(101.3) (91.7)(100.7)
0.3 0.40.3

CURRENT OPERATING PROFIT 263.6 236.8264.1

1.7 (13.7)1.7

OPERATING PROFIT

Finance costs

265.2 223.1265.8

(22.5) (7.6)(18.8)
(12.6) (14.4)(13.7)

Other operating income/(expense)

Other financial income 

FINANCIAL RESULT (35.2) (22.0)(32.5)

PROFIT BEFORE TAX 230.1 201.0233.3

Share in profit of associates (6.7) 0.5(6.7)
(66.5) (53.5)(67.7)Income tax

PROFIT FROM CONTINUING OPERATIONS

Net profit / (loss) from discontinued operations

156.9 148.1159.0

_ __

NET PROFIT FOR THE YEAR 156.9 148.1159.0

ATTRIBUTABLE TO:
non-controlling interests
owners of the parent company 157.1 148.2159.2

(0.2) (0.2)(0.2)

NET EARNINGS PER SHARE - FROM CONTI-
NUING OPERATIONS

diluted
basic

2.98 2.833.02
3.13 2.973.17

NET EARNINGS PER SHARE

diluted
attributable to owners of the parent company

2.98 2.833.03
3.14 2.983.18

NUMBER OF SHARES USED FOR THE CALCULATION

diluted
basic

52 680 567 52 434 79652 680 567
50 068 992 49 789 26950 068 992

Brands and other intangible assets

NON-CURRENT ASSETS

CURRENT ASSETS

TOTAL ASSET

Other financial assets

Property, plant and equipment
IFRS 16 right of use

Investments in associates

Deferred tax assets

Inventories

Non-controlling interests

515.4 509.4515.4

886.2 958.6924.4

1 450.1 1 407.11 425.1

1 700.2 1 583.11 700.2

2 586.4 2 541.62 624.6

91.3 166.293.9

269.3
_

242.9
_

269.3
27.2

1 245.5 1 170.31 245.5

1.0 1.11.0

1.1 20.21.1

9.2 19.717.5

_ 1 8 - 1 9 
P R O F O R M A * *

_ 1 8 - 1 9 
P R O F O R M A * *

_ 1 8 - 1 9 
P U B L I É *

_ 1 8 - 1 9 
P U B L I É *_ 1 7 - 1 8

Trade and other receivables

Cash and cash equivalents

Income tax receivables
Derivative financial instruments

Assets held for sale

271.1 209.8271.1

178.6 186.8178,6

3.3 4.93,3
1.8 10.01,8

_ 1.3_

Share capital

Consolidated reserves and profit for the year

Share premium
Treasury shares

Translation reserve

80.2 80.480.2

583.0 518.4558.0

795.1 804.9795.1
(34.4) (20.5)(34.4)

26.2 24.026.2

Provision for employee benefits

EQUITY

Long-term provisions for liabilities and charges
Deferred tax liabilities

Long-term financial debt
31.5 32.631.5

1 451.1 1 408.31 426.1

8.1 6.98.1

401.2 397.1423.8

62.4 81.062.4

Trade and other payables

NON-CURRENT LIABILITIES

Income tax payables
Short-term provisions for liabilities and charges

Short-term financial debt and accrued interest
510.9 517.3543.8

503.3 517.7525.8

18.4 9.718.4

90.3 72.598.1

2.3 14.22.3

Liabilities held for sale
Derivative financial instruments

_ __
10.1 2.010.1

CURRENT LIABILITIES

TOTAL EQUITY AND LIABILITIES

632.0 615.7672.7

2 586.4 2 541.62 624.6

_AS OF 31 MARCH 2018, IN €M

EQUITY - ATTRIBUTABLE TO OWNERS 
OF THE PARENT COMPANY

*  P r o f o r m a:  p r e -IFR S 15 ,  16 & 9 /  **  Re p o r te d:  p o s t-IFR S 15 ,  16 & 9
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www.remy-cointreau.com

R é m y   C o i n t r e a u 
21 boulevard haussmann 75009 paris

The French version of this document is available on request or via the 

www.remy-cointreau.com website. All the regulatory information required by the AMF 

is available on the Company’s website www.remy-cointreau.com
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