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Introducing Pernod Ricard

#2 WORLDWIDE IN WINES & SPIRITS

û9,010M NET SALES 
1

16 BRANDS AMONG THE TOP 100 WORLDWIDE 
2

86 MARKET COMPANIES

18,500 EMPLOYEES GLOBALLY 

(1) Source: Annual Report 2016/17
(2) Source: Impact Databank 2016, published in March 
2017
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Pernod Ricard Winemakers ð1000+ staff in Australia today

+4.8% NET SALES IN FY17

+7.4%VOLUME IN FY17

EMPLOY 1,700 STAFF

ACROSS 6 COUNTRIES

15.5 M 9L CASES SOLD IN FY17

ACROSS 75 MARKET COMPANIES





A geographical indication (GI) identifies a good as originating 
in 

Å a specific territory, 

Å region 

Å or locality 

where a particular quality, reputation or other characteristic 
of the good is essentially attributable to its geographical 
origin.

A definition to put us all on the same page
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Some well known Wine GI s

Å South Eastern Australia

Å Barossa Valley

Å Adelaide Hills

Å Hunter Valley

Å Yarra Valley

Å Hawkeõs Bay

Å Marlborough

Å Central Otago

Å Champagne

Å Rioja



Wine GIs in Australia

Relatively young & can cover a significantly larger geographic area .

Enacted to get access to the European market & through the Label

Integrity Program, was able to provide consumers with information

relating to vintage, variety and production .



There has always been a tension between the highly regulated, traditional and
prescriptive approach of the Old World .

Europe believes there is both consumer awareness and consumer value of GIs
which increases returns to producers .

In Australia, we value brand utility and trademarks as they allow us to capture the
benefits of innovation, a concept at odds with Old World approach .

Old World vs New World



Benefits of GIs

A marketing and branding tool

Assurances about quality, authenticity, characteristics

Easier to stop others free -riding

International protection

Required by WTOõsTRIPsagreement



Italy wants a GI for Prosecco ð which would stop Australian wine

producers using the name

Prosecco was widely known as a grape variety until 2009 when Italy

changed the varietal name to Glera and claimed Prosecco as a

European GI

Is it a variety or a region?

RisksðProsecco case study



Disadvantages of GIs ðProsecco case study

Issue extends beyond the Prosecco grape variety -e.g Nero dõAvola,Montepulciano

& Vermentino .

Protect our right to use these variety names for the benefit of our products & for

smaller industry players

Loss would stifle innovation in the sector, consumer choice & the promotion of

Australian products .



P
R

O
S

E
C

C
O

 
S

P
R

IT
Z



15

Evolution not rapid BUT can change and new GIs / competition can emerge
DEFRA UK Twitter 28th September 2017



What do GIs mean for consumers?

Should I pay more? Is it better quality? Is it a grape?

éis it more likely to be a real wine from
a real place?

édoes it show I know more about wine?


