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After China, Camus cognacs are ready to take on the American 
market 
By Marie-Josée Cougard | 28/01 | 07:00 

 

The last great independent and family-owned cognac house has tripled its 
sales in three years thanks to China. 

 

The last great independent and family-owned cognac house, Camus, has decided to launch 

into the American market.  The company, ranking fifth in the world in terms of volume, has 

built up cash reserves allowing it to make plans to develop across the Atlantic.  Over the last 

three years Camus has tripled its turnover to 150 million euros, boosted by its duty free sales 

and the Asian market, where 40% of its business takes place.  “We decided to take the risk of 

creating our own distribution network in China and this now means we are in a position to 

develop elsewhere,” explains its president, Cyril Camus. 

The American market is the largest in terms of commercial volume and presents an even 

bigger opening for VS and VSOP cognacs than China. VS cognacs are more accessible due to 

their price, 25 euros a bottle, while the VSOPs range from 45 to 60 euros a bottle.  What’s 

more, the consumption of French spirits is changing in the US, moving upmarket and making 

business opportunities there more attractive. 

Adopted more than ten years ago by rappers and the Puerto Rican community to set 

themselves apart from whisky-drinking white Americans, cognac is now an integral part of 

American night life.  “Friends drink it together, in bars and nightclubs, as a long drink or in a 



cocktail, for pleasure or as a status symbol,” explains Cyril Camus, while in Asia it’s the drink 

of the businessman. The fact that cognac is a social drink in the US opens up possibilities in 

the market, in his view.  However, as he did in China, the head of this French company wants 

to control the distribution of his product in the US.  “We will take care of the imports and sell 

to the wholesalers directly,” he explains. 

 

The call of the luxury market 
 

The European Union still accounts for 30% of sales but will most likely see its share fall with 

the rise of the Russian and American markets.  Cyril Camus views the Russian market as “a 

very profitable one, despite very high duty costs” and he opened a sales office in Moscow last 

year. 

This family-owned business estimates that half its turnover comes from its premium cognac.  

The XO category (high quality to premium) retails at between 100 and 5,000 euros per bottle. 

And yet Chinese consumers, who pay extremely high alcohol taxes (60%), are very partial to 

these brands.  It will cost them 8,500 euros to treat themselves to one of the 1,492 numbered 

bottles specially blended for the 150
th

 anniversary of the Camus brand, including five eaux-

de-vie, each of them immortalizing one of the five generations of the family to have run the 

company. 

Camus produces 460,000 cases per year of its own label cognac from its historic premises in 

the heart of Cognac.  That’s one bottle every nine minutes.  Over three years Camus more 

than doubled its number of employees, from 200 in 2009 to 500 today.  With 180 hectares of 

vines, the group is one of the largest landowners in the Cognac region, but these vines only 

supply 5% of its needs.  
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Exported at 97, 5% 

Cognac has always been a very international product and nowadays only 2.5% of sales are in 

France.  On its own “this spirit accounts for 2 of the 3 billion euros of spirits exported by 

France,” according to Catherine Le Page, director of the BNIC (Bureau National 

Interpofessionnel du Coganc). Made from the Ugni Blanc grape variety, “very suitable for 

distillation”, it is produced by 4,800 winegrowers spread over 75,000 hectares and marketed 

by 270 firms, the four major ones being: LVMH (Hennessy), Pernod Ricard (Martell), Rémy 

Cointreau (Rémy Martin) and Courvoisier (Jim Beam) 

 


