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Thoughts and Ideas for Perrier -Jouet Champagnes  

 

My impressions of Perrier -Jouet Champagne from a visit decades ago  

Sometime in the mid -1990s, I  had the privilege of visit ing Perrier -Jouet Maison 

in Epernay, thanks to Ogi lvy, Delhi ,  and our client, Seagram (now Pernod -

Ricard) in India. It  was an opportunity for me to see how Champagne is made 

and to soak in the brand and the atmosphere.  

My recollections are as follows:  

• Somewhat smaller champagne brand than other competitors,  therefore 

more niche and exclusive  

• The brand lays claim to the Art No uveau movement and the Belle Epoque 

in France 

• Being a smaller brand, Perrier -Jouet is able to sti l l  use traditional 

processes and techniques  

• The champagne features Chardonnay prominently and its fresh, f loral and 

fruity bouquet is distinctive  

• Perrier-Jouet is famous for its anemone bottle, designed by the founder 

of the Art Nouveau movement, Emile Gallé 

• Its Belle Epoque House, where guests are wined and dined houses several 

Art Nouveau treasures and is a veritable Art Noveau Museum  

• I  remember trying three types of Perrier -Jouet champagne at luncheon –  

a Bel le Epoque, a Brut and a Rosé  over different courses of my meal and 

each was distinct ive and paired e xquisitely with the food that was served  

I remember coming away thinking that the brand had so much going for it  and 

such huge possibi l it ies for growth, and yet it  was so l itt le known.  

The Perrier-Jouet brand now, as evident from its website  

Well,  around 25 years later, I  happened to think of Perrier -Jouet and decided to 

vis it  the website to see what the brand was all  about now. I was particularly 

curious to see how the brand had managed to keep up with the times, s ince 

Perrier-Jouet has plenty of historical heritage, dating back to 1811, as it  does.  

Here’s what struck me as steps in the right direction:  

• I  was pleasantly surprised by a new, contemporized branding on the 

website header that greeted me. It  sti l l  speaks of Art Nouveau and Belle 

Epoque, but in a more understated and contemporary way  



• I  was more impressed with the way the brand has chosen to keep its Art 

Nouveau tradition al ive in today’s age .  By interpreting the movement 

through its free-spirited, artisanal dimension, Perrier -Jouet has managed 

to stay contemporary and relevant, I  think  

• Perrier-Jouet also emphasizes a strong connection with nature and the 

environment  

• The brand has empaneled 6-8 artists –  from architects and designers to 

Michelin-starred chefs -  to work with them on an on-going basis under a 

programme called “Art of the Wild”. This helps to keep the brand fresh 

and relevant in consumers’ minds  

Here’s what I  think the website could do with:  

• The anemone watermark as a background for the website pages is a good 

idea, but not in its current executional form. A colour watermark might 

be better suited to the subject, since Perrier -Jouet and its f loral bouquet 

are about freshness  

• I  would suggest avoiding use of neon, f luorescent green, as it  brings in an 

element of artif ice into a category that values purity of f lavour and taste, 

and it  jars with Perrier-Jouet’s own focus on nature  

• Typefaces used could be more elega nt and understated and I would 

recommend avoiding all -caps even in sub-headings 

• Overall,  the design needs to be improved with a view to emphasise the 

spirit  of enchantment and connection with nature  

• I  am not sure the City Guide section does anything for the Perrier-Jouet 

brand or for Champagne, since it  features only hotels and from as far 

away as Miami and LA all  the way to Shanghai. Instead, a guide on the 

Champagne cit ies of Epernay and Reims along  with a guide to the entire 

Champagne province might be a better idea  

• I  would also recommend a couple of new sections:  

o Best ways to taste and appreciate Perrier -Jouet Champagne 

o Champagne Spritzers and Coolers (the drink, not the ice bucket)  

Both these, especially the second, might help to attract new, 

younger drinkers into the Perrier -Jouet fold 

Competitive environment for Perrier -Jouet  

The rarefied world of Champagne consumption around the world has some 

highly acclaimed brands, all  much larger than Perrier-Jouet. Looking at their 

websites, here’s what I  can derive as their brand positionings and how they are 

trying to differentiate themselves.  

• Dom Perignon: The “Vintage Only” Champagne for connoisseurs  



• Moet Chandon: Largest Champagne House –  savoir faire and innovation  

• Krug: Makers of a prestige Champagne every year and proud of their 

reserves 

• Taittinger: The family spir it,  staking their  reputation on their Champagne 

quality  

• Boll inger: Perfection using ancient techniques  

• Veuve Cliquot: Grande Dame of Champagnes 

If  these derived positionings from their websites are anything to go by, it  

appears that besides Dom Perignon and Moet Chandon, none of the others 

have very unique brand positionings. Besides, none of these Champagne brands 

has positioned itself  overtly for a certain kind of drinker ; they have all  based 

their brand stories on their own strengths as producers of Champagne.  

I  wonder why this is so, given that all  wines and spir its brands are based on 

imagery and they help consumers make statements about themselves, through 

what they drink. Therefore, I  wonder if  there isn’t an opportunity for Perrier -

Jouet to position itself  as the Champagne for a certain type of drinker.  

The Perrier-Jouet consumer:  

Based on Perrier-Jouet’s own product and brand att ributes, as well  as its core 

values of exuberance ,  here’s who I think Perrier -Jouet should be depicting as 

their drinker.  

(Note: At this point, it  is important to emphasise that in wines and spirits brand 

communication, the advertising audience (as portrayed in communication) is 

different from the actual target consumer, in the sense that advertising depicts 

an aspirational archetype for the consumer to identify  with/aspire to) 

The Perrier-Jouet Champagne consumer is one who appreciates the f ine things 

of l ife, especially in the world of arts. He (Champagne buyers would be mostly 

men, though the communication must address men and women) is not merely 

successful and wealthy, he has genuine interest in, and the good taste to 

understand and appreciate artistic and artisanal endeavours. More importan t, 

he is close to nature and enjoys t ime in the outdoors whenever he can take 

time out from his busy schedule.  

He l ives a fairly act ive social l ife. And he drinks champagne to celebrate 

important occasions and also buys and serves it  when entertaining at home on 

a big occasion. He would also readily serve Champagne to celebrate small 

achievements and occasions because he feels he owes it  to himself  and to 

those close to him. For the same reason, he would also happily gift  a 

Champagne.  



He embodies a vivacious spirit  and it  is this that attracts him to Perrier -Jouet, 

for it  is the very spir it  of exuberance. 

Brand decisions for Perrier-Jouet to consider  

• Does the anemone motif  make the brand too feminine and alienate men, 

who would be the main buyers of Champagne?  

• What must the brand do to widen its appeal among the 

business/corporate segment?  

• Does the brand need to clearly distinguish its product range to target 

different consumers and occasions?  

Perrier-Jouet Champagne for men and women  

Champagne as a drink already has strong feminine associations, through its 

bouquet, effervescence, pale colour, glass, etc. And in the case of Perrier-

Jouet, associations with the world of Art No uveau and Bel le Epoque make it  

even more so. While the anemone motif  designed by Emile Gall é gives the 

brand its distinctiveness, there is a danger that it  might be putting off many 

male buyers of Champagne, due to its prominence on the bottle.   

One way around this problem could be to r eserve anemone bottle graphic only 

for vintage Perrier-Jouet champagnes. And to have the anemone in a smaller 

size, or in more subdued tones .  

The distinctiveness of direct printing on bottle sans label, however, must be 

maintained.  

I  would, of course, recommend these changes only after due research and 

testing has been done with Champagne consumers.  

Perrier-Jouet Champagne for the corporate world  

While Perrier-Jouet’s  smallness can work to its advantage, as it  is able to focus 

on producing consistently better quality using age -old techniques, it  is up 

against formidable competition. Dom Perignon, Moet Chandon, Krug, Veuve 

Clicquot, Taittinger are well -established names that are also more popular in 

the Champagne consuming world.  

Besides, champagne consumption is so strongly associated with celebration, 

whether it  is a wedding in the family or a big gala, that in communication 

terms, brands explore only celebrity red-carpet events.  

In such an environment, how can Perrier -Jouet differentiate itself  by 

addressing the business and corporate world? There is a danger in accentuating 

the whimsical,  which must be balanced by another dimension.  



Look to the Belle Epoque for inspir ation 

To be sure, Perrier-Jouet Champagne has a unique historical heritage, 

distinctive brand pos itioning and brand imagery, but it  might be time to step 

out a bit  and pull  some weight.   

What I mean to say is that there is a need to add a l itt le gravitas to the Perrier-

Jouet brand, which might strengthen its presence among the considered brands 

set of Champagnes.  

Thankfully, Perrier-Jouet needs to look no further than its own Belle Epoque 

heritage, for inspiration and a new direct ion. While the brand has so far 

focused solely on the Art Noveau aspect of the Belle Epoque, on which to build 

its brand, there is an entire unexplored area of Bel le Epoque to be realized.  

Since the Belle Epoque period in France was known to be the time of great 

eff lorescence of the arts and intellectual pursuits, especially through its Salon 

Culture, it  was also the time of great philosophical,  pol it ical and l iter ary 

discussion and debate. Moreover, these discussions were held in public spaces 

or salons that attracted the intell igentsia, especially in Paris. And for the f irst 

t ime, women were stepping out of their homes to participate in these 

discussions.  The Bel le Epoque Salon was not just the French equivalent of the 

Brit ish Club culture, it  was more progressive for its female patronage.   

How about Perrier-Jouet reinvent the Belle Epoque Salon for the 21 s t  century?  

It  would help the brand add a new dimension to  its image that would balance 

its creative and artisanal side , thereby broadening its appeal to a wider 

audience while sti l l  remaining true to the brand’s core values of “ exuberance” .  

Recommended salon platform idea:  

Because the new recommended platform for Perrier-Jouet to be able to balance 

its brand imagery will  comprise both an annual grant and award for outstanding 

work done in three distinct areas as well  as roundtable discussions, the 

branding for it  must work for both kinds of activit ies.  

Given the brand imagery of Perrier -Jouet, the three areas of work/discussion 

are:  

• Nature and the environment  

• Women and equality  

• Artisanal creativity in the digital age  

The branding suggestions for the new platform are:  



• Salon Perrier-Jouet  

• Confluence Perrier-Jouet 

• Perennial Jouet  

All  of these can be considered with a descriptor l ine  below: Conversat ions for 

change 

Perrier-Jouet Champagne product range  

As Perrier-Jouet makes both vintage and non -vintage Champagnes, the way it  

segments its product  range is crit ical.  The segmentation must provide clarity 

and enable the consumer to make a choice with ease and one that he/she can 

easily rationalize.  

There is a type/segmentation system that most Champagnes follow and it  is 

well-understood by Champagne consumers.  I  don’t mean just the Brut, Rosé 

and Blanc segmentation but the more complex one involving vintages and 

cuvees.  

Besides, I  think there is a need to rebrand the Blason  Collection, because it  

doesn’t belong to the Art Nouveau and Belle Epoque world , nor to the world of 

Champagne.  

Alternatives to Blason Collection:  

If  the Belle Epoque Collection is Vintage Champagnes, possible alternatives to 

the Blason col lection could be names that  suggest top -notch quality, but also 

non-Vintage, i .e. standard and belonging to all  t imes.  

• The Celebrat ion Col lection 

• The All-Seasons’ Collection 

• The Evergreen Collection  

• The Exuberance Collection  

They all  belong to the world of Champagne, suggest celebration, exuberance 

and for all  t imes. With the new direction for the brand that I  am 

recommending, the last one works best.  

Communication strategy for Perrier -Jouet Champagne 

Being a champagne with a unique positioning and brand heritage as well  as 

imagery, Perrier-Jouet Champagne ought to communicate with the champagne 

drinking audience, but selectively and carefully.  

It  ought to target the slightly younger of  the consumer group, say, between the 

ages of 35-60, and attempt to enchant them with its brand story. The creative 



strategy would be to not bombard the reader with adverts or emails,  but to 

charm them with communication.  

Communication can build the brand and set it  apart from competition, if  we  use 

Perrier-Jouet’s brand heritage and imagery in surpris ing and creative ways. 

Champagne is about celebrat ion and exuberan ce. And if  we can make our target 

consumer celebrate l ife ’s important moments -  big and small -  with us, we 

would have achieved our objective.  

Brand positioning 

Those who live enchanted drink Perrier -Jouet Champagne 

Brand promise  

Perrier-Jouet helps you celebrate all  of l i fe’s moments with exuberance .  

Media channels for communication  

Perrier-Jouet should choose to speak to them through careful ly selected media 

channels; only publications that are read by the artistical ly and culturally 

inclined even among the corporate audience, for example, The Economi st and 

its sister publication, 1843, The New Yorker, Conde Nast Traveller, etc.  

Video/TV advertising can be used very selectively. They can be shared in email 

marketing communication and on TV around the time of some very special 

occasions, i .e. Christmas/New Year and around the time of the Cannes 

Festivals.  That way, the brand is present on TV both in the summer and winter 

months, and at the times most relevant for the category.  

Perrier-Jouet should be on digital/social media in a very l imited way as well.  

They should not advertise on social media, but use it  carefully as an effective 

PR medium. By this, I  mean that they share news about the brand, as well  as 

certain very select events that Pe rrier-Jouet organizes from time to time, even 

if  these are by- invitation-only events.  Twitter would be the best medium for 

Perrier-Jouet looking at its audience and the nature of its content.   

It  should try and build a database of its customers and communi cate with them 

one-on-one through a proper e-mail marketing programme. It  should tie up 

with Air France-KLM and create a special programme for its First -Class and 

Business Class passengers.  

The Art of The Wild programme should lead to a few select events e ach year, to 

which Perrier-Jouet consumers and select media are invited. In addition, the 

Salon programme culminate in  award ceremonies and panel 



discussions/roundtable events held each year around each of  the chosen 

subjects.  

Duty-free shopping at airports and consumption at First and Business Class 

lounges is something Perrier -Jouet must promote. The idea of  gift ing a Perrier -

Jouet would work beautifully here.  

Creative Idea 

We will  show that Perrier -Jouet is the spirit  of enchantment and exuberance 

though people who will  invent any reason to open a bottle of Perrier -Jouet 

Champagne. 

 

Launch Advert:  

Headline: Find inspiration in a 200-year old spirit of exuberance.  

Travel back in t ime to 1811, when an artistically inclined and independent -

minded couple, Pierre Nicolas Perrier and Rose -Adelaide Jouet,  decided to 

express their free-spirited creativity through a new champagne and together, 

they founded Maison Perrier Jouet.  

A champagne like no other  

Perrier-Jouet Champagne was unlike any other, right from its origins. To start 

with, the founders decided to make the Chardonnay grape the heart and soul of 

their Champagne and its unique floral bouquet followed by fruity tones became 

the signature of Perrier -Jouet.  

This refreshing crispness  can be best experienced in the vintage Perrier -Jouet 

Belle Epoque Blanc de Blancs as well  as the classic Perrier-Jouet Blanc de 

Blancs. However, our Brut Champagne also features an unusually generous 

proportion of Chardonnay, which sets us apart from other Champagne Houses.  

An exuberance l ike no other  

Perrier-Jouet Champagne exudes the spir it  of exuberance in every respect, 

since it  grew in the days of the Belle Epoque, France’s “Beautiful Age”, when 

the arts and sciences blossomed. This found expression in the world of arts 

through the Art Nouveau movement, which c elebrated the sensuous beauty of 

nature in all  forms.  

Our unique Belle Epoque Champagne bottle features a spray of Japanese 

anemone special ly created for us in 1902 by Emile Gal lé, one of the founders of 

the Art Nouveau movement. Our patronage and support  of Art Nouveau can be 



witnessed to this day at the Bel le Epoque House in Epernay, where we welcome 

guests to the Belle Epoque experience  amid an extravagant display of Art 

Nouveau treasures.  

The 200-year old exuberance is alive  

Our Champagne is as consis tent and as l ively on the tastebuds as is our 

commitment to the arts and to nature.  

Through Art of The Wild, our partnership with creative artists from the world of 

art, cuisine and design, we continue to surprise, del ight and enchant our 

consumers.  

The world has certainly changed in the past 200 years and more. But we believe 

that l ife itself  is a celebration of the senses, that art and nature will  always 

nurture.  

Perrier-Jouet Champagne 

Live enchanted 

 

Theme Campaign 

Advert#1:  

Headline: You met at a party, and she returned your call .  

What can be more surprising and out of the blue than that?  

Reason enough to open a bottle of Perrier -Jouet Champagne and celebrate, we 

think.  

Of course, you couldn’t wait to ask her to dinner, could you?  

Hmm, now that you have poured yourself  a glass of  the Bel le Epoque Brut, do 

the f irst f loral hints in the glass remind you of something, or someone?  

And do you feel the tingle of the crisp notes of Chardonnay, as you tingle at the 

thought of your dinner engagement?  

Good, now you had better reserve a tabl e at the best seafood restaurant in 

town, since she loves seafood, remember?  

And, of course, you will  ask the maître d ’  to keep a bottle of the very best 

Perrier-Jouet Belle Epoque vintage chil led. You know, of course,  it  is 2012?  



And while you’re at i t ,  might we also tell  you that the Perrier -Jouet 2016 Blanc 

de Blancs is the perfect f irst date gift.  

Sending it  later with f lowers , an even better  idea.  

 

Perrier-Jouet Champagne 

Live enchanted  

 

Advert #2:  

Headline: Daughter ’s  home for the holidays, that ’s joy enough.  

She just called to tel l  you both that she’s heading home in a couple of days. 

And yes, we understand how over the moon you must be at the thought of that.  

Delighted enough to make sure your wine cellar  is stocked with enough Perrier -

Jouet Champagne for the summer, we hope.  

As you parents both make plans for the vacation over dinner this evening, why 

not open that Perrier-Jouet Rosé you’ve been saving up for months?  

This evening certainly calls for it .  The fruity notes on the palate would be a 

perfect accompaniment to the parfait .   

Now imagine those lazy summer afternoons of long conversations fading into a 

shimmering pink sun.  The bubbles t ingl ing with holiday ideas and memories.  

The holidays will  f ly,  they always do.   

And your gir l  wil l  leave sooner than you know.  

But look at it  this way, you now have more to celebrate.  

 

Perrier-Jouet Champagne 

Live enchanted 

 

Advert #3:  

Headline:  You’ve reached round three, well  done!  



Of course, you can’t wait to get this business deal over and done with. But 

having reached this far in the negotiations, you can afford to gloat a l itt le.  

Go ahead and pat yourself  on the back.  And open a bottle of Perrier-Jouet Belle 

Epoque Brut.  

The one you have in your office cabinet , waiting for an occasion.  Today is the 

occasion.  

Before end of day, send around for your colleagues and surprise them with the 

fresh f loral and fruity hints of this refreshing, exuberant bubbly.  

There’s nothing l ike the crisp Chardonnay notes of Perrier -Jouet to perk up a 

day at the office.  

Yes, we know you haven’t signed on the dotted l ine  yet .  But then, that’s 

another day of celebration to look forward to.  

And Perrier-Jouet promises it  wil l  be a big night out.  

 

Perrier-Jouet Champagne 

Live enchanted 

 

Advert #4:  

Headline: A hole-in- one on the 13 t h  deserves the 19th.  

You know this wasn’t just a f luke  on the fairway .  That you’ve worked hard on 

your shot al l  these years  for this day to f inally appear .  

As the iron hit the ground kicking up some dirt and turf,  you knew somehow 

that today was going to be different.  

That this might be the day for a hole- in- one. And there it  was, for al l  your 

golf ing buddies to see and applaud.  

Well,  the 19 th  hole beckons. Time to pop the most exuberant of Champagnes, 

and the one that this clear, crisp day certainly calls for.  

Perrier-Jouet, with its f loral bouquet and fruity hints on the palate hits all  the 

right notes. The crisp Chardonnay, balanced by the Pinot Noir, makes for  the 

sweet taste of success.  



Here’s to your f irst hole - in-one. To be sure, there will  be many more  along the 

way.  

And Perrier-Jouet will  be there to celebrate each one , as you get better at your 

game. 

 

Perrier-Jouet Champagne 

Live enchanted 

 

Advert #5:  

Headline:  Wife’s ready to launch a thousand gondolas.  

Aren’t you proud that your wife’s art career has made it  to the Venice 

Biennale? That all  her years of hard work and commitment to her art has f inal ly 

paid off.  

Surely, you’ve stocked up on enough bottles of the entire Perrier-Jouet 

Champagne col lect ion for this occasion.  

Whether you plan to throw an after -party in Venice or back home for your 

friends in New York, you can rest assured that our bubbly is al l  dressed up and 

ready.  

Perrier-Jouet Champagne, as you know, is a work of art in itself.  Dating back to 

France’s Belle Epoque, it  has celebrated the best of the Art Nouveau 

movement.  

The Perrier-Jouet bottle, with its Japanese anemone motif  designed by one of 

the founders of Art Nouveau, Emile Gall é, is testimony to that tradition.  

Like the spray of anemone, you know only too well that our Champagne also 

exudes a f loral bouquet and charm that f inishes nicely on the palate in fruity 

tones.  

Every Champagne worth its Chardo nnay aspires to be a Perrier-Jouet someday. 

 

Perrier-Jouet Champagne 

Live enchanted 

 



Perrier Jouet TV advert:  

On TV, l ike I said earlier, Perrier -Jouet should maintain a very l imited presence 

-  only on select news channels and that too around the Cannes Festivals as well  

as Christmas/New Years.  

The idea in TV is the same as in print: people f inding different reasons to buy 

or pop a bottle of Perrier -Jouet to celebrate small to large occasions an d 

successes. There are several executional ideas and possibil it ies around this 

central creative idea, however.  

Daughter’s Visit #1:  

Film opens on a lovely sunny morning, sunlight streaming through the windows 

as someone draws the curtains. Quick cuts of housekeeper/help (dressed in her 

l ivery) getting the room ready –  dust ing, making bed, etc.   

Music in the background is orchestral and buil ds up in anticipation, as if  for 

some great occasion.  

The lady of the house, pops by just to see if  all  is going well,  and walks on 

without entering the room, which from its appearance looks l ike a grown -up 

daughter’s room or a guest room. It ’s al l  done up in fresh and l ively pastel 

shades.  

Cut to the lady now talking to someone on her mobile as she frantically paces 

the f loor in the drawing room.  

Lady: Yes, I  need the oysters and salmon delivered within three days. Oh, and 

do add some fresh pineapple, if  you have them.”  

Thank you, that will  be lovely!  

She f inishes her call  and turns to see her husband on his computer.  

Lady: What are you up to? We have to go shopping  now. 

Man: Checking the hotel tar iffs in Corsica. Or should we do Mallorca, instead?  

Lady (exasperated): Can you decide, just this once, please?  

Dissolve to an evening scene.  Dad is in the drawing room, reading. Doorbell  

rings.  

We hear his wife’s voice off camera: Ta daaa! Looks l ike she’s here.  

Door opens to reveal  young lady about 26-27 years of age who greets mum with 

a big hug.  



Lady: You’re here f inally!  

Girl:  Like I said  I would be, ma!  

Girl  greets dad in the corridor to the great drawing room, as he makes his way 

to the front door.  

Dissolve to dinner scene that evening. Friendly chatter and laughter f i l l  the 

room as they catch up.   

Dad (raising his champagne glass)  and looking at daughter : To your health, my 

dear.  

We see a bottle of Perrier -Jouet Champagne on the dinner table.  

Girl:  Likewise, dad.  And you, mum. 

FVO: A daughter’s homecoming is just one of many reasons for the spirit  of 

exuberance.  

Camera closes in on the Perrier -Jouet bottle.  

Super: Live enchanted 

Dissolve to the gir l  entering what looks l ike  the wine cellar . She is thinking:  

Hmm… what can we serve for the party tomorrow?  

Turns on the l ights in the cellar and is astonished to see several bottles of 

Perrier-Jouet Champagne. She senses a presence in the room and turns to f ind 

her father.  

Girl (looks at the champagne and with a wry smile):  What’s up dad?  

Dad (with a gl int in his eye): Well,  you’re here for a t least  10 days, aren’t you?  

 

Daughter’s Visit #2:  

Film opens on a couple in their late f ift ies taking a stroll  in a  park on what is a 

beautiful holiday in spring.  Flowers are in full  bloom and we see many people 

out for the day.  

On their walk, they pass a young family out for a picnic. The young parents in 

their mid-thirties are sitt ing on crisp l inen sheets, while their two litt le 

children run around playing. As t he young lady takes lunch packets out of the 

picnic basket, her hubby is about to open a bottle of Perrier -Jouet Champagne.  



The middle-aged man walking by smiles wistfully, because t he entire scene 

reminds him of the Renoir painting, The Picnic,  he saw long ago in a museum. 

And we go into a f lashback sequence . While he is gazing at  the painting, he 

notices a young lady is also taking time over it .  She is almost studying the 

painting. They say something to each other and both smile as though in 

agreement.  As we see this scene play out, we realise the young lady in question 

is now his wife . And what the man is remembering is not just the painting, but 

how they f irst met.  

We snap back to the present, with the wife remarking.  

Wife: I  know what you’re thinking.  

Cut to the sti l l  wistful and now slightly embarrassed expression on the 

husband’s face.  

Just then a cal l  on wife’s mobile interrupts this exchange, as she proceeds to 

answer it.  

Wife: Hi my dear.  

Oh really? When? 

Can’t wait to see you. Bye.  

Wife (to husband, with a chuckle): Lucy’s coming home. Tomorrow.  

Cut to embarrassment  changing to expression of relief on husband’s face .  As if  

he’s found a good al ibi  for his mental wandering a while ago.  

Husband: Ah, just what I  was thinking. When am I going to open that bottle of 

Perrier Jouet at home? 

Wife tugs at his jacket sleeve playful ly and says: You’re incorrigible! You’d need 

a cellar!  

Dissolve to Perrier-Jouet bottle on the dinner table set for a rather lavish 

evening. Camera pul ls back to reveal daughter and parents enjoying moments 

of togetherness and laughter.  

FVO: A daughter’s homecoming is just one of many reasons to enjoy the spir it  

of exuberance 

Perrier-Jouet logo appears on the screen  

Super: Live enchanted 

 



The spirit of exuberance:  

This f i lm is a montage of several people across the world experiencing what we 

can recognize as sheer exultation.  When even moments of high tension are 

released into pure, unadulterated joy.  

Like the nervous moments a pianist experiences before walking on to stage, 

followed by the thunderous applause . A father-to-be pacing nervously outside a 

maternity cabin, fol lowed by sheer delight on the parents ’  faces. The sight of a 

gorgeous sunset , a shooting star out of the blue. Long - lost friends meeting, etc.  

The focus is on the range of emotions that capture these experiences worth 

celebrat ing, which the voice over narrates . And the music is orchestral,  yet 

contemporary, conjuring the mysterious.   

MVO: There is always the birth pang,  

The f irst date, an exultation,  

A shooting star,  

Butterfl ies in the stomach,  

A chance encounter,  a sunset,  

Reunions, surprise visits  

A blue moon, a vow.  

 

Wow! You don’t need a reason to pop the spirit  of exuberance when you l ive 

enchanted, do you? 

Super: Perrier-Jouet Champagne logo  

Live enchanted 

All  these f i lm ideas should be shot in soft -focus, with as much emphasis on the 

outdoors and nature as possible. Even when indoors, as w ith the dinner scenes, 

the focus is soft, there is an accent on fresh f lowers, and there are bokeh 

lighting effects that make the entire scene exuberant and magical .  

The f lashback scene in one of the daughter vis it  stories can have an overlay of 

champagne bubbles rising, to strengthen the connection with the Champagne 

picnic scene that set s off  the memory lane journey. It  wil l  also add a l ight and 

refreshing touch to the f lashback.  

Gifting adverts for Perrier -Jouet 



Gifting is a very important part of wines and spirits consumption and it  would 

be even more so for a Champagne. Especially, but not l imited to the festive 

season, Perrier-Jouet should run adverts specif ic to the theme of gift ing.  

There would be two kinds of audiences, individuals and the cor porate gift ing 

audience and we should address both separately in the print media, again very 

selectively.  

For the TV/video medium a single commercial for both audiences should 

suffice.  

Creative Idea for gifting communication  

The idea in the gift ing communicat ion is to dramatize the spir it  of exuberance 

l ike a reverie, which make s it  an enchanting gift  for those you care about.  

Gifting TV advert:  

Film opens on a t ight close up of a champagne glass, with champagne being 

poured into it.  Claude Debussey’s Claire de lune starts to play.  

As the sparkling pale golden l iquid starts pouring, we go into the l iquid as it  

bubbles up. We are then transported through the Champagne to another world , 

the delicate piano riffs bubbling along as well .   

Somewhere, under water, we are drawn upwards towards a bright l ight. Having 

reached the l ight presumably, and having come up for air,  we find ourselves in 

the midst of a green pond rippling with foliage and trees’ ref lections in the 

water.  

Around us, all  is st i l l ,  with not a soul to be seen.  

We turn around to survey the scene and the pond leads to a larger lake. 

Strangely, though, the idyll ic surroundings seem magnified through a 

curvature, somewhat reminiscent of the Art Nouveau world.  

What’s more, we are not merely experiencing the scene through fish eyes, what 

we see is a kaleidoscopic view of verdant nature in all  its rippling, ref lective 

glory 

A garden hedge with a heart shape cut through it  appears in front of us . We go 

through it  to reach a f ield of  anemones growing wild , their slender stalks 

swaying in the breeze.  

Dissolve once again to the waters of the green pond. A bottle of Perrier -Jouet 

Champagne floats towards us, its anemone graphic detail  emerging out of the 



bottle and gleaming in gold. Golden sparkling bubbles on ce again start to form 

and rise to the top of the screen.  

And then, quite unexpectedly, t he entire scene closes and wraps itself  into a 

gift  pack, the last detail/ornament being added to it .  Champagne bubbles 

continue to rise across the screen as an overlay, adding a touch of reverie -l ike 

magic to the entire experience.  

Camera pans across other gifts beside it,  wrapped in green and gold.  

End on a dream-like scene of the f ield of anemones once again, with the 

champagne bubbles sti l l  r ising. The hues this t ime are pale, golden champagne 

tones with dewdrop freshness and sparkle.  

Bottle of Perrier-Jouet appears with super.  

Super: Perrier-Jouet Champagne (logo)  

Gift  enchanted  

While the music throughout the gift ing f i lm is a sectio n from Claude Debussy’s 

Clair de lune, we have just a couple of l ines of voice over or supers.  

Supers/VO:  

If  there’s anyone 

In your thoughts,  

All  you need to do  

Is invent a reason 

To share the spir it  of exuberance . 

Perrier-Jouet Champagne 

Gift enchanted  

 

 

Gifting print advert #1 (Individuals):  

Headline: In your thoughts, now invent a reason.  

There’s always a good time to share the spirit  of exuberance.  

With parents whose cheerful disposition you inherited.  



With your wife for being your rock of Gibraltar.  

With your children for bringing you eternal joy.  

With old buddies from college who have stayed steadfast.  

With old friends for the good old times together.  

With new friends for helping you discover the new.  

With col leagues who make work enjoyable, not what you do for a l iving.  

With aunts and uncles, cousins and oh so many in the extended family, who 

always wished the best for you.  

If  someone is in your thoughts, you simply invent the reason.  

Perrier-Jouet Champagne 

Gift enchanted  

 

Gifting advert #2 (Corporate gifting) :  

Headline: No business hours for the spir it of exuberance  

We’re not talking about the 9 to 5. Nor the 5-day week.  

But all  those people who make work enjoyable.  

Who help you learn and discover the new.  

Who open your mind to new possibil it ies  every single day.  

Who help you reach your career goals.  

Who are there for you, even when you falter.  

Who become friends in the course of work.  

Who you consider yourself  lucky to have known.  

Now, there’s always a good time to thank them.  

And the spirit  of exuberance lets you invent the reason.  

 

Perrier-Jouet Champagne 

Gift enchanted  



  

Future directions for the brand campaign:  

The recommended brand positioning and strategy along with the message will  

take at least a year or two to get established in the minds of  consumers, 

especially s ince Perrier -Jouet Champagne will  be advert ising in a l imited 

fashion and only on select media. The refore, we should give this campaign at 

least two years to run its course.  

After two years, we should look at refreshing the campaign for the brand, but 

staying on message. The brand strategy, positioning and brand promise ought 

to remain the same, and we should explore new creative executions.  

I  would recommend that the idea too, of people f inding new reasons to pop a 

bottle of Perrier-Jouet ought to remain the same, with new executions. Also, 

once the message and the idea have registered with consumers an d have got 

established in their minds, it  is possible to look at creative executions that are 

a l itt le more whimsical,  since the brand imagery lends itself  to that.  

One possible way to extend the idea is to depict people getting enticed or  

drawn into another world through Perrier -Jouet.  

• At a Champagne party, a guest drinking Perrier -Jouet is irresistibly drawn 

to a painting in the host’s home, which is unmistakably from the world of 

Perrier-Jouet Champagne. He walks right into it ,  and enters another 

realm of experience.  

• At another al fresco luncheon, a lady guest is so enchanted by an Art 

Nouveau vase with a beautiful f lower arrangement, that she disappears 

into it ,  Champagne glass in hand , and explores a different world.  

Conclusion:  

The Perrier-Jouet brand of Champagne has been quiet and not very vis ible in 

media for many decades. I  think it  is t ime for the brand to step out and share 

its spir it  of exuberance a l itt le more openly, taking care to be seen and to  only 

communicate with the right audience at the right places, at the right t imes.  

The brand strategy and campaign ideas outlined in this document will  help 

Perrier-Jouet pursue a strategy of not f ighting for market share from the bigger 

champagne brands, but of growing the overal l  market for Cham pagne by 

creating more occasions for champagne consumption and increasing depth of 

consumption.   



With exuberance as the most important of its core values , and an enchanted 

l ife as the brand positioning, Perrier -Jouet is all  set to wow the champagne 

swill ing world and to attract younger drinkers to its fold.  

 

 

 

This brand strategy document and the ideas it  contains have been created by Geeta 

Sundaram, an advertis ing and brand communications profess ional and blogger who 

can be reached at geetasundaram08@gmail.com  and v ia www.linkedin.com/in/geeta -

sundaram-aka-wise-owl 
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