
02 Making Whisky at Glenmorangie

05 LVMH and the Environment  

11 Tangible Results 

22 Shared Concerns 

25 Programs Extended to Civil Society 

27 Objectives 

32 Auditor's report on the review 
of  certain environmental indicators 

Preserving the 
environment 2006
Preserving the 
environment 2006

LVMH RA 2006 DD•GB  9/05/07  10:07  Page 1



Making Whisky  
at Glenmorangie

This year, the environmental data for Glenmorangie
were included in  the Group indicators.  The
manufacture of whisky is a continuous process that
uses water and energy and also produces substantial
volumes of organic materials. For this reason,
Glenmorangie, which has three distilleries, generated
a significant change in the LVMH indicators.  This is
why we would like to describe the different stages
in the manufacture of whisky.

Several raw materials are required to produce a
malt whisky: barley, water and yeast. Certain steps,
such as distillation, require a significant heat source.
The whisky manufacturing process consists of five
main steps:

1 Malting
2 Grinding and Mashing 
3 Fermentation
4 Distillation
5     Maturation

MALTING
After being harvested, the barley contains starch,
which is a non-fermentable sugar. Malting consists
of transforming this starch into a sugar, which can
then be transformed into alcohol. The barley is
first soaked in water for two days to trigger germi-
nation. It is then spread out and mashed in a
malting area for a week so that germination can
continue (transformation of the starch into sugar).
The malt is then heated to stop germination. Peat
can be added to the fuel, which is generally coal,
in order to create some of the future flavours. 

GRINDING AND MASHING 
The malt is then ground in a mill containing two or
three pairs of steel wheels, which transforms it into
grist. The grist is then mixed with hot water (about
63°5 C) and poured into the mash tun (mashing
vat). This contains a finely perforated double
bottom that recovers the wort, while retaining the
solid particles known as spent grain. This grain is
a source of a large volume of organic matter that
is removed at the end of the process and can be
used as an excellent feed for livestock. The wort
then passes through a temperature exchanger to
be cooled to about 20°C so as not to kill the cells
of the yeast used for fermentation.  

02  LVMH 2006 ENVIRONMENTAL REPORT

Cover photo: Ardbeg distillery on the isle of Islay.
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FERMENTATION
The wort is then pumped into washbacks which
are large fermentation vats. Yeast is added, which
will start the fermentation and allow the appea-
rance of new aromas. After two days, fermentation
is complete and the wort is transformed into wash,
an alcoholic liquid with a strength of 8% vol.

DISTILLATION
This process is the very heart of whisky manufac-
turing. It essentially consists of separating the alco-
hol contained in the wash from the water, taking
advantage of the fact that the alcohol evaporates
at a temperature lower than water, about 80°C.
Distillation is performed in two steps. The heating
processes require a high amount of energy consump-
tion. 

The first distillation transforms the wash into low
wine. The residue from the first distillation, or "pot
ale,� along with the spent grain recovered during
the malting stage, constitutes a second major source
of organic matter. 

The second distillation is performed in the spirit
still. This is where the distiller practices his art and
must retain only the heating core, eliminating distil-
lation heads that are too loaded with highly vola-
tile alcohols, which flow at about 80% vol, and the
distillation tails containing the heavy alcohols. 

The distillation heads and tails will be pumped and
stored to be redistilled in the spirit still at the same
time as the low wines intended for the next distil-
lation. The distillation residue or spent lees, the
third major source of organic materials, will be
discarded or treated. 
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MATURATION
Before being transferred to casks, the degree of the
brandy will be brought to about 63.5 % vol using
demineralized water. The casks used are generally
barrels that have previously contained Bourbon.
Other oak casks (French, Spanish, etc.) are also
used in order to develop different flavours during
maturation. The final step in the whisky manufac-
turing process, maturation is both the longest and
one of the most important. The origin and quality
of the casks have a decisive role in the final result,
just like the location of the spirit safe. The quality
of the air and soil, its temperature, humidity, marine
or non-marine character, directly influence the
maturation. 

During maturation, the alcohol evaporates through
the wall of the casks with losses of about 2% per
year, which is called the "Angels' Share.� 

After three years of maturation in casks, the brandy
has the right to the name Whisky, but this period
is at least four years in practice. It is generally after
eight years that a malt whisky reaches real maturity.
Some may reach optimum after 10 years, 12 years,
15 years, or even 20 to 25 years of maturation. 

The final step is bottling. It starts with a reduc-
tion, which consists of lowering the degree of alco-
hol, initially close to 60% vol, to consumption
degree, most often 40% or 43% vol. The bottles
then are shipped worldwide to whisky lovers.
LVMH is working to ensure that its customers
adopt responsible consumption habits. All the
details of the programs implemented are described
on page 24.
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Protecting
the Environment 

LVMH and the Environment 

Protecting the environment has been a long-standing priority for LVMH. It became strategic in 2001 when Bernard Arnault signed
the "Environmental Charter" and it was renewed in 2003 with the signature of the Global Pact launched by Kofi Annan. In
order to create excellent products, the Group's companies use noble leathers, rare essences, precious stones, and even the
best grapes. These resources come from nature, are intimately tied to nature, and cannot be worked without a concern over
protecting their source. Every year, the companies innovate in order to integrate this perspective into the design and production
of their products. A number of steps have been taken. Our employees, trained in the challenges, are motivated; progress has
been made to protect nature by optimizing the use of natural resources, reducing waste and water and energy consumption.
The Group works with suppliers, customers and other players in society to adopt a joint responsible attitude. The latest proof
of this quest for excellence is the new warehouse in Cergy, which holds Louis Vuitton products and reships them throughout
the world, and which was designed to meet High Environmental Quality requirements. 

Like every human activity, the activities of the LVMH group have impacts on the environment, which
vary in type and magnitude depending on the business. The following table presents the primary
environmental challenges for each business group:

BUSINESS GROUP PRIMARY ENVIRONMENTAL CHALLENGES 
(certain challenges are not directly under the control of the LVMH  
Group, but are controlled via the Group's suppliers)

Wines and Spirits � Water consumption (particularly for vine irrigation in Australia, 
New Zealand, Argentina and California) and energy consumption
(distillation process).

� Production of effluents containing organic matter 
(wine-making and distillation processes).

� Production of waste products (wine making and distillation processes).

� Protection of soils and biodiversity (vine management and protection 
of ecosystems).

� Consumption of raw materials, particularly for packaging.

Perfumes and Cosmetics � Water consumption.

� Production of effluents containing organic matter.

� Production and transformation of raw materials 
(packaging and components of perfumes and cosmetics).

� Protection of biodiversity (protection of natural resources, especially
plant, necessary for production and the related ecosystems).

Watches and Jewellery � Extraction and transformation of raw materials 
(packaging, precious stones and metals).

Fashion and Leather Goods � Production and transformation of raw materials 
(packaging, cotton and other textiles, leather, etc.) 

� Protection of biodiversity (protection of the natural resources necessary
for production and the related ecosystems).

Selective Retailing � Consumption of water and energy (lighting, air conditioning, cleaning, etc.)

� Product shipment.

The markers for improvement have, therefore, been clearly identified. They imply increasing the 
awareness of everyone through training. 
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of the employees for sustainable development,
which is scheduled over the entire year in 2007. 

ALL-OUT EFFORTS AT LOUIS VUITTON

It is no use having the best equipment if employees
are not convinced of the stakes. Louis Vuitton,
which has just completed the construction of Eole,
one of the first distribution platforms in compliance
with High Environmental Quality (HEQ) rules,
has combined these transformations with a major
training effort. In 2006, 40% of the employees at
corporate headquarters and in the shops were sensi-
tized to the environment, representing 1,652 men
and women, compared with 1,446 in 2005. Most
of the time, these sessions were in-house training
sessions directed by company teams. In the future,
more structured training modules are being prepa-
red to be used as support for environmental
approaches, particularly at the production sites. 

Most of the time (over 1,100 hours) was devoted
to enhancing general employee awareness of the
environmental approach of Louis Vuitton. But a
number of issues were covered: waste products,
regulatory questions, High Environmental Quality,
as well as energy, with the distribution of a book-
mark to encourage all employees to adopt "energy
saving" actions. In addition to test employee aware-
ness, quizzes and competitions were organized at
Louis Vuitton.

TEST AT THE HOLDING COMPANY 

There was also a test at the holding company to
learn whether the employees assimilated the debate
and conference given by Jean-Marc Jancovici, a
leading specialist in carbon balance. An environ-
mental game was organized in the form of a ques-
tionnaire during the sustainable development week.
Seventy persons responded and the two winning
teams were to visit either Château d�Yquem or
Moët & Chandon. 

And new managers in the Group have a chance to
win next year. The key concepts for adopting a
green attitude are part of the orientation seminars
designed for new managers who have been with
the Group at least six months to share with them
the values of LVMH and its vision of luxury. 

MOTIVATED EMPLOYEES 

Again in 2006, the LVMH teams were mobilized to
integrate the environmental perspective into the
life of the Group and further progress was made.
A very active environmental department ensures
the mobilization of each employee and a number of
initiatives were launched in the brands to encourage
employees to adopt the correct attitude. These
actions represented a total of 8,680 hours" in
2006.

SUSTAINABLE DEVELOPMENT WEEK—A HIGH POINT
FOR THE TRAINING POLICY 

The sustainable development week, held every year
early in June, is an opportunity for the LVMH
companies to showcase what they are doing and to
increase employee awareness to encourage them to
adopt a green attitude spontaneously. This is one
of the aspects of the training policy that affects
most of the Group's companies in various forms,
which can be entertaining, to persuade.  

MOËT & CHANDON: 

A FUN-FILLED AND HUMOROUS APPROACH 

"From 2003 to 2005, did Moët & Chandon reduce
its unrecycled waste by 4 tons, 8 tons or 14 tons?"
"According to the WHO, what is the maximum
threshold for responsible consumption of alcohol?"
In order to win a special sustainable development
lunch, the employees of Moët & Chandon, Mercier,
and Ruinart had to answer ten questions correctly
on the quizzes sent to everyone from May 29 to
June 4. A week in which Moët & Chandon multi-
plied awareness initiatives by taking a fun-filled
approach. In addition to the quiz, a life-size snakes
and ladders game was set up in the company's
reception hall, which some 500 people cross every
day, messages sent on computers with a reward of
the sumptuous images of Yann Arthus Bertrand,
humorous posters placed on the walls showing "eco-
gestures" that save water, energy, waste, shipping
and paper, a video film on the stakes of sustainable
development provided by the Nicolas Hulot Foun-
dation was presented. Even in the company restau-
rant, every day a dish made with fair trade ingre-
dients prepared by Sodexho was served... This was
just a taste of the project for general mobilization
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While the impetus comes from management, good
practices are followed by everyone, from the compa-
ny's employees at all levels, or all those working at
the manufacturing sites or in administrative offices.
Now, at Hennessy, about 250 companies, inclu-
ding IT maintenance, masonry, carpentry, or pain-
ters work at the different sites. All must be respon-
s ib le  in  the  same way.  "We must  prevent
inconsistency between what we are asking from
our employees and what others are doing,� explains
Environmental Director Jean Pineau, "all those who
work at our company must behave the same way,
whether by respecting the rules to prevent pollu-
tion or by sorting their waste products."  

A guide of good practices has just been published
for outside service providers with three sections:
environment, food safety and security. This guide,
adapted to Hennessy's specific problems, such as
the risks of fire or explosion or questions of food
safety, engages Hennessy's partners to adopt a
certain number of positive attitudes. For example,
they are asked to declare the materials or products
they use so that the company can understand the
environmental impact and determine risks that
could be caused by possible contact with food
products. It asks for better monitoring of sorting
and waste. It described the rules to be followed
during operations to prevent any pollution of the
environment or the products. Finally, it encourages
the heads of these partner businesses to verify that
their employees or subcontractors have the trai-
ning and skills required to work in a context in
which the environment, food safety, and security
are critically important. 

A SECOND TREND REPORT AND A THIRD 
IN THE NEAR FUTURE …

Success breeds success and, for the second conse-
cutive year, the environmental department in 2006
prepared a report on environmental trends, with
350 copies distributed in the Group's companies
and presented in detail to certain marketing teams,
including those from Veuve Clicquot and Moët &
Chandon. A third edition is being prepared, and
will be published in may 2007. 

Intended to inspire the designers and marketing
teams and sensitize them to the need to take the
environment into consideration in designing
products, this report proposes four trends for the
year and a more forward-looking issue (changes in
consumers, the future of design, etc.) viewed from
the standpoint of environmental protection. Seve-
ral environmental quality materials illustrate the
themes, covering all area of the design business:
textiles, communication, packaging, accessories,
boutiques and more, and prove that beautiful can
also be environmentally friendly. 

All the materials and processes presented in the
three editions are also combined and available in
the environmental department's materials library.
It is accessible via the Group�s environment Intranet.

HENNESSY REPORTS ON FIFTEEN YEARS 
OF COMMITMENT  

A brochure, a guide to good environmental prac-
tices, quick and easy to understand safety data
sheets and more, Hennessy has multiplied the
number of documents to increase the awareness of
its employees and its partners. The company that
has been integrating the environment in its develop-
ment policy for fifteen years already has a convic-
tion: "The environment is you."  

07  LVMH 2006 ENVIRONMENTAL REPORT

The environment 
trendbook 2008. 

The Hennessy environmental report.
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operations of the company expressed in equivalent
bottles. An equivalent bottle represents the total
of the various stages in the preparation of a bottle
of champagne: pressing the grapes, the wine-making
process and assembly, bottling, disgorging and
packaging. The power consumption required for
these activities was counted in kWh for 1,000 equi-
valent bottles. Thus, it was found in 2005 that 
39 kWh were necessary for 1,000 equivalent
bottles. The objective is to reduce this consump-
tion by 2%. If it is achieved, the bonus will be the
recognition for the progress made. 

At Veuve Clicquot, the incentive indicators traditio-
nally tied to the company's productivity includes
an environmental component. Veuve Clicquot has
opted for an overall performance. Three criteria
are considered: water and energy consumption and
the quality of selective sorting, with one objective�
to maintain the same level of consumption while
the company's activity level increases. This choice
was made for two reasons: first, the consumption of
water and electricity and the production of waste
products are the three principal impacts of Veuve
Clicquot's operations on the environment. Second,
they concern all employees of the company in their
everyday life: turn out the lights and computer
when you leave, or sorting waste must become
second nature. 

A VERY ACTIVE ENVIRONMENTAL AFFAIRS DIRECTION 

Directly reporting to a member of the executive
committee, and advisor to Bernard Arnault, the
environmental affairs direction directs the voluntary
LVMH policy. This is the department that ensures
the application of the Environmental Charter, works
with the associations, defines the major guidelines
for programs, and assists the companies of the
Group to implement their own actions. The Envi-
ronmental Charter asks each Company to set up
a high-performance environmental management
and for each Chief Executive to be involved. It is
organized around five commitments:  

■ AIM FOR A HIGH LEVEL 
OF ENVIRONMENTAL PERFORMANCE,

■ FOSTER A COLLECTIVE PURPOSE,

■ CONTROL ENVIRONMENTAL HAZARDS,

■ FOLLOW THROUGH ON PRODUCT DISPOSAL,

■ MAKE A COMMITMENT OUTSIDE THE COMPANY.

Each brand defines its management system on
the basis of the LVMH environmental charter and
brings it to life while collaborating closely with
the Group's environmental department. 

To achieve greater effectiveness, this guide was
presented and explained at two meetings held for
250 business leaders who work at the Hennessy
sites. This presentation was completed by the distri-
bution of a training CD intended for all persons
that must work within the Cognac company. 

LEARN AT A GLANCE 

How should hazardous products (oil, fuels, lubri-
cants, etc.) be handled, what clothing should be worn
for protection, what precautions should be taken,
what should be done in the event of an incident, or
even accidents?... In addition to the training sessions
normally provided, Hennessy has just issued small
colour summary sheets, which are clear and easy to
understand at a glance so that the employees know
what precautions to take at any time and how to
react in all situations. These sheets are displayed at
work stations, but can also be carried in a pocket. 

And since it is not enough to act, it is even more
important to teach, Hennessy has prepared the
results of 15 years of good environmental practices.
A 24-page brochure, released at the end of 2006,
covers all the points which contributed to the
performance: regulatory oversight, research on the
consumption of natural resources and scrap, mana-
gement of waste products and recycling, reduction
of packaging, risk prevention, training, etc. Seve-
ral employees, supervisors and operational teams
discuss their experience and their actions. Distri-
buted internally, this brochure will serve as a basis
for a document for external communication.  

AT MOËT & CHANDON AND VEUVE CLICQUOT,
INCENTIVES ARE ALSO TIED TO ENVIRONMENTAL
PERFORMANCE 

This is an innovative idea. In order to encourage
employees to adopt better environmental practices,
two Champagne companies�Moët & Chandon
and Veuve Clicquot�incorporated environmental
criteria into the incentive agreements signed last
June for a period of three years. As each company
has its own specific needs, each adapted the
progress requested to its priorities: the reduction
in electricity use at Moët & Chandon, a general
performance level at Veuve Clicquot. 

"At Moët & Chandon, electricity is a real chal-
lenge,� explains Georges Blanck, Director of Sustai-
nable Development for the Brand. The target objec-
tive is a reduction in electricity consumption, taking
into consideration all the company's operations. If
the objective is reached, the amount of the bonuses
is significant. A mechanism for evaluating perfor-
mance has been developed: the consumption of
electricity in kilowatt hours (kWh) related to all
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stakes and showing them the best practices applied
in a given area. The first issue covered the theme of
climate change and the use of the Carbon Balance
tool.

VEUVE CLICQUOT MOBILIZES ITS SALES TEAMS 

In order to provide information to all its sales
teams, Veuve Clicquot created a three-page "envi-
ronment leaflet" at the end of the year, which will
be distributed in five languages in five countries.  

ENVIRONMENTAL REPORTING: 
A CHANGE IN THE SCOPE OF COVERAGE 
AND REFINED DATA 

The reporting of environmental indicators, which
was established in 1999 in a few companies, cove-
red the following areas in 2006:
■ the production sites and warehouses held and/or
operated by the companies in which the Group
holds more than 50% or in which it exercises
operational control,
■ the French stores of Sephora and Louis Vuitton,
Le Bon Marché, and the main stores of DFS and
Fendi,
■ the principal administrative sites located in
France,
■ the vehicle fleets owned by the Group in France
and used for employee travel.

The system used for the environmental report is
an in-house VBA-type tool. Two files are sent in
the fall to each of the Group's Companies:
■ one file compiling corporate data: training,
packaging, audits, etc
■ one file compiling data specific to the industrial
sites: water and energy consumption, waste
production (quantity and types of waste), waste
treatment, etc. 

A total of more than fifty pieces of information are
collected per Company. The data is then automa-
tically compiled in a central file. This file has a
number of control and alert tools (aberrant data,
unit problems, etc.). It is also audited every year
by the Group's Auditors. 

In 2006, reporting covered 412 sites (403 sites in
2005); 22 sites in the coverage areas were exclu-
ded this year, since their environmental impacts
were not very significant at the level of the Group.
The changes in the scope of coverage from 2005
are primarily due to the following:
■ the exclusion of the administrative and production
sites of the companies sold or held for sale at
December 31, 2006, or operations that were
moved; 

Change in the Scope of the Environmental Report in Number of Sites
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Exchanges of information and experience take
place regularly via the environment Intranet and,
every quarter, the environmental officers meet at
one of the companies within the "LVMH Envi-
ronment Commission.�

The department of the environment multiplies
initiatives to motivate Group employees. In 2006,
in order to train new environmental agents, it esta-
blished an entertaining interactive training module,
using tests and questionnaires, which are available
to anyone at any time. It also launched an inter-
nal newsletter "Attitude" for all Group executives
to increase their awareness of the environmental

Attitude, the Letter to Presidents.

LVMH RA 2006 DD•GB  9/05/07  10:07  Page 9



10  LVMH 2006 ENVIRONMENTAL REPORT

■ the exclusion of the administrative and production
sites of the companies sold or held for sale at
December 31, 2006, or operations that were
moved,
■ the inclusion of Glenmorangie, DFS stores,
Givenchy Couture and Kenzo Mode.

The inclusion of Glenmorangie has significantly
changed the LVMH environmental indicators. The
manufacture of whisky at Glenmorangie is perfor-
med in three distilleries. It is a continuous process
that requires significant volumes of energy (distil-
lation stage) and water (malting, mashing and distil-
lation) and produces substantial quantities of orga-
nic materials (mashing, fermentation and
distillation stages). The whisky manufacturing
process is described on pages 2, 3 and 4.

The inclusion of DFS has also significantly changed
the LVMH environmental indicators, particularly
for energy consumption (air conditioning and ligh-
ting) and water consumption (air conditioning). 

The 2006 reporting does not include:
■ lthe environmental impacts (water, energy, etc.) of
the administrative buildings and the stores operated
directly or under a franchise by the Perfumes and
Cosmetics and Fashion and Leather goods business
groups, with the exception of the brands indicated
above,
■ the vehicle fleets owned by the Group outside
France and used for employee travel,
■ energy consumption related to the merchandise
transport exclusively performed by outside service
providers,
■ the companies in which the Group holds less than
50% or in which the Group does not exercise opera-
tional control.

In relation to the scope of financial reporting, 
environmental reporting in 2005 covered:

■ 96% of the production sites, warehouses and
administrative sites of the Group,
■ 45% of the total sales surface area of the Group.

The objective is to cover all this area in time.

Pursuant to Decree 2002-221 of February 20, 2002, the New
Economic Regulations (NRE Decree), the following paragraphs
indicate the nature and magnitude of only relevant and signifi-
cant impacts from the business. The information presented in this
document also reflects the guidelines of the Global Reporting Initia-
tive version 3.0 (1). Since fiscal year 2002, the Group's annual
environmental reporting has been verified by the Environment and
Sustainable Development Department of Ernst & Young, the
Group's Auditor. 

The information 
and environmental indicators
presented in this report 
are as follows:

Strategy:
1.1 p. 8 - 1.2 p. 5.

Profile of the Organization:
2.1 p. 5 - 2.2 p. 5 - 2.9 p. 9 and 10. 

Reporting Parameters:
3.1 p. 9 and 10 - 3.2 p. 9 and 10 - 3.3 p. 9 and 10 
3.4 p. 26 - 3.5 p. 9 and 10 - 3.6 p. 9 and 10
3.7 p. 9 and 10 - 3.11 p. 9 and 10 - 3.12 p. 9 and 10.

Governance and Commitments:
4.12 p. 8 - 4.13 p. 26. 

Management and Indicators:
EN1p. 24 - EN3 p. 12 - EN4 p. 12 
EN8 p. 17 - EN16 p. 13 - EN21 p. 19
EN22 p. 19 and 20 - EN26 p. 22 and 23.
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diesel, butane, propane, natural gas) and secon-
dary external sources (transformed energies gene-
rated by combustion performed off-site). 

As a comparison, for the industrial sector in France,
electricity consumption was 126,000,000 MWh
(MINEFI data, 2005) and natural gas consump-
tion was 184,000,000 MWh (MINEFI data, 
2005).

Between 2006 and 2005, energy consumption 
in absolute value rose 35%. This increase was essen-
tially related to changes in the scope of the repor-
ting:  
■ the inclusion of Glenmorangie. The whisky
manufacturing process is a continuous process that
includes distillation, which consumes energy 
(see p. 2, 3 and 4),
■ the inclusion of DFS stores, which consume
energy for lighting and air conditioning.

THE ENERGY DIAGNOSTICS OF HENNESSY 

AND MOËT & CHANDON

Energy, and particularly electricity, is a major prio-
rity for the Wines and Spirits companies. Consump-
tion tends to rise, particularly as activity increases.
In order to reverse the trend, Moët & Chandon
and Hennessy both conducted energy diagnostics
to identify more specifically the sources of energy
expenditures and identify possible ways to save. 

Initiated early in 2006 at Moët & Chandon, this
diagnostic reviewed all the equipment of the Cham-
pagne House related to electricity or natural gas:
the production of cold or heat, the production of
compressed air, the production lines, and the ligh-
ting. Ten priority measures were identified, ranging
from optimizing the operation of the compressed air
generators to the replacement of halogen bulbs
with low-consumption equipment, and including
the improvement of office and shop insulation to
reduce heating and cooling needs. The potential
savings totalled 13% for electricity and 5% for gas.
Concrete actions are scheduled for 2007. 

At Hennessy, the energy diagnostic, initiated with
the support of the French Agency for the Environ-
ment and Energy Management (ADEME) and
LVMH environmental affairs direction, was conduc-
ted at the "La Richonne" (administrative site) and
"La Vignerie" sites (industrial bottling site), which
together represent 62% of Hennessy's total energy
consumption, including 76% of the electricity
consumption. Zones with certain structural simila-
rities were defined. Very specific data was studied,
such as the thermal specifications of all the walls of
the buildings (type of walls or windows, surface area,
surface and absorption transmission coefficient, etc.),

ENVIRONMENTAL MANAGEMENT  

ISO 14001 CERTIFICATION AT LOUIS VUITTON 

AND IN THE COGNAC AND CHAMPAGNE DIVISION

Each Company in the Group is responsible locally
and, pursuant to the LVMH Environmental Char-
ter, must develop and implement is environmen-
tal managements system, particularly by defining its
own environmental policy and setting objectives.
Each company has the LVMH self-assessment guide
and may, if it wishes, have its system ISO 14001 or
EMAS certified. In 1998, Hennessy was the first
company in the world to receive this certification in
the Wines and Spirits sector, which was renewed
and valid for all its sites in 2001 and 2004. This
company drafted its second environmental policy
in 2004 (the first dates from 1997). In accordance
with its commitments, Hennessy completed the
extension of its ISO 14001 certification perimeter
by certifying SODEPA, the Hennessy wine-making
subsidiary, in 2006. SODEPA is also responsible
for the management of its green spaces. All the
sites of Krug and Veuve Clicquot are ISO 14001
certified. In this context, 13 Veuve Clicquot inter-
nal audits were completed in 2006. The procedure
for certification of the Moët & Chandon sites was
initiated. Certification should be obtained in the
second quarter of 2007. Then, the entire Cognac
and Champagne division of LVMH will be certi-
fied. The ISO 14001 process is also continuing at
Louis Vuitton. After certification of the Barbera
shop in 2004, the Cergy logistics warehouse and
the corporate offices (Pont-Neuf site) in France
initiated the process with the goal of certification
sometime in 2007.

ENERGY CONSUMPTION 

In 2006, the companies included in the scope of
reporting consumed 492,705 MWh, divided among
the following sources: 52% electricity, 26% natu-
ral gas, 12% heavy fuel, 4% steam, 3% diesel, and
3% butane-propane. This consumption was gene-
rated, in descending order, by the following business
groups: Wines and Spirits (42%), Selective Retai-
ling (25%), Perfumes and Cosmetics (16%), and
Fashion and Leather Goods (14%). The remaining
3% was generated by Watches and Jewellery and
the administrative activity of the holding company.
The values indicated represent the sum of the
primary energy sources used internally (i.e., the
combustion of which takes place on Group sites:

Tangible Results 

The measures taken over many years to protect the environment are generating
results. The entire Champagne-Cognac division will soon be ISO 14001
certified, energy diagnostics ensure the adoption of new savings measures, and
integrated wine growing is gaining ground. 
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12  LVMH 2006 ENVIRONMENTAL REPORT

■ lowering heating temperatures in low traffic areas
or those used at night and on the weekends,
■ an increase in the regulated efficiency of the boiler
rooms,
■ lower lighting in low traffic areas,
■ the replacement of neon tubes with high-yield
fluorescent tubes in the bottling room, 
■ the use of a lower cooling temperature for the
cold filtering of the cognacs, 
■ the replacement of several small air conditioning
units for bottling with a higher power unit.

the solar energy transmitted on the walls depending
on their directions during the previous year, the type
of heating or air conditioning ventilation and the
consumption rates. 

The diagnosis reveals a certain control of energy
consumption by Hennessy, while providing ways
to make greater progress. The more detailed know-
ledge of the operational energy expenditures, which
had not been studied as much up to that point,
highlighted possible energy savings, including:
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The increase for Wines & Spirits companies is related to the change in the scope of reporting (inclusion of Glenmorangie, see p.2, 3 and 4). 
The increase for selective retailing is related to the change in the scope of reporting (inclusion of DFS stores).

The increase for Wines & Spirits companies is related to the change in the scope of reporting (inclusion of Glenmorangie, see p.2, 3 and 4). 
The increase for selective retailing is related to the change in the scope of reporting (inclusion of DFS stores).
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sions. The reason is their geographic location: the
boutiques are located in countries (Australia, China,
New Zealand, in particular) where the CO2 emis-
sions are proportionally higher, with equal electri-
city use, than in France. 

Transport is also an activity that emits CO2, the
principal greenhouse gas. Although not directly
performed by the Group's companies, it has also
been the target of specific measures. It is impor-
tant to note that a ship is a transport method that
emits 85 times fewer greenhouse gases than an
airplane. Currently, this is the principal vector for
improvement. Hennessy continues to favour the
transport of its products by ship over rail: 91% in
tons.kilometers of Hennessy products were ship-
ped by this transport method, 8% by road, and 1%
by rail. In Champagne, a logistics platform shared
by all the Companies optimizes the shipping phase
and systematizes the greatest use of shipping. Thus,
air freight at Veuve Clicquot is limited to cases of
extreme urgency, which is less than 0.3% of ship-
ments. 

ATMOSPHERIC EMISSIONS 

The only significant atmospheric emissions for the
Group's activities are greenhouse gases. These emis-
sions primarily come from energy consumption at
the sites. They are estimated in tons of equivalent
CO2 (carbon dioxide) and include the direct emis-
sions (energy production on site) and the indirect
emissions (from the production of electricity used
by the sites). 

Greenhouse gas emissions rose 53% in 2006
(106,324 tons of equivalent CO2 in 2006 compa-
red to 69,275 tons of equivalent CO2 in 2005).
This increase is related to the inclusion of Glen-
morangie and DFS stores in the scope of the repor-
ting. The whisky manufacturing process is a conti-
nuous process that includes an energy consuming
distillation step. This energy consumption gene-
rates CO2 emissions.

The DFS boutiques (Selective Retailing) make a
substantial contribution to electricity consump-
tion, but even more to the greenhouse gas emis-
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* Coverage rate in comparison to the 2006 environment coverage for this indicator: 44% of the consumption in MWh and 30% of the greenhouse
gas emissions
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Three projects were identified: use more renewable
energy, optimize transport, and reduce packaging.
There was one objective: to reduce greenhouse gas
emissions by 20% in ten years. 

The first measures taken were the simplest: install
low-consumption bulbs (10% to 15% savings in
electricity), change the fuel oil boiler for a gas boiler
(15% savings), increase employee awareness of
green actions, i.e., turning off lights, unplugging
the laptop, agreeing to work in offices and buil-
dings heated at between 19°C and 20°C only. This
was an approach adopted relatively easily and, this
was the third surprise, the carbon balance sheet
was a powerful tool that make employees aware of
the stakes and more easily adopt an "environmen-
tal" attitude. 

In the second series of measures, air transport of
champagne was prohibited, video conferencing
reduced the travel of the sales teams by 100,000
kms a year (about 10%). In the next step, Veuve
Clicquot worked to reduce packaging by using more
recyclable cartons (61%), by designing boxes that
will have a second life and be reused, whether with
a seal or in a bag. In another new measure, the
reduction of the weight of the glass bottles was
studied, with more in-depth tests in 2006. This
new bottle, 60 grams lighter (830 grams instead
of 890 grams) will be used in 2007 with a gradual
expansion of use. 

In a different business, there was a different result.
At Louis Vuitton, the carbon balance sheet revea-
led something quite different. It was the shipment
of merchandise to supply the stores all over the
world which is the main source of greenhouse gas
emissions (37%), followed by suppliers (17%), store
lighting (16%), employee travel (12%), while packa-
ging ranked last (8%). 

VEUVE CLICQUOT AND LOUIS VUITTON USE THE CARBON

BALANCE SHEET TO TRACK ENERGY SAVINGS 

"The process surprised us in several ways,� explains
Félix Bocquet, Director of Development. The first
surprise was that the carbon balance sheet was rela-
tively easy to set up, taking no more than three
months. The second surprise, contrary to all expec-
tations, was that at Veuve Clicquot most (56%) of
the greenhouse gas emissions do not come from
the vine, but from packaging: bottles, corks, plas-
tic film, cartons, etc. i.e., materials purchased from
suppliers. 17% is related to employee transporta-
tion, particularly for champagne, 90% of the which
is exported. Finally, 10% is due to internal energy
consumption (light, heating, fuel oil for the trac-
tors, etc.). 

The increase is related to the change in the scope of reporting (inclusion of Glenmorangie and DFS stores). 
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Vexin national park, in an exceptional landscape, it
is exemplary and complies with the stringent High
Environmental Quality (HEQ) rules. 

This approach implies selecting four strong points
and five secondary points from a list of fourteen
rules to follow. Louis Vuitton went beyond that
requirement. Exceeding the initial objectives, it has
already reached the "very high performance" level
on the following seven points : the harmonious
relation of the building with its immediate envi-
ronment, the integrated choice of materials, systems
and constructions processes, energy management,
water management, maintenance and continuity
of environmental performance, hygrothermal
comfort and visual comfort. Two targets have
reached the "performance" level: the management
of operational waste and the sanitary quality of
the air. 

The heating system is partially geothermal.
Openings in the roof let in natural light, the
windows are protected by awnings to save energy.
The framing is wood and the entire building is desi-
gned to fit into its natural environment. 

Another brand new feature is that rain water and
waste water are recovered and pass through various
ponds where it is cleaned by plants (photoreme-
diation system) for a "zero discharge" objective. 

Assisted by the building's Scientific and Technical
Centre, the creation of this new Cergy Eole ware-
house will serve as a "pilot" operation and contri-
bute, with other sites, to the development of "Ware-
house HEQ" standards. 

The leather goods company therefore decided to
attack transport as the priority and to replace
airplanes with ships, which emit 85 times fewer
greenhouse gases, to ship its production to the
approximately 500 stores worldwide. This requi-
red a complete reorganization. The sales of each
store were analyzed almost in real time to identify
customers better and anticipate needs. This impro-
ved planning and the reorganization of the Cergy
logistics centre gained time and offset the additio-
nal time required for transport by sea. In 2006,
more than 60% of the leather products went on
ships. River transport was initiated in France.
Between Gennevilliers and Le Havre, 70% of the
products are shipped via the Seine River on barges. 

In the stores, tests were conducted in Paris on the
Champs-Elysées, in Beijing and in Hong-Kong to
replace halogen lights, which are heavy energy
consumers, in the ceilings and windows with a
sophistical metal iodide lighting system. The results
obtained exceeded the goals since, in addition to
the 30% savings in energy expected, the energy
used by the air conditioning system that regulates
the temperature also declined by 40%.

INTEGRATION OF THE ENVIRONMENT 

IN CONSTRUCTION

The consideration of the environment in the design
and management of buildings is a major lever for
improvement in order to minimize the impacts of
the building throughout its life cycle. Eole, the new
Louis Vuitton logistics platform was designed in
compliance with the French High Environmental
Quality standards. Other buildings will follow, like
the new LVMH Perfumes & Cosmetics Research
and Development centre to be built in Saint Jean
de Braye.

LOUIS VUITTON'S NEW CERGY EOLE WAREHOUSE

COMPLIES WITH STRINGENT HEQ STANDARDS 

Modern and ecological, the new 21,500 m2

Louis Vuitton logistics platform in Cergy Eole, built
near the Cergy logistics centre which supplies the
regional warehouses and stores around the world,
was designed to handle the growth in business while
offering increased flexibility. Located nearby the

The new HEQ Louis Vuitton logistic platform.
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Vie" line from Dior, launched in September. Its
anti-oxidant properties reduce the stress generated
by UV rays.

In the different countries where it has established
its networks, LVMH works to see that the crops
are raised with respect for the local populations.
The Group does not use rare plants, the preser-
vation of which is not certain, nor does it use risky
practices, such as the harvesting of birch bark
which is used to make salicylic acid, but the collec-
tion of which can destroy the trees. In order to
convince its suppliers and help them to adopt the
same ethic, the Group is working in partnership
with the Institute for Sustainable Development
and International Relations (IDRI) in Madagascar.
In Burkina Faso and Vietnam, it is organizing
mini-symposiums to train local populations in
good practices and the virtues of ethnobotany.
These projects thus contribute towards local
economic growth and actively so to the preserva-
tion of certain plant species.

IN CHAMPAGNE, TRACTORS ARE EQUIPPED TO REDUCE 

THE USE OF HERBICIDES

Whether at Moët & Chandon or at Veuve Clic-
quot, integrated grape growing is gaining ground.
The priorities in 2006 are to reduce the use of
herbicides and implement sodding. It is being
deployed through a number of projects:  
■ changes in working the soil with the growing use
of the technique of controlled natural sodding and
the systematic improvement of headlands with
sodding; 
■ the adaptation of spraying equipment to reduce
the volume of unused products to a minimum; 
■ the encouragement of alternative solutions to the
use of certain insecticides;
■ work with grape deliverers to expand the
traceability of vine treatments.  

Sodding balances soil composition, creates natu-
ral filters and reduces the growth of weeds. These
changes in practice also include better tractor equip-
ment.  

These changes in practice also include better trac-
tor equipment. 

Moët & Chandon's accomplishments for 2006
include: the installation of precision weeding equip-
ment, allowing detection of the weeds to be treated
and reducing herbicide use by 20% (seven tractors
in 2006 and an additional thirteen planned in
2007), the 100% sodding of the headlands (about
80 ha located on the outskirts of the vines), large-
scale experimentation with sodding using winter
grain seeds (18 ha), the reduction of spray effluents
(with rinsing the spray equipment directly on the
parcel), equipping the entire spray fleet with latest
generation anti-drift nozzles (significantly limiting
the risks of air pollution). 

BIODIVERSITY

The preservation of biodiversity is a major prio-
rity, particularly for the companies of the Perfumes
and Cosmetics and Wines and Spirits business
groups. It is a heritage vital for successful opera-
tions and various actions are being taken to protect
it, such as the development of integrated vineyard
practices in the Wines and Spirits companies or
the implementation of privileged partnerships to
raise certain plants in the Perfumes and Cosmetics
companies. 

FROM LONGOZA, VINE SHOOTS IN ANTI-AGING

CREAMS…THE LVMH LABORATORIES ARE WORKING

ON PLANTS 

In all eras, plants have had medicinal properties.
They have been used by man for food and care.
Convinced that these properties can still be used
today, the LVMH laboratories have been working
for more than 20 years on plants to extract the
most effective active agents and introduce them in
the compositions of the beauty care lines of the
various Group companies. 

As a result, LVMH has set up ethnobotanical
networks in different countries, including Mada-
gascar, Burkina Faso, Vietnam or China. Its teams
are working on a variety of plants. They withdraw
extracts, which they test to make sure that they
are both effective and well tolerated by the skin. 

Thus, extracts from Longoza, from Madagascar,
were used as the base for the anti-wrinkle cream
"Capture Totale" launched in early in 2006 by
Dior. And extracts of vine shoots from Château
d�Yquem have been introduced into the "Or de
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of the vineyards in California, Argentina, Australia
and New Zealand. This practice, which is closely
monitored by local authorities, which issue permits
for taking water, is the target of many measures to
limit it: 
■ Recovery of rain water (Domaine Chandon
California, Domaine Chandon Australia, Bodegas
Chandon Argentina), reuse of the retreated waste
water (Domaine Chandon Carneros, California),
recovery of runoff water in artificial lakes (Newton).

Implementation of measurement protocols and
specification of water needs: analysis of soil humidity,
leaves, visual inspection of the vines, adaptation of
the supply based on the needs of each parcel
(Domaine Chandon Australia).
■ General use of drip irrigation (between 73 and
100% of the vineyard surface covered by this
practice).
■ Weather monitoring for optimized adaptation
of the irrigation (weather stations in place at
Chandon California).
■ Periodic inspections of the irrigation systems
to prevent the risk of leaks.
■ Practice of "reduced deficit irrigation,� which
both limits the use of the water and improves the
quality of the grapes (maintaining the size of the
grape concentrates aromas and colour). 

In 2006, these companies used 6,870,975 m3 of
water to irrigate vines (6,648,138 m3 in 2005). The
"process" needs in 2006 correspond to 2,464,175 m3

(1,438,884 m3 in 2005); the distribution by sector
is as follows:

Between 2005 and 2006, the absolute value of water
consumption rose 71%. This increase is related to
changes in the scope of reporting: 
■ The inclusion of Glenmorangie. The whisky
manufacturing process is a continuous process that
includes a water-consuming distillation step.  

■ The inclusion of DFS (Selective Retailing) and
Louis Vuitton (Fashion and Leather Goods) stores.

On a comparable basis, the water consumption of
the production sites of the "LVMH 2" panel declined
3%.

At Veuve Clicquot, all the sites have rinsing plat-
forms to recover the residues treated. 

Integrated viticulture was also expanded in 2006
by the companies of Moët Hennessy Wine Estates.
Domaine Chandon Australia, after the elimination
of the use of certain pesticides, this year develo-
ped natural sodding for the vines. Domaine Chan-
don California is continuing and expanding its
initiatives:
■ elimination of the use of most pesticides in favour
of the use of natural and beneficial parasites
(insects, bacteria, etc.) which, because of their
predatory action, will reduce or eliminate the need
for treatment by spraying pesticides;
■ planting trees to reduce soil erosion; 
■ installation of owl nests (a natural predator of
undesirable insects); every year there is an average 
of 8 new owls per nest; 
■ development of controlled natural sodding.

WATER CONSUMPTION  

Water consumption by the LVMH companies is
determined by two distinct uses: 
■ Process needs: various cleaning operations
(tanks, products, equipment, soil), air conditioning,
use by employees, etc. The water consumed in these
ways generates waste water.
■ Agricultural needs: irrigation of vines outside
France (vine irrigation is not practiced in France).
The water is taken directly from the natural
environment. Use from one year to the next is
closely related to weather conditions. The use of
water for irrigating vines is necessary for the survival

1,428,090 Wines & Spirits

Perfumes & Cosmetics 348,996

Fashion &  
Leather Goods 231,986

Watches & Jewellery 15,700

Selective Retailing 423,631

Holding Company 15,772

Water Consumption by Sector in m3 (Excluding Agricultural Needs)"
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* Coverage rate in relation to the 2006 environmental perimeter on this indicator: 39%.

1. In order to track the changes in major indicators, on a comparable reporting basis, over five years, a panel of the
main production sites of the Group companies was defined. Until 2004, this panel included the business activities of
La Samaritaine. After La Samaritaine was closed, an LVMH 2 panel was defined in order to maintain a compa-
rable basis for reporting. It includes the same businesses as the original panel and only La Samaritaine was excluded.
Thus, the following are included in the LVMH 2 panel: the French production sites (Moët & Chandon, Veuve Clic-
quot Ponsardin, Hennessy, Parfums Christian Dior, Parfums Givenchy, Guerlain, Louis Vuitton Malletier), Swiss
sites (TAG Heuer) and the Le Bon Marché store. All the indicators were, therefore, recalculated with the definitions
for the LVMH 2 panel. The coverage rate with respect to the 2006 reporting scope is defined for each indicator. We
are studying the relevance of a change in the scope of the LVMH panel for 2007.

The increase for Wines & Spirits companies is related to the change in the scope of reporting (inclusion of Glenmorangie, see p.2, 3 and 4). 
The increase for selective retailing is related to the change in the scope of reporting (inclusion of DFS stores).
The increase for Fashion & Leather Goods companies is related to the change in the scope of reporting (inclusion of Louis Vuitton stores).
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Business Group Waste Waste Waste Waste Change in 
Produced in Produced in Produced in Produced in Waste

2006 (tons)" 2005 (tons)" 2004 (tons)" 2003 (tons)" Produced
between 2005 
and 2006 (%)

Wines & Spirits 72,946(a) 26,148 26,909 13,958 179%

Perfumes & Cosmetics 6,937(c) 7,824 7,970 8,574 -11%

Fashion & Leather Goods 4,686(c) 19,275 4,911 3,704 -76%

Watches & Jewellery 184(c) 173 176 159 6%

Selective Retailing 3,653(b) 1,783 4,906 4,452 105%

Holding Company 208(c) 206 204 2 1%

Total (tons) 88,614(c) 55,409 45,076 30,849 60%

(a) The increase is related to the change in the scope of reporting (inclusion of Glenmorangie). The whisky manufacturing process is a continuous
process that generates significant quantities of organic waste during the mashing and fermentation stages. 

(b) The increase is related to the change in the scope of reporting (inclusion of DFS stores) and to a better definition of the waste produced by 
La Grande Epicerie (Le Bon Marché).

(c ) In 2005, the Fashion & Leather Goods number included a one-time production of 15,000 tons of waste related to the destruction of a site. 

LIMITATION OF DISCHARGE AT MOËT & CHANDON  

For more than 10 years, Moët & Chandon has been
working to reduce its discharge. During the harvest,
at the fermenting room in Epernay, controls were
strengthened in order to limit discharge into the
purification station. The pressing effluents and
washing waters (96% of the pollution load) are
separated to be recycled in agriculture through land
application. For the Oiry pressing centre, this point
was integrated from the design of the building;
thus, 100% of the pressing effluents are recycled
through land application. The significant reduc-
tion in water consumption between 2005 and 2006
also helped to limit the discharge. 

Continually looking for improvements, Moët &
Chandon encouraged the service providers of pres-
sing by-products (like the aignes) to revise the trans-
port conditions. After experimentation in 2005,
the use of sealed dump trucks was generalized in
2006.

WASTE RECOVERY 

In 2006, a total of 88,614 tons of waste was produ-
ced by the Group's companies, 60% more than in
2005. The increase is related to the change in the
scope of reporting (inclusion of Glenmorangie).
The whisky manufacturing process is a continuous
process that generates significant quantities of orga-
nic waste during the mashing and fermentation
stages. The change is also related, to a lesser extent,
to the inclusion of the DFS stores and to a better
definition of the waste produced by La Grande
Epicerie (Le Bon Marché). The breakdown of
tonnages by sector is as follows:

WATER DISCHARGE 

The only significant discharge is the discharge of
organic substances that contribute to eutrophiza-
tion. These substances are measured by the chemi-
cal oxygen demand (COD). This demand is 
calculated after treatment of the effluent in the site
or local stations. "Treatment" means the collective
or independent waste treatment operations (aera-
tion basin) and spreading. 

The COD is actively monitored on all the sites of
the Wines and Spirits and Perfumes and Cosme-
tics business groups. 

They measure it periodically, sometimes even daily,
during periods of significant and concentrated
discharge (harvests for Wines and Spirits). 

COD after treatment in tons/year "

Sector 2006 2005 2004

Wines & Spirits 2,696.7(a) 143.3 128.3
Perfumes 
& Cosmetics 8.8(a) 6.2 19.5

Total 2,705.5(a) 149.5 147.8

(a) The increase is related to the change in the scope of reporting (inclu-
sion of Glenmorangie). The whisky manufacturing process is a continuous
process that generates significant quantities or organic matter contained
in the effluents discharged during the mashing, fermentation and distilla-
tion stages. No purification coefficient was applied to the effluents dischar-
ged into the sea (case of two distilleries), a current practice legally allowed
throughout the Scotch whisky producing region. 
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Hazardous waste is waste that requires sorting and treatment separate from "household" waste (card-
board, plastics, woods, paper, etc.) 

Business Group Hazardous Hazardous Hazardous Hazardous Change in 
Waste* Waste* Waste* Waste* Hazardous
(tons) (tons) (tons) (tons) Waste

in 2006" in 2005" in 2004" in 2003" between 2005
and 2006 (%)

Wines & Spirits 136 102 150 130 33%
Perfumes & Cosmetics 479 856 683 574 � 44%
Fashion & Leather Goods 56 33 33 47 70%
Watches & Jewellery 8 11 12 9 � 27%
Selective Retailing 41 6 22 15 583%
Holding Company 0 0 1 0 /
Total (tons) 720 1 008 901 775 – 29%

(*) Certain products eliminated from the production circuit are classified as hazardous waste and are treated in the "hazardous waste" cycle to prevent
counterfeiting. 

Recovery of the Waste Produced by the Sites of the LVMH Group in 2006 "

Business Group % Waste Recovered 
Reused Recycles Incinerated with % total 

Energy Recovered
Recovery

Wines & Spirits 39 58 1 98

Perfumes & Cosmetics 10 48 30 88

Fashion & Leather Goods 3 41 17 61

Watches & Jewellery 11 39 33 83

Selective Retailing 0 35 51 86

Holding Company 0 52 47 99

Total (tons) 32 55 6 93

tion in mass, and an increase in the recycled
portion. While the Waste/Objective -10% project is
ending, the reduction efforts will continue: colla-
boration with suppliers to reduce the packaging on
the materials purchased, a study of the lighter glass
bottle (industrial validation in the first half of
2007), the prospective study on the energy reco-
very from vine trunks removed, and the implemen-
tation of eco-design (pilot projects on Moët &
Chandon merchandising articles).

This indicator takes into consideration all the 
activities for the year and the difference between
bottling and marketing. 

MOËT & CHANDON CONTINUES ITS EFFORTS  

In 2003, Moët & Chandon and the Agency for the
Environment and Energy Management (ADEME)
initiated a pilot program to reduce waste by 10%
over 2 years. At the end of 2006, the contract was
met: a reduction of nearly 100 tons of waste (parti-
cularly, wood, paper and cardboard), almost maxi-
mum recovery (nearly 100% in 2006, up from 93%
in 2003), a net improvement in sorting (reduction
of 20% in unsorted waste). The measures adopted
included: the reuse of shipping packaging, a reduc-

Percentage of Waste Recovered from the Sites of the LVMH 2 Panel between 2002 
and 2006 (See Note 1, page 18)
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Since 2004, the Group has had a risk mapping tool
to systematically identify its industrial, environ-
mental, and operational risks on the basis of
common standards. Ranking those risks shows the
priority cases. This information and alert tool allows
action beforehand to reduce the probability that
the dangers identified will occur. 

ENVIRONMENTAL EXPENDITURES OF THE GROUP 

THE ENVIRONMENT: A WORTHWHILE INVESTMENT 

The cost of the environmental policy is difficult to
evaluate. Initially, it is a commitment, a wish:
increase the awareness of the employees and
suppliers, reduce packaging, a new transport
method, a High Environmental Quality building. All
these processes have a cost, but result in savings
in the short, medium and long term. Under these
conditions, it is difficult to calculate the many
projects conducted at all levels by the 50 brands
of the Group. 

In 2006, the amount of the expenditures directly
related to the protection of the environment can
be analyzed as follows:
■ operating expenses: 5.9 million euros (5.1 million
in 2005);
■ capital expenditures: 3.2 million euros (3.7 million
in 2005).

There was no provision in 2006 for environmen-
tal risks. 

The environmental expenditure items were reco-
gnized in accordance with the recommendations
in the opinion from the French National Accoun-
ting Board (Conseil National de la Comptabilité -
CNC). The operating expenses and capital expen-
ditures were carried forward for each of the
following items:
■ protection of the ambient air and climate,
■ management of waste water,
■ management of waste,
■ protection and cleanup of the soil, underground
water and surface water, 
■ protection against noise and vibrations,
■ protection of biodiversity and the landscape, 
■ protection against radiation, 
■ research and development, 
■ other environmental protection activities.

MANAGING ENVIRONMENTAL RISKS  

Safely managing the environmental risks arising
from its operations is a crucial concern of LVMH,
which is acting on three levels: systematic identifi-
cation of the risks, organization of prevention, the
protection of industrial assets and persons, and the
deployment of a crisis response procedure. These
actions are being conducted by qualified professio-
nals from the different companies (safety, quality
and environmental officers), who are acting in close
collaboration with outside specialists. They pay
special attention to the risks in the storage and
transportation of the raw materials particularly
related to the Group's operations. 

�The reduction of industrial risks takes place
through a prevention policy that involves compliance
with the highest safety standards. LVMH applies
the highly protected risks standards in order to
substantially reduce the risks of fire. A program to
promote investments in prevention, the levels of
which are considered by insurers in their risk assess-
ment, is being implemented. This process is combi-
ned with a program to monitor industrial and envi-
ronmental risks, under which 30 sites were audited
in 2006 (30 sites audited in 2005). 

�The prevention of the risks related to the
products is ensured by enhancing security and
traceability. The Hazard Analysis Critical Control
Point (HACCP) method is used in the Wines and
Spirits and Perfumes and Cosmetics branches. This
approach increases the ability to anticipate and
react in the event of product recalls. A legal watch
has been set up to monitor shifts in liability risks,
particularly those that could affect the Group's
brands. 

Illustration of this process, the Hennessy guide of
good practices intended for the 250 services provi-
ders on site contains three components: environ-
ment, food safety and security. Hennessy has also
published small, colour summary data safety sheets,
which are clear and easy to understand at a glance
so that the employees know which precautions to
take any time and how to react in any situation.
Displayed at the work stations, these sheets can
also be carried in a pocket.

�The correct application of this policy is moni-
tored through a large number of risk inspections
on sites and regular reporting. Thus, the relevance
of the risk management policy can be measured
and evaluated. 
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GUARANTEEING MAXIMUM SAFETY FOR PERFUMES
AND COSMETICS 

The objective of LVMH is clear: ensure that the
products are safe for human health by selecting
ingredients and using appropriate alternative
methods at the beginning of the process. 

Cosmetic products manufactured or sold in Euro-
pean ter r i tor y are  governed by Direct ive
76/768/EEC from the Council; this "cosmetics
directive" is considered by experts to be among
the most stringent of documents governing the
marketing of cosmetics in the world. This directive
governs all the substances used by the cosmetics
industry and requires the completion of a risk
assessment for each product marketed, conduc-
ted by a qualified person and under his respon-
sibility, which takes into consideration the condi-
tions of use. In addition, the Consumer Products
Scientific Committee (SCCP) of the European
Commission evaluates the safety of the substances
used in cosmetic products on an ongoing basis. 

The Group is particularly vigilant in complying
with regulatory instruments, opinions from scien-
tific committees, and the recommendations of
professional associations. In addition to these
texts, the Group's toxicologists, who are respon-
sible for product safety, take into consideration
scientific advances and define their own rules
which are then imposed on the suppliers and deve-
lopment teams. The experts regularly participate
in the working groups of national and European
authorities and are very active in professional
organizations. 

In the environmental area, changes in scientific
knowledge and/or the regulations sometimes lead
us to substitute certain ingredients. Thus, for
example, it was decided not to use triclosan in
products because of its environmental risk, even
though European scientific bodies (Executive
Scientific Committee and the SCCP) provided
favourable consumer safety assessments in 2002.
Today, it has been completely eliminated from all
products sold by the Group.  

"COSMETIC-VIGILANCE" TO ANALYZE CONSUMER
COMPLAINTS 

Compliance with current regulations and anticipa-
ting future European directives by applying the
most stringent rules is part of the LVMH policy,
which sets a very high standard for its specifica-
tions so that its cosmetic products are completely
safe. However, that is not enough. In order to

SHARING OUR ENVIRONMENTAL 
AND SOCIAL PRACTICES WITH OUR SUPPLIERS 

LVMH continues to collaborate with its suppliers
so that everyone shares the best environmental and
social practices. To assist the various companies to
evaluate the performance of their suppliers and, if
necessary, assist them in an improvement process,
the environmental department provided them in
2006 with tools, enhanced with new textile stan-
dards. Adapted to each business, it provides infor-
mation on the current legislation in the different
countries and information on asking suppliers the
right questions. 

Significant progress was made. The specifications
for Hennessy's dry materials and equipment
suppliers explains the company's environmental
process, which has been ISO 14001 certified, and
asks them to take inspiration from it. Wine growers
receive information through the "Letter to Delive-
rers.� A guide to good practices has just been publi-
shed, which covers three problem areas: the environ-
ment, food safety and security. Adapted to the
specific problems of Hennessy which include, for
example, the risks of fire or explosion, or food safety
issues, it commits Hennessy's partners to adopting
a number of good attitudes. To ensure greater effec-
tiveness, this guide, which has been sent to the 250
businesses that work for Hennessy, includes a trai-
ning CD intended for all persons that must work on
the premises of the Cognac House. 

Veuve Clicquot scheduled awareness training, over
three years, in segments of 500 people, for the 1500
wine growers who supply it, and Moët & Chan-
don explains its practices to the grape deliverers,
encouraging them to act in the same way. Other
Group companies, like Louis Vuitton, Donna
Karan, Sephora, TAG Heuer or Parfums Christian
Dior, have also established supplier charters and
codes of good conduct. SA 8000 type social audits
are being conducted with suppliers. 

LVMH is also continuing its work with the Coun-
cil for Responsible Practices in Jewellery, an inter-
national association that ensures that responsible
attitudes are adopted throughout the jewellery
sector, from extraction of the gold and diamonds
from the mines up to the retail jeweller. 

Shared
Concerns

LVMH involves its partners—suppliers, investors, customers—in its projects
so that it continues to improve. Consumer protection and health lie at the
heart of the studies conducted in the Wines and Spirits and Perfumes and
Cosmetics business group. A tool is being created to measure the
environmental impact of the advertising. In Champagne, the weight of the
bottles is decreasing. 
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GUERLAIN, VUITTON, MOËT & CHANDON, 
VEUVE CLICQUOT… ALL ARE REDUCING 
THEIR PACKAGING 

Whether they are continuing older programs or
implementing new projects, most of the companies
are competing in imagination in order to reduce
the weight of their packaging and reduce the tons
of carton discarded. 

At Guerlain, 2006 was the year in which studies
that had been ongoing for three or four years to
reduce both the packaging for consumer products
and the packaging used to ship creams and
perfumes to 7,000 points of sale worldwide were
completed. For customer packaging, the efforts
focused on the "Issima" star line of skin care
products. The boxes and bases were reworked to
simplify them but remain just as beautiful, lighter
and easier to handle. The first trials took place
early in 2006; today, the process which has been
fine-tuned, is used on about thirty products. In
2006, this process saved 1.5 tons of cardboard
for boxes and 2 tons for the bases. 

AMERICAN CRATES REPLACE CONTAINERS 

In order to ship creams and perfumes from the
plants in Chartres and Orphin to the logistical
centre in Béville-le-Comte, then from that centre
to points of sale worldwide, the containers were
replaced with American crates that contain no more
than about twenty products. This offers two advan-
tages. First, the American crates last longer than
the containers, which were thrown out after five
or six trips. Second, they are smaller, easier to
handle, and can be used from the point of departure
at the plant to the final point of sale, thus avoi-
ding packaging changes on route. Introduced at
the end of 2003, these American crates have been
exclusively used since the end of 2005. In 2006,
they saved 800 kg of shrink wrap, 2.25 tons of
expanded polystyrene and 500 kg of polyethylene. 

Guerlain has reintroduced an old process: rechar-
geable perfume bottles. "Festive containers" have
been created for Shalimar. When the bottle is
empty, just a simple refill is needed. These festive
containers have been successively extended to other
Guerlain perfumes and then, in 2006, to Shali-
mar's Insolence and Guerlain's Instant eau de
toilettes. Even more attractive is that it is now
possible to fill the old "Abeilles" bottle directly from
the perfume fountain at the Champs-Elysées store.
The savings, which are difficult to calculate,
combine with the world of dreams: no one wants to
throw out mythic bottles�

ensure complete safety for its creams and other
perfumes, the LVMH laboratories monitor them
up to consumers. A "cosmetic-vigilance" depart-
ment is responsible for studying and analyzing all
claims. If there is a complaint about an allergy, an
intolerance or severe irritation, the customer is
questioned, a team tries to identify with the custo-
mer the causes that resulted in the irritation. The
entire inquiry is included in the product file and
may become the basis for new research to improve
its composition. 

OFFER PRODUCTS RESULTING 
FROM ECO-DESIGN  

LIGHTER BOTTLES FROM MOËT & CHANDON 
AND VEUVE CLICQUOT

Lightening the weight of champagne bottles by
60 grams, from 890 grams to 830 grams, is a
perfect illustration of an eco-design approach.
Initiated by Moët & Chandon and Veuve Clic-
quot in 1994/1995, this project required ten years
of studies and tests, and the results could change
practices in the entire Champagne sector in the
future. The problem is simple: reduce the weight
of the bottles, while maintaining the pressure resis-
tance of the wine, and without disturbing consu-
mers who love the characteristics of the bottles,
which resemble no others. 

After verifying pressure resistance, the tests in
2007 will cover shaking properties, adaptation to
storage resources, and behaviour on the produc-
tion line (dégorgement and labelling). The 2007
objective is to consider all the new technical data
to decide on the opportunity for industrial deploy-
ment over 2008. The goal is to gradually lead the
entire Champagne industry to consider this 830-
gram bottle as the standard for 75 centilitre
bottles. 

WINE SHOOTS FROM CHÂTEAU D’YQUEM 

After longoza was used in Capture Totale cream,
which was launched early in 2006, extracts from
vine shoots from Château d�Yquem were included
in the composition of the Or de Vie line launched in
September by Parfums Christian Dior.

MATERIALS FROM RENEWABLE RESOURCES 

Louis Vuitton glasses are manufactured from cellu-
lose acetate, a natural noble material coming from
a renewable resource�wood. 
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In Champagne, Moët & Chandon studied new
cardboard display packs, manufactured with 86%
recycled fibres, printed with inks that do not
contain solvents, which can be reused from one
campaign to another. Thanks to the use of a
window, the visual image can be changed at will.
They are slowly being used in most of the super
stores and in major department stores like Bon
Marché in Paris or Harrod�s in London. Veuve 
Clicquot designed a 100% biodegradable case that
serves as protection, is a gift box, and can be trans-
formed into an ice bucket. 

REDUCE PACKAGING AND FACILITATE RECOVERY 

Better packaging in the plant in order to ship
products worldwide in the same packaging is an
area of research on which Louis Vuitton has been
working for several years. In a new step in 2006,
100 tons of cardboard were saved for small leather
goods by performing the final packaging in the
plants and filling the cartons better. In addition,
the flexible paper envelopes in which the bags were
inserted before being packed in the customer packa-
ging have been eliminated. 

possible the impact of the decisions made, to have
visibility to be able to optimize choices taking the
environment into consideration. The final version
will be included in the details of an advertising
campaign, taking into consideration about ten envi-
ronmental indicators based on the full set of parame-
ters that define the campaign. 

ENCOURAGE RESPONSIBLE CONSUMPTION 

Use products responsibly is the conduct which
LVMH and the Wines and Spirits companies want
to have their customers adopt. As a founding
member of associations like Enterprise and Preven-
tion, the source of the development of a code of
good conduct, the Group took new steps in 2006
to discourage teens from drinking and encourage
older youth to consume carefully. 

Alcohol is not recommended for anyone under the
age of 18, the legal age in France. Therefore, the
LVMH companies have introduced on the home
page of their website a question asking the visitor
his/her age. If the visitor is younger than 18, he/she
is informed of the rules for purchasing and consu-
ming liquor in his country and everything is done
to discourage it. 

If the visitor is older than 18, he will find messages
about responsibility on the home pages of the sites,
as well as on all the advertising for the different
brands.  

ECOPUBLICITÉ, A TOOL FOR MEASURING 
THE ENVIRONMENTAL IMPACT OF ADVERTISING 

What is the environmental impact of an advertising
campaign? In July 2007, for the first time, we will be
able to measure it through the Ecopublicité project
launched in partnership between LVMH, ADEME
and MPG. 

The objective consists of being able to measure, using
a tool which began development in 2006, all the
implications of an advertising campaign on the envi-
ronment: how many greenhouse gases and wastes
are emitted, how many non-renewable resources are
used. All the parameters of a campaign will be consi-
dered: the impact of the production of the ads
(photos, film production, etc.), but also the choice of
the medium (print press, radio, television, etc.) 

The goal is not to preach or to dictate what is good
or bad, but to be able to evaluate as accurately as

Packaging Volumes 
by Type of Material (Tons)"

140,626 Glass

Paper-Cardboard
22,165

Plastic 5,106

Other Packaging  
15,772Metal 1,636

Packaging Placed on the Market  "

In tons 2006 2005 2004 Change Organic
2006-2005 Change

in Sales
2006-2005

Wines and Spirits 148,121(a) 117,735 113,607 26%

Perfumes and Cosmetics 19,042 16,678 19,673 14%

Fashion and Leather Goods 2,298 2,269 2,576 1%

Watches and Jewellery 493(b) 213 228 131%

Selective Retailing 1,676 1,502 1,451 12%

Total 171,630 138,397 137,535 24%

(a) The increase in the packaging volumes on the market is related to the change in the scope of reporting (inclusion of Glenmorangie).

(b) The increase in the packaging volumes on the market is related to an increase in activity.
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These ten recommendations, which have been
applied in France in the champagne and cognac
houses, have been sent to the European distribu-
tion companies of LVMH.

CONVINCE INVESTORS 

It is difficult to evaluate the cost of the environ-
mental policy. Initially, it is a commitment, a
conviction, training hours and investments. Howe-
ver, over the years, the adoption of green prac-
tices reduces water or electricity consumption,
and the reduction in packaging reduces shipping
costs. All this results in savings. These actions
take place under the watchful eye of the agencies
that study best practices. LVMH is well rated.
The Carbon Disclosure Project (CDP) has rated it
the French leader in the "consumer goods" cate-
gory. The French Information Centre for Busi-
nesses (CFIE) ranks it as a leader with respect to
the environment. 

Providing information is not enough; it is neces-
sary to create the conditions to ensure that consu-
mers drink responsibly. In order for the approxi-
mately 350,000 annual visitors to the cellars of the
Group's companies or guests at events to drink
responsibly, the Group has set out ten recommen-
dations to organizers of reception. They are simple
and common sense rules: 
■ Plan the event before a meal. 
■ Give preference to service with employees rather
than self-service. 
■ Limit the circulation of servers. 
■ Always provide solid foods, which are varied and
attractive and do not make people thirsty. 
■ Also offer water and non-alcoholic drinks. 
■ Make sure that management is represented during
the event. 
■ Serve moderate set servings. 
■ Offer breath tests. 
■ Discourage those over the legal limit from driving. 

only 2%. The result is that 26.5% of greenhouse
gas emissions are due to transportation and the
increase is disturbing: +22.7% in 15 years. 

There are solutions because all transportation
methods are far from being as polluting as others.
For 1 km travelled, an airplane emits 3.6 kg of
CO2, trucks from 50 to 180 grams, and ships from
3 to 40 grams. 

But the choice is not always easy. What is the legis-
lation? What are the advantages, disadvantages,
subsidies, costs? How should the problem be tack-
led? The guide provides answers to these questions
with fifteen examples from very different businesses.

These stories can be useful to everyone. They show
the challenges, possible progress, and difficulties.
They are essential elements to the decision-making
process of companies that want to adopt the best
environmental practices.  

THE JARDIN D’ACCLIMATATION USES BIODIVERSITY 

Nearly 150 years after it was opened by Napoléon
III and Empress Eugénie, the Jardin d�Acclimatation
remains, in the middle of Neuilly, a place dedicated
to nature, animals, and the meeting of cultures.
This model farm designed for families, children
and education, welcomed 1.3 million visitors in
2006. 

WHEN LVMH PARTNERS WITH OREE AND SMALL 
AND MEDIUM BUSINESSES   

The guide "Environmental Performance of Trans-
port and Logistics Practices,� published in 2006,
is the perfect example of what can be provided for
everyone�s benefit: large and small companies, local
communities, the collaboration between associa-
tions and businesses. 

Designed for business executives and local autho-
rities responsible for transportation/logistics, envi-
ronmental/sustainable development offices, and
anyone who has an influence over demand for
transportation, this guide is the culmination of
nearly three years of work and collaboration, under
the leadership of OREE, between LVMH and nearly
200 participants. Based on analyses and experience,
it reports on the environmental impact of shipping
and logistics and proposes methods and examples
of good practices. 

The finding: in 25 years, merchandise shipments
have risen 80% in France. Now, trucking represents
80% of merchandise transport, rail 12% and sea

Programs Extended  
to Civil Society 

Conferences at top schools, work in partnership with OREE, research into
plants to be used in cosmetics, nature festival at the Jardin d’Acclimatation
etc. Working with specialized associations, LVMH is extending its actions in
civil society to further the debate. 

Photo Fete Nat
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Teams in the countries are researching plants that
may have beneficial effects on the skin, particu-
larly for aging. Samples arrive in the Saint Jean
de Braye laboratory where the extracts are taken,
examined and tested. A plant may be studied for
ten years before a decision is made to introduce it
in future cosmetic products. 

This is how longoza, grown in Madagascar with
the assistance of a local association that harvests
it, came to be included in the composition of
Dior's Capture Totale cream. Work is currently
being conducted in Uzbekistan, on Jisten, extra-
cts of which may act on aquaporins.

CLOSE TO YOUTH AND SMALL 
AND MEDIUM BUSINESSES 

In order to make young people aware of the stakes
for sustainable development, a mission it has set
for itself, LVMH regularly gets involved in major
schools, such as the CNAM (National Conserva-
tory of Arts and Crafts) or the ESSEC business
school. LVMH is also working to help small and
medium businesses adopt the best environmental
practices. For two years, the Group has been part of
the Global Pact-Ile-de-France Club initiated by the
Ile-de-France DRIRE, which asked several major
companies to serve as consultants for small busi-
nesses to help them adopt the environmental crite-
ria of the Global Pact. 

READY TO SHARE ITS EXPERIENCE

In local areas, LVMH shares its experience. In
Champagne, where Veuve Clicquot was the first to
carry out a carbon balance, the ambition is to help
all Champagne brands adopt similar practices. Follo-
wing the carbon balance, a working group was made
up within the CIVC (Interprofessional Committee
of the Champagne Wines) to work on various
topics: vine growing, energy consumption, buldings
design and packaging development. The objective
of the Champagne climate plan is ambitious: to
decrease by 25 % in ten years the greenhouse gas
emissions of the whole of the area. Changes of
mentality and behaviors, as well as the efforts of
conviction will be necessary. Another good prac-
tice, an auction sale of exceptional bottles, including
a 10,000 euros cognac Hennessy, was carried out in
October in Dallas for the benefit of the protection
of wild fauna in Tanzania.

Any person or association who has questions to
ask the Group can do so, and is guaranteed to
receive an answer, by writing to:  
environnement@lvmh.fr

The highlight of the year is the "Festival of
Nature,� a kind of grand happening in ecology
and the environment, and was held for one week
in June, under the leadership of ADEME and
sponsored by Lambert Wilson. About fifty booths
showed visitors all the progress that can be made
to save water, manage wastes better and even
control energy and electricity consumption. A
fashion show produced by Esmod on the theme
of nature showed that it is possible to create
dresses, that are original, beautiful and recyclable,
all at the same time, using leaves and tree bark. 

As a meeting place for cultures, the Jardin d�Accli-
matation also welcomes one country every year. In
April 2006, it was Morocco. For one month, visi-
tors discovered the foods, crafts, books and films
of Morocco. They were introduced to Moroccan
culture and, for example, henna painting with its
subtleties and meanings. Above all, the Jardin
d�Acclimatation is a place where young Parisians
can discover nature. Priority is now given to the
biodiversity of animal species. In partnership with
the National Sheep Farm, rare domestic species
have entered the Jardin, such as goats from Sene-
gal, sheep from Ouessant and sheep from Came-
roon. The peacocks walk around freely. In the bird
houses, the little known teals and budgerigars
have joined the parrots and other pigeons. A total
of 37 bird species are represented, 50% more than
previously.

A NETWORK OF PARTNERS TO FIND PLANTS 
FOR FUTURE SKIN CARE PRODUCTS 

This is breathtaking project, that has been ongoing
for nearly 20 years. LVMH Recherche Parfums et
Cosmétiques, the laboratory for Dior, Guerlain,
Givenchy, Sephora and Kenzo, has chosen an
ethnobotanical approach to discover new ingre-
dients to be used in its skin care products, makeup
and perfumes. From the beginning, the research
has concentrated on tropical countries where the
plants are used daily, for health and for nutrition.
Initial contacts were established in the field, either
with a person, a company, a university, or a
research institute like the IDVP (Vietnamese Insti-
tute of Research and Development) in Vietnam.
Next, over the years, real networks have been esta-
blished, creating a kind of chain from countries
like Madagascar, India, Burkina Faso or Vietnam
to the plants in Saint Jean de Braye.

Everything is based on an exchange, a long-term
approach and lasting relationships that allow
active participation in local economic develop-
ment and the preservation of certain plant species.

The longoza grown in Madagascar.
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Objectives
These tables present the objectives assigned to a Group company and its business group
is indicated in the second column.

ACHIEVEMENTS OF 2006 OBJECTIVES 

AIM FOR A HIGHER LEVEL OF ENVIRONMENTAL PERFORMANCE 

Strategy Business  Objective Assigned to the Company Achieved/
Group in 2006 Not Achieved 

Strictly comply with HOLDING ———————————————————■ Systematically verify environmental ——————■ Achieved
environmental ———————————————————————————compliance during internal financial 
regulations ———————————————————————————audits of the sites 

———————————————————————————■ Maintain French and international ————————■ Achieved
———————————————————————————environmental regulatory oversight 

WINES & SPIRITS ———————————■ Compliance of a battery charging ————————■ In Progress
———————————————————————————facility  ���������������� (to be completed 

�����������������������������������������������
in 2007)

Reduce the FASHION & LEATHER GOODS ——■ Construction of a new High —————————————■ Achieved
environmental impacts ———————————————————————————Environmental Quality (HEQ) warehouse 
of the products and at HOLDING ———————————————————■ Conduct an energy diagnosis —————————————■ Not Achieved
the industrial, ———————————————————————————on an administrative site ——————————————————

administrative sites and WATCHES & JEWELLERY——————■ Reduce water consumption by 75% ——————■ Achieved
shipping warehouses: water, ———————————————————————————on a production site. ——————————————————————

energy, waste, transport, etc SELECTIVE RETAILING ————————■ Project to expand selective sorting  ———————■ Achieved
———————————————————————————to new waste categories 

PERFUMES & COSMETICS ————■ Replace a gas boiler with —————————————————■ Achieved
———————————————————————————a cogeneration system 

WINES & SPIRITS ———————————■ Consume 192 kWh per equivalent ———————■ Achieved
———————————————————————————bottle sold ———————————————————————————————

———————————————————————————■ Consume 3.4 litres of water per  ——————————■ Achieved
———————————————————————————equivalent bottle sold —————————————————————

———————————————————————————■ Produce 192 grams of waste per  —————————■ Not Achieved
———————————————————————————equivalent bottle sold ————————————————————— (202 grams  
����������������������������������������������� of waste per  
����������������������������������������������� equivalent
����������������������������������������������� bottle sold)

———————————————————————————■ Systematically avoid air transport   ———————■ Achieved
———————————————————————————at each new product launch 
———————————————————————————■ Set up water recycling systems  ———————————■ Achieved
———————————————————————————(crate washing and bottle rinsing) ——————————

———————————————————————————■ Reduce the quantity of waste at the source —■ Achieved
———————————————————————————by 10% under the ADEME "
———————————————————————————-10% in two years" program 
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FOSTER A COLLECTIVE PURPOSE 

Strategy Business  Objective Assigned to the Company Achieved/
Group in 2006 Not Achieved

Involve all employees HOLDING ———————————————————■ Create an environmental letter ———————————■ Achieved
——————————————————————————— for executives 
———————————————————————————■ Develop a training tool for  ———————————————■ Achieved
———————————————————————————environmental officers 

HOLDING + COMPANIES —————■ Increase employee awareness in at  ————————■  Achieved
———————————————————————————least three Group companies during 
———————————————————————————the sustainable development week 
———————————————————————————from May 29-June 4, 2006

WINES & SPIRITS ———————————■ Incorporate the environment into  ————————■ Achieved
———————————————————————————the training of 100% of the seasonal  
———————————————————————————crop workers (pressing rooms) ������

Distribute the results  HOLDING ———————————————————■ Share with employees the 2005  —————————■ Achieved
to all hierarchical levels  ———————————————————————————environmental results on the LVMH  

———————————————————————————environment Intranet 

CONTROL ENVIRONMENTAL HAZARDS 

Strategy Business  Objective Assigned to the Company Achieved/
Group in 2006 Not Achieved

Have an effective FASHION & LEATHER GOODS ——■ Obtain ISO 14001 certification for   ——————■ Not Achieved
management system ———————————————————————————a logistics platform �����������(certification planned

audited at least ������������� ������������������� in 2007)

every three years �����������������������������������������������

WINES & SPIRITS ———————————■ Initiate an ISO 14001 certification ————————■ In Progress
———————————————————————————approach with the goal of certification 
———————————————————————————in 2007 ����������������

Detect all ALL ————————————————————————■ Conduct 7 internal environmental  ———————■ Not Achieved
environmental risks, ———————————————————————————audits with the "LVMH environmental   �(5 audits ont 

prevent and reduce them ———————————————————————————audit" team ��������������
were conducted)

PERFUMES & COSMETICS ————■ Set up a confinement basis  ——————————————■ Achieved

FOLLOW THROUGH ON PRODUCT DISPOSAL 

Strategy Business  Objective Assigned to the Company Achieved/
Group in 2006 Not Achieved

Incorporate the HOLDING + COMPANIES ——————■ Distribute a new version of the  ——————————■ Achieved
environment into the  ———————————————————————————LVMH environmental trends report   
design of the Group's ————————————to marketing and design managers 
products, in-house ———————————————————————————■ Maintain oversight of materials,  —————————■ Achieved
and with suppliers �������������processes and ecological products 
and subcontractors WATCHES & JEWELLERY——————■ Replace the polystyrene used  ————————————■ In Progress

�������������in shipping packaging 

LVMH RA 2006 DD•GB  9/05/07  10:07  Page 28



29  LVMH 2006 ENVIRONMENTAL REPORT

MAKE A COMMITMENT OUTSIDE THE COMPANY 

Strategy Business  Objective Assigned to the Company Achieved/
Group in 2006 Not Achieved

Be involved with the HOLDING ———————————————————■ Continue the involvement with the   —————■ Achieved
stakeholders  ———————————————————————————OREE association: serve as chair of   

————————————the association, participate in the 
————————————working groups drafting the guide 
————————————on "sustainable" transport of 
————————————merchandise for small and medium 
————————————businesses and industries 

———————————————————————————■ Continue the joint actions  ——————————————■ Achieved
�������������with the 11 other partner 
�������������associations and organizations 

WINES & SPIRITS ———————————■ Open the site to the public during   ——————■ Achieved
PERFUMES & COSMETICS ————■ heritage days ————————————————————————————■ 

OBJECTIVES FOR 2007 AND BEYOND (not exhaustive)

AIM FOR A HIGHER LEVEL OF ENVIRONMENTAL PERFORMANCE 

Strategy Business  Objective Assigned to the Company Deadline
Group in 2006

Comply strictly with HOLDING ———————————————————■ Systematically verify environmental ——————■ Ongoing
environmental ———————————————————————————compliance during internal financial 
regulations ———————————————————————————audits of the site 

———————————————————————————■ Maintain French and International ————————■ Ongoing
———————————————————————————environmental regulatory oversight 

WINES & SPIRITS————————————■ Set up a rain water/waste water ——————————■ 2007
———————————————————————————separating network  �����������

Reduce the environmental WINES & SPIRITS————————————■ Produce 5.6 g of waste  ——————————————————■ 2007
impacts of the products ———————————————————————————(excluding pressing waste) per equivalent  
at the industrial, ———————————————————————————bottle in total steps 
administrative and shipping ———————————————————————————■ Reduce energy consumption: —————————————■ 2007
sites: water, energy, waste, ———————————————————————————■ � Replace a boiler room
transport, etc. ———————————————————————————■ � Optimize a cooling unit ————————————————

———————————————————————————■ � Launch the eco-lighting 
������������� approach (Greenlight)
———————————————————————————■ � Prospective study on the use 
������������� of renewable energies 

PERFUMES & COSMETICS ————■ Start the construction of a High  —————————■ 2007
————————————Environmental Quality building 

SELECTIVE RETAILING ————————■ Complete an energy diagnostic for a   ————■ 2007
———————————————————————————department store —————————————————————————

FASHION & LEATHER GOODS ——■ Conduct an energy diagnostic ————————————■ 2007
———————————————————————————for boutiques   ———————————————————————————

———————————————————————————■ Complete the Carbon Balance Sheet ——————■ 2007
������������� for a Company 
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Strategy Business  Objective Assigned to the Company Deadline
Group in 2006

Involve all employees HOLDING ———————————————————■ Write two issues of the Attitude  —————————■ 2007
——————————————————————————— letter (intended for executives) 
———————————————————————————■ Update again and distribute  ——————————————■ 2007
�������������the supplier tool 

HOLDING + COMPANIES —————■Increase employee awareness in at  —————————■ 2007
———————————————————————————least three companies of the Group 
———————————————————————————during sustainable development week 

WINES & SPIRITS————————————■ Incorporate the environment into the  ————■ Ongoing
———————————————————————————training of 100% of the harvest workers 
———————————————————————————(pressing rooms) ������������

Distribute the results HOLDING ———————————————————■ Share the 2006 environmental results  ————■ 2007
to all hierarchical  ———————————————————————————with employees through the LVMH  
levels ———————————————————————————environment Intranet 

CONTROL ENVIRONMENTAL HAZARDS 

Strategy Business  Objective Assigned to the Company Deadline
Group in 2006

Have an effective FASHION & LEATHER GOODS ——■ Obtain ISO 14001 certification ——————————■ 2007
management system ———————————————————————————for a logistic platform  
audited at least WINES & SPIRITS————————————■ Obtain ISO 14001 certification ——————————■ 2007
every 3 years ———————————————————————————for an entire Champagne company 

VINS ET SPIRITUEUX —————————■ Pass the audit to renew ISO 14001  ——————■ 2007
———————————————————————————certification for a company already   
———————————————————————————certified  

Detect all environmental ALL ————————————————————————■ Train the team of LVMH internal   ———————■ 2007
risks, prevent  ———————————————————————————auditors in the ISO 14001 audit  �����
and reduce them ———————————————————————————

FOLLOW THROUGH ON PRODUCT DISPOSAL 

Strategy Business  Objective Assigned to the Company Deadline
Group in 2006

Incorporate HOLDING + COMPANIES ——————■ Distribute to marketing and design  ——————■ 2007
the environment   ———————————————————————————managers a new version of the LVMH   
into the design  ————————————environmental trends report 
of Group products, ———————————————————————————■ Maintain a watch on ecological  ——————————■ Ongoing
in-house and with suppliers �������������materials, processes and products 
and subcontractors WATCHES & JEWELLERY——————■ Replace the polystyrene used  ————————————■ 2007

�������������in shipping packaging 
WINES & SPIRITS————————————■ Lighten the Champagne bottle ———————————■ 2007
�������������■ Launch of the first 100%  ————————————————■ 2007
———————————————————————————biodegradable Wines and Spirits box  
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MAKE A COMMITMENT OUTSIDE THE COMPANY 

Strategy Business  Objective Assigned to the Company Deadline
Group in 2006

Be involved with the HOLDING ———————————————————■ Continue the involvement with the  ——————■ Ongoing
stakeholders ——————————————————————————— OREE association: serve as chair   

————————————of the association, participate in the
———————————— working groups drafting the guide 
————————————on "sustainable" transportation of 
————————————merchandise for small and medium 
————————————businesses and industries 

———————————————————————————■ Continue the joint actions with  ——————————■ Ongoing
�������������the 11 other partner associations 
�������������and organizations 

WINES & SPIRITS ———————————■ Open the site to the public during   ——————■ 
OngoingPERFUMES & COSMETICS ————■ heritage days ————————————————————————————■ 
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NATURE AND SCOPE OF THE WORK  

We have conducted a limited review in order to provide moderate assurance that the data do not include
any significant misstatement. A high level of assurance would have required more extensive work. 
■ We assessed the procedures for reporting the environmental data with regard to their relevance,
accuracy, objectivity, comprehensibility and completeness. 
■ We conducted interviews with the Environmental Department at the corporate offices and at ten
selected entities(1) with the persons involved in the application of the procedures.  
■ We conducted data validation tests at the selected entities that contributed an average of 47% to the
total environmental impacts of the group. 
■ We reviewed the calculations on a test basis and verified the reporting of the data at the various
consolidation levels. 

COMMENTS ON THE REPORTING PROCEDURES 

The reporting procedures defined by LVMH for the selected environmental data call for the following
comments: 
■ The substantial improvement in the methodological guide to environmental reporting in 2006, as well
as the mobilization of the agents, enhanced the performance of the environmental data collection
process. However, the precision of certain definitions (for waste, in particular) can still be improved to
ensure the consistency of the information reported. 
■ In order to improve the reliability of the processes for reporting environmental data, the efforts made
by the Group must be continued, particularly in the area of strengthening internal controls, increasing
the awareness of the agents, and the implementation of adequate tracking mechanisms for the entities
which have recently been included in the scope of reporting.  

CONCLUSION

Based on our work, we found the following irregularities: 
■ The "training hours" indicator resulted in omissions and errors in understanding the standards, which
led to significant variances that have been corrected; 
■ For three sites, the "volume of hazardous waste generated" was underestimated, which has been
corrected. 

On the basis of our work and subject to the reservations above, we found no significant irregularity that
would call into question the fact that the data reviewed was established, in all significant aspects, in
accordance with the procedures defined by the Group.

Neuilly-sur-Seine, March 12, 2007

Ernst & Young Audit Ernst & Young
Environment and Sustainable Development

Jeanne Boillet Gilles Galippe Eric Duvaud

(1) Veuve Clicquot Ponsardin, Krug, Glenmorangie, PCD, Givenchy (Vervins), La Brosse & Dupont, Le Bon Marché, Louis Vuitton (data conso-
lidated at headquarters and one site), Céline, Zénith.

Auditor's report on the review  
of certain environmental indicators  

At the request of LVMH and in our capacity as Auditors, we have conducted a review intended
to allow us to express moderate assurance concerning 10 environmental indicators for fiscal
year 2006, and identified by a checkmark (") in the annual report on pages  6, 12, 13, 14,
17, 18, 19, 20 and 24. 

These data were prepared under the responsibility of LVMH management in accordance with
the reporting procedures for environmental data that may be reviewed within the Environmental
Department. It is our responsibility, on the basis of our work, to express a conclusion on the
data. 
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