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Since its creation in 1956, La Maison du Whisky has followed the development 

of the whisky and spirits market in France, anticipated important new trends and 

helped an ever-increasing number of amateurs to make the best informed choices 

possible. Pioneers in the 1950s and 60s, distillery hunters in the 1970s and 80s 

and, since the mid-1990s, full-time explorers and experts in the art of unearthing 

exceptional casks, the men and women of La Maison du Whisky have always been 

one step ahead of the game. 

Within the space of six decades, La Maison du Whisky has successively – and 

simultaneously – assumed the role of retailer, wholesaler, distributor, importer 

and exporter of quality whiskies and spirits at the national, European and world 

level. Faithful to its original commitments and dedicated to its entrepreneurial and 

human heritage, an insatiable curiosity and a permanent quest for perfection are 

what set La Maison du Whisky truly apart. Ever willing to take up a challenge and to 

seize opportunities as soon as they arise, La Maison du Whisky has an ethos rooted 

in attaining the highest possible standards. 

60 years of history, inextricably intertwined with that of whisky and its consump-

tion in France.

INTRODUCTION
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Georges Bénitah and his brothers discovered whisky for the first time in Casablan-

ca, home to numerous American military bases, just as the Second World War was 

coming to an end. The idea of creating a company to distribute whisky and other 

fine spirits came from this first fortuitous encounter. On his return to Paris in the 

middle of the 1950s, Georges’ desire to share this new product was strengthened, 

transforming rapidly into a passion. At the time, there was virtually no whisky 

available in France and the market had still to be built: in 1956, Georges Bénitah 

founds La Maison du Whisky for this niche market. His ambition: to become the 

French specialist in rare, exclusive and original whisky.

La Maison du Whisky began by concentrating on wholesale activity, working 

primarily with hotels and restaurants, before going on to open its first boutique on 

the rue Saint-Didier in 1961. In a short space of time, La Maison du Whisky was able 

to establish itself as the whisky expert, becoming the benchmark not just in France 

but elsewhere in Europe also. The boutique offers a small selection of blended 

Scotch, Irish and American whiskeys, some other spirits, a number of bar tools and 

related objects (glasses, siphons, presentation sets) and, most importantly, the first 

single malts, then referred to as «pure malts.» Whisky is soon associated with a 

specific type of drinking practice, requiring de facto an adapted ceremonial. Having 

rapidly become the ultimate end of year present, whisky brings with it a plethora of 

THE 1950’S  AND 1960’S :  THE CONqUEST OF A FLEDGLING MARkET
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A NICHE-MARkET

IN PHASE WITH THE SPIRIT OF AN EPOCH

related objects (flagons, miniatures, jugs and other fancy bottles) all of which help 

the French consumer to become thoroughly acquainted with the different associa-

ted drinking practices.

In the middle of the 1960s, the range is already made up of over 50 products, 

of which a dozen are single malts mainly from the Speyside region. At the time 

Glenfiddich 8 Years Old is worth 43 francs.

Nonetheless, there remains a great deal to be done in terms of raising public 

awareness of the product at a time when most consumers think that bourbon is not 

a whisky and that scotch comes from Ireland.

THE 1950’S  AND 1960’S :  THE CONqUEST OF A FLEDGLING MARkET
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The end of the 1960 is marked by two important events in the history of whisky 

consumption in France: the arrival of the first single malts at La Maison du Whisky 

and the end of quotas. Twenty years after the end of the Second World War, the 

whisky industry is still only just recovering from this very destructive period. The 

way is open for a flood of new whisky brands – up until then reserved for the 

anglo-saxon countries – to make their way onto the French market. The French 

consumer discovers with bated breath such brands as Cardhu, Glenfiddich, Glen 

Grant, Glenlivet, Strathisla or Miltonduff. This excitement is accompanied by the 

emergence of large groups who rapidly give structure to the market. The revolution 

has begun!

In this context, La Maison du Whisky continues relentlessly to enrich its collection, 

and to play a first-rank role in the French consumer’s discovery of more exclusive 

single malts such as Caol Ila, Highland Park, Lagavulin or Springbank. By 1977, 

La Maison du Whisky offers amateurs a rich and varied range of over 150 whiskies 

from all origins, of which around 100 are single malts.

The 1980s see the advent of «conscious» marketing. In deliberate contrast to this 

trend, certain distilleries seek to both distance and enfranchise themselves: this 

emancipation results in the search for alternative means of distribution. Accordin-

gly, La Maison du Whisky becomes an independent import company in its own 

right, taking advantage of close relationships formed with certain producers years 

previously.

At the same time, La Maison du Whisky increases the number of boutiques it ope-

rates in Paris to 4, all based in different areas of the capital: on the rue d’Anjou, on 

the avenue de Saxe, on the rue de Passy and on the rue de Tilsit.
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A NEW PROFESSION: IMPORT

If, at the beginning, the boutiques were heavily influenced by a Scottish atmos-

phere, with time they became more sober, eventually giving way to the product 

itself and establishing what was to become one of the main stamps of the company.

THE 1970’S  AND 1980’S:  IMPORT AND DISTRIBUTION, A DOUBLE vOCATION

very early on La Maison du Whisky distinguishes itself from others by the privile-

ged relations it enjoys with the main actors in the Scotch whisky market, in par-

ticular with the independent bottlers Gordon & MacPhail and Signatory vintage, 

both specialised in old vintages and rare bottlings from closed distilleries. Thanks 

to its solid relationship with these companies, La Maison du Whisky has access to 

exceptional products and is able to develop a network based on trust, and which it 

maintains with other professionals in the sector. The insatiable curiosity of the men 

and women of La Maison du Whisky, their sincere passion and their savoir-faire are 

what earn the company access to some of the most exclusive distilleries.

In the middle of the 1980s, La Maison du Whisky commercialises the first cask 

strength whiskies, releasing a number of casks of exceptional quality as exclusive 

bottlings.

Ever more intent on bringing its exclusive bottlings to the greater public, La Maison 

du Whisky relies increasingly upon a network formed with the independent off-

licenses that become the company’s first partners.

PRIvILEGED RELATIONS WITH THE ExCLUSIvE WORLD OF DISTILLERIES
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The arrival in the company in 1995 of Thierry Bénitah, Georges Bénitah’s son, sets 

the company firmly on the path towards becoming a major distributor. His two 

years in the United States were the occasion for him to make the acquaintance of 

two emblematic brands, Blanton’s and Heaven Hill, further enriching La Maison 

du Whisky’s portfolio and helping to open the way to yet other brands and distil-

leries such as Redbreast in Ireland, Arran in Scotland and the Japanese whiskies of 

Suntory.

It was also at this time that education became an important part of La Maison du 

Whisky’s programme. As a specialist, the company was recognised by the Flamma-

rion publishing house who requested two books on whisky and associated lifestyle: 

l’ABCdaire du Whisky («The Little Book of Whisky») and Le Whisky («Whisky»).

La Maison du Whisky makes it a point of honour to regularly renew its selection of 

products: this permanent re-evaluation reinforces the company’s expert status and 

becomes an integral part of its driving force.

During this period, the La Maison du Whisky portfolio expands from 500 to some 

1,000 different products and so the company decides to promote them through a 

brand new website www.whisky.fr, equipped with an online boutique as early as 

1997!

THE 1990’S:  TOWARDS GREATER SPECIALISATION
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For La Maison du Whisky, the first decade of the new millennium is incontes-

tably associated with the arrival on the French market of whisky «made in Japan», 

creating an almost insatiable demand on the part of amateurs. The peaty whiskies 

from the Isle of Islay, such an integral part of sales during the previous decade, are 

overtaken by whiskies from the Land of the Rising Sun. Nikka whiskies arrive for 

the first time in Europe and are included in the La Maison du Whisky catalogue 

in 2002. This passion for the products of Japan gives a sudden impetus to whisky 

drinking habits in France.

At the same time as she is discovering the whiskies of Japan, La Maison du Whisky 

turns to other whisky producing countries such as India, Wales and also France. 

Before long, whisky ceases to be identified solely with Scotland, Ireland or the 

United States, but with a much greater sphere of production. More than ever, 

La Maison du Whisky spurs on the discovery of whiskies from far-flung lands such 

as New Zealand, Tasmania and Taiwan, but also from other parts of the world 

much closer to home but still relatively unknown as whisky producers such as 

Sweden or Italy. As new horizons are opened up, and the possibilities seem endless. 

French consumers are not only ready to discover different tastes, but actively ask 

for new taste experiences, all the while becoming more and more demanding.

The 2000s see the opening of two boutiques outwith France: one on La Réunion 

Island, the other in Singapore. In order to accompany this development, and more 

determined than ever to promote the whisky category, La Maison du Whisky creates 

in 2004 a publishing company specifically to handle the first French version of 

Whisky Magazine, and organises the first French whisky show, Whisky Live Paris.

THE 2000’S:  AN OPENING ON THE WORLD
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THE EMErGEnCE OF JaPanESE WHISkY
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THE 2000’S:  AN OPENING ON THE WORLD

Having always been of the opinion that, just like people, all distilleries are different, 

La Maison du Whisky decided to make of their diversity one of the company’s grea-

test assets. Transforming each discovery into the story of an encounter, La Maison 

du Whisky was able to build a unique model, turned resolutely towards the future.

The privileged partner of the Nikka Whisky company in France since 2001, 

La Maison du Whisky becomes the brand’s official distributor for all of Europe in 

2007.

Strengthened by this partnership and by the subtle balance brought to the com-

pany portfolio by a careful selection of whisky for beginners, limited releases and 

a large number of fine spirits, La Maison du Whisky speeds up the development 

of its network in France and, at the same time, increases export activity in over 45 

different countries. In the domestic market, La Maison du Whisky has become one 

of the undisputed main players in the on-license sector and works hard to develop 

the new fashion for cocktails and mixology.

At the dawn of the company’s sixtieth birthday, and focused more than ever on the 

future, La Maison du Whisky undertakes the restoration of the boutique on the rue 

d’Anjou. In November 2014, this brand new space is inaugurated, revealing ano-

ther string to its bow, a collection of over 2,500 rare and highly collectable bottles, 

built up over the past 30 years.

YET MOrE PErSPECTIvES
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For almost 50 years, La Maison du Whisky, through its boutique on the rue 

d’Anjou in the 8th district of Paris, has accompanied both neophytes and connois-

seurs in their discovery of whisky and other fine spirits.

After three months of renovation, La Maison du Whisky doubles the surface area of 

the boutique to 200 m² split between two levels are home to over 2,000 products.

For regular customers of the boutique, the transformation is impressive, whilst at 

the same time retaining the original configuration: the only real departure is a new 

delivery entrance on the rue de Surène. Whilst the collectors’ area dedicated to col-

lectable bottles – originally created three years earlier – is discreetly hidden away, 

the new layout puts a few hundred other such bottles very much in the limelight.

More than ever in sync with the passionate individuals who contribute each day 

to its growth, the La Maison du Whisky boutique serves as a support to all those 

tirelessly involved in continuing to spread the word concerning the richness and 

diversity of the company’s portfolio.

A tale of the land as much as of men and of passion, whisky is endowed with a 

whole new space all of its very own, the boutique serving as a stage fully worthy of 

all expectations. Encased in wood, metal and glass, the unit has been conceived in 

such a way as to bring out the very best in the products themselves, adding value 

to the bottles and beauty to the liquid they contain.

Seen from the outside, the boutique windows play on transparency, inviting the 

eye to lose itself in the interior of the boutique, the lines of sight converging on 

the shelves, a veritable «library» of whisky. Similar to art books which are just as 

readily appreciated as objects in their own right as they are as compendiums of art-

works, rare bottlings and limited editions are exhibited for all to see.

rEnOvaTIOn OF La MaISOn du WHISkY’S MaIn BOuTIquE

THE OLD BOUTIqUE ON THE RUE D’ANJOU, UNDERGOES A HISTORIC METAMORPHOSIS 

rEnOvaTIOn OF La MaISOn du WHISkY’S 
MAIN BOUTIqUE
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This space concentrates on the great classics, with over 1,400 bottles on display, 

inviting the amateur to (re)discover the whiskies of the established producing 

nations, the new world and a selection of micro-distilleries. The range of bottles 

on show – from no age to 20 Years Old – pays homage to the richness of the La 

Maison du Whisky selection. Independent bottlings are also on display, signed by 

such famous names as Signatory vintage, Gordon & MacPhail, Douglas Laing and 

Berry Bros & Rudd.

If this part of the boutique retains the spirit of the previous boutique, the novelty 

lies in the central pillar of glass and metal where the rarest bottles on current release 

– some 300 or 400 bottles – are exhibited.

Finally, a cutting-edge selection of fine spirits extends the limits of discovery well 

beyond the confines of the world of whisky, introducing the amateur to other 

categories of spirits from the La Maison du Whisky portfolio: rum, cognac and 

armagnac of course, but also gin, tequila, mezcal and many more.

A veritable anti-chamber of collectable bottles, the staircase is an invitation to 

pursue the visit in the basement. reflections from the bottles on display guide the 

visitor towards two alcoves dedicated to exceptional bottles and to different sides 

of the tasting process: the Collector Room and the Sample Room.

rEnOvaTIOn OF La MaISOn du WHISkY’S MaIn BOuTIquE

THE GrOund FLOOr: ESTaBLISHEd CLaSSICS and COnTEMPOrarY rarITIES
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 I. The Collector Room: 50 years of whisky history 

In these rooms, La Maison du Whisky reveals 600 of the 2,000 bottles that consti-

tute the company’s collection of old bottles. The result of decades of research and 

passion, the private collection of La Maison du Whisky contains a great many ex-

pressions as unique in their character as they are in the number of bottles still 

available in the world. This selection composed of the greatest names in whisky 

sets itself apart by the nature of certain bottlings, be they official or independent, 

specially created for La Maison du Whisky or not, by the most highly-regarded 

distilleries and bottlers of Scotland, Ireland, Japan and the United States. 

 II. The Sample Room: the hidden face of La Maison du Whisky  

The hundreds of sample bottles brought together in this space are testimony to the 

work of product selection done each year by La Maison du Whisky.

In an ambiance made up of stone walls and alcoves, this intimate room has a 

movable bar making it possible to set up the space for any number of different 

purposes, in particular for tastings and for masterclasses.

Equipped with an integrated projector screen and a high-end sound system, the 

room is ready to host tailor-made events in a unique atmosphere: tasting sessions, 

masterclasses, private evening parties...

The boutique was designed by:

Julien Boitard and Mike Nikaes / jbmn architects, architectural agents 

antonio Orfino / LaO architecture, associated architects

rEnOvaTIOn OF La MaISOn du WHISkY’S MaIn BOuTIquE

THE BASEMENT: TWO ORIGINAL SPACES
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La MaISOn du WHISkY FaCTS  and FIGurES

1956: foundation

1961: opening of the first boutique on the rue Saint-didier, Paris 16

1968: opening of the boutique on the rue d’Anjou, Paris 8

1995: Thierry Bénitah becomes General Manager and starts the company tasting 
club

1996: publication by Flammarion of the company’s first book «L’aBCdaire du 
Whisky» (The Little Book of Whisky), written by Thierry Bénitah and Jean-Marc 
Bellier, and since translated into 6 languages with over 70,000 copies sold  

1997: creation by La Maison du Whisky of the first French website devoted to 
whisky: www.whisky.fr

1999: publication by Flammarion of the company’s second book «Le Whisky,» 
written by Thierry Bénitah and Jean-Marc Bellier, and since translated into 3 lan-
guages with over 40,000 copies sold

2002: opening of the boutique on La Réunion Island, in the town of St Denis

2004: publication by the company’s subsidiary, Figures de Still, of the French 

version of Whisky Magazine

2004: first Whisky Live Paris fair, annual fair devoted entirely to the world of 
whisky and fine spirits (currently 150 exhibitors, 6,000 visitors)

2006: La Maison du Whisky celebrates its 50th anniversary and opens its first 
branch in Asia, La Maison du Whisky Singapore

2010: opening of the second boutique in Paris, devoted entirely to the world of 
fine spirits, LMdW Fine Spirits, on 6 Carrefour de l’Odéon, Paris 6

2013: first Whisky Live & Fine Spirits fair on La réunion Island

2014: re-opening of the boutique on rue d’anjou, with twice as much floor-space, 
after three months of renovation work

La MaISOn du WHISkY FaCTS and FIGurESLa MaISOn du WHISkY FaCTS and FIGurES

La  MaISOn du WHISkY FaCTS  and FIGurES

Family company founded in 1956 by the Bénitah family

Specialised in the importation and distribution of whiskies 
and other high-end spirits

Four boutiques: 2 in Paris, 1 in the overseas French department of La Réunion 
Island, and 1 abroad in Singapore

Distribution network spanning 45 countries and 3 continents

120 employees, 50 million euros turnover in 2013, an average annual growth of 
20% over the past 20 years

Portfolio of 150 brands and 900 different exclusive products from the following 
categories: whisky, rum, cognac, armagnac, calvados, eau-de-vie, tequila, mezcal, 
gin, vodka etc.
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p.vanoli@whisky.fr / 01 47 30 13 03

COMMUNICATION CONTACT 

PAULINE vANOLI
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20 rue d’Anjou, Paris 8ème

01.42.65.03.16 
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