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White.. .  
sy mbol  of  Except ion:  

the va lue g u id ing us in our quest  
for  excel lence in our spi r i t s ,  

and in our dut y to  set  an example  
a s  a  Group.



F O R E W O R D 

Th i s  i nt eg ra t ed  a n nu a l  r epor t  focuses 
on Except ion,  the Group’s  four th va lue. 
A n d  t h i s  y e a r  2 01 9 / 2 0 2 0  w a s  i n d e e d 
except iona l for Rémy C ointreau, in more 
ways than one! A new management team, 
a  new s t ra t eg ic  v i s ion  a nd ,  of  cou r se ,  
a n  u npr e ce dent e d  g lob a l  env i r on ment 
h i t  by  the  C ov id-19 pandem ic .  For  the 
f i r s t  t i me  i n  i t s  h i s t o r y,  t he  G r o up' s 
e n t i r e  a c t i v i t y  c a m e  t o  a n  a b r u p t  
h a l t  a t  t he  end  o f  t he  f i n a nc i a l  y e a r, 
across  a l l  cont inents . 

B u t  w e a t h e r i n g  t h i s  c r i s i s  h a s  n o t 
o n l y  r e v e a l e d  t h e  r e s i l i e n c e  o f  t h e  
R é m y  C o i n t r e a u  G r o u p ,  d r i v e n  b y 
a n  e x c e p t i o n a l  t e a m  s p i r i t ,  b u t  a l s o 
s t reng thened i t s  va lues ,  wh ich are more 
tha n ever  i n  l i ne  w ith  the  present  a nd 
the f ut ure.  Because respect  for  Ter roi r 
fosters the local economy and sustainable 
development ,  respect  for  People  boost s 
i t s  many t a lent s ,  and respec t  for  Ti me 
f uels  g reat  ambit ions . 
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All around the world, there are clients seeking exceptional 
experiences; clients for whom a wide range of terroirs means  
a  va r ie t y  of  f l avou rs .  Thei r  exac t i ng  s t a nd a rds  a re  
proport ional to our expert ise – the f inely-honed ski l ls  
that we pass down from generation to generation. The time 
these clients devote to drinking our products is a tribute  
to all those who have worked to develop them.

It  i s  for these men and women that Rémy C ointreau,  
a family-owned French Group, protects its terroirs, cultivates 
except ional mult i-centenary spir its and under takes to 
preserve their eternal modernity. The Group’s portfolio 
includes 12 singular brands, such as the Rémy Mart in  
and Louis XIII cognacs, and Cointreau liqueur.

Rémy C ointreau has a single ambit ion: becoming the 
world leader in exceptional spirits. To this end, it relies  
on the commitment and creativity of its 1,850 employees  
and on its d istr ibut ion subsid iar ies establ ished in the  
Group’s  s t rateg ic  markets .  Rémy C oint reau i s  l i s ted  
on Euronext Paris.

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



C H A I R M A N ’ S  
M E S S A G E

The 2019/2020 environment was particularly 
complex worldwide for the Group, as a global 
econom ic dow nt ur n combi ned w ith the 
threat of import tariffs in the United States  
and, of course, this unprecedented health 
crisis, which knocked the wind out of global 
a i r t raf f ic and on-premise consumpt ion.  
For the Group, the major event was the 
change in its governance, with the departure 
of  Va lér ie  Chapou laud Floquet  and the 
arr ival of Éric Val lat as Chief Executive 
Off icer of Rémy Cointreau.

In spite of this context, our sales held steady 
at above €1 billion, our profitability remained 
high at 21.0%, and some of our non-financial 
targets, such as sustainable agriculture, were 
met wel l ahead of schedule. Lastly, we are 
very proud of the "B-Corp" certification of our  
Bruichladdich Disti l lery, which recognises 
its social and environmental performance, 
alongside some 3,000 companies worldwide.

A lo n g  w i t h  a  ne w  m a n a g e ment  t e a m ,  
we a re  set t i ng ou rselves  new f i nancia l  
and non-f inancial targets: within 10 years, 
the ref ined value strategy should enable  
the Group to achieve a gross margin of 72% 
and a current operat ing margin of 33%. 
However, it  i s  impor tant to us that th is 
growth is responsible and continues to be 
based on the principles and values promoted 
by the Global Compact. Rémy Cointreau  
is therefore launching its "2025 Sustainable 
Exception" plan, with three key focus areas: 
susta inable agr icu lture, reduced carbon 
emissions, and ecodesign. Our object ives 
are clear: by 2025, to guarantee sustainable 
agriculture in all terroirs involved in crafting 
our spir its; target 100% ecodesign for our 
packaging; and gradually reduce our carbon 
emissions in l ine w ith the internat iona l 
ambit ion of "Net Zero Carbon" by 2050. 

And lastly, the Group has just formalised 
i t s  R ai son d ’Ê tr e ,  def in ing it s  long-term 
corporate mission.

In the shorter term, 2020/2021 is expected 
to  u n fold  i n  a  contex t  that  no -one can 
predict with certainty, but that we expect 
to see take two tracks. The f irst half should 
remain tense, in a situation sti l l marked by 
the global pandemic and its consequences 
for  a l l  of  our  major  market s .  Ba sed on  
a f irst quarter that we est imate to record 
an organ ic  decrea se of  about  45%, and  
a second quar ter a l ready showing signs  
of recovery, but st i l l in moderate decl ine, 
our  cur rent  operat i ng prof i t  cou ld fa l l  
by about 45% to 50% at constant exchange 
rates and scope. However, the second half 
is expected to benef it from a substant ia l 
rebound, one on which the Group is already 
focusing its ful l energy and creat iv ity.

I would like to take a moment here to thank 
al l of our employees for their remarkable 
so l id a r i t y,  wh ich  they  have  ex pres se d  
in numerous init iat ives to help each other, 
on  ever y  cont i nent ,  i n  r e cent  month s .  
I’d l ike to say how much we admire their 
r e spons iveness  –  the i r  f i ght i n g  sp i r i t , 
even – and the community spir it they have 
demons t ra t ed  th rou gh  the i r  vo lu nt a r y 
commitments in their local areas.

Final ly, I want to recognise the f inancial 
e f fo r t s  m a de  a nd  s h a r e d  b y  e ver yone  
in this Group – from employees to members 
of the Board of Directors – to adapt our 
cost structure in this context of pressure 
on sales. Rémy Cointreau’s conduct stems 
f rom eth ics  that  we are proud to share  
w ith our shareholders. I thank them for 
their conf idence and loyalty.

2019/2020 was a  s ingular  year  in  more than one respect …  
l ike so many years  have been for  the Rémy Cointreau Group  
and its Houses, some of which are centuries-old. And it is in these 
unprecedented moments that  the Group knows how to stay calm  
and agi le, to  prepare to rebound in  the best  possible  way.  
That  is  why we are  confident  that  we can emerge from this  cr is is 
even stronger, and why we are  looking toward the future with 
ambition – the ambition to become the leader  in  exceptional  spir its .

M A R C  H É R I A R D  D U B R E U I L
" I t  i s  i m p o r t a n t  t o  u s  t h a t  t h i s  g r o w t h  i s  r e s p o n s i b l e  
a n d co n tin u e s  to  b e  b a s e d o n th e  p r in cip l e s  a n d v a l u e s 
prom o te d by th e G lobal  Compa ct ."
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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

You ser ved a s  Ch ief  Execut ive  Of f icer  
of the House of Rémy Mart in from 2014  
to 2018, and you returned as Group Chief 
Executive Officer in December 2019. What  
are your impressions since your return?
W hat  s t r uck me most  upon my a r r iva l 
wa s  the  g re a t  i mpor t a nce ,  energ y  a nd 
e n t hu s i a s m  d e d i c a t e d  t o  t h e  G r o u p’s 
corporate socia l responsibi l it y. We stand 
out  by  v i r t ue  of  ou r  deep com m it ment 
t o  o u r  t e r r o i r s .  We  a r e  r e s p o n s i b l e  
for protecting them for future generations. 
By t ak ing care of  our her it a ge and our 
l a nd ,  ou r  s i ght s  a r e  f i r m ly  s e t  on  t he 
f ut ure.

Beyond our terroirs, the focus is no longer 
so le ly  on  the  orga nolept ic  qua l i t ie s  of  
our products and thei r pr ice posit ion ing, 
but also on their carbon footprint. We have 
ambit ious t argets  in th is  area ,  d r iven by 
resu lt s  that  a re  a l ready apparent .

I  wa s  a l so  s t r uc k  by  t he  deve lopment 
and profess iona l  g row th of  our Ch inese 
subsidiary, which in three years has developed 
a truly impressive organisat ion, with new 
and ef fect ive business management tools. 

2019/2020 was a singular year for the Group. 
What is your analysis?
The yea r  wa s  ma rked by an espec ia l ly 
complex  m a cro e conom ic  env i ron ment . 
I  a m  r e f e r r i n g  t o  t h e  p o l i t i c a l  c r i s i s  
i n  Hong Kong,  of  course,  but  a l so to  the 
application of import duties on some spirits 
ca tegor ies  i n  the  Un ited St ates ,  i n  the 
aut umn of  2019.  These ex terna l  factors 
went  t o g e t her  w i t h  t he  r e s t r uc t u r i n g 
of  our d i s t r ibut ion net work in Europe, 
w h i c h  w i l l  h av e  a  p o s i t i v e  i mp a c t  i n  
the long term despite being detr imental in 
the shor t  term.  L a st ly,  the f i na l  quar ter 
o f  the  ye a r  wa s  m a rke d  by  the  he a l th 
cr i s i s ,  wh ich  s t a r t ed  i n  Ja nu a r y  2020 
i n  C h i n a  b e for e  s pr e a d i n g  a c r o s s  t he 
r e s t  o f  t he  wor ld ,  fo r c i n g  u s  t o  c lo s e 
fo r  t he  f i r s t  t i me  a nd  s i mu l t a ne ou s l y  
a l l  ou r  d i s t i l l e r ie s  a nd  b ot t l i n g  s i t e s , 
f rom C ognac to Barbados. 

These headw inds a l lowed us to  become  
more agile and to instil our values ("Terroirs, 
People,  Ti me and Except ion")  w ith even 
mor e  me a n i n g.  I  c om mend  e ver yone’s 
c o m m i t m e n t ,  w h i c h  m a d e  i t  p o s s i b l e  
to promptly reduce our costs and maintain 
o u r  t e a m s  a r o u n d  t h e  w o r l d  w i t h o u t  
rely ing on government subsidies. Because 
t h e  R é m y  C o i n t r e a u  me n  a n d  w o me n  

focus on.  A l l  of  th i s  wh i le  i mplement ing  
a responsible growth plan that spans more 
than the env i ronment .  That  plan i s  the 
fou r th  d r iver  I  wou ld  l i ke  to  ment ion, 
because the values we uphold wi l l play an 
increasingly important role in mot ivat ing 
our teams and c l ient s  a round the world . 

You ment ioned that  th i s  g row th shou ld 
certainly be profitable, but also "responsible".  
W h a t  a re  the  m a jor  ch a l len ges  f a c i n g  
the Group in this regard?
We  a r e  f o r t u n a t e  t o  h av e  " i n he r i t e d" 
e x c e p t i o n a l  l a n d .  I t  i s  o u r  d u t y  t o 
preserve this land for future generat ions.  
To that end, we have three very ambit ious 
goa ls .  A s f rom 2025,  a l l  the a gr icu ltura l 
raw mater ia l s  used in our d i s t i l ler ies  –  
f r om su ga rc a ne  p l a nt a t ion s  t o  or a n ge  
g r o v e s  –  m u s t  f o l l o w  a  s u s t a i n a b l e 
agriculture approach, as is already the case 
for our cognacs. Moreover, a lso for 2025, 
I would l ike 100% of our packaging to be  
eco-responsible. Lastly, we are committed 
t o  r e duc i n g  ou r  c a rb on  g ener a t ion  i n 
order to ach ieve a zero-carbon foot pr int 
in a l l  our act iv it ies by 2050. Responsible 
grow th reaches beyond the env i ronment; 
i t  means grow th that  promotes d iversit y 
and i nc lus ion.  Th i s  a l so  appl ies  to  our 
own teams. A commit tee has been created 
for  th i s  pu r pose ,  a nd  w i l l  r ecom mend 
practical measures in the next few months.

What inspires your confidence in 2020/2021  
and the years ahead?
The year 2020/2021 w i l l  a l so be marked 
b y  C o v i d .  We  m a y  l a c k  v i s i b i l i t y ,  
but  we are  f u l ly  geared to  get  through 
th is d i f f icu lt  per iod, and we wi l l  t ake a l l 
the mea sures  that  may prove necessar y. 
B u t  t h e s e  s h o r t - t e r m  d i f f i c u l t i e s  d o 
n o t  c h a l l e n g e  o u r  c o n f i d e n c e  i n  t h e 
f ut u re .  W h at  i n sp i re s  my  con f idence?  
The commitment of our teams, our consistent 
a n d  c o m p l e m e n t a r y  b r a n d  p o r t f o l i o  
(w ith some brands being 3 cent ur ies  old 
and others  being 10 -year-old s t ar t -ups), 
the qual ity and posit ioning of our spir its, 
and last ly,  the authent icit y of our va lues. 
O u r  s t r u c t u r e  i s  s o l i d ,  a n d  w e  h a v e  
a  road map to boot!

are  our  g reatest  a sset ,  and the  t i me to 
prepare for  the f ut ure i s  now. 

You announced a new strategic plan for the 
Group, with 10-year goals. Why 10 years?
Ther e  a r e  a t  l e a s t  t h r e e  f u nd a ment a l 
reasons for this decision. The f irst involves 
the  a ge i n g  t i me  re qu i re d  t o  m a ke  ou r 
products .  When we purcha se eau x- de- v i e 
for  our cognacs ,  for  example,  we th ink 
in terms of  10 years ,  somet i mes 20,  and 
even 10 0 years  for  L ou is  X III!  In that 
respect ,  10 years i s  our nat ura l  hor i zon. 

Moreover,  a n  a mbi t iou s  p l a n  r e qu i re s 
ambit ious goa ls.  But we know there is no 
s i ngle,  c learly  la id-out  path to  ach ieve 
them. We have to a l low for  quest ion ing, 
test phases, changes to the organisat ional 
model ,  i n  shor t .  A nd that  requ i res  more 
than 5 years . 

Last ly,  to develop a rea l st rateg ic v ision, 
you need to break f ree f rom the budget . 
But  a  f ive-year plan i s  l i kely to  merely 
extend it. It would not be as ambitious, and 
it would be less disruptive. Our aspirat ion 
to become the leader in exceptional spir its 
must prompt us to reth ink our profession 
to reach out  to  our c l ient s .

The Group expects a gross margin of 72%  
and an operating margin of 33% by 2030.  
What are the main drivers to achieve these 
targets?
The shor t  answer i s  that  I  see four l i nes 
of  development to  i ncrea se the Group’s 
p r o f i t a b i l i t y  i n  t h e  n e x t  1 0  y e a r s . 
F i r s t l y,  s e t t i n g  g o a l s  f o r  e a c h  b r a n d  
i n  our por t fol io,  and thereby a l locat ing 
o u r  i n v e s t m e n t s  i n  a  m o r e  t a r g e t e d  
a nd  ef fec t ive  ma n ner  t o  ma x i m i se  the 
G roup’s  g row th  a nd  prof i t abi l i t y.  The 
s e c o n d  l i n e  c o n s i s t s  o f  r e a c h i n g  o u t  
t o  ou r  c l i ent s  t o  f i nd  out  mor e  a b out 
them and enga ge in d i rect  d ia logue w ith 
them where  poss ible .  One of  ou r  goa l s  
i s  to achieve 20% of our revenue through 
e-commerce within 10 years. Third ly, the 
L iqueu rs  and Spi r i t s  d iv i s ion i nc ludes  
a  few promising gems w ith great  grow th 
p o t e n t i a l ,  t h a t  w e  w i l l  i n c r e a s i n g l y 

É R I C  V A L L A T

" This  highly  unusual  year  revealed the Group’s  sol idity, 
the commitment of  our  teams, and the structural  
integrity  of  our  future - oriented brands."
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K E Y  F I G U R E S  A N D  
H I G H L I G H T S  I N  2 0 1 9 / 2 0 2 0

_ F I N A N C I A L  D A T A _ . . . A N D  N O N - F I N A N C I A L  D A T A

Net sa les Net sa les  
by d iv ision

Net sa les
by geographic area

2
0
1
9

2
0
2
0

€1,024.8m
€1,125.9m

Current operating 
profit/(loss)

Percentage of AFC cooperative members’ land
using an environmental approach

Net financial debt

2
0
1
9

2
0
1
9

2
0
1
9

2
0
2
0

2
0
2
0

2
0
2
0

€215.1m

100%

€450.9m

€264.1m

94%

€343.3m

Net profit/(loss) excluding  
non-recurring items

2
0
1
9

2
0
2
0

€124.2m

€169.9m

Profit/(loss)  
for the period

Ratio of net debt/
EBITDA

2
0
1
9

2
0
1
9

2
0
2
0

2
0
2
0

€113.4m

1.86x

€159.2m

1.19x

Current operating 
margin

Capital expenditure

2
0
1
9

2
0
1
9

2
0
1
9

2
0
2
0

2
0
2
0

2
0
2
0

21.0%

50%

€64.8m

23.5%

42%

€44.6m

For the per iod 1 Apr i l  2019 to 31 M arch 2020 For the per iod 1 Apr i l  2019 to 31 M arch 2020

House of 
Rémy Mart in
7 2 %

Americas
4 5 %

Liqueurs & 
Spir i ts
2 5 %

Asia-Pacif ic
3 1 %

Partner 
Brands
3 %

Europe
Middle-East
Africa
2 4 %

AHVE 1 AHVE 3

4 5 . 5 %

8 6 . 0 %

3 1 , 6 7 7

4 1 y e a r s

1 s t

2 . 3 %

Percenta ge of 
women mana gers
(44% i n  2019)

percentage of suppliers 
having joined SEDEX*

(93% in 2019)

* S ED E X: S u p p l i e r  Et h ic a l  D a t a  E xc h a n g e .

Responsible sourcing

Number of  hours 
of  t ra in ing
(26,615 i n  2019)

Average age of 
Group employees 
(40 years in 2019)

out of 230
(3rd out of 230  
in 2019)

Ethifinance rating

Absenteeism rate 
(hours of absence 
per hours worked)
(2.0% in 2019)



_  HIGHLIGHTS OF THE YEAR

In October 2019, Rémy Mar t in launched 
i t s  new g loba l  c a mpa i g n  " Tea m up for 
excel lence".  The campa ign's  ph i losophy 
i s  t h a t ,  b eh i nd  e a c h  s uc c e s s ,  t her e  i s  
a  c o l l e c t i v e  e f f o r t .  R é m y  M a r t i n  i s 
t hu s  t he  s u m  o f  t he  c ombi ne d  t a l ent s  
of our cel lar masters,  d ist i l lers and w ine 
g rowers .  Th is  campa ign a l so reiterates 
w h a t  m a k e s  t h e  R é m y  M a r t i n  b r a n d  
s o  u n i q u e :  i t s  e a u x - d e - v i e ,  w h i c h  a r e  
s o u r c e d  e x c l u s i v e l y  f r o m  G r a n d e  
C h a m p a g n e  a n d  P e t i t e  C h a m p a g n e , 
the t wo best  a rea s  of  the C ognac AOC.  
A f ter  5 ,  10 or 30 years ,  these eau x- de- v i e 
g ive  r i s e  t o  b lend s  w i th  i ncompa rable 
f lavours . 

The Rémy C oint reau Group announced 
t he  a c q u i s i t i on  o f  M a i s on  de  C o g n a c 
J.R .  Br i l let  on 30 Apr i l  2020.  W ith th i s 
acqu is it ion,  the House of  Rémy M ar t in 
w i l l  i n c o r p o r a t e  s o m e  5 0  h e c t a r e s  
o f  v i n e y a r d s  i n  G r a n d e  C h a m p a g n e 
a n d  Pe t i t e  C h a m p a g n e ,  a n d  w e l c o m e  
the J.R .  Br i l let  cognac brand w ith in i t s 
por t fol io.  Bel le  de Br i l let ,  wh ich of fers 
g reat  g row th potent ia l  i n  the h igh-end 
l iqueurs  segment ,  w i l l  join the Group’s 
L iqueurs & Spi r it s  d iv i s ion.

O n 15  Oct ober  2019,  R émy C oi nt re au 
w a s  a w a r d e d  f i r s t  p l a c e  i n  t h e  G a i a 
R at i n g  by  E th i F i na nce  ra t i n g  a genc y,  
i n  t h e  c a t e g o r y  o f  b u s i n e s s e s  w i t h  
r evenue  exce e d i n g  € 5 0 0  m i l l ion .  Th i s 
rat i ng rewards  French compan ies  w ith 
the h ighest  E SG (env i ronmenta l ,  socia l 
and governance) per formance scores .

A f ter  the open ing of  s tores  i n  C ognac, 
B ei j i ng ,  X ian and L ondon,  L ou i s  X III 
launched its f irst e-boutique in the United 
K i ngdom. Th i s  e -f la gsh ip g ives  c l ient s 
on l ine access  to  the c la ss ic  L ou is  X III 
l ine and it s  l imited ed it ions.  It  a lso sel l s 
accessories ( l ike the crystal glasses unique 
to the brand) and persona l ises decanters 
a nd  g l a s s e s .  L a s t l y,  t he  web s i t e  pu t s 
cl ients in direct contact with a Louis XIII 
P r i v a t e  C l i e n t  D i r e c t o r,  a n d  o f f e r s  
a  conc ierg e  s er v ice  t o  pr ov ide  a dv ice  
and answers c l ient s’  quest ions .

L aunch of Rémy Martin’s  new " Team 
Up for  Excellence" cam paign

A c q u i s i t i o n  o f  M a i s o n  d e  C o g n a c 
JR Bril le t

R é m y  C o i n t r e a u  r a n k e d  n u m b e r  1  
in  the G aia  Ra ting

L aunch of  the Louis XIII  e-boutique 
in  the Unite d Kingdom 

I m p a c t  o f  t h e  C o v i d -1 9  p a n d e m i c  
on the G roup

T he  2 019 / 2 0 2 0  y e a r - e n d  w a s  h a r s h l y 
pena l i sed by C ov id-19,  wh ich the W HO 
declared a  pandemic on 11 M arch 2020. 
A s i a  w a s  a f f e c t e d  f i r s t ,  i n  J a n u a r y 
2020 ,  fo l lowed by  E u rope,  a nd f i na l ly  
t h e  A m e r i c a s ,  w i t h  t h e  c l o s u r e  o f  
o n - t r a d e  o u t l e t s  ( b a r s ,  r e s t a u r a n t s , 
n ightc lubs ,  etc .).  The col lapse of  g loba l 
a i r  t r a f f i c  a l so  wei ghe d  dow n a i r p or t 
spi r i t s  sa les . 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

15



A B O U T  T H E  G R O U P

The Rémy Cointreau Group, whose charentaise 
or ig ins date back to 1724, is the result of the 
merger  i n  1990 of  the  hold i ng compan ies  of 
the Hér iard Dubreui l and Cointreau fami l ies,  

which controlled E. Rémy Martin & C° SA and 
Cointreau & Cie SA respectively. It is also the result 
of successive alliances between companies operating 
in the same Wines and Spirits business segment.

Creation of Mount Gay Rum in Barbados Vin & Sprit joins the Maxxium  
network as its fourth partner

Establishment 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 structureCreation 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 2016

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

30 April: Rémy Cointreau acquires  
the Cognac house J.R. Brillet

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 Piper-Heidsieck Champagne

Creation of the Passoã brand

Acquisition by the Rémy Martin Group  
of Charles 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 Rémy 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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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

Éric Vallat was appointed Chief Executive 
Off icer of the Group on 1 December 2019, 
following the departure of Valérie Chapoulaud-
Floquet .  The  E xecut ive  C om m it t ee  he 

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

Fr o m l e f t  to r ig h t ,  b a c k r o w : S im o n C o u g h l in (CEO W h is k y D i v is io n) ,  L a u r e n t  Ve n o t (CEO EM E A ) ,  M a r c- H e n r i  B e r n a r d  
( S e n io r  V ic e P r e s i d e n t  H u m a n Re s o u r c e s) ,  L u c a M a r o t t a  (CF O) ,  Pa t r ic k M a r c h a n d ( S e n io r  V ic e P r e s i d e n t  O p e r a t io n s) ,  
D a v i d En n e s ( S e n io r  V ic e P r e s i d e n t  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 ) .
Fr o n t  r o w : 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 t r a te g ic  P l a n n in g D ir e c to r ) ,  
É r ic  Va l l a t  (G r o u p CEO) ,  Ia n M cL e r n o n (CEO A m e r ic a s) ,  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) .

h e a d s  i nc l u d e s  10  d i r e c t o r s  o f  s e v e n 
d i f ferent  nat iona l i t ies  f rom a  ra nge  of 
backgrounds: spi r it s ,  cosmet ics,  fa sh ion 
and accessor ies,  and h igh-end tableware.

C omposit ion of remuneration of senior 
mana gement (exclud ing LTIP)

Variable  remunerat ion
2 9 . 9 %

-  50% based on quantitative 
criteria (current operating 
profit/(loss), cash flow 
generation, profit (loss) 
for the period excluding 
non-recurring items, 
ROCE)

-  50% based on qualitative 
criteria (including one 
CSR target)

Fixed remunerat ion
7 0 . 1 %

of  which CSR bonus
3 %

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  
a n d  C h i e f  E xe c u t i v e  O f f i c e r.  C o m p e t e nc e  
and experience in the f inancial arena, the luxury  
g o o d s  s e c t or  a nd  t he  m a n a g ement  o f  l a rg e  
international companies are the selection criteria  

for  Board members .  The presence of  severa l  
members who are permanent residents in various 
other countries also lends a welcome international 
and cu lt ura l  d i mension to the Board ’s  work,  
either because they have performed a role outside  
of France during their career, or because they 
hold or have held one or more appointments in  
non-French companies.

The Board’s membership is organised in order to achieve a balance between experience, skills, independence 
and ethical behaviour, while respecting in overall terms the balanced representation of women and men 
on the Board of Directors.

* In d e p e n d e n t B o a r d m e m b e r.

_  T H E  B O A R D  O F  D I R E C T O R S

Composit ion of  the Board of  Directors  at  31  March 2020

Committees of  the Board of  Directors

Fr o m l e f t  to r ig h t ,  b a c k r o w : Mrs Caroline Bois Hériard Dubreuil (non-voting member), Mr Emmanuel de Geuser, Mr Olivier Jolivet,  
Mrs Laure Hériard Dubreuil , Mr Marc Hériard Dubreuil , Mrs Dominique Hériard Dubreuil , Mr François Hériard Dubreuil , Mrs Gisèle Durand,  
Mr Bruno Pavlovsky, Mr Elie Hériard Dubreuil (non-voting member), Mr Jacques-Etienne de T’Serclaes. 
Fr o n t  r o w : Mrs Hélène Dubrule, Mrs Guylaine Saucier, Mrs Marie-Amélie Jacquet. 

Audit-Finance Committee

4 members / 75% independent 
Guylaine Saucier*,  

François Hériard Dubreuil,  
Emmanuel de Geuser*,  

Jacques-Etienne de 
T'Serclaes*

Nomination and 
Remuneration Committee

4 members / 50% independent 
Bruno Pavlovsky*,  

Dominique Hériard Dubreuil, 
Orpar SA, Gisèle Durand, 

Olivier Jolivet*

Corporate  
Social Responsibil ity 

Committee

3 members / 67% independent 
Dominique Hériard Dubreuil,  

Hélène Dubrule*,  
Olivier Jolivet*

7 . 7
average length 
of service  
on the Board

1 2
2
Board members

non-voting members

5 0 %

6
independent 
Board members 
(excluding 
non-voting 
members)

women (excluding 
non-voting 
members)

5 0 %

5 0 %
independent 
Board members 
(excluding 
non-voting 
members)

men (excluding 
non-voting 
members)

2

60 years
average age  
of Board 
members

nationalities 
represented
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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

72 %

The French family-controlled Rémy Cointreau 
Group boa st s  a  por t fol io  of  except iona l 
world-renowned spirits: Rémy Martin and 
L ou is  X III  cognacs ,  C oint reau 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 s ingle  ma lt  wh isk ies  Br u ich ladd ich, 
Po r t - C h a r l o t t e ,  O c t o m o r e ,  We s t l a n d  
and Domaine des Hautes  Glaces .

D u r i n g  t he  2 019 / 2 0 2 0  f i n a nc i a l  ye a r,  
the  Group’s  net  sa les  tot a l led €1,024. 8 
m i l l ion ,  a n  orga n ic  decre a se  of  11. 2% 
(o f  w h i c h  G r o u p  b r a n d s  a c c o u n t e d 
for  6 . 3%),  i n  a  complex  econom ic  a nd 
health env ironment. The Group’s current 
operat ing prof it  tot a l led €215.1 mi l l ion 
with a current operat ing margin of 21.0%.

The  R émy C oi nt re au  G roup’s  i nt er na l 
o r g a n i s a t i o n  i s  b a s e d  o n  n i n e  b r a n d 
d i v i s i o n s  a n d  f o u r  s a l e s  d i v i s i o n s 
(Americas, Europe, Middle- East, Afr ica, 
A sia -Paci f ic  and Globa l  Travel  Reta i l). 
A l l  t h e s e  d i v i s i o n s  r e c e i v e  s u p p o r t 
f rom the  hold i ng  compa ny.  Depend i ng  
o n  t h e  s p i r i t  c a t e g o r y ,  p r o d u c t i o n  
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 Mart in" or "Liqueurs & Spir its".

Brands which Rémy Cointreau distr ibutes 
th rough i t s  net work on beha l f  of  th i rd 
part ies form a separate category, "Partner 
Brands".

The House of Rémy Martin:
Rémy Martin and Louis XIII

Liqueurs & Spirits:
Cointreau, Metaxa, 
Mount Gay, St-Rémy, 
The Botanist and single  
malt whiskies

Partner Brands:
Third-party brands 
distr ibuted by the Group

€ 7 3 5 . 5 m

€ 2 6 1 . 9 m

€ 2 7 . 5 m

Net sa les

Net sa les

Net sa les

LIQUEURS & SPIRITS
HOUSE

OF RÉMY MARTIN

cognac liqueur whisky gin rum
brown  

spirits

UPPER  
LUXURY

LUXURY

PREMIUM

ULTRA  
PREMIUM

2 5 %

3 %

Net sa les by d iv ision
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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 are 
made exclusively from eaux-de-vie sourced  
in Grande Champagne and Petite Champagne, 
the two leading crus of the Cognac appellation, 
which offer the greatest ageing potent ial  
(more than 100 years ,  for some Grande 
Champagne eaux-de-vie).

Cognac is an appellation d ’origine contrôlée 
(AOC) brandy (eaux-de-vie d ist i l led from 
grapes) that comes from vineyards in the 
Cognac reg ion (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 first two crus, Grande Champagne  
(at least 50%) and Petite Champagne make up  
a  sepa ra t e  app e l l a ti on  d ’o r i g i n e  c ontr ô l é e  
within the Cognac AOC.

Rémy Mart in only selects its eaux-de-vi e  
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  House of  Rémy M ar t in cognacs are 
p r o d u c e d  i n  a n d  a r o u n d  t h e  t o w n  o f 
C og nac,  on a  s i t e  that  i nc ludes  a gei ng 
and fer ment at ion ce l l a r s ,  l aborator ies ,  
a packaging complex, off ices, and a visitor 
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 35  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  
o f  C o g n a c  e a u x - d e - v i e  h a s  b e e n  b u i l t 
u p  l a r g e l y  a s  a  r e s u l t  o f  e x c l u s i v e 
p a r t ner s h i p s  w i t h  G r a nde  a nd  Pe t i t e 
Champagne producers.  This par tnersh ip 
pol icy,  i nt roduced in 1966 ,  ha s  enabled 
t h e  G r o u p  t o  m a n a g e  i t s  l o n g - t e r m  
suppl ies  and meet  the qua l i t y  s t andards 
requ i red by the House of  Rémy M ar t in.

In 2019/2020, the House of Rémy Martin accounted for 72% of the Group’s total net sales  
and 99% of it s  internat iona l sa les.  The A mer icas (46%) and Asia-Paci f ic (39%) are  
the division’s top contributing regions, but Europe/Middle East/Africa (15%) also offers 
medium-term growth potential.

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 ) ,  
R émy  M a r t i n  ( R émy  C o i nt r e a u),  a nd  
C ou r voi s ier  (Su ntor y).  Rémy M a r t i n’s  
m a rke t  sh a re  o f  cog n a c  sh ipment s  for 
a l l qual it ies combined is 12% by volume  
(source: BNIC March 2020). Rémy Martin 
ma kes  99% of  i t s  sh ipment s  i n  the  QS  
(Q u a l i t é  S up ér i eu r e)  s e g ment ,  w h ic h 
accounts for 48% of the total cognac market  
(source: BNIC March 2020). In this superior 
quality segment, Rémy Cointreau has a market 
share of 24% 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;

-  Q S  (Q u a l i t é  S u p é r i e u r e),  c over i n g  a l l  
the VSOP and QSS labels;

-  VSOP ("Very Superior Old Pale"), which  
by  l aw  mu s t  b e  a g e d  for  a  m i n i mu m  
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 ement  o f  f i n a nc i a l  p o s i t ion  o f  t he 
Rémy C oint reau Group,  once the eau x-
de- v i e  covered by these a greements  have 
been produced and have pa ssed qua l i t y 
cont rol .  A ny cont rac t ua l  com m it ment s 
n o t  y e t  p r o d u c e d  a r e  d i s c l o s e d  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
5 2 %

XO
1 0 %

VSOP
3 8 %

Asia/Pacific Current operating  
profit/(loss)

Americas
Current operating  
marginEurope

Middle-East
Africa

Global  cognac sh ipments by qual ity
(Source:  BN IC)

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

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

2
0
1
9

39.8%

45.6%

14.6%

2
0
2
0

38.8%

46.2%

15.0%

2
0
1
9

2
0
2
0

30.4%

27.1%

€199.5m
€235.6m

€774.4m
€735.5m
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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, 
o f t e n  w i t h  k n o w - h o w  p a s s e d  d o w n  
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;

-   Mount Gay,  a  r um f rom Barbados;

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 
nu mb er  o f  p l ay er s  (o f  v a r iou s  s i z e s),  

w i t h  n u m e r o u s  i n t e r n a t i o n a l  b r a n d s 
coex ist ing a longside loca l  brands.

-   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;

-   We s t l a n d  a n d  i t s  r a n g e  o f  s i n g l e 
m a l t  wh i sk ie s  pr o duce d  i n  t he  s t a t e  
of  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

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  
at  the d ist i l ler y of  the same name, 
located c lose to Mount Gay in the 
nor th  of  the  i s l and of  Barba dos ,  
in the parish of St Lucy. The storage 
cel la rs  i n  wh ich the ca sks of  r um 

are a ged are a lso located at  th i s  h i stor ic 
s i te .  Since Januar y 2015,  an add it iona l 
13 4 hectares  of  a gr icu lt ura l  land at  th i s 
s i t e  have  been  devoted  to  the  fa r m i n g 
of  sugar  cane.  Mount  Gay Dist i l ler ies’ 
he a d  of f ice  a nd  bot t l i n g  fa c i l i t i e s  a re 
loc a ted  i n  Bra ndons ,  c lose  to  the  por t 
of  Br idgetown in the south of the i s land.

Isle of  Islay (Scotland)

The  Br u ich l a dd ich  D i s t i l l er y  i s 
l o c a t e d  o n  t h e  I s l e  o f  I s l a y  i n 
Scot land,  one of  the world ’s  most 
iconic locat ions for the product ion 
o f  s i n g le  m a l t  S c o t c h  wh i s k ie s .  
The production operation (distilling, 

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 
15  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)

Westland Dist i l ler y (US),  located 
i n  S o u t h  D o w n t o w n  S e a t t l e  i n  
the s t ate  of  Wa sh i ng ton,  get s  i t s 
malt from producers in the terroirs 
of  the Paci f ic  Nor th-West .

Samos (Greece)

A s  p a r t  o f  i t s  " t e r r o i r "  p o l i c y, 
the  House  of  Met a xa acqu i red a  
1.2 hectare w ine proper t y on the 
island of Samos, located at the heart 
of  the i s land ’s  muscat  v ineyards. 

Muscat  w ine i s  an essent ia l  component  
in Metaxa’s signature taste.

_  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

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  o r 
produc t ion  cons t ra i nt s .  C onsequent ly, 
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 n e ,  e t c .)  f o r  t h e  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 i e  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  
s u b - c o n t r a c t s  p a r t  o f  i t s  b o t t l i n g  
opera t ions  to  o ther  compa n ies  loc a t ed 
a b r o a d ,  i n  p a r t i c u l a r  G r e e c e  f o r  t h e 
product ion of  Met a xa ,  for  a l l  market s . 
S u b - c o n t r a c t i n g  r e p r e s e n t s  1 5 %  o f  
the tot a l  volume of  Group brands.

A ngers (France)

The product ion of  the  C oi nt reau 
l iqueu r  and the  St -Rémy brandy 
range i s  located in St-Bar thélémy 
d’Anjou (on the outskirts of Angers). 
Th is  s i te  a l so car r ies  out  bot t l i ng 

opera t ions  for  o ther  G roup  bra nd s .  I t 
comprises disti l l ing facilit ies, fermentation 
cel lars, laboratories, a packaging complex, 
off ices, and a v isitor and reception centre.

Trièves (France)

The Domaine des Hautes  Glaces , 
located in the hear t  of  the Tr ièves 
reg ion of  the A lps ,  i s  a  mounta in 
f a r m  d i s t i l l e r y  w h ic h  c ombi ne s 
F r e n c h  k n o w - h o w  ( d i s t i l l i n g  
with traditional Charente sti l ls) and 
ingred ients  f rom loca l  producers . 
The supplies of barley, rye and spelt 

(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 .

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

25



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

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

In 2019/2020,  Par tner Brands accounted for  3% 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.

Fo l l o w i n g  t h e  n o n - r e n e w a l  o f  m a n y  d i s t r i b u t i o n  a g r e e m e n t s  i n  r e c e n t  y e a r s  
(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 
2020) are Pa ssoã l iqueur and cer t a in spi r i t s  of  the W i l l i am Grant  & Sons Group.

Par tner  Bran ds

I n  2019/ 2020 ,  the  L iqueu rs  & Spi r i t s  d iv i s ion  a ccou nted  for  25% of  the  Group’s  
t o t a l  ne t  s a le s .  The  A mer ic a s  (45%)  a nd  E u r op e / M idd le -E a s t /A f r ic a  (43%)  a r e  
the top cont r ibut ing reg ions in the d iv i s ion.

_  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

Asia/Pacific Current operating  
profit/(loss)

Americas
Current operating  
marginEurope 

Middle-East
Africa
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14.7% 14.3%

€37.5m€38.8m

€261.9m€264.4m



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

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 
segments of the global markets, which offer 
high growth and earnings potent ial. Over 
the pa st  15 years ,  the i mplementat ion of 
this strategy has led the Group to d ispose 
of  brands and other a sset s  deemed less 
su ited to i t s  va lue creat ion st rateg y and 
to resume fu l l  cont rol  of  i t s  d i st r ibut ion 
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 0 %  
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.

Si nce  2015 ,  the  Group ha s  accelera ted 
i t s  s t ra t eg y  of  mov i ng  upma rket  so  a s 
t o  d i f f e r e n t i a t e  i t s e l f  a n d  e m p h a s i s e 
i t s  un iqueness:  u lt i mately,  the  Group’s 
ambit ion i s  to  become the world leader 
in except iona l  spi r i t s .

The Rémy Cointreau Group’s posit ioning 
i n the h igh-end segment of  except iona l 
s p i r i t s  i s  a  v e r y  a p p r o p r i a t e  p l a c e  
to  be :  except iona l  spi r i t s  a re  enjoy i ng 
an at t ract ive dy namic (+11% grow th per 
y e a r  on  av er a g e ,  c o mp a r e d  w i t h  + 5%  
for  the  spi r i t s  ma rket  a s  a  whole  over 

_  A N  U N C H A N G E D  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

Exceptional  spir its :  a  fa st-growing segment

The exceptional  spir its  segment has structura l ly
outperformed the global  spir its  market since 2009

Total  internat ional  spir i ts  market Exceptional  spir i ts  segment

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

t h e  l a s t  10  y e a r s) ,  d r i v e n  b y  a  m o v e 
t o w a r d s  t h e  h i g h - e n d  o f  t h e  m a r k e t  
and an increa singly d i scern ing c l ientele  
i n  t e r m s  o f  t h e  q u a l i t y,  p r o d u c t i o n , 
k n o w- h o w  a n d  h i s t o r y  o f  t h e  s p i r i t s  
they consume.

0.3% +5.8%

3.8% +11.4%

5.3%%

30.6%

59.9%

+11.4%

+6.7%

+4.1%

market value split
per price segment

cagr 2009-2019
(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  a r o u n d US D 20 b i l l io n .

+9.5%
€17 billion +11.1%

upper luxury
>$1,000

luxury
$100 - $1,000

ultra premium
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premium
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I n  a d d i t i o n ,  R é m y  C o i n t r e a u  G r o u p  b r a n d s  b e l o n g  t o  c a t e g o r i e s  o f  s p i r i t s  
(s uc h  a s  c o g n a c ,  s i n g le  m a l t  wh i s k y,  d a rk  r u m  or  g i n)  t h a t  h ave  s i g n i f i c a nt l y 
o u t p e r f o r m e d  t h e  m a r k e t  i n  r e c e n t  y e a r s  (+7. 5%  p e r  y e a r  o n  a v e r a g e  d u r i n g  
the per iod 20 0 0 -2018 ,  compared w ith 5 .1% 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 n d  f r o m  a f f l u e n t  b a c k g r o u n d s ,  
t h e s e  g l o b e t r o t t i n g  m i l l e n n i a l s  f r o m 
generat ions Y and Z want to know about 
the or ig ins  of  the spi r i t s ,  thei r  h i s tor y, 
h o w  t h e y  a r e  m a d e  a n d  w h a t  m a k e s 
them d i f ferent .  At  the same t i me,  there  

i s  a  g row i ng dema nd for  t ra nspa renc y  
about  the qua l i t y  of  the products .  Our 
c l i e n t s  a r e  a l s o  l o o k i n g  f o r  a  m o r e  
c onven ient  w ay  o f  bu y i n g  ou r  s p i r i t s 
( g r o w t h  o f  e - c o m m e r c e) ,  a s  w e l l  a s  
mor e  s e r v ic e s ,  a n  en h a nc e d  shopp i n g 
ex per ience and a t a i lor-made of fer ing.

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  I 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
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Rémy C ointreau Group categor ies structura l ly  
outperformed market grow th

Value per case by categor y of  spir its  (in €)

Internat ional  spir i ts  market Rémy Cointreau categories  (weighted average)

Rémy Cointreau Group 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: Millennials 
(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

- Search for "meaningful 
brands" in step with their 
values

- Globalisation and digitalisation 
of consumption patterns
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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 
owned subsidiaries (from the United States 
to China, including the United K ingdom, 
B e l g i u m ,  M a l a y s i a  a n d  Ja p a n).  T h i s 
d i s t r ibut ion net work a l lows the  Group 
to implement a pr ice st rateg y and to be 
selective about its sales outlets in a manner 
consistent w ith it s  h igh-end posit ion ing.

The Group has premises and commercia l  
o r  a d m i n i s t r a t i v e  o f f i c e s  i n  m a n y 
countr ies ,  includ ing the USA (pr imar i ly  
N e w  Yo r k ) ,  C h i n a  ( S h a n g h a i  a n d 
Hong Kong),  Singapore,  Russia  and the 
United K ingdom (L ondon and Glasgow). 
The Group does  not  ow n any prem ises  
i n  t he s e  c ou nt r i e s  a nd  t her e for e  u s e s 
lea sing cont ract s .

M o r e o v e r ,  t h e  h e a d q u a r t e r s  o f  
R émy C oi nt re au ,  wh ich  i nc ludes  mos t 
of  the Group’s  cent ra l  ser v ices ,  i s  ba sed 
i n  r e n t e d  p r e m i s e s  a t  21  b o u l e v a r d 
Haussmann,  Par i s .

Rémy Cointreau began building  
i ts  distr ibution network across  al l 
continents  at  the end of  the 1950s.
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for the group
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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 
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7.8% 6.5%

-6.4% *

-21.6% *

18.3%

-11.2%

-5.8%

7.9%

-9.0%

7.2%
-0.9%

-2.9% 17.1%

Group Americas

Europe
Middle-East  
& Africa Asia Pacific

€1,024.8M €458.6M €246.1M €320.1M

45% 24% 31%

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

*  O rganic de cl ine l a rgely attr ibutable to the expiration of Par tner Brand 
d is t r ib u t io n c o n t r a c t s .  O r g a n ic  d e c r e a s e o f  6 . 4% f o r  G r o u p B r a n d s .

of  Group sa les

Singapore

Bridgetown, Barbados

Seatt le

Samos

Col  AccariasCognac
Angers

Miami

Athens

London Moscow

Geneva
Frankfurt

Johannesburg

Tokyo

Shanghai

Taipei ,  Taiwan
Hong Kong

Ho Chi  Minh

Kuala Lumpur,  Malaysia

Brussels
Paris

Glasgow

New York

_  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

Travel  Reta i l  representat ive of f ices

Group ad mi n 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 
owned subsidiaries (from the United States 
to China, including the United K ingdom, 
B e l g i u m ,  M a l a y s i a  a n d  Ja p a n).  T h i s 
d i s t r ibut ion net work a l lows the  Group 
to implement a pr ice st rateg y and to be 
selective about its sales outlets in a manner 
consistent w ith it s  h igh-end posit ion ing.

The Group has premises and commercia l  
o r  a d m i n i s t r a t i v e  o f f i c e s  i n  m a n y 
countr ies ,  includ ing the USA (pr imar i ly  
N e w  Yo r k ) ,  C h i n a  ( S h a n g h a i  a n d 
Hong Kong),  Singapore,  Russia  and the 
United K ingdom (L ondon and Glasgow). 
The Group does  not  ow n any prem ises  
i n  t he s e  c ou nt r i e s  a nd  t her e for e  u s e s 
lea sing cont ract s .

M o r e o v e r ,  t h e  h e a d q u a r t e r s  o f  
R émy C oi nt re au ,  wh ich  i nc ludes  mos t 
of  the Group’s  cent ra l  ser v ices ,  i s  ba sed 
i n  r e n t e d  p r e m i s e s  a t  21  b o u l e v a r d 
Haussmann,  Par i s .

Rémy Cointreau began building  
i ts  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 zone

7.8% 6.5%

-6.4% *

-21.6% *

18.3%

-11.2%

-5.8%

7.9%

-9.0%

7.2%
-0.9%

-2.9% 17.1%

Group Americas

Europe
Middle-East  
& Africa Asia Pacific

€1,024.8M €458.6M €246.1M €320.1M

45% 24% 31%

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

of  Group sa les of  Group sa les

*  O rganic de cl ine l a rgely attr ibutable to the expiration of Par tner Brand 
d is t r ib u t io n co n t r a c t s .  O r g a n ic  d e c r e a s e o f  6 . 4% f o r  G r o u p B r a n d s .

of  Group sa les

Singapore

Bridgetown, Barbados

Seatt le

Samos

Col  AccariasCognac
Angers

Is le  
of  Is lay

Miami

Athens

London Moscow

Geneva
Frankfurt

Johannesburg

Tokyo

Shanghai

Taipei ,  Taiwan
Hong Kong

Ho Chi  Minh

Kuala Lumpur,  Malaysia

Brussels
Paris

Glasgow

New York

_  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
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A  N E W  S T E P  
I N  T H E  V A L U E  S T R A T E G Y

T h e  " p o r t f o l i o  s t r a t e g y "  c o n s i s t s  i n  a s s i g n i n g  
a role to each Group brand to max imise the Group’s 
va lue per  ca se and gross  marg in.  The pr ior it y  for 
the most  prof it able  brands w i l l  thus be to  s tep up 
t he i r  g r ow t h  (d r iven  by  i nc r e a se d  i nves t ment s), 
wh i l e  t he  l e s s  pr o f i t a b le  w i l l  h ave  pr o f i t a b i l i t y 
i m p r o v e m e n t  t a r g e t s  ( b y  g r a d u a l l y  r e f o c u s i n g  
them on thei r  h igh-end products).

By increasing its gross margin, the Group wil l expand 
it s  i nvestment capacit y beh ind i t s  pr ior it y  brands, 
thus creat ing a  v i r t uous c i rc le  of  more sust a inable 
and prof it able  g row th.

The Liqueurs & Spir its por tfol io st i l l  has signi f icant 
grow th prospects  due to the fact  that  i t s  brands are 
far from their ful l potent ia l in their exist ing markets, 
i n  par t icu lar  i n  terms of  ret a i l  penet rat ion.

S o m e  b r a n d s  h a v e  a c c o r d i n g l y  b e e n  i d e n t i f i e d  
a s  pr ior it ies  to  cont r ibute to the Group’s  prof it able 
g row th.  The ex pected mi x and sca le  ef fect s  shou ld 
gradua l ly resu lt  in an improvement of  the d iv ision’s 
p r o f i t a b i l i t y ,  d e s p i t e  r e i n v e s t m e n t s  i n  b r a n d 
communicat ion and educat ion.

During the past f ive years, the Group has implemented 
an end-c l ient-cent r ic  cu lt ure by est abl i sh ing d i rect 
and personal ised relat ionships through human, media 
and d ig it a l  i nvestments  to  enhance brand appea l .

The Group is now seeking to move on to the next step 
by i mplement ing a  genu ine c l ient-cent r ic  business 
mo d e l .  T h i s  s h o u l d  t r a n s l a t e  i n t o  a  s i g n i f i c a n t 
increase in the Group’s d irect sa les, whether through 
d ig it a l ,  own stores or it s  net work of  "Pr ivate Cl ient 
Directors". To do this, it must implement or strengthen 
the tools  that  w i l l  enable  i t  to  communicate  w ith, 
educate,  ret a in and sel l  d i rect ly  to  i t s  c l ient s .

After having defined its values (Terroirs, People, Time 
and Exception) in 2016, the Group is now seeking to 
ref lect them through a genuine responsible growth plan. 
The key concerns of the "2025 Sustainable Exception" 
plan are sustainable agriculture in all terroirs involved  
in craf t ing the Group’s spir its, ecodesign for al l the 
brands’ packaging, and a gradual reduction of carbon 
emiss ions a l i gned w ith the i nternat iona l  ambit ion  
of "Net Zero Carbon" by 2050.

Moreover, as a family-owned Group, Rémy Cointreau 
is a people-centr ic company, which deeply respects 
the women and the men that  compr ise i t  and who, 
through their know-how and commitment, contribute  
to the success of the Group and its strategy. Its ambition 
is to become even more inclusive, whether in terms  
of the representation of women, ethnic diversity or age 
within the decision-making bodies.

Lastly, thanks to its positioning in the exceptional spirits 
market, the Group is fully aware of its duty to set an 
example regarding responsible consumption. Accordingly, 
the Group promotes occasional consumption to celebrate 
exceptional moments, with moderation.

Enhancing  
the " value per  case"

Accelerate the development of  the l iqueurs  
& spir its  priority  brands

Moving from a client-centric culture  
to a client-centric business model

Launch of the "2025 Sustainable Exception" 
plan for more responsible growth

_ 0 1 _ 0 3

_ 0 2
_ 0 4

T h e  t r a n s f o r m a t i o n  o f 
Rémy C oint reau’s  business 
model since 2015 (acceleration 
of the upgrading of the brand 
por t fol io towards the h igh-
end and the implementat ion  
o f  a n  e n d - c l i e n t - c e n t r i c 
culture) has clearly brought 
resu lt s .

Bet ween 2015 and 2019, the 
G r o u p  d e l i v e r e d  av e r a g e 
organ ic  g row th in sa les  of 
7% per annum and its current 
opera t i n g  m a rg i n  ro se  by 
4.4 point s  over the per iod.

Accordingly, the Group wi l l 
now move on to a  new step 
in it s  va lue st rateg y,  which 
con s i s t s  i n  opt i m i s i n g  i t s 
por t fol io  s t rateg y to bu i ld  
a more sustainable, profitable 
a n d  r e s p o n s ib l e  b u s i n e s s 
m o d e l .  B e c a u s e  s u c h  a n  
i n - d e p t h  t r a n s f o r m a t i o n 
t akes  t i me,  the  Group ha s 
se t  i t s  t a rge t s  a t  20 30 ,  i n 
other words 10 years .

T h i s  t i m e f r a m e  i s  a l s o 
consistent w ith the Group’s 
m i nd set  a nd  raw mater i a l 
procu rement  p l a n n i n g  for 
some of  i t s  brands,  such a s 
Rémy M ar t in XO.

The Group has thus set itself 
f ive t ransformat ion targets 
for 2030:

-   a new business model for the 
Louis XIII brand, featuring 
s i g n i f i c a nt  de ve lopment 
of  d i rec t  sa les ,  break i ng 
w i t h  t he  c onvent ion s  o f 
the industr y ;

-   an increased proportion 
of "intermediate" products 
( 1 7 3 8  A c c o r d  R o y a l , 
CLU B)  a nd  XO q u a l i t y 
at  Rémy Mar t in;

-   an increased contribution 
from the Liqueurs & Spirits 
division  within the Group 
and a sharp improvement 
in it s  prof itabi l it y ;

-   super ior  pr ic i ng  for  a l l 
brands within their respective 
categor ies;

-   d e v e lo p m e nt  o f  d i g i t a l 
c h a n n e l s  t o  2 0 %  o f  t h e 
Group’s sa les.

_  4  S T R A T E G I C  L E V E R S
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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

-  86% 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

-  31,677 hours of training

Government

-  €61m paid in corporate income tax in 2019/2020 
(tax rate: 34%)

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

-  One-time reduction of the ordinary dividend to 
€1.00 in 2019/2020 due to the global pandemic 
and its impact on the Group

-  Stock market capitalisation up €2 billion over the 
last five years (at 31 March 2020)

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 Portfolio management optimisation:
-  clarification of each brand’s mission within 

the Group
-  setting of priorities, maximising the investments 

behind the most profitable brands

Stronger pricing power behind our spirits  
(price/mix gains) Sustained, responsible, profitable growth in sales; 

maximising of gross margin

Reinforcement of brand recognit ion and  
attractiveness

Increase in investment capacity
-  brands (media, digital, education)
-  distribution network: development of a direct 

distribution network (boutiques, e-commerce, 
Private Client Directors, etc.)

-  product development that  respects the  
env i ronment  (sust a i nable  a gr icu lt ure,  
eco-packaging, reduction in carbon emissions)

High-end positioning  
in high-growth segments

SUSTAINABLE
VALUE
CREATION
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W ith the arr ival  of  Éric  Vallat  as  Chief  Executive Off icer  of  Rémy Cointreau,  
the Group launched its  management reorganisation and set  i tself  ambitious  
new f inancial  and non-f inancial  targets.

_  O U T L O O K  F O R  T H E  2 0 2 0 / 2 0 2 1  F I N A N C I A L  Y E A R

_  N E W  M E D I U M - T E R M  O U T L O O K

T he G roup has  th us se t  ambitious f inancial  an d non-f inancial  targe ts

Despite the uncertain health, economic, and 
geopolitical situation, the Rémy Cointreau 
Group remains confident that it will come 
through the current crisis even stronger.

Thanks to more favourable trends in the 
consumption of spirits in the United States  
a t  the  beg i n n i ng of  the  f i nanc ia l  yea r,  
the Group has adjusted its outlook slightly 
upward for the first quarter of 2020/2021:  
it now expects net sales to fall by about  

In the medium term, Rémy Cointreau is 
reasserting its ambition to become the world 
leader in exceptional spirits, for which the 
growth outlook is still attractive, particularly 
in a world of more responsible consumption.

By 2030, improved por tfol io management 
should enable it to at ta in a gross margin 
of 72%  and a current operating margin 
of 33%.

Simultaneously, the Group wi l l deploy its 
"2025 Sustainable Exception" plan, which 

45% organically (compared to an organic  
decline of 50% to 55% initially). With the 
second quar ter moving toward a l imited 
decline, the Group anticipates an organic 
decline of 45% to 50% in current operating 
profit for the first half of 2020/2021.

Nonetheless, the second half of 2020/2021 
shou ld benef i t  f rom a strong recover y  
driven by China and the United States.

To achieve this, Rémy Cointreau will pursue 
its value strategy and its construction of  
a corporate model in which growth is both 
profitable and responsible.

aims in particular for sustainable agriculture 
across al l land on which its spirits depend,  
as well as a 25% reduction in carbon emissions 
(scopes 1 & 2 ,  in absolute terms)  and  
30% (scope 3, in relative terms) by 2025. 
This is the f i rst step toward the Group’s 
"Net Zero Carbon" ambition for 2050.

7 2 % 1 0 0 %3 3 %
2 5 % 3 0 %Gross marg in

susta inable 
a gr icu lt ure

Current 
Operat ing 
M arg in

reduction in carbon
emissions (scopes 1
& 2, in absolute terms)

reduction in carbon
emissions (scope 3,
in relative terms)

Financia l  targets  for 2030 " 2025 Susta inable Exception" Plan

"Ne t Zero C ar bon" by 205 0

F I N A N C I A L  A N D  
N O N - F I N A N C I A L  T A R G E T S



T H E  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 terroir through sustainable 
a gr icu lt ure;

-   m a k i n g  a  com m it ment  to  p e ople  t o 
protect their ancestral know-how, ensure  
thei r  wel l-being w ith in the Group and 
t e a ch  them about  the  e th ic s  tha t  a re 
s o  v i t a l  f o r  t he  G r oup’s  c r e d ib i l i t y. 
At  the same t i me,  pledg ing to protect 
a l l  s t a k e h o l d e r s ,  b o t h  i n t e r n a l  a n d 
external, through a pol icy of responsible 
consumpt ion;

-   recognising the value of time, protecting 
the  a t mosphere  (th rou gh  ou r  c a rbon 
footpr int) and water supply as essent ia l 
resources  for  our businesses .

The Group has set up a system to anticipate 
and manage its risks. This system is constantly 
updated to take into account any regulatory, 
legislative, economic, societal, geopolitical 
and competition 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

Fol low i n g  a  mat er i a l i t y  a s ses sment  i n 
2016/2017, 10 key Sustainable Development 
Goals were selected (out of the 17 identif ied 
by the United Nat ions).  Ba sed on these 
SDGs, we have now identif ied the 10 major 
cha l lenges  fac i ng  the  Group,  the  r i sks 
associated with these chal lenges, and the 
ind icators that  w i l l  enable us to monitor 
thei r  development in the future.  In some 
ca ses ,  the Group has a l ready commit ted 
itsel f by set t ing targets for improvement.

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 risk factors to which the Group  
i s  exposed g iven it s  business model are 
presented in this table (more details can be 
found in chapter 2 of this document).

SDGS CHALLENGES
RISKS RELATING  
TO THE CHALLENGE

RISK INDICATORS
(QUANTIFIED TARGETS/
PROGRESS PLAN)

CHALLENGES RELATED  
TO THE REMUNERATION
OF A MEMBER OF THE
EXECUTIVE COMMITTEE

Clean water  
and sanitation

Water management Water availability/ 
Water quality

Water consumption Operations Director

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 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 .

Ethical and  
regulatory risks

CSR risks Strategy risks Operational and 
industrial risks

Market risks

L
I
K
E
L
I
H
O
O
D

NET IMPACT

hi
gh

high

  Quality   Crisis 
management 
and production 
continuity

  Reputation
  Legal and 
regulatory risks

  Climate  
risk
  Ethics  
and compliance

  Market and 
geopolitical risks

  Environmental 
risks
  Responsible 
consumption
  Liquidity, tax  
and currency

  Talent 
management

  Governance and 
shareholding

  Fraud
  Personal safety

  Innovation  
and customer 
tastes

  Dependence 
on the Cognac 
business

   Sourcing
  IT and Digital
  Key asset losses
  Partners' 
concentration

LIFE
ON LAND

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION
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C O M P A N Y  
O W N E R S H I P

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 45%  
over the past f ive years, ref lected in an 
increase of nearly €2 billion in the market 
capitalisation. This value creation confirms 

O ver the pa st  20 years ,  the Group ha s 
p a i d  a n  a n n u a l  d i v i d e n d  w h i c h  h a s 
increa sed in s t a ges .  In add it ion,  i t  pa id 

_ 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.

an ex t raord inar y d iv idend of  €1.0 0 per 
share in respect  of  2010/2011,  2011/2012 
and 2018/2019.

31/03/2015 31/03/2016 31/03/2017 31/03/2018 31/03/2019 31/03/2020

40

50

60

70

80

90

100

110

120

130

140

€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

2002
2003

2016
2017

€1.65

€1.00

2017
2018

2001
2002

2004
2005

2018
2019

2019
2020

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(2) PublicTreasury shares

All iance
Fine Champagne

(via FCI)
Recopart

Cointreau
Family

100%

38.97%

42.07%0.60%

69.85%

14.91%2.26%

30.15%1.19%

At 31 March 2020
(% 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%

Rémy C ointreau shares
have r isen by 45% over
the past  f ive years
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Except ion,  the four th 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  va lue s  con ne c t i n g  ou r  Hou s e s  a nd  g u id i n g  ou r 
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 s e  va lue s  t o  a ppr e c i a t e  t he i r  i n f i n i t e  f a ce t s .  
Th is  year,  we ex plore the four th of  these pi l la rs  i n a l l 
i t s  d i mensions:  Except ion.

THE EXCEPTION: 
"TERROIR, 
PEOPLE AND TIME"



T h e  a m b i t i o n  o f  R é m y  C o i n t r e a u  i s 
t o  b e come  The  L e a der  o f  E xcept ion a l  
P r o d u c t s .  E x c e p t i o n :  " w h a t  i s  r a r e , 
s ing u lar,  not  abid ing to the r u les /out  of 
the box". As the French say: "the exception 
conf i rms the r u le". 

O f  c ou r s e ,  R émy  C o i nt r e a u  pr o duc e s 
C ognac, Whisky, Gin, Rum… but l ike no 
other.  "The Bot an i s t "  der ives  the  t a s te 
f rom the h i l l s  of  Is lay f rom the d ist i l late 
of 22 of the Island’s own plants and spices.

B r u i c h l a d d i c h  D i s t i l l e r y  i n i t i a t e d  a 
s i n g l e -m a l t  r e v o lu t i o n :  i t  i s  t he  f i r s t 

w h i s k y  o f  I s l ay  t o  u s e  o n l y  S c o t t i s h 
barley and to coin the phrase "We bel ieve 
ter roi r  mat ters".  As the producer of  Por t 
Charlot te  and Octomore,  the d i s t i l ler y 
pushes the Is lay appel lat ion to i t s  end.

W ith i t s  f reshness ,  C oi nt reau capt ures 
the  a roma s  of  sweet  a nd bi t t er  ora nge 
b a rk s  a nd  r e s t or e s  t he i r  sub t le t y  a nd 
b a l a nc e ,  w i t hout  a l t e r i n g  t he i r  t a s t e .  
A n idea l  fou nd at ion  for  cock t a i l s ,  ou r 
" Tr i p l e - S e c"  do es  no t  over whe l m o t her 
ingredients. To the contrary, it exaggerates 
f l a v o u r s  a n d  c o m b i n e s  t h e m  f o r  t h e 
u lt i mate plea sure (t a ste).

_ E X C E P T I O N



"Domaine des Hautes Glaces"  (Domaine 
o f  H i g h e r  I c e) :  t h i s  w h i s k y  w i t h  a 
F r e n c h  s a v o i r - f a i r e  i s  p r o d u c e d  b y  
a  d i s t i l ler y  fa r m that  g rows i t s 
o rg a n ic  g r a i n s  a nd  t r a n s for m s 
them usi ng loca l  and renewable 
e n e r g i e s  a s  t h e i r  m a i n  s o u r c e  
of  energ y.

Met a x a ,  a  Greek  Spi r i t  w i th  a  u n ique 
r e c i p e ,  i s  i n  a  c l a s s  a l l  i t s  o w n :  i t s 
sp i r i t s  of  g rapes  a ged  i n  ou r  w i ner ies 
("Muscat of Samos") and the sof tening of 
Mediterranean aromatic plants contribute 
to  i t s  s i l k iness .

Rémy M ar t in makes on ly "C ognac Fine 
Champagne", its spirits coming exclusively 
f rom Pet ite and Grande Champagne: t wo 
terroi rs ( loca l land terra in) that produce 
the  bes t  e au x- d e - v i e  w i th  the  s t ronges t 
a geing potent ia l .

St-Rémy i s  the on ly French Brandy that 
i s… t r u ly  French:  g rapes ,  d i s t i l l a t ion, 
a geing,  and bot t l i ng.

We s t l a n d  c o mb i n e s  s i n g l e  m a l t s  t h a t  
f u l l y  e x p r e s s  t h e  Pa c i f i c  N o r t h w e s t ,  
a  r e s u l t  o f  e x p l o r i n g  o l d  g r a i n s  a n d 
f l avou r s  der ive d  f rom lo c a l  G a r r ya n a 
oak bar rel s .

Ter r o i r,  p e op le  a nd  t i me .  O u r  s p i r i t s 
a r e  t h e  f r u i t  o f  a  r i g o r o u s  s e l e c t i o n  
of ingredients provided by the best terroirs 
( local agricultural areas), transformed by 
t i me,  the know-how of  i nspi red people, 
and a lso that  of  innovators .  They arouse 
our senses. They are Exceptional Products 
for  Moments  of  Except ion.

"  Exception:  what is  rare,  
sing ular,  not abid ing  
to the ru les /out  
of  the box."
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A foundation that  promotes the transmission  
of  expertise  and excellence

The Fondation Rémy Cointreau  
partnered with Trousse à  Projets  
in  the "100% de f@milles  connectées" 
(100% connected famil ies)  project  
to  combat  early  school  dropout .

The Fondat ion Rémy C ointreau a ims to 
suppor t phi lanthropic ef for ts, in France 
a nd  abroa d ,  t o  promot e  a nd  sha re  the 
knowledge of excel lence. With high regard 
for tradition while also aspiring to innovate, 
the Fondat ion Rémy Cointreau suppor ts 
the ar t isans of today and tomorrow, who 
str ive to invent and pioneer their pract ice 
a n d  p r o d u c t s  w h i l e  r e s p e c t i n g  t h e i r 
her itage. The ar ts and craf ts in quest ion 
a r e  e q u a l l y  d i v e r s e  a n d  e xc e p t i o n a l .  
They  i nc lude  lea ther,  cera m ics ,  met a l , 
cr ysta l,  tex t i le,  arch itecture,  furn iture, 
and many other areas. 

P r omo t i n g  e xc ep t ion a l  e x p er t i s e ,  t he 
Fondat ion Rémy Cointreau invests in the 
tools and equipment essential to the practice 
of these professions in order to produce work 
that t ru ly ref lects the remarkable sk i l ls 
these ar t isans have mastered. To secure 
their ancestra l knowledge, transmission 
t h a t  p e r p e t u a t e s  t h e  a r t  l i e s  a t  t h e 
core of the commitment.  The Fondat ion 
Rémy Cointreau supports the teaching and 
training of future craf tsmen and -women, 
as wel l as any educat ional ef for ts a imed 
at  passing on except iona l  exper t i se.  As 
such, the Fondation Rémy Cointreau assists 
with communication init iat ives around the 
selected professions; it combines know-
how with the process of "knowing how". 

The  s e l e c t i on  o f  a r t i s a n a l  pr o j e c t s  i s 
based on eight careful ly selected cr iter ia : 
exceptional craftsmanship, mastery of rare 
expertise, quest for innovation, determination  
to pass on expert ise, aesthet ics, continued 
existence of the profession, her itage, and, 
lastly, passion and commitment.

Rewarded by Talents à la carte at 
the 2007 Maison&Objet show, 
Grégoire Scalabre is a ceramic 
s c u lp t or  p a s s ion a t e  a b out  
architecture and design. With  
t he  he lp  o f  t he  Fond a t ion 
Rémy Cointreau, Grégoire was 
able to purchase an oven to further 
his research into marble surface 
processing and mineral ceramic 
coatings.

A member of Grands Ateliers de 
France, Laurel Parker has spent 
more than 25 years working in the 
paper, design and publishing fields. 
The foundation supported Laurel 
Parker by purchasing an electric 
guillotine to save valuable time in 
the paper-cutting process.

An upholsterer and leather artisan, 
Anaïs Jarnoux started her own studio 
in 2017 to promote her expertise 
through contemporary projects. 
The Fondation Rémy Cointreau 
supported Anaïs by helping her 
to acquire the equipment and raw 
materials required for her work.

Joël Guillaume  is an ar t ist  
blacksmith who received a gold 
medal in 2007 as part of the  
Concours National des Meilleurs 
Apprentis de France (a craftsmen 
competition in France). The Fondation 
Rémy Cointreau enabled Joël to 
acquire a drop hammer in order 
to work more efficiently and avoid 
excessive physical fatigue.

A bespoke shoemaker, he was  
aw a r de d  i n  19 91  t he  t i t l e  
of Meilleur Ouvrier de France – 
the most prestigious award a 
craftsman can receive in France. 
Philippe Atienza has been working 
as a shoemaker since he was  
16 years old. To help him save 
valuable time and recycle a large 
portion of his offcuts by turning 
them into leather accessories,  
the Foundation supported him  
with the acquisition of a leather 
splitter.

The Fondation Rémy Cointreau supports the 
Arts and Crafts category of the Grands Prix 
de la Ville de Paris, which rewards a rising 
talent and confirmed professional talent for 
their creativity and innovation every year. 
Caroline Martin-Rilhac, General Delegate of 
the Fondation Rémy Cointreau, was a member 
of the jury for the second year in a row.

The Pr i x  d e  P e r fe c ti onnem ent  au x m éti e r s 
d ’ a r t ,  s a v o i r - f a i r e  e n  t r a n s m i s s i o n  a r e 
rewarded each year by the City of Paris.  
The prize money of 10,000 euros enables 
w i n n e r s  t o  p e r f e c t  t h e i r  t r a i n i n g  b y  
complet ing a fu l l-t ime internsh ip in an 
art isan's studio for one year. For this 2020 
ed it ion, the Fondat ion Rémy C ointreau,  
as the sole patron of Atel iers de Paris for 
the Prix de Perfectionnement aux métiers d’art, 
joined forces with the City of Paris to create 
f ive new arts & crafts development awards.

The foundation’s support for this project, 
a i me d  a t  r e duc i n g  t he  d i g i t a l  d i v ide , 
focuses on technical and vocational schools 
training students in the occupations of the 
future – in tune with the training of young 
cra f t smen and -women.  The foundat ion 
thus contr ibutes towards the acquisit ion 
by loca l  publ ic  educat iona l  inst itut ions  
and school cooperatives of basic equipment 
and IT services for the benef it of famil ies  
in need, using the Trousse à Projets platform 
a ccr e d i t e d  by  t he  Fr ench  M i n i s t r y  o f 
National Education.

In 2019, the title "Maître d’Art" created by the 
French Ministry of Culture celebrated its 25th 

anniversary. The Fondation Rémy Cointreau 
was inv ited to the inaugurat ion of  th i s 
exceptional event as a partner and patron of 
the Association des Maîtres d’Art et leurs Elèves 
(AMAE). It supports AMAE in promoting 
the  cont i nued ex i s tence and promot ion  
of the arts and crafts, with a view to passing 
on the knowledge of excellence.

_ T H E  A R T I S A N S :

_ ARTS & CRAFTS 
DEVELOPMENT AWARDS, 
EXPERTISE IN 
TRANSMISSION

_ DURING THE COVID-19 
HEALTH CRISIS

_ L’ASSOCIATION DES 
MAÎTRES D’ART ET LEURS 
ELÈVES CELEBRATES ITS 
25TH ANNIVERSARY:

Five of the now 11 artisans supported  
since the foundation’s creation recently 
joined the Fondation Rémy Cointreau.

G r é g oir  S c a l a b r e ,
c e r a m ic s c u l p to r

L a u r e l  Pa r ke r,
a r t is t ic  b in d e r

A n a ïs  J a r n o u x ,
t a p e s t r y  m a ke r  
& u p h o l s te r e r

J o ë l  G ui l l a u m e , 
a r t is t  b l a c k s m i t h

P h i l ip p e A ti e n z a , 
b e s p o ke s h o e m a ke r

_ GRANDS PRIX DE LA 
CRÉATION DE LA VILLE DE 
PARIS – ATELIERS DE PARIS
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THE YEAR  
OF THE BRANDS  
IN 2019/2020

The House of Rémy Mart in bui lt on its value strategy 
whi le cont inuing to care for its terroirs and exper t ise.  
As such, it  cont inued to pursue High Env i ronmenta l 
Value cert i f icat ions for partner v ineyards in Grande and 
Pet ite Champagne, and Cel lar Master Bapt iste Loiseau 
revived the artisanal manufacturing of t ierçons, century-
old casks essent ia l to the making of Louis XIII. 

The Rémy Martin brand rolled out its new communication 
campaign "Team up for Excel lence" and launched Tercet, 
a  new ver y  h i gh- end  qu a l i t y  i n i t i a l l y  r e ser ve d  for  
the United States and China. Louis XIII unvei led the 
second opus in the Time Col lect ion with 1900 Tribute 
to City of Lights, a l imited-edit ion decanter that pays 
t r ibute to the Par is  World ’s  Fa i r.  A nd, a s t ime i s  an 
essent ial raw mater ial for Louis XIII, the brand created 
the "One Note Prelude" symphony. This creat ion around 
a single note pays tr ibute to the complex ity and good 
length on the palate of a drop of Louis XIII.

The  bra nd s  of  the  L iqueu rs  & Spi r i t s  d iv i s ion  a l so 
continued to expand in these unprecedented circumstances. 
C o i nt r e a u' s  "A r t  o f  t he  M i x "  c a mp a i g n  c ont i nue d  
to  bear  f r u it  i n  the Un ited St ates ,  Un ited K i ngdom  
a nd  i n  Aus t ra l i a ,  wh i le  the  Prog res s ive  Hebr ide a n 
Dist i l lers opened their f i rst store in X iamen, China, to 
the greatest del ight of our Chinese single malt whisky 
cl ients! The Botanist ’s global momentum held steady, 
whi le  Meta xa cont inued it s  internat iona l  ex pansion, 
especia l ly  i n  Ch i na and the United St ates .  St -Rémy 
recorded a good year in its histor ical markets, Canada 
and the United States, where the brand benef ited from 
the boom in the brandy Sangria ritual. Lastly, Mount Gay 
revealed its new range, which wil l be launched gradually 
in 2020/2021.

The year 2019/2020 was a challenging one, especially  
in the second half, due to the Covid-19 health crisis.  
But the effects of this economic downturn were mitigated 
by our brands’ solidity and creativity. 



The 2019/2020 f inancial year took place in 
a par t icu larly del icate env ironment, both 
on account of  i nternat iona l  geopol i t ica l 
t ens ion and the  hea lth  cr i s i s  t r i ggered 
b y  t h e  C o v i d -1 9  e p i d e m i c .  I n  t h e s e 
c i rcumstances,  the House's  per formance  
v a r i e d  b y  r e g i o n ,  b u t  c o n f i r m e d 
Rémy Mart in’s strength and the relevance 
of  our long-term va lue s t rateg y. 

Up s t r e a m ,  t h i s  i nv o l v e s  m a i n t a i n i n g  
a n  a m b i t i o u s  e a u x - d e - v i e  p u r c h a s i n g 
strategy in line with our quality standards, 
and proper t y  i nvest ment s  f u nda ment a l  
to  the f ut ure:  bu i ld ing of  a  new cel la r,  
a  r e c e p t i o n  a r e a  i n  t h e  h e a r t  o f  t h e 
v i ne y a r d s ,  a lon g  w i t h  a d m i n i s t r a t i ve 
bu i ld ings for  employees and to welcome 
winegrowers into our development centre.

Above  a l l ,  i t  i s  ex pressed th rough ou r 
CR S p o l i c y,  wh ich  u nder p i n s  e a ch  o f 
o u r  d e c i s i o n s .  T h e  r o l l - o u t  o f  H i g h 
Environmental Value cert i f icat ions to our 
A l l iance Fine Champa gne w inegrow ing 
par t ners  cont i nued,  w ith  62 "C ent au rs 
of  the  E nv i ron ment "  awa rds  presented 
t o  n e w l y  c e r t i f i e d  p a r t n e r s  i n  2 0 2 0 . 
B y  v a lu i n g  t he s e  p a r t ne r s ,  w e  s t r i v e  
t o  cont i nue  to  pl ay  a  lea d i ng  ro le  a nd 
to move the Reg ion for ward.  The House 
a nd  t he  A F C  m a n a g e d  t o  a c h ie ve  t he 
2022 t arget  of  50% of  cer t i f ied farming 
a r e a s  t w o  y e a r s  a h e a d  o f  s c h e d u l e .  
A new ambit ious target has been set : 70%  
o f  c e r t i f i e d  a r e a s  i n  2 0 2 5 ,  a nd  10 0 % 
i n  2 0 2 8 .  Th r ou gh  H V E  c er t i f i c a t ion , 
the  House  encou ra ges  the  pr i nc iple  of 
cont inuous improvement of our ecological 
fa rming pract ices  w ith conv ict ion. 

Moreover,  the House i s  ramping up the 
adopt ion of susta inable consumpt ion and 
product ion pract ices:  eco -design rat ing 
process applied to each product, reduction 
in the use of  pla st ic,  and the phasing out 

For nearly 300 years, the House of 
Rémy Martin has been cultivating the 
Charentes terroir to create exceptional 
products. The House relies on its history, 
its expertise, and all the relationships 
built with its partners over the years 
to meet the challenge of environmental 
change. 

Thir teen years ago, the decision to 
implement susta inable agr icu lture 
was an ambitious and avant-garde one.  
It has become the backbone of the 
House’s commitment to biodiversity 
and soil protection in the region. 

In 2012, we embarked on the path to 
High Environmental Value (HVE) 
certi f ication alongside our All iance 
Fine Champagne partners. Together, 
we are living out our commitment. 

Today, the House of Rémy Martin is 
proud to embrace sustainable exception: 
a long-term and environment-friendly 
development approach that fosters  
the creation of exceptional products.

of  g i f t  boxes  for  cer t a i n  on-t ra de  a nd 
of f-t rade references for the Rémy Mart in 
b r a n d .  To  s h a r e  t h i s  e n v i r o n m e n t a l 
i m p e t u s ,  t h e  H o u s e 
wa s proud to become a 
pat ron of  the Pa lace of 
Versa i l les in September 
2019 by helping to create 
a walking tour to discover 
the gardens’  Ad mirable 
Trees,  and contr ibut ing 
to the upkeep of 35 major t rees cher ished 
in the col lect ive memor y.

Downstream, the long-term value strategy 
requi res mainta in ing st rong investments  
to enhance brand awareness and the luxury 
pos i t ion i n g  of  ou r  Hou se  a nd  the  t wo 
brands compr ising it  – Rémy Mar t in and 
Louis XIII – with the strong determination 
to remain as close as possible to the cl ient.

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

€ 7 3 5 . 5 M

2 7 . 1 %

Revenues of  the House
of  Rémy M ar t in

Current  operat ing marg in  
of  the House of  Rémy M ar t in

For nearly 300 years,  

the House of Rémy Martin  

has been cultivating the 

Charentes terroir to create 

exceptional products.
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The 2019/2020 f inancia l year was marked  
by the launch of the "Team up for Excellence" 
com mu n ic a t ion  c a mp a i g n ,  wh ich  p ay s 
t r ibut e  t o  co l lec t ive  succes s  a nd  f u l ly 
espouses the brand's values and expert ise.  
The development of cognac relies on a series 
of  s t a ges  that  i nvolve  the  cont r ibut ion  
of  mu lt iple  t a lent s  orchest rated by our 
Cellar Master, Baptiste Loiseau: harvesting, 
fermentat ion, d ist i l lat ion, ageing, and of 
course blending. This campaign also ref lects 
the history of the House of Rémy Mart in. 
A fami ly af fa i r, one of compl icit duos and 
united generosity: André Hériard Dubreuil 
a nd  A nd r é  R en a ud ;  B a p t i s t e  L o i s e a u 
and Pierret te Tr ichet ,  to name but a few. 
It  a l so  u nder scores  the  qu a l i t y  of  ou r 
products,  a s th is House has mainta ined 
exact ing standards since 1724. "Team up 
for Excel lence" was unvei led dur ing an 
except iona l launch event at the Pa lace of 
Versai l les in October, gathering 100 guests 
(in f luencers,  celebr it ies and journa l ists) 
f rom 16 countr ies. 

Rémy Martin’s Exception is also ref lected 
in product innovat ions:  f i rst ,  the launch  
of a new limited edit ion XO in partnership 
with the creative artist blacksmith Steaven 
R ic h a r d  w ho ,  l i ke  R émy  M a r t i n ,  h a s 
received the Living Heritage (EPV) label. 
This ed it ion was d ist r ibuted in a l imited 
nu mber  of  the  most  se lec t ive  cha n nel s  
in our markets and in Travel Reta i l . 
Above  a l l ,  the  ye a r  s aw the  l au nch  of 
the  f i r s t  creat ion for  the  world market 
by Bapt iste L oiseau, the House’s C el lar 
Master, launched exclusively in the United 
States and China: Tercet. It is a unique and 
innovative cognac; an ode to the combined 
exper t ise of three "craf tsmen":  the cel lar 
master,  the w inegrower and the master 
d ist i l ler. The worldwide d istr ibut ion wi l l 
be done gradua l ly,  in an adapted way.

I n  c ont i nu a t ion  w i t h  t he  s p i r i t  o f  i t s 
" Te a m  u p "  c a m p a i g n ,  R é m y  M a r t i n  
has par tnered with French t wo-M ichel in 
star chef Jean-François Piège to create  
a ser ies of or ig inal pair ings reveal ing the 
aromat ic elegance of Rémy Mar t in XO, 
Club and Accord Royal 1738. In the United 
St a t es  i n  D ecember  2019,  fo l lowed by 
Singapore and Taiwan in Januar y 2020, 
t he  c he f  a nd  R émy  M a r t i n  pr e s ent e d  
the f ru it  of  thei r  col laborat ion through 
four-hand dinners highl ight ing the dishes 
and Rémy Mar t in cockta i ls . 

I n  t h e  U n i t e d  S t a t e s ,  R é m y  M a r t i n 
cont inued its par tnerships with the world 
of music by implementing the sixth edit ion 
of the "Producer Ser ies" programme with 
s i n g er  a nd  pr o duc er  Jer m a i ne  D upr i  
to revea l the young ta lents of tomorrow. 
Th is  prog ram me wa s adapted i n  South 
Africa for the first time with star Riky Rick. 

In China, the "Rémy Mart in House" once 
a ga i n  m a de  i t s  m a rk  i n  Shen zhen  a nd 
Shanghai with immersive features combining 
lu x u r y  a nd moder n i t y,  t ra d i t iona l  a nd 
hi-tech exper t ise, in a bid to capture new 
customers  a nd boost  bra nd awa reness . 
Last ly,  the brand expanded considerably 
i n  E -re t a i l ,  i n  pa r t icu la r  i n  Ch i na  for 
the Club and XO qua l it ies,  w ith double-
d ig it  grow th rates.  E -reta i l  connects the 
brand both with mil lennials in major cit ies  
and customers in the most remote regions.

T H E  " T E A M  U P  F O R  E X C E L L E N C E "  
C O M M U N I C A T I O N  C A M P A I G N ,  W H I C H  P A Y S  
T R I B U T E  T O  C O L L E C T I V E  S U C C E S S  A N D  F U L L Y 
E S P O U S E S  T H E  B R A N D ' S  V A L U E S  A N D  E X P E R T I S E .

_ R É M Y   M A R T I N
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I n n o v a t i o n  i s  a l s o  a  ke y  c o nc e r n  f o r 
Louis XIII and its customers. That is how 
the second opus in the col lection was born: 
Time C ol lect ion. Fol lowing on from the 
1874 decanter – The Orig in, Louis XIII 
presented Ti me C ol lec t ion 190 0 Tr ibute  
to City of Lights, a limited-edition decanter 
that pays tr ibute to the Par is World Fair.  

I t  wa s  on  t h a t  ver y  o cc a s ion 
tha t  the  L ou i s  X II I  dec a nt er 
was presented and recognised. 
A champa g ne gold  decorat ion 
a nd  a n  a r t i s t i c  co l l a b or a t ion 
with Monnaie de Par is and the 
Cristal ler ie of Saint-Louis come 
together in this rare second edition.

Our cl ients a lso serve as inspirat ion for 
our innovation efforts. Life offers al l of us  
a  t h o u s a n d  a n d  o n e  o p p o r t u n i t i e s  
to celebrate special occasions with fami ly, 
fr iends and loved ones. With that in mind, 
Louis XIII has created The Gift Collection, 
a g i f t box designed to celebrate, thank or 
honour the person of your choice. A wide 
selec t ion of  h igh-end object s ,  des igned 
by  t he  mo s t  i n s p i r i n g  Fr enc h  hou s e s , 
s upp lement s  t he  L ou i s  X I I I  de c a nt e r  
and its four crysta l glasses.

Bei ng a t  the  hear t  of  ou r  c l ient s’  l ives 
a lso means hav ing a presence in the most 
beaut i fu l places of the world. Whether in 
London, at Harrods, in X i ’an or Beijing, 
at  SK P, or even in Singapore,  our ow n 
L o u i s  X I I I  s t o r e s  a n d  p o p - u p s  a r e 
expanding and offer ing exper iences that 
hold wide appeal. Louis XIII bookcases 
are emerging in the most beautiful palaces  
of  the world.  Set up in smoking rooms,  
b a r s  a n d  r e s t a u r a n t s ,  t h e s e  c u s t o m -
designed bookcases comprise 8 to 12 glass 
cases, each containing a decanter, crysta l  
g la sses  and a  pipet te .  To top i t  a l l  of f , 
cl ients can have their name engraved on 
the case they own and enjoy their decanter 
with fr iends whenever they wish. 

The latest "most beaut i ful place" is within 
e a s y  r e a c h ,  s i nc e  y o u  c a n  n o w  o r d e r  
a Louis XIII decanter or exper ience from 
our f i rst  on l ine store,  the e-L ouis X III 
store – it 's just a cl ick away. 

Time is the raw mater ia l essent ia l to a l l 
L ouis X III under tak ings,  especia l ly it s 
act ivat ions. That was especia l ly true this 
year with the One Note Prelude symphony, 
a musical composition inspired by G-sharp, 
the  note  produced when you c l i n k t wo 
Louis XIII glasses in a toast. This creation 
around a single note pays t r ibute to the 
complexity and good length on the palate 
of  a  d rop of  L ou is  X III,  whose aromas 
un fold i nto  per pet u it y.  Th i s  ac t ivat ion 
a l lows L ouis X III to "own" the moment 
of the toast – a celebratory occasion par 
excel lence.

M a k i n g  p l a n s  a  c e n t u r y  a h e a d  a l s o 
mea ns  th i n k i n g  about  the  her i t a ge  we 
a r e  pr ep a r i n g  for  f u t u r e  g ener a t ion s .  
The t ierçon, an essent ia l  element in the 
creat ion of Louis XIII, is a century-old, 
fragi le cask. One of them must somet imes 
be sacr i f iced to repair another. The most 
r e c e n t  t i e r ç o n  c r e a t e d  d a t e s  b a c k  t o 
1917. As par t of his v isionary approach, 
the cel la r  ma ster  decided to  rev ive the 
ar t isana l manufactur ing of these casks. 
A future-or iented project, l ike a g i f t that  
Baptiste Loiseau prepares for his successors: 
f rom the acorn to a drop of Louis XIII, 
several centuries wi l l pass. At Louis XIII, 
time is our raw material. Join us in thinking 
of the future!

Making plans a century  

ahead also means  

thinking about the heritage  

we are preparing  

for future generations. 

_ L O U I S  X I I I
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D e s p i t e  t he  c h a l l en g i n g  env i r on ment  
o f  t h e  2 0 1 9 / 2 0 2 0  f i n a n c i a l  y e a r ,  
the Liqueurs & Spir its d iv ision cont inued 
to  g row by s t reng then i ng i t s  pos i t ions  
in most markets. 

To  m a r k  i t s  1 7 0 t h  a n n i v e r s a r y ,  t h e 
C oi nt reau brand con f i r med i t s  lead i ng 
role in cockta i l  cu lture,  especia l ly in the 
United States, where the "Art of the M ix" 
campaign has proven successful. Supported 
by the "St-Rémy & Fr iends" new d ig ita l 
communication and the promotion of the XO 
qual it y, St-Rémy brandy recorded strong 
growth in its traditional markets and made 
promisi ng i nroads i n  new reg ions ,  l i ke 
China . Meanwhi le,  Metaxa cont inued its 
internat ional growth across the American 
a nd  A s i a n  cont i nent s ,  spe a rhe a ded  by 
Met a xa 12  St a rs ,  and Mou nt  Gay r u m 
prepared for the global launch of a renewed 
range. Whi le The Botanist  g in reached a 
new milestone with its first media campaign, 
ou r  f i ve  s i n g le  m a l t s  ( B r u ich l a dd ich , 

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

Por t Charlot te,  Octomore, West land and 
Domaine des Hautes Glaces) 
d r e w  f u l l  b ene f i t  f r om  t he 
growing interest in exceptional 
whisk ies.

The appea l  of  our brands i s 
buoyed by the success of their 
l imited ed it ions:  St-Rémy's Cask Fin ish 
C o l l e c t i o n ,  M e t a x a  A n g e l ’s  Tr e a s u r e 
Single Cask Streng th No.1019, the new 
opu s  i n  M ou nt  G ay 's  M a s t er  B lender 
c o l l e c t i o n ,  B r u i c h l a d d i c h ' s  B a r l e y 
E x plora t ion  ser ies  of  l i m it ed  ed i t ions , 
We s t l a n d' s  a l r e a d y  i c o n i c  G a r r y a n a ,  
a n d  m o r e .  T h e  e n t h u s i a s m  e l i c i t e d  
b y  t h e s e  r a r e  b o t t l e s  a l s o  c o n f i r m s  
the ta lent of our cel lar masters and thei r 
teams, a l l seeking except ion that respects 
methods, terroi rs and ingred ients. 

1 4 . 3 %
Current  operat ing marg in 
of  the  L iqueu r s  & Spi r i t s 
d iv i s ion

"The appeal  of  our 

brands is  buoyed 

by the success of  their 

l imited editions"

€261.9M
Revenues  of  the  L iqueu rs 
& Spi r i t s  d iv i s ion
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The C oint reau brand i s  bu i ld ing on i t s 
ambit ion to become the leader of cocktai l 
c u l t u r e .  I n  2 01 9 / 2 0 2 0 ,  t h i s  s t r a t e g y 
w a s  e s p e c i a l l y  s uc c e s s f u l  i n  m a r ke t s 
across  the A mer ica s ,  wh ich saw st rong 
grow th.  The "A r t  of  the M i x"  campa ign  
and the "C ockta i l  show" plat form were 
the dr iv ing forces behind this momentum. 
They posit ioned the brand at  the hear t  
of  c la ssic  cockta i l s  f rom the B el l e  É poque 
era :  Sidecar,  M argar it a ,  C oint reau Fizz 
and C osmopol it an. 

I n  2019,  C oi nt reau  a l so  ce lebra t ed  i t s 
170th anniversary. Born in Angers, France,  
i n  18 49,  the brand punct uated the year 
with a series of exceptional events centred 
on i t s  h i s tor y,  i t s  creat iv it y  and the ar t 
of mi x ing. In Par is ,  a recept ion gathered 
ne a r l y  4 0 0  p e op le  –  me d i a ,  p a r t ner s , 
b a r t e n d e r s  a n d  C o i n t r e a u  e m p l o y e e s 
–  f rom 24  cou nt r ies  a t  the  pres t i g ious 
Pav i l lon É lysée on the Champs-Élysées . 
L a s t ly,  the  crea t ion  of  a n  a n n iver sa r y 
l i m ited ed it ion wa s ent r usted to French 

_ C O I N T R E A U

_ S T - R É M Y 

F o r  m o r e  t h a n  1 3 0  y e a r s ,  S t - R é m y  
ha s been rooted in the French t rad it ion 
of brandy making. World leader in French 
b r a n d y,  i t  i s  m a d e  e x c l u s i v e l y  f r o m 
French wine eaux-de-vie , blended and aged  
in sma l l  French oak barrels ,  and bot t led 
in the L oi re  va l ley.

I n  2 01 9 / 2 0 2 0 ,  S t -R é m y  c o n t i nu e d  t o 
priorit ise value over volume, in part icular 
by promoting its XO quality – the focus of 
the "St-Rémy & Friends" digital campaign 
p o s i t i o n i n g  S t -R é m y  i n  t h e  p l e a s u r e 
o f  s i m p l e  m o m e n t s  w i t h  l o v e d  o n e s .  
The  "bra ndy & cheese" com mu n ic a t ion 
p l a t f o r m ,  w h i c h  enc ou r a g e s  S t -R émy 
a n d  c h e e s e  p a i r i n g s  (t w o  s y mb o l s  o f 
the French ar t  of  l iv ing) wa s a l so wel l 
received, especia l ly in Nor thern Europe. 
Lastly, the brand benef ited from the boom 
in the St-Rémy Sangr ia r itua l,  especia l ly 
i n  Nor th A mer ica . 

The brand's growth was particularly strong 
in it s  t wo main markets ,  Canada and the 
United States ,  in both the reta i l  and bar 
categor ies .  The brand a l so ex per ienced  
a promising star t in the United K ingdom 

and China. Lastly, the three new spir its in 
its l imited-edit ion Cask Finish Col lect ion 
(Cabernet-Sauvignon, Islay Scotch Whisky 
and Barbados Dark Rum) have been very 
successfu l ,  especia l ly in Canada ,  Russia 
and dut y-f ree ret a i l . 
 
S t -R é m y  m a d e  a  s t r o n g  c o n t r ib u t i o n  
to  the  Group’s  C SR ef for t s  du r i ng the 
year.  With a v iew to reducing packag ing 
wa s te ,  the  VSOP qua l i t y  re l i nqu i shed  
its box and now comes in a "naked bot t le" 
i n  most  of  i t s  markets .
 
I n  2 0 2 0 / 2 0 21,  S t -R émy  w i l l  c ont i nue  
to  i nnovate.  A new version of  the C a sk 
F i n i s h  C o l l e c t i o n  w i l l  b e  l a u n c h e d  
in the autumn, and a new quality dedicated 
to the Nor th A mer ican markets  w i l l  be 
r e v e a l e d  d u r i n g  t h e  s u m m e r.  L a s t l y, 
e d uc a t i o n  w i l l  r e m a i n  a  f o c u s  o f  t h e 
brand's  communicat ion in order to  seek 
out new customers outside of  the brandy 
categor y. 

designer Vincent Darré, who reinterpreted  
the iconic bot tle by adorning it with three 
or ig ina l  scenes . 

T h e  C o i n t r e a u  b r a n d  c o n t i n u e d  i t s 
sustainable development act ions among its 
par tners and suppl iers .  It  i s  a lso play ing 
an act ive role  i n  the f ight  a ga inst  c i t r us 
g reen ing (a l so know n a s  yel low d ra gon 
disease), which affects orange trees around 
the world .  L ast ly,  i t  suppor t s  a  research 
programme in col laborat ion with CIR AD 
in Guadeloupe,  and another w ith IN R A 
i n  C ors ic a ,  t o  promote  the  cu l t iva t ion  
of  c i t r us f r u it s  i n  these reg ions .

For 2020/2021,  the brand w ishes to t urn 
the spot l ight  on one of  i t s  g reat  c la ss ic 
cock t a i l s :  the  M a rga r i t a .  I n  a dd i t ion , 
the renovat ion of the A ngers tour ci rcu it 
s h o u l d  m a k e  i t  p o s s i b l e  t o  p r o v i d e  
ou r  v i s i t or s  a nd  a l l  ou r  pa r t ner s  w i th  
an i mmersive,  i nnovat ive ex per ience.

T H E  F R E N C H  O R I G I N  O F  I T S 
E A U X - D E - V I E  A N D  T H E  Q U A L I T Y 
O F  I T S  C R E A T I O N  M A K E 
S T - R E M Y  A  C O M P L E X  B R A N D Y 
U N I Q U E  I N  T H E  W O R L D . 
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The year 1888 in Greece saw the birth of Metaxa, 
an amber-coloured spirit that owes its unique 
character to incomparable expertise: the art  
of selecting, ageing and blending wine distillates 
with remarkable Muscat wines. 

Dur ing 2019/2020, Metaxa successfu l ly 
continued down the path of moving upmarket.  
Whereas the 5 Stars and 7 Stars qualities maintained 
a strong positioning, Metaxa 12 Stars saw strong 
growth across all its markets, especially in Travel 
Retail with the new 1-litre format. Although  
the brand’s core target still lies in Europe (United 
Kingdom, Germany, Central Europe, etc.), sales 
of Metaxa 12 Stars doubled in the United States 
and China, bolstered by its close collaboration 
with bartenders. 

The House of Metaxa has continued to build  
its brand territory on the idea of exploration, with 
its global campaign featuring three explorers: 
Mike Horn, Guillaume Néry and Laura Bingham. 
At the same time, the brand’s actions focused  
on the art of the cocktail: second edition of Explore 
Greece in Crete with stars of mixology in July 
2019, participation in the major Athens Bar 
Show with a stand fully dedicated to the brand, 
and continuation of the training programme  
for Metaxa bartenders and ambassadors. 

In October 2019, Cellar Master Constantinos 
Raptis presented one of his most exceptional 
creations: Metaxa Angel’s Treasure Single Cask 
Strength, No. 1019. On this occasion, the House 
of Metaxa organised a launch event in Athens, 
bringing together 50 journalists and influencers from 
Greek and international media outlets, including 
ELLE, Madame Figaro and GQ. Lastly, Metaxa 
built on its global expansion with the launch of 
Metaxa 12 Stars in Singapore and Mexico.

C orporate socia l responsibi l it y a lso l ies  
at the heart of Metaxa's strategy, with a special 

focus on protecting the terroirs of Samos.  
In partnership with Paths of Greece, the House 
of Metaxa created the Muscat Vineyards Path 
to promote the island's culture, biodiversity  
and craftsmanship to visitors. 

The goal for 2020/2021 is to further strengthen 
Metaxa 12 Stars’ positioning as the brand’s 
flagship product and to help it penetrate new 
markets. The entire range will be supported by 
new investments in communication and initiatives 
within the bartender community.

Founded more than three cent ur ies  a go 
i n  Barbados ,  the  Mount  Gay d i s t i l ler y 
b enef i t s  f rom u n ique  ex p er t i s e  i n  t he 
making of exceptional rums. Underpinned  
b y  a  s t r o n g  h e r i t a g e ,  i t  p e r p e t u a t e s 
a n c e s t r a l  k n o w- h o w  w h i l e  e x p l o r i n g 
new ref inements  i n  r um d ist i l la t ion and 
ageing, taking an authentic and responsible 
approach.

Since Apr i l  2019, the new master blender 
a t  M o u n t  G a y ,  T r u d i a n n  B r a n k e r ,  
i s  the f i r s t  woman to hold th i s  posit ion 
i n  Barbados .  Her f i r s t  l i m ited ed it ion, 
Po t  S t i l l  R u m  i n  t he  M a s t e r  B lender 
c o l l e c t i o n ,  w a s  w i d e l y  c o m m e n d e d  
by the press and on social media. Likewise, 
the range's new blends and the brand's new 
graph ic  design were ver y wel l  received 
by d i s t r ibutors  and the med ia . 

The instal lat ion of solar panels generating 
300,000 kWh means the Brandons faci l ity 
e n j o y s  f u l l  e l e c t r i c  a u t o n o m y,  w h i l e  
the f ru it  t ree plantat ion and insta l lat ion 
o f  n e w  b e e h i v e s  f o s t e r  b i o d i v e r s i t y  
on the i s land.

I n  2 0 2 0 / 2 0 2 1 ,  M o u n t  G a y  i n t e n d s  
to  ma inta in i t s  posit ion on the dy namic 
h i gh - end  r u m  m a rke t  w i t h  t he  g lob a l 
launch of  a  renewed range,  spearheaded 
by XO,  the  promot ion of  B lack B a r re l 
i n  the  a r t  of  cock t a i l -ma k i ng ,  a nd the 
launch of  a  new l i m ited ed it ion. 

_ M E T A X A

_ M O U N T   G A Y

S A L E S  O F  M E T A X A  1 2  S T A R S 
D O U B L E D  I N  T H E  U N I T E D  S T A T E S 
A N D  C H I N A  D U R I N G  T H E  Y E A R .

TRUDIANN BRANKER 
IS THE FIRST FEMALE
MASTER BLENDER 
IN BARBADOS. 
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The Bot an i s t 's  success  s tor y cont i nued 
in 2019/2020. 

T h e  b r a n d  l a u n c h e d  i t s  f i r s t  m e d i a 
c a m p a i g n  w i t h  t h e  m i n i  f i l m  s e r i e s 
ent it led " W i ld – A State  of  M ind",  a l so 

broadcast on social media. 
Th i s  com municat ion ha s 
increased brand awareness, 
showcased The Botanist ’s 
nature-centred values, and 
capt ured new customers . 
The qual ity of the "Wild – 
A State of Mind" campaign 

was a lso recognised by numerous awards 
a t  the  11t h a n nua l  ed i t ion  of  the  Ta s t e 
Awards in L os A ngeles . 

The Botanist Foundation (TBF) continues 
to  suppor t  loca l  i n i t i a t ives  to  preser ve  
the  env i ron ment  on the  Is land of  I s lay  
and across al l of Scotland. The most recent 
a c t ion  w a s  t he  f u nd i n g  o f  a  r e s e a r c h 
programme on w i ld jun iper,  v ia  the UK 
C ent re for  E colog y & Hydrolog y.  At the 
same t ime, The Botanist has joined forces 
with the Botanical Gardens Conservat ion 
Tr ust  to  encoura ge in it ia t ives  foster ing 
b io d iver s i t y  i n  b o t a n ic a l  ga rden s  a nd 
seed banks around the world .

Dur ing 2020/2021, The Botanist  expects  
t o  c ont i nue  t o  br o a dc a s t  t he  " W i ld  –  
A State of Mind" series, while also continuing 
to  ro l l  out  i t s  wor ldw ide  d i s t r ibut ion , 
both in the markets  and on l ine.

With the successful 

launch of  i ts  f irst  

media campaign, 

The Botanist  has reached 

yet another milestone.

_ T H E  B O T A N I S T



O u r  w h i s k y  d i v i s i o n  c o m p r i s e s  f i v e 
s ingle  ma lt s  that  share the same va lues  
of excellence: Bruichladdich, Port Charlotte 
a n d  O c t o m o r e  ( i n  I s l a y,  S c o t l a n d ) , 
West land (d i s t i l ler y  i n  Seat t le ,  Un ited 
States),  and Domaine des Hautes Glaces 
(farm d ist i l ler y in the French A lps). 

T h e  d i s t i n c t i v e  c h a r a c t e r  o f  e a c h  
of  these wh isk ies  speci f ica l ly  add resses  
t h e  g r o w i n g  d e m a n d  f r o m  i n f o r m e d 
en t hu s i a s t s  s e e k i n g  t o  s h a r e  i n  r a r e , 
ref ined and ex t raord inar y ex per iences .  
I n  t h e  U n i t e d  S t a t e s  a n d  C h i n a ,  i n 
p a r t i c u l a r,  t he  s i n g l e  m a l t  c u l t u r e  i s 
rapidly developing, to the benef it of brands 
l ike ours, which enjoy an excel lent image  
o f  a u t h e n t i c i t y  a n d  h i g h  s t a n d a r d s .  
Th is  moment um wa s undermined at  the 
end of  2019,  however,  f i r s t  i n  A sia  and 
then in the rest  of  the world,  a s  a  resu lt 
of  the C ov id-19 cr i s i s .

W H I S K I E S

Awareness  of  our Scot t i sh wh isk ies  wa s 
further spread through educational activities 
on socia l  net works and through d ig it a l 
campaigns,  whereas "pioneer" customers 
cont inued to be reta ined through eagerly 
awa ited l i m ited ed it ions . 

Bolstered by except iona l media coverage 
and unanimous recognit ion from industry 
players ,  West land D is t i l ler y  cont i nues  
t o  b u i l d  i t s  r e p u t a t i o n  a n d  i n c r e a s e  
i t s  sa les . 

L a s t l y,  D o m a i n e  d e s  H a u t e s  G l a c e s  
i s  gear ing for a change in scope w ith the 
inaug urat ion of  a  new d ist i l ler y in 2020 
–  one  that  respec t s  i t s  fou nder's  spi r i t 
of  cra f t smansh ip and ecolog ica l  va lues . 

Authenticity, sincerity, singularity:  
the excellence of our single malts is based 
on the values of a future-oriented vision, 
which ensures their success today and their 
continued existence tomorrow. 



A f ter  the s t rong grow th seen in recent 
years, our single malt whiskies from the Isle  
of Islay (the Bruichladdich, Port Charlotte 
and Octomore brands) ma inta ined thei r 
moment um in 2019/2020.  Th is  buoyancy 
w a s  f ue l l e d  by  t he  s uc c e s s  o f  l i m i t e d 
ed it ions and rare v inta ges .  Dur ing th i s 
p er io d ,  t he  emerg i n g  m a rke t s  o f  A s i a  
a nd  t he  A mer ic a s  r e corde d  e sp e c i a l l y 
p r o m i s i n g  r e s u l t s ,  w h i l e  t h e  o n l i n e 
sa les  s t rateg y cont inued to open up new 
development prospect s .

For the Bru ich ladd ich brand, the launch 
of the Barley Explorat ion series of l imited 
ed it ions cont inued to expand the brand's 
d istr ibut ion net work, whi le new versions 
of  B la ck A r t  a nd R a re  C a sk a t t ra c ted 
new connoisseurs .

The " We are  Is lay"  campa ign launched  
in 2018/2019 continued to drive the growth 

L a s t l y,  a n d  a b o v e  a l l ,  t h e  d i s t i l l e r y 
rece ived  B - C or p  cer t i f ic a t ion ,  a  l abe l 
that  recogn ises  a l l  compan ies  that  seek  
v ia their business model not to be the best 
i n  the world,  but  the best  for  the world .

The  ye a r  2 0 2 0 / 2 0 21  w i l l  fo c u s  on  t he 
B r u ic h l a dd ic h  br a nd  a nd  i t s  f l a g sh ip 
qua l i t y,  The Cla ss ic  L add ie.  The brand 
w i l l  l a u nch  i t s  f i r s t  me d i a  c a mp a i g n ,  
"No H idden Mea sures".  Por t  Charlot te 
wi l l cont inue to rol l out its "We are Islay" 
campaign and wi l l take its l imited-edit ion 
policy even further. Lastly, Octomore wi l l 
natura l ly see the launch of  the 11 ser ies . 

of Por t Charlot te.  The brand was fur ther 
strengthened by media events, the support 
o f  i n f l u e n c e r s ,  l i v e  d i g i t a l  t a s t i n g s ,  
a  revamped website,  and a coord inated 
socia l  med ia campa ign.

The Octomore 10 series – a new generation 
of  Octomore,  the  world's  most  heav i ly 
peated single malt whisky - was successfully 
unvei led through a global launch strategy 
supp or t e d  by  the  bra nd's  f i r s t  d i g i t a l 
communicat ion campaign. The new range 
of  nu mbered l i m it ed  ed i t ions  wa s  a l so 
ver y wel l  received.

D u r i n g  2 0 1 9 / 2 0 2 0 ,  t h e  P r o g r e s s i v e 
Hebr ide a n  D i s t i l l l e r s  cont i nue d  t he i r 
env ironmental programme, with the a im 
of "decarbonising" its act iv it ies by 2025. 
A tot a l  of  3 , 50 0  a dd i t iona l  t rees  were 
planted, taking the overal l number of trees 
planted on the site to 7,500 in two years.  

Bruichladdich whiskies continue to boast 
huge growth potential . Their  authentic 
values and consistent actions reinforce 
their  aspirational strength every year.

LASTLY, AND ABOVE ALL,  
THE DISTILLERY RECEIVED B-CORP 
CERTIFICATION, A LABEL  
THAT RECOGNISES ALL COMPANIES 
THAT SEEK VIA THEIR BUSINESS 
MODEL NOT TO BE THE BEST  
IN THE WORLD, BUT THE BEST  
FOR THE WORLD.

_ 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
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I n  2 019 / 2 0 2 0 ,  t he  Wes t l a nd  d i s t i l l e r y 
enjoyed t remendous  g loba l  demand for 
s ingle  ma lt  wh isk ies ,  and i n par t icu lar 
i n c r e a s i n g l y  s h a r p  e x p e r t i s e  o n  t h e 
par t  of  c l ient s .  Demand i s  even greater 
f o r  e a u x - d e - v i e  a u t h e n t i c a l l y  r o o t e d  
i n  thei r  ter roi r  –  the ma in feat ure of  the 
West land range.

Bolstered by the sincer it y of it s founders 
and the quality of its whiskies, the distillery 
cont i nues  to  receive  except iona l  med ia 
c o v e r a g e  a n d  u n a n i mo u s  r e c o g n i t i o n 
f rom a l l  i ndust r y  players .  A l l  th ree  of 
Westland’s key products have scored more 
than 96 points  in the la st  t wo years ,  and 
the d i st i l ler y mana ger wa s named "2020 
Globa l  Dist i l ler y M ana ger of  the Year" 
at the most recent World Whisky Awards.

The most  prominent  launch of  the year 
was most certainly that of the new l imited 
e d i t i on  " G a r r y a n a".  Th i s  s i n g le  m a l t , 
pa r t i a l ly  mat u red  i n  c a sk s  ma de  f rom  
a local species of oak, Quercus Garryana, 
sold out  w ith in a  few weeks. 

F o u n d e d  m o r e  t h a n  1 0  y e a r s  a g o ,  
the  mou nt a i n  fa r m d i s t i l ler y  D oma i ne 
des  Hautes  Gla ces  crea tes  except iona l 
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 
i n  the hear t  of  the French A lps .  Barley, 
r y e ,  s p e l t  a n d  d e hu l l e d  o a t s  u s e d  i n 
d ist i l lat ion are grown there organ ica l ly.

To foster a gradual increase in production, 
a local production line managed by organic 
f a r mer s  f r om Tr ièves  h a s  b e en  s e t  up  
in recent years.  In 2019, har vest ing took 
place  i n  12 neighbour i ng fa r ms,  wh ich 
cont r ibut e d  t he  f r u i t s  o f  t he i r  l a b ou r  
to  the est ate. 

A t  t h e  s a m e  t i m e ,  a  n e w  d i s t i l l e r y  
and storage area are being bui lt :  a larger, 
f u t u r e - o r i e n t e d  e s t a t e  i s  e m e r g i n g .  
T h e  b u i l d i n g s  a r e  d e s i g n e d  t o  b l e n d  
i n  w ith the arch itect ura l  her it a ge of  the 
A lps, and in accordance with susta inable 
development guidel ines. The new faci l it ies 
should become operat ional in the summer 
o f  2 0 2 0 :  a  b e a u t i f u l 
100-year-old mill recovered 
i n  Scot land,  a  brewer y 
that  we renovated w ith 
c a re ,  oa k  fer ment a t ion 
v a t s  m a d e  b y  F r e n c h 
co op er s ,  a nd  fou r  ne w 
s t i l l s  d e s i g n e d  b a s e d 
on  or i g i n a l  mo de l s ,  t o 
cont inue to d ist i l  A lpine 
g ra ins  under f i re  wood.

W i t hou t  t a k i n g  aw ay  f r o m  i t s  v a lue s 
a nd  t he  p ione er i n g  s p i r i t  t h a t  d r i v e s  
t h e  b r a n d' s  f o u n d e r,  Fr é d é r i c  R e v o l , 
Doma i ne Des Hautes  Glaces  w i l l  soon 
d e l i g h t  e v e n  mo r e  e xc e p t i o n a l  s i n g l e 
ma lt  enthusia st s  i n  Europe,  the United 
States  and A sia . 

The mountain farm  

disti l lery Domaine  

des Hautes Glaces 

creates exceptional 

s ingle malt  whiskies 

from the Trièves  

Mountains.

Hai l ing f rom a reg ion that  cares  deeply 
a b out  t he  env i r on ment ,  We s t l a nd  h a s 
e x t r e m e l y  h i g h  a s p i r a t i o n s  w h e n  i t 
comes to corporate socia l  responsibi l it y.  
In part icular, the dist i l lery has committed 
t o  f u n d i n g  a  f u l l - t i m e  P h D  s t u d e n t  
a t  Wa sh ing ton State  Universit y,  who i s 
researching sustainable barley production. 
L i ke  m a ny  of  the  G roup’s  o ther  s i t e s ,  
the d ist i l ler y has a lso been h igh ly act ive 
during the coronavirus pandemic, making 
hand san i t i zer  for  the  va r ious  med ica l 
fac i l i t ies  i n  the Seat t le  reg ion. 

I n  t h e  2 0 2 0 / 2 0 21  f i n a n c i a l  y e a r,  t h e 
d i s t i l ler y  w i l l  cont i nue  i t s  i n nova t ion 
ef for t s  and launch a brand new whisky 
m a d e  f r o m  a  n e w  b a r l e y  v a r i e t a l .  
An excit ing next chapter in the wonderful 
West land advent ure. 

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

_ W E S T L A N D

A larger, future - oriented estate  
is  emerging. 

The limited edition  
"Garryana" bottles were sold out  
within a few weeks. 
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T H E  M A R K E T S

Markets in the Americas continued to show 
strong momentum, bolstered by the healthy 
US economy and increased political stability 
in Lat in America. More good news is that 
value is seen to grow faster than volume  
in the exceptional spirits category. However, 
the  th rea t  of  i ncrea sed cus toms dut ies  
in the United States and the development 
of the pandemic on the cont inent at the 
end of the year created some uncer tainty.
 
For Rémy Mart in Cognac, the new "Team 
up for Excel lence"  campaign has enabled 
Rémy Martin 1738 to achieve another year 
of  sol id g row th,  wherea s Rémy M ar t in 
VSOP faced some cha l lenges,  includ ing 
t he  u nc er t a i n t y  s u r r ou nd i n g  c u s t om s 
duties. Louis XIII continued its momentum, 
dr iven by it s  "Perfect  Pour"  exper ience 
in high-end bars, restaurants and hotels, 
together with educat ional ef for ts around 
this singular nectar. Its l imited edit ions 
were in high demand.
  
C oi nt reau enjoyed another  except iona l 
y e a r  i n  t h e  U n i t e d  S t a t e s ,  B r a z i l  
and Puerto R ico, strengthened by the "Art 
of the M ix" campaign and its posit ioning  
at the heart of classic cocktails, in particular 
the M argar it a .  The Bot an i st  cont i nued  
to increase its market share in the booming 
except ional g ins category.

Lastly, the portfolio of single malt whiskies 
recorded a remarkable year. The Progressive 
Hebr ide a n  D i s t i l l e r s  ( B r u ic h l a dd ic h ,  
Por t Charlot te and Octomore) benef ited 
from increased brand awareness through new 
awards and media investments. Westland 
continued to spearhead the American single 
malt category.

The EMEA region had a complex year, marked 
by changes in d ist r ibut ion par tnersh ips 
in Germany, It a ly,  Spa in,  Slovak ia and 
the Czech Republic, fol lowed by Covid-19 
hea lth measures that  led to the c losing  
of hotels, bars and restaurants across Europe. 
S evera l  a c t iva t ions  cou ld  never theless  
be implemented up unti l early 2020. 

Across France and in London, Cointreau 
rol led out its "Art of the Mix"  campaign 
on restaurant terraces and in bars, with 
cocktai l tast ings organised by the brand's 
amba ssa dors .  I n  I s t anbu l ,  A msterdam, 
Barcelona and Berl in, the l iqueur of 350 
cocktai ls forged a partnership with "Soho 
House"  pr ivate  c lubs .  In South A f r ica ,  
t he  pr e sent a t ion  o f  t he  " go ld"  ver s ion  
of the Cointreau bottle was met with great 
success. 

At Rémy Martin, the "Atelier Steaven Richard" 
limited edition marked the House’s celebration 
of its classi f icat ion as a Liv ing Heritage 
Company (EPV). This off icial dist inct ion 
r e w a r d s  F r e n c h  c o m p a n i e s  f o r  t h e i r 
artisanal expertise and industrial excellence.  
The limited edition was presented at a major 
reception in London, in part icular.

I n  C h i n a ,  R é my  C o i n t r e a u  b e ne f i t e d 
f rom st rong grow th in the spi r it s  market 
i n  2019,  wh ich wa s subsequent ly s lowed 
d o w n  b y  t h e  c o r o n a v i r u s  p a n d e m i c .  
A new cl ient base keen on luxury products 
and with expert knowledge of except ional 
s p i r i t s  e s p e c i a l l y  a ppr e c i a t e s  r e f i ne d 
cocktai ls and single malt whiskies. It was 
against this backdrop that the Progressive 
Hebr idean Dist i l lers  opened thei r  f i r s t 
s t ore  i n  X i a men,  C h i na ,  g iv i n g  d i rec t 
access  to  i t s  brand por t fol io. 

Cognac nevertheless remains the spearhead 
o f  t he  G r oup's  g r o w t h ,  d r i ven  by  t he  
L ou is X III Her it a ge campaign,  together  
w i t h  R é m y  M a r t i n ’ s  " Te a m  u p  f o r 
E x c e l l e n c e "  c a m p a i g n .  T h e  l a u n c h  
of the new Rémy Mart in XO 1 l itre bot tle 
wa s a l so a  key event .  On the whole,  our 
brands are at  the foref ront  of  boomi ng 
Ch inese e-ret a i l  plat forms. 

In  Hong Kong,  wh ich boa st s  12 of  the 
50  bes t  ba r s  i n  A s i a ,  cog n a c ,  g i n  a nd 
r u m  a r e  r e c o r d i n g  g r o w t h  o v e r a l l .  
But political and health events have slowed 
th i s  t rend .  I n  Ta iwa n,  the  f lou r i sh i n g 
c o c k t a i l  c u l t u r e  b o o s t e d  ou r  br a nd s ,  
wh i le  i n  Aust ra l ia ,  C oint reau recorded  
a  g o o d  y e a r  t h a n k s  t o  i t s  p r i v i l e g e d 
posit ion at the heart of "classic cocktai ls"! 

This d istr ibut ion channel plays a key role 
for the Group, not on ly in terms of sa les, 
but a lso because it  fosters d i rect contact 
b e t w e e n  o u r  v a r i o u s  b r a n d s  a n d  o u r 
customers ,  whether in t ransit  or  dur ing 
their travels. By way of events and tastings 
organ ised in the major  a i r por t s ,  we can 
thus present our spir its to an enl ightened 
publ ic  i n  excel lent  cond it ions . 

H o w e v e r ,  t h e  y e a r  2 0 1 9 / 2 0 2 0  w a s  
a particularly complex one, f irst on account 
of  tensions in Hong Kong, which l imited 
the pa ssa ge of  Ch inese tour i s t s  i n  land 
border dut y f ree shops,  and second due  
to the Covid-19 pandemic, which triggered 
t he  co l l a p s e  o f  a l l  a i r  t r a f f i c  a nd  t he 
c losing of  a i r por t  s tores  worldw ide.

Pr ior to these except ional ci rcumstances, 
s o m e  b r a n d  e v e n t s  m e t  w i t h  g r e a t 
success  and cou ld be repeated at  a  la ter 
s t a ge.  Th i s  i s  par t icu la r ly  t r ue for  the 
L o u i s  X I I I  p o p - u p  s t o r e  a t  C h a n g i 
A i r por t  i n  Si ngapore,  wh ich ex h ibi ted 
a l l  the var iat ions of  L ou is  X III  bot t les , 
f rom the 50 m l  M in iat ures  to  the 6 -l i t re 
Mathusa lem. C ointreau’s Piano C ockta i l 
a l so caused a  sensat ion i n the a i r por t s  
o f  Va n c o u v e r ,  C o p e n h a g e n ,  P e r t h , 
S i n g a p o r e  a nd  A uc k l a nd :  t he  p i a n i s t 
creates  cockta i l s  by play ing a  melody!

_ A M E R I C A S _ A S I A - P A C I F I C
_  T R A V E L  R E T A I L_ EUROPE, MIDDLE EAST  

AND AFRICA
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The s tor y  of  R émy C oi nt reau’s  soc i a l ,  soc ie t a l  a nd 
env i ronmenta l  commitment i s  ref lected in the act ions 
of  the Group and i t s  12 l iqueurs  and spi r i t s  brands. 
This story is punctuated by major mi lestones, including 
t h e  y e a r  2 01 9 / 2 0 2 0  –  a  n o t e w o r t h y  o n e  m a r k e d  
by the Group’s  quest  for  excel lence.

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

Some dates are never forgotten. Take 2015, 
for  ex a mple ,  when  the  G roup  a dopt ed 
i t s  n e w  s i g n a t u r e  " Te r r o i r s ,  P e o p l e  
a n d  T i m e ",  m a r k i n g  i t s  i r r e v e r s i b l e 
commitment to  a  cause f u l ly  suppor ted 
b y  R é m y  C o i n t r e a u .  T h i s  y e a r ,  
Rémy C ointreau def ined it s  2025 targets 
and a f f i rmed it s  C SR commitment w ith 
the mot to  Sustainable Exception,  which 
h i gh l i ght s  t he  G r oup’s  sp e c i a l  e f for t s  
i n  de ve lop i n g  pr o duc t s  o f  e xc e l l enc e . 
T h i s  " 2 0 2 5  C S R  P l a n  –  S u s t a i n a b l e 
Except ion" is based on act ions associated 
w ith quant i f ied t arget s  and a long-term 
vision of the Group's ambitions to preserve 
the planet  a round it s  three C SR pi l la rs: 
p r e s e r v i n g  t h e  Te r r o i r s ,  c o m m i t t i n g  
to People and respecting the value of Time.

I n  keepi ng w ith  the  new 2025 t a rget s ,  
this year was also marked by the acceleration 
of  C SR act ions led by the Group and i t s 
Houses . 
The t remendous sol idar it y of the Group's 
employees natura l ly bears ment ion,  w ith 
r e g a r d  t o  t h e i r  e n v i r o n m e n t  a n d  t h e 
populat ions most affected by the Covid-19 
pandemic.  A l l  over  the world,  i n  ever y 
s ingle  House,  the teams’  i nd iv idua l  and 
loc a l  com m it ment  ha s  revea led  a  s t a t e  
of  m ind steeped in Group va lues . 
We have reached new heights in the area  
of sustainable agriculture, a key component 
o f  R émy  C oi nt r e a u's  s t r a t e g ic  v i s ion .  
I n  C og nac,  for  exa mple,  a l l  the  House  
of Rémy Martin winegrowing partners are 
now committed to sustainable agriculture. 
Bru ich ladd ich has a lso obta ined B -C orp 
cer t i f icat ion,  i n  recogn it ion of  i t s  long-
s t a nd i n g  c om m i t ment  t o  pr e s er ve  t he 
Scot t ish island's terroir and biodiversit y. 
In terms of  reducing carbon emiss ions , 

t h e  G r o u p  n o w  r e l i e s  o n  p r o g r e s s i v e 
t a rget s  set  for  2030 and 2050 to ach ieve 
Ne t  Z er o  C a rb on .  A n x iou s  t o  r e duc e  
it s  ecolog ica l  footpr int ,  Rémy C ointreau 
ha s ramped up the development of  eco -
designed products and packaging. In true 
r e cog n i t ion  o f  i t s  e th ic a l  com m it ment 
o n  t h e  i n t e r n a t i o n a l  s t a g e ,  t h i s  y e a r  
for the f i rst t ime the Group was awarded 
f i r s t  p l a ce  i n  the  Ga ia  R at i ng  crea ted  
by Eth i f inance.

It  took t i me for  the Group’s  Houses  to 
mature and create these exceptional spirits 
in keeping with Rémy C ointreau's va lues 
and commitments. A l l these developments 
h av e  en a b le d  t he  G r oup  t o  de f i ne  i t s 
p u r p o s e  t h i s  y e a r.  T h e s e  f e w  w o r d s 
su m up  t he  s t or y  o f  R émy  C oi nt r e a u ,  
and the chapters that remain to be written:

"  Rémy Cointreau cares 

for the terroirs  that are essential 

to its  Maisons and cult ivates 

the savoir-faire of  i ts  people, 

so that cl ients can enjoy exceptional 

spirits  and sensory experiences. 

Upholding this  heritage enables 

the family company to write 

its  own destiny and to proudly 

pass on its  centuries-old legacy 

to future generations.  "

The story of Rémy Cointreau’s social, societal  
and environmental commitment is reflected in the actions  
of the Group and its 12 liqueurs and spirits brands.  
This story is punctuated by major milestones,  
including the year 2019/2020 – a noteworthy one marked  
by the Group’s quest for excellence.

Susta inable Development l ies  at  the hear t  of  Rémy C ointreau's  pol icy 
a nd  fo r m s  t he  b a s i s  o f  t he  ne w  C SR  c h a r t e r  r epub l i s he d  t h i s  y e a r.  
Rémy C ointreau has thus ident i f ied four major goa ls for it s  C SR st rateg y: 

-   Preserving the terroirs to revea l 
thei r  excel lence,  by encoura g ing 
responsible  cu lt ivat ion methods 
and innovat ing to ma inta in thei r 
essence and biod iversit y ;

-   C ommitt ing to men and women,  
as a way of asserting its uniqueness, 
w ith responsible  and commit ted 
gover nance,  wh i le  g uaranteei ng 
c o l l e c t i v e  p r o g r e s s  i n t e r n a l l y  
and with its suppliers and partners, 
and play ing an act ive role in local 
communit ies . 

-   R e sp e c t i n g  t he  va lue  of  t i me ,  
t o  c re a t e  except iona l  produc t s , 
wh i le  cont r ibut i n g  t o  the  f i ght 
against global warming, protecting 
wa t er  r e s ou r ce s ,  t a k i n g  a c t ion  
to reduce the environmental impact 
o f  o u r  a c t i v i t i e s ,  a n d  s t r i v i n g  
for  carbon neut ra l i t y.

-   M a i nt a i n i n g  s t r i c t  s t a n d a r d s 
a round responsible  consumpt ion 
to pay t r ibute to  i t s  except iona l 
pro duc t s ,  by  ra i s i n g  awa reness 
a m o n g  c u s t o m e r s ,  e m p l o y e e s  
and par tners  of  the Group;

"Ter r o i r ,  Pe opl e  and  Tim e" .
Rémy Cointreau's signature ref lects the Group’s commitment to a sustainable world.  
This long-standing commitment is demonstrated in the Group's 10 major CSR challenges, selected 
from the 17 Sustainable Development Goals (SDGs) defined by the United Nations. This year, 
this commitment was also reflected in the definition of the Group's 2025 challenges, which set out 
clearly and firmly the course of action for the years to come.
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RÉMY COINTREAU 
CHALLENGES

TRANSLATION INTO 
2025 GOALS

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 
and 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

Take urgent action to combat 
climate change and its impacts

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 
(externally)

In-house training 
and skills development

Non-discrimination 
and in-house social balance

Annual monitoring Water management 
(specific case of Barbados site)

Well-being of employees

Annual monitoring 

Local impact (sustainable 
development of terroirs)

Qualitative information 

100% of sustainably managed 
agricultural land 
(brands’ agricultural 
raw material sourcing)

Specific biodiversity 
conservation actions

100% of employees trained 
in the ethical charter

100% of sites B-Corp certified

EPI mapping 
(packaging’s Environmental 
Performance Index) of the Group’s 
entire product portfolio 

-  100% renewable energy 
consumption, worldwide 

-  25% reduction in carbon emissions 
(scopes 1 and 2) in absolute terms

-  30% reduction in carbon emissions 
(scope 3), in intensity

Responsible sourcing

Internal societal balance 
and global consistency

Circular economy and reduced 
consumption of raw materials

Client information 
(nutritional labelling)

Contribution to global efforts 
(limit of 2°C) and corporate 
sustainability

Sustainable agriculture

Preserving biodiversity

Business Ethics

Governance

Qualitative information

80% of employees benefiting 
from at least 1 training 
per annum

Qualitative information

100% of suppliers have 
Sedex membership

Qualitative information 

Absolute equality throughout 
the Group; 90/100 in the gender 
professional equality index (in France)

SDG 3

SDG 4

SDG 5

SDG 6

SDG 8

SDG 10

SDG 12

SDG 13

SDG 15

SDG 16

_  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 :

A s  p a r t  o f  t h e  m a t e r i a l i t y  a n a l y s i s  c o n d u c t e d ,  f o o d  w a s t a g e ,  t h e  f i g h t  a g a i n s t  f o o d  i n s e c u r i t y ,  r e s p e c t  f o r  a n i m a l  w e l l- b e i n g ,  
a n d t h e p r o m o tio n o f  r e s p o n sib l e ,  f a i r  a n d s u s t a in a b l e f o o d w e r e n o t  s e l e c te d a s  r e l e v a n t  C S R c h a l l e n g e s f o r  t h e G r o u p .
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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)

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

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION

LIFE
ON LAND

Spec i a l  a t t ent ion  wa s  pa id  t o  the  f ive 
p r i o r i t y  S D G s  ( S D G s  6 ,  8 ,  1 2 ,  1 3  
a n d  1 5 ) ,  w h i c h  f o r  t h e  p a s t  t h r e e 
years  have been l i n ked to  the  var iable 
c o m p e n s a t i o n  o f  t h e  G r o u p ' s  s e n i o r 
execut ives .  The C SR C ommit tee,  wh ich 
i s  for med f rom the Board of  D i rec tors 
and i s  responsible  for  i mplement ing the 
CSR strategy, monitors this commitment.

T he  y e a r ' s  s uc c e s s e s  a nd  e v ent s  t hu s 
r em i nd  ever yone  of  R émy C oi nt re au's 
nature: preserving the Terroirs, committing  
to People and respecting the value of Time, 
by unit ing the Group with its par tners in 
the long term and striving to take exemplary 
decisions in line with its ambition: becoming 
the world leader in except iona l  spi r i t s .
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management
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P R O T E C T I N G  E X C E P T I O N A L 
T E R R O I R S  T O  P R E S E R V E 
T H E I R  E X C E L L E N C E

The  R émy  C o i nt r e a u  br a nd s  a r e  c u l t i v a t i n g  t e r r o i r s  u n iq ue  
in the world w ith the greatest  care.  From the Charente v ineyards 
t o  s u g a r c a ne  p l a nt a t i on s  i n  B a r b a do s ,  v i ne y a r d s  i n  S a mo s ,  
a n d  g r a i n s  i n  I s l a y  o r  I s è r e . . .  W i t h  i n t e l l i g e n c e ,  p a s s i o n  
and respect ,  the brands adapt  thei r  product ion methods to  each 
reg ion’s  character i s t ics ,  thus  respect i ng the  s i ng u la r i t y  of  the 
nat ura l  env i ronments ,  the soi l ,  biod iversit y,  and the c l i mate.

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

Our goal  of  protecting our  terroirs  to  preserve their  excellence  
was reflected this  year  in  key actions around sustainable agriculture.

The House of  Rémy Martin  addressed a  major  environmental 
challenge:  leading 50% of  i ts  All iance F ine Champagne partners  
to  obtain  High Environmental  Value (HVE)  cert i f ication –  
the highest  level  of  cert i f ication issued by the French Ministry  
of  Agriculture – two years  ahead of  schedule. 85% of  cert i f ied farms 
in  the Charente region are  partners  of  Rémy Martin, demonstrating 
the collective effort  driven by the House to develop environment-
fr iendly agriculture in  the region. In  Cognac and elsewhere,  
Rémy Cointreau insists  on sourcing strategic  agricultural  
and winemaking raw materials  from responsible  and sustainable 
agriculture (SDG 15) . R
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Obtaining certif icates of excellence 
to create exceptional production lines

Tr ying out  new far ming m e thods 

Founded in Angers by Édouard Cointreau  
in 18 49,  the famous epony mous l iqueur 
brand has developed susta inable supply 
chains to ensure the excel lence of its sweet 
and bit ter orange peels. In Spain, Tunisia, 
Brazi l and Morocco, Cointreau has forged 
i nt er na t iona l  pa r t ner sh ips  tha t  enable  
it to benef it from sustainable, high-quality 
sourcing. 

As part of its "Oranges et Terroir" project 
and in order to measure the implementation 
of sustainable agriculture for the production 
of oranges among its suppliers, Cointreau 
carr ied out t wo agr icu ltura l aud its th is 
year in l ine w ith the French H V E level 
1 standard, and, for some suppliers, with  
the international Global G.A.P. standard. 
These audits, and more generally this project, 
enable the Cointreau dist i l lery to monitor 
and support its partners in the development 
o f  t h e i r  b e s t  a g r i c u l t u r a l  p r a c t i c e s ,  
i n  l i ne  w ith  SDG 15 .  Th i s  proves  that  
the commitment to sustainable agriculture  
is gaining ground among al l its suppliers;  
close to ha l f (48%) of the par tner areas 
now benef it from sustainable agriculture 
c e r t i f i c a t i o n s .  I n  l i n e  w i t h  t h e  2 0 2 5 
objec t ives ,  a l l  the  ora nges  used  i n  the 
dist i l ler's product ion wi l l be sustainably 
sourced within 5 years. 

In C ognac,  the House of  Rémy M ar t i n 
has been cult ivat ing the Charente terroir 
for nearly 300 years to create exceptional 
products .  Th i r teen years  a go,  decid ing  
to obtain ambitious sustainable agriculture 
c e r t i f i c a t i on  b a c ke d  b y  t he  M i n i s t r y  

of  A g r icu lt u re  wa s  a  pioneer i ng move. 
Today, the House spearheads th is  High 
Environmental Value (HVE) cert i f icat ion 
with practical and measurable commitments 
around four themes:  biod iversit y,  plant 
protection strategy, fertilisation management, 
and preservation of the region's soi ls and 
water qual ity. With the achievement of its 
2022 targets two years ahead of schedule,  
the House of Rémy Mart in has set new,  
even more ambitious environmental targets  
as part of the Rémy Cointreau Group's 2025  
CSR plan: 

-   2025 target: 70% of partner land certified 
w i t h  H V E  o r  C E C  ( E nv i r o n me nt a l 
C er t i f icat ion of the C ognac product ion 
l i ne)  cer t i f icat ion

-   2028 target :  100%

M or e  t h a n  ever  b e for e ,  R émy  M a r t i n 
l a y s  c l a i m  t o  S u s t a i n a b l e  E x c e p t i o n 
through H V E cer t i f icat ion.  The House 
has chosen "Option A", the most str ingent 
approach of this certif ication of excellence.  
Fo r  R é m y  M a r t i n  a n d  i t s  p a r t n e r s ,  
it represents a long-term and environment-
fr iendly development framework to create 
i t s  h i s t or ic a l  pro duc t s  i n  a  con s i s t ent 
manner. On the st rength of the House's 
long-standing and pioneering commitment, 
and the col lect ive ef for ts of its A l l iance 
Fine Champagne partners, 85% of HVE -
cer t i f ied winegrowing land in Charente 
b e lon g s  t o  p a r t ner s  o f  R émy  M a r t i n .

In Barbados,  the Mount Gay d i s t i l ler y 
produces one of the best rums in the world 
for connoisseurs and hedonists. Preserving 
the island’s natural resources is essential. 
Mount Gay conducts research across a l l 
its act iv it ies to f ind the original expert ise 
behind sugarcane production and try out new 
farming techniques. In 2018, the acquisition 
of 134 hectares of sugarcane product ion 
land accelerated this research and made 
it  possible to test organic farming, crop 
rotation and permaculture. The rediscovery 
of local specif icit ies has thus contributed 
to col lect ive awareness: the dist i l lery aims 
to convert its entire plantat ion to organic 
f a r m i n g  w i t h i n  f i ve  ye a r s  t o  pr o duc e 
organic rum.

In the heart of the French Alps, the mountain 
farm disti l lery Domaine des Hautes Glaces 
a l ready uses organ ic g ra ins g row n and 
processed local ly. The brand's single malt 
is one of a kind. This organically produced, 
c e r t i f i e d  Fr enc h  w h i s k y  i s  t he  r e s u l t  

of a local development project where farmers 
are true partners committed to developing 
new crops of organic barley, rye, spelt, oats 
and tr it icale. The young brand is reviv ing 
centuries-old know-how, for example by using 
a sti l l made by a neighbouring boilermaker 
a n d  h e a t e d  b y  a  w o o d  p e l l e t  b u r n e r.  
Domaine des Hautes Glaces has chosen  
to showcase the excellence and particularity 
of its terroir at each stage of product ion 
and processing. Nestled on the slopes of the 
Obiou river, it has enabled the development 
of  a  su s t a i nable  r u ra l  pro duc t ion  l i ne  
and the conversion of neighbouring farms 
to organic agriculture.

In Seat tle, the Westland dist i l lery creates 
single malt whiskies from barley produced 
in the region. In this region of the Paci f ic 
Nor thwest ,  wh ich enjoys one of  the best 
ba r ley-g row i n g  c l i mat es  i n  the  wor ld , 
Westland has launched a project to consider 
techn iques for  bet ter  crop rotat ion and  
to  m i n i m i se  i t s  env i ron ment a l  i mpa c t , 
w i t h  a  v i e w  t o  t a k i n g  i t s  s u s t a i n a b le 
agriculture even further. With this in mind, 
the d ist i l lery has formed several research 
p a r t n e r s h i p s  w i t h  l o c a l  u n i v e r s i t i e s . 
T h e s e  w o r k s  i n c l u d e  t h e  a n a l y s i s  
of a more sustainable agr icultural system 
and the search for forgotten endemic barley 
va r ie t ie s .  The  d i s t i l ler y,  wh ich  jo i ned 
the  G roup i n  2017,  ha s  a l so  i ncre a sed 
i t s  suppl ier  ba se for  sust a inably g row n 
barley,  and i s  work ing towards ensur ing 
fa i rer  remunerat ion for  i t s  par tners .
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_  C U L T I V A T I N G  B I O D I V E R S I T Y  
I N  E A C H  T E R R O I R

N a t u r a l  e n v i r o n m e n t s ,  f a r m l a n d  a n d  f o r e s t s  a r e  b e c o m i n g 
i nc r e a s i n g l y  f r a g i l e .  The  c u l t i v a t ion  o f  r aw  m a t er i a l s ,  s uc h  
a s  g ra ins ,  v ines ,  sugarcane,  oranges and wood can be a f fected  
by this vulnerabi l it y. For Rémy Cointreau, who wishes to cont inue 
t o  de v e lo p  e xc e p t i o n a l  p r o duc t s  w ho s e  d i s t i nc t i v e  f l av o u r s  
are a ssociated w ith the d iversit y of  the ter roi rs ,  the preser vat ion 
of  biod iversit y  i s  v it a l . 

P r o m o t i n g  b i o d i v e r s i t y  i n  a l l  o u r 
regions of  opera tion

Protecting and valuing the character 
and beauty of  the terroirs

Rémy C ointreau has renewed it s suppor t  
for  the "Act4nat ure"  i n it ia t ive a longside 
other major French groups. The mobilisation 
of businesses in favour of the conservation 
and restorat ion of biodiversity is ref lected 
in practical commitments. Rémy Cointreau 
now i ncor porates  nat ure  (fauna ,  f lora , 
e c o s y s t e m s ,  e t c .)  i n t o  i t s  c o r p o r a t e 
s t rateg y,  w ith 6 commitments:  employee 
i nvo lvement ,  f a r m i n g  pr a c t i ce s ,  H V E 
cert i f icat ion in France, and the protect ion 
of  ter roi rs ,  forest s  and bees .

In the Charente region, Rémy Mart in has 
cont r ibut ed  t o  b io d iver s i t y  prot ec t ion  
for many years, a longside the French Bird 
Protect ion League (LPO). In this respect, 
the ecolog ica l  mon itor ing of  a  la rge plot 
of land on the banks of the Charente helps 
i mprove a f forest at ion mana gement  and 
protect  the reg ion’s  biod ivers i t y.  Si nce 
2 017,  th i s  mon i t or i n g  h a s  h i gh l i ght e d 
a n  i m p r o v e me nt  i n  s p e c i e s  d i v e r s i t y,  
p a r t i c u l a r l y  t h r o u g h  t h e  p l a n t i n g  
of cer tain tree species (poplars, ash trees, 
e t c .)  t h a t  f i l t e r  w a t er  a nd  c ont r ibu t e  
to  the preser vat ion of  biod iversit y. 

T he  G r o u p  h a s  a l s o  b e e n  s p o n s o r i n g  
the inst a l la t ion of  beeh ives  s ince 2012 . 
This year, in par tnership with the French  
a s s o c i a t i o n  U n  t o i t  p o u r  l e s  a b e i l l e s  
(a roof for bees), Rémy Cointreau worked 
w i t h  a  c e r t i f i e d  o r g a n i c  b e e k e e p e r  
i n  Charente to  d i s t r ibute ja rs  of  honey 
to i t s  employees and par tners .

I n  S a m o s ,  o n  t h e  h e i g h t s  o f  M o u n t 
K a r v o u n i s ,  t h e  f a m o u s  G r e e k  b r a n d 
Meta xa ha s marked out  a  10 k m h i k ing 
trai l in partnership with "Paths of Greece". 
T h i s  t he me d  p a t h  a r o u n d  t he  v i l l a g e  
o f  Vou r l io t e s  i s  de d ic a t e d  t o  M u s c a t ,  
one of  the w ines used in the product ion  
of spirits. Dotted with information boards 
elaborat ing on the i s land's  a rchaeolog y, 
h i s tor y and my tholog y,  the t ra i l  a l lows 
n a t u r e  lover s  t o  d i s c over  t he  M u s c a t 
v i n e y a r d s  a n d  t h e  i s l a n d ' s  t e r r o i r  
in a different light. This initiative developed 
by Meta xa st reng thens i t s  t ies  w ith the 
inhabit ants  of  the v i l la ge of  Vourl iotes 
and enhances the beaut y of  the reg ion – 
the source of  i t s  raw mater ia l s .

N o t h i n g  c a n  d a m p e n  t h e  e n t hu s i a s m  
o f  t h e  m e n  a n d  w o m e n  o f  We s t l a n d 
d ist i l ler y, not even the abundant ra infa l l 
o f  t h i s  hu m i d  r e g i o n .  We s t l a n d  p a y s 
specia l  a t tent ion to  Quercus gar r yana ,  
a  r a r e  v a r i e t y  o f  o a k  f o u n d  i n  t h i s 
ter roi r  on ly.  E ssent ia l  to the singu lar it y 
and d i st inct ive character  of  West land's 
products ,  th i s  oak i s  the on ly one used  
t o  a g e  i t s  wh i sk ie s .  To  he lp  m a i nt a i n  
it in the ecosystem, Westland was involved 
i n  t h e  r e p l a n t i n g  o f  75 0  t r e e s  i n  t h e 
region, with the ambit ion of reintroducing 
2 ,0 0 0 more w ith in 5 years .  In add it ion,  
the brand makes ca sks using on ly t rees 
that  have fa l len nat ura l ly  to  the g round 
a s  a  resu lt  of  s torms or  due to a ge. 

In C orsica ,  C ointreau suppor ts the work 
of  the San-Giu l iano research plat form, 
wh ich houses a  one-of-a -k ind col lect ion 
o f  8 0 0  c i t r u s  f r u i t  v a r i e t i e s .  E a g e r  
t o  cont r ibut e  t o  th i s  b io d iver s i t y,  the 
orange brand participated in the replanting 
of  1,20 0 species  of  c i t r us f r u it  i n  order 
t o  s t udy  the i r  proper t ie s  a nd  i mprove 
thei r  product ion.

Since 2018, in Barbados,  Mount Gay has 
been par t ic ipat i ng i n  the  " We Plant i n" 
nat iona l  t ree  replant i ng projec t  se t  up  
by the local government. The goal: planting 
more than one mi l l ion t rees  by the end 
of  20 20  t o  en ha nce  sus t a i nabi l i t y  a nd 
diversity in an effort to combat the effects 
of  c l i mate  cha n ge .  Across  the  es t a t es ,  
t h e  d i s t i l l e r y  h a s  p l a n t e d  o r c h a r d s  
o f  b a n a n a s ,  m a n g o e s ,  c a r a mb o l a  a n d 
avoc a do,  a lon g  w i th  va r ious  forgot t en 
var iet ies . 
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_  INNOVATING TO PRESERVE THE ESSENCE AND 
DISTINCTIVE CHARACTER OF THE TERROIRS

I n  G r a nde  a nd  Pe t i t e  C h a mp a g ne  (C og n a c),  on  t he  S co t t i sh 
Is land of  Is lay and in a l l  Rémy C oint reau's  a rea s  of  operat ion, 
the Group's teams at tach great impor tance to learning more about 
thei r  respect ive ter roi rs . 
I n spi red  by  a  her i t a ge  tha t  i s  pa s sed  on ,  the  G roup’s  women  
and men apply the s t r ic test  s t andards and pa ssion to thei r  work 
on thei r  ter roi rs:  they test  new farming methods on a large sca le, 
r a i s e  awa r ene s s  o f  g o o d  pr a c t ice s  a mon g  t he i r  s t a keho lder s ,  
and innovate to  bet ter  respect  loca l  ecosystems. 

L ear ning about  the ter roir  
to  cultiva te excep tional  products

In Islay,  Bruich ladd ich has made barley 
t raceabi l it y a mark of d ist inct ion: 100% 
o f  t h e  b a r l e y  u s e d  i n  t h e  p r o d uc t i o n  
of  i t s  wh isk ies  i s  Scot t i sh.  E ach batch 
is l i sted accord ing to it s  terroi r,  var iet y 
a n d  p l a c e  o f  p r o d u c t i o n .  T h i s  y e a r,  
the brand launched three v intage single 
malts that proudly display its commitment 
to the env ironment and bear the singular 
character of their terroir: one is made from 
organic barley, the other from a forgot ten 
var iet y of barley,  "bere barley",  and the 
th i rd f rom barley produced speci f ica l ly 
on Islay. 

The brand also works in close collaboration 
w ith it s  par tner farmers.  The cha l lenge 
is  sign i f icant :  growing barley just a few 
metres f rom the d ist i l ler y,  the on ly one  
on the island, to secure a very high-quality 
supply  a nd  promot e  the  f u l l  p o t ent i a l  
of  the Is lay ter roi r.  Bot t l i ng i s  car r ied 
out  on the  spot ,  a l low i ng tot a l  cont rol  
of the entire production chain. Bruichladdich 
i s  a lso test ing the cu lt ivat ion of r ye on 
the island to f ind an a lternat ive to barley  
and thus avoid intensive cu lt ivat ion. 

Hundreds of kilometres away, Rémy Martin's 
teams are trying out new farming practices 
to  protect  the  soi l  and l i m it  the  use  of 
pest ic ides .  On the E states ,  plant  cover 
crops – comprising f ield beans and oats – 
are sown in the inter-row sections between 
the v i nes  to  a l low nat ura l  fer t i l i sa t ion 
of the soi l .  I f  these tests are conclusive, 
they cou ld prov ide the reg ion with a new 
technique for promoting virtuous practices. 
The  preser va t ion  of  l a nd sc ape  he d ges  

Raising awareness among stakeholders 
an d spreading best  practices

S i nc e  2 014 ,  R émy  M a r t i n  i s  t he  on l y 
House of  Charente to  of fer  w inemakers 
cus t om i sed  t ra i n i n g  on  env i ron ment a l 
certif ication, with the support of the French 
Chambers of Agr icu lture and inter-t rade 
associat ions. This personal ised guidance 
t o  r e a c h  l e v e l  3  H V E  e nv i r o n m e nt a l 
c er t i f i c a t ion  i s  pr ov ide d  i nd i v idu a l l y 
t o  e a c h  w i n e g r o w e r  a n d  i n  t h e  f o r m  
of group workshops.  Act ively commit ted 
to developing more susta inable pract ices 
i n  the  reg ion ,  the  C ent au r  bra nd  thus 
hopes to accelerate the number of partners 
mob i l i s e d  for  s u s t a i n a b le  a g r i c u l t u r e  
in the reg ion. This year,  a l l  w inegrowers 
a l r e a d y  H V E - c er t i f i e d  h av e  r ene we d 
thei r  cer t i f icat ion. 

"True to the spirit of the House of Rémy Martin,  
w e  p l a c e  e mph a s i s  o n  a  p e r s o n a l i s e d 
a p p r o a c h  t o  t r a i n i n g .  We  a r e  p r o u d 
t o  supp or t  ou r  w i ne g r ow i n g  p a r t ner s 
throughout the entire process by organising 
work shops ,  v i s i t s  a nd  meet i n gs ,  a lon g 
w i th  pra c t ic a l  scena r io s ,  thus  he lp i n g 
t he m  t o  mo v e  f o r w a r d  w i t h  b r i n g i n g 
their farming operat ions into compl iance.  
T h i s  p r o c e s s  i s  o f t e n  f r a u g h t  w i t h 
cha l lenges ,  and we help make i t  c learer 
and more  sea m less .  Play i ng  a  key  role 
i n  th i s  suppor t  and in the w inegrowers’ 
adoption of the approach is very rewarding 
for  me,  and for  the whole C el la r  M a ster 
t e a m."  Va lér ie  B a u m a n n ,  C on su l t i n g 
E n g i n e e r  i n  V i t i c u l t u r e - O e n o l o g y, 
House of  Rémy M artin

The St -Rémy d i s t i l ler y,  us i ng suppl ies 
s o u r c e d  o n l y  i n  F r a n c e ,  w o r k s  h a r d  
to  s t reng then the qua l i t y  of  i t s  suppl ier 
relat ionsh ips .  In keeping w ith SDG 15,  
S t - R é m y  o r g a n i s e d  a  p r e s e n t a t i o n 
a n d  a w a r e n e s s  m e e t i n g  w i t h  o n e  
of  i t s  ma in d i s t i l lers  to  i n form it  of  the 
G r o u p' s  v i r t u o u s  p r a c t i c e s  a n d  C S R 
a p p r o a c h .  To  e n h a nc e  t h e  r e l i a b i l i t y 
of  i t s  e au x- d e - v i e  sou rc i n g ,  the  bra ndy 
House i s  i nter v iew ing cooperat ives  v ia 
ques t ion na i res  to  a scer t a i n  thei r  leve l  
of  commitment and involvement .

Valuing the environm en tal 
excellence of  its  par tners: 
the Cen taurs  of  the 
Environm en t

Since 2018, the House's partners that 
have  obt a i ned H V E cer t i f ic a t ion 
i n  the  pa s t  yea r  a re  rewa rded  a t 
an annual ceremony, the "Centaurs  
of the Environment". These awards 
demonstrate the accelerated mobilisation 
of our partners in the environmental 
certif ication process:

-  In 2018: 70 winegrowing partners 
rewarded.

-  In 2019: 88 winegrowing partners 
rewarded.

-  In 2020: 62 winegrowing partners 
rewarded. This year, despite the health 
situation, the Minister of Agriculture 
expressed his congratulations and 
encouragement to the House and the 
certif ied winegrowers in person.

To  p r o m o t e  k n o w l e d g e  s h a r i n g  
and help winegrowers to deal with new 
digital tools, the House of Rémy Martin 
organised a conference on tomorrow's 
v it icu lt ure,  w ith the cont r ibut ion  
of experts. At its Estates, the House has 
been testing precision viticulture for  
several years to enable winegrowers 
to gain a more thorough understan-
ding of the vineyard, thus facilitating 
dec i s ion-m a k i n g  a nd  m i n i m i s i n g  
the environmental impact.

and the cult ivat ion of f lora l fa l low plants 
a l so help boost  the ret urn and act iv it y  
of  bees,  v it a l  to the proper funct ion ing 
of natura l ecosystems.

Fur ther south,  C oint reau ha s launched 
an ambit ious research project in C orsica 
on the  genet ics  and a romat ic  d ivers i t y  
of the Bigarade orange. The results of this 
study wi l l  be known in 2022.
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B U I L D I N G 
T H E  F U T U R E 
W I T H 
T H E  W O M E N 
A N D  M E N 
W H O  M A K E 
E X C E P T I O N A L 
P R O D U C T S

Committing to People and building  
the future with them means knowing how 
to take action for the well-being of all , 
everywhere in the world. 

To combat the Covid-19 pandemic, the Group's 
employees made an early commitment, equal 
to thei r human and f inancia l  resources,  
to help and support players in healthcare. 
A l l  over the world, donat ion campaigns 
were implemented by the brands directly to 
support local players. The Group’s French sites 
(Cognac, Angers and Triève) donated neutral 
alcohol to local health faci l it ies, al lowing  
them to make hand san it i zer.  In China ,  
the Group donated 1 mi l l ion yuan to the 
purchase of protective medical equipment. 

Rémy Cointreau also carr ied out act ions  
in support of populations made vulnerable 
by the  s i t uat ion.  In  the  Un ited St ates ,  
the Group donated $200,000 in f inancial 
support to bartenders deprived of income. 
The Cointreau brand, which is particularly 
close to the bartender community, contributed 
half of this donation. 
These local support initiatives have revealed 
the employees' commitment to their terroirs 
and a state of mind steeped in the values 
upheld by the Group. 

Bodies of  creativity who dare

To act  as  the embroidery needle,

Weaving generations of  savoir-faire.

A house is  no home without its  people.

A deep,  nurtured connection to our lands,

Appreciated by those near and far.

A devoted bond created by man,

Forever intertwined with our terroirs .

The intangible core of  heritage,

Which cannot be bought or imitated,

A priceless i l lusion of  privi lege,

It  is  from time we originated.

It  is  within these values l ies  our strength,

disti l l ing alone for an unknown length.

"The men and women of Rémy Cointreau, in unprecedented times - © 2020 Group"

 

A lockdow n sonne t

Dur ing lockdown, our employees 
wrote poems in French and in English, 
to celebrate their shared passion for 
mixology or the values of the Group. 



For responsible governance in keeping 
with C SR criteria 

E n s u r in g  e thic a l  b u sin e s s  co n d u c t 
by spreading best  practices

A s  p a r t  o f  t h e  g o v e r n a n c e  a c t i o n s 
i mplemented by Rémy C oint reau's  C SR 
C om m i t t e e ,  a  p or t i on  o f  t he  v a r i a b le 
c o m p e n s a t i o n  o f  s e n i o r  e x e c u t i v e s  
on the Execut ive C ommit tee i s  i ndexed 
to C SR object ives ,  i n  l i ne w ith the ma in 
SDGs adopted:

-  Water management (SDG 6): Group Chief 
Operat i ng Of f icer

-  Well-being of employees (SDG 8): Director 
of  Human Resources

-  Circular economy and eco-design (SDG 12): 
Chief  Execut ive Off icer of  the l iqueurs 
and spi r i t s  d iv i s ion

-  Action to combat climate change, reducing 
carbon emissions, and the transport of products 
(SD G 13 ):  C h ie f  E xe c ut i ve  O f f i cer s 
A sia / Paci f ic ,  A mer ica s  and EM EA

-  Sust a i na ble  a g r icu ltu re  ( S D G  1 5 ) :  
Ch ief  Execut ive Of f icer  of  the House  
of Rémy Martin and Chief Executive Officer  
of  the Whisky Business  Unit

The other Exco members are also involved 
in pursu ing these t a rget s ,  a s  a  var iable 

portion of their compensation is determined 
by the average achievement of these goals. 
E ach C omex member i s  an amba ssador 
o f  t h e  G r o u p ’ s  C S R  c o m m i t m e n t s  
and thei r advancement through the work 
of  a l l  Rémy C oint reau employees .

I n  a dd it ion to  gover nance  ac t ions ,  the 
C SR  C o m m i t t e e  (w ho s e  memb er s  a r e 
t aken f rom the Board of  Directors) a ims 
pr i mar i ly to oversee the i mplementat ion  
of the Group’s CSR policy. it is responsible 
for  en su r i n g  compl i a nce  w i t h  t he  U N 
Globa l  C ompa ct  a nd the  C SR cha r ter, 
a s s e s s i n g  t he  a c t ion s  i mp lement e d  a s 
par t of the CSR Plan, and monitor ing the 
da shboard of  i nd icators .  It  a l so checks 
the resu lt  of  C SR repor t ing ver i f icat ion 
aud its ,  changes in non-f inancia l  rat ings, 
a n d  t h e  o u t l o o k  i n  t e r m s  o f  a c t i o n s  
(2025 CSR plan). Lastly, Rémy Cointreau’s 
governance must  ensure the integrat ion 
o f  t h e  G r o u p ’s  C S R  a p p r o a c h  a t  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 .

For  t he  G r oup ,  bu s i ne s s  e t h ic s  i s  no t 
just  a  C SR topic ;  i t  i s  the responsibi l i t y  
of everyone, including partners, suppl iers 
a n d  s t a k e h o l d e r s .  C o m p l i a n c e  w i t h 
t he  v a r i o u s  a p p l i c a b l e  r e g u l a t i o n s  i s 
m o r e  t h a n  j u s t  a  l e g a l  r e q u i r e m e n t .  
F o r  R é m y  C o i n t r e a u ,  i t  i s  f u r t h e r 
pr o of  t h a t  r e sp e c t ,  hone s t y,  i n t e g r i t y  
and equa l i t y  form an integra l  par t  of  i t s 
va lues .  Aware that  employees are of ten  
the f irst to identify inappropriate behaviour 
or actions within the Group, Rémy Cointreau 
ha s  developed a  wh i s t leblower  cha r ter 
th i s  year  to  recogn ise  that  ever yone ha s 
the r ight  to  f la g bad pract ices ,  abuse or 
w rongdoing in f u l l  con f idence,  but  a l so  
t o  s e ek  he lp  a nd  a dv ice .  I n  s o  do i n g ,  
R émy  C o i nt r e a u  hop e s  t o  pr ov ide  i t s 
emplo y e e s  w i t h  a  f r a me wo r k  o f  t r u s t  
in which they are free to express themselves.

In order to more general ly raise investors' 
a w a r e n e s s  o f  i t s  C S R  c o m m i t m e n t s ,  
the Group regularly par takes in f inancia l 
road shows w ith a specia l  focus on C SR, 
en a b l i n g  i t  t o  pr e s ent  i t s  ent i r e  C SR 
st rateg y to SR I investment f unds. 

For  a  transparen t 
an d exem pl ar y  f iscal  polic y

Operating in some twenty countries 
around the world, main ly through 
subsidiaries, the Group is committed 
to complying with all tax regulations 
a p p l i c a b l e  t o  a l l  i t s  a c t i v i t i e s .  
For the 2019/2020 f i nancia l  year,  
t he  G r oup's  i nc ome  t a x  e x p en s e 
a m o u n t e d  t o  € 6 0 . 9  m i l l i o n ,  i . e .  
an effect ive tax rate of 34%.

Moreover, Rémy Cointreau contributes 
to the public f inances of its various 
c o u n t r i e s  o f  o p e r a t i o n  t h r o u g h  
the payment and col lect ion of taxes 
a nd  cont r ibut ion s ,  i n  p a r t i c u l a r 
turnover taxes, customs and excise 
duties, payrol l taxes, property taxes 
and other local taxes specif ic to each 
country.

The Group neither establ ishes nor 
encourages any form of tax evasion,  
and ensures the operat ional real ity  
and t a x va l id it y  of  i t s  operat ions  
by refusing any artificial arrangements. 
I t  m a k e s  a l l  t a x  t r a n s p a r e n c y 
declarat ions,  such as the C ountr y 
by C ountr y repor t or declarat ions  
of this type requested in its countries 
of operat ion.

E x e m p l a r y  a c t i o n s  r e c o g n i s e d 
in ter na tionally

On the international scene, Rémy Cointreau 
le a d s  by  ex a mple  i n  the  a re a  of  C SR .  
In acknowledgement of  th is  recognit ion, 
Rémy C ointreau was awarded f i rst  place 
i n  t h e  G a i a  R a t i n g ,  f r o m  a mo n g  2 3 0 
c o m p a n i e s .  C r e a t e d  b y  E t h i f i n a n c e ,  
an extra-f inancial analysis and consult ing 
a genc y,  the  G a i a  i ndex  rewa rd s  sm a l l  
a nd  med iu m-s i zed  compa n ies  for  thei r 
C S R  p e r f o r m a n c e  a n d  t r a n s p a r e n c y.  
T h e  G r o u p  t h u s  r e c e i v e d  a  s c o r e  
of  90/10 0 ba sed on an ana lysi s  of  more 
t h a n  70  c r i t er i a ,  such  a s  C SR p o l i c y, 
e n e r g y  m a n a g e m e n t ,  t r a n s p a r e n c y  
a n d  g o v e r n a n c e .  Fo r  t h e  f i r s t  t i m e ,  
Rémy C oint reau wa s placed at  the ver y 
top of  th i s  rank ing:  a  s t rong s igna l  that 

rewards its long-standing commitment to 
its employees and partners, and encourages 
i t  to  go even f ur ther.

I n  f u r t her  r e cog n i t ion  o f  t he  G r oup’s 
s t rong C SR mea sures  i mplemented over 
several years, it was ident i f ied as a player 
w i t h  r e sp on s ib le  i nves t ment  pr a c t ice s  
by Genera l i  Investment -  a company that 
prepares a ranking of ethical ly responsible 
compan ies  i n  the a gr i-food sector  ever y 
year.  Rémy C oint reau c l imbed the ranks 
to  four th posit ion th i s  year.

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

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 
Goals (SDGs), Rémy C ointreau at taches 
specia l  i mpor tance to  the est abl i shment 
of  ef fect ive and accountable inst itut ions 
up  to  the  h i ghes t  leve l  of  gover na nce .  
In order to maintain the highest standards 
a n d  a  c a p a c i t y  f o r  e f f e c t i v e  c o n t r o l ,  

t h e  G r o u p  s h a r e s  i t s  c o m m i t m e n t s  
w i t h  i t s  p a r t n e r s  a n d  e n s u r e s  t h e i r 
i mplementat ion.  In th i s  way,  the Group 
f o r g e s  a  c o l l e c t i v e  d e s t i n y  a l o n g s i d e  
i t s  par tners and shows it s  determinat ion 
to act  for  change. 
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P r o m o t i n g  i n d i v i d u a l  w e l l - b e i n g  
to  g uaran te e colle ctive success

The d iversit y  of  the Group’s  profess ions 
and its operat ions across three cont inents 
enable  each person to d i scover br idges 
and grow in s tep w ith thei r  profess iona l 
a m b i t i o n s  a n d  t h e i r  p e r s o n a l  l i f e .  
F u n c t i o n a l  a n d  g e o g r a p h i c  m o b i l i t y 
i s  s t r on g l y  enc ou r a g e d  b y  t he  hu m a n 
resources teams, which help identify talents.  
L i ke  t he  G r oup  for  wh ic h  t he y  work , 
employees are encouraged to enhance their 
sk i l l s  and show bold ness  and ambit ion  
i n  thei r  career  choices .

To encourage creativ ity, the brand's teams 
met  i n  Par i s  for  Innovat ion Day – a  day  
o f  aw a r ene s s - r a i s i n g  a nd  d i s c u s s ion s 
c e n t r e d  o n  d i s r u p t i v e  i n n o v a t i o n ,  
data and the advancement of  i nnovat ion 
through C SR . 

To en r ich  the  profess ions ,  g ive  r i se  to 
new sk i l l s  and develop the t a lent s  of  i t s 
teams, the Group offers t ra ining modules 
f ree ly  ava i l able  on l i ne .  I n  Fra nce ,  for 
example, e-learning modules are provided  
on IT secur it y,  GDPR and compl iance.  
R é m y  M a r t i n  h a s  l a u n c h e d  a  n e w 
env i r on ment a l  t r a i n i n g  mo du le  on  i t s 
intranet platform to enable its ambassadors 
a nd  t he  G r oup’s  s a l e s  t e a m s  t o  l e a r n 
about and receive training on the House's 
env i ronmenta l  act ions and cu lt ure. 

Rémy C oi nt reau seeks  to  cont i nuous ly 
i m p r o v e  w o r k s t a t i o n s  t o  e n s u r e  i t s 
e m p l o y e e s ’  s a f e t y  a n d  w e l l - b e i n g  
on a  da i ly  ba si s .  In C ognac,  employees 
working at the eaux-de-vi e  storage faci l it y 
receive compulsory training to learn about 
the management of quant it ies of eau x- de-
v i e  i n  the process  of  a geing.  In France, 

G u a r a n t e e i n g  n o n - d i s c r i m i n a t i o n  
an d gen der  e qualit y

With goodwi l l ,  humanit y and d iscret ion, 
the Group’s human resources teams support 
e a ch  employe e  w i t h  t he i r  c a r e er  p a t h  
and st r ive to protect the most v u lnerable 
of  them. Tak ing pract ica l  act ion a ga inst 
gender  d i sc r i m i n a t ion ,  the  G roup  h a s 
adopted the gender wa ge equa l i t y  i ndex 
t o  f o s t e r  a n  e q u a l i t y  p o l i c y  i n  t e r m s  
of remuneration, mobility and recruitment. 

To promote respect and authent ic human 
r e l a t ion sh ip s ,  t h i s  ye a r  R émy  M a r t i n 
hired four workers with d isabi l it ies in its 
bot t l i ng l i nes .  Thei r  work env i ronment 
was adapted to ensure sa fe  and ef f ic ient 
work. 

The Group also draws its abundant cultural 
a nd  e t h n ic  d i ver s i t y  f r om  i t s  v a r iou s 
c o u n t r i e s  o f  o p e r a t i o n .  A c c o r d i n g l y,  
the teams responsible for recruitment strive 
to  est abl i sh a  d iverse pool  of  t a lent ,  a l l 
pa ss ionate about  the brands and whose 
e x p er t i s e ,  c r e a t i v i t y  a nd  i n t e l l i g enc e 
enhance the Group’s multicultural identity 
and the f lavours of  i t s  products . 

the Group ha s of fered a  comprehensive 
hea lth a ssessment ever y t wo years  s ince 
2018, covered in fu l l.  Employees can thus 
check thei r  phys ic a l  hea l th  a nd bet t er 
prevent  r i sks .

Prom oting local  em ploym en t

W h e r e v e r  t h e  G r o u p  o p e r a t e s ,  
i t  u n d e r t a ke s  t o  r e c r u i t  l o c a l l y  
and suppor t  loca l  employ ment .

I n  2 0 1 8 ,  r e s e a r c h  c o n d u c t e d  
b y  M o u n t  G a y  o n  i t s  s o c i e t a l 
i mpact  con f i r med the i mpor t ance 
of  i t s  act iv it y  for  the development  
of Barbados, in terms of employment 
and wea lth creat ion:  the d i s t i l ler y 
s u p p o r t s  a  t o t a l  o f  4 7 5  d i r e c t  
and ind i rect  jobs on the i s land. 

A s  for  Br u ich l a dd ich ,  the  bra nd 
co l l abora t es  w i th  8 5  i n habi t a nt s  
of Islay and 18 people work on-site. 
The d ist i l ler y is  the second-largest 
manufacturer on the Scott ish island 
and the la rgest  pr ivate  employer.

_  C U L T I V A T I N G  C O L L E C T I V E  I N T E L L I G E N C E

T h e  w e l l - b e i n g ,  e q u a l i t y  a n d  f u l f i l m e n t  o f  e a c h  e m p l o y e e  
a re  key to  col lec t ive  success .  To ensu re  ever yone plays  a  role  
i n  C SR  c o m m i t me nt ,  R é my  C o i n t r e a u  f o s t e r s  a  s u s t a i n a b l e 
approach to mana gement to  suppor t  employees in the long term. 
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Uniting em ploye es by par ticipa ting 
in  solidarit y  initia tives

E a c h  G r o u p  e m p l o y e e  f e e l s  s t r o n g l y  
about making a simple, sincere contribution 
t o  h e l p  r e d u c e  t h e  c a r b o n  f o o t p r i n t  
of  i t s  ac t iv i t ies .  The We C are Day ha s 
become a day of  shar ing and enthusia sm 
fo r  t he  G r oup’s  1 , 9 0 0  emplo y e e s .  A l l 
around the world, they have come together 
for  the second year in a  row to preser ve 
thei r  l iv ing env i ronments . 

T h i s  d a y  o f  s o l i d a r i t y  h a s  i n s p i r e d 
act ions to  protect  the env i ronment and 
loc a l  her i t a ge .  At  the  C og na c  fa c i l i t y,  
W e  C a r e  D a y  w a s  h e l d  i n  s e v e r a l 
h i s tor ica l  s i tes  across  the reg ion.  At  the 
Château de la Mercerie, employees helped  
to renovate the bu i ld ing and it s  gardens; 
at the Abbaye de Châtres,  env i ronmenta l 
p r o t e c t i on  a c t i v i t i e s  wer e  o r g a n i s e d .  
I n  G r e e ce ,  t he  M et a x a  t e a m s  c le a ne d  
the beach in Saron ida (south of  Athens) 
a n d  c o l l e c t e d  m o r e  t h a n  o n e  t o n n e  
of  waste.  Not to ment ion A sia :  in China , 
employees in Pudong planted trees, whi le 

those in Singapore col lected more than  
50 bags of waste on the beach. The Afr ica 
and M idd le-E a st  teams c leaned a beach 
i n  L e b a n o n  a n d  c o l l e c t e d  m o r e  t h a n  
a  ha l f-tonne of  pla s t ic 
waste. In London, Stave 
E colog y Park was fu l ly 
cleaned and a playground 
wa s bu i lt  there.  In the 
United States, a butterf ly 
garden wa s developed, 
w h e r e a s  t e a m s  a t  t h e 
Da l la s  s i t e  c leaned up pol lut ant  wa ste 
a long White  Rock L ake. 

Th is  g loba l  and annua l  day a l so enabled 
the  G roup t o  s t ren g then  re l a t ionsh ips 
be t ween  the  t e a ms ,  loc a l  com mu n i t ie s 
and the reg ion where they l ive.

Br uichl addich ,  f irst  w hisk y an d gin  distil ler y  in  Europe  
to  ob tain  B Cor pora tion (B- Cor p)  cer tif ica tion

H i gh ly  i nvolved  i n  i t s  t er ro i r  a lon gs ide  the  men a nd  women of  I s l ay, 
Br u ich ladd ich received internat iona l  B -C or p cer t i f icat ion a f ter  severa l 
months of aud it .  This cer t i f icat ion rewards the d ist i l ler y for it s  ambit ious 
s u s t a i n a b l e  d e v e l o p m e nt  p r o g r a m m e ,  a n d  i t s  c o m m i t m e nt  t o  f o s t e r 
exemplary and responsible methods in its ecosystem of suppl iers, customers 
and par tners .  The d i s t i l ler y ha s incor porated a  s t rong human d i mension 
into i t s  C SR commitment by developing career  oppor t un it ies  for  i t s  80 
permanent employees on the i s land,  and a lso by favour ing loca l  suppl iers 
a s  fa r  a s  possible. 

A s  p a r t  o f  a n  a mbi t iou s  s u s t a i n a b le  de ve lopment  p l a n  for  t he  ye a r s  
to  come,  Br u ich ladd ich ha s a l so purcha sed 15 hectares  of  land reser ved 
for  research and development focused on responsible  a gr icu lt ure.

Each Group employee feels 

strongly about making a simple, 

sincere contribution to help 

reduce the carbon footprint  

of its activities. 

_  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

The Group encou ra ges  i t s  employees  and s t a keholders  to  g ive 
pra c t ic a l  ex press ion  to  the  Group’s  va lues  i n  thei r  i nd iv idua l 
behav iour and their at t itudes towards customers. Rémy Cointreau 
s t r i ve s  t o  m a i nt a i n  a nd  deve lop  r e s p on s ib le  pr a c t i c e s  by  i t s 
suppl iers ,  i n  i t s  reg ions of  operat ion,  and promotes  responsible 
consumpt ion by a l l .

Ensuring excellen t  practices by our 
par tners 

For Rémy C ointreau, set t ing an example 
means  d r iv i ng  and embody i ng a  w ider 
movement within its ecosystem to promote 
responsible  pract ices .  In l i ne w ith SDG 
8 ,  wh ich  a i m s  t o  pr omot e  r e sp on s ib le 
sourcing,  the Group ha s been a  member 
of  the  SEDE X (Suppl ier  E th ic a l  Dat a 
E xcha n ge)  p l a t for m for  severa l  ye a r s . 
Th i s  i nter nat iona l  organ i sa t ion,  wh ich 
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 
p r a c t i c e s  i n  g l o b a l  s u p p l y  c h a i n s , 
enables Rémy C ointreau and its par tners  
to pool information and simpl i fy sourcing 
pro ces se s  w i t h  a  v iew t o  e s t a b l i sh i n g  
a more responsible approach. Supplier data 
on labour,  hyg iene,  sa fet y,  env i ronment 
and business ethics standards are avai lable 
t o  a l l ,  t ogether  w i th  aud i t s  conduc ted  
by other  customers  on suppl iers .  Si nce 
t he  G r o up’s  me mb e r s h i p ,  t he  nu mb e r  
of  it s  st rateg ic suppl iers join ing SEDEX 
h a s  r i s en  cont i nuou s l y,  r e a ch i n g  8 6% 
th i s  year.

To ensure excel lent  pract ices  f rom st ar t 
to  f i n i sh,  the Group now requ i res  that 
these par tners’ own second-t ier suppl iers 
a l so have SEDEX cer t i f icat ion. 

The Group has decided to d isseminate its 
v i s ion for  responsible  sourcing and the 
mana gement  of  re la ted r i sks  a s  w idely 
a s  pos s ib le .  S i nce  20 0 3 ,  i t  ha s  been  a 
s ignator y of  the United Nat ions Globa l 
C ompact ,  wh ich gathers  compan ies  and 
non-prof i t  organ isat ions .  The Group i s 
a l so a member of  the GC Advanced Club 
(ma x i mum level  of  repor t ing w ith in the 
UN Global Compact), which a ims to help 
signatories to commit and to assess, def ine, 
i mplement ,  mea sure and broadca st  thei r 
socia l  responsibi l i t y  s t rateg y. 
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G e t t i n g  i n v o l v e d  i n  t h e  r e g i o n s  
to  suppor t  local  com m unities 

Maintaining strict standards around 
responsible consumption 

A s  a mb a s s a dor s  o f  R émy  C o i nt r e a u’s 
C SR pol icy,  the Group’s  employees have 
participated in several solidarity initiatives. 
B y  s h a r i n g  t h e i r  e n t hu s i a s m  o u t s i d e  
o f  t h e  G r o u p ,  t h e y  f u l l y  c o n t r i b u t e  
to  the Group’s  societ a l  commitments .

I n  Fr a nc e ,  mor e  s p e c i f i c a l l y  C o g n a c ,  
t he  R émy  M a r t i n  t e a m s  don ne d  t he i r 
spor t ing at t i re at var ious loca l sol idar it y 
event s .  O ther s  dec ided  t o  suppor t  the 
C ognac a ssociat ion L es  L e ttr e s  au  S erv i c e 
des  Mau x  (L et ters to ser ve Maux), which 
supports families in the region with children 
su f fer i ng  f rom mu lt iple  d i sabi l i t ie s  or 
severe behavioural disorders. Rémy Martin 
employees a lso par t ic ipated in a suppor t 
i n it ia t ive for  the fami ly of  a  young g i r l 
with a neurobehav iora l d isorder, in order 
to f inance a port ion of her r id ing therapy.

S u p p o r t  f o r  l o c a l  e m p l o y m e n t  a n d 
v u lnerable  people  a l so l ies  at  the hear t 
of  Rémy M ar t in’s  human it ar ian act ion. 
T h a t  i s  w h y  i t  c o n t i n u e s  t o  s u p p o r t  
t h e  F o n d a t i o n  d e  l a  d e u x i è m e  c h a n c e  
(Second Chance Foundat ion) to help and 
guide people wishing to bounce back after 
a l i fe crisis. The House also plays an active 
role  a longside schools ,  un iversit ies  and 
organisat ions dedicated to local economic 
development .  It s  commitment t akes the 
form of suppor t for reg iona l associat ions 
invested in the promot ion of  susta inable 
development .

Deeply involved in Charente and having been 
a par tner of the Sustainable Development 
award in the C ognac reg ion,  the House  
of Rémy Martin has supported the Fresque 
d u  C l i m a t  (C l i m a t e  Fr e s c o)  i n i t i a t i v e  
to ra ise cl imate change awareness among 
the reg ion’s  i nhabit ants .  Th is  i n it ia t ive 
forms a  par t  of  the Cl i mate Plan of  the 
Grand C ognac communit y.  In add it ion, 
t h e  G r o u p  i s  a  m e m b e r  o f  t h e  C S R 
committee for the BNIC (Bureau National 
Inter profess ionnel  du C ognac).

Dr iven by the conv ict ion that  moderate 
con su mpt ion  pay s  t r ibut e  t o  the  work  
o f  t h e  m e n  a n d  w o m e n  w h o  c r e a t e 
except ional products, the Group this year 
launched initiatives to promote responsible 
consu mpt ion .  I n  a l l  the  G roup’s  a re a s  
of  operat ion,  i t  wanted to  demonst rate  
its commitment to responsible consumption 
(SD G  3 )  t h r o u g h  p r a c t i c a l  me a s u r e s 
a i med at  i t s  customers and employees .

To  b e t t e r  i n fo r m  i t s  c u s t omer s  a b out 
i t s  produc t s  a nd ra i se  thei r  awa reness 
of  responsible  consumpt ion,  the  Group 
has s igned an impor tant  a greement w ith 
f ive  major  g roups of  European a lcohol 
m a n u f a c t u r e r s  a n d  s e v e r a l  n a t i o n a l 
f e d e r a t i o n s .  T he y  h av e  c o m m i t t e d  t o  
a nutr it ion label l ing protocol  for spi r it s: 
g r a du a l l y,  a  pro duc t ’s  c a lor ie  cont ent  
and detai led ingredients wi l l be displayed 
on conta iners.  The new bot t les produced 
by  R émy C oi nt re au  w i l l  i nc lude  these 
labels set t ing out the ca lor ie content and 
show ing the recommended consumpt ion 
un it s . 

M e m b e r s  o f  t h e  We s t  I n d i e s  R u m  & 
Spirits Producers' Association (WIRPSA), 
wh ich inc lude the Mount Gay d i st i l ler y, 
met  i n  Barbados to  work on spread i ng 

m e s s a g e s  o f  p r e v e n t i o n  s u r r o u n d i n g 
a b u s i v e  a l c o h o l  c o n s u m p t i o n  a n d  i t s 
ef fects. Together, they have commit ted to 
raising awareness among local populations  
t o  p r o mo t e  r e s p o n s ib l e  c o n s u m p t i o n .  
N e w  r e s p o n s ib l e  l a b e l s  w i t h  s p e c i f i c 
messa ges  w i l l  be  d i splayed on bot t les , 
i n  pa r t icu la r  t o  combat  d r iv i ng  u nder 
the  i n f luence ,  a lcohol  consu mpt ion  by 
minors,  and a lcohol  consumpt ion dur ing 
pregnancy.  Nutr it iona l  in format ion w i l l 
be  ava i l able  on  the  bra nd s’  r espec t ive 
websites .  In add it ion to th i s  i n it ia t ive, 
r u m  p r o d u c e r s  a d o p t e d  a  n e w  c o d e  
of advert ising and marketing pract ices for 
their products, to promote more responsible 
c o n s u m p t i o n  o n  s o c i a l  n e t w o r k s  l i ke 
Facebook and Inst a gram. 

A n  a c t i v e  p l ay er  i n  t he  pr o mo t ion  o f 
responsible consumption on the Caribbean 
i s l a nd ,  M ou nt  G ay  i s  a l s o  c o mb a t i n g 
alcoholism with the local Substance Abuse 
Fo u n d a t i o n  (S A F ).  I n  p a r t i c u l a r,  a n 
awareness-ra ising session was organised 
with SAF among secondary school pupi ls 
dur ing the We C are Day in Barbados .
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Prom oting responsible 
consum p tion 

In Januar y 2020, for Dr y Januar y, 
C o i n t r e a u  f o l l o w e r s  w e r e  a b l e  
to v iew a ser ies of or ig ina l cocktai l 
rec ipes  on the brand's  Inst a gram,  
to be made with the famous Cointreau 
l iq ueu r,  fo l lowe d  by  a n  a lcoho l -
f ree version.  A fun way to promote 
responsible  consu mpt ion d i rec t ly 
to i t s  customers .  To make the Pear 
Tr ip  rec ipe  by  @lef renchcockt a i l  
i n  i t s  "d r y"  vers ion:

-   C ombi ne  10 0  m l  pea r  ju ice  a nd 
one tea spoon of  orange blossom 
w a t e r  t o g e t h e r  i n  a  t a l l  g l a s s  
w ith a  few ice  cubes . 

-   M i x.
-   Ser ve w ith caramel i sed nuts .

Sustainability has been 
the essence of Rémy Cointreau 

for over 300 years. It means 
being bold about the future and 
working with passionate people 
and subjects. I wanted to study 
CSR in more detail. I then had 
the opportunity to complete my 
Cambridge University diploma 
on Sustainability Leadership. 

Acting sustainably means 
always being on top, going 

for excellence at every stage, 
whether in the quality 

of our products or in interactions 
with customers. 

Sustainability means building 
a stronger legacy for the next 

generations every day. 
Thinking about reducing 
our waste, creating more 

value while using less resources, 
and investing in the future. 

Sustainability is preserving 
something for use by future 
generations. Every day, I try 

to make each journey as efficient 
as possible and ask myself 
if modern communication 

methods could be used instead.

Living and working  
in a responsible way means 
respecting the environment  

and reducing your impact. I use 
public transport to commute, 
and I recycle in our shared 

office kitchen on a daily basis. 

Sustainability is inherited from 
the past, to be implemented 

today, for the benefit 
of the future. The heritage 

project in China, for example, 
is a living example of the 

implementation of sustainability.

Being sustainable means taking 
care of the environment 

and of people. This also involves 
having a good management 

that respects the Group’s rules 
and prioritises more 

eco-friendly transport.

For me, sustainability means that 
we are able to produce goods 

without harming our environment. 
As a result, I print documents only 

if absolutely necessary, 
and I travel mainly by train.

Even if we are  
a part of the problem,  

we can be a part  
of the solution.

Sustainability is acting now for 
a better tomorrow and being 

aware, at every level 
of the company, that small things 

can make a big impact. This 
also means combining business 

targets with a sustainable 
approach.

Sustainability means constantly 
reviewing and adapting our 
lifestyle, habits and practices 
to ensure our children and 

grandchildren will still be able 
to do the same in a hundred years. 
CSR changes the way we manage 

daily projects and talk 
to our clients. It must be part of our 

everyday actions and decisions. 

Acting sustainably means caring 
for the future and the well-

being of our future generations. 
Coming from the Nordics, we 

have the nature close to us  
and I value it a lot. I hope to do 

more for the Group and for my area.

Ana Almeida

Erkki  van Coll ie

Florian Hériard Dubreuil

Brian Copeland

Robert  Carmichael

Sophia  Shi

Christophe Charpentier

Carole Quinton

Scott  Sell

Xavier  Tallot

Thibault  Robert

Michael  Nystrom

The people of Rémy Cointreau are surely our best ambassadors when it comes to talking about  
our CSR commitments...
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S A F E G U A R D I N G  T H E  F U T U R E 
B Y  C O M B A T I N G  G L O B A L  W A R M I N G

Respecting the value of  T ime to create exceptional  products  
this  year  led to the ramp -up of  eco -design efforts .

After  awareness-raising sessions and the f i rst  training efforts  
in  our  teams, a  tool  has  been rolled out  Group -wide for  the f i rst 
t ime to assess  the impact  of  eco -fr iendly packaging design from  
end to end. Stringent and demanding, this new tool – the IPE index – 
reflects  Rémy Cointreau's  attention to the sustainabil ity  
of  i ts  products. Its  roll- out  echoes the Group’s  new goals:  
reducing its  carbon emissions by 50% by 2030 in  order  to  achieve 
the Carbon Neutral ity  target  in  2050. 

_ COMMITTING TO THE 
DEVELOPMENT  
OF SUSTAINABLE PRODUCTS

Rémy Cointreau is t ru ly concerned about 
combat ing globa l  warming.  The Group’s 
br a nd s  h ave  f e l t  t he  i mp a c t  o f  g lob a l 
warming on their terroirs and are committed 
t o  e n s u r i n g  t h e  c o n t i n u e d  e x i s t e n c e  
o f  t h e i r  t w o  m o s t  p r e c i o u s  a s s e t s :  
thei r  raw mater ia l s  and thei r  ex per t i se. 
The at t achment that  the Group’s  brands 
h av e  f o r  t he  s p i r i t s  t he y  c r a f t  r a i s e s 
awareness of the importance of preserving 
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

L i m i t i n g  p l a s t i c  w a s t e  t o  r e d u c e  
our  footprin t 

I mprov i ng the  ecolog ica l  i mpact  of  i t s 
p r o duc t s  i s  o ne  o f  t he  p r i o r i t y  g o a l s  
o f  R émy  C o i nt r e a u’s  2 0 2 5  C SR  p l a n ,  
in line with SDG 12, which aims to establish 
susta inable consumpt ion and product ion 
m e t h o d s .  T h e  G r o u p  h a s  c o m m i t t e d  
t o  d r a s t i c a l l y  l i m i t i n g  t h e  f o o t p r i n t  
of its products’ packaging by consider ing 
its ful l l i fespan, from production to receipt 
by consumers ,  i nc lud ing t ranspor t .  The 
G roup  h a s  a dopt e d  a n  E nv i ron ment a l 
Per formance Index (EPI),  wh ich i s  now 
incor porated into a l l  packa g ing design 
procedures for the House of Rémy Martin, 
and for  the  product s  of  the  C oi nt reau, 
Meta xa and St-Rémy brands.  Th is  tool 
i s  ba sed  on  14  env i ron ment a l  cr i t er i a , 
including carbon emissions, the deplet ion 
of natura l resources, water consumpt ion, 
and aquat ic toxicity. The indices obtained 
have a l ready made it  possible to ident i f y 
avenues  of  i mprovement  to  reduce  ou r 
env ironmenta l impact, based for example 
on reducing the weight  of  the d i f ferent 
m a t e r i a l s  m a k i n g  u p  t h e  p a c k a g i n g ,  
o r  i n c r e a s i n g  t h e i r  r e c y c l a b i l i t y .  
I t  i s  a  n e w  a p p r o a c h  t h a t  a d d r e s s e s  
t h e  g o a l  o f  r e d u c i n g  r a w  m a t e r i a l 
c o n s u m p t i o n .  A  r e a l  e n v i r o n m e n t a l 
benchmark for the Group, the EPI index 
g u ides  the men and women who design 
pa ck a g i n g  a nd  prompt s  them t o  apply 
eco -des i g n methods  i n  a n  i ncrea s i ng ly 
v i r t uous approach.

O ther act ions w i l l  be considered in l i ne 
w ith suppl ier  pract ices .  C ont act s  were 
establ ished to involve them in the Group's 
ci rcu lar economy targets, g iv ing pr ior it y 
to  the  use  of  recyc led mater i a l s  i n  the 
manufactur ing of packaging. In add it ion  
t o  t h i s  ne w  r a t i n g  me t ho d ,  t he  "7  R"  
method has been rolled out, which all teams 
are now apply ing to packa g ing design.  
The capit a l  let ter  R in Rémy C oint reau 

thus  sy mbol i ses  the  seven key  cr i t er i a 
that underpin the act ions and cont inuous 
i m p r o v e m e n t  u n d e r t a k e n  i n  t h e  a r e a  
of packaging: Remove , Reuse , Renew, Reduce , 
R e c y c l e ,  R e p l a c e ,  R e - e n g i n e e r .  Toge t her, 
t h e s e  c r i t e r i a  u n d e r p i n  a  c o nc e p t u a l 
f r a m e w o r k  t o  e n c o u r a g e  i n n o v a t i v e , 
effect ive packaging for the Group’s teams. 

R é m y  C o i n t r e a u  h a s  a l w a y s  p l a c e d 
i t s  t r u s t  i n  i t s  e m p lo y e e s ’  s e a r c h  f o r 
mean ing and in thei r  i n it ia t ives  to  l i m it 
i t s  env i r o n ment a l  i mp a c t .  E s p e c i a l l y 
sensit ive to  preser v ing the env i ronment 
of  i t s  i s land,  Mount Gay ha s commit ted 
a longside the NG O Oceana to a  pla st ic 
reduct ion campaign in order to safeguard 
marine f lora and fauna. Taking advantage 
o f  i t s  b r a n d  n a m e ,  i t  c o m m u n i c a t e s 
O ce a na’s  a c t ions  t o  i t s  cu s t omer s  a nd 
seeks to  ensure that ,  i n  t urn,  ever yone 
cont r ibutes  to  sa feg uard ing the oceans , 
thus encoura g i ng i t s  customers  to  s top 
u s i n g  s i n g l e - u s e  p l a s t i c s  l i ke  s t r a w s  
and packa g ing. 

I n  t h e  h e a r t  o f  G r a n d e  a n d  P e t i t e 
Champa gne,  the House of  Rémy M ar t in 
i s  a l so commit ted to  a  world f ree  f rom 
pol lut i ng  pla s t ic s :  by  2025 ,  the  House 
hopes to  d i scont inue a l l  packa g ing that  
is not recyclable, reusable or biodegradable. 
Th is  ambit ious goa l  echoes the deci s ion  
t o  g r a d u a l l y  a b o l i s h  C o g n a c  V S O P 
p a c k a g i n g  f r o m  i t s  o n - t r a d e  b o x e s ,  
w h i c h  a r e  n o w  d i s t r i b u t e d  a n d  s o l d 
w ithout  any f iner y other than the cur ve 
of  the wel l-know n bot t le . 

"The Group has committed to drastically 

limiting the footprint of its products’ 

packaging by considering its full lifespan, 

from production to receipt by consumers, 

including transport."
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_ TARGETING A NET ZERO CARBON FOOTPRINT 
I N  2 0 5 0  B Y  D R A S T I C A L L Y  R E D U C I N G 
G R E E N H O U S E  G A S  ( G H G )  E M I S S I O N S 

To combat globa l warming even more ef fect ively,  Rémy C ointreau 
ha s rev i sed i t s  C SR pol icy to  reduce i t s  carbon emiss ions across 
a l l  its act iv it ies,  in order to keep pace with the targets establ ished 
b y  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  l i m i t i n g  g l o b a l  w a r m i n g  
to  2°C (or even 1.5°C) across  the planet .

Encouraging vir tuous practices 

T h e  G r o u p  h a s  s e t  i t s e l f  t h e  t a r g e t  
of  reducing it s  carbon emissions by 50% 
by 2030,  and i s  work ing towards carbon 
neut ra l i t y  i n  2050.  In keeping w ith the 
mapping of related risks, it has established 
ind icators to measure it s  carbon impact . 
The goa l :  m in i mising the env i ronmenta l 
i mpa c t  of  the  a c t iv i t ie s  of  ea ch  of  the 
Group’s  brands.

T h i s  y e a r,  t h e  c a l c u l a t i o n  o f  c a r b o n 
emissions was extended to scope 3 across 
a l l the Group’s sites and act iv it ies (global 
product ion s i tes). 

R é m y  C o i n t r e a u  a d a p t s  i t s  a c t i o n s  
a nd  p r a c t i c e s  a c c o r d i n g  t o  s c i en t i f i c 
for e c a s t s .  The  S c ience  B a s e d  Ta rg e t s 
(SBT) tool has enabled it  to quant i f y the 
Group’s three greatest  sources of carbon 
e m i s s i o n s :  p a c k a g i n g ,  r a w  m a t e r i a l s  
and transport. It thus offers an opportunity 
to more easi ly consider pract ica l  act ions 
to  reduce env i ronment a l  i mpact . 

To  f u r t her  l i m i t  i t s  energ y  fo o t pr i nt , 
Rémy Cointreau’s French sites (excluding 
Domaine des Hautes Glaces) get a l l  thei r 
energ y from renewable sources, cer t i f ied 
b y  C G O s  (C e r t i f i c a t e  o f  G u a r a n t e e  
of  Or ig i n).  In  Seat t le ,  the  Sust a i nable 
Development Goals prov ide a f ramework 
for the Westland to develop its ecolog ica l 
projects. As part of the f ight against global 
warming (SDG 13),  West land get s  90% 
of  i t s  energ y f rom renewable sources . 

In Barbados,  the Mount Gay d i s t i l ler y 
has undertaken to reduce its gas emissions 
b y  p u r c h a s i n g  h y b r i d  v e h i c l e s  w i t h 
innovat ive equ ipment .  Solar panels have 
a l so been inst a l led to cover 25% of  the 
s i te's  e lect r ic i t y  consumpt ion by 2025. 

Optimising and reducing the impact 
of  its  transpor t  channel s

R é m y  C o i n t r e a u  i m p l e m e n t s  a c t i o n s 
t o  r e d u c e  g r e e n h o u s e  g a s  e m i s s i o n s  
a t  v a r i o u s  s t a g e s  o f  a  p r o d u c t ’s  l i f e 
cycle,  especia l ly regard ing the t ranspor t  
o f  i t s  g o o d s .  To  e n s u r e  a l l  p a r t n e r s  
and suppl iers  embrace th i s  moment um, 
t h e  G r o u p  h a s  a d o p t e d  t h e  T K ’  B lu e 
tool,  used to measure, monitor and adapt  
the impact of carbon emissions and other 
g reenhouse ga ses  caused by t ranspor t . 

Avai lable to al l (Group, carriers, partners, 
etc.),  th is plat form incorporates changes  
in practices in real t ime and measures their 
env i ronmenta l impacts.  This educat iona l 
t o o l  en a ble s  ever yone  t o  g e t  i nvo lve d  
at  a l l  s t a ges of  the t ranspor t  cha in. 

To t ranspor t  i t s  products  of  excel lence 
f rom E u rope to  A s ia ,  Rémy C oi nt reau  
is targeting the New Si lk Road. This year, 
test s  were conducted to replace some a i r 
t ranspor t  operat ions by ra i l  t ranspor t .  
Th i s  new,  more  eco -f r iend ly  t ra nspor t 
mode, which has a reduced environmental 
impact compared to air transport, already 
s e r v e s  t w o  w h o l e  c o n t i n e n t s :  f r o m 
Hamburg to Warsaw, Warsaw to Beijing, 
a nd B ei j i ng  to  Su zhou.  Th i s  i n i t i a t ive 
e n a b l e s  t h e  G r o u p  t o  f u r t h e r  r e d u c e  
the carbon foot pr int  of  i t s  t ranspor t . 

T he French Business Clim a te Ple dge

As part of the European cl imate agreement, and more general ly the global 
climate agreement, Rémy Cointreau strives to embrace a collective momentum 
to preserve the planet. In 2017, the Group partnered with 99 other major French 
companies in the French Business Climate Pledge. This year, at the 2019 Rencontre  
des Entrepreneurs de France (Meeting of French Entrepreneurs), the Group furthered 
its commitment by asser t ing the necessity of col lect ively changing course  
by ramping up innovation and Research & Development to develop low-carbon 
solutions and achieve carbon neutrality in France by 2050. Together, 55 signatory 
companies renewed their commitment to the French Business Climate Pledge  
and plan to invest €73 billion in low-carbon solutions by 2023. This initiative 
strongly resonates with Rémy Cointreau’s historic commitments to the environment 
at the French, European and global level. 
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_  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

Rémy C oi nt reau  a nd i t s  mu lt i - cent u r y 
brands have a  ver y specia l  relat ionsh ip 
with time; it creates the taste of amazement 
and pr ide.  Tak ing a long-term approach, 
t he  G r oup’s  Hou s e s  h ave  a l way s  p a id 
p a r t i c u l a r  a t t e n t i o n  t o  t r a n s m i s s i o n 
a s  a  way of  secu r i ng the  f ut u re .  Thei r 
c o m m i t m e n t  t o  t h e i r  t e r r o i r s  d r i v e s 

them to i mplement ever more exemplar y 
act ions ,  i n  t une w ith c l i mate cond it ions 
and to  protec t  resources ,  i n  par t icu la r 
t h e  s c a r c e s t  r e s o u r c e s ,  l i k e  w a t e r .  
The Group applies the strictest standards to 
measuring and reducing its environmental 
i mpact  and i t s  act iv it ies .

Preser ving wa ter  resources

P r o m o t i n g  b e s t  p r a c t i c e s  a m o n g  
the group’s  em ploye es 

E n s u r i n g  t h e  c o n ti n u e d  e x i s t e n c e  
of  raw m a terial s 

A l l  a round the world ,  Rémy C oi nt reau 
a i ms to i mplement mappings to  mea sure  
t h e  a c t u a l  w a t e r  c o n s u m p t i o n  o f  i t s 
p r o d u c t i o n  s i t e s  b y  2 0 2 5 .  T h i s  y e a r, 
t h i s  t y p e  o f  m a ppi n g  wa s  c a r r ie d  out 
a t  t he  A n g e r s  s i t e  f o r  t he  f i r s t  t i me .  
By implement ing these act ions worldwide 
i n  the  f ut u re,  the  Group w i l l  l i m it  the 
i m p a c t  o f  i t s  a c t i v i t i e s  o n  t h i s  r a w 
m a t er i a l  e s s ent i a l  t o  t he  deve lopment  
of  Rémy C oint reau products . 

Faced w ith the r i sk of  water  shor ta ges  
and droughts in Barbados, Mount Gay is 
working on developing a water management 
pla n  a s  pa r t  of  the  Group's  2025  C SR 
goals. As rum manufacturing processes are 
water-intensive, the disti l lery limits the use  
of  the i s land ’s  resources  by pr ior it i s ing  
t he  r eu s e  o f  w a t e r  a l r e a d y  e x t r a c t e d  
for  the  d i s t i l l a t ion,  a s  fa r  a s  poss ible . 
The brand a lso closely monitors its water 
u s e  a c r o s s  i t s  i n f r a s t r uc t u r e  ne t work  
to minimise waste. As part of a community-
m i n d e d  a n d  c o m m i t t e d  a p p r o a c h ,  
Mount Gay has thus establ ished measures 
t o  ensu re  the  sma r t  a nd  mo dera t e  u se  
of  resources .

To dr ive good pract ices, Rémy Cointreau 
r e l i e s  o n  t h e  c o l l e c t i v e  m o t i v a t i o n  
and intel l i gence of  i t s  women and men. 
For the f i r s t  t i me th i s  year,  a  week wa s 
organ ised to ra i se  awareness  among a l l 
employees  of  the  nee d  t o  r e duce  the i r 
carbon foot pr int .  Dur ing th i s  IT Green 
Week, employees were asked to pay special 
at tent ion to delet ing old emai ls (a source 
o f  s er ver  s a t u ra t ion),  wh ich  c a n  h ave  
a  ver y h igh carbon foot pr int . 

I n  a  b i d  t o  r e duc e  c a r b o n  em i s s i o n s ,  
the Group also implements act ions related 
to paperless  processes .  New tools  were 
rol led out with in the suppl ier account ing 
dep a r t ment  t o  en a b le  t he  r e c e ip t  a nd 
p r o c e s s i n g  o f  s u p p l i e r  i n v o i c e s  v i a  
a  paperless  process .  A l l  suppl iers  were 
c o n t a c t e d  t o  i n f o r m  t h e m  a n d  r a i s e 
awareness of these new document transfer 
methods. Paperless processes a lso involve 
a  s h a r p  r i s e  i n  v i d e o  c o n f e r e n c i n g ,  
a  smar t  a lternat ive to  carbon-intensive 
business  t ravel . 

I n  Charente ,  t i me i s  an  a l ly  of  cog nac 
producers .  It  i s  respons ible  for  a gei ng 
eau x- de- vi e  and urg ing the v ines to grow. 
Trees  a re  a l so  raw mater i a l s  e s sent i a l  
to the production of the House’s exceptional 
products .  In the h i s tor ic  Grol let  est ate, 
the House of Rémy Martin, in partnership 
with the National Forestry Off ice (ONF), 
planted 825 peduncu lated oak seed l ings 
to  g uarantee thei r  cont inued ex i stence. 
A l t h o u g h  t h e  p l o t  o f  l a n d  i s  l i m i t e d  
to  0 .5  hectare,  i t  i s  an investment in the 
f ut ure:  used to make L ou is  X III  cognac 
t ierçon s ,  the  o a k s  t r ees  w i l l  be  r e a dy  
in a century. The House takes a long-term 
approach to preser ve i t s  raw mater ia l s . 

Moreover,  the House has par tnered w ith 
a  l e a d i n g  p l a y e r  i n  Fr e n c h  h e r i t a g e ,  
the Pa lace of  Versa i l les ,  by cont r ibut ing 
to the creat ion of  the "Ad mi rable  Trees" 
path in the Pa lace gardens.  Th is  marked 
a n d  a u d i o - g u i d e d  p a t h  p r e s e n t s  t h e 

es t a te's  except iona l  es sences .  S elec ted 
from the Estate's 350,000 trees, the thir ty 
"Ad mi rable  Trees"  chosen by the House 
stand out for thei r botanica l rar it y,  thei r 
h i s t or y  a nd  t he i r  b e a ut y.  The s e  t r e e s 
include a pedunculated oak tree over 350 
years  old and a ver y rare double-headed 
p a l m  t r e e  f r o m  A s i a .  T h i s  p a t r o n a g e 
a n d  t h e  c o m mu n i c a t i o n  s u r r o u n d i n g  
i t  a l s o  p a s s  on  t he s e  l i v i n g  memor ie s  
to future generations and support the work 
of  the  Pa l a ce's  ga rdener s .  E mbo dy i n g 
the va lues  shared by the House and the 
Palace – long-term approach, transmission, 
exper t ise – th is patronage is a lso a l igned 
w ith the ecolog ica l  v i s ion of  the ent i re 
Rémy C oint reau Group. 

Providing responsible transmission 
with the Living Heritage (EPV ) 
l abel 

Guardians of centuries-old traditions, 
the M aison Rémy M ar t in and the 
A n g e r s  s i t e  a r e  l a b e l e d  " L i v i n g 
H e r i t a g e  C o m p a n y " .  T h e  o n l y 
d i st inct ion awarded by the French 
g o v e r n m e n t  t o  h o n o u r  F r e n c h 
companies for ar t isanal excel lence, 
i t  r e c o g n i s e s  o u r  s i t e s ’  q u e s t  
for environmental and social excellence. 
Rémy M ar t in’s  w ine tour i sm of fer 
enables  t ransmiss ion and i n for ms 
the  publ ic  of  the  brand's  h i s tor y, 
her i t a ge  a nd  ex p er t i s e ,  t oge ther 
w ith it s commitment to responsible 
consumpt ion.
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TABLE OF PROGRESS INDICATORS (1) AND MONITORING INDICATORS (2)
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Employee  
well-being

Non-discrimination
and internal
social balance

Internal
training / skills
development

Sustainable 
agriculture 

Climate change

Water and 
wastewater 
management

Circular economy /
customer 
information

Responsible 
purchasing

Business ethics

Governance

Ratio of male / female managers, in %(1) 
- GRI Standard 401-1

Percentage of employees completing at 
least one training course per yearn, in %(2)

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

CO2 emissions (Total Scopes 1, 2 & 3),  
in tCO2eq(2) - GRI Standard 305-3

Gender Equality Index, 
scored out of 100(1)

Hours of training(2)

- GRI Standard 404-1

Percentage HVE certification of vineyards in the 
Cognac wine-growing cooperative (AFC), in %(1)

Percentage of significant CO2 emissions 
- product packaging, in %(2)

Percentage of significant CO2 emissions 
- downstream product transportation, in %(2)

Percentage of significant CO2 emissions 
- raw materials, in %(2)

Total energy consumption, in MWh(2)  
- GRI Standard 302-1

Water consumption in m3 (2)  
- GRI Standard 303-1

Renewable electricity consumption,
(world) in %(1)

Volume of liquid waste recovered from 
distillation, in %(2) - GRI Standard 306-1

Volume of solid waste recovered,
in %(2) - GRI Standard 306-2

Percentage of suppliers who are
Sedex members, in %(1) 
- GRI Standards 308-1 and 414-1

% of the workforce trained in the code of ethics(1)

Number of B-Corp certified
production sites(1)

Number of alerts(2)

Ratio of male / female training, in %(1)

- GRI Standard 404-1

Turnover, in %(2) 
- GRI Standard 401-1

Absenteeism, in %(2)

- GRI Standard 403-2

Workplace accident frequency rate, in %(2)

- GRI Standard 403-2

Workplace accident severity rate, in %(2)

- GRI Standard 403-2

Average age, in years(2)

Seniority, in years(2)

13.2 13.8

2.0 2.3

8.51 11.21

0.59 0.53

40 41

7.9 8.0

26 615 31 677

174 842(a) 180 449(f)

46.5(a) 40.6

19.3(a) 12.2

14.7(a) 13.0

38 495 39 261

195 096(c) 189 287

79 82

41(a)

94 93

92 85

(d) 86

6 5

1

52 58

42 50

44 45

83(e)

46 45

79 74

14.8

2.3

9.13

0.38

41

8.4

24 243

135 528

37.0

22.7

30.6

39 656

174 945(b)

77

92

89

80

36

23

43

3.0

13.31

0.13

41

9.1

43 43

18 463

41 854

133 418

89

83

78

145 789

4.6

8.90

0.07

41

9.4

15 954

36 235

123 729

91

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

_ 2 0 1 9 
2 0 2 0

(a) Indicator performance change mainly reflects the adjustment to how emissions are calculated (migration from the Bilan Carbone tool to the GHG Protocol tool)  
and the inclusion of the Islay, Domaine des Hautes Glaces and Westland sites. / (b) Indicator performance mainly reflects the partial inclusion in CSR reporting for the first 
time of water consumption from the well used at the Barbados site./ (c) Indicator performance change mainly reflects the inclusion in CSR reporting the first time of all water 
consumption from the well used at the Barbados site. / (d) No indicator due to the frequency of training (every two years). / (e) New indicator 2025 CSR Plan. / (f ) Change due 
mainly to an extension to scope 3 (CO2 emissions).

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION
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2019/2020 wa s a  s ing u lar  year.

It  ex per ienced  the  combi ned  ef fec t s  of  ( i )  a  g loba l 
pandemic that  severely l im ited consumpt ion of  spi r it s  
i n  the  on-t ra de  seg ment  a nd pu rcha ses  a t  a i r por t s , 
( i i )  the  th r e a t  o f  US i mp or t  t a r i f f s ,  ( i i i )  a  de g r e e  
of global geopolitical instability, and (iv) the consequences 
of  dec i s ions  spec i f ic  to  the  Group,  such a s  changes  
in its European distr ibut ion network and its withdrawal 
f rom some Par tner Brand d i st r ibut ion cont ract s .

FINANCE



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

I n  t h e  f i n a n c i a l  y e a r  e n d i n g  M a r c h 
2 0 2 0 ,  R é m y  C o i n t r e a u  p o s t e d  s a l e s  
o f  € 1 , 0 2 4 . 8  m i l l i o n ,  d o w n  9 . 0 %  o n  
a repor ted basis and 11.2% on an organic 
basis (assuming constant exchange rates 
and consol idat ion scope). 

Cu rrent  O perat ing Prof it  c a me in  a t 
€215.1 million, down 18.6% on a reported 
b a s i s  a n d  2 2 . 0 %  o n  a n  o r g a n i c  b a s i s 
a f ter a h istor ica l ly st rong f inancia l  year 
2018/19.  The current operating margin, 
whi le decl ining, came in at a satisfactory 
21.0%  thanks to  a  remarkable  i ncrea se 
in the g ross  marg in (up 2 .8 percenta ge 
points on an organic basis) and favourable 
foreign exchange effects (up 0.4 percentage 
point). However, prof itabi l it y was pul led 
dow n by cont inued st rateg ic  i nvestment 
in communicat ion and by structure costs.

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 ,  
ne t  prof i t  a t t r ibut a ble  to  the  G roup 
came in at  €12 4 .2 mi l l ion,  dow n 26 .9% 
on a repor ted ba si s .

2019/2020: a singular year 
Profitability that remains high 
Ambitious new medium-term targets

S a l e s  a t  t h e  H o u s e  o f  R é m y  M a r t i n 
d e c l i n e d  7. 5 %  o n  a n  o r g a n i c  b a s i s  
i n  2 019 / 2 0  (dow n 5 .0 % on  a  r ep or t e d 
basis).  Main land China had another year 
of  ver y  s t ron g  g row th  despi t e  fou r th-
q u a r t e r  s a l e s  b e i n g  h i t  h a r d  b y  t h e 
pandemic.  Performance in other markets 
wa s more mi xed,  par t icu larly  in  Travel 
Retai l, the United States (due to retai lers 
reducing thei r  s tocks)  and Europe (due 
to changes in the d i s t r ibut ion net work). 
In spite of an unfavourable env ironment, 
t h e  u p s c a l i n g  s t r a t e g y  c o n t i n u e d  t o 
f i l t e r  t h r ou g h  i n t o  v er y  p o s i t i v e  m i x 

and pr ice ef fect s  (add ing 2 .6% to sa les), 
par t ly mak ing up for lower volumes over  
the per iod (dow n 10.1%). 

C u r r e n t  O p e r a t i n g  P r o f i t  t o t a l l e d 
€199.5 million, down 15.3% on a reported 
basis, whi le the current operat ing margin 
came out at  27.1%, compared w ith 30.4% 
the  prev ious  ye a r.  A l thou gh  the  g ross 
m a rg i n  r o se  by  one  p ercent a ge  p o i nt , 
structure costs and increased communication 
investment to  suppor t  the aut umn 2019 
launch of  the new Rémy M ar t i n "Team 
Up for  E xce l lence" c a mpa i g n  wei ghe d  
on prof it abi l i t y. 

The  L iq ueu rs  &  S pi r i t s  d i v i s ion  wa s 
dow n  3 .0 %  i n  t he  ye a r  on  a n  org a n ic 
ba si s  (dow n 1.0% on a repor ted ba si s). 
C h a n g e s  i n  t h e  d i s t r ib u t i o n  n e t w o r k  
in Europe and the impact of the pandemic 
on the business in the Asia-Paci f ic region 
in the four th quar ter masked ver y strong 
performance in the United States, buoyed 
by the success of Cointreau, The Botanist 

and the Group’s  por t fol io  of  s ingle  ma lt 
wh isk ies . 

C u r r e n t  O p e r a t i n g  P r o f i t  t o t a l l e d 
€ 37. 5 mi l l ion,  dow n 3 .5% on a repor ted 
basis, whi le the current operat ing margin 
came in at  14. 3% (dow n 0 .4 percenta ge 
p o i n t ) ,  h i t  b y  d e c l i n i n g  v o l u m e s  
and cont inued st rateg ic  i nvestment . 

A s  ex pec t e d ,  Pa r t ner  Bra nd  s a le s  fe l l 
shar ply in the year (dow n 68 .7% on an 
organ ic  ba si s  and 68 .5% on a  repor ted 
b a s i s)  w i t h  t h e  t e r m i n a t i o n  o f  m a j o r 
d i s t r i b u t i o n  c o n t r a c t s  i n  t h e  C z e c h 
Republ ic, Slovakia and the United States.

A s a  resu lt ,  Current Operat ing Prof it 
came in at negative €1.7 million, compared 
w ith  pos i t i ve  € 4 .9  m i l l ion  i n  the  ye a r  
to  31 M arch 2019. 

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

_  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 
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Cu rrent  O perat ing Prof it  c a me in  a t 
€215.1 million, down 18.6% on a reported 
b a s i s  a nd  22 .0 %  on  a n  org a n ic  b a s i s .  
This decrease was the result of a 17.0% organic 
decline in Current Operating Profit from 
Group Brands, together with the strategic 
decision to disengage from Partner Brands 
and the increase in holding costs, mainly  
due to the organisational changes announced 
in March 2020.

Current Operat ing Prof it benef ited from 
f avo u r a b l e  fo r e i g n  e xc h a n g e  e f f e c t s  
worth €9.1 million in the year: the average 
EUR/USD exchange rate improved to 1.11 
(from 1.16 at 31 March 2019), whi le the 
average collection rate (linked to the Group’s 
hedging policy) over the period came out at 
1.16, compared with 1.18 for the period ended 
31 March 2019. 

Consequently, the current operating margin 
fel l 2.5 percentage points to 21.0% over  
the ful l year (down 2.9 percentage points  
on an organic basis). 

Operating profit came in at €195.5 million 
after taking into account a net operating expense 
of €19.7 million, including an €18.8 million 
g o o d w i l l  w r i t e - o f f  p a r t i a l l y  r e duc i n g  
the amount of Westland’s intangible assets. 

Net financial income/expense showed a net 
expense of €28.0 million over the period, 
dow n € 4.5 m i l l ion.  Th i s  reduct ion wa s  
the result of a further decrease in the cost  
of gross financial debt and the non-recurrence 
of the €5.2 million expense stemming from 
early repayment of the vendor loan by the 
EPI Group, recognised in the f i rst  ha l f  
of f inancial year 2018/2019. Conversely, net 
foreign exchange gains/losses (gains/losses 
on future foreign currency f lows) slightly 
deteriorated, down €0.7 million.

The tax expense  tota l led €60.9 mill ion, 
giving an effective tax rate of 36.3% (33.9% 
excluding non-recurring items), significantly 
higher than the rate in the year to March 2019 
(29.0% on a  repor ted  ba s i s  a nd 2 8 . 5% 
excluding non-recurring items) due to the 
geog raph ica l  breakdow n of  prof i t  and,  
in particular, the tangible decline in profits 
in the Asia-Pacific region over the latter part 
of the f inancial year. 

On 30 Apr i l  2020,  the Rémy Cointreau 
Group announced that  i t  ha d acqu i red  
the cognac house J.R. Brillet.

On 19 May 2020, the Bruichladdich distillery 
was certif ied a "B Corporation". 

In an uncertain public health, economic and 
geopolitical environment, the Rémy Cointreau 
Group remains conf ident of its abil ity  
to emerge stronger from the crisis. 

More favourable trends in the consumption 
of spirits in the United States over the past 
few weeks mean the Group can sl ight ly 
upgrade its forecasts for the first quarter  
of 2020/2021: it now expects sales to decline 
by around 45% on an organic basis (previously 
50 -55%). Based on what looks set to be  
a moderate decline in the second quarter,  
the Group expects Current Operating Profit 
to decline by 45-50%, on an organic basis, 
in the f irst half of 2020/2021. However, 
the second hal f of 2020/2021 should see  
a strong recovery, buoyed by China and  
the United States. 

In the medium term, Rémy C ointreau 
reiterates its aim of becoming the global 
leader in exceptional spirits,  a segment  
in which the growth outlook remains attractive, 
particularly in a world of more responsible 
consumption.

A f ter  t ak ing into account net  proceeds  
of €6.4 million from the disposal of the Czech 
Republ ic and Slovak ia subsid iar ies,  net 
profit attributable to the Group total led 
€113.4 million, down 28.8% on a reported 
basis. 

Excluding non-recurring items, net profit 
at tr ibutable to the Group  came out  at 
€124.2 million, down 26.9% on a reported 
basis, while the net margin came out at 12.1%. 
Excluding non-recurring items, net earnings 
per share came in at €2.49, down 26.6%.

Net  debt  s tood a t  € 450 .9  mi l l ion ,  up 
€107.6 m i l l ion f rom the posi t ion at  the 
end of March 2019. This was mainly due  
to lower Group EBITDA and higher capital 
expenditure and tax cash outf lows over  
the period, as well as a full payment in cash  
of the dividend for the year 2018/19. 

The net debt/EBITDA ratio nevertheless 
remained at a reasonable level (1.86, compared 
with 1.19 at the end of March 2019).

The return on capital employed (ROCE) 
was 16.5% for the year ended 31 March 2020, 
do w n  5 . 0  p e r c ent a g e  p o i n t s  y e a r - o n -
year. This was due to the combined effect  
of the decline in profitability of Group Brands 
and continued strategic purchases of eaux-
de-vie adversely affecting capital employed.

As announced on April 16th, 2020, the Group 
w i l l  propose to  i t s  G enera l  Meet i ng to 
grant a dividend of €1.00 per share for the 
year 2019/20, a substantial drop compared  
to the €2.65 paid last year (which included 
an exceptional div idend of €1.00). It wi l l 
also propose an option for the full amount  
of the dividend to be payable in cash or shares. 
This reduction is in keeping with the socially 
responsible measures adopted by the Group 
since the onset of the ongoing public health 
crisis.

_  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  E V E N T S

_  2 0 2 0 / 2 0 2 1  A N D  M E D I U M -
T E R M  O U T L O O K

To this end, Rémy Cointreau will be pursuing its 
value strategy and its work to build a business 
model that delivers profitable and responsible 
growth. The Group is therefore setting itself 
ambitious financial and non-financial targets: 
improved portfolio management should enable 
it to del iver a gross margin of 72%  and  
a current operating margin of 33% by 2030. 
At the same time, the Group will be rolling 
out its "Sustainable Exception 2025" plan, 
which aims to achieve sustainable agriculture 
across all land on which its spirits depend,  
as well as reductions in its carbon emissions 
of 25% (across Scopes 1 and 2, in absolute 
terms) and 30% (across Scope 3, in relative 
terms) by 2025. This wi l l be a f irst step 
towards achiev ing the Group’s ambit ion  
of "Net Zero carbon" by 2050.

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

117



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, IN €M 20 1 9

NET SALES
Cost of sales

1 125.91 024.8
(415.1)(347.9)

GROSS PROFITS

Distribution costs

710.9676.9

(346.3)(355.0)

Administrative expenses
Other income from operations

(100.7)(106.8)
0.3_

CURRENT OPERATING PROFIT 264.1215.1

1.7(19.7)

OPERATING PROFIT

Finance costs

265.8195.5

(18.8)(15.3)
(13.7)(12.7)

Other operating income/(expense)

Other financial income

NET FINANCIAL EXPENSE (32.5)(28.0)

PROFIT BEFORE TAX 233.3167.5

Share in profit of associates (6.7)0.3
(67.7)(60.9)Income tax

PROFIT FROM CONTINUING OPERATIONS

Net profit/(loss) from discontinued operations

159.0106.9

_6.4

NET PROFIT FOR THE YEAR 159.0113.2

ATTRIBUTABLE TO:
non controlling interests
owner of the parent company 159.2113.4

(0.2)(0.1)

NET EARNINGS PER SHARE - 
FROM CONTINUING OPERATIONS

diluted
basic

3.022.04
3.172.15

NET EARNINGS PER SHARE

diluted
basic

3.032.17
3.182.28

NUMBER OF SHARES USED FOR THE CALCULATION

diluted
basic

52 680 56752 400 986
50 068 99249 806 712

Goodwill and other intangible assets

NON - CURRENT ASSETS

CURRENT ASSETS

TOTAL ASSETS

Other financial assets

Property, plant and equipment
IFRS 16 Right-of-use assets

Investments in associates

Deferred tax liability

Inventories

Non - controlling interests

515.4498.2

924.4940.6

1 425.11 402.5

1 700.21 848.2

2 624.62 788.7

93.987.3

269.3
27.2

310.1
20.8

1 245.51 363.9

1.00.9

1.10.9

17.523.2

2 0 2 0 2 0 2 02 0 1 9

Trades and other receivables 

Cash and cash equivalents

Income tax receivables
Derivative financial instruments

271.1199.4

178.6269.4

3.310.4
1.85.1

Share capital

Consolidated reserves and profit for the year

Share premium
Treasury shares

Translation differences

80.280.2

558.0534.4

795.1795.1
(34.4)(30.0)

26.222.7

Provision for employee benefits

EQUITY

Long-term provisions for liabilities and charges
Deferred tax liabilities

Long-term financial debt
31.530.3

1 426.11 403.4

8.12.2

423.852.0

62.459.4

Trade and other payables

NON - CURRENT LIABILITIES

Income tax payables
Short-term provisions for liabilities and charges

Short-term financial debt and accrued interest
543.8534.4

525.8543.9

18.418.7

98.1268.3

2.311.5

Derivative financial instruments 10.18.7

CURRENT LIABILITIES

TOTAL EQUITY AND LIABILITIES

672.7841.5

2 624.62 788.7

_AS OF 31 MARCH, IN €M

EQUITY - ATTRIBUTABLE TO OWNERS 
OF THE PARENT COMPANY
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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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www.remy-cointreau.com

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

Drink responsibly.
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