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Corporate Brand Strategy and Ideas for Pernod Ricard 

 

Background:  

The environment for the wines and spirits industry has been challenging to say 

the least for the past year and more, thanks to the Covid -19 pandemic. It  has 

hit  the retail,  dining,  hospitality and travel industries particularly hard and the 

beverage alcohol industry depends on these to a great extent.  

However, as vaccination programmes rol l  out across the world and some 

reopening of these industries takes place towards the end of 2021, we can 

hope to see the wines and spirits industry revive as well.  Thankf ully, unlike in 

India, in many parts of the world, online l iquor sales are permitted and even 

offl ine retail  channels have been open since the latter half  of 2020, so at-home 

consumption of wines and spirits  continued to be stable.  

Two global companies dominate the world market in wines and spirits,  Diageo 

and Pernod Ricard. The latter became a signif icant player in the industry s ince 

its acquisit ion of Seagram in 2000. However, it  is yet to be seen as a global 

company on par with Diageo  and its annual revenues are smaller than Diageo.  

When economies reopen fully for business and the wines and spirits industry 

too revives, there is a real opportunity for Pernod Ricard to embark on a 

comprehensive strategy for the future and reposition itself  as a truly glob al 

wines and spir its company.  

 

Current position and perception of Pernod Ricard  

• World’s No. 2 wines and spirits company  

• No.1 in China, India, and in its home market, France  

• No.2 in US, one of the world’s biggest l iquor markets, and in UK  

• Tough competitor in Diageo, ahead by plenty  

• No clear image of company; individual product brands better known  

• Not seen as a global company  

• Perhaps market research can bear this out, but I  think even those who 

know Pernod Ricard might see it  as a French company, that too a 

provincial sort  

• This could be due to the company’s best -sell ing pastis brands, which are 

particular to the South of France, especially Marsei l les  

 



 

Competition 

• Diageo, world’s No.1 beverage alcohol company main competitor  

• Having achieved leadership position, Diageo now considers itself  a global 

consumer products company according to the company’s website  

• Diageo’s main strengths l ie in its whisky portfolio, especially Scotch 

Whiskies and in a particular type of beer –  stout –  with Guinness  

• Fortunately for Pernod Ricard, they are not in wines, champagnes, 

cognacs, etc.  

• Unfortunately, there is a bigger competitor at home, LVMH, which has a 

few prized luxury brands of whiskies, champagnes , wines and cognacs  

• Diageo has been running responsible drinking campaigns since 2011, 

which used to be Seagram territory  

 

Financial performance  

According to f inancial highlights stated in both companies’ websites, Diageo 

and Pernod Ricard saw a fall  in top -line and bottom-line incomes in 2020, 

compared with 2019. This is to be expected in a pandemic year.  

However, the fall  in  net profits for both companies seems to be rather sharp 

and inexplicable, though a CNBC news report  mentioned currency headwinds 

being a major chal lenge for Diageo’s profits.  

In net sales terms, Diageo’s net sales in 2020 was £ 11.7 bil l ion compared to £ 

12.8 bil l ion in 2019. For Pernod Ricard, net sales in 2020 was € 8.4 bil l ion (£ 7.2 

bill ion).  

 

How Pernod Ricard can build its corporate brand  

While Pernod Ricard is a smaller company than Diageo, or LVMH, it  has several 

strengths that it  can build on, to create a distinctive image for itself  as a 

corporate brand.  

• To achieve the corporate vision, Pernod Ricard must make every effort to 

be seen as a global company, even though it  has French origins. It  must 

make Paris the centre of its universe, not south of France or Marseil les, 

or Cognac, or the Champagne province.  

• This also means that  it  must not lead its corporate brand image and 

communication with its best-sell ing pastis brands, but with the 

https://www.diageo.com/
https://seekingalpha.com/article/4412238-diageo-h1-many-moving-parts-overall-resilience-buy


internationally recognized premium brands of Scotch whiskies, cognacs, 

Champagnes and wines, as well  as other l iqueurs and spir its brands in 

gins, rums and vodkas  

• It  must always try and communicate its glo bal presence boasting of 

distribution in 160 countries and emphasise multi -cultural hir ing as well  

across its offices  

• Pernod Ricard must also demonstrate their focus on premium wines and 

spirits and their expert understanding of  the wines and spirits busin ess, 

from making f ine products to  their consumption.  

 

SWOT Analysis  of Pernod Ricard  

 

 



Taking all  these factors into considerat ion, Pernod Ricard ought to f inalise a 

long-term, say, 10-year vision for itself  and then arrive at a competitive and 

distinctive corporate brand positioning.  

In this document, I  have attempted to art iculate what I  t hink is the path ahead 

for Pernod Ricard.  

Vision Statement for Pernod Ricard  

We at Pernod Ricard, the world’s No.2 wines and spirits company ,  aim to be the 

leading wines and spirits company in the world’s largest markets –  US, China, 

India, UK and Europe –  by 2030, by continuing to make the world’s f inest wines 

and spirits brands and helping consumers enjoy them.  

Medium-term vision 

To reduce the revenue and profits gap with Diageo by half  within 5 years, i .e.,  

by 2025.  

 

Pernod Ricard’s Mission  

We will  achieve global leadership by continuing to make the f inest quality 

wines and spir its brands and delighting consumers with newer, f iner ways to 

savour them in good company.  

 

Core brand values of the Company  

• Outward looking, international and global company from France 

• Respect all  cultures  

• Practise and disseminate the art and science of discernment  

• Driven by the need to create the spirit  of  conviviality  

• Encourage moderation and responsible drinking  

 

What it means in business terms  

It  might help to break down the long, and medium term, vis ions for Pernod 

Ricard into specif ic,  actionable objectives.  

From the SWOT analysis, we can see that  there are several of these that Pernod 

Ricard must achieve:  

1)  To grow into leadership position in US, Pernod Ricard must  



• Strengthen brand portfolio, by acquir ing an American Bourbon whisky 

brand 

• Acquire a new Scotch whisky or Single Malt brand  

• Build long-term relat ionships with consumers and retai lers in  the US  

 

2)  To reinforce global premium positioning, the Company must  

• Have a French Chateau wine in its repertoire of wines  

• Boost presence in duty-free travel-related trade 

• Impart knowledge and appreciation of premium wines and spirits on an 

ongoing basis  

 

3)  To protect strong markets l ike China and India, Pernod Ricard must  

• Grow the market and premiumise it  

• Keep improving consumers’ knowledge and appreciation of wines and 

spirits  

• Maintain strong relationship with trade  

 

4)  Pernod Ricard must always look to expand into new high -potential 

markets, where Diageo might be weak and gain f irst-mover advantage.  

 

What it  means in brand-building terms 

Pernod Ricard must build its corporate brand to be differentiated from Diageo 

and indeed other competitors. While the company should not be seen as 

merely French, it  would help to leverage one unique aspect of  French culture in 

wining and dining.  

That unique aspect is the careful -  a lmost fastidious -  attention that is paid to 

food and drink in social situations. Without over -emphasising it ,  Pernod Ricard 

should come across as the global wines and spirits company that has the savoir 

faire  in wining, dining and fine l iving.  

 

Corporate brand positioning for Pernod Ricard  

Pernod Ricard is a truly global wines and spirits company with the savoir faire  

for f ine l iving  

 

Brand promise 



Pernod Ricard helps you savour the f inest in the world of wining, dining and 

f ine l iving.  

 

Rationale 

• Pernod Ricard’s repertoire of truly international brands of wines and 

spirits  

• The finest in premium wines and spir its such as Scotch whiskies, 

champagnes, wines and cognacs  

• The range includes France’s favourite aperit if ,  as well  as l iqueurs such as 

Kahlua  

• The range boasts of the best gins and vodkas, Beefeater and Absolut, as 

well  as rums and tequilas, which are preferred by the youn g  

 

Tone and manner  

• Convivial  and well-mannered 

• Appreciat ive of the f inest  

• Respectful of tradition, but not bound by it  

• Cosmopolitan in outlook, a true internationalist  

 

Corporate brand identity for Pernod Ricard  

In the past few years that I  have visited the Pernod Ricard website, I  must have 

seen at least two different versions of the company ’s logo. Or at least two 

different colour versions of it ,  which is tantamount to two different logos.  

Corporate brand identity is the most recognized and visible symbol of a 

company and its form should remain sacrosanct. Having said that, I  have to 

admit that I  was inspired to try and interpret the Pernod Ricard corporate logo 

in a few different ways , even though I must clarify that I  am not a designer.  

In the f irst  set of designs , I  have kept the symbol -  which represents the rising 

or setting sun to me –  the same. Except that to clearly symbolize the sun, I  

have made the circle at the centre yel low. The other important part of the 

corporate brand identity that I  would urge you to reconsider is the typeface of 

Pernod Ricard itself.  It  looks too much like an  ordinary typewriter font, and has 

l itt le to do with the world of wines and spirits.  

Below are three designs of the logo, each with a font that gives the Pernod 

Ricard brand an elegant and distinctive character.  



 

 

 

In the second set of corporate logos, which is a departure from the current 

logo, I  have interpreted the sun in conceptually graphic terms. Including as a 

lemon sl ice on a glass.  These suggest wines and spir its more clearly, and also 

hint at innovation.  

 

 

Pernod Ricard might not be will ing to take such a big step in logo change at the 

moment, in which case we can consider the f irst set of designs for now and 

gradually work towards the second set for another t ime in the future.  

 

How advertising can build the Pernod Ricard corporate brand  

Advertis ing and brand communications will  build the image of  Pernod Ricard as 

a global wines and spirits company by building its credentials  as a company 

with leading international brands and the savoir faire to create a nd appreciate 

them. 



Instead of talking about itself  as a company, Pernod Ricard ought to talk 

through its leading brands and engage consumers with interesting facts and 

information that increases their knowledge and appreciation of the category 

and makes them better consumers.  In the process, Pernod Ricard comes to be 

regarded as a leader.  

While at Ogilvy Delhi  in the ‘90s ,  I  had worked on a corporate campaign for 

Seagram at the time it  was entering the Indian market since almost al l  the 

brands it  was bringing to India were prefixed with Seagram and Seagram itself  

was unknown here. Therefore , we created a corporate campaign which spoke 

through their best-known international brands  and the people behind them.  

Many of those well -known international brands  are now part of Pernod Ricard’s 

portfolio and should be leveraged to speak of Pernod Ricard’s savoir faire. 

Except that this t ime, we will  not be using employees of the company, but facts 

about the brands themselves that add to the consumer’s knowledge an d 

appreciat ion of wines and spirits.  

 

Advertising Objective  

To position Pernod Ricard as the global wines and spir its company with the 

savoir faire in wining, dining and fine l iving .  

 

Creative Idea:  

A Pernod Ricard guide to understanding and appreciating t he world of wines 

and spirits.  

The communication should attempt to offer interesting information, advice and 

tips on wines and spirits that helps consumers better appreciate their drink.  In 

doing so, the communication wil l  always have the four core values of Pernod 

Ricard in mind:  

• The art of discernment  

• The spirit  of conviviality  

• Respect for all  cultures  

• Responsible drinking  

We shall  use Pernod Ricard’s leading whiskies, champagne, cognacs and wines 

to guide consumers, as these tend to be more comple x and consumers would be 

happy to know more.  



In TV advertising/video, the idea will  revolve more around the core brand 

values of Pernod Ricard to create an image of the company’s savoir faire.  

In print/digital,  the idea will  seek to inform, engage and advi se consumers on 

the art of discerning f ine qualit ies in wines and spir its.  

The guide campaign idea can run for many years, with fresh executions every 

couple of years to keep reiterating Pernod Ricard’s global credentials and 

savoir faire.  

 

Print campaign 

Advert #1:  

Headline: It  takes more than the letter ‘e’ to separate Chivas Regal and The 

Glenlivet from the rest.  

Body copy:  

Those who know their Scotch whisky know that it  is spelt without an ‘e’,  while 

all  other whiskies of the world, from the Canadian in the west to the Japanese 

in the east have an ‘e’ in them.  

But surely, the differences between Scotch Whisky and the rest ar en’t merely 

down to a single letter? Indeed, they are perhaps too numerous to be detailed 

here.  

To start with, a whisky cannot call  itself  a Scotch unless it  has aged for a 

minimum of three years in old bourbon and sherry casks  in Scotland. And that 

is just the youngest whisky in the blend. For example, Chivas Regal 12 years has 

around 80 whiskies in its blend, and the youngest of them is at least 12 years 

old, for it  to proudly wear that claim.  

And as for The Glenlivet, it  isn’t a blend at all ,  but a sin gle malt Scotch Whisky. 

It  is disti l led and bottled at a single disti l lery, pure as a Highland stream. No 

blends or batches will  do for it .  When you consider that The Glenlivet  was the 

world’s f irst whisky, it  has every good reason to stand on its own.  

There is plenty more that we at Pernod Ricard would love to regale you with, so 

you can appreciate the f inest that we create and offer. Please do visit  our 

website to know more. You will  be starting a fascinating journey through the 

world of wines and spirits ,  we assure you.  

Finally, whisky comes from the Gael ic “Usquebagh” which means water of l ife. 

However, as you have just seen, not al l  waters are created equal.  



 

Sign-off:  Pernod Ricard 

  Savoir faire in f ine l iving  

 

Advert #2:  

Headline: How a single grape in Perrier Jouet Champagne sparked an entire 

art movement  

 

Body Copy:  

The Chardonnay. A grape bursting with fresh f loral hints and a fruity bouquet in 

crisp tones, is at the heart of Perriet -Jouet Champagne. So distinctive is its 

taste, that the famous Art Nouveau master, Emile Gal lé, designed a spray of 

anemone for the Perrier -Jouet bottle in 1902.  

The rest is history, or certainly art history. Perrier -Jouet Champagnes soon 

went on to become the most eloquent celebration of France ’s beautiful period ,  

the Belle Epoque. Through its new champagnes and its patronage of the arts 

over several decades, Perrier -Jouet has built  the most fabulous Art Nouveau 

collection at its home in Epernay, Franc e. And Gallé ’s anemone spray sti l l  

adorns our bottles.  

The Perrier-Jouet Champagne range now includes vintages, regular and new 

innovations. Which means you have a Perrier -Jouet to toast almost any 

celebrat ion with. And there’s Mumm Champagne as well,  the toast of Formula 1 

racing.  

At Pernod Ricard, we are proud of both our champagnes a nd the unique flavour 

that each brings to any gathering. We’d love to tell  you more,  so do visit  our 

website, where you will  f ind plenty to be exuberant about.  

Not many champagnes can stir the art world, may we remind you.  

 

Sign-off:  Pernod Ricard  

  Savoir faire in f ine l iving  

 

Advert #3:  



Headline:  What if  we told you some Martell  cognacs contain eaux -de-vies that 

are over 60 years old?  

Body copy:  

A cognac must be a rather complex drink,  to have to consume it  after a hearty 

meal. None more complex than a Martell .  And with good reason.  

Ageing is one of the many signs of a good cognac. In the case of Martell  that 

usually means the age of each of the many eaux -de-vies that go into blending 

and creating the f inal complex cognac, with its rich no tes. These rare and 

precious spir its are preserved and stored in a special place, aptly called 

“Paradis” where no l ight or spir it  may enter.  

Every few years, or whenever the cel lar master thinks f it ,  some of the prized 

eaux-de-vies are selected to be “marr ied” and left to age again. Some don’t 

make it  to the Martell  cognac bl ending stage until  they are 60 years old.  

We at Pernod Ricard  would love to tell  you more, but it  might be worth your 

while to vis it  our website  and learn more about Martell  and other f ine spirits.  

When you see a VSOP or XO sign on a Martell  label,  you are looking at 

something indeed very special and extraordinary.  

Sign-off:  Pernod Ricard 

  Savoir faire in f ine l iving  

 

Advert #4:  

Headline: From Sonoma in the US, to Barosso in Australia, our wines are 

known to travel well.  

Body Copy:  

For the f inest Cabernet Sauvignon, there is Kenwood from the Sonoma Val ley in 

the US, while for the best Shiraz, look to Jacob’s Creek from Barosso Valley in 

Australia. The crispness of our Sauvignon Blanc from Brancott Estate in New 

Zealand is unmatched and as for the Campo Viejo from Rioja in Spain, well,  it  

warms the heart.  

Our premium winemakers and their vineyards are constantly pushing the 

boundaries, experiment ing with new grape varieties, new blends, and even 

creating new wine-growing areas.   



Brancott Estate started a new vineyard in New Zealand’s southern island, which 

everyone thought was too cold for wine. Jacob’s Creek rolled out double-

barreled Shiraz aged in old whisky and sherry casks, giving them richer tannins 

and a smoother f inish. Then, there are spritz, sparkl ing wines and wine -coolers 

for the trendy chic consumer.  

We at Pernod Ricard would love to tell  you more, but please do visit  our 

website to know more about our repertoire of distinguished wines from almost 

every part of the world.  You could be on a fascinating journey of understanding 

wines better and how to serve them.  

Oysters would be a lovely idea, to start with.  

Sign-off:  Pernod Ricard 

  Savoir faire in f ine l iving  

 

Advert #5:  

Headline: The art of celebrating good times is in knowing when to say “when”.  

Body Copy:  

From the time a wave of crime spread through France, attributed to the 

presence of wormwood in absinthe in the late 19 th  century, to the present day, 

Pernod Ricard has always bel ieved in encouraging people to drink responsibly. 

And we’re glad that all  the f ine brands of  wines and spirits we acquired from 

Seagram in 2000 were already raised in the belief that they should be 

consumed in moderation.  

We partner with bars, hotels  and restaurants  around the world, so they can 

offer taxi service to guests who may have had one too many. We also advocate 

designating a driver when consumers go to a party, so they don’t drink and 

drive. And we strongly advise against under -age drinking.  

Responsible drinking is one of our core brand values and these are just some of 

the ways we help our consumers enjoy get -togethers in the true spir it  of 

conviviality.  

That includes knowing when to say “when” .   

Sign-off:  Pernod Ricard 

  Savoir faire in f ine l iving  

 



TV Adverts/Videos  

 As I  said earlier, the corporate campaign in f i lm will  be treated differently 

from print, even though it  is based on the same creative idea: a guide to 

understanding the world of wines and spirits.  

In the TV/video medium, we shall  try and create an image of Pernod Ricard as a 

global company that best understands wines and spirits and can help 

consumers savour it  better.  Therefore, as I  also mentioned, the TV adverts will  

be based on communicating the idea in terms of the brand’s core values.  

TV Advert #1: The Tasting Session (Art of Discernment)  

Film opens on a door opening and leading us into a large room with tall  

ceil ings. It ’s a hal l  actually, airy and well - l it .  Large windows open out on vast 

expanses of green and it  appears to be a f ine day, as we walk past the windows 

and admire the scenery  outside.  

(Western classical music in the background creat es an atmosphere of  mystery)  

We (camera POV) turn around and see a long table stretching from one end of 

the room to the other. Neatly arranged, are tulip glasses containing the same 

amount of different malt whiskies. A couple of people assisting with the 

tasting, hurry around and then leave the room, closing the door gently behind 

them. 

Camera pans across the table, going from one tulip glass to the next, in 

deliberate and measured steps. As if  hesitating, camera then steps back to a 

glass we had already passed and stops in front of it .   

Camera ti lts up to reveal the master -blender of Chivas Regal who we did not 

know was in the room all  this while. He shakes his head and smiles at us, 

pointing to a different glass of whisky on the table. The glass then morphs to a 

bottle of Chivas Regal 12 year -old.  

We then see a couple of similar tasting sessions for Royal Salute Scotch Whisky 

and Martell  Cognac, a lbeit quickly, as page-turns.  

MVO:  Wouldn’t it  be wonderful if  our art  of discernment in creating fine 

spirits was matched by yours in appreciating them?  

The entire scene then ripples into a shot of the Strathisla Dist i l lery poured into 

an old-fashioned whisky glass .  

That shot too turns, as if  c losing a book.  

Super:  Your best guide to the world of wines and spirits  



The Pernod Ricard logo appears and the yellow circle glows as if  symbolizing 

the sun shining.  

The sign-off appears beneath it.  

Pernod Ricard 

Savoir faire in fine l iving  

 

TV Advert #2: Cocktail  Party (Spirit of Conviviality)  

Film opens on a formal cocktail  party in  progress on the lawns of a club or 

hotel in the evening. It  is dusk and the sky is starl it  on a particularly clear 

evening.  

We (camera POV) weave our way through groups of guests mingling and talking. 

Occasional ly, we hear gentle laughter from a distance. The music playing is 

instrumental jazz.  

A waiter walks up to us with a tray of assorted drinks. There’s a whisky, a  

cocktai l  of some sort , and glasses of red and white wine. Just  then, a man 

dressed in a natty dinner suit cuts in and leads us to the bar, where we see 

bottles of Chivas Regal, Royal Salute, The Glenlivet, Kenwood and Jacob’s Creek 

Wines.  

We close in on his hand opening the neck tag around one of the wine bottles 

which has text explaining the distinctive qualit ies of the wine.  

We dissolve to similar shots of other parties with people reading bottle labels 

and neck tags, as card twists.  

MVO: In the spirit of conviviality, what would you converse about with a wine 

connoisseur at a party? 

The last party scene ripples and is poured into a wine goblet.  

That shot dangles around the neck of a wine bottle in close -up. 

Super: Your best guide to the w orld of wines and spirits  

Pernod Ricard logo appears with the sun glowing.  

The sign-off l ine fades in.  

Pernod Ricard 

Savoir faire in fine l iving  



 

TV Advert #3: The Bar Conundrum (Responsible Drinking)  

Film opens inside a r itzy bar. It ’s f i l led with guests al l  busy catching up over a 

weekend evening. Jazz music is playing in the background.  

We (camera POV) make our way to the bar, where we see the bartender f ixing 

drinks for a small group of guests. With great aplomb and flourish, he then 

slides the drinks towards them.  

They have each ordered a different drink; f irst to sl ide past us is a glass of red 

wine, followed by a tequila shot. Next in l ine are a glass of whisky and a gin 

and tonic.  

The scene is repeated albeit differently at other bars, before rippling and 

pouring into a tall  Tom Collins glass .  

MVO: Wouldn’t it  be great if  you knew how many glasses of wine equal a 

tequila, a whisky and a gin and tonic and sti l l  get home safe? 

Camera pans just a l i tt le to the right to reveal a poster at the bar which reads:  

As a member of Pernod Ricard’s Responsib le Drinking Programme, we provide 

taxi drops to drive guests home safe.  

Super: Your best guide to the world of wines and spirits  

The Pernod Ricard logo appears along with the sign -off l ine.  

Pernod Ricard 

Savoir faire in fine l iving  

 

Corporate Website 

Pernod Ricard’s website at the moment doesn’t reflect any particular 

positioning for the brand, not even “Creators of conviviality” that the company 

is using as their tagline.  

Besides it  features an annual report that is not just garish in its use of colour, 

but incomplete as well.  The sections on corporate information and brands on 

the website leave plenty to be desired. What’s more ,  the section on brands, 

seems to function as an online store as well,  s ince it  asks customers to “Buy 

Now”.  



 

 

I  would recommend redoing the corporate website with the aim of positioning 

Pernod Ricard correctly and communicating all  the right values about the 

company. It  should communicate global company and savoir faire in f ine l iving, 

in keeping with the new strategy a nd creative idea that I  am proposing now.  

To that extent, there should be more on the company’s global operations, as 

well as brands and a separate section on guide to wines and spirits. Perhaps, 

they can engage a well-regarded international wines and spirits expert to write 

this section for them, as a weekly/monthly column.  And there should be no 

online sales from this corporate website ,  only from individual  brands’ websites 

in markets where permitted.  

I  am writing just the home page content here, with  suggestions on subject tabs 

and sections. The design for this is in the accompanying document.  

 

Home Page:  

Headline: Experience the world of wines and spirits with savoir faire.  

(Visual captures the company’s best -known brands, blenders,  and the warm 

glow of the world of f ine l iving)  

The world’s No. 2 wines and spirits company  



If  you are a regular consumer of wines and spirits anywhere in the world, 

chances are that you are enjoying one of our creations. That is indeed, good to 

know since we are the world’s second largest maker of f ine wines and spir its.  

Some of our best-known spirits include legendary brands such as Chivas Regal, 

The Glenlivet and Royal Salute Scotch Whiskies as well  as Martell  Cognac, to 

name only a few. Our repertoire of wines and spirits is vast, spanning drinks 

from whiskies and wines, to l iqueurs  and champagnes as well  as vodka s, gins 

and rums. And our brands are sold  in 160 countries around the world , 

demonstrating that we respect al l  cultures.  

The world’s best guide to wines an d spir its  

At Pernod Ricard, we don’t just make the world’s f inest  wines and spirits ,  we 

also help consumers appreciate them. It  is what differentiates us from other 

wines and spir its companies.  

We take pride in being able to share our art of discernment, k nowledge and 

skil ls with consumers to help them understand their drinks better and also 

consume them more responsibly.  

To that extent, each of our brands shares information on best  ways to 

appreciate them, including pairing with food and serving suggestio ns. What’s 

more, many of them offer site -tours, tast ing sessions and brand experiences to 

improve consumers’ understanding of f ine wines and spir its. On our own site, 

we are delighted to have Mr/Ms XYZ agree to write a weekly column on guiding 

your choices better.  

We hope you enjoy your journey.  

Section tabs:  

Pernod Ricard Company 

-  About us 

-  Our heritage 

-  Our core values  

-  Our people 

-  Careers  

Our Brands (each of the brands should l ink to their own websites)  

-  Whiskies  

-  Wines 

-  Cognac 

-  Champagnes 



-  Liqueurs  

-  Other spirits  

Corporate Information 

-  Operations 

-  Financial Performance  

-  Human Resources  

-  Sustainability Policies  

-  Investor information 

Media 

Guide to Fine Living  

-  Whiskies  

-  Wines 

-  Champagnes 

-  Cognac 

-  Liqueurs  

-  Other spirits  

 

Digital Corporate Campaign for Pernod Ricard  

These days, brands, including corporate brands need to be in the digital/social 

media space. However, I  would recommend that Pernod Ricard use the 

digital/social medium to achieve specif ic brand objectives.  

First,  I  would distinguish between social media and digital editions of 

publications. In the social media space, I  would  not recommend that Pernod 

Ricard advertise its corporate brand ,  but use it  to announce a connoisseurs’ 

club and to acquire members. To that extent, I  would suggest  that P ernod 

Ricard use only Twitter and Instagram for a digital campaign that I  have created 

that announces the club and works as a lead -generation exercise for the 

company to acquire members .  

The same campaign can also run in the digital editions of a few selec t 

publications that the main print campaign would appear in. For example, The 

Economist and 1843, Financial Times, New York Times, The New Yorker, Condé 

Nast Traveller, Vanity Fair,  Wall Street Journal and The Washington Post , The 

Guardian and The Times (London) .  

The campaign leads readers to a special landing page on Pernod Ricard’s 

website dedicated to the club /loyalty program.  



The club itself  should aim to be a select group of drinkers from around the 

world who know their wines and spir its and wo uld l ike to exchange notes on 

drinking and their latest discoveries, including refreshing their knowledge 

about wines and spir its regularly.  Each of  Pernod Ricard’s brands would, of 

course, have their own consumer loyalty programmes and this club aim s to be a 

cut above.  

To that end, I  recommend that Pernod Ricard run specially developed tasting 

and appreciation courses onl ine tailored for already savvy consumers . This 

would be an important way for Pernod Ricard to differentiate itself,  s ince it  is 

directly related to one of the company’s core values: d isseminating the art of 

discernment. By helping consumers improve their appreciation of f ine wines 

and spirits ,  Pernod Ricard would be growing their market worldwide. One 

online course around Spring for wines a nd champagnes, and another around 

Fall  for whiskies would suffice as these are l ikely to be most in demand.  

To join the club, a person has to be a consumer of f ive of Pernod Ricard brands 

in the past year, and must clear a short test which can be administered onl ine.  

Other than the club, I  would recommend using the digital media only to 

announce corporate news and events. Therefore, digital would do the job of 

direct response and PR for Pernod Ricard.  

Branding for the Pernod Ricard club  

A few branding options can be considered and I am sharing a few logo options 

for these as well  below, though I am not a designer.  

I  noticed a l ink on Pernod Ricard’s website which said The Convivialists and I 

thought it  might be some sort of club. However, when I cl icked on the l ink it  

took me to a separate site which wouldn’t allow me access despite my fi l l ing in 

my date of birth!  

I  think The Convivialists is a good brand name for the club, if  that was indeed 

the intention, and I have worked on design options for i t  as well.  



 

 

 

 

Conclusion 



If  the company orients itself  and its operations to this way of thinking about its 

corporate brand, Pernod Ricard could soon be on its way to becoming the 

world’s largest wines and spirits company in the next decade.  

However, the immediate priorit ies must be on narrowing the gap with Diageo 

and with LVMH. As suggested in this document, there are things the company 

must do to increase its presence and salience in the US and UK markets; 

including acquir ing a well -known bourbon whisky brand and another single malt  

Scotch whisky.  

I  know that Seagram used to have Four Roses Bourbon in the US, which I am 

not sure has been acquired by Pernod Ricard. And as far as an additional single 

malt Scotch whisky is concerned, there is  a good opportunity for Chivas 

Brothers to launch and promote  Strathisla Single Malt (which forms the heart 

of Chivas Regal) separately as a Single Malt Scotch Whisky and it  could even 

inspire a new whisky-based l iqueur.  

Competition with LVMH is really in the premium wines, champagnes and cognac  

categories. Careful  and proper attention must be paid to positioning Pernod 

Ricard’s brands right  in these categories and in communicating the right 

benefits to the right people. Also acquiring a premium French wine brand is 

important to bolster Pernod Ricard’s wine credenti als.  

Here’s hoping Pernod Ricard will  show the world some of its savoir faire in 

wines and spir its as well  as in f ine l iving.  

 

This corporate brand strategy document for Pernod Ricard as well  as the 

corporate campaign ideas it  contains have been developed and written by Geeta 

Sundaram, an advert ising and brand communications professional and blogger 

who can be reached via https://www.linkedin.com/in/geeta-sundaram-aka-

wise-owl or at geetasundaram08@gmail .com  
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