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way. Earlier this year, we embarked on a
five-continent tour to showcase the treasures
of Hennessy’s storied heritage for its 250th
Anniversary, as interpreted through the eyes
of internationally renowned contemporary artists such as Daniel Arsham and Anton Corbjin.
Is the production for the brand still
the same?
Hennessy has been crafting the future
since 1765 with a bold vision to create the
world’s finest Cognacs. With the largest and
oldest library of eaux-de-vie, we have been
able to achieve a legacy and tradition of excellence, with consistently rich flavor profiles
through the decades. It’s really the unique
legacy anchored in rich family heritage, craftsmanship, and quality that drives our success
today and serves as inspiration for the future.
While this is truly a global brand,
where do you see the greatest growth
opportunities?
The Cognac category continues to grow in
the U.S., with unprecedented demand led by
Hennessy – currently the number-one brand in
this market. From our communication platform
to our marketing platform, we have dramatically increased our investment level in the U.S.
ahead of a change of cycle. We are currently
in an amazing position, and seeing growth that
we could not have imagined.
We’re working with a new business model
in this day and age, and if we keep on doing the right things to remain relevant to new
consumers (e.g. Millennials), we will have the
future in our hands.
The U.S. is the largest market in the world,
and there is a dynamism to it that enhances our
focus here. Hennessy has solid opportunity for
growth and after that, we have the rest of the
world at our fingertips.
When you’re such a dominant leader
in the industry, how do you guard against
complacency?
By embodying the Hennessy mantra of
“Never stop. Never settle” – it’s the basis of our
award-winning marketing campaign that also
salutes the passionate upward mobility that
Hennessy’s founder employed 250 years ago.
The pursuit of achievement is an endeavor worth celebrating and championing in
others. It is intrinsic to the Hennessy brand and
we believe we can become the world’s most
valuable premium spirit by continuing to live
by these words.
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