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"Blue l i ke the colour of  our planet ,  
our oceans and the sky,  wh ich we st r ive  

to  protect  over t i me,  a s  they nur t ure  
our ter roi rs  and our people."

The E ar th i s  blue l i ke an orange
Never an er ror the words don' t  l ie

They don' t  g ive you any more to s ing
In the t urn of  k i sses  to  underst and

The craz y and the loves
She her k i ss  of  a l l i ance

A l l  the secret s  a l l  the smi les
A nd what  c loth ing of  i ndu lgence
To bel ieve her  completely naked.

 
The wa sps bloom green

The daw n pa sses  round the neck
A neck lace of  w indows

Of w ings cover ing the leaves
You have a l l  the solar  joys

A l l  the Sun above the E ar th
Above the paths of  your beaut y.

Paul Eluard

Translated by O.A . R amos



F O R E W O R D

The cha l leng ing hea lth s i t uat ion of  the 
2020/2021 f inancial year has not dampened 
the Corporate Social Responsibility (CSR) 
ambit ions of Rémy C ointreau – qu ite the 
contrary. CSR is a long-standing pr ior ity 
for the Group and its except ional brands, 
w h i c h  p u s h e d  a h e a d  w i t h  i n i t i a t i v e s  
to promote biod iversit y, the preservat ion  
o f  t er ro i r s ,  the  c i rcu l a r  economy,  a nd 
partner communit ies. The Group’s brands 
also played their part in managing the health 
cr i s i s ,  notably by act ively par t ic ipat ing 
in the product ion of  hand san it i zer.

A s  i n  t h e  p r e v i o u s  y e a r,  t h e  G r o u p 
demon s t r a t e d  i t s  s t r uc t u r a l  s t r en g t h . 
R e s i l i e n t  t o  t h e  u n f o r e s e e n  c o l l a p s e  
in demand, it proved to be highly adaptable 
w h e n  t h e  C h i n e s e  a n d  U S  m a r k e t s 
r e c o v er e d .  D e s p i t e  t he  i mp a c t  o f  t he 
pandemic, it  ended the year with posit ive 
organ ic  g row th in sa les  and s ign i f icant 
g row th  i n  ea r n i ngs .  Th i s  per for ma nce 
wou ld  not  h ave  been  pos s ib le  w i thout 
the except ional commitment of the teams, 
wh ic h  demon s t r a t e d  t he i r  a g i l i t y  a nd 
ima g inat ion to st ar t  invent ing the world 
of  tomorrow w ith a  head st ar t . 
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A l l  a r o u n d  t h e  w o r l d ,  t h e r e  a r e  c l i e n t s  s e e k i n g 
except ional exper iences; cl ients for whom a wide range 
of ter roi rs means a var iet y of  f lavours.  Thei r exact ing 
s t a nd a r d s  a r e  pr op or t ion a l  t o  ou r  e x p er t i s e  –  t he 
f inely-honed sk i l l s  that we pass down f rom generat ion 
to generat ion. The t ime these cl ients devote to dr inking 
our products i s  a  t r ibute to a l l  those who have worked  
to  develop them. 

It  i s  for  these men and women that  Rémy C oint reau, 
a  fami ly-ow ned French Group,  protect s  i t s  ter roi rs , 
cult ivates except ional mult i-centenary wine and spir its, 
and under t akes to  preser ve thei r  eterna l  modern it y. 
The  Group’s  por t fo l io  i nc ludes  14  s i ng u la r  bra nd s , 
such  a s  the  R émy M a r t i n  a nd  L ou i s  X II I  cog na cs ,  
and C oint reau l iqueur.

Rémy C oint reau ha s a  s ingle  ambit ion:  becoming the 
world leader in except ional spir its. To this end, it rel ies 
on the commitment and creat iv ity of its 1830 employees 
and on i t s  d i s t r ibut ion subsid iar ies  est abl i shed in the 
Group’s  s t rateg ic  markets .  Rémy C oint reau i s  l i s ted 
on Euronex t  Par i s .

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



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

M A R C  H É R I A R D  D U B R E U I L
" T h e  s p e c t a c u l a r  r e c o v e r y  i n  t h e  s e c o n d  h a l f-y e a r  h a s 
e nable d us  to e m e rge stron ge r  f rom th e pa n d e mic cr isis 
an d to lo ok towards th e f uture with conf iden ce ."

As evidenced by its financial and non-financial 
results, 2020/2021 was a year marked by 
resilience and a source of genuine satisfaction 
for  the  R émy C oi nt re au  G roup.  A f t er  
a challenging start to the year ― a sharp 
drop in sales due to the collapse of air traffic 
and on-trade consumption ― the second  
h a l f  o f  t he  ye a r  p o s t e d  a  s p e c t a c u l a r  
recover y,  wh ich  enabled  us  to  end the 
year w ith posit ive organic sa les grow th 
and a return to the record prof itabi l it y  
of the 2018/2019 f inancial year. 

This rebound was main ly dr iven by the 
rapid busi ness  recover y i n  Ch i na f rom  
the summer of 2020, and by the US, it s 
core  ma rket ,  wh ich  benef i t ed  f rom a n 
accelerat ion of underly ing trends on the 
back of the pandemic. The year was shaped 
around the rise in off-trade mixology and 
consumpt ion,  out s t and i ng per for mance  
of the high-end ranges, strong development 
in onl ine sales, and the growing interest 
in corporate socia l responsibi l it y. These 
trends, which are central to the Group's 
strategy, enabled it to effectively address 
the upheaval caused by the pandemic. They 
also enabled us to emerge from this crisis 
even stronger and look toward the future  
with confidence.

It was also important for Rémy Cointreau, 
whatever the ci rcumstances, to cont inue  
to fulf i l its social obligations with regard 
t o  i t s  employe es ,  i t s  s t a keholder s  a nd  
the planet, in line with its commitments to 
the Global Compact.

In addition to financial performance, the Group 
continued to take action in accordance with 
its values and resources. First and foremost,  
it took care of its teams, protecting them  

as much as possible from the virus through 
v a r iou s  c onc r e t e  a c t ion s ,  bu t  a l s o  b y 
ensuring full pay, without using state aid.  
Rémy Cointreau then played an active role in 
the collective effort to make hand sanitizer, 
driven by the generosity and enthusiasm of 
the teams at the various production sites. 
A number of sponsorship initiatives aimed 
at helping and suppor t ing the bar tender 
community and hospital ity industry were  
also set up in the various global markets.

Lastly, from an environmental perspective, 
the Group continued its actions to promote 
sustainable agriculture and implemented new 
init iat ives to reduce its carbon footprint. 
These ef for ts were rewarded on severa l 
occ a s ions  i n  2020 / 2021.  I n  M ay 2020 ,  
ou r  Br u ich l a dd ich  d i s t i l l er y  obt a i ne d  
"B-Corp" cer t i f icat ion, which recognizes  
its social and environmental performance.

In December 2020, Rémy Cointreau was 
ranked as the most "responsible" French 
company i n  the a gr i-food sector  i n  the 
s t udy  publ i shed  by  L e  P o i nt  ma ga z i ne ,  
and the Carbon Disclosure Project (CDP) 
granted it "Leadership" status (rating A-)  
in the area of climate change. While these 
resu lt s  ref lect  the mer it  of  the Group’s 
commitment, above al l they encourage us  
to continue and expand our actions.

I would like to thank our shareholders for the 
trust they have placed in Rémy Cointreau, 
wh ich  for  some,  wa s  es t abl i shed ma ny  
years ago.

At the end of 2020/2021, our 2030 targets  
for achiev ing prof itable and responsible  
growth are confirmed and resolutely ambitious 
for the years to come.

The Rémy Cointreau Group has  proved extremely resi l ient  
despite the public health crisis  of  2020/2021, reflecting its clients' 
loyalty to its wine and spirit  brands, the relevance of its  strategy,  
and the agi l i ty  of  i ts  teams.Rémy Cointreau most  definitely  
came through this  cr is is  even stronger, which confirms  
our  ambition to become the leader  in  exceptional  spir its . 
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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

How wou ld  you  ch a r a c t er i s e  t he  ye a r 
2020/2021 and how d id Remy C oint reau 
per form in the contex t  of  the C ov id-19 
pandemic? 
We l l ,  i t  w a s  a  y e a r  f u l l  o f  s u r pr i s e s .  
Fo r  t h e  f i r s t  t i m e  i n  o u r  m o r e  t h a n  
3 0 0 -y e a r  h i s t o r y,  a l l  o f  o u r  b o t t l i n g 
factor ies  across  the world had to  c lose 
for  a  few weeks,  and we a l l  had to learn 
to work remotely.  But more impor tant ly, 
a signi f icant par t of our business l iteral ly 
c a me to  a  ha l t  w i th  the  c losu re  of  the 
ho s p i t a l i t y  i ndu s t r y  a nd  t he  c o l l a p s e  
in international tourism. At the same t ime, 
we benef ited f rom a s ign i f icant  pick-up 

i n  a t -home consu mpt ion and m i xolog y, 
c o mb i n e d  w i t h  f av o u r a b l e  u p t r a d i n g 
t rends.  Th is was par t icu larly t rue in the  
United States and in the United Kingdom, 
b u t  a l s o  i n  A u s t r a l i a .  M o r e o v e r,  t h e 
Chinese market recovered in the summer 
of  2020 and enjoyed st rong consumpt ion 
t r end s  du r i n g  i t s  t wo  ke y  event s :  t he 
M id-Aut u m n Fes t iva l  a nd the  Ch i nese 
New Year.  On the whole,  I  wou ld never 
have  i ma g i ned a t  the  beg i n n i ng of  the 
f i s c a l  y e a r  t h a t  o u r  b u s i n e s s  w o u l d 
prove to be so res i l ient :  organ ic  g row th  
of  nea r ly  2% i n  ou r  revenues  a nd 13%  
in our current operat ing prof it  i s  a great 
ach ievement .  We owe it  to  the s t reng th  
o f  o u r  b r a n d s  a n d  t h e  l o y a l t y  o f  o u r 
cl ients, but a lso to the passion and energy  
of our teams, which have been incred ibly 
a g i le  i n  th i s  cha l leng ing contex t . 

Talking about your teams, what protective 
measures did you take during the pandemic? 
The protect ion and hea lth of  our teams 
h a v e  a l w a y s  b e e n  a t  t h e  f o r e f r o n t  
o f  o u r  d e c i s i o n s  (w i t h  w o r k i n g  f r o m 
home becom i n g  a  w idespre a d  pra c t ice 
a s  fa r  a s  poss ible).  Given the ver y low 
v i s ibi l i t y  i n  M arch /Apr i l  2020,  we had  
to implement some cost-cut t ing measures 
at the very start of the pandemic, including 
compensat ion cuts ,  a  h i r ing f reeze,  and 
reduced non-st rateg ic investments.  Both 
senior management (including our President, 
board members and execut ive commit tee) 
and Group employees par t icipated in the 
col lect ive ef for t .  This interna l sol idar it y 
enabled us to protect employment overal l, 
w i t h o u t  r e l y i n g  o n  p u b l i c  s u b s i d i e s  
in France or abroad. However, our business 
s t reng th a l so  g ives  us  responsibi l i t ies .  
We have been supporting our communities 
i n  t h e  p a s t  t w e l v e  m o n t h s ,  w h e t h e r  
b y  s u p p l y i n g  a l c o h o l  t o  m a k e  h a n d 

an improvement f rom the ver y low levels 
current ly.  In that  more posit ive contex t , 
we  w i l l  s t ron g ly  i nves t  i n  ou r  bra nd s  
to  f ur ther s t reng then thei r  desi rabi l i t y  
and levera ge consumpt ion t rends,  which 
we bel ieve  a re  i ncrea s i ngly  favou rable 
to  us . 

To what  ex tent  d id  the  pandem ic  a l t er 
your 2030 st rateg ic plan and it s  t argets? 
It  d id not  a lter  our s t rateg ic  plan at  a l l . 
In fact ,  i t  s t reng thened our con f idence 
i n  o u r  s t r a t e g i c  d e c i s i o n s ,  s u c h  a s  
the va lue s t rateg y of  our brow n spi r i t s , 
the development of  a d i rect-to -consumer 
and e-commerce strategy, and the Group’s 
transformation to ensure more responsible 
g row th.  We a re  con f ident  that  we w i l l 
ach ieve a  72% gross  marg in and a 33% 
c u r r e n t  o p e r a t i n g  m a r g i n  b y  2 0 3 0 ,  
w h i l e  o b t a i n i n g  1 0 0 %  r e s p o n s i b l e  
a nd sus t a i nable  fa r m i ng  cer t i f ic a t ions 
across  a l l  our ter roi rs  and a gr icu lt ura l 
ingred ients.  We a lso bel ieve that we w i l l 
signif icantly reduce our carbon footprint, 
w i th  the  go a l  o f  be i n g  c a rbon  neut ra l 
by 2050.

s a n i t i z e r  o r  b y  p r o v i d i n g  f i n a n c i a l  
a id to those most  a f fected,  s t ar t ing w ith 
our on-t rade par tners .

W hat  lessons can you d raw f rom these 
pa st  12 months? 
F i r s t ,  I  t h i n k  we  l i ve  i n  a  wor ld  t h a t 
w i l l  become increasingly unpred ictable.  
A s  a n  o r g a n i s a t i o n ,  w e  n e e d  t o  b e  
a s f lex ible and ag i le as possible.  Second, 
i n  t e r m s  o f  t h e  p a n d e m i c ,  I  t h i n k  
i t  a cce lera t ed  the  deve lopment  of  pre -
e x i s t i n g  t r e n d s ,  w h i c h  a l l o w e d  u s  
t o  ga i n  ye a r s  i n  t er m s  o f  i nves t ment s 
a nd  e duc a t ion :  a t -home  c on s u mp t ion , 
m i xo log y,  upt ra d i n g ,  e - com merce  a nd 
a d i rect -to -consumer st rateg y,  together 
w ith sust a inabi l i t y  va lues .  A s a  resu lt , 
w e  h a v e  b e e n  g a i n i n g  m a r k e t  s h a r e  
w i t h  o u r  c o g n a c s  (a s  a  c a t e g o r y  a n d 
w i t h i n  t h e  c a t e g o r y)  a s  w e l l  a s  w i t h 
Cointreau, whi le our single malt whiskies 
a l so per formed st rongly.

I n  o t h e r  w o r d s ,  w h i l e  t h e  p a n d e m i c  
is clearly a dramat ic situat ion at a human 
sca le,  as a Group we have been propel led 
i n t o  a  n e w,  l o n g - t e r m  p a r a d i g m  t h a t 
of fers  i ncrea sed business  oppor t un it ies  
for Rémy Cointreau. We are optimistic, bold 
and ambit ious for our brands worldwide. 
A nd we are increa singly focused on our 
teams and on the way we communicate, 
s i nce  the  cr i s i s  ha s  proven once  a ga i n 
that people are at the hear t of our success 
and our ongoing t ransformat ion.

On that basis,  what are the prospects for 
the coming f i sca l  year?
A l l things being equal, we are reasonably 
opt imist ic  for 2021/2022,  a s our t wo key 
markets – the United States and China – 
cont inue to enjoy st rong demand for  our 
spi r i t s .  In add it ion,  we are s t ar t ing the 
year with very low inventories worldwide, 
and part icularly in the US, where demand 
exceeded our supply la st  year!  We a lso 
hope the hospitality industry will gradually 
recover and that duty-free sales wi l l show 

É R I C  V A L L A T

" The pandemic has  accelerated the development  
of  pre - exist ing trends, al lowing us  to  gain  years  
in  terms of  investments  and education."
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K E Y  F I G U R E S

_ 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
2
0

2
0
2
1

€1,010.2m€1,024.8m

Current operating
profit/(loss)

Percentage of land managed 
using responsible and
sustainable practices (%)

Climate rating 2021

Group carbon footprint
Assessment 
(In teq CO2 )

Net financial debt

2
0
2
0

2
0
2
0

2
0
2
0

2
0
2
1

2
0
2
1

2
0
2
1

€236.1m

64%

€314.3m

€215.1m

58%

€450.9m

Net profit/(loss) excluding  
non-recurring items

2
0
2
0

2
0
2
1

€148,2m

€124,2m

Profit/(loss)
for the period

Ratio of net debt/ 
EBITDA

2
0
2
0

2
0
2
0

2
0
2
1

2
0
2
1

€144.5m

1.33x

€113.4m

1.86x

Current operating
margin

Capital expenditure

2
0
2
0

2
0
2
0

2
0
2
0

2
0
2
1

2
0
2
1

2
0
2
1

23.4%

121,189

€54.0m

21.0%

180,449

€64.8m

For the per iod 1 Apr i l  2020 to 31 M arch 2021 For the per iod 1 Apr i l  2020 to 31 M arch 2021

Cognac
7 3 %

Americas
5 2 %Liqueurs  

& Spir i ts
2 4 %

Asia-Pacif ic
2 9 %

Partner  
brands
3 %

Europe
Middle-East
Africa
1 9 %

9 5 %

8 3 / 1 0 0

8 6 %

1 3 . 6 %

Volume of  sol id 
wa ste  recovered
(93%  i n  2020)

Climate Disclosure Project
(CDP)

A- leadership status

G ender equa l i t y
index  
(83/100  i n  2020)

Globa l  percenta ge
of  renewable 
elect r ic i t y
(82%  i n  2020)

Included in the  
"Vérité 40" index

with an A rating

Group turnover
(13,8% in 2020)



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

In  response to the unprecedented health cr is is  tr iggered  
by the Covid-19 epidemic , Rémy Cointreau adopted  
a responsible and mindful attitude toward all  its stakeholders.  
The Group rolled out  many init iat ives  while  protecting  
i ts  profitable  and responsible  development model .

Well-prote cte d em ploye es

Partners and communities supported 
throughout  the crisis

Resilient f inancial  Indicators: a new 
paradigm? N e t  im p rove m e n t  o f  n o n -f in a n cia l 

in dica tors
The Group’s  top pr ior it y  wa s to  protect 
the hea lth and sa fet y of  i t s  employees:

-   implementation of strict health protocols 
at the var ious sites,  in accordance w ith 
the recommendat ions of the local health 
author it ies;

-   rapid deployment of best practices across 
the Group:  adapt at ion of  work ing and 
interact ion methods,  remote work ing, 
hea lth k it s ,  ma inta in ing l inks bet ween 
employees and with management through 
rout ine e-conferences;

-   maintaining fu l l  remuneration for a l l 
G roup  employe e s ,  i nc lud i n g  du r i n g 
the per iods when indust r ia l  s i tes  were 
c losed;

-   no use of state aid (partial unemployment).

Rémy C oint reau i mplemented mea sures 
to  suppor t  popu lat ions  a f fec ted by the 
situation, and in part icular the hospital ity 
sector, an industry hard hit by the Covid-19  
cr i s i s :

-   all our sites  – from the United States to 
Greece,  i nc lud ing Barbados,  Scot land 
a n d  Fr a nc e  –  j o i n e d  f o r c e s  w i t h o u t 
delay to donate neutra l  a lcohol to loca l 
he a l t h  org a n i s a t ion s  t o  en a b le  t hem  
to  produce hand san it i zer ;

-   China  donated ¥1 mi l l ion to purcha se 
protect ive med ica l  equ ipment ;

-   i n  the  Un ited  St a tes ,  the  C oi nt reau 
b r a n d  d o n a t e d  $ 2 0 0 , 0 0 0  t o  t h e  U S 
B a r t ender s ’  G u i ld  Na t ion a l  C h a r i t y 
Foundat ion, and then launched a Super 
Bowl adver t isement campaign. As such, 
C o i nt r e a u  c a l le d  on  t he  a ud ience  t o 
send  L ove  L et t er s  t o  the i r  f avou r i t e 
rest aurants  and bars  on socia l  med ia ;

-   the  A mer ic a n  s i n g le  ma lt  West l a nd 
orga n i sed  f u nd ra i s i ng  c a mpa i g ns  for 
the loca l  rest aurant  and bar indust r y. 
The teams took par t in a monthly spor ts 
cha l lenge:  the employee w ith the most 
ki lometres recorded on foot or by bike at 
the end of  each month selects  a  char it y 
wh ich  then  rece ives  a  dona t ion  f rom 
West land;

-  i n  B a rb a do s ,  t he  c o l l e c t ion  o f  non-
perishable food and health products was 
orga n i sed  i n  the  su m mer  of  2020 .  I n 
tota l ,  more than 1,000 food and hea lth 
products were col lected and del ivered to 
the parish of Saint-Lucy in August 2020.

T h e s e  l o c a l  s u p p o r t  i n i t i a t i v e s  h a v e 
revea led  the  com m it ment  of  employees  
to their communit ies and a mindset deeply 
embedded in the Group's  va lues .

In a context marked by the Covid-19 pandemic, 
organic sales growth amounted to +1.8% 
in 2020/2021, proving genuine resi l ience.  
I t  i s  d i f f icu l t  t o  a ccu ra t e ly  a s ses s  the 
impact of Covid-19 on the Group’s annual 
performance. We can nevertheless estimate 
that:

-  it deprived the Group of a few growth 
points, notably due to the collapse of Travel 
Retail, which affected the Group’s sales 
throughout the f inancial year. Excluding 
Travel Retail, the Group’s organic growth 
would have reached +10%;

-  the closure of a large part of the on-trade 
channel (bars, restaurants, clubs, etc.) 
was offset by a transfer effect to home 
consumption (notably in the United States, 
the UK and Australia), thanks to the rise 
of mixology;

The  p a ndem ic  d id  no t  s lo w  do w n  t he 
Group’s sustainable development efforts. It 
even helped to improve cer tain indicators 
monitored by the Group, even i f  th is  i s 
temporary for some:

-  nearly 4,000 tonnes of CO2 equivalent  
were eliminated through the sharp reduction 
in business travel and teleworking;

-  the frequency rate of workplace accidents 
fel l  to 3 . 5%  (compared to an avera ge 
of 10% over the last f ive years), despite 
h igh product iv i t y  rates  i n  the second 
hal f of the year;

-  the number of training hours amounted 
to around 20,000 hours, prov ing sound 
resilience given the circumstances (23,000 
hours on average over the last f ive years).

-  a new paradigm? In addition to the boom 
in mixology and home consumption, other 
trends already observed before the pandemic 
have also accelerated in recent months: 
the outperformance of high-end ranges, 
the strong growth of online sales and the 
growing interest in corporate social and 
environmental responsibility;

-  the Group’s two principal markets, the 
United States and China, delivered strong 
double-digit growth in 2020/2021. 
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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

•  16 October: Rémy Cointreau acquires  
the House of Champagne J. de Telmont

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

From left to right, back row: Mrs Caroline Bois Hériard Dubreuil , Mr Emmanuel de Geuser, Mr Olivier Jolivet, Mrs Laure Hériard Dubreuil , 
Mr Marc Hériard Dubreuil , Mrs Dominique Hériard Dubreuil , Mr François Hériard Dubreuil (non-voting member), Mrs Gisèle Durand, Mr Bruno Pavlovsky,  
Mr Elie Hériard Dubreuil (non-voting member), Mr Jacques-Etienne de T’Serclaes. 
Front row: Mr Jacques Hérail (non-voting member), Mrs Hélène Dubrule, Mrs Guylaine Saucier, Mrs Marie-Amélie Jacquet.

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.

Composit ion of  the Board of  Directors  at  31  March 2021

7 . 2
average length  
of service on the Board

1 2
3
Board members

non-voting members

5 8 %

6
independent Board 
members (excluding 
non-voting members)

women (excluding  
non-voting members)

4 2 %

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

men (excluding  
non-voting members)

2

59 years
average age  
of Board members

nationalities 
represented

* C h a i r m a n o f  t h e C o m m i t te e |  ** In d e p e n d e n c e ( in  l in e w i t h A f e p - M e d e f  r e c o m m e n d a t io n s) .

Composit ion of  the Board of  Directors’ committees at  31  March 2021

Audit-Finance Committee

4 members / 75% independent 
Guylaine Saucier*,  

Caroline Bois,
Emmanuel de Geuser**,

Jacques-Étienne de T'Serclaes**

Nomination and 
Remuneration Committee

4 members / 50% independent 
Bruno Pavlovsky*,  

Dominique Hériard Dubreuil, 
Olivier Jolivet**,

Gisèle Durand (Orpar)

Corporate  
Social Responsibil ity 

Committee

3 members / 67% independent 
Dominique Hériard Dubreuil*,  

Hélène Dubrule**,  
Olivier Jolivet**

The Rémy Cointreau Group is administered 
by  a  B o a r d  o f  D i r e c t or s  wh ich ,  s i nce 
September 2004, has adopted a governance 
s t r u c t u r e  t h a t  s e p a r a t e s  t h e  r o l e s  o f 
C h a i r m a n  o f  t h e  B o a r d  o f  D i r e c t o r s  
and Chief Execut ive Off icer. Competence 
and exper ience in the f inancia l arena, the 
luxur y goods sector and the management 
o f  l a r g e  i n t e r n a t i o n a l  c o m p a n i e s  a r e  
the select ion cr iter ia for Board members.

The  presence  of  s evera l  member s  who 
a r e  p e r m a n e n t  r e s i d e n t s  i n  v a r i o u s 
o t her  c ou nt r i e s  a l s o  l end s  a  we lc o me 
internat iona l  and cu lt ura l  d i mension to 
the  B oa rd ’s  work ,  e i ther  bec ause  they 
have per formed a role  outs ide of  France 
dur ing thei r career,  or because they hold 
or  have held one or  more appointments 
i n  non-French compan ies .

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



_  E X E C U T I V E  C O M M I T T E E

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

Variable compensation
4 2 . 2 %

-  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 compensat ion
5 7 . 7 %

of  which CSR 
bonus
4 %

Appointed Group Ch ief  Execut ive Of f icer  on 
1  December  2019,  É r ic  Va l la t  set  up a  t eam  
of n ine d i rectors of four d i f ferent nat iona l it ies 
from a range of backgrounds: spir its, cosmetics, 
fashion and accessories, and tableware. The role 
of  th i s  Execut ive C ommit tee i s  to  i mplement 
t he  G r oup’s  s t r a t e g y  for  2 0 3 0 ,  wh ic h  a i m s  
to continue the Group’s transformation, to bui ld 
a more susta inable,  prof it able and responsible 
business model,  based on four st rateg ic levers: 
enhancing the va lue per case,  mov ing towards 
a  c l i ent - c ent r i c  bu s i ne s s  mo de l ,  a c c e le r a t e  
t h e  d e v e l o p m e n t  o f  t h e  f l a g s h i p  b r a n d s  
o f  L i q u e u r s  &  S p i r i t s ,  a n d  i m p l e m e nt  t h e 
" 2025 Sust a i nable  E xcept ion"  plan for  more 
responsible  g row th.

Philippe Farnier
(CEO House
of Rémy Martin
and CSR)

Simon Coughlin
(CEO Whisky 
Division)

Laurent Venot
(CEO, EMEA)

Élisabeth Tona
(CEO Liqueurs  
& Spirits)

Ian McLernon
(CEO,
Americas)

Éric Vallat
(Group CEO)

Nicolas Beckers
(CEO, Greater
China)

Patrick Marchand
(Operations 
Director)

Marc-Henri Bernard 
(Human Resources 
Director)

Luca Marotta
Chief Financial
Officer)
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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

73 %

Liqueurs & Spirits division:
Cointreau, Metaxa, Mount Gay, 

St-Rémy, J. de Telmont, 
Belle de Brillet, The Botanist  

and single malt whiskies

Partner Brands:
Thi rd-par t y brands 

d i s t r ibuted by the Group

€ 7 3 5 . 0 m € 2 4 8 . 3 m € 2 6 . 9 m
i n  net  sa les in net  sa les in net  sa les

LIQUEURS & SPIRITS
HOUSE

OF RÉMY MARTIN

cognac liqueur whisky gin rum champagne
brown  

spirits

UP
PE

R 
LU

XU
RY

UL
TR

A 
PR

EM
IU

M
PR

EM
IU

M
LU

XU
RY

2 4 % 3 %

C ognac : 
Rémy Martin, Louis XIII  

and Brillet

Net sa les by d iv ision

The French family-controlled Rémy Cointreau 
Group boasts a por t fol io of except iona l 
wor ld-renow ned spi r i t s :  R émy M a r t i n  
and Louis XIII cognacs, Cointreau liqueur, 
Greek Met a xa spi r i t ,  Mount  Gay r u m, 
St-Rémy brandy, The Botan ist  g in,  and 
the single malt  whisk ies Bruich ladd ich,  
Por t-Charlot te, Octomore, Westland and 
Domaine des Hautes Glaces. During the 
year, two new Houses were added to this 
portfolio: Maison Brillet (cognac and liqueurs)  
and Champagne House J. de Telmont.

Dur ing the 2020/2021 f inancia l  year,  the 
Group’s net sales total led €1,010.2 mi l l ion 
and current operat ing prof it (COP) came 
to €236.1 mi l l ion.  As such, sa les were up 
by 1.8% and operat ing prof it  wa s up by 
12 .8% on an organ ic  ba si s .  The cur rent 
operat ing marg in s tood at  23 .4%, c lose 
to  the a l l -t i me h ighs of  2018/2019.

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  1 1  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 
(A mer icas,  Europe/M idd le-East /A fr ica , 
A sia -Paci f ic  and Globa l  Travel  Reta i l). 
A l l  these d iv i s ions receive suppor t  f rom 
t h e  h o l d i n g  c o m p a n y.  D e p e n d i n g  o n  
the spi r i t  categor y,  product ion process 
a n d  g e o g r a p h i c  s a l e s  d i s t r i b u t i o n ,  
the Group’s  brands are a l located to one 
of  the fol low ing t wo d iv isions:  "C ognac" 
or  "L iqueurs & Spi r it s".

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".
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C O G N A C

The Cognac division includes the brands of 
the House of Rémy Martin (Rémy Martin 
and Louis XIII) and the House of Bril let. 
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 potential (more than 100 years, 
for some Grande Champagne eaux-de-vie).

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

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

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

In 2020/2021,  the C ognac d iv i s ion accounted for  73% of  the Group’s  tot a l  net  sa les 
and generated 99% of  i t s  i nternat iona l  sa les .  The A mer ica s  (5 4%) and A sia -Paci f ic 
(36%) are the d iv i s ion’s  top cont r ibut i ng reg ions ,  but  Europe /M idd le  E a st /A f r ica 
(10%) a l so of fers  med ium-term grow th potent ia l .

Four Cognac brands share around 85% of the 
world market by volume and nearly 90% by 
value (source: IWSR): Hennessy (LVMH), 
Martell (Pernod Ricard), House of Rémy Martin 
(Rémy Cointreau), and Courvoisier (Suntory). 
Rémy Martin’s market share of cognac shipments 
for all qualities combined is 13% by volume 
(source: BNIC March 2021). Virtually all 
the shipments of the House of Rémy Martin 
are for the superior quality segment (VSOP 
and XO qualities), which accounts for 46% of 
the total cognac market (BNIC March 2021).  
Within this superior quality segment (VSOP 
and XO qualities), Rémy Cointreau now has  
a market share of 28% by volume (source: 
BNIC), up four points compared to March 2020.

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

-  VSOP Fine Champagne;
-  the "intermediate" quality products 1738 

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

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

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

-  QS ("Qualité Supérieure"), covering all the 
VSOP and QSS labels;

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

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

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

T h e  p a r t n e r s h i p  m a i n l y  c o n s i s t s  o f  
a cooperat ive,  A l l iance Fine Champagne 
(A FC),  whose members mana ge around 
6 0 %  o f  t h e  G r a n d e  C h a m p a g n e  a n d  
Petite Champagne vineyards, v ia different 
t y pes of  col lect ive and ind iv idua l  long-
term 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 Cointreau Group, once the eaux-de-vie  
covered by these a greements  have been 
produced and have passed quality control.  
A ny  cont ra c t u a l  com m it ment s  no t  ye t 
produced are d isclosed in the of f-ba lance 
sheet  commitments .

_  C O G N A C  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 "

_  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

_ C O G N A C  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 4 %

XO
8 %

VSOP
3 8 %

Asia/Pacific Current operating 
profit

Americas

Current operating 
margin

Europe
Middle-East
Africa

G lob a l  c o g n a c  sh ipment s  by  q u a l i t y 
(Source:  bnic)

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

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

2
0
2
0

2
0
2
0

38.8%

46.2%

15.0%

2
0
2
1

2
0
2
1

36.4%

54.1%

9.5%

27.1%

30.1%

€735.5m

€199.5m

€735.0m €221.0m
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The Liqueurs & Spir its d iv ision is made 
up of 12 spir it brands in categories such  
as liqueurs, brandy, gin, single malt whisky, 
rum and champagne. Within each category, 
t he  w i ne s  a nd  s p i r i t s  h ave  p a r t i c u l a r 
characterist ics, the main one being that al l 
the brands are produced in their country  
of  or ig i n,  of ten w ith k now-how pa ssed  
down through generat ions:

-  C ointreau, an orange peel l iqueur and 
Bel le de Bri l let, a Wil l iams pear l iqueur;

-  Metaxa, a Greek brown spir it, produced 
from a blend of wine dist i l lates and aged 
Muscat wine;

-  Mount Gay, a rum from Barbados;

-  St-Rémy, a French brandy; 

-  The Botanist, a gin from the Isle of Islay 
(Scotland);

-  Bruichladdich, Port Charlotte and Octomore, 
three brands of single malt Scotch whisky 
from the Isle of Islay (Scotland);

-  Domaine des Hautes Glaces and its range 
of single malt whiskies produced in the 
heart of the French Alps;

-  West land and it s  range of  s ingle  ma lt 
whiskies produced in the state of Washington,  
U.S.;

-  J. de Telmont, a winegrower’s champagne 
located in Damery, France.

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

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

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

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

L I Q U E U R S  
&  S P I R I T S

The Group’s Liqueurs & Spirits brands do not have significant 
sourcing or production constraints. Consequently, the Group 
purchases the necessary ingredients (barley, oranges, aromatics, 
sugar cane, grapes, etc.) for the eaux-de-vie distillation process, 
uti l ising the specif ic know-how of each brand. The Group’s 
master disti l lers and blenders then take care of the ageing 
and blending of the eaux-de-vie as required.

The Rémy Cointreau Group also sub-contracts part of its 
bot t l ing operat ions to other companies located abroad,  
in particular Greece for the production of Metaxa, for al l 
markets. Sub-contracting represents 15% of the total volume 
of Group brands.

T h e  p r o d u c t i o n  o f  
Cointreau liqueur and the 
St-Rémy brandy range is 
located in St-Barthélémy 
d’Anjou (on the outskirts 

of A ngers).  This site a lso carr ies out 
bot t l i ng operat ions for  other Group 
brands. It comprises distilling facilities, 
fer ment a t ion  ce l l a r s ,  l abora tor ies ,  
a packaging complex, off ices, a visitor 
and recept ion cent re.

W e s t l a n d  D i s t i l l e r y 
(U.S.),  located in South 
D o w n t o w n  S e a t t l e  i n 
the state of Washington, 

get s  i t s  ma lt  f rom producers  i n  the 
ter roi rs  of  the Paci f ic  Nor th-West .

The Domaine des Hautes Glaces ,  located in the hear t  of  the Tr ièves reg ion of  the A lps ,  
is a mountain farm/dist i l lery which combines French know-how (dist i l l ing with tradit ional 
C ha rente  s t i l l s)  a nd  i n g red ient s  f rom loc a l  producer s .  The  suppl ie s  of  ba r ley,  r ye  
and spelt  (organ ica l ly  g row n) come exclusively f rom growers in the A lps .

Founded in 1912, the Champagne House 
J. de Telmont is a century-old fami ly 
house located in Damery, near Epernay 
on the hi l ls of the Marne Valley. It is 
one of the last family-owned vineyards 

in Champagne and is based on a very demanding 
environmental commitment. Since 2017, more than 
a third of the grapes harvested are "AB" certif ied 
(organ ica l ly  produced) or  are in the process  
of being converted.

Mount Gay rum is produced at the distillery 
of the same name, located close to Mount Gay 
in the north of the island of Barbados, in the 
parish of Saint-Lucy. The storage cellars in 
which the casks of rum are aged are also located 

at this historic site. Since January 2015, an additional  
134 hectares of agricultural land at this site have been 
devoted to the farming of sugar cane. Mount Gay Distilleries’ 
head office and bottling facilities are located in Brandons, 
close to the port of Bridgetown in the south of the island.

A s  pa r t  o f  i t s  " t er ro i r "  po l ic y,  the  Hou se  of 
Metaxa acquired a 1.2 hectare wine proper ty on 
the i s land of  Samos,  located at  the hear t  of  the 
i s land ’s  muscat  v ineyards .  Muscat  w ine i s  an 
essent ia l component in Metaxa’s signature taste.

The Br u ich la dd ich d i s t i l ler y  i s  loca ted on the  I s le  of  I s l ay  i n  Scot land,  one  of  the 
world ’s  most  icon ic  locat ions for  the product ion of  s ingle  ma lt  Scotch wh isk ies .
The product ion operat ion (d i s t i l l i ng ,  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  s ite  created in 1881.  In M arch 2018 ,  the acqu isit ion of  around 15 hectares 
of  a gr icu lt ura l  land wa s s igned.  Th is  a gr icu lt ura l  land adjoins  the d i s t i l ler y,  and w i l l 
ma in ly be devoted to g row ing barley and t r ia l l i ng d i f ferent  var iet ies .

Angers (France)

Seattle (USA)

Trièves (France)

Damery (France) Brandons and St-Lucy (Barbados)

Samos (Greece)

Isle of Islay (Scotland)
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In 2020/2021, Par tner Brands accounted for 3% of the Group’s tota l  net sa les.

This category includes brands belonging to other operators in the Wines & Spirits 
sector.  These are d ist r ibuted by Rémy C ointreau under globa l agreements or 
agreements l imited to a par t icu lar countr y or reg ion.

Fol lowing the non-renewal of many d ist r ibut ion agreements in recent years (as 
par t of the Group’s move upmarket), the brands st i l l  d istr ibuted (as of 31 March 
2021) are Passoã l iqueur and cer tain spir its of the Wi l l iam Grant & Sons Group.

Par tner  Bran ds

In 2020/2021, the Liqueurs & Spirits division accounted for 24% of the Group’s total net sales. 
The Americas (50%) and Europe/Middle-East/Africa (38%) are the top contributing regions 
in the division. Although smaller (12%), Asia-Pacif ic represents a signif icant development 
opportunity for the division in the coming years.

_  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

Americas

Current operating 
margin

Europe
Middle-East
Africa

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

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

2
0
2
0

2
0
2
0

45.4%

42.9%

2
0
2
1

2
0
2
1

12.0%

50.0%

38.0%

14.3%

13.3%

€261.9m €37.5m
€248.3m €33.0m

11.8%



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 
creat ion st rateg y a imed at developing it s 
upmarket brands in the high-end segments 
of  the globa l  markets ,  wh ich of fer  h igh 
grow th and earn ings potent ia l .  O ver the 
past  15 years,  the implementat ion of th is 

st rateg y has led the Group to sel l  brands 
and other assets deemed less su ited to it s 
va lue creat ion st rateg y and to t ake f u l l 
control of it s  d ist r ibut ion in key markets 
(ex it  f rom M a x x ium in Apr i l  20 09).

S i 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  ver y  a ppr opr i a t e  p l a c e  t o 
b e :  e x c e p t i o n a l  s p i r i t s  a r e  e n j o y i n g  
an at t ract ive dy namic (+8% grow th per 
y e a r  on  av er a g e ,  c o mp a r e d  w i t h  + 4%  

_  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 2010

Internat ionnal  spir i ts Except ional  spir i ts

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

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

0.4% +3.4%

3.4% +7.0%

5.3%

31.7%

59.3%

+8.8%

+6.0%

+3.1%

market value split per price  
segment (in value)

cagr 2010-2020
(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 0 b i l l io n .

9.0%
€ 16bn +7.8%
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I n  a dd i t ion,  Rémy C oi nt reau  Group bra nds  belong to  c a tegor ies  of  spi r i t s  (such 
a s  cog nac,  s i ngle  ma lt  wh i sk y,  dark r u m or  g i n)  that  have benef i t ed f rom s t rong 
moment u m (+ 6 . 2% per  ye a r  on  avera ge  du r i n g  the  20 0 0 / 2020  per iod ,  a nd  +7.0 %  
at the end of 2019 before the impact of the pandemic). The internat iona l spi r its market 
g rew + 4.7% on avera ge over the la st  t went y years  (+5 .2% at  the end of  2019).

Beyond the changes observed in the context 
of  the  C ov id-19 pandem ic  (wh ich have  
ma in ly accelerated pre-ex ist ing t rends), 
c o n s u m e r s  o f  h i g h - e n d  s p i r i t s  h a v e 
changed in recent years. More connected, 
f rom the upper midd le  c la sses ,  younger 
– mi l lenn ia l s  of  generat ions Y and Z –  
they seek knowledge of the spirits, history, 

s avoi r -fa i re  a nd  d i f ferent i a t ion ,  wh i le 
i nc r e a s i n g l y  dem a nd i n g  t r a n s p a r enc y 
on product  qua l i t y.  Our c l ient s  a re a l so 
lo ok i n g  for  a  mor e  conven ient  way  o f 
buying our spirits (growth of e-commerce),  
a s  wel l  a s  more  ser v ices ,  a n  en ha nced 
shoppi ng ex per ience and a  t a i lor-made 
of fer ing.

Correspondingly, these categories offer very attractive valuation levels ("value per case"): 
cognac, single malt whisky and l iqueurs are the categor ies of spir its with the highest 
value per case on the market. As a result, the average value per case of the Group’s brands 
portfolio was nearly €500, compared to just over €100 for the international spirits 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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256 243 225 209
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6989

62 55
24

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

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

Internat ional  spir i ts  market Rémy Cointreau Group 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 .

*  Obser ved in recent years but pending 
w i t h t h e C ov i d-19 p a n d e m ic .cognac single-
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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 commercial or 
administrat ive of f ices in many countr ies, 
including the USA (primari ly New York), 
C h i n a  ( S h a n g h a i  a n d  H o n g  K o n g ) , 
Singapore, Russia and the United Kingdom 
(L ondon and Gla sgow).  The Group does 
not  ow n any premises  i n  these count r ies 
and therefore uses  lea sing cont ract s .

Moreover, the headquarters of Rémy Cointreau, 
which includes most of the Group’s central 
ser v ices ,  i s  ba sed in rented premises  at 
21 bou levard Haussmann,  Par i s .

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

Group

€1,010.2M
i n  net  sa les

_  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

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

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

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

O rg a n ic  s a le s  g row th 
for the zoneAmericas
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+7.8%

+1.8%

+18.6%

+7.9%

-5.8%

-21.7%

-11.2%

-2.9%

-21.6%*

€522.0M €189.0M 299,2 M€

52% 19% 29%

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

of  Group sa les of  Group sa les

*   O r g a n ic  d e c l in e l a r g e ly  a t t r ib u t a b l e to t h e e x p i r y  o f  Pa r t n e r  B r a n d 
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 .
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Singapore

Barbados

Seatt le

Samos

Col  AccariasCognac
Angers

Miami

Athens

London Moscow

Geneva
Frankfurt

Johannesburg

Tokyo

Shanghai

Taiwan
Hong Kong

Kuala Lumpur

Brussels
Paris

Glasgow

New York

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 commercial or 
administrat ive of f ices in many countr ies, 
including the USA (primari ly New York), 
C h i n a  ( S h a n g h a i  a n d  H o n g  K o n g ) , 
Singapore, Russia and the United Kingdom 
(L ondon and Gla sgow).  The Group does 
not  ow n any premises  i n  these count r ies 
and therefore uses  lea sing cont ract s .

Moreover, the headquarters of Rémy Cointreau, 
which includes most of the Group’s central 
ser v ices ,  i s  ba sed in rented premises  at 
21 bou levard Haussmann,  Par i s .

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

Group

€1,010.2M
i n  net  sa les

_  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

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

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

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

O rg a n ic  s a le s  g row th 
for the zoneAmericas
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€522.0M €189.0M 299,2 M€

52% 19% 29%

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

of  Group sa les of  Group sa les

*   O r g a n ic  d e c l in e l a r g e ly  a t t r ib u t a b l e to t h e e x p i r y  o f  Pa r t n e r  B r a n d 
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 .
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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

The por t fol io  s t rateg y consi s t s  i n  a ss ign ing a  role 
to each Group brand to ma x imise the Group’s  va lue 
p er  c a s e  a nd  g r o s s  m a rg i n .  The  pr ior i t y  for  t he 
most  prof it able  brands w i l l  thus be to  s tep up thei r 
grow th (dr iven by increased investments),  whi le the 
less  prof it able  w i l l  have prof it abi l i t y  i mprovement 
t a rg e t s  ( by  g r a du a l l y  r e fo c u s s i n g  t hem on  t he i 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 i nable 
and prof it able  g row th. 

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  
digital channels, own stores or its network of "Private 
Cl ient  Di rectors".  To do th i s ,  i t  must  i mplement or 
strengthen the tools that wi l l enable it to communicate 
w ith,  educate,  ret a in and sel l  d i rect ly to i t s  c l ients .

Hav ing def ined it s  va lues (Ter roi rs ,  People,  Ti me 
and Except ion) 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 a l l the 
brands’ packaging, and a gradual reduct ion 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 fami ly-owned Group, Rémy Cointreau 
is a people-centr ic company. It has the utmost respect 
for  the women and men who compr ise i t  and who, 
through their know-how and commitment, contribute to  
the success of the Group and its strategy. Its ambit ion 
is to become even more inclusive, whether in terms  
of the representat ion of women, ethnic d iversit y or 
age within the decision-making bodies.

Last ly,  thanks to its posit ioning in the except iona l 
spir its market, the Group is fu l ly aware of its duty 
to set an example regarding responsible consumption. 
Accordingly, the Group promotes occasional consumption 
to celebrate except ional moments, with moderat ion. 

Enhancing  
the value per  case

Accelerate the development of  the Liqueurs  
& Spir its  priority  brands

Moving from a  cl ient- centric  culture 
to a  cl ient- 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 (accelerated 
u p g r a d i n g  o f  t h e  b r a n d 
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.

S i nce  D e cemb er  2 019  t he 
Group has moved on to a new 
s t ep  i n  i t s  va lue  s t ra t eg y, 
which consists in optimising 
i t s  p o r t f o l i o  s t r a t e g y  t o 
bu i ld  a  more  su s t a i n a ble , 
prof i t able  and responsible 
business  model . 

B ec ause  such  a n  i n- depth 
transformation takes time, the 
Group has set  i t s  t argets at 
2030. This t imeframe is a lso 
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 
s o m e  o f  i t s  b r a n d s ,  s u c h  
a s  Rémy M ar t in XO.

_  F O U R  S T R A T E G I C  L E V E R S

The Group has thus set itself 
f ive transformation targets 
for  2030 : 

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

-   an increased propor t ion 
of "intermediate" qualities 
( 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 M artin;

-   an increased contribution 
from the Liqueurs & Spirits 
division  within the Group 
and a shar p i mprovement 
in i t s  prof i t abi l i t y ;

-   s u p e r i o r  p r i c i n g  f o r 
a l l  b r a n d s  w i t h i n  t he i r 
respect ive categor ies;

-   d eve lo p me nt  o f  d i g i t a l 
c h a n n e l s  t o  r e p r e s e n t 
20%  of  the Group’s  sa les .

A n  a m b i t i o u s  a n d 
r e s p o n s i b l e  s t r a t e g y  
for  203 0

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.

Some brands  have  accord i ngly  been ident i f ied  a s 
pr ior i t ies  to  cont r ibute  to  the  Group’s  prof i t 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.
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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.)

-  64% of our agricultural raw materials are 
"responsible and sustainable agriculture"  
certified

-  100% of our winegrowers within the Cognac 
AOC are committed to "High Environmental 
Value" agriculture

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 in 
the long term

Employees

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

-  Close to 20,000 hours of training (despite the 
pandemic)

Government

-  €78 million paid in corporate income tax in 
2020/2021 (tax rate: 35%)

Civ i l  society

-  €1 million (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

-  Significant increase in dividends to €1.85 in 
2020/2021 

-  Stock market capitalisation up nearly €5 billion 
over the last five years (at 31 March 2021)

L ocal  communit ies

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

Suppl iers

-  Alliance Fine Champagne: 2.25% shareholder  
of Rémy Cointreau

-  Partner training provided by our agronomists 
(sustainable agriculture)

A portfolio of 14 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

Adding value to 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 (stores, 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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The 2020/2021 f inancial  year  was the f i rst  year  of  the 2030 strategic  plan announced  
in  June 2020. Despite  the environment marked by the pandemic , the Group was able  
to  implement the pi l lars  of  i ts  medium-term strategy and achieve a  year  ful l  of  promises, 
both in  terms of  sales  and operating profits .

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

_  I N C R E A S E D  C O N F I D E N C E  I N  2 0 3 0  G U I D A N C E

A mbitious ye t  conf ir m e d f inancial  an d non-f inancial  targe ts:

In a st i l l  f rag i le and uncer ta in publ ic hea lth, 
econom ic  a nd geopol i t ic a l  env i ron ment ,  the 
Rémy Cointreau Group has emerged stronger 
from the Covid-19 crisis.

Thus, for 2021/2022, the Group is conf ident in 
its abi l ity to continue to win market share in the 
exceptional spirits sector. In particular, it expects 
an excel lent start to its f inancial year, supported 
by a very favourable basis of comparison, shipment 
phasing effects, and new, structurally more buoyant 
consumer trends in the United States.

Being ahead in the roll-out of its 2030 strategic 
plan and g iven the favourable environment,  
the Group has decided to revise up its investments 
in communication to support its brands through 
the recovery and boost their medium-term growth 
potent ia l  by developing brand awareness and 
at t ract iveness .  The expected good grow th in 
current operat ing prof it wi l l a lso be tempered 
by currency effects est imated at between -€16 
and -€20 mi l l ion, and a scope effect est imated 
at -€2 mi l l ion.

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

To achieve this, Rémy Cointreau will pursue its value strategy and its construction of a business model 
that delivers both profitable and responsible growth.

In recent months, in an env ironment marked by 
the pandemic,  Rémy C oint reau ha s benef ited 
f rom an accelerat ion of  pre - ex ist ing trends 
that support the 2030 strateg y announced in 
June 2020: the rise of mixology and consumption 
a t  h o m e ,  t h e  o u t p e r f o r m a n c e  o f  h i g h - e n d 
s p i r i t s ,  t h e  s t r o n g  g r o w t h  o f  o n l i n e  s a l e s  
and the g row ing interest  i n  cor porate  socia l 
and env i ronment a l  responsibi l i t y.

A s par t  of  i t s  " 2025 Susta inable Exception"  
plan, the Group aims for sustainable agriculture 
i n  a l l  t e r r o i r s  i n v o l v e d  i n  t h e  p r o d u c t i o n  
of  i t s  spi r i t s ,  a s  wel l  a s  a  25% reduct ion in 
carbon emissions (Scopes 1 & 2 ,  in absolute 
terms)  and 30% (Scope 3,  in relat ive terms)  
by 2025. This is a f irst step towards the Group’s 
"Net Zero carbon" ambit ion  for  2050.

7 2 %

1 0 0 %

3 3 %

2 5 % 3 0 %

gross  marg in

susta inable 
a gr icu lt ure

current operating  
margin

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

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

Financia l  targets  to 2030 *

" 2025 Susta inable Exception" Plan

"Ne t zero car 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

* B a s e d o n r a te s  a n d s co p e f o r  20 19/ 20 20 .



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  bu i lt  a round the three key pi l la rs  of 
our signature:

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

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

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

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 
SD G s ,  we  h ave  now ident i f i e d  t he  10 
major  cha l lenges fac ing the Group,  the 
r i sks  a s soc i a t ed  w ith  these  cha l lenges 
and the ind icators  that  w i l l  enable  us  to 
monitor thei r  development in the future. 
I n  some  c a ses ,  the  G roup  ha s  a l r e a dy 
com m it ted i t se l f  by  set t i ng t a rget s  for 
i mprovement .

The t arget s  cover SDGs 6 ,  8 ,  12 ,  13 and 
15,  wh ich are used a s  C SR per formance 
c r i t e r i a  t o  c a l c u l a t e  t h e  E x e c u t i v e 
C ommit tee’s  var iable  compensat ion.

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

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 .

SDGS CHALLENGES
RISKS RELATING  
TO THE CHALLENGE

RISK INDICATORS
(QUANTIFIED TARGETS/
PROGRESS PLAN)

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

Clean water  
and sanitation

Water management Water availability/ 
Water quality

Water consumption CEO of the House
of Rémy Martin and CSR

Decent work  
and economic 
growth

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

Turnover  
and absenteeism

CEO of the Whisky 
Division

CEO of the House
of Rémy Martin  
and CSR

CEO Liqueurs & Spirits,
CEO Greater China,
Operations Director

CEO of Maison 
Rémy Martin and of 
CSR, CEO of Liqueurs  
& Spirits and CEO
of the Whisky Division

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

LIFE
ON LAND

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION

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

  Personal safety   Crisis 
management 
and business 
continuity

  Climate  
risk
  Ethics  
and compliance

  Market and 
geopolitical risks

  Environmental 
risks
  Responsible 
consumption
  Liquidity, tax  
and currency

  Talent 
management

  Governance and 
shareholding

  Fraud
  Quality

  Innovation  
and customer 
tastes

  Dependence 
on the Cognac 
business

  Reputational risk
  Legal and 
regulatory risk
  IT & Digital

   Sourcing
  Key asset losses
  Partners' 
concentration
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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

R émy C oi nt r e a u  sh a r e s  h ave  r i s en  by 
136% over the pa st  f ive years ,  ref lected 
in an increase of  nearly € 5 bi l l ion in the 
market capital isat ion. This value creat ion 

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

conf irms the relevance of the strategy put 
in place by the Execut ive C ommit tee and 
i mplemented 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.

31/03/2016 31/03/2017 31/03/2018 31/03/2019 31/03/2020 31/03/2021

50

60

70

80

90

100

110

120

130

140

150

160

170

Performance over the past  
f ive years:  +136%

€1.10

2005
2006

€0.90
€1.00

2003
2004

€1.20

2006
2007

€1.40

2012
2013

€1.27

2013
2014

€1.53

€1.85

2014
2015

€1.60

2015
2016

2002
2003

2016
2017

€1.65

€1.00

2017
2018

2001
2002

2004
2005

2018
2019

2019
2020

2020
2021

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%

39.03 %

42.11 %0.48 %

71.80 %

14.94%2.25%

28.20%1,19%

At 31 March 2021
(% equity interest)

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

100%
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A foundation that promotes the transmission 
of expertise and excellence

By supporting craftsmen and -women over the 
last four years, the Fondation Rémy Cointreau 
act ively cont r ibutes to a phi lanthropic 
project; indeed, artisanal expertise is one 
of the key qual it ies making our terroirs  
so appealing. It intends to continue to further 
this vision by renewing its support for the 
promotion, development and transmission 
of the knowledge of excellence,  and by 
stimulating and inspiring artisans. In these 
uncertain circumstances, the need to come 
together around these values and to share 
them has become even stronger. That is why 
the Fondation Rémy Cointreau is stepping up 
its initiatives to fulfil its role of promoting  
the ar ts and craf ts:  it  i s  embracing new  
ski l ls of excel lence with cabinet making, 
embroidery, wax sculpture, as well as successful 
staff and project coordination, reflected in the 
opening of the Maison Talents & Violon'celles 
and the creation of the "Bourse des métiers 
orphelins" in cooperation with The Craft Project. 

With high regard for tradition and ancestral 
s avoi r- f a i re ,  t he  fou nd a t ion  supp or t s  
the artisans of today and tomorrow, who strive 

to develop their pract ice with pioneering 
invent ions whi le respect ing its her itage.  
I t  suppor t s  the  t e a ch i n g  a nd  t ra i n i n g  
of  fut ure cra f t speople ea ger to acqu i re  
a skill. This skill or technique evolves over 
time, in step with the individual’s activities 
and personal appropriation of the art. This is 
called embodied knowledge. The challenges 
of t ransmission are crucia l for ar t isans;  
it will help this technique to become a stimulus 
for creativity and innovation. To secure the 
ancestral knowledge of artisans, transmission 
that perpetuates the art  l ies at the core  
of the foundation’s commitment.

The selection of artisanal projects is based on 
nine carefully selected criteria: exceptional 
craftsmanship, mastery of rare expertise, 
quest for innovation, determination to pass on 
expertise, aesthetics, continued existence of the 
profession, heritage, passion and commitment, 
and, lastly, resonance.

T H E  F O N D A T I O N 
RÉMY COINTREAU
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Luci le Viaud ,  a  seaweed gla ssmaker,  created her stud io in 2015.  
She specia l i ses in mak ing gla ss f rom natura l  resources and loca l 
by-products. The fol lowing year, she joined the Atel iers de Par is as  
a designer and founded her brand Ostraco. The Fondation Rémy Cointreau 
supports her by helping her to acquire raw mater ia ls.

In 2009, Steven Leprizé created the ARCA workshop (Atelier de Recherche 
et Création en Ameublement) in cabinetmaking and joinery. In particular, 
he invented "AirWood", a technique that involves apply ing a wooden 
inlay to a f lex ible mater ial, a l lowing the wood to become distor ted 
through air inject ion. The foundat ion has enabled him to purchase  
a planer to replace the faulty one in his workshop.

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

Five of the 21 artisans supported joined the Fondation Rémy Cointreau 
during the 2020/2021 financial year:

Lucile Viaud,  
seaweed glassmaker

Steven Leprizé,
cabinetmaking and joinery

Mona Oren, 
wax sculptor

Pierre Salagnac,  
art bronzer, sculptor and illustrator

William Amor,
ennobler of forsaken materials

Wax sculptor Mona Oren has a unique know-how. She pushes her craft 
to the l imit by making thin sheets of wax, just 1 to 2 mil l imetres thick.  
In the course of several months, a delicate tulip takes shape. She creates 
three-dimensional works that are then placed in d i f ferent set t ings. 
The foundat ion helps her to acquire raw mater ia ls and equipment for 
her workshop.

Pierre Salagnac  is an ar t bronzer, sculptor and i l lustrator. Bronze 
bonsa i  have become h i s  spec ia l i t y  and embody the  v i r t uos i t y  of 
his craf t – a combinat ion of tradit ional and innovat ive techniques.  
He became co-director of The Craft Project, alongside Raphaëlle le Baud.  
The foundation helps him to acquire various pieces of equipment.

Winner of the Prix de la Création des Ateliers de Paris in 2019, William Amor 
is an ennobler of forsaken mater ia ls: he sees waste as a mater ia l for 
creat ion. He founded L es Créations Messagères  in 2015, and became  
a resident of Les Atel iers de Par is in 2017. The Foundat ion supports 
him with the acquisit ion of steel dies and cutters, and f loral ornament 
tools. 

During the first stage of support, the Fondation 
Rémy Cointreau invests in the tools and 
equipment essential to the practice of these arts 
and crafts in order to produce work that truly 
ref lects the remarkable skills these artisans 
have mastered. The second stage of support 
involves the promotion of learning and training 
to further build on the first stage of support. 

The foundation supports the arts and crafts. 
The contemporary value of these skills has 
been proven many times over and attests to the 
great creativity and innovation of our artisans. 
Artistic heritage is a virtue to be passed down 
for the benefit of all.

The foundation wished to address the need 
expressed by the Institut National des Métiers 
d'Art by supporting the 20th edition of the Prix 
Avenir Métiers d'Art (Future of Arts and Crafts 
Prize) in 2021-2022. Organised by INMA since 
2002, this prize is the only one that rewards 
young people training to become artisans.  
It aims to encourage future professionals in 
these trades born from passion, and to support 
them in their future careers. 

The  fou nd a t ion  h a s  j o i ne d  T he  C r a f t 
Project association to develop and promote 
the t ransmission of  the ar ts  and cra f t s .  
It contributed to the creation of the "Bourse 
des Mét iers Orphel ins" (Orphan Craf ts 
Grant), which enables the transmission of 
forgotten skills. The first grant, for which the 
Fondation Rémy Cointreau is the main sponsor,  
was awarded to Guillaume Catay, a bookbinding 
graduate from the École Estienne. The Orphan 
Craf t s  Grant w i l l  a l low h im to f inance  
his training with Jean-Luc Bongrain, the last 
French edge gilder, who retired in 2018.

To mark the opening of the Maison Talents  
& Violon’celles at 62 rue de Rome in Paris,  
the Fondation Rémy Cointreau is participating 
in the creat ion and coord inat ion of  the 
inst ruments and bow-mak ing workshop  
ava i lable  to  profess iona ls  i n  res idence. 
The foundation will also participate in the 
committee that selects the various projects.

_ PRIX AVENIR MÉTIERS D'ART - 
INMA

_ BOURSE AUX MÉTIERS 
ORPHELINS - THE CRAFT 
PROJECT 

_ OPENING OF THE MAISON 
TALENTS & VIOLON’CELLES
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THE YEAR OF THE 
BRANDS IN 2020/2021

The acquisition of the Brillet cognac house, a long-established  
family enterprise, was an opportunity for the Rémy Cointreau 
Group to add 50 hectares in Petite and Grande Champagne  
to its vineyards and to include Belle de Brillet – a pear and cognac 
liqueur that will be revived internationally – in its portfolio. 

With the acquisition of Telmont, the Group expands its portfolio  
with an artisanal champagne that boasts tremendous growth 
potential and shares the same values of terroir, expertise and 
longevity as its other brands.

Despite the public health crisis, the House of Rémy Martin  
has completed most of its projects, in particular the construction 
of the new administrative building "Assemblage" next to Cognac. 
It also forged ahead with its CSR actions: in-house training  
by the We Care Academy, the continuation of High Environmental 
Value (HVE) certification and the BEE (Biocontrol and Ecosystem 
Balance) project, and the discontinuation of gift boxes for 
part of its portfolio. Downstream, the House strengthened its  
communication investments backing the Rémy Martin and 
Louis XIII brands, while strongly developing its presence 
on social networks and online sales. This agility has ignited 
upward growth.

The brands of the Liqueurs & Spirits division also had to adapt 
to the circumstances to offset the impact of the shutdown of bars 
and restaurants around the world. With its flagship cocktail 
as a figurehead – the "Original Margarita" – Cointreau has 
shifted its actions to promote at-home mixology, a trend that 
has proved popular in the United States, the United Kingdom 
and Australia. Despite the collapse of travel retail, St-Rémy 
brandy successfully launched its new "Signature" expression in 
Canada. Metaxa continued to expand into new markets, while 
supporting its long-standing partners in Greece through original 
operations on social networks. At Mount Gay, the iconic Eclipse 
rum showed consistent success pending the postponed relaunch 
of Black Barrel and Mount Gay XO. Progressive Hebridean 
Distillers benefited from the resilience of the single-malt whisky 
category and their lead in online sales. The Botanist gin, in turn, 
built on the success of its "Wild – A State of Mind" campaign. 
Meanwhile, Westland's reputation has spread to Europe, and 
Domaine des Hautes Glaces opened its new distillery 10 years 
after its creation.

Two new brands enhanced the Rémy Cointreau Group’s 
portfolio in 2020/2021: Maison Brillet and Telmont.



Financia l  year 2020/2021 wi l l  a lways be 
associated w ith the globa l hea lth cr isis .

In these extraordinary circumstances, the 
House’s performance varied by region, but 
conf irmed Rémy Mart in’s sol id ity and the 
relevance of our long-term value strategy. 

T h e  d i f f i c u l t  c o n t e x t  s h o w c a s e d  t h e 
resi l ient culture of the House and its men 
a nd women by  cha l leng i ng  ou r  a g i l i t y  
a nd  a d a p t a b i l i t y.  M o s t  pr o j e c t s  wer e 
s u c c e s s f u l l y  c o m p l e t e d ,  s u c h  a s  t h e 
const ruct ion of  our new admin ist rat ive 
bui lding in Merpins, cal led "Assemblage", 
w h i c h  b e g a n  t o  f u l f i l  i t s  p u r p o s e  o f 
"a ssembl ing" or gather ing employees in 
May 2021.

By changing everyone’s 
out look on the world, 
t h e  h e a l t h  s i t u a t i o n 
confirmed the relevance 
and bolstered the power 
of our vision of luxury for 
the House: "Sustainable 
Exception" that respects 
t he  env i r on ment  a nd 
people.

Today more than ever, 
C o r p o r a t e  S o c i a l 
Responsibi l it y courses 
through our veins and 
constitutes the lifeblood 
of the House. L ike our 
d i s t i l l e r y  a t  Ju i l l a c - le - C o q,  l au nche d  
in 2018 on a grav it y-assisted site – one 
tha t  i s  env i ron ment a l ly  f r iend ly  wh i le 
a lso producing h igh-qual it y eaux- de-vi e  –  
we strive to make all our decisions through 
t he  len s  o f  pr o t e c t i n g  p e ople  a nd  ou r 
terroi rs . 

To this end, we have developed a training 
prog ra m me –  the  We C a re  Ac a demy –  
wh ich  a i m s  t o  i n s t i l  a l l  R émy M a r t i n 
employees with a CSR at t itude to achieve 
our carbon reduction targets, in particular. 
A  c o r p o r a t e  p r o j e c t  i n s p i r e d  b y  t h e 
Rémy M ar t in "Team up for the Future" 
campaign was created to t ransform our 
work i n g  method s  a t  the  deepes t  leve l : 

establ ishment of a project rat ing system, 
making eco-design a st r ict  requi rement, 
developing shared-va lue projects in our 
markets,  and more.

Upstream, the roll-out of High Environmental 
Va l u e  c e r t i f i c a t i o n s  t o  o u r  A l l i a n c e 
Fine Champagne w inegrowing par tners 
c o n t i nu e d ,  w i t h  3 5  " C e n t a u r s  o f  t h e 
Env ironment" awards presented to newly 
cer t i f i e d  p a r t ner s .  Th i s  fou r t h  awa r d 
ceremony was held under the patronage 
of  the French M i n i s ter  of  A gr icu lt ure, 
M r Jul ien Denormandie,  who honoured 
us by coming to obser ve the innovat ive 
pract ices of the House dur ing a tour of 
our Jui l lac-le-Coq faci l ity in March 2021. 

This support is a highly 
symbolic recognition of 
our commitment and a 
powerful encouragement 
for  our  busi ness .  The 
House of Rémy Mart in 
continues to play a leading 
ro le  a nd  t o  move  the 
region forward. We have 
set ourselves ambit ious 
targets: 70% of certif ied 
par tner areas in 2024, 
and 100% in 2028. 

Through HVE certification, 
the House encourages the 
principle of cont inuous 
i m p r o v e m e n t  o f  o u r 
e c o l o g i c a l  f a r m i n g 

practices, and the consideration of cl imate 
change. It tries to push back the limits, day 
af ter day, through fu l l-sca le exper iments 
in the E states – whether w ith resi st ant 
g r a p e  va r ie t i e s  or  t h r ou gh  b io cont r o l  
(the Biocontrol  and E cosystem Ba lance 
project, a new experiment in the Charente 
region, carried out as part of the Ecophyto 
2 plan).

Downstream, the long-term value strategy 
requi res mainta in ing st rong investments  
to enhance the brand awareness and 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 our clients.

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

€ 7 3 5 . 0 M

3 0 . 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
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In f inancial year 2020/2021, Rémy Martin 
recorded an acceleration in its performance 
i n  t h e  Un i t e d  S t a t e s  a n d  t h e  Un i t e d 
K i n g do m ,  b o l s t e r e d  b y  e xc e p t i o n a l l y 
st rong demand in the home consumpt ion 
market .  The economic recover y in China 
was a lso accompanied by a major upturn 
in our sa les  i n  th i s  s t rateg ic  market .

D ur i ng the  f i r s t  lockdow n,  f rom Apr i l 
t o  Ju ly  2 0 2 0 ,  R émy M a r t i n  r em a i ne d 
act ive on socia l net works with its week ly 
ser ies "Stay Home with the team", "Home  
with a v iew" and "Home Cocktai ls". These 
creat ive in it ia t ives  generated more than 
50 mi l l ion v iews,  t ra f f ic  to  remy mar t in.
c o m  i nc r e a s e d  b y  mo r e  t h a n  10 0 . 8 % ,  
and onl ine sa les in the US grew by 258%.

I n  Ju ly  2 0 2 0 ,  R emy M a r t i n  USA a nd 
A mer ican chef Kwame Onwuachi teamed 
u p  t o  p r o d u c e  a  s e r i e s  o f  f o u r  v i d e o 
t ut or i a l s  c a l le d  "F l avor  by  the  G r i l l".  
These tutorials revisited traditional barbecue 
rec ipes ,  accompan ied by Rémy M a r t i n 
VSOP and 1738 Accord Royal. Broadcast 
on social, digital and telev ision platforms, 
t h e  p r o g r a m m e  h a s  b e e n  w a t c h e d  
by mi l l ions of A mer icans, and its success 
ha s exceeded a l l  ex pectat ions . 

A lso in the United States ,  Rémy M ar t in 
cont inued i t s  par tnersh ips in the world 
of  music ,  notably in col laborat ion w ith 
t he  r a pp er  6 L ACK a nd  t he  " G r ou nd ’s 
Melody" ser ies.  A n ode to loca l cu ltures, 
these product ions per fect ly  embody the 
theme of  our "Team Up For Excel lence" 
campaign, which celebrates both individual 
ta lent and teamwork leading to col lect ive 
s u c c e s s .  T h i s  p r o j e c t  b e n e f i t e d  f r o m  
a major investment in the main channels: 
d i g i t a l  t e l e v i s i o n ,  r a d i o  a n d  s o c i a l 
med ia .  Rémy M ar t in USA a lso revea led  
a  l i m i t e d  e d i t i o n  " V S O P  M i x t a p e " ,  
w h ic h  r e v i s i t s  t he  s t y l e  o f  t he  V S OP 
bot t le  f rom the  19 8 0 s  a nd  19 9 0 s  w i th  
an elegant  and t i meless  design.  It  pays  

a  v ibrant  t r ibute to  the musica l  cu lt ures  
o f  t h e  t i m e  b y  u s i n g  i c o n i c  v i n t a g e 
references ,  such a s  the ca sset te  t ape.

In China, the f irst edit ion of the "Rendez-
vou s  R émy  M a r t i n"  t o ok  p l a c e  i n  t he 
At r ium of  the M i xC X iamen,  one of  the 
largest luxury shopping centres in Fujian 
prov ince. With this event, 23,702 v isitors 
were able to discover or rediscover the world  
of  the brand and i t s  f la gsh ip products . 
Th i s  f i r s t  ed i t ion  wa s  a  g reat  success ,  
with nearly 79 million impressions recorded 
across  a l l  communicat ion channels . 

In Januar y,  the House of  Rémy M ar t in 
i n  G u a n g z hou  o f fer e d  i t s  v i s i t or s  t he 
oppor t un it y to  deepen thei r  knowledge 
o f  t h e  w o r l d  o f  R é m y  M a r t i n  i n  a n 
i m m e r s i v e  s e t t i n g  l o o k i n g  b a c k  o v e r 
nearly 30 0 years  of  the brand ’s  h i s tor y 
and ex per t i se .  A d ig i t a l  vers ion of  the 
ex per ience was a l so ava i lable,  produced 
by a  par tnersh ip bet ween Rémy M ar t in 
and the e-commerce platform Tmall: nearly 
290,000 viewers fol lowed the event online. 
Th i s  h igh t ra f f ic  generated many sa les 
on our on l ine corner hosted by Tma l l .

The  20 21 / 20 22  f i na nc i a l  ye a r  w i l l  s ee  
a ramp-up in media investments to strengthen 
the brand ’s  v i s ibi l i t y  i n i t s  key markets .  
I n  M ay  2 0 21,  t he  t h i r d  s e a s on  o f  t he 
“Team Up For Excel lence” campaign was 
launched in the United States. In particular,  
i t  promoted Rémy M ar t in 1738 Accord 
Royal and music, with a legendary American 
a r t i s t  ac t i ng a s  amba ssador.  In  Ch i na , 
the  brand ex pect s  double -d ig i t  g row th 
for  i t s  XO a nd  C lub  pro duc t s ,  d r iven  
by new media in it iat ives and investments 
t o  s t r en g t hen  t he i r  l e a de r s h i p  i n  t he 
e-commerce channel .

_ R É M Y   M A R T I N

During this highly unusual period, 
Rémy Martin showed a great deal  
of  creativity on social  networks,  
especially in the United States and China.

L I M I T E D  E D I T I O N 
R E M Y  M A R T I N  X O  X  A T E L I E R  T H I E R Y
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Store opening. 
A f ter  open i ng i t s  f i r s t  s tore  i n  Beij i ng  
in 2016, explor ing a new and dar ing path 
in the world of spirits, fol lowed by London 
and X i'an in 2017,  L ou is  X III opened it s 
new store in Hangzhou in November 2020. 
L o c a t e d  i n  t he  pr e s t i g iou s  H a n g z hou 
Tower  dep a r t ment  s t or e  a nd  des i g ne d  
by French architectural f irm RDAI, it takes  
c o g n a c  en t hu s i a s t s  o n  a  ne w  j ou r ne y  
of  sensat ions and emot ions,  cu lminat ing  
in the Eternity Room. This area is dedicated 
t o  t h e  d i s c o v e r y  o f  l i m i t e d  e d i t i o n s , 
t a st ing r i t ua ls ,  and pr ivate  ex per iences 
open by inv it at ion on ly.

E -immersion. 
The world of  L ou is  X III  s tores  can now 
a lso be accessed through the i mmersive 
on l i ne  shoppi ng pla t for m,  wh ich t a kes 
v i s i tors  on a  journey through t i me and 
sensat ions. Offer ing a hol ist ic and v ir tual 
ex per ience,  L ou is  X III  e -bout iques are 
reinventing the online shopping experience 
b y  d e l i v e r i n g  e x c l u s i v e ,  c u s t o m i s e d 
benef its to the user: an exclusive concierge 
s e r v i c e ,  p e r s o n a l i s a t i o n  s e r v i c e s ,  
and limited edition bottles. These immersive 
e - b o u t i q u e s  w e n t  l i v e  i n  A p r i l  2 0 2 0  
in the United K ingdom, and in Februar y 
2021 in the United States .  In add it ion,  
to address the health situation, Louis XIII 
h a s  a d a p t e d  i t s  e vent  c om mu n ic a t ion 
st rateg y by organising severa l e-tast ings 
with the support of its powerful community 
of Brand Ambassadors and Private Cl ient 
Directors. This in it iat ive has enabled the 
brand to ma inta in and enr ich our c l ient 
relationships throughout a delicate period.

G -sharp. 
To  ce lebr a t e  t he  a r r i va l  o f  t he  " To a s t 
Master" robot in the Louis XIII bout ique 
in Beijing, VIP customers were invited to a 
world première at the Shanghai Orchestra 
S y m p h o n i c  H a l l  i n  D e c e m b e r  2 0 2 0 . 
A f ter  at tend ing the "One note Prelude" 

pr ivate  concer t  played by the Shangha i 
Phi lharmonic Orchest ra and our robot ic 
arms, they embarked on a journey through 
space and t i me i n  a  spec ia l ly  des ig ned 
a r e a  t h a t  t r a n s p o r t e d  t h e  c u s t o m e r s  
to the Louis XIII cel lar, where they found 
one of  the brand ’s  legendar y t ierçons .

Secret  drawer. 
Designed to celebrate,  honour or  thank 
t he  p er s on  o f  one ’s  c ho i c e ,  " The  G i f t 
C o l l e c t i o n"  h a s  b e e n  a v a i l a b l e  s i n c e 
J u n e  2 0 2 0 .  H e i g h t e n i n g  t h e  r i t u a l  
o r  t a s t i n g  e x p e r i e n c e ,  e a c h  g i f t  b o x 
conta ins the c la ssic L ou is X III decanter 
and its t wo cr ysta l  tast ing glasses,  whi le 
a  th i rd  d rawer  r eve a l s  a  p er son a l i s e d 
select ion of accessories and gi f ts designed 
i n  c o l l a b o r a t i on  w i t h  t he  pr e s t i g iou s 
French houses  B er na rd aud,  Ch r i s tof le 
and S .T.  Dupont . 

Tomorrow. 
In the next f inancial year, Louis XIII wi l l 
feat ure i n  a  new large-sca le  campa ign. 
It  w i l l  r epresent  a  new chapter  i n  the 
br a nd ’s  h i s t or y,  a i m i n g  t o  s t r en g t hen  
i t s  reput at ion wh i le  f u r ther  enhanci ng 
the customer ex per ience. 

Thereaf ter. 
In col laborat ion with its parent company, 
The House of  Remy M ar t in,  L ou is  X III 
ha s commit ted to a  ser ies  of  sust a inable 
pract ices  to  ensure the longev it y of  i t s 
cognac and its terroir. In 2020, Louis XIII 
publ ished a detai led presentat ion of al l its 
CSR commitments on its website and social 
media platforms: the High Environmental 
Va lue  a ppr o a ch ,  t he  p a r t ner sh ip  w i t h 
w inegrowers ,  the protect ion of  forest s , 
R e s e a r c h  &  D e v e l o p m e n t ,  a n d  t h e 
rev iva l of t rad it iona l t ierçon product ion.  
A l l  these  me a su res  have  med iu m-  a nd 
long-term ambitions, since each Louis XIII 
v i n t a g e  i s  t h e  p r o d u c t  o f  10 0  y e a r s  
of  excel lence and pat ience.

_ L O U I S  X I I I

Louis XIII  has committed to a series  
of  sustainable practices to ensure  
the longevity of  its  cognac and its terroir.
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L I Q U E U R S 
A N D  S P I R I T S

During the 2020/2021 f inancial year, the 
Liqueurs & Spirits division was expanded to 
include two promising brands: Belle de Brillet 
and Telmont. 

A pear and cognac liqueur, Belle de Brillet is 
especially popular in Quebec, where it enjoys 
a wide and loyal customer base. The brand 
is growing rapidly to capture other markets, 
developing both its blending process and 
its communication platforms. The Telmont 
champagne house is character ised by its 
quest for excel lence and its environmental 
ambitions, which are both qualities that created 
a natural aff inity with the Rémy Cointreau 
Group and its values.

While the brands of the Liqueurs & Spirits 
division were affected by the closure of bars 
and restaurants around the world during 
the 2020/2021 f inancia l  year,  they a l so 
benefited from the at-home mixology trend, 
which gained momentum in many countries, 
including the United States, Austral ia and 
the United Kingdom. 

Cointreau – the perfect embodiment of this 
trend – capitalised on the iconic Margarita 

recipe, which has been heavi ly promoted 
in the media, on social networks, and on 
telev i s ion in the United States  and the 
Un ited  K i ngdom.  D espi t e  the  col l apse 
o f  Tr ave l  R e t a i l ,  S t -R émy  h a s  s ho w n 
remarkable resi l ience, with record sales in 
some tradit ional markets. Metaxa, which 
suffered from the shutdown of tourism in 
its historical markets, recorded exponential 
growth in the UK. The Greek spir it a lso 
used this time to increase its digital footprint 
on socia l  net works.  A s for  Mount Gay,  
it was able to rely on its f lagship Eclipse 
rum in this period of uncertainty. 

Meanwhile, The Botanist gin 
made a real breakthrough in the 
US market, while our Scottish 
single malts (Bruich laddich, 
Port Charlotte and Octomore) 
benef ited from the signif icant 
investments made in Greater China 
and e-commerce platforms in 
recent years. Westland Distillery 
cont i nued to  s t reng then i t s  reput at ion,  
and Domaine des Hautes Glaces celebrated 
i t s  t enth ann iversar y w ith the open i ng  
of its new dist i l lery.

1 3 . 3 %
C u r rent  op era t i n g 
m a rg i n  o f  the  L iqueu r s 
&  Spi r i t s  d iv i s ion

The mixology-

focused brand 

campaigns launched 

several years ago 

paid off during  

the lockdown.

€248.3M
Revenues  of  the 
L iqueu rs  & Spi r i t s 
d iv i s ion
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At the heart of more than 500 cocktails and 
the leader in its category, the Cointreau 
brand is reaping the rewards of its strategy, 
w h ic h  h a s  pr op e l l e d  t he  M a r g a r i t a  –  
that classic, iconic cocktai l with Cointreau 
as a key ingredient in the or ig inal recipe 
–  a c r o s s  t h e  g l o b e .  C o m m u n i c a t i o n  
and solut ions geared to the new real it ies  
o f  t he  p a ndem ic  c ont r ibu t e d  t o  t he s e 
excel lent results:

W i t h  ou r  c on s u mer s ,  f i r s t l y  –  a c r o s s 
the United States, the United K ingdom, 
Austral ia , Germany and Belgium – where 
Cointreau establ ished itsel f as a par tner  
of choice in the home cocktail boom. Recipes 
and tutorials, both on social networks and 
on Cointreau.com, proved to be real a l l ies 
for novice and experienced consumers alike. 

In our markets, secondly – in the United 
K ingdom, in par t icular, where Cointreau 
par tnered with the famous Fr iday Nights 
programme on Channel 4, promot ing the 
Ch r i s t ma s M argar i t a  and considerably 
boost ing end-of-year sa les. 

The bartending community and the restaurant 
industr y are at the hear t of C ointreau’s 
pr ior it ies; as such, the brand has init iated 
numerous actions through its international 
s u b s i d i a r i e s  t o  s u p p o r t  t h e m  d u r i n g 
th is sensit ive per iod. The "Love Let ter" 
in it iat ive launched in the United States 
dur ing the Super Bowl (100 mi l l ion fans) 
was par t icu larly wel l  received,  both by  
the public and by inf luencers. A 30-second 
ad (a f i rst for the brand) featur ing rea l 
employees encouraged American consumers 
t o  suppor t  the i r  f avou r i t e  r e s t au ra nt s 
a n d  b a r s .  I n  t h e  U n i t e d  K i n g d o m , 
#CointreauGrat itude in par tnership with 
The Drinks Trust UK also supported the 
Brit ish hospita l it y industry. 

_ C O I N T R E A U

O n  t he  pr io r i t y  s ub j e c t  o f  C or p or a t e 
Social Responsibility, Cointreau continued 
i t s  par t nersh ip ac t ions  w ith i t s  orange 
p e e l  s up p l i e r s .  To  d a t e ,  5 5%  o f  G A P 
certification or equivalent has been achieved,  
and the brand is working towards a target 
of 100% by 2025. Cointreau has a lso been 
i nvo lve d  i n  r e se a rch  t o  comb a t  c i t r u s 
greening (a lso known as dragon d isease), 
wh ich  e l i m i na t es  thou s a nd s  of  ora n ge 
trees. Cointreau also works in partnership 
w i th  CI R A D a nd I N R A i n  C or s ic a  t o 
promote, maintain and deepen its knowledge  
of citrus fruits. 

The year 2021/2022 promises to be just as 
important, with a new content campaign 
aimed at building on Cointreau’s reputation 
a n d  e n g a g e m e n t  w i t h  i t s  c u s t o m e r s , 
a s  we l l  a s  the  i nt er n a t ion a l  l au nch  of  
a Limited Edit ion, inspired by the tropical 
world that gave bi r th to the Margar ita .  
Created by Flor ian Viel of The Tropicool 
Company, the bottle is coloured on al l four 
sides and showcases the v ibrancy of 1950s 
Acapulco, as well as the toucan, the artist’s 
avowed muse. Other f lagship in it iat ives 
celebrat ing the famous Margar ita Sames 
cockt a i l  i nc lude a  M argar it a  cha l lenge 
launched in 2020 for bar tenders around 
the world to develop the best Margar ita 
recipe in the world. On the back of this 
success ,  a  second ed i t ion  i s  con f i r med  
for 2021/2022.



_ 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  
has been rooted in the French t rad it ion  
of brandy making. The world leader in French 
brandy, it is made exclusively from French 
wine eaux- de-vi e  ref lect ing the d iversit y 
of  French v ineyards ,  blended and a ged  
in France, and bottled in the Loire val ley.
 
St-Rémy showed strong resi l ience in the 
2020/2021 f inancial year. Some tradit ional 
markets even achieved record sales, such 
as the United States, Canada, Austra l ia 
and New Zealand. The brand also recorded 
growth in target markets, such as the United 
Kingdom, China and Taiwan. Travel Retail, 
which was the second largest market for 

St-Rémy, and where the brand is number 
one  i n  br a nd ie s  (s ou r ce  I W SR  2 019), 
understandably experienced a sharp decline.

D esp i t e  t he  ch a l len g i n g  env i ron ment ,  
S t -R émy cont i nued  t o  pr ior i t i s e  va lue 
over  volu me.  The  bra nd kept  i t s  focus 
on the St -Rémy XO, and the launch of 
Sherry Cask – the f i f th opus in the Cask 
Finish Col lect ion – conf irmed the success 
of this l imited edit ion col lect ion.
 
T h e  h i g h l i g h t  o f  2 0 2 0 / 2 0 21  w a s  t h e 
launch of St-Rémy Signature in Canada,  
the brand’s f irst market. This product aims 
to recruit consumers who are not fami l iar 
w ith the brandy categor y,  and who are  
in a younger age group. Produced through 
a double maturat ion process combin ing  
new and traditional casks, this new brandy  
i s  b a c ke d  by  a  s t r on g  com mu n ic a t ion 
campaign around mixology. The first months 
of the Canadian launch have been extremely 
promising. St-Rémy also launched its new 
campaign – “100% French” – in the Russian 
market, and continued to expand on social 
networks (Facebook and Instagram).

This year once aga in,  St-Rémy act ively 
part icipated in the Group’s CSR strategy, 
and more specif ically in its efforts to reduce 
its carbon footpr int. The VSOP product 
has discont inued al l case packaging and, 
from the star t of the next f inancial year, 
100% of its PET packaging will be replaced 
with recycled PET. In the terroirs, Master 
Blender Céci le Roudaut init iated a major 
audit of farming practices among her eaux-
de-vie suppl iers.
 
I n  2 0 21 / 2 0 2 2 ,  S t -R émy  w i l l  c ont i nue  
its value creation strategy. St-Rémy Signature 
wi l l be launched in the United States and 
Austral ia, and a sixth edit ion of the Cask 
Finish Col lect ion wi l l be launched in July 
– it wi l l be a Sauternes Cask Finish.

T H E  H I G H L I G H T  O F  2 0 2 0 / 2 0 2 1  
W A S  T H E  L A U N C H  O F  S T - R É M Y  S I G N A T U R E  
I N  C A N A D A ,  T H E  B R A N D ’ S  F I R S T  M A R K E T . During the 2020/2021 financial year, Metaxa’s 

share of tour ism-related sales was badly 
af fected, especia l ly in Travel Retai l and 
in the Greek, Czech and Slovak markets. 
Fortunately, these losses were partly offset  
by  s t rong per for ma nce :  some ma rket s , 
includ ing Germany and Poland, held up 
wel l ,  wh i le  the  Un i t ed  K i n gdom g rew 
exponent ia l ly on the back of signi f icant 
i nvest ments  to  ex pand the d i s t r ibut ion 
network, part icularly in online sales.

The year 2020/2021 was an oppor tunit y  
for Metaxa to increase its digital footprint  
in social media. The brand decided to spotlight 
and support its partners in the bar world 
with the creat ion of Mix & Quiz tutorials 
and dur ing Internat iona l Women’s Day. 
 Metaxa also developed a "12 Stars" advent 
calendar for the holidays, sharing cocktai l 
su gges t ions  for  the  se a son,  g i f t  idea s ,  
and food and cocktail pairings. There was an 
unprecedented investment in the community, 
w i t h  a  12 4%  i nc r e a s e  i n  en g a g ement .  
These activations were then taken up locally 
by Metaxa’s main markets.

To cont i nue to  enga ge w ith bar tenders 
during a t ime of social distancing, Metaxa 
developed new digital experiences, such as 
E -Masterclass and E -Tast ing Kits. It also 
developed a new mobile training app, called 
My e /Met a xa .  Th i s  play f u l  tool  a l lows 
the brand ’s sa les force and d ist r ibutors 
to immerse themselves in Metaxa’s Greek 
origins and unique production methods.

Lastly, Metaxa successful ly launched the 
second l imited edit ion of Metaxa Grande 
Fine, whose bottle was designed by Greek 
ar t ist Cacao Rocks, ref lect ing his v ision 
of the Cycladic islands.

2021/2022 promises to be a great year for 
Metaxa 12 Stars sales, and three important 
events wi l l support this ambit ion: a new 
communication campaign, the launch of the 
prestigious Metaxa AEN Cask No. 3 edition 
l imited to 1,000 bottles, and the opening  
of the new "House of Metaxa" on the island  
of Samos, which will offer a unique experience 
to its v isitors, with a special focus on the 
brand’s sustainabi l ity init iat ives.

_ M E T A X A

Metaxa has  practically  doubled  
i ts  community  of  followers  
on social  networks through sustained  
and targeted investments  in  media 
planning and content  development .

At the heart of Metaxa’s strategy, Corporate 
Social Responsibility is underpinned by 
two major goals on the island of Samos: 
the protection of biodiversity, and support 
for local communities. To address the first 
goal, Metaxa has launched a programme 
with the Hellenic Ornithological Society 
to monitor and protect the island’s birds. 

For its second goal, Metaxa supports the 
small mountain community of Vourliotes by 
financing and managing the technological 
upgrade of the village’s primary school and 
transforming the school into a centre for  
the whole community. 

In add it ion,  Metaxa has star ted the 
process of organic cer t i f icat ion of its 
v ineyard in Samos, which shou ld be 
completed by 2023.

D ual  C SR ambition in  Sam os

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

63



Whi le the brand was adversely a f fected 
b y  t he  C o v i d -19  p a ndem ic  i n  E u r op e 
and Travel reta i l ,  the brand cont inued to 
capture market share in the United States.  
I n  th i s  ma rket ,  where  g i n  i s  on ly  ju s t 
beg i n n i n g  to  t a ke  of f ,  i t  ha s  recorded 
excel lent grow th. Asia’s st rong recover y 
fol lowing the nosed ive in early 2020 was 
a l so  benef ic i a l .  A l l  a rou nd  the  wor ld , 
The Botanist has enjoyed significant growth 
in the e-commerce and e-reta i l  channels . 

Bui lding on the success of "Wild – A State 
of M ind",  The Botanist  cont inued to rol l 
out  the  c a mpa i g n  i n  s t ra t eg ic  ma rket s  
and on global socia l media. The pandemic 
h a s  e n a b l e d  t h e  b r a n d  t o  a c c e l e r a t e 
investment in digital communication, with 
par t icu la r  focus  on d ig i t a l  ATL ,  CR M 
and Insta’L ives. 

T h e  B o t a n i s t  Fo u n d a t i o n  c o n t i n u e d  
to support local init iat ives concerned with 
conservation, biodiversity & sustainability 
on the Isle of Islay and beyond. The Botanist, 
through the Foundat ion,  a l so cemented 
its col laborat ion with Botanica l Gardens 

C o n s e r v a t i o n  I n t e r n a t i o n a l  ( B G C I ), 
enter i ng a  3 -year par tnersh ip,  back i ng  
the f i r s t  Globa l  Bot an ic  Garden Fund, 
which supports plant conservation practices, 
pol icy & educat ion,  and i n f ra st r uct ure 
&  d e v e l o p me nt  t h r o u g h o u t  i t s  g l o b a l 
net work.  A s par t  of  the  Br u ich ladd ich 
D i s t i l l e r y  C o m p a n y ,  T h e  B o t a n i s t 
b ene f i t e d  f r om  t he  d i s t i l l e r y ’s  r e c ent  
B C orp cer t i f icat ion.

In f inancial year 2021/2022, The Botanist 
w i l l  f o c u s  o n  i t s  s t r a t e g i c  m a r k e t s : 
United States, United Kingdom, Germany, 
Austra l ia , and Travel Retai l .  Adver t ising 
a n d  p r o mo t i o n a l  i nv e s t me nt s  w i l l  b e 
increased to fuel  future grow th. Last ly, 
fur ther emphasis wi l l  be placed on d irect 
sa les and e-commerce, which have proven 
t o  b e  h i g h l y  e f f e c t i v e  c h a n ne l s  s i nc e  
the star t of the hea lth cr isis . 

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

THE BOTANIST  
TACKLES THE US MARKET 

The history of Maison Bri l let , located in 
Graves-St-Amant in the heart of the Cognac 
region, on the banks of the Charente, extends 
back to 1656. Since then, 11 generat ions 
o f  t h e  B r i l l e t  f a m i l y  h av e  s u c c e e d e d 
e a c h  o t her  t o  de ve lop  a nd  p a s s  do w n  
the v ineyard, founding a trading company 
i n  1850 .  Tod ay,  the  compa ny produces 
except ional cognacs, tradit ional pineaux 
des Charentes, and an exclusive l iqueur: 
Bel le  de Br i l let .  Dur ing the 2020/2021 
f inancia l year, Maison Bri l let joined the 
Rémy Cointreau Group – integrat ing its 
50-hectare v ineyard in Pet ite and Grande 
Champagne, premiers crus in the Cognac  
region, into the Rémy Mart in Estates. 

A  d e l i c a t e  p e a r  a n d  c o g n a c  l i q u e u r, 
Bel le de Br i l let boasts a large fan base, 

_ B E L L E  D E  B R I L L E T

especial ly in Quebec. It enjoyed unabated 
success th is year once again, w ith sa les 
r e m a i n i n g  s t a b l e  d e s p i t e  t h e  p u b l i c 
hea lth situat ion and the closure of bars 
and restaurants for a large por t ion of the 
year. Its st rong base of loyal consumers 
supported the brand through in-store and 
onl ine purchases.

Belle de Bril let thus offers strong potential 
for international development in the premium 
l iqueur segment. To fol low through on our 
new ambitions and to strengthen the brand’s 
appeal, substantive work has been carried 
out on both the l iquid and the packaging. 
The s e  pr o duc t  c h a n g e s  w i l l  g i ve  r i s e  
to a new brand platform in the second half  
of  2021 / 2022 ,  before  a  more  ex tens ive  
rol l-out in 2022/2023. 
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The public health situation of the 2020/2021  
f i n a nc i a l  ye a r  de l aye d  t he  r o l l - out  o f 
M o u n t  G a y ’s  f a c e - t o - f a c e  " L i q u i d  t o 
l ips"  s t rateg y and post poned the major 
launches of Black B arr e l  and XO Formula . 
N e v e r t h e l e s s ,  p e r f o r m a n c e  w a s  v e r y 
g o o d  i n  t h e  U n i t e d  S t a t e s ,  C a n a d a , 
t h e  U n i t e d  K i n g d o m ,  A u s t r a l i a  a n d 
New Zealand, bolstered by E clipse ,  which 
showed consistent success in a per iod of 
uncer ta int y. 

The circumstances prompted Mount Gay 
to develop an ex tensive d ig ita l  st rateg y 
involving inf luencers, journalists and rum 
enthusiasts, who received samples to participate 

in on l ine masterclasses orchest rated by 
the UK brand ambassador, Miguel Smith.  
At the same time, Mount Gay strengthened 
its presence on social networks and media 
through its "More Than a Rum" campaign. 

M ou nt  G ay  h a s  t a ken  m a ny  me a su r e s  
t o  prot ec t  the  p l a ne t  a nd  the  c l i m a t e . 
Fi rst ly,  the spray ing of v inasse (der ived 
f r o m  d i s t i l l a t i o n)  o n  t h e  p l a n t a t i o n s 
reduces  the  propor t ion  of  non-orga n ic 
fer t i l i sers and pest icides used. Second ly, 
the  d i s t i l ler y  i s  s w i t ch i n g  f rom d iese l 
t o  n a t u r a l  g a s .  T h e  c o m m i s s i o n i n g  
of the new unit, which was delayed by the 
hea lth cr isis ,  i s  scheduled for May 2021. 
I n  a d d i t i o n ,  t he  i n s t a l l a t i o n  o f  s o l a r 
panel s  means  that  of f ices  and bot t l i ng 
l i ne s  a r e  now f u l l y  p ower e d  by  c le a n 
energy. Lastly, Mount Gay has cont inued 
t o  p l a n t  t r e e s  a n d  i n s t a l l  b e e h i v e s  
i n  the plant at ions .  From a socia l  poi nt  
of v iew, the d ist i l ler y has produced hand 
sanit izer and donated it to the community  
and f ront l ine workers. 

In 2021/2022 ,  Mount Gay plans to rol l 
o u t  i t s  n e w  r a n g e  i n  k e y  c o u n t r i e s ,  
w ith  the  launch of  the  double  mat u red 
Black Bar rel  Blend and the  new t r iple 
matured XO, in par t icu lar.  At the same 
t ime, the "More Than a Rum" campaign 
wi l l be stepped up on social networks and 
enr iched by news on Mount Gay and new 
content on the ar t of l iv ing in Barbados. 
In add it ion to the lead ing markets of the 
United States and the United K ingdom, 
the brand has h igh ambit ions in France 
a nd  G e r m a ny,  w he r e  t he  r u m  m a r ke t  
i s  growing st rongly. Last ly,  the recover y 
of tour ism in Barbados shou ld rev ita l i se 
the loca l market . 

_ M O U N T  G A Y

From the United States  
to  New Zealand, our  Ecl ipse rum  
has  shown consistent  success  
in  a  period of  uncertainty. 



_  T E L M O N T :  " I N  T H E  N A M E 
O F  M O T H E R  N A T U R E "

Champagne is a product of the ear th. It is 
nothing without it. And the more gratitude 
and respect it  shows, the more the ear th, 
i n ret urn,  opens the way to excel lence. 
In a few words,  th is  sums up the spi r it  
of Telmont, a century-old champagne house.

Founded in 1912, the Telmont champagne 
house, previously known as J. de Telmont, 
i s  l o c a t e d  i n  D a m e r y,  n e a r  É p e r n ay. 
C r e a t e d  a f t e r  t h e  C h a m p a g n e  R i o t s  
by Henr i Lhôpita l ,  a brave w inegrower, 
t h e  h o u s e  h a s  r e m a i n e d  a  f a m i l y - 
o w n e d ,  v i s i o n a r y  c o m p a n y :  t o d a y , 
Ber trand Lhôpita l  represents the four th 
generat ion. Telmont clearly expresses it s 
v i s ion of  w i ne  product ion and i t s  core 
va lues :  loya l t y,  hu m i l i t y  a nd  cou ra ge . 
The house takes pr ide in it s  un iqueness. 
Its mot to says it  a l l :  Nec Plur ibu s Impar , 
meaning "unl ike any other". Telmont f i rst 
began it s conversion to organic farming 
t e n  y e a r s  a g o ,  a n d  p a r t  o f  i t s  e s t a t e  
was granted organic cer t i f icat ion in 2017.
 
Telmont prioritises champagne quality over 
product ion volume,  and favours a geing 
tha t  go es  beyond  the  r ecom mend a t ion  
of the AOC: three years for BSA champagnes 
and s i x years  for  except iona l  v i nt a ges .  
T h e  h o u s e  h a s  d e c i d e d  t o  m a k e  i t s 
champagnes an expression of the terroi r ; 
t he i r  u n i q u e  s t y l e  i s  s h a p e d  t h r o u g h  
a paradox between l ightness and maturity; 
tension and f reshness.

As the excel lence of Champagne is based 
on respect for the natura l env i ronment,  
Telmont wants to see its ambit ion through  
to the very end: setting an example by paving 
the way to a  10 0% organ ic  Champa gne 
house, using product ion methods at one  
w i t h  t he  e nv i r o n me nt  b y  l i m i t i n g  i t s 
i mpact  on nat u re .  Tel mont  a i ms to  ac t  
"In the name of the Earth" and to cult ivate 
the a ge-old w isdom that  encoura ges us  
to va lue nature without ever a lter ing it .  
"In the name of Mother Nature" commits the 
house to f ive goals in the coming decades  
(s e e  i n ser t),  the  r e su l t s  o f  wh ich  w i l l 
be shared with the genera l publ ic in a l l 
truthfulness. The Remy Cointreau Group, 
which acquired a majority stake in the company 
in 2020, ful ly supports this ambition to act  
"In the name of Mother Nature".

First goal: to preserve the terroir and 
biodiversity. Today, 70% of the 22 hectares 
of the Telmont estate are being used in 
organic farming or being converted to that 
end. 100% will be certif ied by 2025. The 
house’s partner winegrowers (60 hectares) 
will be invited to transition to organic 
farming, and guided in this respect. This 
is an ambitious transformation project 
that should lead to 100% of the cultivated 
areas becoming organic by 2031, compared 
to 30% at present. Biodiversity will be 
promoted throughout the estate, both in 
the vineyards and in the adjoining natural 
areas. With this in mind, 2,500 bower 
hedges will be set up within three years 
to create "insect hotels" in the vineyards, 
preserve faunal diversity, and contribute 
to sustainable carbon sequestration.
 
Second goal: the widespread roll-out of 
eco-design. Telmont wants to break with 
Champagne traditions. In 2021, the company 
adopted a new marketing specification: "the 
bottle, and nothing but the bottle". This 
principle excludes the production and use  
of packaging and gift boxes – a f irst in 
Champagne. The product ion of clear 
bottles (15% of Telmont’s volume) will be 
discontinued in favour of 100% recyclable 
green bot tles made of recycled glass. 
In addition, an experimental approach 
aimed at the reuse of bottles (for other 
wine or cider product ions) wi l l  star t  
at the end of 2021.

Third goal: to use 100% renewable electricity  
as from this year and give preference 
to all other sources of "green" energy 
for all its activities.

Fourth goal: a deep-rooted change in 
the upstream and downstream supply 
chain to limit greenhouse gas emissions 
indirectly linked to this activity.

Fifth goal: to step up efforts in the area  
of traceability and information. Each 
bottle will be numbered so that customers 
can trace its production route. From this 
year onwards, all information relating to 
the wine’s production and composition 
will appear on the front labels.

M a i s o n  Te l m o n t  h a s  s e t  i t s e l f 
f ive  goal s .
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T h e  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 
single malts that share the same values of 
excel lence: Bruichladdich, Port Charlot te 
and Octomore a re  d i s t i l led  on the  Is le 
of Islay in Scot land; West land Dist i l ler y 
operates in Seat t le  in the United States; 
and the Domaine des Hautes Glaces farm 
d i s t i l l e r y  i n  the  French  A lps  h a s  ju s t 
celebrated i t s  tenth ann iversar y. 

The  C ov id-19  cr i s i s  ha s  not  prevented 
the  s i n g le  ma l t  por t fo l io  f rom ma k i n g 
further remarkable progress in 2020/2021.  
T h e  s i g n i f i c a n t  i n v e s t m e n t s  m a d e  
in recent years to boost brand awareness 
a n d  d e s i r a b i l i t y ,  t h e  d e v e l o p m e n t  
of  ded icated websites  for  these brands, 
and educat ion on socia l media around the 
concept of "provenance" have a l l  paid off. 
The categor y’s st rong development in the 
A sia -Paci f ic  reg ion i s  a l so a  promising 
grow th d r iver. 

On Is lay,  Br u ich ladd ich Dist i l ler y ha s 
become the f irst single malt Scotch whisky 
d ist i l lery to receive B Corp cer t i f icat ion,  

W H I S K I E S

r e w a r d i n g  y e a r s  o f  g o o d  s o c i a l  a n d 
environmental practices. From an economic 
p er sp e c t i ve ,  t he  t h r e e  S cot t i sh  s i n g le 
m a l t s  b e n e f i t e d  f r o m  s t r o n g  d e m a n d  
i n  the US market ,  the rebound in A sia , 
and good resi l ience in Europe. 

Perfectly integrated into the local economy 
o f  t he  S e a t t l e  a r e a ,  wher e  i t  a c t i ve l y 
participates in preserving Garry oak trees, 
West land D is t i l ler y  i s  now recog n i sed 
nat iona l ly  on account of  the und isputed 
qua l i t y  of  i t s  wh isk ies  and the success 
of  i t s  new e-commerce plat form. 

Domaine des Hautes Glaces is inaugurating 
i t s  n e w  d i s t i l l e r y  t e n  y e a r s  a f t e r  i t s 
creat ion,  and enter i ng a  new era i n  i t s 
history: an increased dist i l lat ion capacity 
t h a t  c o n t i nu e s  t o  m a i n t a i n  i t s  e t h o s ,  
with single malts made only from organic 
g ra ins  g row n in the Tr ièves Mounta ins .

Single malt  whisky brands  
continued their  upward trend,  
despite  the health cr is is . 



I n  2 0 2 0 / 2 0 21,  the  p er for m a nce  of  ou r 
Islay single malt Scotch whisky portfol io, 
including the Bruichladdich, Port Charlotte 
and Octomore s i ngle  ma lt  brands ,  wa s 
strongly driven by the US market - despite 
the  i mpose d  2 5% i mpor t  t a r i f f .  A s i a’s 
s t r on g  r eb ou nd  h a s  a l s o  b e en  g r e a t l y 
benef icial. While the Travel Retai l channel 
su f fered ,  E u rope  ha s  show n res i l ience 
throughout the hea lth cr isis ,  w ith st rong 
home consumption and trade-up trends at 
play.  E -commerce and e-ret a i l  channels 
h av e  b e en  ke y  g r o w t h  d r i v e r s  a c r o s s 
a l l  m a rke t s  a nd  t he  br a nd s  wer e  we l l 
placed to benef it f rom the t rend, through 
investments  made in th i s  a rea in recent 
years .  In genera l,  at-home consumpt ion 
ha s  of f se t  the  i mpact  f rom the  c losu re  
of the on-trade market in much of the world. 

I n  k e e p i n g  w i t h  R é m y  C o i n t r e a u ’ s 
v a l u e s ,  B r u i c h l a d d i c h  D i s t i l l e r y 
l a u n c h e d  " N o  H i d d e n  M e a s u r e s " ,  
a  communicat ion campa ign designed to 
he r o  t he  i m p o r t a nc e  o f  t r a n s p a r e nc y  
a n d  p r o v e n a n c e  i n  o u r  w h i s k i e s .  
"No Hidden Measures" inv ites consumers 
to  t race the composit ion of  the wh isky, 
f rom farm to bot t l i ng,  using the bot t le 
lot  codes .

Port Charlot te cont inued to invest behind 
its "We Are Islay" campaign in al l markets 
and released new add it ions to the range.  
The launch of Port Charlot te OLC:01 was  
a n  i mp or t a nt  event .  D i s t i l l e d  i n  2 010  
and l imited to 30,000 bot t les ,  th is  s ingle 
ma lt  i s  one of  a  few to be a ged i n  rea l 
sherry hogsheads of specif ic and signif icant 
provenance,  the resu lt  of  our long-term 
par tnership with the f ine Spanish bodega 

B Corp certification

I n  M a y  2 0 2 0 ,  B r u i c h l a d d i c h 
Dist i l ler y wa s of f ic ia l ly  awarded 
B Corp certification. This recognises 
i t s  compl i a nce  w i th  the  h i ghes t 
standards of social and environmental 
performance, publ ic t ransparency, 
and account abi l i t y,  to  s t r i ke the 
r ight  ba lance bet ween prof it  and 
pur pose.

E stabl i shed in 20 06 ,  the B C or p 
certi f icat ion process was organised 
to help purpose-dr iven companies 
protect and improve thei r posit ive 
i mpact  over  t i me.  Br u ich ladd ich 
Distillery has joined other companies 
around the world that  are helping 
to add ress  some of  the cha l lenges 
f a c i n g  o u r  m o d e r n  s o c i e t i e s .  
It  leads the way in i t s  f ie ld .

The d i s t i l ler y w i l l  be rea ssessed 
ever y three years  to  ma inta in i t s 
accred ited st at us .

Fer n a ndo  de  C a s t i l l a .  O c t o mo r e ,  t he 
most  heav i ly  peated s ingle  ma lt  Scotch 
whisky in the world, successfully launched 
i t s  "ODX" d i g i t a l  ex per ience  pla t for m  
to drive awareness, experiential engagement, 
and CR M . 

At the start of the 2020/2021 f inancial year, 
Bruichladdich Distil lery off icially received 
B Corp cert i f icat ion – joining a movement  
of companies using business as a force for 
good,  pr ior it i s ing people,  the planet and 
profit equally. B Corp unites companies who 
seek to be the best for the world, rather than  
t h e  b e s t  i n  t h e  w o r l d  ( s e e  i n s e r t ) . 
B r u i c h l a d d i c h  D i s t i l l e r y  i s  t h e  f i r s t 
single malt Scotch d ist i l ler y in the world 
to  receive B C or p accred it at ion.

B r u i c h l a d d i c h  D i s t i l l e r y  w a s  a l s o 
successf u l ly  awarded f und ing (through 
the UK G overnment Green Dist i l ler ies 
C omp e t i t i on)  t o  c a r r y  ou t  f e a s ib i l i t y 
studies, exploring cutt ing edge hydrogen-
c o m b u s t i o n  t e c h n o l o g y  a s  a  z e r o -
emiss ion heat  source to  create  s team for 
d ist i l l ing. Fur thermore, the company has 
fea s ibi l i t y  s t ud ies  u nder way ex plor i ng 
12 other renewable energ y solut ions a s 
a lternat ives to fossi l  fuel .  A s par t  of  the 
d ist i l ler y’s  broader susta inabi l it y goa ls , 
they are reducing packa g ing and wa ste,  
and developing a susta inable agr icu lture 
v i s ion w ith academic par tners  on thei r 
ow n land.

Bruichladdich Distillery has high ambitions 
for  i t s  brands i n  2021/ 2022 ,  espec ia l ly  
i n  i t s  s t rateg ic  markets:  Un ited States , 
United Kingdom, China, and Travel Retail. 
A&P investments will be accelerated behind 

Bruichladdich Distillery became  
the first  single malt  Scotch whisky 
distillery in the world to receive  
B Corp certification, at  the beginning  
of  the 2020/2021 financial  year.

_  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

al l three of the d ist i l lery’s whisky brands  
with particular emphasis on Bruichladdich’s 
The Classic Laddie. Distribution expansion 
in the on- and of f-t rade market w i l l  be 
supported with increased brand-bui ld ing 
investment to drive awareness and desirability, 
while direct sales and e-commerce will also 
cont inue to be a pr ior ity.
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Created 10 years ago in the hear t of the 
Tr ièves Mounta ins,  in the French A lps, 
the Domaine des Hautes Glaces disti l lery 
is enter ing its second decade with a new 
distillery and new ambitions. But its original 
phi losophy remains unchanged: to make  
a whisky from ingredients sourced only from 
its terroir, in l ine with organic and rural 
product ion methods.  The new d ist i l ler y 
now has f ive sti l ls, which are sti l l heated 
by wood pellet burners, three beautiful oak 
vats of 12,000 litres each, and a magnificent 
cellar, semi-underground, that can hold up 
to 4,000 casks. 

A l l  that  has been bu i lt  at  the Domaine  
des Hautes Glaces in the last 10 years comes 
together beautifully; energy f lows through 
the various sites and is renewed every day, 
with new init iatives moving the disti l lery 
con s i s t ent l y  for wa r d .  A t  t he  moment ,  
for instance, the composting of dried grains 
is being studied to better recover this waste 
– part of which is already given to a horse 
breeder. 

D u r i n g  t he  2 0 2 0 / 2 0 21 
f inancial year, a local and 
organic production line was 
a lso launched: "Graines 
des Cîmes", or Grains from 
the  Treetops .  Br i ng i ng 
together 15 farms, the f i rst harvest was  
a great success, with high-qual ity barley 
a n d  e xc e l l e n t  y i e l d s .  T h i s  w i l l  a l l o w  
t h e  d i s t i l l e r y  t o  g r a d u a l l y  i n c r e a s e  
its annual production to reach 70,000 litres 
of pure alcohol per year. The future malting 
pl a nt  p l a n ned  for  the  su m mer  of  2022  
will enable the Domaine to perfectly control 
every stage in the creation of its whiskies.

In 2021/2022, the Domaine plans to receive 
customers at the new site. The park, which 
is the entrance to the Domaine, is being 
transformed to guide future visitors on their 
journey to the disti l lery or to the priory’s 
vaulted barns, which house a shop and two 
tasting rooms.

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

Ten years after its  creation,  
the Domaine des Hautes Glaces  
opens its new distillery. 

In 2021/2022,  

the Domaine plans  

to receive customers  

at  the new site.

When the Covid-19 pandemic took hold at 
the beginning of the financial year, Westland 
focused exclusively on the production of hand 
sanitizer, which was donated to local hospitals 
as a priority, ultimately providing sanitizer  
to more than 100 organizations. In July, after 
the f irst peak of the pandemic had passed, 
whisky production resumed and the tasting 
room was reopened according to local health 
guidance.

In the autumn, Westland launched its new 
communication campaign around the Outpost 
Range of whiskies, including Garryana, of 
which Edition #5 was released in November,  
followed by Colere. Garryana pays tribute to 
the terroir of the Pacif ic Northwest region  
of the United States by utilizing casks made 
from wood native to this region. Demonstrating 
its commitment to the protection of the region’s 
forests (see insert), the dist i l lery col lects 
fallen Garry oak trees in protected forests 
and air-dries them for three years to make 
exceptional casks that infuse the spirit with 
unique aromas.

Last winter, Westland launched its dedicated 
e-commerce platform in the United States.  
The website g ives West land fans across 
the count r y access  to  the ent i re  range.  
This successful launch went hand-in-hand 
with a wide range of digital events to further 
develop the brand’s reputation and appeal: 
virtual tours, whisky tastings, cocktail classes, 
virtual whisky exhibitions, and more.

During the year, Westland Distillery received 
two prestigious awards for Garryana Edition #5 

(best American single malt of the year) and 
Single Cask #5410 (best American single cask 
single malt of the year). The communication 
campaign around the Outpost range also won 
awards in the United States and internationally. 

Lastly, the cellars of the new Skagit Valley 
estate were developed about an hour north  
of  the Seat t le  d ist i l ler y.  The site  spans  
32 hectares, a large portion of which wil l 
b e  de d ic a t e d  t o  g r ow i n g  b a r le y,  b o t h 
for research purposes and to supply the 
distillery. The land has already been certified  
"Salmon Safe", a status that guarantees the 
farming has no negative effects on salmon 
and its environment; indeed, salmon is one 
of the most ecologically important species  
in the region. Their first estate crop, expected 
to receive Organic certification, was planted 
this spring. In the long run the estate will be 
used to practise the most cutting-edge forms 
of sustainable agriculture. 

_ W E S T L A N D  D I S T I L L E R Y

In addition to its proactive role locally, 
Westland Distillery is receiving ever greater 
recognition globally. 

As it did last year, the Westland team put on their boots and got down to work to help 
save the Garry oak trees in the Schibig-Lakeview Nature Preserve, 30 minutes south 
of the city. They had to weed around the young trees planted a few years earlier, and 
remove the protective tubes and ground cover that were necessary at the time. 

Quercus garryana remains a rare and threatened oak species. Westland makes the casks 
using only trees blown down by storms or considered hazardous. But that is not enough. 
The distillery team is working to restore the natural environment of Garry oak trees 
in the Seattle region and to draw attention to the cultivation and preservation of this 
endangered species.

Prote cting G ar r y  oak tress
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T H E  M A R K E T S

Despite the closure of on-trade establishments 
( b a r s ,  r e s t a u r a n t s ,  n i g h t c l ub s ,  e t c .) , 
the  US sp i r i t s  m a rke t  wa s  buoya nt  i n 
2020/21, bolstered by the accelerat ion of 
a few promising trends brought on by the 
pandemic. 

First ly, the move upmarket cont inued to 
gain momentum, whi le consumers seek out 
authenticity and provenance. Although most 
of the por tfol io benef ited from this trend, 
Rémy Martin 1738 and Rémy Martin VSOP 
cognacs recorded part icularly spectacular 
g row th  ra t e s  th rou gh  the  r e cr u i t ment  
of new consumers. 

In addition, the boom in home consumption 
over the past 12 months was underpinned 
by years of investment in cocktai l culture 
by brands like Cointreau and The Botanist. 
Takeaway cocktai ls delivered to customers 
by bars and restaurants also made high-end 
mixology at home more accessible. Lastly, 
C oi nt reau par t nered w ith  Independent 
Restaurant Coal it ion to raise consumers’ 
awareness  of  the  cha l lenges  fac i ng the 
hospita l it y sector with its f i rst ever TV 
campaign during the annual Superbowl event.
 
E-commerce is the fastest growing distribution 
channel in the United States, and the Group’s 
brands have benef ited great ly f rom th is 
momentum. Louis XIII and Westland even 
launched their own websites in collaboration 
with Reserve Bar. 

In Canada, at-home consumption also helped 
offset the closure of on-trade establishments. 
In contrast, Latin America was adversely 
affected by the suspension of tourism and 
travel.

In order to reduce its environmental impact, 
the region restr icted gif t boxes to l imited 
edit ions and special occasions. As a result, 
only 20% of the volumes are now packaged 
in boxes, compared to 30% previously. 

The region looks ahead to 2021/2022 with 
conf idence. The above trends are expected 
to continue to drive the Group’s growth.

The  E u r op e ,  M idd le  E a s t  a nd  A f r i c a 
region was affected by the publ ic health 
cr isis  overa l l .  Here,  the closure of bars 
and restaurants was not of fset by a r ise 
i n  a t -home m i xolog y,  a s  i n  the  Un it ed 
States. The United Kingdom alone followed  
this trend.

Although the UK market also experienced 
a sharp decl ine in the on-trade sector, this 
was immediately offset by an unprecedented 
acceleration in retail and e-commerce sales. 
Cointreau and Mount Gay, in part icular,  
had a record year. Cointreau’s partnership 
with Channel Four to sponsor the Friday 
N i ght  I n  show wa s  ver y  ef fec t ive  a nd 
ga r nered  w idesprea d  a t t ent ion  for  the 
Margarita recipe. 

In Africa and the Middle East, the pandemic 
affected all sales channels. Rémy Cointreau’s 
teams had to show agility: online sales sites 
were launched in South Africa, Kenya and 
Dubai; Zoom tasting and food pairing sessions 
in South Africa also drew many Louis XIII 
customers, wine lovers and art col lectors; 
and in Ind ia ,  on l ine t a st ings organ ised 
with whisky clubs boosted Bruichladdich’s 
reputat ion among connoisseurs. 

Thus, despite a very challenging environment 
i n  t h i s  p a r t  o f  t h e  w o r l d ,  t h e  G r o u p 
continued to invest in preparing for recovery  
and the future.

The A sia -Paci f ic  reg ion a s  a  whole has 
su f fered  f rom the  C ov id-19  pa ndem ic ,  
h i t  ha rd  by  i t s  dependence  on  tou r i sm  
and on-s i t e  consu mpt ion.  Two market s 
w ith in the reg ion never theless recorded  
a surpr isingly remarkable performance: 
Greater China and Australia. 

In Greater China, the shutdown of on-trade 
establishments (bars, restaurants, karaoke 
bars, etc.) set the year off to a slow start, 
but their reopening in the summer of 2020 
pushed cognac and whisky consumpt ion 
to new heights during the rest of the year. 
Moreover,  many i n i t i a t ives  were  t aken  
t o  m e e t  t h e  i n c r e a s i n g l y  d e m a n d i n g 
ex pec t a t ions  of  C h i nese  consu mer s  i n 
terms of brand experience. An immersive 
presentat ion of the Rémy Mart in House 
was organised at the Guangzhou Opera 
House and enjoyed t remendous success.  
Louis XIII broadened the level of experience 
offered to its customers through unprecedented 
c u l t u r a l  e v ent s :  Her i t a g e  Aw a ken i n g  
cultural round tables, a poetic experience at 
the Shenzhen Sky Concert Hall – the highest 
music hal l in the world – and an ar t ist ic 
Symphony of Time concer t in Shanghai.  
We stepped up the qua l i t y  of  customer 
relations with the launch of concierge services 
for L ouis XIII V IP customers,  together 
with a mini WeChat programme dedicated  
to Rémy Martin customers. Lastly, hundreds 
o f  l i v e  s t r e a m i n g  s e s s i o n s  w e r e  h e l d  
on social networks for the new generation 
of connoisseurs. 

Australia saw a huge increase in retail sales. 
The rise of at-home cocktails was especially 
beneficial for Cointreau; buoyed by significant 
media investments, it has become the third 
most valuable brand in the liqueur category. 
The Botanist also stood out, while cognacs 
showed resi l ience. 

The region has an opt imist ic outlook for 
the year 2021/2022. With buoyant domestic 
consumption, prospects in Greater China are 
excellent, while other markets should benefit 
at least partially from a recovery in tourism 
and the reopening of the hospitality sector.

With the collapse of international air travel 
(-75% in 2020), Travel Retai l has felt the 
ful l onslaught of the public health crisis. 
In China, however, the duty-free allowance 
increase for Chinese cit izens v isit ing the 
Hainan free-trade port has created a new 
dut y-f ree  ma rket  w ith  g rea t  potent i a l .  
The same is true in South Korea and Taiwan, 
with the rise in domestic f lights to the islands 
of Jeju, Penghu and Kinmen. 

Trave l  R et a i l  i n i t i a t ives  h ave  fo cu se d 
primari ly on Hainan Island, which offers 
strategic opportunit ies for Rémy Mart in 
and Louis XIII, from airports to luxury 
shopping centres. 

Due to the travel bans, the online platforms 
that were developed to replace team travel 
wi l l be maintained after the health crisis 
in order to reduce the carbon footprint.

Visibi l ity on duty-free sales for 2021/2022 
remains low. Nevertheless, the Group wi l l 
continue to invest in preparing the recovery 
of this important and strategic channel.

_ 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  
A N D  A F R I C A R
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"Rémy Cointreau cares for the terroirs that are essent ial 
to  i t s  M a i sons  and cu lt iva tes  the  savoi r-fa i re  of  i t s 
people ,  so  that  c l ient s  can enjoy except iona l  spi r i t s 
and sensor y ex per iences .

Uphold ing th i s  her it a ge enables  the fami ly company 
to  w r i te  i t s  ow n dest i ny  and to  proud ly  pa ss  on i t s 
cent ur ies -old legacy to f ut ure generat ions ."

Rémy C oint reau Group's  pur pose

CORPORATE
SOCIAL
RESPONSIBILITY



R é m y  C o i n t r e a u ’s  C o r p o r a t e  S o c i a l 
R e s p o n s i b i l i t y  c o m m i t m e n t  i s  t h e 
cor ners tone of  i t s  cent u r ies -old  brands; 
i t  i s  a n  i n t e g r a l  p a r t  o f  t h e  G r o u p ’s 
D N A  a n d  p u n c t u a t e s  i t s  h i s t o r y .  
The  Group’s  Houses  have  spa n ned the 
ages by combining the excel lence of thei r 
products with cont inuous improvement in 
t er ms of  C SR .  E a ch of  them,  i n  i t s  ow n 
way,  prot ec t s  i t s  t er ro i r  a nd  nu r t u res 
the exper t i se of  the women and men who 
work there,  so  that  customers  can enjoy 
except iona l  sensor y  ex per iences . 

T h e  y e a r  2 0 2 0 / 2 0 21  w a s  m a r k e d  b y 
a  h e a l t h  c r i s i s  o n  a n  u n p r e c e d e n t e d 
s c a le .  But  t he  G r oup’s  t e a m s  wer e  no 
les s  enthus i a s t ic  –  qu i t e  the  cont ra r y! 
W hether  i n  B a rba dos ,  C og na c ,  S a mos  
or the Isle of Islay, they devoted a l l  thei r 
energ y to ensur ing that the Group’s 2025 
commitment i s  a  col lect ive success .  Th is 
st rateg y, ca l led "Susta inable Except ion", 
embod ies  the  Group’s  spec i a l  a t t ent ion 
to  developi ng i t s  product s  of  excel lence 
a nd re l ies  on  pra c t ic a l  a c t ions  coupled 
w ith quant i f ied t a rget s  to  help preser ve 
the  pla net . 

T h i s  y e a r,  t h e  G r o u p  r a m p e d  u p  i t s 
ef for ts  to obta in susta inable a gr icu lture 
c e r t i f i c a t i o n s ,  w i t h  r e a l  p r o g r e s s  a t 
Br u ich la dd ich ,  Mou nt  G ay,  C oi nt reau 
and St -Rémy.  The Group a l so  took bold 
measures to reduce it s  carbon foot pr int , 
el iminating a signif icant portion of its gif t 
boxes across its portfolio. The Bruichladdich 
s i t e  i s  now f u l ly  powered by  renewable 
e lec t r ic i t y.  Moreover,  i n  the  l a s t  nea r ly 
20 years Rémy Cointreau has under taken 
to fol low and implement the 10 pr inciples 
of  the  U N G loba l  C ompa c t ,  i nc lud i n g  
the principle to encourage the development 
and di f fusion of env ironmental ly fr iendly 
t ech nolog ies . 

The Group’s  long-s t and i ng com m it ment 
t o  C SR  h a s  r e c ent l y  b e en  r e c o g n i s e d 
b y  s e v e r a l  r a n k i n g s  a n d  r a t i n g s .  
The  C a rbon D i sc losu re  Projec t  (CDP) 
gave  the  Group a  score  of  A-,  a nd the 
Vér ité 40 index gave i t  an A .  At the same 
time, Rémy Cointreau was 
ra n ked f i r s t  i n  the  food 
sector and 26 th across a l l 
bu s i nes s  s ec t or s  ba se d 
on socia l,  env ironmental 
and governance cr iter ia , 
a c c o r d i n g  t o  a  s t u d y 
led by French ma ga z i ne 
L e  P o i n t  i n  pa r t ner sh ip 
with the German institute 
S t a t i s t a .  I n  2 0 2 0 ,  t h e 
S cot t i sh  d i s t i l l e r y  B r u ich l a dd ich  h a d 
a l rea dy received the  B -C or p l abel .

M o r e  t h a n  e v e r,  G r o u p' s  H o u s e s  a r e 
proud to proact ively embrace susta inable 
e xc ep t ion .  The y  c ont i nue  t o  i n nov a t e  
i n  o r der  t o  c r e a t e  e xc ep t ion a l  s p i r i t s 
tha t  ref lec t  the  t er roi r s  i n  wh ich  they 
were  produced .  By va lu i ng  i t s  her i t a ge 
i n  th i s  way,  the  fa m i ly  g roup i s  w r i t i ng 
a new chapter in i t s  h i stor y and proud ly 
p a s s i n g  o n  t h i s  c e n t u r i e s - o l d  l e g a c y  
to  f ut u re  genera t ions .

Rémy Cointreau’s Corporate 

Social Responsibility 

commitment is the cornerstone 

of its centuries-old brands; 

it is an integral part of the 

Group’s DNA and punctuates 

its history.

Susta inable Development l ies  at  the hear t  of  Rémy C ointreau's  pol icy and 
forms the ba si s  of  the C SR char ter.  Rémy C oint reau ha s thus ident i f ied four 
major  goa ls  for  i t s  C SR st rateg y : 

-   Preser v ing the terroi rs  to  revea l 
t he i r  e xc e l l enc e ,  b y  enc ou r a g i n g 
responsible cu lt ivat ion methods and 
innovat ing to maintain their essence 
and biod iversit y.

-   C om m it t i n g  to  men  a nd  women,  
as a way of asser t ing its uniqueness, 
w i t h  r e s p o n s ib l e  a n d  c o m m i t t e d 
g o v e r n a n c e ,  w h i l e  g u a r a n t e e i n g 
col lec t ive  prog ress  i nter na l ly  a nd 
w i t h  i t s  s u p p l i e r s  a n d  p a r t n e r s , 
and play ing an act ive role  i n  loca l 
communit ies . 

-   R espec t i ng  the  va lue  of  t i me,  t o 
create  except iona l  products ,  wh i le 
c ont r ibut i n g  t o  t he  f i ght  a g a i n s t 
g loba l  wa r m i ng ,  protec t i ng  water 
resources ,  t ak ing act ion to reduce 
t he  env i r on ment a l  i mp a c t  o f  ou r 
act iv it ies ,  and s t r iv i ng for  carbon 
neut ra l i t y.

-   Maintaining strict standards around 
r e s p o n s i b l e  c o n s u m p t i o n  t o  p a y 
tribute to its exceptional products, by 
raising awareness among customers, 
employees and partners of the Group.

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

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

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  
and 15), which for the past four years have 
been l inked to the var iable compensat ion 
of the Group's senior executives. The CSR 
C om m it t e e ,  wh ich  i s  for me d  f rom t he 
Board of Directors and is responsible for 
implement ing the CSR strategy, monitors 
th i s  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  
t o  Pe ople  a nd  r e sp e c t i n g  t he  va lue  o f 
T i m e ,  b y  u n i t i n g  t h e  G r o u p  w i t h  i t s 
par t ners  i n  the  long ter m and s t r iv i ng 
to t ake exemplar y deci s ions in l i ne w ith 
i t s  ambit ion:  becoming the world leader 
in except iona l  spi r i t s .
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-    S takeh olders’  E xp e cta tions   +

Responsible 
communicat ion 
and consumption

Optimal  water 
and eff luent 
management

Eco-design 
of  our products

Anti-corruption

Training 
of  teams

Responsible 
sourcing pol icy

Reduced GHG 
emiss ions (transport)

Gender 
equal i ty

Non-discr iminat ion 
in our teams 
around the world

Sustainable 
agriculture 
(upstream)

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION

LIFE
ON LAND

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION

LIFE
ON LAND

_  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 :

Responsible 
communicat ion 

and consumption

Optimal  water 
and eff luent 
management

Training 
of  teams

Responsible 
sourcing pol icy

Gender 
equal i ty

Eco-design 
of  our products Anti-corruption

Reduced GHG 
emiss ions 

(transport)

Non-discr iminat ion 
in our teams 

around the world

Sustainable 
agriculture 
(upstream)

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 ethics  
and anti-bribery charter

Annual monitoring of the 
number of B Corp-certified sites

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

Respecting the value of  T ime means adopting sustainable 
production practices while  l imit ing greenhouse gas  (GHG)  
emissions and the use of  natural  resources, such as  water .  
In  accordance with the 2015 Paris  Agreement , Rémy Cointreau  
has  undertaken to halve its  carbon emissions by 2030 in  order  
to  reach “Net Zero” by 2050. This  achievement would require 
reducing the carbon footprint  at  al l  stages of  the l i fe  cycle  
of  i ts  wines and spir its:  production, eco -design packaging,  
t ransport  and waste management . The Group has  implemented  
tools  to  measure its  environmental  footprint  at  al l  levels  
(scopes 1 , 2  and 3) . 

Priorit y:  ne t  zero car bon by 205 0  
to  preser ve the pl ane t 

"We have made st rong commitments 
within the framework of the "Sustainable  
Except ion" plan that affect the ent ire 
production chain, from the production of 
our spirits, to their packaging and transport. 

-  On scope 1, this means choosing fuels 
that emit less carbon, as in France, 
where we switched to biogas in April 
2021, or on the Isle of Islay, where the 
HyLaddie project is investigating the use 
of hydrogen for the distillery’s heating 
requirements. 

-  On scope 2 , we are working on the 
purchase of renewable electricity. 

-  On scope 3, we are focusing our efforts 
on eco-design to roll out lighter bottles 
and increase the proportion of recycled 
glass. Besides, we are favouring partners 
who have adopted a carbon reduction 
programme."

Patrick Marchand, 
Chief Operating Officer 

"In terms of sourcing, the year 2020  
has prompted us to further strengthen 
the  re l a t ionsh ip  w ith  ou r  pa r t ner s . 
Since the star t of the cr isis, we have 
c r e a t e d  a  t a sk  for ce  a nd  r em a i ne d  
in close contact with our suppliers, in 
order to hear their concerns and grow 
together. 

This relationship has outlasted the crisis 
and made us aware of the need to secure 
our production plan. We thus decided 
to  re locate  ou r  sou rc i ng operat ions 
to  ensure we adopt  a  s t rongly loca l 
approach.  Th i s  a l lows us  to  reduce 
transport requirements and to implement 
a mult i-sourcing strategy.

Taken together,  these measures have 
cu lminated in the creat ion of a CSR 
off icer posit ion within our team." 

Jean-Pascal Martin Festa, 
Chief Procurement Officer
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Identifying alternatives to fossil fuels

Rémy Cointreau has identif ied alternative 
solutions to conventional natural gas in most 
of its regions, ranging from biogas (as in 
France) to liquef ied natural gas (as in the 
Caribbean, in Barbados). In the combustion 
phase (scope 1), biogas produces 100 times 
less emissions than conventional natural gas.

Wherever it operates, the Group and its brands 
are innovating to reduce its environmental 
impact. The Scottish distillery Bruichladdich, 
for example, is carry ing out a feasibi l ity 
study named HyLaddie that invest igates  
the  i nteg rat ion of  i nnovat ive  hyd rogen 
combust ion technology at the product ion 
site. This study will be f inalised in 2021 and 
could enable the implementation of practical 
solutions that will make a strong contribution 
to the net zero targets for 2050. 

In Cognac, in order to measure the sources 
of carbon emissions even more thoroughly, 
Rémy Martin will carry out a partial (but 
representat ive) carbon assessment of its 
winegrowers’ cooperat ive (A l l iance Fine 
Champa gne – A FC) i n 2021,  ana lysi ng 

three "average" representative structures:  
a professional disti l ler, a grower-disti l ler, 
and a wine deliverer.

In addition, f ive other professional distillers 
working with the House have come together 
to share their data and bui ld a roadmap 
including targets such as carbon footprint 
reduction, waste management, biodiversity 
and qual it y development, and the safety  
and working comfort of employees. Their 
approach i s  consi s tent  w ith ISO 140 01 
certif ication, which is based on the principle 
of continuous improvement of environmental 
performance by controlling the impact of the 
company’s activities.

It was also in Cognac, at Rémy Martin, that 
the Green Analytical Project – a sustainable 
analytical chemistry think tank – audited  
the laboratory’s activity. The audit looked 
at the everyday routine of the laboratory, 
general practices, waste management, energy 
savings, analytical methods, and operator 
safety to provide an in-depth assessment  
and indicate areas for improvement. 

For the f irst t ime, the Carbon Disclosure 
Project (CDP) has awarded the Rémy Cointreau 
Group "Climate Leadership" status, with  
a score of A- for 2020. This score recognises 
the  most  t ranspa rent  compan ies  i n  the 
world in terms of environmental reporting.  
The Group is  pleased to have improved  
by  t wo leve l s  i n  one  yea r.  Worldw ide ,  
only 8% (or 776) of the 9,526 companies 
analysed this year achieved this recognition. 
On average, the Group’s sector (Food & 
Beverage Europe) tradit ional ly gets a C 
rating (Awareness).

Rémy Coin treau ,  Clim a te  
L eadership sta tus

_  F A V O U R I N G  S U S T A I N A B L E  
A N D  R E N E W A B L E  E N E R G I E S 

Co n tin uin g  th e  tr a n sitio n to  g re e n 
ele ctricit y

R é m y  C o i n t r e a u  h a s  s e t  i t s e l f  t h e 
t a r g e t  o f  10 0 %  r e n e w a b l e  e l e c t r i c i t y 
by  2 0 2 5 .  S i nce  2 016 ,  a l l 
e l e c t r i c i t y  u s e d  b y  t h e 
Group’s  French s i t es  ha s 
been renewable ,  w i th  the 
except ion of  Domai ne des 
Hautes  Gla ces ,  for  wh ich 
9 4%  o f  t he  t o t a l  ene r g y 
used i s  renewable  (wood-
f i r ed  s t i l l s).  Me a nwh i le , 
a t  We s t l a n d  D i s t i l l e r y 
i n  S e a t t l e ,  9 0 %  o f  t h e 
energ y used i s  renewable, 
whereas at  Bru ich ladd ich in Is lay,  100% 
of  t he  e le c t r ic i t y  u se d  h a s  come  f r om  

renewable sources in the United K ingdom 
s i nce  M ay 2020 . 

I n  2 019,  t he  M ou nt  G ay 
t e a m s  o n  t h e  i s l a n d  o f 
Barbados began to produce 
photovolt a ic  power :  sola r 
p a n e l s  n o w  c o v e r  2 5 %  
of the packaging site’s total 
e le c t r i c i t y  con su mpt ion . 
B y  2 0 2 4 ,  t h e  f i g u r e  i s 
e x p e c t e d  t o  r i s e  t o  3 0 % 
w i t h  t h e  i n s t a l l a t i o n  o f 
new pa nel s .  The  s i t e  ha s 

a l so  b e en  f i t t e d  w i t h  energ y- e f f i c i ent 
bu lbs  a nd l a mps . 

Rémy Cointreau  

has set  i tself  the target 

of  100% renewable 

electricity by 2025.
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_  I N N O V A T I N G  T O  F O S T E R  
S U S T A I N A B I L I T Y  A T  E V E R Y  S T A G E  
O F  T H E  P R O D U C T  L I F E  C Y C L E

Reducing the carbon footprint through 
e co-design

Re ducing an d re c ycling waste

I n  t he  p a s t  t wo  ye a r s ,  t he  G r oup  h a s 
been i mplement ing pract ica l  and speedy 
mea su res  t o  reduce  the  env i ron ment a l 
impact of its packaging, which accounted 
for  35% of  i t s  carbon emiss ions in 2020. 
The  a i m  i s  t o  e c o - de s i g n  10 0 %  o f  i t s 
p r o d u c t s  b y  2 0 2 5 .  To  t h a t  e n d ,  t h e 
packa g ing development teams apply the 
5R method: reduce, reuse, recycle, respect,  
reth ink.  Whenever possible,  the Group’s 
brands reduce the weight of glass in their 
bot tles and use recycled materials in their 
new packa g i ng ,  wh ich i n  t u r n reduces 
the carbon emissions of  thei r  product ion 
and t ranspor t  methods.

A t  G r o u p  l e v e l ,  R é my  C o i n t r e a u  h a s 
developed the Environmental Performance 
I ndex ( EPI ).  W ith  th i s  comprehens ive 
tool,  packaging engineers can accurately 
gauge the environmental footprint of each 
packa ge.  Th is  makes it  possible not on ly 
to identi fy the most v ir tuous products and 
those that  requ i re  i nnovat ion,  but  a l so  
to address the concerns of customers who 
want to steer clear of over-packaging and 
heav y packa g ing. 

In add it ion to work ing on products  that 
require innovation, the Group is perfecting 
ex i st ing packa g ing.  Th is  year,  Adelphe 
a s s e s s e d  t he  p a c k a g i n g  o f  C o i n t r e a u 
p r o d u c t s  t o  o p t i m i s e  e v e r y  d e t a i l .  

R émy  C o i nt r e a u  c lo s e l y  mon i t or s  t he 
ent i re l i fe cycle of it s  products to reduce 
and recover it s  waste. 

General ly, waste from the production sites 
i s  used in "mater ia l"  or energ y recover y 
channels. This concerns mainly packaging 
waste:  glass and cardboard. In the past 
two years, waste monitoring and treatment 
i nd ic a tor s  have  i nc luded  a  d i s t i nc t ion 
bet ween mater ia l  and energ y recover y. 
The  G roup’s  pr i ma r y  a i m i s  t o  reduce 
waste tonnage and to pr ior it i se mater ia l 
recover y over energ y recover y.

In C ognac, a longside label designer and 
expert Litho Bru, the House of Rémy Martin 
ha s  com m it ted to  a  prog ram me for  the 
opt imisat ion of raw mater ia ls and waste 
management. The House has invest igated 
a  m e t h o d  o f  r e c y c l i n g  l a b e l  b a c k i n g 
she e t s  –  g l a s s i ne ,  wh ich  gener a t e s  up  
t o  3 0  t on nes  o f  m a t er i a l  ever y  ye a r  –  
at  the merchant ’s site.  At the same t ime, 
a b out  10 ,0 0 0  p ie ces  o f  c a n i s t er  wa s t e 
per year are now d ismantled (separat ion  
o f  s c r a p  m e t a l  a n d  c a r d b o a r d )  a n d 
recycled, whi le wood offcuts generated by  
the Product Development C entre (PDC) 
are now shredded and recycled. 

In most of the Group’s sites ,  cardboard 
cups have replaced plast ic cups in vending 
machines,  a luminium water bot t les have 
been prov ided to employees ,  and water 
fountains have been installed. The Westland 
site has switched to compostable cups and 
an in it iat ive has been launched to t ra in 
employe es  i n  go o d  wa s t e  m a n a gement 
techn iques and in ident i f y ing what can 
be recycled and composted.

For the past year, the Paris administrat ive 
s i te  ha s been col lect ing pla st ic  caps in 
p a r t n e r s h i p  w i t h  t h e  " L e s  B o u c h o n s 
d ’A m o u r "  a s s o c i a t i o n .  R e c y c l i n g  t h e 
c o l l e c t e d  c a p s  a l l o w s  t he  a s s o c i a t i on  
t o  p u r c h a s e  s p e c i f i c  e q u i p m e n t  f o r  

This approach demonstrates Rémy Cointreau’s 
determination to continue to make progress 
i n  th i s  regard and to produce w ith ever 
g reater  m ind fu lness . 

The innovat ions are not a lways technica l 
in nature, and somet imes involve "simply" 
r e m o v i n g  t h e  p a c k a g i n g .  A s  s u c h ,  
a signi f icant por t ion of the Rémy Mar t in 
range d iscont inued it s  g i f t  boxes dur ing 
2020/2021, in par t icu lar bot t les intended 
for the US market .  Since Februar y 2021, 
B r u ic h l a dd ic h  h a s  a l s o  b e en  r u n n i n g 
t h e  " G o  o n e  t i n  l i g h t e r "  c a m p a i g n ,  
g i v i n g  c u s t o m e r s  t h e  o p t i o n  t o  b u y 
bot t les that don’t  come in a t in.  In it ia l ly, 
the d i s t i l ler y i s  t a rget ing 5 ,0 0 0 bot t les 
sold w ithout  a  t i n,  fol lowed by 10,0 0 0.  
At  the same t i me,  the on l ine store of fers 
f u l l y  c a r d b o a r d  p a c k a g i n g .  To  b e s t 
suppor t  these changes ,  the s i te  now ha s 
a packaging development manager tasked 
w ith  des ig n i ng and i mprov i ng product 
packaging to minimise the env ironmental 
i mpa c t .  Th i s  d r ive  a l so  le d  t o  the  S t -
Rémy Signature bot tle being sold without  
a  ca se in 2020,  a s  a  bare bot t le ,  wh ich  
i s  d i f ferent  f rom prev ious ed it ions . 

disabled sportsmen and women, and helps 
to improve l iv ing cond it ions for people 
suf fer ing f rom a d isabi l it y.

On the i s land of  Barbados,  Mount Gay 
int roduced a new waste processing l ine 
in 2019, main ly for glass,  cardboard and 
plast ic.  This year once aga in,  employees 
were made aware of waste management and 
sor t ing. The in it iat ive was supplemented 
by an internal glass and plast ic recycl ing 
campaign to encourage employees to better 
sor t waste. 

The tota l  waste produced (2 ,382 tonnes) 
was down 4%. The mater ia l recovery rate 
wa s  8 8%,  up 2% on the  prev ious  yea r.  
The energy recovery rate was stable at 6%.  
The wa ste  recover y  ra te  th i s  yea r  wa s 
95%, up 2% on 2019/2020. 
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_  O P T I M I S I N G  F L O W 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

Integrating environmental  concerns 
in to freigh t  transpor t

An exemplary approach means integrating 
env i r on ment a l  concer n s  f r om s t a r t  t o 
f i n i sh .  To  reduce  i t s  c a rbon em i ss ions 
from freight transport, the Group provides 
i t s  s t a k e h o l d e r s  (c a r r i e r s ,  p a r t n e r s , 
employees ,  etc .)  w ith the TK Blue tool . 
I t  a l lows  ever yone  t o  t ra ck  a nd  sha re 
thei r  ac t ions  to  reduce g reenhouse ga s 
emiss ions .  10 0% of  the Group’s  car r iers 
are expected to be connected to th is tool 
by 2025. 

To  t r a n s p o r t  i t s  s p i r i t s  f r o m  E u r o p e 
to  A sia ,  Rémy C oi nt reau i s  com m it ted 
t o  r a i l  t r a n s p or t .  I n  2 019,  t e s t s  wer e 
c o n d u c t e d  t o  r e p l a c e  s o m e  a i r  a n d 
r o a d  t r a n s p o r t  o p e r a t i o n s  w i t h  r a i l 
transport, which is more env ironmental ly 
f r i e n d l y .  S i n c e  t h e n ,  f u r t h e r  t e s t s  
on the  t ranspor t  l i n k bet ween Group's 
Ch inese warehouses have saved around 
2 tonnes of  C O 2 equ iva lent  and reduced 
some log i st ics  cost s . 

Bu i ld i n g  on  th i s  approa ch,  the  G roup  
is studying sustainable transport methods 
on each cont i nent  –  span n i ng ra i l ,  sea 
and road t ranspor t  – and has commit ted  
t o  a  prog ra m me t o  opt i m i se  cont a i ner 
load ing.

Integrating environmental  concerns 
in to digital  f lows

The Rémy C oi nt reau Group a l so  t a kes 
care to integrate environmental concerns  
into commodity and digital f lows. 

In 2018, Rémy Cointreau introduced the 
possibility of receiving and processing supplier 
invoices fol lowing a digit ised tax process. 
New tools have been rol led out within the 
supplier accounting department to enable 
the receipt  and processing of  paperless 
i nvoices .  A l l  suppl ier s  were  cont a c ted  
to notify them and raise awareness of these 
new document-sharing methods. This reduces 
invoice sending and processing t imes.

At Group level, this commitment involves 
raising employee and stakeholder awareness 
of digital eco-gestures: unsubscribing from 
newsle t t er s ,  empt y i ng  the  rec yc le  bi n , 
deleting large attachments, providing training  
in the management of digit ised documents, 
etc. This awareness is promoted through 
i nter na l  com mu n ic a t ion  a nd ded ic a ted 
events, such as the IT Green Week in 2019. 

R émy  C o i nt r e a u  a l s o  e x pr e s s e s  i t s 
commitment to sustainabi l it y and the 
environment through reasonable water 
management measures. 

T h e  G r o u p  r a m p e d  u p  i t s  w a t e r 
management act ions signi f icantly this 
year, a l lowing it to be upgraded from  
a C score in 2019 to a B score in 2020 
u nder  the  CDP (C a rbon D i sc losu re 
Project) environmental reporting system. 
This score is the result of several local 
actions geared towards the common goal  
of responsible management. This achievement 
provides further recognition of the work 
accompl i shed by the Group’s  women 
and men to express Rémy Cointreau’s 
commitments in practice.

At the Barbados site, the Mount Gay 
teams are studying sugarcane production 
in circumstances of drought, considering 
that  the plant  a l ready requ i res  a  lot  
of water. The strategy involves creating 
a pond to capture rainwater, installing 
two greenhouses with irrigation systems, 
and planting drought-resistant varieties 
(such as cassava).  In the same spi r it  
of  s t rea m l i n i ng  va r ious  water  uses ,  
new sanitary facilities have been set up 
in Brandons and at the St-Lucy distillery. 

Developing practical  
solutions to preser ve  
wa ter  resources 



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

Giving back to the Earth. More than a credo, this is the Group’s DNA  
and reflects its course of action under its Sustainable Exception strategy. 
All around the world, the Group’s employees are taking action and sharing 
knowledge with an overarching goal: preserving and transmitting  
their inheritance. 

Mindful of the challenges that global warming has in store for them,  
the Group’s brands are working tirelessly to protect and prepare their 
terroirs in a changing world. In support of SDG 15, which aims to preserve 
and restore terrestrial ecosystems, Rémy Cointreau wants to take  
its strong commitment to responsible and sustainable agriculture  
even further. The Group has set itself the target of having 100%  
of its land managed sustainably by 2025. To realise this ambition,  
the Group’s brands are continuing to innovate and prioritise sustainable 
farming methods, protect biodiversity, and collaborate with local 
communities to prepare for the future.

Oranges et terroir, the Cointreau brand’s 
environmentally friendly initiative to create  
an exceptional supply chain

The orange has an extraordinary background, having travelled from 
one continent to another in the company of illustrious explorers.  
The founder of the eponymous brand, Édouard Cointreau, travelled the 
world to uncover the best varieties and perfect his liqueur. Presented 
at the Paris World’s Fairs (1889, 1900) and lauded by more than 
300 awards since its creation in 1885, Cointreau liqueur with its 40 aromas 
has taken the cocktail world by storm ever since. Its outstanding  
organoleptic qualities and exceptional oranges place it in a class of its own.

Today, the Oranges et terroir project perpetuates this quest for superlative 
sweet and bitter orange peels. Within this framework and to further 
the aims of SDG 15, Rémy Cointreau is establishing partnerships 
with its international suppliers to ensure high-quality supplies.  
In Spain, Tunisia, Brazil and Morocco, the Group is conducting 
agricultural audits to ensure that its suppliers implement responsible 
and sustainable farming methods in l ine with internat ional 
standards (Global G.A.P. or Rainforest, depending on the country)  
and consistent with the company’s environmental policy.
 
The project measures the roll-out of sustainable agriculture by suppliers 
to continue to source excellent raw materials, while also supporting  
the establishment of exceptional supply chains and building a strong 
and long-lasting partnership with farmers around the world.
 
This commitment is gaining ground: 55% of partner orange production 
areas have been recognised as operating in line with sustainable 
agriculture methods.
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Ensuring 100% of the Group’s terroirs 
i m p l e m e n t  r e s p o n s i b l e  m e t h o d s  
by 202 5

The House of Rémy Martin is spearheading 
environmental commitments in the Cognac 
reg ion. In 2012, it  was the f i rst  to obta in 
H i g h  E n v i r o n m e n t a l  Va l u e  ( H V E ) 
c e r t i f i c a t i o n  f o r  i t s  E s t a t e s .  B a c ke d 
by the French M i n i s t r y of  A gr icu lt ure 
and Food,  th i s  recogn it ion of  excel lence 
acknowledges the House’s  pract ica l  and 
me a su r a b le  com m i t ment s  a r ou nd  fou r 
t hemes :  b io d iver s i t y,  p l a nt  pro t e c t ion 
s t r a t e g y,  f e r t i l i s a t i o n  m a n a g e m e n t ,  
a nd  pr e s er v a t ion  o f  t he  r e g ion’s  s o i l s  
and water qua l it y.  The House lays c la im 
t o  S u s t a i n a b le  E xc ep t ion  a nd  s t r i v e s  
t o  s p r e a d  i t s  v i s i o n  o f  s u s t a i n a b l e 
a gr icu lt ure more w idely by onboard ing 
the  l a rges t  nu mber  of  w i ne g rower s  i n  
a  v i r t uous approach. 

A pract ical i l lustrat ion of the brand’s role 
in driv ing this inter-professional impetus, 
10 0% of  the A FC cooperat ive ha s been 
com m it t ed  to  a  co l lec t ive ,  sus t a i nable 
v it icu lt ure approach for  t wo years  now.  
Th is  year,  a  new group of  w inegrowers 
ob t a i ne d  l e v e l  3  H V E  c e r t i f i c a t i o n  - 
the h ighest  level  of  commitment in th i s 
cer t i f icat ion. The 253 winegrowers of the 
AFC with level 3 cer t i f icat ion are making  

a major contribution to the inter-professional 
drive for sustainable agriculture. The AFC 
w inegrowers represent  86% of  a l l  H V E 
( leve l  3 )  cer t i f i e d  f a r m s  i n  C h a rent e . 
The y  a r e  a dd i n g  t o  t he  moment u m  o f 
HVE cert i f icat ion in Nouvel le-Aquitaine,  
t h e  r e g i o n  w i t h  t h e  h i g h e s t  n u m b e r  
of  H V E -cer t i f ied farmers in France.

The House now encourages winegrowers 
who are ready to apply for dual certification, 
as provided by the BNIC (Bureau National 
Interprofessionnel du Cognac), which integrates 
cr iter ia speci f ic to the Cognac product ion 
line (CEC - Certification environnementale de la 
filière Cognac) in addition to the requirements 
of  the H V E cer t i f icat ion int roduced by 
the French M inistr y of Agr icu lture and 
Food. Rémy Mart in hopes to have 70% of 
its par tners classi f ied as HVE - or CEC -
cer t i f ied by 2024, and 100% by 2028. 

In  i t s  E st ates ,  Rémy M ar t i n  i s  t es t i ng 
alternative and natural solutions to protect 
the  v i neya rd s  i n  order  t o  i mprove  the 
long-term fert i l ity potential of the soi l and 
establish even more sustainable winegrowing 
prac t ices  by  2025 .  The Biocont rol  and 
E c o s y s t e m  B a l a nc e  ( BE E )  p r o j e c t  i s  

a new experiment in Charente. In 2018, the 
Rémy Mart in Estates set up a pioneer ing 
exper imenta l plat form in the reg ion with 
the French Wine and Vine Institute (IFV). 
The study conducted makes it  possible to 
test  fa rming systems that  l i m it  thei r  use  
of plant protection products by introducing 
biocont rol  products . 

I n  B a r b a d o s  i n  t h e  C a r i b b e a n ,  t h e 
world ’s  oldest  commercia l  rum d ist i l ler y 
h a s  u n d e r t a ke n  a n  a mb i t i o u s  p r o j e c t 
t h a t  pr o v e s  t h a t  a ny t h i n g  i s  p o s s ib l e  
t o  people  of  goo d  w i l l .  The  l a nd  used 
f o r  s u g a r c a n e  p r o d u c t i o n  h a d  t o  b e 
restored and fer t i l i sed to enr ich the soi l .  
T h e  M o u n t  G a y  t e a m s  s e t  u p  a  c r o p  
r o t a t i o n  s y s t e m  b y  i n t r o d u c i n g  f o o d 
crops such a s  sweet  potatoes and pigeon 
pea s ,  wh ich a re  now planted a longside 
m a n g o ,  p o m e g r a n a t e  a n d  m a h o g a n y 
t r e e s .  T h e  a i m  b y  2 0 2 3  i s  t o  f u r t h e r 
ex tend the development of  these m i xed 
fa r mi ng pract ices  and share them w ith 
loca l  fa rmers .

In order to improve it s  knowledge of  the 
terroir, reintroduce biodiversity and, most 
importantly, increase the resi l ience of the 

pla nt a t ion’s  ecos y s t em a nd tha t  of  the 
i s land overa l l ,  the r um brand acqu i red 
13 4  he c t a r e s  o f  su ga rc a ne  pro duc t ion 
l a nd  i n  2 018 .  S i nc e  t hen ,  M ou nt  G ay 
ha s  been tes t i ng new fa r m i ng methods 
(organ ic  fa rming and permacu lt ure)  on 
these plots and a ims to conver t it s  ent i re 
p l a nt a t i on  t o  o r g a n ic  f a r m i n g  w i t h i n 
four years .  Test  plot s  were planted w ith 
a  d i f ferent  cu l t i va r  e a ch ,  s e le c t e d  for 
thei r  un ique character i s t ics  and su ited 
t o  t he i r  m ic r o c l i m a t e .  A s  o f  t he  2 0 21 
h a r v e s t ,  t h e  s e e d s  w i l l  b e  h a r v e s t e d 
indiv idual ly to obtain a speci f ic molasses 
per "cl imate" and then d ist i l led and aged 
separately ;  th i s  i s  a l ready being done at 
Domaine des Hautes Glaces.  Ult imately, 
a range of plot-based and single-var ieta l 
rums wil l al low rum enthusiasts to see that 
mak ing bet ter  r um st ar t s  w ith plant ing 
t rees  and crops . 

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

The  R émy C oi nt re au  bra nd s  cu l t iva t e  the i r  t er ro i r s  w i th  the 
utmost  care to  combat globa l  warming.  In the Samos v ineyards , 
the  g ra i n  f ie lds  of  I s lay or  on the  s lopes  of  I sère,  the  Group’s 
men a nd women a re  c lever ly  a djus t i ng  thei r  fa r m i ng  method s  
and innovat ing whi le  respect ing loca l  ex per t i se,  i n order to pass 
on their inher itance to the generat ions fol lowing in their footsteps.
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A n ti c i p a t i n g  t h e  p o t e n ti a l  i m p a c t  
of  g lobal  war ming on our  ter roirs

In Seat t le ,  s ingle  ma lt  wh isky producer 
We s t l a n d  D i s t i l l e r y  h a s  w e l c o m e d  
a  resea rcher  f rom the  loc a l  u n iver s i t y 
i nto  i t s  t eams to  s t udy wh ich var iet ies 
can g row i n  low env i ron ment a l  i mpact 
farming systems, with the aim of preserving 
except ional f lavours. This in it iat ive adds 
to the research and development projects 
c a r r i e d  o u t  b y  t h e  b r a n d  f o r  s e v e r a l 
years:  crop rotat ion,  par tnersh ips w ith 
local universit ies, and research into local 
barley var iet ies .

O n  t h e  I s l e  o f  I s l a y,  B r u i c h l a d d i c h 
Dist i l lery has been replant ing tradit ional 
barley for  over 16 years ,  using d i f ferent 
barley var iet ies  to  preser ve the ter roi r. 
T h e  B o t a n i s t  g i n  h a s  l a u n c h e d  i t s  
f ou nd a t ion  t o  work  w i t h  i s l a nder s  t o 
i mprove  both  thei r  u nder s t a nd i ng  a nd  
lo c a l  b o t a n ic a l  d i ver s i t y.  The  t a rg e t s 
for  2 0 2 8  a r e  t o  m a i nt a i n  a nd  deve lop 
s u p p l i e s  t h a t  p e r p e t u a t e  t h e  I s l e  o f 
Is lay's  biod iversit y and the development 
of  organ ic  fa rming in Scot land.

In C ognac, Rémy Mar t in has carr ied out 
ex tens ive  mappi ng work to  l i s t  a l l  the 
plot s  across  i t s  est ates  and a ssess  thei r 
d iver s i t y.  Th i s  work  a l lows  the  bra nd 
t o  l e v e r a g e  ne w  t e c h no lo g i e s  t o  g a i n 
more deta i led knowledge of  i t s  ter roi r : 
c l i m a t e  d a t a ,  p e s t  pr e s s u r e ,  b iom a s s ,  
soi l  res i s t iv it y,  etc . 

Last year, the House carr ied out the f i rst 
harvest of its new plots of grape var iet ies 
that are more resistant to v ine d iseases in 
Saint-Preuil. This was the result of 20 years 
of collective research in partnership with the 
French National Institute for Agricultural 
R e s e a rch  ( I N R A E ),  t he  Fr ench  W i ne 
and Vine Inst itute (IFV ), and players in 
the Cognac sector. Planted in 2018 with 
three var iet ies  res i s t ant  to  m i ldew and 
powdery mi ldew, the plots have proven to 
be highly resistant to these v ine d iseases 
and are expected to reduce the use of plant 
protect ion products by 80 to 90%. This 
research project a ims to f ind a lternat ive 
solutions by helping to continuously adapt 
grape var iet ies to cl imate change. 

Building on this momentum, the Rémy Martin 
teams ex plored more than 30 0 hectares 
of v ineyards with d i f ferent winegrowers, 
a  Chamber of  A gr icu lt ure,  and players 
i n  the  a g r icu l t u ra l  d i s t r ibut ion  sec tor  
to ident i fy the grape var iet ies affected by 
f lavescence dorée and uproot the infected 
v i ne s .  U l t i m a t e l y,  t h i s  a ppr o a c h  w i l l 
promote the use of  fewer insect ic ides . 

A showcase of quality, environmental action 
and ex per i mentat ion,  the Rémy M ar t in 
E s t a t e s  e n a b l e  t h e  b r a n d  t o  t r y  o u t 
a l t er na t ive  so lut ions  on  a  l a rger  sc a le 
and to equ ip w inegrowers w ith the tools  
to improve their env ironmental pract ices. 

In Juillac-le-Coq, the Rémy Martin Estates have been participating since 2018 in the national 
research plan to reduce the use of plant protection products. A pioneering experimental 
platform in the region has been provided to the Biocontrol and Ecosystem Balance (BEE) 
project. Managed alongside the IFV, the platform is intended to develop an agro-ecological 
approach by testing farming systems that limit the use of plant protection products through 
the introduction of biocontrol products with a view to cutting the Treatment Frequency 
Index (TFI) by 75%. The work is carried out with no impact on grape yield or the quality  
of eaux-de-vie produced in Grande Champagne. The f irst results are encouraging,  
and the study will continue until 2023 in order to study the vine’s behaviour more broadly 
over different years in response to this new farming method.

T he Rémy Mar tin  Esta tes:  an open-air  l abora tor y  
with the BEE proje ct

This init iative adds to the research  

and development projects  carried out  

by the brand for several  years:  

crop rotation,  partnerships  

with local  universit ies ,  and research  

into local  barley varieties .

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

97



_  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  A L L  T E R R O I R S

Far m lands  and thei r  ecosystems a re  bei ng wor n out  by g loba l 
w a r m i n g  a n d ,  i n  s o m e  c a s e s ,  y e a r s  o f  i n t e n s i v e  f a r m i n g .  
Th i s  i s  t r ue  fo r  a l l  r aw  m a t e r i a l s :  g r a i n s ,  v i ne s ,  s u g a r c a ne 
a n d  o r a n g e s .  R é m y  C o i n t r e a u  a n d  i t s  b r a n d s  a r e  a c t i v e l y  
f i ght i n g  t o  preser ve  b io d iver s i t y  a nd  t o  cont i nue  t o  pro duce 
except iona l  products  that  ref lect  thei r  d i s t inct ive ter roi rs .

P r e s e r v i n g  r e g i o n a l  b i o d i v e r s i t y  
in  the long ter m

B io d iver s i t y  i s  t he  t r ue  we a l t h  o f  the 
ter roi rs .  Whether in Samos,  on the Is le 
o f  I s l ay,  i n  C og n a c  or  i n  S e a t t l e ,  t he 
Group’s brands help protect the d iversit y 
of  the loca l  fauna and f lora .  To th is  end, 
Rémy Cointreau has included the protection 
of  biod ivers i t y  i n  i t s  2025 C SR plan – 
" S u s t a i n a b le  E xc ep t ion"  –  a s  a  m a jor 
cha l lenge ref lected in pract ica l  act ions 
on the g round.  The Group a l so renewed 
it s  env i ronmenta l  commitments  a s  par t 
of  the A ct4natur e  i nternat iona l  a l l i ance. 
I t s  u n d e r t a k i n g s  c o v e r  b i o d i v e r s i t y, 
p r o t e c t i n g  fo r e s t s  a nd  n a t u r a l  a r e a s , 
reduc i n g  c a rbon em i ss ions ,  combat i n g 
globa l warming, and rol l ing out t ra in ing 
and awareness-raising init iat ives on these 
i ssues among st akeholders . 

For  nea r ly  10  yea r s ,  the  Rémy M a r t i n 
Estates have been providing three hectares 
of  ex per i ment a l  wood land i n  Charente 
t o  s u c c e s s f u l l y  c o n d u c t  b i o d i v e r s i t y 
protect ion tests with the French Nat ional 
Forest  O w nersh ip C ent re  (CN PF ) and 
t h e  F r e n c h  B i r d  P r o t e c t i o n  L e a g u e  
( L P O ) ,  w i t h  w h i c h  a n  e c o l o g i c a l 
mo n i t o r i n g  o f  p lo t s  o f  l a nd  h a s  b e en 
organ ised.  The col laborat ion a l lows for 

f lora and fauna sur veys to be conducted  
to monitor and promote the regenerat ion 
of fauna and f lora that used to exist a long 
the Charente r iver. Trees such as ash and 
a lder  were planted w ith in a  poplar  plot 
to  recolon ise  the nat ura l  env i ronment .

In addit ion, beekeeping f ields were set up 
on the Rémy Martin Estates. They promote 
f lora l  d ivers it y  through the act iv it y  of 
bees ,  wh ich need a var ied,  h igh-qua l i t y 
d iet  to  g row and produce honey.

Since 2018 ,  Mount Gay in Barbados ha s 
been par t ic ipat i ng i n  the  " We Plant i n" 
nat ional tree replant ing project developed 
b y  t h e  g o v e r n m e n t .  T h e  b r a n d  h a s 
p l a n t e d  mo r e  t h a n  o ne  m i l l i o n  t r e e s , 
includ ing banana, mango, carambola and 
avocado trees, a long with other forgot ten 
var iet ies ,  to  enhance the sust a inabi l i t y 
and d iversit y  of  the E states .  The theme  
of World Environment Day also encouraged 
ecological init iat ives by the teams: set t ing 
up  new beeh ives ,  pro duc i n g  seed l i n gs  
i n  g reenhouses ,  and more. 

In Samos, Greece, Metaxa has par tnered 
with the Hel len ic Ornitholog ica l Societ y 

to  protect  the bi rd l i fe  and nat ure of  the 
i s land that  the brand ca l l s  home.  Ta sks 
include monitor ing bi rds and ident i f y ing 
t h r e a t s  t o  b i o d i v e r s i t y ,  p r o d u c i n g 
communication and education materials to 
raise publ ic awareness, and implement ing 
act ive in it ia t ives  to  protect  loca l  bi rds ,  
rept i les  and insect s .  The i s land i s  home  
to  one of  the la s t  oa ses  of  biod ivers i t y  
i n  t h e  M e d i t e r r a n e a n :  t h o u s a n d s  
of  m igrator y and loca l  bi rds ,  hund reds  
o f  s p e c i e s  o f  m a m m a l s  a n d  r e p t i l e s , 
i nc lu d i n g  m a ny  r a r e  a n d  e n d a n g e r e d 
s p e c i e s ,  a l o n g  w i t h  m o r e  t h a n  1 , 5 0 0 
species of  plants ,  includ ing 60 species of 
orchid. This r ich and var ied biod iversit y 
i s  essent ia l  for grape grow ing.  With th is 
par tnersh ip,  Meta xa a i ms to protect  the 
un ique character  of  i t s  ter roi r,  enhance  
its biodiversity, and encourage responsible 
organ ic  fa rming pract ices . 
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Fostering ab un dan t  research on the 
diversit y  of  na ture

S i n c e  o p t i n g  f o r  H V E  c e r t i f i c a t i o n , 
t h e  H o u s e  o f  R é m y  M a r t i n  h a s  b e e n 
i mplement i n g  a c t ions  a nd  t es t s  on  the 
v ineyards of it s  Estates w ith a focus on 
biod iversit y protect ion -  one of the four 
themes of HVE environmental certif ication. 
Last year, in conjunct ion with the French 
Nat iona l  Biod iversit y Obser vator y,  the 
E s t a t e s  a p p l i e d  p r o t o c o l s  t o  mo n i t o r 
ear thworms, but terf l ies and bees on their 
plots  and thus measure the level  of  l i fe 
in thei r soi ls .  This year,  f ive w inegrower 
par tners of the A FC joined the net work.  
A  c a l l  f o r  v o l u n t e e r s  w i l l  c o m p l e t e 
t he  pr o c e s s  t o  ob t a i n  even  mor e  d a t a  
on biod iversit y in the v ineyards. 

I n  a d d i t i o n ,  t he  Hou s e  i s  c o nt i nu i n g  
to establish green corridors on its Estates, 
which enable nature (fauna, f lora, insects 
and t rees) to recla im the env i ronment.

West land Dist i l ler y in the United States 
cares deeply about preserving the distinctive  

character i st ics  of  i t s  ter ror ;  a s  such,  i t 
i s  work i n g  t o  he lp  s a f e g u a r d  G u e r c u s 
g a r r y a n a .  T h i s  s p e c i a l  v a r i e t y  o f  o a k 
t ree ,  spec i f ic  t o  the  reg ion ,  i s  pa r t  of 
w h a t  m a k e s  t h e  b r a n d ' s  p r o d u c t s  s o 
un ique:  it  i s  the on ly wood used to age  
its eaux-de-vie . Actively engaged in the f ight 
a ga inst  globa l  warming,  the s ite’s  team 
have a lso planted 600 t rees across four 
hectares. They carry out maintenance work 
on the plot with the Forterra association to 
ensure the oak t rees have a h igh surv iva l 
r a t e  a n d  w i l l  c o n t i nu e  t o  g r o w  o v e r  
the nex t 10 years.  With th is plantat ion, 
the brand a lso wants to br ing back the 
Western Bluebird (Sialia mexicana), which 
has practically disappeared from the region. 

Off the coast of Scot land, Bruich ladd ich 
Dist i l lery’s teams have planted 7,500 trees 
t o  b o o s t  t h e  i s l a n d ’ s  b i o d i v e r s i t y .  
They have a lso invested in a pol l inator 
project to preserve the wild f lowers, which 
ref lect the loca l plant d iversit y. 

Nearly 7,000 kilometres away, in Barbados, 
the teams are work ing w ith a researcher 
to study the use of seedless r iver tamarind 
a s  a  leg uminous mu lch and w indbreak. 
Regular r iver tamar ind spreads it s seeds 
b y  t h e  w i n d  a n d  g r o w s  a s  a  w e e d  i n 
many sugarcane f ields across the is land.  
By using the seedless variety, farmers could 
tap into the benef its of r iver tamar ind as 
a legume without hav ing to worr y about 
it s  un intent iona l spread. 

In Corsica, with the help of an INRAE 
researcher, Rémy Cointreau is studying 
the connection between the terroirs 
and the genet ic components of the 
orange and bit ter orange in order  
to better understand and preserve the 
products’ authenticity. Rémy Cointreau 
also supports the varietal research 
work conducted by the San-Giuliano 
research pla t for m,  wh ich houses  
a globally unique collection of 800 citrus 
varieties. Eager to contribute to this 
biodiversity, the brand has helped  
to maintain the collection of varieties 
used in the thesis, i.e. 90 species of 
citrus fruit, in order to study their 
properties and improve their production.

In Guadeloupe, to further reduce its 
footprint, the Group is carrying out 
an ambitious project with the French 
Agr icu ltura l Research Centre for 
International Development (CIRAD): 
f i n d i n g  a l t e r n a t i v e  me t ho d s  t o 
f ight citrus greening, which affects 
orange trees on several continents.  
In order to reduce the use of inputs, 
the Group is seeking in particular to 
identify rootstocks that can withstand 
this disease.

Cointreau distils research  
and development projects  
to preserve its raw materials  
and the terroirs on which  
they are grown
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_  C O L L A B O R A T I N G  W I T H  S T A K E H O L D E R S  
T O  P R E S E R V E  T H E  T E R R O I R S

The Group’s  brands seek to cooperate  w ith loca l  players  i n  good 
fa ith,  and to d isseminate thei r  env i ronmenta l  pol icy w ith respect 
to  preser v ing the ter roi rs .  They adapt  thei r  cu lt ivat ion methods 
to each reg ion, thus respect ing the unique character ist ics of loca l 
a rea s ,  pract ices  and popu lat ions .

Wo r k i n g  w i t h  a l l  l o c a l  p l a y e r s  t o 
protect the distinctive characteristics 
of  the ter roirs

Communicating to pay tribute to the 
ter roirs  tha t  enable the production 
of  excep tional  products

In Scot land,  Bru ich ladd ich Dist i l ler y’s 
t e a m s  a re  t ra i ne d  i n  the  bra nd ’s  C SR 
approa ch v i a  on l i ne  t ra i n i ng  modu les .  
A sust a i nable  a g r icu lt u re  sem i nar  wa s 
held  i n  September  2019 i n  Scot land to 
al low the teams to chat with experts about 
d i f ferent farming methods and to adapt 
thei r  fa rming pract ices  to preser ve the 
terroirs and mobi l ise the island’s farmers. 
The sustainable agr iculture seminar wi l l 
be held every two years.

I n  C o g n a c ,  s i nc e  2 014 ,  t h e  H o u s e  o f 
Rémy Mar t in i s  the on ly one prov id ing 
sus t a i nable  a g r icu l t u re  t ra i n i ng  to  i t s 
par tners in the A l l iance Fine Champagne 
cooperative and to al l the region’s farmers, 
w i th  the  suppor t  of  the  BN IC a nd the 

P r o t e c t i n g  t h e  t e r r o i r s  a l s o  m e a n s 
promot i ng thei r  except iona l  charac ter. 
S i nc e  S ep t emb er  2 019,  t he  p a t r on a g e 
o f  t h e  H o u s e  o f  R é m y  M a r t i n  h a s 
e n a b l e d  t h e  c r e a t i o n  o f  a  p r o m e n a d e  
of  "admirable t rees" a l low ing a l l  v isitors 
to  the E state  of  Versa i l les  to  locate  and 
bet ter understand the site’s most precious 
t rees .  The E st ate  of  Versa i l les  and the 
House of  Rémy M ar t i n  share  the same 
pa ss ion  for  t rees ,  e spec i a l ly  oa k  t rees 
l i ke the Q u er cu s  R obur  -  a  necessar y and 
exclusive resource for ageing the brand ’s 
e a u x - d e - v i e .  W h e t h e r  t h r o u g h  t h e  a r t  
o f  b lend i n g ,  co op er a g e ,  v i ne  g r ow i n g  
or crystal making, the ski l ls of excel lence 
and thei r  t ransmiss ion are at  the hear t 
of  the C ognac brand ’s  concerns . 

Dr iven by th is  same ambit ion -  to unvei l 
the terroir through a journey into the key 
values of t ime and experience - Louis XIII 
has launched the f i rst on l ine store for it s 
cog nac  of  excel lence .  The  on l i ne  s tore 
now offers v isitors a now channel to learn 
more about its environmental commitment, 
f rom har vest to bot t l ing and d ist i l lat ion. 
Specia l  a t tent ion i s  pa id to  preser v i ng 
t h e  f o r e s t s  o f  t h e  L i m o u s i n  r e g i o n  
to  produce the famous oak t ierçons .

The Saint-Rémy dist i l lery, using suppl ies 
sou rced on ly  i n  France,  works  hard to 
s t r en g t hen  t he  q u a l i t y  o f  i t s  suppl i e r 
relat ionsh ips .  To enhance the rel iabi l i t y 
of  i t s  e au x- d e - v i e  sou rc i n g ,  the  bra ndy 
H o u s e  i s  i n t e r v i e w i n g  c o o p e r a t i v e s  
v ia quest ionnaires to ascer tain their level 
of  commitment and involvement .

Chambers of Agriculture. This personalised, 
ta i lored support enables the House’s 800 
w i n e g r o w e r  p a r t n e r s  t o  r e v i e w  t h e i r 
pract ices and adapt them with a v iew to 
obtaining HVE environmental certif ication, 
as decided by the brand.

The brands’ commitment is also expressed 
t h r ou gh  t he i r  c ont r ibu t ion s  t o  l a r g er 
organisat ions. Barbados, for example, has 
been a member of  Bonsucro since early 
2021; th is organisat ion a ims to promote 
the sustainable production, processing and 
trade of sugarcane worldwide. Bonsucro 
compr ises more than 250 members,  who 
are involved at a l l stages of the sugarcane 
supply chain: farmers, mi l lers, merchants, 
buyers, support organisat ions, and more. 

In terms of except iona l  supply cha ins,  Domaine des Hautes Glaces i s  a t rue 
pioneer.  Nest led in the hear t  of  the French A lps,  i n the Tr ièves Mounta ins ,  
the farm dist i l lery is the result 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. A l l of them already use organic grains and raw materials sourced 
local ly to revive centuries-old expert ise and create organic whiskies made from 
local resources only. This singular, united v ision of Domaine des Hautes Glaces 
– which quest ions the very concept of terroir – has enabled the d isseminat ion  
of new farming methods and the development of a sustainable rural production l ine 
to convert neighbouring farms to organic agriculture.

"In founding the estate, the idea was to br ing raw mater ia l back to the hear t  
of the product and, f inal ly, to question the concept of terroir in the same way as we 
do with wine; to draw a correlat ion between the raw material, the place where it 
grows, and the end quality of the product. This is what makes it a terroir whisky, 
since everything is done from start to f inish, from growing the grains to the blending 
process, in a very specif ic region: a mountain plateau in the heart of the A lps." 

Frédéric Revol, agricultural engineer, 
Chief Executive Officer of Domaine des Hautes Glaces

Domaine des Hautes Glaces: bringing terroir  
and community together through peasant agriculture
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B U I L D I N G  A  C O M M U N I T Y  
O F  A G E N T S  O F  C H A N G E  
T O  P A S S  O N  E X C E P T I O N A L 
E X P E R T I S E

45% women in managerial positions, nearly 20 hours of training  
per year and per employee (pre-Covid-19), an average salary 7% higher 
than international standards, and hundreds of solidarity initiatives:  
a few figures few figures that illustrate Rémy Cointreau’s commitment  
to the women and men who have been building the Group’s future  
for so many years. The Group promotes exemplary governance, 
develops collective intelligence, and encourages solidarity  
actions with local communities.

_ ADOPTING EXEMPLARY GOVERNANCE THAT 
BENEFITS THE RÉMY COINTREAU COMMUNITY

G over n i ng  a nd a c t i ng  respons ibly  i s  f i r s t  a nd foremost  about 
sh a p i n g  a  sh a r e d  de s t i ny  a nd  a c t i n g  t o  br i n g  a b out  ch a n g e .  
Rémy C ointreau at taches specia l  impor tance to the establ ishment 
o f  e t h i c a l  a nd  r e s p on s ib le  g over n a nc e  t h a t  i s  c om m i t t e d  up  
to the h ighest management level.  In order to mainta in the str ictest 
s t and a rds  and a  capac i t y  for  ef fec t ive  cont rol ,  the  Group ha s 
implemented mechanisms to measure progress, shares its commitments  
w ith i t s  par tners ,  and ensures  thei r  i mplementat ion.

" I  be l ieve  there  i s  a  s i ng le  watchword tha t  embod ies  the  va lues  a nd spi r i t 
of  Rémy C oi nt reau:  s i ncer i t y.  In a  world where communicat ion of ten t akes 
precedence over t r uth f u lness ,  let ’s  rema in s incere in our ambit ions and C SR 
act ions ,  and make th i s  commitment a  rea l  element of  d i f ferent iat ion."

Phi l ippe Farnier, 
Chief Executive Off icer of the House of Rémy Martin and Head of Group CSR
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Being surrounded  
(albeit virtually) by supportive 
colleagues as we worked from 

home during the pandemic 
brought me joy and gratitude  

in 2020.

Meeting clients  
over Zoom tastings  

when Covid-19 restrictions  
meant face-to-face  

was not possible brought  
me joy last year.

I was very proud last year  
of the efforts in Cognac  

to help our growers attain  
HVE certification.

Being able to keep our entire  
team safe during the pandemic  

and improving the clarity, 
engagement and speed  

of our internal communications 
was a source of satisfaction  

for me in 2020.

Learning and seeing first-hand  
the very first clean-up down by the Jersey Shore 

with all the plastic was an eye-opener for me in 2020. 
Moreover, paying more attention with my family  

on how we dispose of plastic and recyclables,  
and doing our part for social responsibility.

I am very happy that I was given  
the opportunity to work in another department. 

Attending the GTR workshop was very interesting  
for me in 2020; we worked in an innovative way,  
I learned new tools, and it was nice to exchange  

opinions with so many different people  
who shared their experience.

Last year, I really felt that, 
through our actions  

in our projects, we can  
and are contributing  

to a more sustainable future.

I was very proud of our  
collective Virtual Adaptation  

to Training last year. Also,  
moving fleet cars to hybrid 
vehicles was a great source  
of satisfaction in my work.

I have been able to do something  
and make a difference to bring joy and happiness  

in the time of a pandemic and restrictions.  
For example, help customers and accounts  
that needed assistance. But also, maintain  

relationships and have the ability to sell thanks  
to the relationships that I have established.

I was very stimulated last year  
by the development of the second  

and third edition of our newsletter,  
which was distributed to our major accounts  
and buyers. It was a great way to highlight  

our B Corp status and our key selling points  
on these brands.

Jennifer  RomanczukBrian Copeland Hugh LanderIan McLernon

Brian BoersigNatal ia  Zubel

AJ CunninghamDavid Dankenbrink

Tricia  KimDanielle  McAuliffe



Developing a governance framework 
to suppor t  C SR criteria  that  benef it 
a l l  em ploye es

Aff irming its exemplar y CSR efforts 
a n d exp e r tise  o n th e  in te r n a tio n a l 
stage

The CSR Committee, which reports to the 
Board of Directors, has been implementing 
indicators to measure governance act ions 
over the past three years in order to make 
each member of the Execut ive Commit tee 
a n  a mba ssa dor  for  C SR com m it ment s . 
A por t ion of  the var iable  compensat ion 
o f  s en ior  exe cut ives  on  the  E xe cut ive 
C o m m i t t e e  i s  n o w  i n d e x e d  t o  C S R 
object ives ,  i n  accordance w ith the ma in 
SDGs: Water management (SDG 6), Well-
bei ng  of  employees  (SDG 8),  C i rcu la r 
e c o n o m y  a n d  e c o - d e s i g n  ( S D G  1 2 ) ,  
Action to combat cl imate change, reducing 
carbon emiss ions ,  and the t ranspor t  of 
p r o d uc t s  (S D G  13 ),  a n d  S u s t a i n a b l e 
a gr icu lt ure (SDG 15).

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 pol icy. The fol lowing 
ma in topics  were covered:

-   France’s  "Pacte"  Act :  con f i r mat ion of 
the pur pose;

-   rev iew of  2019/2020 C SR repor t ing;
-   conf irmation and monitoring of the 2025 

C SR plan – "Susta inable  Except ion";
-   i mplement at ion of  the  carbon plan to 

a ch ieve  the  20 30  c a rbon  t a rge t s  a nd 
the "Net  Zero 2050"  t a rget ;

-   2 0 2 1 / 2 0 2 2  b u d g e t s  d e d i c a t e d  t o 
i mplement ing the C SR st rateg y ;

-   change in CSR organisation in 2021/2022;
-   rol l-out  of  B C or p cer t i f icat ion;
-   a c t i v i t i e s  o f  t h e  R é m y  C o i n t r e a u 

Foundat ion.

Rémy Cointreau’s governance must ensure 
t h e  i n t e g r a t i o n  o f  t h e  G r o u p ’s  C S R 
approa ch  a t  a l l  leve l s  of  ma na gement , 
f r o m  t h e  B o a r d  o f  D i r e c t o r s  t o  t h e 
structures overseeing teams of co-workers.  
It  i s  th i s  governance ph i losophy that  i s 
embod ied  a s  c lose ly  a s  poss ible  to  the 
employe e s  a c r o s s  t he  G r oup’s  va r iou s 
brands. 

The Group’s approach to ethica l business 
c o n d u c t  i s  e q u a l l y  d e m a n d i n g  o f  i t s 

Rémy C ointreau has been recognised for 
its CSR commitment on the internat ional 
s t a ge.  In 2020,  the Group received the 
C SR award for  the Best  Non-Financia l 
Performance Declaration (DPEF), granted 
by France’s  Nat iona l  C ounci l  of  Publ ic 
Accou nt ant s  (C SOE C) and the  French 
Nat iona l  Inst i t ute  of  Aud itors  (CNC C).

Rémy C ointreau a lso moved up 18 places 
i n  t h e  r a n k i n g  o f  t h e  w o r k p l a c e  a n d 
employ ment  r a t i n g s  a g enc y  Hu mp a c t . 
With 3.5 out of 5 stars,  the Group is now 
8 t h i n  i t s  sec tor  (out  of  40  compan ies). 
Hu mpa ct  fa c tor s  i n  cr i t er i a  re l a t ed  to 
job  a nd va lue  crea t ion ,  re ly i n g  on  the 
i ndependent  compa ny Ta lence  G es t ion 
for  f i nancia l  ana lysi s . 

L a s t l y,  R émy  C oi nt r e a u  i s  one  o f  t he 
top three w inners of  the Tr ophé e s  2 0 2 0  d e 
l ’Immatér i e l  (Awards for the Intang ible). 
Organised by the Observatoire de l'immatériel , 
the award recognises companies based on 
f ive area s  that  a re  deemed to represent 
i n t a n g ib l e  q u a l i t i e s :  bu s i ne s s  e t h i c s , 
C SR pol icy,  suppl ier relat ions,  customer 
relat ions ,  and sk i l l s  mana gement .

partners, suppliers and other stakeholders. 
C ompl iance w ith the var ious regu lat ions 
i s  more  tha n  ju s t  a  lega l  r equ i rement .  
It  i s  par t and parcel of Rémy C ointreau’s 
va lues of honest y, integr it y and equal it y. 
Aw a r e  t h a t  i t s  emp lo y e e s  m ay  b e  t he 
f i r s t  t o  b e  s u b j e c t  t o  i n a p p r o p r i a t e 
behaviour, the Group wishes to equip them  
w i th  tool s  a nd suppor t  tha t  g ua ra ntee  
a framework of trust. Every year, the Group 
ra i se s  awa renes s  a mon g  i t s  employees  
to ensure each of them is able to recognise 
b a d  p r a c t i c e s ,  a b u s e  o r  w r o n g d o i n g ,  
and to whist leblow in fu l l conf idence and 
seek out  the necessar y help. 

The  a nt i -br ib er y  ch a r t er  r a i s e s 
employee awareness of the risks of 
money laundering and tax evasion, 
and explains how to react to specif ic 
requests that could be made by certain 
business partners. It refers to the Group’s 
mandatory procedures on the matter, 
and in particular the due diligence to 
be carried out to ensure that a current  
or  f ut u re  bus i nes s  pa r t ner  does  
not involve the Group in transactions 
that may favour these pract ices or 
that are located in countries included  
on  the  watch l i s t s  of  Fra nce,  the 
European Union or the USA.

The Rémy Cointreau Group keeps  
a regulatory watch and def ines its 
tax policy with the help of a team of 
tax specialists under the supervision  
of the Finance Department. The Group 
is committed to complying with all tax 
regulations applicable to the countries 
in which it operates. Its tax policy  
is not based on any tax avoidance 
schemes and complies with the principles 
laid down by the OECD.

Rémy Cointreau is actively 
committed to financial 
transparency The CSR award  

for  the Best  Non-F inancial 
Performance Declaration  

(DPEF )

8 th in  i ts  sector  
(out  of  40 companies) .  

Humpact  factors  in  cr iteria  related 
to job and value creation

The top three winners  of  the 
Trophées 2020 de l ’ Immatériel 

(Awards for  the Intangible)
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R a m p i n g  u p  r e s p o n s i b l e  s o u r c i n g 
initia tives

In its drive to set an example, Rémy Cointreau 
encoura ges,  embod ies and d isseminates 
sustainable practices within its ecosystem. 

In keeping with SDG 8 and in an ef for t 
to improve transparency and ethics in its 
business pract ices, Rémy Cointreau now 
ex pl ic i t ly  request s  i t s  suppl iers  to  joi n 
SEDEX (Supplier Ethical Data Exchange), 
an internat iona l  organ isat ion that  a ims 
t o  enc o u r a g e  e t h i c a l  a n d  r e s p o n s ib l e 
b u s i n e s s  p r a c t i c e s  i n  g l o b a l  s u p p l y 
chains. This prov ides the Group with an 
overv iew of suppl ier pract ices – in terms  

of  work i ng s t and a rds ,  hyg iene,  sa fe t y,  
and even commercia l ethics. 

To help achieve this goal, regular discussions 
are held with suppliers throughout the year 
to present the Group’s CSR policy, especially 
in the area of responsible sourcing.

Two new indicators ref lecting 
the roll-out of SEDEX among 
suppl iers were also created 
this year to report on their 
c o m m i t m e n t s  i n  g r e a t e r 
detai l. This year, a specif ic 
communicat ion present ing 
the Group’s CSR pol icy on 
r e s p on s ib le  s ou r c i n g  wa s 
mailed to all suppliers. In addition, in order 
to have a more detai led v iew of the CSR 
policies of suppliers, including second-tier 
suppliers, two new indicators were created 
to represent their SEDEX commitments.

The sel f-assessment quest ionnaire al lows 
SEDEX member suppliers to share information 
on their business with their customers by 
answering a series of comprehensive questions 
tai lored to different types of businesses.

Th is  f i rst  use of  SEDEX data makes it 
possible to map potential CSR risks among 
suppl iers  i n g reater  deta i l .  These r i sks 
are nevertheless identi f ied based on self-
report ing quest ionnaires only, as not a l l 
suppl iers  have necessar i ly been subject  
to a CSR audit. 

After a f irst audit conducted in 2019/2020 
at a packaging supplier to test the approach, 
11 new suppl ier audits were carr ied out 
th is year.  The aud its involved suppl iers 
of packaging mater ia ls and agr icu ltura l 
raw materials as part of the "Sustainable 
Agriculture" project.

In its drive to set an 

example, Rémy Cointreau 

encourages, embodies  

and disseminates 

sustainable practices 

within its ecosystem. 
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_ COMMITTING TO THE GROUP’S WOMEN 
AND MEN, AND DEVELOPING COLLECTIVE 
INTELLIGENCE

C ommit t ing to People and bui ld ing the future w ith them means 
tak ing act ion for the wel l-being of a l l,  every where in the world. 
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  
are key to col lect ive success. To ensure everyone plays a role in the 
Group’s CSR commitment, Rémy Cointreau fosters a sustainable 
approach to management to support employees in the long term.

In terms of t ra in ing and socia l  relat ions, 
the past year has been largely characterised 
b y  t h e  h e a l t h  c r i s i s .  N e v e r t h e l e s s ,  
the Group’s internat iona l  scope and pre-
e x i s t i n g  m a n a g e r i a l  c u l t u r e ,  c e n t r e d  
on a humanist approach and a sustainable 
v i s i o n  o f  p e r s o n a l  s u p p o r t ,  c l e a r e d  
t he  way  for  i nc r e a se d  t e le com mut i n g. 
For the French s i tes  i n  A ngers ,  C ognac 
and Par i s ,  a  new telecommut ing char ter 
w i l l  be  i n  force  a f t er  the  hea l th  cr i s i s 
a n d  w i l l  a l l o w  i n t e r e s t e d  e m p l o y e e s  
to  adjust  thei r  work ing methods.

Throughout th i s  per iod,  the Group took 
a l l  necessar y mea sures  to  g uarantee the 
sa fe t y  of  i t s  employees  and to  suppor t 
on-s i t e  produc t ion  t ea ms:  d i s t r ibut ion 
of  recommendat ions on hea lth mea sures 
and prov ision of the necessary equipment 
requested by the loca l hea lth author it ies. 
A fur ther highl ight is the Group’s choice, 
throughout the hea lth cr isis ,  not to apply 
for government a id in France,  whi le st i l l 
ma inta in ing the remunerat ion of  a l l  i t s 
employees at  10 0%.

Rémy C oi nt reau  i s  a l so  cont i nu i ng  i t s 
proac t ive  approach to  soc ia l  d i a log ue. 
T h e  G r o u p  r e g u l a r l y  e n g a g e s  w i t h 
i t s  s o c i a l  p a r t n e r s  o n  s o c i a l  i s s u e s 
th rough spec i f ic  compa ny a g reement s .  
That  i s  the ca se in France in par t icu lar, 
w i t h  v a r i o u s  a g r e e m e n t s  r e g a r d i n g 
fo r w a r d -p l a n n i n g  o f  emplo y ment  a nd 
sk i l l s ,  prof i t -shar ing,  the est abl i shment 
of  a  col lect ive ret i rement sav ings plan, 
and profess iona l  equa l i t y.

The human resources  pol icy ant ic ipates  
the  G roup’s  r e qu i rement s ,  a nd  th a t  i s 

T h e  G r o u p ’s  hu m a n  r e s o u r c e s  t e a m s 
suppor t  each employee  w ith  h i s  or  her 
career and of fer  protect ion to those who 
need i t .  The Group d raws i t s  abundant 
cu l t u ra l  a nd  e th n ic  d iver s i t y  f rom i t s 
count r ies  of  operat ion.  Accord ingly,  the 
teams responsible  for  recr u itment st r ive 
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 
en h a nc e  t he  G r oup’s  ident i t y  a nd  t he 
f lavours of  i t s  products . 

R émy C oi nt reau’s  s i t es  suppor ted  th i s 
inclusion movement through new schemes 
in 2020 : 

-   creat ion of  a  Diversit y C ounci l  for  the 
A mer ic a s ,  w i t h  t he  e s t a b l i sh ment  o f  
a foundational plan on Diversity, Equity 
and Inclusion; 

-   l a u nc h  o f  a n  en h a nc e d  r e w a r d s  a nd 
recog n i t ion  prog ra m me to  encou ra ge 
inc lusion at  Mount Gay ; 

especially true where training is concerned: 
i n t e r n a l  s e s s i o n s  s p e c i a l l y  t a i l o r e d  
to the d iversit y of the Group’s businesses 
have been set up. These include the Brand 
Academy to better understand the brands, 
t h e  A r t  o f  s e l l i n g  A c a d e m y  f o r  s a l e s 
a spect s ,  the  Fi nance Academy to  lear n 
about f inance,  and the Qua l it y Academy 
o n  p r o d u c t s  a n d  t h e i r  p r e s e n t a t i o n .  
Two new academies w i l l  soon fol low: the 
D i g i t a l  Ac a demy a nd the  M a na gement 
Academy.  In add it ion: 

-   on the Isle of Islay, the teams organised 
y o g a  a n d  m e d i t a t i o n  s e s s i o n s ,  a n d 
encouraged each other to walk 100 mi les 
(160.9 km) over 4 weeks, then 250 mi les 
(321.9 k m) over 8 weeks,  to  donate the 
e qu iva lent  o f  one  p ou nd  p er  m i le  t o 
t wo organ isat ions chosen by the s t a f f . 
3 0 %  o f  t h e  w o r k f o r c e  p a r t i c i p a t e d  
i n  th i s  i n it ia t ive;

-   o n  t h e  I s l e  o f  I s l a y  o n c e  a g a i n ,  
a  s p o n s o r s h i p  s y s t em  w a s  s e t  up  t o 
a l low sponsors to make regu lar contact 
w ith thei r  sponsored ch i ld ren dur i ng 
t he  lo c kdo w n  p er io d  t h a t  c ont i nue d 
for  12 months;

-   a l l  over  t he  wor ld ,  t e a m s  or g a n i s e d 
v i r t ua l  meet ings to  learn how to work 
r e m o t e l y,  p a r t i c i p a t e  i n  s e m i n a r s ,  
or  s i mply to  meet  up socia l ly ;

-   a l l  over the world,  Chr istmas packages 
were del ivered to employees’  homes. 

-   format ion of  a  work ing group of  seven 
teams to discuss non-discriminat ion and 
diversity in South East Asia, identify ing 
pract ical act ions to be implemented, etc. 

Proof of its commitment to gender equality 
at  work:  Rémy C oint reau’s  French s i tes 
scored 83/100 on the Equality 2020 index. 

Br u ich l a dd ich  D i s t i l ler y  i mplement ed  
a strong community enterprise programme. 
It promotes career opportunities for the 98 
employees on the Isle of Islay, max imises 
socia l benef its and tra in ing programmes, 
a nd  f avou r s  l o c a l  s upp l i e r s  w her e v er 
poss ible .  These  mea su res  a l lowed i t  to 
b e c o me  t he  f i r s t  E u r o p e a n  d i s t i l l e r y 
t o  o b t a i n  B  C o r p o r a t i o n  ( B - C o r p) 
c e r t i f i c a t i on  o f  e xc e l l enc e ,  f o l l o w i n g  
a  s t r ingent  va l idat ion process . 

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

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

"A f t er  15  month s  o f  i nt en se  work  a nd 
r i g o r o u s  e x a m i n a t i o n  w e  s t a n d  he r e , 
not  on ly a s  the f i r s t  s ingle  ma lt  Scotch 
whisky d ist i l ler y to be B -C orp cer t i f ied, 
but  a s  the f i r s t  wh isky and g in company 
i n  E u r o p e  t o  a t t a i n  B - C o r p  s t a t u s .  
I’ve been asked what the benef it  i s  to us, 
but that’s not important. Being a cert i f ied 
B -C or p bus i ness  i s  va l idat ion that  the 
t r a n s p a r e n t ,  s u s t a i n a b l e ,  c o m mu n i t y 
m i n d e d  bu s i n e s s  w e ’v e  b e e n  r u n n i n g 
s i n c e  2 0 01  i s  a  w o r t h w h i l e  p r o j e c t .  
We are excited to now be of f ic ia l ly  par t 
of  a  g loba l  movement  of  le a der s  us i n g 
bus i ness  a s  a  force  for  good,  s t a nd i ng 
shoulder to shoulder, and working together 
to create a more inclusive and sustainable 
economy."

Douglas Taylor, 
Chief Executive Officer of Bruichladdich 
Dist i l ler y.
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c r i s i s  s l o w e d  d o w n  t h e  p r o j e c t ,  t h e 
Mount Gay teams,  i n  consu lt at ion w ith 
the  loc a l  author i t ie s ,  dec ided  to  focus 
on  th i s  o ther  publ ic  i nt eres t  i n i t i a t ive 
i n s t e a d ,  w h i c h  r e f l e c t s  t h e  s p i r i t  o f 
sol idar it y  character i s t ic  of  the Group’s 
C SR pol icy.
 
A l l  over the world,  the Rémy C oint reau 
t e a m s  h a v e  c o n t r i b u t e d  t h e i r  s k i l l s  
t o  t h e  f i g h t  a g a i n s t  C o v i d -1 9  a n d  i n 
suppor t of the most af fected populat ions. 
The factories and dist i l ler ies of Westland, 
A ngers ,  Mou nt  Gay a nd Rémy M a r t i n 
have  produced  severa l  thousa nd  l i t r es  
of hand sanit iser for several organisations, 
government institutions and their partners. 
The teams made an act ive cont r ibut ion 
o n  t h e  g r o u n d  b y  d o n a t i n g  m a s k s , 
neut ra l  a lcohol ,  a nd  prov id i n g  hu m a n 
a nd f i na nc i a l  suppor t  to  s t r uc t u res  i n 
n e e d .  M o u nt  G ay  s t a f f ,  f o r  e x a m p l e , 
a s s i s t e d  p e op le  a f f e c t e d  by  t he  c r i s i s 
and par tnered w ith the St-Lucy Par i sh 
Independence Commit tee (PIC) to col lect 
and distr ibute food and sanitary suppl ies.  
In June and Ju ly 2020,  more than 1,70 0 
donat ions were received.

Rémy Cointreau launched the "Love Letter" campaign 
to support restaurant and bar staff who have been hit 
hard by the Covid-19 crisis. A ired during the 2020 
Super Bowl, this 30-second ad encourages v iewers 
to  send let ters  of  suppor t  to  bar and rest aurant 
par tners ,  who enhance the count r y’s  socia l  and 
fest ive l i fe.  The campaign a lso inv ites the publ ic 
to  share a  s i mple "Thank you" or  "See you soon"  
on  soc i a l  ne t work s  w i th  the  # s averes t au ra nt s 
ha sht a g.  Th i s  i n i t i a t ive  wa s  supplement ed  by  
a  $ 2 0 0 , 0 0 0  d o n a t i o n  t o  t h e  U n i t e d  S t a t e s 
B a r t e n d e r s  G u i l d  ( U S B G)  e m e r g e n c y  f u n d , 
f rom wh ich profess iona l s  were  able  to  request 
i mmed iate  a ss i s t ance. 

In the same vein,  the C ol lect i f  1806 (the Group’s 
t r a de  a dvo c a c y  co l le c t i ve)  orga n i s e d  va r iou s 
communit y-suppor t act ions to enable bar tenders  
to maintain a minimum level of activity. In particular, 
the team has expanded its internal cocktail database 
by pay ing profess iona ls  to  develop new recipes 
and par t ic ipate in l ive socia l  net work ing events . 
In par tnersh ip w ith some bars  and rest aurants , 
t he  co l l e c t i ve  d i s t r ibut e d  ne a r l y  1,4 0 0  me a l s  
and ba sket s  of  f resh produce and /or hea lth and 
hyg iene k it s  to  people  i n  need. 

In Europe,  dur ing lockdow n,  the Group set  up  
a system allowing everyone to support their favourite 
est abl i shments  by buy ing one or  more vouchers  
to be used upon their reopening (Belgium, Poland, 
Uk ra ine,  etc .).

Rémy Cointreau, in solidarity with restaurant  
and bar staff hit hard by the Covid-19 crisis

_ ADVOCATING EXCELLENCE PRACTICES  
AMONG THE GROUP’S PARTNERS  
AND CUSTOMERS

I n v o l v i n g  e m p l o y e e s  a r o u n d  t h e 
wor ld ,  from their  regions

The Rémy C oi nt reau Group’s  va lues  of 
mutual support and altruism are natural ly 
shared by its teams; a l l around the world, 
they are  i nvolved i n  loca l  communit ies 
and par t ic ipate  i n  sol idar it y  i n it ia t ives 
i n  thei r  reg ions .

A t  t h e  B a r b a d o s  s i t e ,  M o u n t  G a y 
cont i nues  to  keep c lose  t ies  w ith  loca l 
schools.  The d ist i l ler y once again hosted 
20  s t udent s  f rom the  Sa muel  Ja ck ma n 
Prescod Inst itute of Technology (SJPIT) 
a s par t  of  a t ree crop product ion course.  
T h e  s t u d e n t s  w e r e  a b l e  t o  a p p l y  t h e 
k no w le d g e  t he y  r e c e i v e d ,  no t a b l y  o n 
topics such as orchard design, composting, 
plant ing f r u it  t rees ,  pr un ing,  fer t i l i s ing 
and mulch ing.  There was a lso a focus on 
the use of susta inable farming pract ices, 
a n d  t h i s  r e s u l t e d  i n  t h e  p l a n t i n g  o f 
1,0 0 0  t rees .  The  wea lth  of  d i scuss ions 
g e ne r a t e d  b y  t he s e  me e t i n g s  e n a b l e d 
a l l  M o u nt  G ay  p l ay e r s ,  s t u d e nt s  a n d 
employees to ramp up thei r knowledge of 
implement ing responsible and sustainable 
a gr icu lt ure.

I n  B a r b a d o s ,  t h e  G r o u p  e n c o u r a g e s 
a n d  s u p p o r t s  e m p l o y e e  i n v o l v e m e n t  
in community init iat ives. Rémy Cointreau 
i s  one  of  the  lea d i ng econom ic  players 
on the i s land;  i t  i s  fu l ly  aware of  i t s  role 
and responsibi l i t ies .  In it iat ives inc lude: 
c o l l e c t i n g  p l a s t i c  w a s t e ,  i n t r o duc i n g 
selective sorting, waste processing activities, 
t r a i n i n g  i n  b e s t  pr a c t i c e s ,  pr omot i n g 
responsible a lcohol consumpt ion at major 
fest ive events, and helping disadvantaged 
fami l ies  by prov id ing decent  housing. 

In St-Lucy, the d ist i l lery’s 130 employees 
ref urbished the Charl ie  Gr i f f i th spor t s 
cent r e  by  r ep a i nt i n g  t he  ex t er ior  a nd 
landscaping the grounds. As the Covid-19 
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Promoting responsible consumption

The premium posit ion ing of  the Group’s 
products requires a strong commitment to 
protect ing i t s  employees and consumers 
a l i k e ,  f o r  b o t h  e t h i c a l  a n d  h e a l t h 
r e a s o n s .  R e s p o n s ib l e  c o n s u m p t i o n  i s 
thus the number one commitment of  the 
R e s p o n s ib l e  C o m mu n i c a t i o n  C h a r t e r 
s igned by Rémy C oint reau.  It  appl ies  to 
a l l employees, regardless of their posit ion 
or  occupat ion. 

By consuming in a moderate and appreciative 
m a n n e r,  w e  p a y  t r i b u t e  t o  t h e  w o r k  
o f  t h e  m e n  a n d  w o m e n  w h o  d e v e l o p 
except iona l  product s  w ith  pa ss ion and 
d i sc ip l i ne .  D r iven  by  th i s  conv ic t ion , 
R émy C oi nt re au  promot es  r e spons ib le 
consumpt ion through var ious act ions:

-   i n  E u r o p e  a n d  A s i a ,  g r a d u a l l y 
i mplement i n g  vo lu nt a r y  dec i s ion s  t o 
i nc lude sy mbols  on i t s  packa g ing w ith 
adv ice for  pregnant  women; 

-   a w i l l ingness, in Europe, to include the 
responsibledrinking.eu URL on packaging. 
Th i s  i s  the  EU por t a l  for  consu mer s  
of 28 European countries, which provides 
comprehensive informat ion on the r isks 
of  a lcohol  abuse;

-   n u t r i t i o n  l a b e l l i n g  o n  t h e  G r o u p ’s 
products;

-   developi ng a  responsible  consumpt ion 
pa ge on the Rémy C oint reau Int ranet ; 

-   s ign ing the DF WC (Dut y Free World 
Counci l) code of conduct, which focuses 
p r i m a r i l y  o n  r e s p o n s ib l e  m a r ke t i n g 
c o m mu n i c a t i o n  a n d  t h e  r e s p o n s ib l e 
mana gement of  point s  of  sa le .

A mong it s employees,  for more than t wo 
years, v ideos and explanatory panels have 
been i ns t a l led i n  the  Group’s  prem ises  
to inform and sensitise employees. In Paris, 
40  a mba ssa dors  of  a l l  the  brands  have 
been tra ined in responsible consumpt ion.

On the i s land of  Barbados,  Mount Gay 
ha s  cont i nued i t s  par t nersh ip  w ith  the 
S ub s t a n c e  A b u s e  Fo u n d a t i o n  (S A F ), 
wh ich  combat s  a l l  for ms  of  a dd ic t ion , 
including excessive a lcohol consumpt ion, 
by focus i ng on the  educat ion of  young 
people.  Mount Gay cont inues i t s  act ive 
pa r t ic ipa t ion  i n  the  B a rba dos  A lcohol 
Industry Association (BAIA), particularly 
through the development of  promot iona l 
and educat ional campaigns on responsible 
drinking, including the implementat ion of 
advert ising self-regulat ion. A partnership 
has also been launched with Adopt-A-K M, 
a communit y programme that  beaut i f ies 
a nd  ma i nt a i ns  the  roa d s  on  the  i s l a nd  
of  Barbados.  As par t  of  th is  programme, 
bi l lboa rds  on respons ible  consu mpt ion 
were instal led for a 12-month period along 
t wo of  the  i s l and ’s  bus ies t  motor ways , 
thus ensur ing max imum v isibi l it y of th is 
prevent ion campa ign.

A lso in Barbados,  la st  year  Mount Gay 
decided to put new labels  on rum bot t les 
with specif ic statements to warn consumers 
aga inst dr ink ing and dr iv ing,  under-age 
drinking, and drinking during pregnancy. 
This decision was implemented th is year.

A mon g  ex t er na l  s t a keholder s ,  i n  e a ch 
country where the Group operates, strong 
partnerships have been established with local 
and nat ional federat ions. Rémy Cointreau 
lends i t s  suppor t  to  the i mplementat ion  

of communication campaigns and awareness-
r a i s i n g  a c t i o n s  a r ou nd  a l c oho l  a bu s e  
( in A sia  and the United States).

In 2020, these initiatives were supplemented 
b y  R é m y  C o i n t r e a u ’ s  c o - s i g n a t u r e  
of  the memorandum of understand ing on 
European nut r it ion label l i ng.  Pursuant 
t o  a n  a g r e ement  b e t w e en  t he  wo r ld ’s 
f ive largest spi r its producers and severa l 
nat ional federat ions, Rémy Cointreau wi l l 
g ra dua l ly  i nc lude  a ccu ra te  nut r i t iona l 
information on its labels. This commitment 
w a s  m a d e  u n d e r  t h e  a u s p i c e s  o f  t h e 
European a ssociat ion spi r i t sEUROPE .

In France,  Rémy C oint reau cont inues to 
contribute to the "Alcohol Prevention" plan. 
Implemented joint ly by f ive professiona l 
organ isat ions in the a lcohol ic  bevera ge 
sector,  th i s  plan commit s  profess iona ls 
to an act ive approach to combat ing r isky 
behav iour.  Severa l  ac t ions a re  of fered, 
such a s  suppor t i ng people  who may be  
a t  r i s k  o f  e xc e s s i ve  c on s u mp t ion  a nd 
rol l i ng out  the use of  breatha lysers . 

By playing an active role in the Alcohol and 
Societ y and A lcohol and Health work ing 
groups of professional organisations across 
the entire spirits industry, Rémy Cointreau 
i s  b o l s t e r i n g  t he  e f f e c t i v e  p r o mo t i o n  
of  responsible  consumpt ion.  Since 2019, 
Rémy C oint reau ha s a l so been involved 
w i t h  t h e  “ P r é v e n t i o n  e t  M o d é r a t i o n” 
(Prevent ion and Moderat ion) associat ion, 
created to join together a l l  the in it iat ives 
o f  p r o f e s s i o n a l  o r g a n i s a t i o n s  t o  he l p 
pr e vent  r i s k y  b eh av iou r  a nd  pr omo t e 
responsible  d r ink ing.

I n  t he  Un i t e d  S t a t e s ,  a s  a  memb er  o f 
t h e  D i s t i l l e d  S p i r i t s  C o u n c i l  o f  t h e 
United States  (DISCUS),  West land ha s 
of f ic ia l ly  adopted the C ounci l ’s  C ode of 
Responsible Practices. Westland employees 
have been t ra ined in th i s  code.  They are 
requ i red to comply w ith i t s  prov is ions , 
i nc lud i n g  the  g u ide l i nes  tha t  apply  t o 
a l l  adver t i s ing and market ing act iv it ies 
i n  t h e  U S  d o m e s t i c  m a r k e t :  p r o d u c t 
a dver t i s i ng ,  consu mer  com mu n ic a t ion, 
p r o mo t i o n a l  e v e n t s ,  a n d  d i s t r ibu t i o n  
and sa les  mater ia l s .

"A l l  ou r  emp lo y e e s  a r e  r e s p on s ib l e  a mb a s s a do r s .  T he y  a r e  a mb a s s a do r s 
b e c a u se  t hey  work  a lon g s ide  ou r  c l i ent s ,  a lon g s ide  ou r  d i s t r ibut or s ,  a nd 
a longside a gencies  that  we work w ith occa siona l ly ;  we must  show absolutely 
i mpeccable  behav iour at  a l l  t i mes and d r ive them to adopt  the same at t i t ude.  
This is essent ia l,  because a lcohol is a very sensit ive product and its consumpt ion 
must  be  rea sonable .  Moreover,  we  t a ke  a  long-t er m approa ch,  a nd a lcohol 
ha s  been around for  cent ur ies;  our w ish i s  that  i t  cont inues to  be consumed 
respons ibly  a nd  re a sonably  for  cent u r ie s  t o  come,  for  the  p le a su re  of  ou r 
customers and the longev it y of  our Houses ."

Hervé Dumesny, 
Group CSR and Public & Regulatory Affairs Director

Rémy Cointreau plays an active role in 
the following major organisations:

-  in France: the FFS (Fédération française 
des spiritueux, or French federation of 
spirits producers), the FEVS (Fédération 
des exportateurs de vins et spiritueux, 
or French federation of wine and spirits 
exporters) and the "Prévention et Modération" 
(Prevention and Moderation) association

-  in Europe: spirits EUROPE (the European 
Spirits Industry Federation)

-  in the United States: DISCUS (Distilled 
Spirits Council of the United States)

-  in Barbados: BAIA (Barbados Alcohol 
Industry Association)

-  in Asia: APISWA (Asia Pacific International 
Spirits and Wines Alliance)

-  in China: FSPA (Foreign Spirits Producers 
Association).

All these organisations share one common 
goal: contributing to the development  
of alcohol action plans in order to assist 
governments with protecting consumers 
through their members’ ethical commitments 
and advertising self-regulation.

The Group is committed to promoting 
responsible drinking worldwide
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TABLE OF PROGRESS INDICATORS (1) AND MONITORING INDICATORS(2)

E
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Y
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E
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D
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S
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S

E
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T
A
L
 
R
I
S
K
S

S
O
C
I
E
T
A
L
 
R
I
S
K
S

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

Number of B-Corp certified
production sites(1)

Number of alerts(2)

People trained in the anti-bribery charter, 
as a %

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

Absenteeism, in %(2)

- GRI Standard 403-2

Workplace accident frequency rate, 
in %(2)

- GRI Standard 403-2

Average age, in years(2)

Seniority, in years(2)

13.2 13.8 13.6

2.0 2.3 2.0

8.51 11.21 3.5

40 41 41

7.9 8.0 7.9

26 615 31 677 19 975

174 842(a) 180 449(f) 121 189(g)

46.5(a) 40.6 35.4

19.3(a) 12.2 15.3

14.7(a) 13.0 18.5

38 495 39 261 40 125

195 096(c) 189 287 200 838(h)

79 82 86

23(e) 32

94 93 95

82(e)

6 5 7

80(e)

1 1

52 58 64

42 50 54

44 45 46

83(e) 83

79 74 69

14.8

2.3

9.13

41

8.4

24 243

135 528

37.0

22.7

30.6

39 656

174 945(b)

77

92

36

23

43

3.0

13.31

41

9.1

18 463

41 854

133 418

89

78

145 789

_ 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

_ 2 0 2 0 
2 0 2 1

(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). / (g) Change mainly due to that of Scope 3 (-34%), for two reasons. The first is the correction in the calculation of Scope 3 
upstream transportation data for the Barbados site (impact: around -6%). The second and main reason concerns the integration of the suppliers' actual emission factors (mainly 
glassmakers and carriers) and directly reduces the Group's total CO2 emissions by 26%. / (h) Change mainly due to the increased water consumption of the Rémy Martin Estates 
(following a more extensive distillation campaign than last year – more abundant harvest), of Domaine des Hautes Glaces (following the start-up of the new distillery – higher 
production capacity than the old distillery), and of the Barbados site (following the creation of a new unit to process the sugarcane harvested on the property).

LIFE
ON LAND

RESPONSIBLE 
CONSUMPTION 
AND PRODUCTION
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2020/2021 wa s a  year of  res i l ience.

A f ter  a  dec l ine in the f i r s t  ha l f  of  the year,  act iv it y 
rebou nded  s i g n i f ic a nt ly  i n  the  second ha l f ,  end i n g  
the year up +1.8% at constant scope and exchange rates.  
T h i s  p e r f o r m a n c e  w a s  d r i v e n  b y  t h e  A m e r i c a s  
(+18 . 6 %)  a n d  i n  p a r t i c u l a r  b y  t he  Un i t e d  S t a t e s ,  
wh ich  b enef i t e d  f rom a  sh i f t  i n  con su mpt ion  f rom 
bars  and rest aurant s  towards at -home consumpt ion.  
T h e  t r e n d  i n  A s i a  Pa c i f i c  ( - 4 . 5 %)  m a s k s  s t r o n g 
g row th  i n  m a i n l a nd  C h i n a  a nd  Au s t ra l i a .  E u rop e , 
M i d d l e  E a s t  &  A f r i c a  (-21. 7 %)  w a s  p e n a l i s e d  b y 
hea lth rest r ict ions,  but the United K ingdom, Benelux,  
S w i t z e r l a n d  a n d  E a s t e r n  E u r o p e  r e c o r d e d  g o o d 
moment um.

Dur ing the year,  the Group completed the acqu isit ion 
of t wo new Maisons: the Maison de cognac JR. Br i l let 
and the M aison de Champa gne J.  de Telmont .

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 2 0 / 2 0 2 1

C ognac sa les  were up 3 .7%* i n  f i nancia l 
year 2020/2021. This overa l l  grow th was 
d r i ven  by  a  9 .1% i nc r e a s e  i n  vo lu me s 
combined w ith adverse pr ice /mi x ef fects 
of -5.4% as a result of very strong growth 
in VSOP and intermed iar ies (CLUB and 
17 3 8  A c c o r d  R o y a l ) .  A f t e r  a  no t a b l e 
decl ine in the f i rst  ha l f  of  the year,  sa les 
q u ic kene d  s i g n i f i c a nt ly  i n  t he  s e cond 
h a l f  (up  27.0 %*),  buoye d  by  the  Un i t e d 
S t a t e s  a nd  m a i n l a nd  C h i n a .  A l thou gh 
t he  de c l i ne  s lowe d  i n  t he  s e cond  h a l f  
o f  the  ye a r,  the  D ut y  Free  seg ment  a nd 
the on-t rade channel  cont inued to weigh 
on performance in Southeast Asia, A fr ica 
a nd  L a t i n  A mer ic a . 

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 
€221.0  mi l l ion,  up  10 . 7% on a  repor ted 
b a s i s  ( a n d  u p  11 . 3 %  o n  a n  o r g a n i c 
b a s i s).  The  c u r r ent  op er a t i n g  m a r g i n 
r o s e  2 . 9  p e r c e n t a g e  p o i n t s  t o  3 0 .1% , 
buoye d  by  a  sh a r p  de c l i ne  i n  overhe a d 
co s t s  a nd  f avou ra ble  cu r renc y  e f fe c t s . 
I t  a l s o  t a k e s  a c c o u n t  o f  i n c r e a s e d 
communicat ion investment ,  par t icu larly 
i n  the  key  ma rket s  of  the  Un it ed  St a t es 
a nd  C h i n a .

Despite a sharp upturn in business in the 
second half of the year (+7.2%*), sales of 
Liqueurs & Spirits declined slightly over the 
full year (-3.2%*). The House of Cointreau 
and the Whisky business both posted very 
strong performance, whi le the rest of the 
portfolio was hampered by weakness in the 
EMEA region (due to the closure of the on-
trade channel) and the Duty Free segment.
Cu rrent  O perat ing Prof it  c a me in  a t 
€33.0 million, down 11.9% on a reported 
basis (+2.5% on an organic basis). The current 
operat ing margin decl ined 1.0 percentage 
point to 13.3% due to a combination of lower 
volumes and continued strategic investment, 
not ably  to  suppor t  s t rong per for mance  
by the Cointreau brand and pave the way 
for future growth.

Partner Brands sales declined slightly in the 
full year (-1.5%*), with Current Operating 
Profit coming in at negative €0.8 million, 
down f rom negat ive €1.7 mi l l ion in the 
year to end-March 2020. 

In the year to end-March 2021, Rémy Cointreau 
posted sales  of €1,010.2 mill ion,  up 1.8% 
on an organ ic  ba s i s  (a t  const ant  scope 
a n d  e x c h a n g e  r a t e s)  a n d  d o w n  1 . 4 % 
on a  repor ted  ba s i s .  Th i s  per for mance 
demonstrates the Group’s resilience amid 
the C ov id-19 pandemic.

Cu rrent  O perat ing Prof it  c a me in  a t 
€236 .1 mi l l ion,  up 9.7% on a repor ted 
basis and 12.8% on an organic basis. This 
resu lted in a  current operat ing marg in 
of 23.4% (up 2.4 percentage points), close 
to  i t s  a l l -t i me h ighs .  Th is  per for mance 
was dr iven by strong growth in the gross 
marg i n (up 0 .8  percent a ge poi nt  on an 
o r g a n i c  b a s i s)  a n d  e x c e l l e n t  c o n t r o l  
of overheads (down 2.4 percentage points 
on  a n  or g a n ic  b a s i s).  The  G r oup  w a s 

thus able  to  i ncrea se i t s  communicat ion 
i nv e s t ment  (up  0 . 9  p er c ent a g e  p o i n t)  
to support its brands through the recovery. 
The margin also includes slightly favourable 
cur rency ef fect s  (add ing 0 . 3 percenta ge 
point) and a scope effect of -0.2 percentage 
point .

Excluding non-recurring items, net profit 
a t t r ibut a ble  to  the  Group  c a me  i n  a t 
€148.2 million, up 19.4% on a reported basis.

_  C O G N A C _  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

Rémy Cointreau emerges stronger from Covid-19 
Profitability close to all-time highs
Launch of a share buyback programme
Increased confidence in 2030 guidance

*  Organic grow th is calcul ated assuming constant exchange rates 
a n d c o n s o l i d a t io n s c o p e . 

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

123



Cu rrent  O perat ing Prof it  c a me in  a t 
€236 .1 mi l l ion,  up 9.7% on a repor ted 
b a s i s  a nd  12 . 8 %  on  a n  org a n ic  b a s i s . 
C on s e q uent l y,  t he  c u r r e nt  op er a t i n g 
marg i n  rose  2 .4  percenta ge  poi nts  to 
23.4%  over the fu l l year (+2.3 percentage 
point s  on an organ ic  ba si s). 

Th is  per formance wa s ma in ly d r iven by 
remarkable growth in Current Operating 
Prof it  f rom Group Brands (+9.9% on 
an organic basis),  together  w ith lower 
hold ing company cost s  (a s  a  resu lt  of  a 
shar p reduct ion in t ravel  ex penses and 
the  non-recu r rence  of  cos t s  a ssoc ia ted 
w ith organ isat iona l  changes in f inancia l 
year  2019/2020). 

C onver s e ly,  a dver s e  c u r renc y  ef fe c t s 
r e duce d  C u r r ent  O p er a t i n g  P r of i t  by 
€4.8 million over f inancial year 2020/2021. 
The EUR /USD exchange rate deteriorated 
over the period (averaging 1.17, compared 
with 1.11 in the year to end-March 2020), 
whi le the average col lect ion rate ( l inked 
t o  t h e  G r o u p’s  h e d g i n g  p o l i c y)  c a me 
out  a t  1.17,  compa red  w ith  1.16  i n  the 
year to  end-M arch 2020.  Scope ef fects 
(a c q u i s i t i o n  o f  M a i s o n s  B r i l l e t  a n d  
J. de Telmont) weighed in at €1.7 million. 

Operating profit came in at €235.9 million 
af ter tak ing into account a net operat ing 
ex pense  of  € 0 . 2  m i l l ion  ( i n  respec t  of 
acqu is it ion cost s  over the per iod). 

The Group posted a net f inancial expense 
o f  € 14 . 6  m i l l i o n  o v e r  t h e  p e r i o d  (a 
€13 .4  m i l l ion i mprovement).  W h i le  the 
cost of gross f inancia l debt decl ined ver y 
s l ight ly to €12 .0 mi l l ion (a s  a  resu lt  of  a 
reduct ion in the Group’s  avera ge debt), 
other f i nance cost s  fel l  € 8 .5 mi l l ion a s 
a resu lt  of  changes in the terms of  some 
e a u x - d e - v i e  suppl y  cont r a c t s  s i nce  t he 
b e g i n n i n g  o f  t h e  f i n a nc i a l  y e a r.  T h e 
Group posted a net foreign exchange loss 
of €0.4 mi l l ion,  dow n sign i f icant ly f rom 
the foreign exchange loss of  € 4.7 mi l l ion 
posted in the year to  end-M arch 2020.

The tax expense  tot a l led  €77.6 mi l l ion, 
g i v i n g  a n  e f f e c t i ve  t a x  r a t e  o f  3 5 .1% 
(33.5% exclud ing non-recur r ing i tems), 

At it s  meet ing of  2 June 2021,  the Board 
of Directors of Rémy C ointreau decided, 
p u r s u a n t  t o  R e s o l u t i o n s  1 9  a n d  2 0 
pa ssed at  the Shareholders’  Meet ing of 
23 July 2020*, to author ise the company’s 
C h ief  E xecut ive  O f f icer  t o  i mplement  
a  share buyback programme. 

Pursuant to this authorisation, an investment 
s e r v i c e s  p r o v i d e r  w i l l  b e  i n s t r u c t e d  
to purchase up to a maximum of 1 mi l l ion 
shares of Rémy Cointreau SA, accounting 
for 1.98% of the share capital, at the pr ice 
author ised in Resolut ion 19 passed at the 
Shareholders’  Meet ing of  23 Ju ly 2020.

T h e  b u y b a c k  p r o g r a m m e  i s  i n t e n d e d  
to  fac i l i t a te  the fol low ing t ransact ions , 
i n  decrea sing order of  pr ior it y : 

1.   Decrease the share capital by cancelling 
t rea sur y shares; 

2 .   Meet obligations arising from free share 
incentive programmes for employees and/
or cor porate  of f icers  of  the company 
and /or i t s  a f f i l i a tes; 

3 .   Meet obligations arising from securit ies 
g iv ing access  to  the share capit a l . 

S u b j e c t  t o  m a r k e t  c o n d i t i o n s * *,  t h i s 
buyback programme w i l l  expi re no later 
than 8 December 2021. 

In a still fragile and uncertain public health, 
economic and geopol i t ica l  env i ronment , 
the Rémy Cointreau Group has emerged 
stronger f rom the C ov id-19 cr isis . 

For f inancial year 2021/2022,  the Group 
i s  conf ident in its  abi l ity to cont inue 
to w in market share  i n  the except iona l 
spi r i t s  sector.  In par t icu lar,  the Group 
i s  ant ic ipat ing an excel lent star t  to its 
f i n a n c i a l  ye a r,  u nder p i n ne d  b y  v er y 
favourable base effects, shipment phasing 
effects, and new, structurally more buoyant 
consumpt ion trends in the United States.
 
Being ahead in the rol l -out of  its  2030 
strateg ic plan and g iven the favourable 
e nv i r on me nt ,  t he  G r oup  h a s  de c i de d  
to revise up its investments in communication 
to support its brands through the recovery 
a nd  b o o s t  t he i r  me d iu m- t e r m  g r o w t h 
potent ia l  by developing brand awareness 
and attractiveness. Expected good growth 
in Current Operat ing Prof it  w i l l  a lso be 
t emp er e d  by  a dver se  c u r r enc y  e f fe c t s 
es t i mated a t  bet ween -€16 m i l l ion  and 
-€20 mi l l ion,  and adverse scope ef fect s 
est i mated at  c i rca -€2 mi l l ion.

lower  than the  ra te  for  the  year  ended 
M arch 2020 (36 . 3% on a repor ted ba si s 
and 33.9% excluding non-recurring items). 
The  lo wer  t a x  r a t e  i n  s ome  c ou nt r i e s 
(notably France and the United States) 
wa s par t ia l ly  of fset  by an unfavourable 
geograph ica l  m i x of  resu lt s . 

A f t er  t a k i ng  i nto  a ccou nt  the  Group’s 
s h a r e  o f  n e t  i nc o me  f r o m  a s s o c i a t e s , 
net  prof i t  a t t r ibut a ble  to  the  G roup 
came in at  €144 . 5 mi l l ion,  up 27.5% on 
a repor ted ba si s .

E xc lu d i n g  n o n - r e c u r r i n g  i t e m s ,  n e t 
prof it attributable to the Group  came in 
at €148.2 million,  up 19.4% on a reported 
ba si s ,  g iv ing a  net  marg in of  14 .7%,  up 
2 . 6  p e r c e n t a g e  p o i n t s .  E a r n i n g s  p e r 
share (exclud ing non-recurr ing items) 
came in at  €2 .96 ,  up 18 .7%.

Net debt stood at €314 . 3 mi l l ion,  dow n 
€ 1 3 6 . 6  m i l l i o n  f r o m  t h e  p o s i t i o n  a t  
end-March 2020. This change was mainly 
d r i v e n  b y  a  s i g n i f i c a n t  i m p r o v e m e nt  
i n  F r e e  C a s h  F l o w,  t h e  d i s p o s a l  o f 
Pa s s o ã  S A S  a n d  b y  t h e  f a c t  t h a t  t h e 
d iv idend ,  i n  r e sp e c t  o f  f i n a nc i a l  ye a r 
2019/2020,  wa s ma in ly pa id in shares . 

The net debt to EBITDA ratio  thus came 
out  a t  1. 33x ,  dow n s i g n i f ic a nt ly  f rom 
end-M arch 2020 (1.86x).

The return on capital employed (RoCE) 
c a me out  a t  17.1%  for  the  yea r  ended 
31 M arch 2021,  up 0 .6 percenta ge point 
year on year (+1.5 percenta ge point s  on 
a n  orga n ic  ba s i s).  C ont i nued s t ra teg ic 
p u r c h a s e s  o f  e a u x - d e - v i e  a d v e r s e l y 
a f fec t i ng  c api t a l  employed were  of f se t 
b y  a  s i g n i f i c a n t  i m p r o v e m e n t  i n  t h e 
prof it abi l i t y  of  Group Brands.

On the st reng th of  the s ign i f icant  upl i f t 
i n  i t s  resu lt s ,  the Group w i l l  propose at 
i t s  Sh a r eho lder s ’  M e e t i n g  on  22  Ju l y 
that  an ord inar y d iv idend of  €1. 85 per 
share  be  pa id  i n  respect  of  f i na nc ia l 
year 2020/ 2021,  a  s i gn i f icant  i ncrea se 
on both 2019/2020 (€1.00) and 2018/2019 
(€1.65). The div idend wi l l be paid entirely 
i n  ca sh.

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

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

_  2 0 2 1 / 2 0 2 2  
O U T L O O K

*  S e e s e c t io n 7.1 . 4  o f  t h e 20 19/ 20 U n i v e r s a l  Re g is t r a t io n D o c u m e n t 
**  T h e im p l e m e n t a t io n o f  t h e s e b u y b a c k s ,  t h e i r  d u r a t io n ,  a n d t h e f in a l  a m o u n t s t h u s r e p u r c h a s e d w i l l  d e p e n d in  p a r t ic u l a r  o n m a r ke t 

co n dit io n s .  Ré my Coin tre a u re s e r ve s th e r ig h t to ch a n g e a l l  o r  p a r t  of  th e te r m s of th e s e b u y b a ck s ,  within th e l imit s in dic a te d a b ove
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C O N S O L I D A T E D  I N C O M E  S T A T E M E N TC O N S O L I D A T E D  S T A T E M E N T  O F  F I N A N C I A L  P O S I T I O N

_AS OF 31 MARCH, IN €M

NET SALES

Cost of sales

1 024.8

(347.9)

GROSS PROFITS

Distribution costs

676.9

(355.0)

Administrative expenses (106.8)

CURRENT OPERATING PROFIT 215.1

(19.7)

OPERATING PROFIT

Finance costs

195.5

(15.3)
(12.7)

Other operating income/(expense)

Other financial income

NET FINANCIAL EXPENSE (28.0)

PROFIT BEFORE TAX 167.5

Share in profit of associates 0.3
(60.9)Income tax

PROFIT FROM CONTINUING OPERATIONS

Net profit/(loss) from discontinued operations

106.9

6.4

NET PROFIT FOR THE YEAR 113.2

ATTRIBUTABLE TO:
non-controlling interests
owner of the parent company 113.4

(0.1)

NET EARNINGS PER SHARE - 
FROM CONTINUING OPERATIONS

diluted
basic

2.04
2.15

NET EARNINGS PER SHARE

diluted
basic

2.17
2.28

NUMBER OF SHARES USED FOR THE CALCULATION

diluted
basic

52 400 986
49 806 712

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

498.2

940.6

1 402.5

1 848.2

2 788.7

87.3

310.1
20.8

1 363.9

0.9

0.9

23.2

2 0 2 1 2 0 2 0 2 0 2 1 2 0 2 0

Trades and other receivables 

Cash and cash equivalents

Income tax receivables
Derivative financial instruments

199.4

269.4

10.4
5.1

Share capital

Consolidated reserves and profit for the year

Share premium
Treasury shares

Translation differences

80.2

534.4

795.1
(30.0)

22.7

Provision for employee benefits

EQUITY

Long-term provisions for liabilities and charges
Deferred tax liabilities

Long-term financial debt
30.3

1 403.4

2.2

452

59.4

Trade and other payables

NON-CURRENT LIABILITIES

Income tax payables
Short-term provisions for liabilities and charges

Short-term financial debt and accrued interest
534.4

543.9

18.7

268.3

11.5

Derivative financial instruments
Liabilities held for sale _

8.7

CURRENT LIABILITIES

TOTAL EQUITY AND LIABILITIES

841.5

2 788.7

_AS OF 31 MARCH, IN €M

EQUITY - ATTRIBUTABLE TO OWNERS 
OF THE PARENT COMPANY

1 010.2

(330.1)

680.1

(341.6)
(102.5)

236.1

(0.2)

235.9

(2.6)
(12.0)

(14.6)

221.2

0.6
(77.6)

144.3

_

144.3

144.5
(0.3)

2.75
2.88

2.75
2.89

52 646 147
50 070 497

508.1

919.9

1 548.4

1 861.2

2 781.1

26.6

336.6
17.4

1 492.5

0.8

1.7

29.5

158.1

201

4.9
4.7

80.8

635.3

834.8
(25.1)

22.6

29.1

1 549.2

2.1

423.8

57.1

586.1

512.1

27.4

91.5

7.7
7.1
_

719.8

2 781.1
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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

 

Photo credits: Rémy Cointreau, Nathalie Baetens, Alexis Blondel, 

Alain Costa, Thomas Gogny, Adam Palander, Maude White, Kate Hannett.

Integrated report content: LABRADOR 
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