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BTeliani Business Lines

Business
Segments

Market share
9M17

-

Wine Business

Leading wine producer

TELIANI VALLEY

m GEL 23.5mlIn revenue and GEL
5.6mIn EBITDA by the end of 2017

m 71% of sales from export;

m Exporting wine to 13 countries,

~

Distribution Business

Wide distribution platform

/:u. FAMOUS MEDOIA

BAGRAf;bNJ GROUSE
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................

Sl Marie

Ay |granini JRGHE

m New distribution lines — LAVAZZA
coffee and sparkling wine;

including all FSU, Poland, Sweden,
USA, Canada, China.

" m Local market — market leader with

35% market share;

m Export sales —c.5% market share of
exported wine (c.15% excluding
Russia).

&\Ne are operating in 6,700 outlets/

"m Wine & sparkling wine distribution —
market leader;

m Other products distribution — second
largest distributor on the market;

m lavazza coffee distribution — market
leader.

Beer Business

Leading beer producer

m Beer and lemonade sales are
expected to reach GEL 24.8mln by
the end of 2017;

m Total number of outlets — 13,000; we

will have fridges in 9,900 by the end
Q‘ 2017. J

" m Reached 22% market share among
local brands since the launch on 5t
of July 2017;

m Heineken is the highest equity
valued brand in Georgia - 8.4 (out of
10).
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IBeverage Marke
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Export Market

Total Beverage Market - GEL 1.8blin
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Wine (bottled) Beer Juice
GEL 50min GEL 357min GEL 90mIn

GEL 350min
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P Wine market overview

Key drivers for wine sales growth - local Key drivers for wine sales growth - export

m  Switch from homemade to bottled wine

m Freetrade agreement signed between Georgia and EU in July 2016
m  Number of tourists

m Freetrade agreement signed between Georgia and China in May 2017

172
119
91
. 48 57
- . I

2009 2010 2011 2012 2013 2014 2015 2016 2017 (Est)

7.5
6.5
145
5.5
109
4.5

3.5
2.2
25 2.1

Wine Export (USD’000s)

1.5
2013 2014 2015 2016 2017E 2018E 2019E 2020E

* Source: Georgian National Tourist Administration Source: National statistics office of Georgia

Market Teliani Growth rate
Georgia 35%
Ukraine 10%
Poland 4% 15% c. 400%
China 10% 9% c. 400%

Number of players on the market - 127
p

6 TELIANI VALLEY



IBeer and lemonade market overview

Highly concentrated, but sizeable market

m Beer andlemonade marketis GEL 447mlin:

m  74.3% of the market is concentrated within 2 major
players;

m All have mix of local and foreign brands (foreign brands
are produced in Georgia).

Key drivers for beer sales growth

m Beer consumption relative to disposable income — per capita
beer consumption in Georgia is expected to increase by 54%
between 2016 and 2021;

m The size of beer consuming population — supported by the
increasing number of tourists arriving in Georgia (CAGR’

22.1% between 2007 and 2016).

GBG international brands to be introduced

2018 2018 2019

Local brands beer market segmentation (Sep-17)

Other, 7%

Natakhtar
i,29%
ICY, 22%

\
—

Sviani,
1)
5% Karva,
12%
Zedazeni, A 49
15% Kasri, 7% T80, %40

Domestic beer market segmentation (Sep-17)

Other,
13.3%
Global Beer Efes -
Georgia, Gerogia,
12.4% 43.7%

Georgian
Beer
Company,
30.6%
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JICY Launch

Main objectives

m To build a brand awareness as a new refreshing mainstream beer

m Encourage a trial of new brand
m Create an unique brand positioning

Communication
Reach: 97%
Sov (18+): 24%

Trade visibility

m 24% on trade
m 34% off trade
m 7,270 Fridges

NEW DAY - NEW STORY

Communication content

Event sponsoring

91 000 > contacts
m Distribution
m Trade visibility
m Soap opera
m Sponsoring of National Rugby Team
Results

m Total awareness—97%

m Total usage — 28%

m Equity score — 60%

m Market share among local brands —22%

TELIANI VALLEY



lRevenue Breakdown
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NEBITDA Breakdown

Total EBITDA Wine Business EBITDA
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N Teliani Strategy

Become a leading beverages producer and distributor in Caucasus

Wine business Distribution business Beer business

Retain the leading position on the local

. ) m Become the largest third-party logistics m Achieve 33% market share by the end
Strateglc market company (3PL) of 2020

Targets m  Become the leader on export markets
by the end of 2019

Short term objectives

m Open a subsidiary or increase m Increase the number of outlets m Achieve 23% market share
involvement with existing partners in operated
Poland m Brew international licensed beer -
Priorities m Increase the number of distribution Heineken, Krusovice & Amstel
For 2018 [ | Qpen a subsidigry or inprease | vehicles
involvement with existing partners in m Export local beer and lemonade
China m Enhance product portfolio brands to CIS countries

m Upgrade winery facility
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NFactory Visit

New day - new story!
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Wine Business Revenue
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Total EB Wine Business EBITDA
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Disclaimer — Forward Looking Statements

This presentation contains forward-looking statements, including, but not limited to, statements concerning expectations, projections, objectives,
targets, goals, strategies, future events, future revenues or performance, capital expenditures, financing needs, plans or intentions relating to
acquisitions, competitive strengths and weaknesses, plans or goals relating to financial position and future operations and development. Although
BGEO Group PLC believes that the expectations and opinions reflected in such forward-looking statements are reasonable, no assurance can be given
that such expectations and opinions will prove to have been correct. By their nature, these forward-looking statements are subject to a number of
known and unknown risks, uncertainties and contingencies, and actual results and events could differ materially from those currently being anticipated
as reflected in such statements. Important factors that could cause actual results to differ materially from those expressed or implied in forward-looking
statements, certain of which are beyond our control, include, among other things: currency fluctuations, including depreciation of the Georgian Lari,
and macroeconomic risk; corporate loan portfolio exposure risk; regional tensions; regulatory risk; cyber security, information systems and financial
crime risk; investment business strategy risk; and other key factors that we have indicated could adversely affect our business and financial
performance, which are contained elsewhere in this presentation and in our past and future filings and reports, including the 'Principal Risks and
Uncertainties' included in BGEO Group PLC's Annual Report and Accounts 2016 and in its Half Year 2017 Results announcement. No part of this
presentation constitutes, or shall be taken to constitute, an invitation or inducement to invest in BGEO Group PLC or any other entity, including any
future entity such as BGEO Investments PLC or Bank of Georgia PLC, and must not be relied upon in any way in connection with any investment
decision. BGEO Group PLC undertakes no obligation to update any forward-looking statements, whether as a result of new information, future events or
otherwise, except to the extent legally required. Nothing in this presentation should be construed as a profit forecast.
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