Andrew Bardsley drives Pernod Ricard’s prestige portfolio amid shifting luxury spirits market
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Andrew Bardsley's ascent to the role of global brand director for prestige at Pernod Ricard reflects a dynamic career marked by a deep passion for the hospitality and spirits industries. From his early days collecting glasses in a bar at just 15, Bardsley’s journey has taken him from hands-on hospitality to shaping the future of high-value whisky brands in a global market.
Bardsley began his professional life on a path towards a managerial role in hotels after earning a place on Marriott Hotels’ graduate scheme. However, the realisation that he sought a better work-life balance led him to transition into the corporate beverage scene with Diageo as a business development executive. His memorable days spent visiting up to nine pubs per day, promoting well-loved brands like Guinness, offered him a practical grounding in consumer engagement within the competitive hospitality sector.
His subsequent role within Diageo’s global malt whisky team marked a turning point, allowing him to delve deeply into consumer behaviour around high-end spirits. This hands-on experience provided him with valuable insights into why consumers are willing to invest heavily—sometimes upwards of $1,000—in a single bottle of whisky. It ignited a fascination with the intricate dynamics of luxury purchasing, which he describes as the aspect of his job he enjoys the most.
For over a decade now, Bardsley has been a key figure at Pernod Ricard, where the focus is pivoting towards an increasingly competitive market for ultra-premium spirits. This shift was largely influenced by the dramatic changes in consumer behaviour brought on after the COVID-19 pandemic. As travel resumes and normalcy returns, Bardsley is optimistic about regaining the growth momentum seen before the pandemic, despite the lingering economic challenges. He noted that the phase of “revenge travel” had transformed into a sector eager for new experiences while remaining cautious with spending.
As the global market director for prestige brands, Bardsley's responsibilities encompass overseeing iconic Scotch whisky and Cognac brands, including the 55-year-old Glenlivet, priced at a staggering $55,000. Such premium offerings tap directly into the desires of affluent consumers looking to make statements through their purchases or seeking rare collectible items. Recent reports show a strong demand for luxury spirits, with Pernod Ricard planning high-profile launches like The Glenlivet 40 and collaborations with distinguished designers to elevate brand prestige and visibility.
The company’s recent success underscores the effectiveness of premiumisation—a strategy emphasised by Pernod Ricard's chief marketing officer, Martin Riley. The approach has yielded a noticeable uptick in profits, particularly with brands like Chivas Regal that have been repositioned with upgraded packaging and marketing campaigns designed to enhance consumer perception.
Bardsley’s team takes a comprehensive, data-driven approach to marketing their prestige portfolio. By engaging with targeted consumer insights and adapting to various cultural contexts—such as differing consumer behaviours seen in markets from Singapore to Sao Paulo—the team ensures that their luxury brands maintain relevance and desirability. The inclusion of exclusive products designed specifically for travel retail, such as Martell Noblige Noir, further illustrates this point, where bespoke marketing strategies are employed to capture discerning travellers.
What stands out in Bardsley’s narrative is his commitment to creativity and innovation in marketing. He passionately promotes the belief that effective marketing transcends traditional notions; it hinges on understanding consumers, fostering emotional connections, and utilising a blend of digital and traditional advertising avenues to engage potential buyers long before they step into an airport.
Reflecting on his career, Bardsley’s pride in his earlier contributions within Scotch whisky innovation resonates, as he recalls the thrill of seeing a newly-developed product hit the market shelf—a testament to the extensive research and collaboration involved in bringing a product to life. It serves a poignant reminder that success in branding luxury products often requires an immense amount of behind-the-scenes work, contrary to the myth of overnight successes.
Ultimately, Bardsley’s insights reveal a vibrant mix of commercial acumen and creative flair that drives the success of Pernod Ricard’s prestigious offerings. His journey from the bar to boardroom exemplifies the evolution of a leader committed to redefining luxury spirits for a contemporary audience, demonstrating that the world of high-end whisky continues to be as enticing as ever.
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