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Statement of Patrick Ricard

Since 2003, Pernod Ricard has adhered to the UniMmtion Global Compact, and
undertakes to respect and to promote its ten pnodes on Human Rights, labor and
environment standards, and the fight against cortign.

Therefore to address those principles in our worlde business activities, our
company has implemented in 2006 the “Pernod Ricardustainable charter” . This
document refers specifically to the initiative dhe Global Compact signed by
Pernod Ricard. It defines our objectives and resgdnlities to combine economic
efficiency with social fairness and the protectiaf the environment.

The numerous commitments that we have made on thelity of our product,

responsible drinking, safeguard of the environmeuott fair and transparent relation
with our shareholders, employees and suppliers exported in the present “Pernod
Ricard 2007 Communication on Progress”.

Our clear intention is to implement yearly a newitiiative in respect of most of the
ten principles of the Global Compact and to be agntable and transparent on our
corporate social citizenship.

Participating to the Global Compact has evidentlgen for Pernod Ricard a mean to
leverage and enforce a concrete policy in the fielid sustainable business .

e —

Patrick Ricard
Chairman and Chief Executive Officer
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COMPACT

Pernod Ricard 2007Communication onProgress

In respect to the principles of the Global Compact

http://www.pernod-ricard.com/medias/resources/stati/rapport _interactif/2007-11 uk/index.htm

The Ten Principles of the Global

Com

pact

Human rights :

1

3

4.

5.

6.

. To support and respect the protection
of international law on Human rights
within its sphere of influence

To ensure that business is not
complici.t_in human rights abuses

e

"'I w

Labor Standards :

. To uphold the freedom of association
and the effective recognition of the
right to collective bargaining

To eliminate all forms of forced and
compulsory labour

To ensure the effective abolition of
child labour

To eliminate discrimination in respect
of employment and occupation

Examples of the Group’s actions in 2007

For the benefit of its people, Pernod Ricard hasvdrup a Charter defining it
objectives, principles and the roles and respolits#isi of all concerned. In th
Charter, the Group expresses its intention to aeicgordance with its own value
adhering strictly to the legal and regulatory framek of the countries in which i
operates.

=~ Yvnm

Please refer to Pernod Ricard sustainable developh@harter

http://www.pernod-ricard.com/medias/resources/st&intreprendre/chartegb_def.pdf

A social Responsibility clause n°12 has been writtéo subsidiaries’ general sales
conditions. Please find in ANNEX 1 the text of the clause n°®)12

79% of the staff benefit from Trade-union repreatwes in the world, 100 % in
France.

The European Committee organised every year by Bdricard favors the social
dialogue.

Please refer to Pernod Ricard sustainable developtr@marter

http://www.pernod-ricard.com/medias/resources/st&tntreprendre/chartegb_def.pdf
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Environment :

7. To support a precautionary approach Thus, since 1997, Pernod Ricard New Zealand hatipated in the sustainable viticultufe
to environmental challenges approach promoted by the New Zealand Winegrowersodiation. This initiative aims t
model best environmental practices in viticultue respond to consumer concerns about |the

environmental impact of winegrowing activities, atadensure better quality control from the
SUSTAINABLE & vine to the bottle.

In the province of Rioja (Spain), Domecq Bodegds subsidiary which operates the
prestigious Juan Alcorta, Ysios and Age vineyafuss participated in the “Life Sinergid”
project for the past three years (3@stimonia). This project aims to create benchmarks for the
most environmentally sound winegrowing and winemgliractices, and then to promote them
in less advanced regions. A network of viticultesgerts was also created at the beginning of
WINEGROWING 2007, to promote and enhance experience sharing.

B NEW ZEALANDH

(see page 92 t0104 and page 111 of 2006/2007 AReport

http://www.pernod-ricard.com/medias/resources/stati/rapport_interactif/2007-
11 uk/index.htm

The Group’s environmental principles were inherifireein visionary and industrial pioneer Paul
Ricard. More than 40 years ago in 1966, he fourttlednstitut océanographique Paul Ricgrd
on the lle des Embiez, in order to protect the Medinéan Sea from waste dumped |by
polluting companies.

Please refer to BEST PRACTICE N°1 (Preserving Biodiveysiin the
Mediterranean Sea by the “Institut Océanographig&aul Ricard”)

8. To undertake initiatives to promote The European Road Safety Charter is an invitatipnthe European Commission to take
! concrete actions, assess results and further leeigiwareness about the need to reduce foac

greater environmental responsibility accident fatalities. It is also meant to be a dgviorce for the signatories to provide a tangiple
contribution to increasing road safety in Europd tmexchange experiences and new ideas in
order to achieve the common goal: halving the nurobgaffic fatalities by 2010.

Pernod Ricard signed the European Safety Chart@6biNovember 2007 in Bruxelles in the
presence of Jacques Barrot, Vice-President of thefean Commission, in charge of transport.

2 5 0 0 0 You will read the comprehensive version of PR camants on

VIES A SAUVER http://www.paueducation.com/charter/index.php?pagedoc&doc id=1189&doclng=8&me
Charte européenne de la sécurité routiére nuzone:6&|ng:en

and by Referringat BEST PRACTICE N°2 (European Safety Charter)

Pernod Ricard launches a new initiative in its oegible drinking policy by setting ne
communication rules which exceed current regulateguirements. Extension of the warnipg
to pregnant women across Europe

Please refer to BEST PRACTICE °3 (A new step in PR respdesilinking
Policy)

In the Argentine vineyards, traditional irrigatios progressively being replaced by trickle
9. To encourage the development and irrigation : 400 of the hectares are already eceappvith average annual water savings of 6,000

diffusion of environmentally friendly cubic metres per hectare. Trickle irrigation antlirojse use of fertilisers and pesticides.
technologies _ _ . . . . .

Pernod Ricard supports an active eco-design pdlicis approach aims to limit the quantity pf
materials used in packaging the products, and fwrawe recyclability. Glass and cardboard
thus make up over 99% of the Group’s packaging eig.

(see page 98 and 101 of 2006/2007 Annual Report)

Anti-Corruption :

10. To work against corru ption in all its The Code of I_Ethics w:fts widely distributed withire tBroup’s _subsidiaries_(either yia intranet
forms including extortion and or enclosed with buyer’'s employment contracts), @ad also given to certain suppliers.

bribery (See page 107 to of 2006/2_0(_)7 A_nnual Report)+ a&@mplg, _please refer to th
Code of Ethics of our subsidiary in Armenia YBAsTode is included in the
contract of their employees BEST PRACTICE °4 (YBC Code of Ethics)

D
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Pernod Ricard 2007 Best Practices

» Best Practice n®° 1:

> Best Practice n° 2 :

» Best Practice n° 3 :

> Best Practice n° 4 ;

» ANNEX I :

--00000--

Preserving Biodiversity in the
Mediterranean Sea by the “ Institut
Océanographique Paul Ricard”

European Safety Charter

A new step in Pernod Ricard
responsible drinking policy

Code of Ethic of YBC (Yerevan
Brandy Company- Armenia)

--00000--

Clause of Social responsibilities
stipulated in the General Conditions
of Purchase of Pernod Ricard’s
Subsidiaries
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Pernod Ricard
Best Practice n° 1
September 17, 2007

Préservation de la Biodiversité en Méditerranée par
I'Institut océanographique Paul Ricard

"Garlaban”, le célébre voilier de Paul Ricard, arige du service a l'occasion de sa premiere
expeédition scientifique. Parti des Embiez a la uanivj le voilier a sillonné la grande bleue de Port-
Cros a la Corse pendant pres de deux mois.

La campagne Biodiversité, conduite par Nardo ViegerResponsable scientifigue de [I'Institut
océanographigue Paul Ricard, et Christian Pétrméaste sous-marin, avait pour but un état des
lieux sur I'écosysteme en Méditerranée, avec no&@muades prospections sur la céte languedocienne.

A bord, chercheurs, spécialistes et journalistgsifges de France 2) se sont relayés pour colletter
analyser une foule d'informations. "Les cbtes negdihéennes francaises se portent mieux que dans
les années 1980. (...) L'écosysteme s'est équilibitéyea beaucoup moins de déchets que dans les
années 1990 ", a déclaré Nardo Vicente.

La campagne fera I'objet d'une soirée-presse ate@h&icard de Sainte-Marthe, le 18 septembre,
autour de la projection commentée du film de CiamisPetron, "Biodiversité de la Méditerranée”.
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Pernod Ricard

Preserving Biodiversity in the Mediterranean Sea byhe
“Institut Océanographique Paul Ricard”

"Garlaban", Paul Ricard’s famous sailing boat, base back to sea on the occasion of its first
scientific expedition. After leaving the Embiezastl in mid-June, the sailing boat has cut acciuess t
Mediterranean from Port-Cros Island to Corsicaaloout two months.

The Biodiversity campaign - led by Nardo Vicentecieftific Manager at the Institut
océanographique Paul Ricard, and Christian Pétiibn;maker specialized in the "underwater
world" — aimed at drawing up a report regarding khediterranean ecosystem with, among other
things, exploring on the Languedoc coast

On board, researchers, specialists and journgligtshe French channel France 2) took turns to
collect and analyze a lot of information. "Frenclediterranean coasts are better than during the
eighties. (...) The ecosystem’s equilibrium has bemtored and there is far less rubbish than in the
nineties", declared Nardo Vicente

The campaign will be the subject of a "press-evghat the Chateau Ricard of Sainte-Marthe, on
18th September, with a commented screening of ftHmisPetron’film "Biodiversité de la
Méditerranée" (Biodiversity of the Mediterranean).
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Best Practice n° 2

Charte européenne de la sécurité routiere

Engagement concret

Le soussigné Pernod Ricard,

représenté par Jean Rodesch, Directeur des Afflmisétutionnelles Groupe

a prendre délibérément l'initiative de mettre enveeudes mesures allant au-dela des simples
exigences réglementaires en vigueur, a savoir :

1. Promouvoir la conduite sobre chez tous les collabateurs du Groupe dans les 27 pays de
I'Union européenne :

Cible : 8157 collaborateurs concernés dont 2579 gigsant d’'un veéhicule de fonction.

Actions proposées

» Elaboration dans chaque filiale du Groupe en Eu(@3¢ d’'un code de bonne condudea
regard de la consommation d’alcool. Ces codestmit notamment du risque associé alcool
et conduite et recommanderont de ne pasduire apres avoir biDes ressources seront
allouées dans chaque pays pour respecter ce cadmment le remboursement des frais
d’hétels ou de taxis. Le concept du « conductelsighé » sobre sera valorisé pour les
collaborateurs (commerciaux) exercant en équipe.

» Elaboration d’'un document interne sur la politigieeconsommation responsable du Groupe.
Ce document détaillera les effets de I'alcool sus&nté et comportera un chapitre sur la
prévention de I'alcool au volant : effets sur landoite, modalités pratiques de réduction des
risques et valorisation des meilleurs pratiquesdifé&rentes filiales.

2. Réduire I'accidentologie interne en France

* Renouvellement pour Pernod Ricard Holding, Pernb@ieard de la charte de sécurité
routiere signée en 2002 avec la Direction de lauf&c et de la Circulation routiere
(Ministere desTransports). Celle-ci a permis une baisse de |stsifité responsable des
collaborateurs du Groupe de 42 % en 4 ans. De @aouvengagements seront pris a partir de
2008 tel ne pas dépasser une accidentologie responsabpar véhicule par an
correspondant au chiffre constaté au niveau natiorla(0,10) ni dépasser un taux de
récidive d’accident responsable par an de 0,20.

* Moyens adoptés

1. Prise en compte de la gestion du risque rod#ies le management des déplacements

2. Formations a la Sécurité routiere inssrilans le plan de formation des filiales frangaise
Pernod et Ricard

3. Généralisation des limiteurs /régulatelevitesse sur les véhicules de société

4. Non utilisation du téléphone portablevalant

5. Equipement de toutes les implantationsbdenes éthylotests fixes homologuées a
disposition du personnel (20 fin 2007), d’éthylégéedlectroniques individuel pour chaque
collaborateur disposant d'un véhicule de fonction.
Personnes concernées : 2876 dont 981 disposanvéhicule de fonction.
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Les collaborateurs commerciaux de Pernod et Riddfaseront également environ 300.000
éthylotests par an (base 2007) aux jeunes adirdgsientant les discothéques et bars
d’ambiance* dans lesquels des marques du groupatsprésentes ainsi que des outils de
prévention du risque alcool réalisés par I'assamaEntreprise et Prévention signataire de la
charte européenne de Sécurité routiéere.

3. Reéaliser une action nouvelle par an dans un padistinct pour réduire le risque associé
alcool/conduite.

. La premiere action se dérouleraltalie en 2008 Elle consistera en une action partenariale
avec des grandes discotheques de la c6te de Romalpecasion de la saison estivale,
(déja initiee en 2007) : « Non Guidare, Lasciatidate » Environ 12 bus « seront mis a
disposition de la clientele des principaux étaeisents de nuit pour accompagner et
raccompagner en toute sécurité les consommateurs.

Objectif minimum (base 2007) : Environ 1000 passag@ansportés par nuit en
juin/juillet/aodt, 75.000 au total.

. PR Italia souhaite développer des opérations duartgpe en collaboration avec les
municipalités de Milan et Rome.

. Une campagne de communication nationale est alBgbour soutenir cette initiative.

* Tout en favorisant a terme I'équipement de cablé&tsements en bornes éthylotests fixes.

Fait & Bruxelles, le 26 Novembre 2007

2

A

o
ZVES SA?VEOR Pernod Ricard

Charte européenne de la sécurité routiére
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European Road Safety Charter
Commitment
1. Promote sober driving among all group employees in the 27 EU countries:

Target: 8,157 employees concerned, 2,579 of whom us e a company vehicle.

Actions proposed:

o For each group subsidiary in Europe (27), we will draw up a good driving code in
relation to the consumption of alcohol. The code will deal in particular with the risk
linked to drinking and driving, and will recommend avoiding drinking and driving.
Resources will be allocated in each country to ensure respect of the code, particularly
for reimbursing hotel or taxi expenses. Emphasis will be placed on the sober
“designated driver” concept for those employees (commercial) working in teams.

o An internal document on the group’s responsible consumption policy will be
produced. This document will explain the effects of alcohol on health and will include
a chapter on the prevention of drinking and driving, covering: effects on driving,
practical risk reduction methods and giving value to the best practices employed in
the various subsidiaries.

2. Reduce domestic accident rates in France

0 Renewal, for Pernod Ricard Holding, Pernod and Ricard, of the European Road Safety
Charter, signed in 2002 with the Department for Safety and Road Traffic (Ministry for
Transport). This has led to a reduction in accident rates caused by group employees of
42% in four years. New commitments will be taken in 2008 so as not to exceed the
national levels of 0.10 for accidents per vehicle p er year, or 0.20 for repeat
accidents per year

Means adopted

1. Inclusion of road risk management in travel management.

2. Road safety training included in the training plan of Pernod and Ricard French
subsidiaries.

3. Fitting company vehicles with speed regulator devices.
4. Banning the use of mobile telephones while driving.

5. Equipping all facilities with approved stationary blood alcohol test devices for use by
employees (20 at the end of 2007), and providing individual electronic blood alcohol
testing devices for each member of staff.

People involved: 2,876, 981 of whom have company cars.
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Pernod and Ricard commercial employees will also hand out approximately 300,000 blood
alcohol testing devices per year among young adults going to nightclubs and bars * that sell
group brands, along with alcohol prevention risk tools manufactured by the Entreprise et
Prévention association, which is a European Road Safety Charter signatory.

3. Undertake one new action per year in different ¢ ountries to reduce the risk linked to
drinking and driving.

o The first action will take place in Italy in 2008 . It will involve a partnership action with
major nightclubs on the Romagna coast during the summer period (already launched
in 2007), entitled “Don’t drive, let yourself be driven”. Approximately 12 buses will be
made available to take customers safely to and from the major nightclubs.

Minimum objective (2007 basis): approximately 1,000 passengers transported per night
in June, July and August, 75,000 in total.

o Pernod Ricard Italy wants to develop similar operations in cooperation with the city
councils of Milan and Rome.

o A national communication campaign is being considered to support this initiative.

* While favorising eventually the equipment of these establishments in electronic breathalyser
devices.

Bruxelles, 26" November 2007

”y,
>

\
)

25 000

VIES A SAUVER

Charte européenne de la sécurité routiére

0O,

Pernod Ricard
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Best Practice n° 3

Pernod Ricard franchit une nouvelle étape dans sap  olitique de consommation responsable

Paris, le 14 décembre 2006 — Pernod Ricard a décidé de franchir une nouvelle étape dans sa politique de
consommation responsable en s'imposant des régles de communication allant au-dela des exigences des
réglementations en vigueur.

Extension du pictogramme femmes enceintes en Europe

Pernod Ricard va généraliser a I'ensemble des pays de I'Union européenne, l'affichage d’'un avertissement
destiné aux femmes enceintes, sur toutes les bouteilles de vins et de spiritueux commercialisées par le
Groupe.

Déja décidé pour la France, mais alors qu'il n'est pas obligatoire dans les autres pays de I'Union, le
pictogramme indiquant le risque, pour les femmes enceintes, d’'une consommation de boissons alcoolisées,
sera progressivement apposé de maniére visible et contrastée sur les contre étiquettes de tous les produits de
la gamme Pernod Ricard, dés le premier semestre 2007, au fur et a mesure du renouvellement des stocks
d’étiquettes. Cette initiative s'inscrit dans le droit fil de la politique concernant la consommation d'alcool
récemment adoptée par la Commission Européenne.

Ajout d'un message de modération dans les publicité s utilisées dans le monde

Le Groupe a décidé, par ailleurs, d’étendre a ses nouvelles campagnes publicitaires dans le monde, I'ajout
d'un message de modération ou de prévention adapté aux situations locales et aux média autorisés*. La
publicité des boissons alcoolisées est aujourd’hui, la plupart du temps, soit encadrée par la loi, soit releve de
codes d’autodiscipline signés par les professionnels. Toutefois, dans certains pays, la liberté de
communication est totale et c’est en particulier pour ceux-la que Pernod Ricard a décidé 'application des
mémes regles d’exigence d’une promotion responsable de ses produits.

Ces deux initiatives s’ajoutent a celles déja exist  antes

Au plan mondial, le Groupe a déja mis en place un Comité d'évaluation interne de ses nouvelles campagnes
publicitaires, veillant scrupuleusement a ce que la communication grand public, si elle reflete un
environnement convivial, décourage en revanche l'abus et la consommation inappropriée. Au cours de
I'exercice écoulé, 50 campagnes ont été soumises a ce Comité, parmi lesquelles trois ont été amendées et
deux refusées.

Le Groupe a fait de la Sécurité routiére I'un des axes de sa politique de responsabilité sociale. Ainsi en est-il
de la mobilisation de ses forces de vente en France dans la mise en oeuvre de la Charte de Sécurité Routiére
signée avec les pouvoirs publics, des actions de prévention sur I'alcool au volant mises en oeuvre en Chine
notamment en partenariat avec la Sécurité routiere chinoise et la Police de Shanghai ou de la récente
campagne de communication TV menée par sa fondation Domecq au Mexique "Ou tu bois, ou tu conduis”.

Enfin, Pernod Ricard est un acteur majeur des associations professionnelles qui accompagnent les autorités
sanitaires et les collectivités territoriales dans la mise en ceuvre d'une politique de prévention de I'abus
d’alcool et des consommations inappropriées, avec une attention particuliére pour les femmes enceintes, la
conduite automobile et les habitudes de consommation des jeunes tels qu’en France Entreprise & Prévention,
Portman Group au Royaume Uni, Fundacion Alcohol y Sociedad en Espagne, MEAS en Irlande...

* Notamment : affichage, télévision, cinéma, presse écrite...
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A new step in Pernod Ricard responsible drinking po licy

Paris, 14 December 2006 — Pernod Ricard launches a new initiative in its responsible drinking policy by setting
new communication rules which exceed current regulatory requirements.

Extension of the warning to pregnant women across E urope

Pernod Ricard will extend the display of a warning to pregnant women on all bottles of wine and spirits sold by
the Group to all European Union countries.

The warning symbol is already compulsory in France but not in other EU countries. It highlights the risk to
pregnant women of consuming alcoholic drinks and will progressively be added to the back label of all
products in the Pernod Ricard range, in a visible and clear manner, from the first half of 2007, and as label
stocks are depleted. This initiative is very much in keeping with the policy on alcohol consumption recently
adopted by the European Commission.

Addition of a sensible consumption message in inter national advertising

The Group also decided to add, to its new international advertising campaigns, a sensible drinking or
prevention message adapted to local situations and authorised media*. Today, advertising for alcoholic drinks
is generally controlled by law or comes under self-disciplinary codes adopted by the industry. In a number of
countries however, there is total freedom of communication and these are the countries where Pernod Ricard
decided to apply the same rules requiring responsible advertising of its products.

These two initiatives will be added to those alread vy in place

Internationally, the Group has already established an Internal Evaluation Committee to assess new advertising
campaigns and scrupulously ensure that communication to the general public which may reflect enjoyment
nonetheless discourages excessive and inappropriate consumption. During the last financial year, 50
campaigns were submitted to this Committee: three were amended and two were turned down.

The Group has made Road Safety one of the major thrusts of its corporate responsibility policy, as testified by
the mobilisation of its sales force in France for the application of the Road Safety Charter agreed with public
authorities, preventative measures on drink-driving implemented in China, in particular in partnership with the
Chinese Road Safety Authority and the Public Police of Shanghai, and the recent TV communication
campaign of our Domecq foundation in Mexico “You either drink or drive”.

Finally, Pernod Ricard is a major participant in professional organisations assisting health authorities and local
government in implementing policies preventing excessive and inappropriate alcohol consumption, with a
particular emphasis on pregnant women, drink driving and young people’s consumption habits including such
Group as Entreprise & Prévention in France, Portman Group in the UK, Fundacion Alcohol y Sociedad in
Spain, MEAS in Ireland...

* In particular: billposting, TV, cinema, press...
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Best Practice n° 4

YEREVAN BRANDY COMPANY

YaoUY»AC -1ai cACBUC IBYAYY»h

Purchasing Code of Ethics

208 ¢(ACPRUC BYAYVY»AA Y3ESi»&il »Y a»éYa eci®
3YOY3BLUC paEan 30y sYBUY»AC N3Uf, anayo URISY
13U -aniveidYasU EUNC 3YABYCO -YadUY»h »Y [8i3fiad|
Y»hseUsE 3AMBYUY»AC [3¢30asAUA&BYY »h
UsiBisfisAY »AC AYifabAUadY:

20e +3&i3AaB0AA Y»itU30YasU ¢ PBAaA iBAios-i»AA
PBAESI»A&»AA, an a»it ¢ ICA%éi»Y paEan -Yanty
1a0UCO Chi»Y0 3€3¢3LitYUY»AY CRGBY30Y»ECE:

‘aEan O»I%isi 3YOCYU, anayu i»isNelasu »Y -Yasuy»
YUY -afiiséYadAUABYY»iiA, &3fidian »Y.
3336E3Y3AGAUABY TA»E"  »A3RE3fAf»EAD,
Ci»Yo6 3YOVYIRLLUC  Uasrsusyalasn 3y
ECAiCY 1»O»i6isi ¢ eaolyY  ¢ACRU
BYAYY»ACY " Bitfiadu ¢ e a3N3YgY»AA
iftUtA»E  30e  +%€BAOAC  U»l  GACYS
3YOV3ILUABU  Yx»h-idiitl UadnsusYalaon Yé
3?130(;
21330 A»€éYa eCIAC ¢ACPBUC BYAYY»ACY.  §f
HAEaRCe &3 i»idu»adu ¢, ~ O»3idi 3YOVY3RLUA &
-aniC ana»é Ual»E, aiCY paEanA IN»i»Y' »fisREsiady
an U»fi EABUPA ¢ ACBOC i»83YI0adYCo OACY3I»EC ¢ :
&%ACT eCI3A- E»Ys %UuC»Ys- 08/10/1995

CThis Code of Ethics is intended for all Pernod Ricstaff

»@embers who, on behalf of the Group, engage eithea

Upermanent or an occasional basis in purchasingitesi

Cinvolving calls for bids with selection of suppkefor the
provision of goods or services.

This document defines, for key elements, the altisuand
bfil@haviours to be adopted by all purchasers w
accomplishing their tasks.
G

All executives in charge of supervising such pusihg
&dictivities shall :

hen

J < be responsible for ensuring that each of theirf staf

C members is fully aware of this Code of Ethics and
complies with its requirements,

i

n

issue a copy of this document to each newly hjred
staff member.

PI»l

UReference to the Pernod Ricard Code of Ethics :

E“We are all concerned, and the executive staff naustas
role models for all to follow in ensuring that oGroup is

ethically exemplary."

Patrick RICARD - Les Embiez — 08/10/1995

1 — i»AU»AUAGYUY»A ~ BAE3I»Ad»i

vanty»nA N3YiCesvaoU »Y a»éYa eCidii EUpC " Y
U3eY3xUasO»nC Y»flBU36400CaY »A° Chi»Y
-aniasY»asAUu3Y RAGIY3IY»AadU 063Y13631  &nay»eCay
Namsp»RasAU3Y 1»a0adU:

ané»e 3UCeCu, YiitYoCo a3NsygiadU ¢ Nei®isiicU U
-Ci»Y3E-3&R»E4d - BA0C3E3BY TAYi»YOC3Y»f]
IBYAYY»ACY:
UfY6 #Ate-CIA ~ Eaé»E3axA &»it ¢ N3US&SBEESY BRY]
a»éYa eCiPAC 3UY I»Ad3ACY, anY Ch»Yu UPLCH
3ABOAEE:

30U YABUA p3YeioasAlasYY»AC AsUsYs| YAty »fi
&»il ¢ N3A-3ECO infidu»fi»Y Uadncusyalash sYOC +and
" anarasuUY»ACY: URRYU aa»it ¢ Ch»Y6 3Yi»OC N3[3e3
I8 af»Y, 48 ¢ E a»iu ¢ Nsa3msBUYarn»Y UsAiNA¥»mY
Ch»Y0 -aRlAYI»AY»ACY: URSYU 88»iU ¢, UYY3Bi»Y Ch»Y
ARIAYT»AY»ACY, YARYO »YAIBY»ACY 13U a»éYa eClef
3YOY3B4UC SUE 3YBUY»AC:

04863u»fi»Eal 3YUCGBYabAUAdY, isilY !Chvanara
weO30RBRa0AUABY ~ pshi»IAAOAUABY, YitYu NYzan Ya»
»Y O»éu p»fiadl” p3Ysi6adAUAasYY»i iBfi»E4s: é330Y]
A8»10 ¢ YARYO6 BYE3A-»EC 3YNA»RIA0AUY 1»ala
N3giRiEsUa0AUABY 6AB03U»TnE:

ICx»EC CRASICx3IY»AC 3¢3¢36UsY 1»&0adU YRAEYU &»il
N3Y13/T UY3Y, +3»Y uYVY3flasUA, 30YAaoN»i +afiO»Y N»)
Y3U»E ~ Cii»AA N»é3YI3fiaoU - Y3N3i»E:

1 — Attitudes and behaviours

ﬁ,':I'he buyers are the representatives of the PernodrdR
Wroup and its subsidiaries in every one of the ggsibnal
*Felations they entertain in the realm of their bess.

¥ ¥s such, they are required to abide by the rulesawbir-
Gvivre and social conventions.

Their demeanour and language shall be in line wigh
Yernod Ricard image they intend to convey.

S‘én the event of multi-disciplinary negotiationsetlbuyers
i3 Nall show respect for the expertise and decisiohs
everyone. They shall not be needlessly controzierabr
shall they publicly challenge their colleagues. ¥ ishall

Hwot show criticism towards their colleagues, th
® subordinates or any other Pernod Ricard staff membe

eir

?léy displaying open-mindedness, positive thinki
(ﬁoliteness and courtesy, they give themselves gaiv
L weapons to negotiate. This should not however e
Dﬁem from showing firmness whenever necessary.

ng,
er

“Should a conflictual situation arise, they shallajs stay|
calm, close the discussion, then try to look bac#l put
things in perspective.

2 — I»AcY3i3Y 83NU3YY »fi

2 — Ultimate Boundaries
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O»fi USPIRAAY»AC N»i -afiY3eY N3f*u»fa6AUAGYY»AQn order to avoid any real or apparent abuse ofness
Cicley 13U SIYNSUi i%iA3fiB0a0UCO Eades+»Ead N3Upitelationships with your suppliers, the followinginmiples

URIB&»& &»10 ¢, N»i"»E N»i"U3E 81%uadYuY»icy.
o a»éYa eCPRAC  AYI»fiadAUasYY»iC
»YA3® ECYC afi"¢, ¥»0ausY 1°U 3fiaYa6AUusY " 3fi
NOVIMBUC NBUYSAC (PU VAEYS AVIRYGUY»AC
sYBUY»AC) 0-iCY:

an"¢ -asUsi AYa8Y»Y:
UmYU »Ap»u 8&»i0 ¢ EYi»Y, a8003ICan»Y |
3Yas003ICan»Y, ai'¢, Yirfl, 0-40i 13U R3N:
20Ya63U»Y30YC,

oaoon»maoU ¢ AEYAR

N»i  3fit»Y  Cél  O»éu  u»fiidi  -&fiY3Y  relationships with Pernod Ricard, provided howethet
N33u»fadAUAOYY»fiA, €33UY 30Y 1»&uadU, »fju the value of such gifts is reasonable, and thaodts not
3UBACEC Yi»AC 3AA»UA é30CAYZE ¢ -aniY3|pY have any future impact on the business relationship

Ne3msu»RabAUABY Y »AC ifi2 N»i3-3 aii"¢, 3%1»0a6AU4

AC 1?na0 adY»Y3E:

(4 iC  AYi»fia6AU4 IC  3YadYQ
3AAYUY»AC BU 363048A0A6YY»AC -YABUA aa»il

IYanty»iA a3 UC »anadU Aa»it ¢ USiSBASAY»i

NeY1a6nAa0%eYa0AUAGY
_Yi»AY»AiC N3Y’1»5. sy
UsisisActAC 1a0UCo, anA &3N&sYadU ¢ a»éYa ecCls

shall always apply :
0
¢ The purchase of goods or services on behalf ofdele
B[ Ricard companies shall not be subject to any distso
or allowances granted in favour of staff membersofo
their families).

Co

m

c

The buyers shall not under any circumstances aergpt
3U sum of money from suppliers.

They shall never request, either directly or inclire
any gift or any other benefits or favour whatsoever
¥ A tolerance is nevertheless allowed for unrequegtttsl

AC from a supplier enjoying previously establishedibess

[}

3- P3N»AC uE4asU
2Y9Y3'I'31/~20(; aa uc 3\?1?U A8»i ¢ é~5\’(»\'(’3 an¢ 3Yoval
RN, & NeiseadU ¢ a»6Ya eCIPAC RNSACY:

2YQY3H36UC 3Y13UY»nA a»i0 ¢ Yorfil UY3Y O»él u»h)
AVACEC Cinfi, ARAYH KY3RFIAR ¢ E3Y-3rA0 NV 20
N3Y1Cesysy &nay»eCavY3E -afilasY»asAUAd
CASIBY30Y»ECE 13U anarasuY»h 13U30Y»ECe:

U»RUCY R3N»AC p3E&dU

YRRY ¢ USEIRARAY»AC 3A040U 3APBGAE»E [3é3i3UES|
NeUsi3A. aoY»0a0, N3USEUURT AYi»AasAU3Y I»iasiA
a»€Ya eCIBAC p3fi»i»0a0A03Y i»e3YT1UadYCo &3 R3idfmy:
2YOYsBLUC  Uasnsisyalasn  3YBU  &3i8E3Ysia0
1andansiCi 20e R3NA &3Rid3Y»Ead N3Us3f, YasUYCel $A
ARARAIC NEIAGT RIR»AA [V3E»EAS NARICY ¢:

03Y13631
N3U3&3BEE3Y3u3A a8»iu ¢ »Ap’¢ §1a0U»ACOH 1adnadad
JAYC! AR, N3Y-3UsYUC 3¢BUasAU3Y 1»auadu:

UYaSUAC UadieueYalasn Y»nuCY pEady

3 — Conflicts of Interest

o staff member shall have any personal intefest

incompatible with Pernod Ricard's interests.

EConflicts of "personal interest"
\Staff members shall refrain from acquiring any stak
Y10Id|ngs likely to interfere with their professidraactions or
decisions.

NiInternal conflicts of interest
It is essential to project in the eye of the supglithe image
of a united, well-managed company. This is oféksence

> for the sake of Pernod Ricard well-being.

l-I'Every staff member shall be accountable for defemdhis
corporate interest, even if it is to the detrimehtcertain
specific interests.

Any internal conflicts of any nature whatsoever lisha
accordingly never be "exported" under any circumsts.

4-  GAENSia66a6U  13¢%i3iadAusY  3REAOY»ACY |

uOROCRY 3¢20a0Y»ACY

148URC, Yi»AC, 3é30adA03Y, Nci»AC 13U 3UE i»eaa
UC +aENSiad6asl &&»it ¢ S63C3AliC 1BU  ifpUsA
a000%IcCan»Y BBU 3vas00sican»Y, ai'¢ a»iasAU
3036 C3BY 3¢30a0C 13U 13é3i3iad AUsY 3RESEIOC:

5- U»fiuasiuzy 13U 30E »AifY»A UsiY»E4o 37 -3iafacuiy

2UE »AlAY»A U»IY»ECE 3YOVY3RLUC 3YBUY»AA &»il
N»i"»Y 1{03E »AIAC 0fi»Y&AasAUsYA, UseY3iansa»eums,
AA»AOA»AC 1BU iICx»EC 38MYUY»AC N3Ui3M3f3-AAGUA
Y>>nUaoiaoUA 'I'3n 3|anaC~) Gﬁ»Yu\'(»n(;\'(

OaoncieYalasn N3i6 a»ia ¢ N386»3-AiC  CRsidpsY

HSAYCY:

B4 — Compensation to government employees or ¢ivil

servants

No compensation in the form of money, gifts, sesiq
i@witations or otherwise shall be proposed or after
3Whether directly or indirectly, to any civil sertanor
government employees of any States.

5 — Travel abroad and importing requlations
é

When travelling abroad, staff members shall abigethe
legislation of the concerned country, particular
Jregulatlons governing the declaration and importioig
I®Grrency, securities or negotiable goods.

y

Any questions regarding applicable regulations pgecific
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countries shall be addressed to the Legal Depattmen

6- 130IYCa6AUA0Y

faniasY»adAlsY AYA36048U 3YOYRRLUC 3YBUY»AC
BAad ¢ Nse3Y»EC ECY»E &a»éYa eCPPacyY, Y
USBIBARAY»ACY 13U URAGICOY»ACY  i»fitu»iad -30iY
i»O»[%iiadAUAGY:
UftYu &»ia ¢ Yewiil UY3Y YUY i»O»isiiadAUAaGY 4
NAAI»EAB0™ 3¢3Y6 YIEVY3RY N3U03UY»oUsY: 130i1Y
i»O»iia6AUABYA Y»f3eadU ¢ 63Y1363 i»O»i%iiadADAd
SHPAYAC, AVASGCT  1%%-3640UV»AC,  YCYSY&s(s
iUSEY»AC, -aniadY»asAUsY &3y U33RasAUs
-anikAsnasAlsY O»éY3ii»AC -AsBYasAU3
3RESPBYUCY -ARI»E3I»A&»AC, USERMAY»AC 11USEG
u3¥30C " BUEYC i»fitu»flsE:

Brtan ¢ &3N&sY»E 30eaCeC Tandamici i»O»ItiiadA
30IYCABAUAOYA, UseYsiandd»é ECAICY  N»i'»E
3YiisY-a6AU3Y  BYAYVY»ACY' N3UsEA-a3UCY  i»EYCH
IChsé»ECE:

fanicniasAlsY ¢ACIBY 3f-»EadoU ¢ USEIRARAY»AC N
-Y3UCY p3Ysi6a8AUaBYY»h PA»ECE UAGIICO USBAsAg
af¢, »O»%iiadA03Y iAsUBAadUA a»éYa eCiic Na3(g»
NCU3Y ifi® -Y3YRBU3Y i»fidu»AUBE" &»éYa eCIBAC R3R
Afi’Y-»E4d Ya3islai:

6 — Secrecy

'Within the course of business, the staff memberg heeve
fAccess to confidential information related to PdrRicard,
Gits suppliers or competitors.

\They shall refrain from disclosing such informatieithout
[s:prior approval. Confidential information includesnyal
information on products, ongoing developments, rfaial
Y data, business strategy, business manuals anatuitey
work procedures, supplier databases, etc.

3y
4t is essential to secure the confidentiality oflseorporate
information, in particular by fully complying witkecurity
J)[_Iules when using the IT systems and computer hasiwa
Yln the event of price negotiations with supplienbritting
]rlg quotation following a call for bids emanating rfroa

ernod Ricard society, and provided that the istecd
Pernod Ricard is not at stake, business ethicsitptahe
disclosure of any such information to a competimgydier.
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ANNEX 1

Clause of Social responsibilities
stipulated in the General Conditions of Purchase
of Pernod Ricard’s Subsidiaries

12.SOCIAL RESPONSIBILITIES

As part of our commitment to the Global Compact, welertake to support and promote the
principles within our sphere of influence. This ludes suppliers and their sub-contractors.
Accordingly, they must adopt the same initiativel avork in accordance with applicable ethics and
principles of sustainable development.

We demand that our Suppliers provide us with teervices in compliance with employment rights,
human rights and fundamental freedoms.

Suppliers must undertake to abide by the provisiohiternational labour conventions and, in
particular, with the eight fundamental Internatiobabour Organization Conventions with regard to
trade union rights, equality of treatment and eqaaiuneration, the abolition of forced labour and
the elimination of child labour.

In particular, they must expressly undertake notetoploy under age children to manufacture
products or to perform any other related task.

Moreover, they must abide by ILO standards withardgo freedom of association, the minimum age
for admission to employment, and health and safetyork.

Suppliers must be able to guarantee and proveathat the services they provide to us comply with

the aforementioned labour standards, and certé#ittiey have procured the same commitments from
their sub-contractors, manufacturers, service plerg and traders.

--00000--



