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Introduction

This Export Opportunities Analysis has been developed under the 'Inclusive Access to Markets' (IA2M) project,
funded by the European Union and implemented by UNDP Georgia. The analysis aims to inform future actions that
enhance the export-readiness of Georgian SMEs, strengthen key value chains, and support the country’s integration
into the EU and other high-potential markets.

By identifying export trends and trade facilitation opportunities in strategic markets, the analysis outlines key
priorities to improve the competitiveness of Georgian businesses. With Georgia’s strategic location, preferential
trade access, and growing export ambition, the report highlights opportunities for deepening market diversification,
enhancing product sophistication, and promoting inclusive and sustainable export growth.

This document provides analysis of Georgia’s current export performance and sectoral opportunities, based on
extensive desk research, data analysis, international benchmarking, and qualitative insights from interviews and
consultations with exporters, non-exporters, business associations, and relevant institutions. Conducted in 2024, the
analysis was developed through consultations with Georgian stakeholders, including inputs from LEPL Enterprise
Georgia, and was finalized in technical coordination with the agency’s team, the broader business community, and
other partners.



Trade E stem in Georgia



A country's export performance is a function of four key components - demand, supply, ease
of trade, company capabilities

Export performance is a function of four - demand, supply, company capabilities and ease of trade
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Desire and ability of
international markets to
acquire products from a
specific country

Export Performance
Success level of a nation to sell its domestic products to other nations
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Supply

The capability and
readiness of a country to
manufacture and offer
goods for international
trade
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Company Capabilities

Strengths and
capabilities of companies
operating in a country
that enable them to
compete effectively in
international markets
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Ease of Trade

How simple and efficient
it is for a country to
engage in international
trade



In addition to qualitative and quantitative desk research, key ecosystem players have been
interviewed in Georgia

Our analysis is based on extensive literature and database research at both national and international level, as well as interviews

with Enterprise Georgia and other relevant export ecosystem institutions.

Quantitative Resources
In order to provide the analytical framework for our analysis and to support

Qualitative Resources
e Throughout our analysis, we have relied on comprehensive qualitative e

information gathering from a wide range of international sources and
Georgian domestic policy documents. These documents by World Bank,
UNDP, OECD, academic literature etc. fed our analysis with insights on
Georgian foreign trade ecosystem, operations and needs.

We also conducted a field study in Georgia to get direct input from leading

our findings in an econometric framework, we consulted a wide range of
national and international data sources.

When analysing Georgian exports, the data that we cross-processed to
produce meaningful conclusions strengthens the analysis as a whole by
providing evidence of the important findings we discovered.

actors in the Georgian export ecosystem. We held 22 meetings with other .
relevant organizations (incl. Enterprise Georgia).

* Through semi-structured interviews, we obtained information on the
current ecosystem and interaction between actors, findings on
sectors and target markets, the different needs of different company
profiles and relevant government bodies’ efforts in this context. The
organizations we interviewed:
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We strongly assume the demand is already there - Georgia is close to major markets, which

indicates significant export potential for Georgia

Import Amount of Identified Markets and Their Share in World Imports®

$3 trillion

) 14%

Source: (1) ITC's Trade Map 2023
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The surrounding markets of Georgia
illustrates a massive amount of
demand that could be aimed to
achieve - almost a 7.8 trillions big
market is already there.

In nearby countries of CIS countries
and Turkiye, where Georgia already
exports in high volume, the market
is also very large - the high demand
in familiar markets could be seen as
an advantage. The share of these
markets in world imports are close
to 5%, yet Georgia's share in their
imports is less than 1%.

Georgia can achieve ultimate results
by diversifying products in the
markets it currently exports to and
targeting relevant demand in
markets where exports are limited -
as the demand is there.




Although industrial production in Georgia has increased over the years, the current level of
production volume is a significant constraint to address the existing export potential

Production Value per Capita of Georgia (USD, 2021-2023)®

+16,5%
2,052
2,000 | 1,940
1,512
1,500 -
1,000
500 -
0
2021 2022 2023
Georgia's total production per capita has
demonstrated a steady growth of 16.5% over the last
i} three years, which includes manufacturing, energy,
mining sectors etc.
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The increase in production value per capita from
1.512 USD to almost 2.052 USD showcases
production is developing, yet the value addition in the
production remain vague and open to develop further.

Source: (1) Geostat (2) World Bank Data

Net Industrial Output of Manufacturing per Capita (USD, 2023)®

4,153
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For 2023, Georgia's per capita value-added production in manufacturing is
approximately one third of the global average. This difference increases even more
when we look at Europe & Central Asia and CIS regions. This indicates that Georgia's
overall industrial strength is relatively weak.

In 2023, there remains a 102% gap when compared to CIS countries and a 519% gap
with Europe & Central Asia for Georgia in terms of manufacturing output.




Although SMEs are numerous, they face a significant scale issue, meaning the small ones are
very "small" - large-scale companies are the driving force behind production

Distribution of Georgia's Production by Business Sizes Over the Years
(million USD, %)

b0 +139% 7 157 7,668
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6,000 +
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0
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* Over the last five years, the compound annual growth rate (CAGR) has been 13%, indicating a
consistent growth in production.

* Large businesses have primarily driven this growth, their share peaking at 62% in 2022 with a
dominant force in production value, where medium and small-sized enterprises could not reach
more than 40-45% in total.

* There has been an increase in the proportion of production by large companies, since the COVID
pandemic has had a relatively greater impact on small and medium-sized companies.

Source: (1) Geostat
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Large companies demonstrate a consistent and significant
lead in production value, reaching a peak of 9,19 million
USD per company in 2022. This emphasizes their crucial
role in the economy, as their contribution significantly
exceeds that of small and medium-sized companies.

The considerable production values of large businesses
suggest an inherent capability to be more suitable to be
export oriented, and therefore more capable of
addressing the untapped export potential.



In addition to limited production volume, the quality of production is also low - The problem of
added value in production also affects exported products

The Economic Complexity Index (ECI) ranks countries based on the diversity and sophistication of their exports. It combines trade, technology, and
research metrics to assess economic complexity. A higher ECI score reflects the ability to produce diverse, advanced goods, while a lower score indicates
simpler exports and growth potential

Research® Technology® Trade®
Indicating the level and impact of Considering the number and type of Measuring the ability to produce and trade
research activities within a country patents a country is producing, high-value goods or services of a country's
that supports industrial production indicating its innovation levels exports, indicating economic complexity
1. USA 2,5 1. Sweden 1.6 1. Japan 2.1
2. The UK 2,4 2. Germany 1.6 2. Taiwan 2.0 @
3. Canada 2,3 i 3. Switzerland 1.9
3. Austria L5 Georgia's economy ranks
. 28th out of 123 in research
27. Hong Kong 0,8 3 but lags in technology
. - resulting in simpler products
28. Georgia 0,8 L . .
g . 63. Jordan 0.1 with lower technological
29. Greece 0,8 ; i : :
~0. Lebanon 0.9 64. Georgia 0.0 content and innovation.
71. Georgia 0.9 65. Moldova 0.0 This highlights a capability to
7> Jordan 1.0 convert‘research efforts into
production and trade.
89. Nigeria -1.9
123. A ij -1,7 .
3. Azerbaijan 133. Mali -2.3
123 Countries in Total 89 Countries in Total 130 Countries in Total

Source: (1) OEC Complexity Ranking
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Quality problem relates also with sectoral diversification - Georgia's top 5 sectors account for
~68% of total industrial production, and these sectors are medium-low/low technology sectors

. @ Georgia's production relies heavily on a few industries, with five sectors making up most of the output. Though there's now more
Tot;l;;ﬁuctlon Value ’ variety, the industry mix remains simple, focusing on less advanced, low-value added industries. Georgia must expand into new areas
100% — P ' Usb = offering more value to strengthen the economy and support long-term growth.

Breakdown of Sectors in Production Value (million Value Add Categorization for Top . .
the cornerstone of Georgia's

14.3%

100.0% 7 Chemical Products . production, representing 75.6% of the
i total 7.668 billion USD production
] Computer and value. Within this sector, the prominent
g S 3.6% Electronic Products 0 subsectors — food products, beverages,
4,0y — 3,9% B = 4.8% .
L 4,4% - 5.5% apparel, metal products, and plastic
50.0% 1 15.2% 50.7% 22 5% producfts —collectively account for
. | ’ Beverages O approxmate.ly 68% of the total
216 - o manufacturing output.
18.9% 20.7% Metal Products (Y
: — I  The remaining production value is
. 22.0% 19.9Y% 19.8% Plastic Products m distributed among other sectors such
0.0% as pharmaceuticals, furniture, paper,
2023 2022 2021 Food Products > and wood products, indicating a diverse
Food Products Metal Products [ Plastic Products Apparel @ but less dominant production base.
n Beverages Apparel Others
—0—0—9—0
[ | Mining and Quarrying [ ] Energy Low Value High Value
[ ] Manufacturing [ water & Waste Added Sector Added Sector

Source: (1) Geostat (2) USA Bureau of Economic Analysis
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Limited production level hinders sustainable export growth, as Georgian firms not only lag
behind the existing capacity but also need additional capacity over the top

Current Capacity Utilisation in Production (%, billion USD, 2023)» Key factors influencing low-capacity utilization and their comparison with
other regions;
Maximum _ EU & Al
Production Capacity Georgia®  Central Economies
68,9% (7,7) 31,1% (3,4 11,1 Billion USD Asia®@ @
Percentage of firms holding an a _ _
internationally recognized quality 9,0% 21,9% 13,5%

certification
Capacity Utilisation in Production (USD, 2023)®®

Percent of firms identifying an

Georgia 68.9% i .99 i ilizati ) I - .
g 0 | Operating at 68.9% capacity utilization, inadequately educated workforce 53w ST 53

| Georgia lags behind when compared to

EU & Central Asia 74.8% other economies, signalling a clear call for e maj:OI’ s
All Economies 73.7% | enhancement. constraint

. . o o . Percentage of firms that provided — —— —
Georgia's current capacity utilization rate of 68.9% indicates a satisfactory formal training over the last fiscal 31,4% 35,9% 31,8%
capacity use; yet, there remains significant potential for enhancement. year
Key factors such as infrastructure, skilled labor, quality assurance, and R&D are = _ _
pivotal in enhancing this utilization. Even though 69% of capacity utilisation is Percentage of firms that spend on 12,9% 19,5% 17,8%
impressive, Georgian firms rate lower than EU & Central Asia and all economies’ R&D in the last fiscal years
averages in mentioned four pillars.

Percentage of firms that introduced _— — —

Georgia can utilize up to 11 billion USD in production value by leveraging the a new product/service over last 3~ 2817 31,7% 32,1%
remaining 31% of its capacity. However, increasing total capacity via further years
foreign direct investments, talent development, infrastructure improvements
would enable even greater production and export growth. Percentage of firms having their 64.1% 71,9% 57.7%

) wn w i
Source: (1) Geostat (2) World Bank Enterprise Survey 2023 ° eb site
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Georgia's transportation infrastructure bottleneck directly affects the logistics sector - weak
logistics infrastructure is one of the main issues challenging Georgia's market access
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Georgia's Exports by Mode
of Transportation®
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23,4% of the preferred
mode of transportation
when Georgia exports is

railway and maritime
(sea) transport.

Primary mode of
transportation in
Georgian exports are
carried out via road
freights, with share of
70,7%.

Mo'\ynty:"v"i

©) \
V Almaty

‘\/’Zharyk

=
(o)}

- \'v"Dcstyk

\/ "/ Khorgos
Zhetygen

Railway

* The Middle Corridor (MC) is a network of different ways to transport
goods that links China with Europe. It has become more important
and noticed more since the conflict involving Russia and Ukraine
started.

 The MC locates Georgia as one of the significant gateways to EU,
both integrating the country on the railway and maritime
transportation modes.

* Despite the potential of Georgia being a logistical headquarter in
alignment with the MC, there are notable gaps to remain.

Maritime

Even though the MC connects to Thilisi on railway,
the current railway infrastructure remains low in
qguality and there are deficiencies alignment with EU
standards.

Railway investment per capita (USD, 2022 X2

= 11C+299,0% >

45 |

Georgia
OECD Economies

The railway investment in Georgia is almost one
fourth of that in OECD economies.

It is worth mentioning the railway capacity between
Gardabani and Poti is limited by unmodernised
locomotives.

Source: (1) Geostat (2) OECD (3) World Bank The Container Port Performance Index 2023
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Poti Port ranked 349th out of 405 ports worldwide
in The Container Port Performance Index®, which
evaluates the operational performance of ports.

Port Rank
Trabzon (Tirkiye) 253
Novorossiysk (Russia) 258
istanbul - Ambarl (Tiirkiye) 287
Poti (Georgia) 349
Constanza (Romania) 355

Poti Port's waters are too shallow for big ships to
dock, and the costs to use the port is the highest in
Black Sea, around 400 USD®, making the maritime
logistics option not favourable among other
neighbouring ports in Black Sea.



Road, the main mode for exports, is a necessity rather than a choice - this dependence on the
highest carbon footprint mode poses a risk, especially for accessing the EU market after CBAM

Georgia's Exports by Mode of Alternative Routes to Hamburg by Source Cities (2024)®

Transportation (%, 2023)1

_ 3.3y of total export
Novorossisyk (3.076 km) | 7.1 Although road transportation results in
— significantly  higher GHG emissions
compared to other modes of transport in
°_© Poti (3.644 km) | 8.3 Georgia and other countries, 70% of
==\ export is  realized by  road
Rail transportation.
Samsun (2.985 km) 10.4
The railway and maritime routes, which
have minimal greenhouse gas emissions,
[N 20, 1% of total export Poti (7.503) km) | 13.1 is not utilized to its full potential due to
compliance  problems, unmodernized
% . isvk (8.083 k) — handling methods and low port depth.
° | ° 0VOrossisy . m .
Maritime Samsun (8.085 km) 18.5
| 70 7% of In 2030, Scope 3: Logistics Emissions will
‘ [0 be introduced under the European Green
total export SIS LG, 2o Deal and additional taxes on exports to
Europe will come into effect.
Novorossisyk (3.295 km 27.6
EE—E vk( ) In this case, the fact that Georgia's
exports are mainly by road will create
Road Poti (3.722 km) 31.2 additional emissions tax costs for Georgia
and therefore the country's exports are

l:l %5,9 of total export
Other

Source: (1) Geostat (2) EcoTransIT World
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likely to be negatively affected.



Despite logistics shortcomings, Georgia has achieved EU standards with its customs

modernization steps - but there is still room for growth

Border Trade Performances (2014-2019)»

%11 reduction in time
%92 reduction in cost

Georgia Georgia OECD Aver.  EU Aver.
(2014) (2019) (2019) (2019)
5 Border compliance P - = B
(hours) |
4 Documentary ] 5
compliance (hours) =~ a a
1
1,100 Border cost (USD) 112 137 80
NV
Documentary cost | | N I
2 0 33 17
2> (USD) V | u

* Georgia's "one-stop shop" digitalisation initiative has reduced the number of formalities and
documents required, while also providing an effective risk management system. By
incorporating "one-stop shop', the customs process has become more streamlined and
efficient, reducing bureaucracy and enhancing the overall effectiveness of customs
operations in Georgia.

Source: (1) World Bank Trading Across Borders
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Although the developments made in recent years on
custom have been effective, there is still room for
improvement to strengthen border performance:

There are 20 Authorized Economic
Operators in Georgia. The limited
number of units in circulation has an
adverse effect on the speed of trade.

Number of Mutual Recognition
Agreements and their coverages in
terms of bilateral trade are very limited.
(only Azerbaijan and Turkiye has MRA
with Georgia, consisting of 16% of
Georgia's exports)

Heavy truck traffic at the Sarpi border
gate disrupts trade by causing delays
and increasing costs, impacting drivers
and businesses negatively.



FTAs have led to significant increases in markets such as China and Tirkiye - yet they have
not had the same impact in the EU due to issues such as quality/regulatory harmonization

e~

“-'i'~
ﬁmpean Un|

20,5% of total exporlﬁ..

28 Million USD export value
" '— - Tiirkiye
10 9% of total export

333 Million USD export value

Georgia's Export Markets (%, 2023)1:2:3

Other Countries with FTA

22% 78%

T~

78% of Georgia's export are
towards the four large
markets/regions in which Georgia
has FTAs.

136.7% of fotal export
" 1 Bilion USD export Value

China
9 6% of total export

293 Million USD export value

In line with the

liberal free trade policy, the Georgia has

implemented several trade policies, including foreign trade regimes
and customs procedures, low import tariffs and minimal non-tariff

requlations.

O©

.

In addition to FTAs, Georgia benefits from
Generalized System of Preferences (GSP)
reductions in tariffs on a wide range of products
with Switzerland, Norway, Japan, Canada, and the
USA.

However, there are no trade agreements for the
Middle East (except UAE) and North Africa regions,
which account for approximately 5% of total
exports.

Georgia's Exports in FTA Signed Countries (%, million USD)®

* In all four markets/regions, exports grew
after FTAs. For example, following the
signing of FTAs with Tarkiye and China,
Georgia's exports to these countries
grew by 53% and 130% respectively.

Since the FTA was signed in 2014,
exports have been growing consistently

to EU, but growth in the EU market has
been limited compared to growth in

FTA in 2014 .
4% growth in FTAO in 2018
FTA in 2007 2015 139/"2%;’;”“
32,6% growth in 2008
in 1995 +130,0% .
.® 599 | 623 pun
981 1307] 172 I 208
CIS Tarkiye EU China

[ | Year which FTA is signed [__| Next year after FTA

other markets, possibly resulting from

incompliances to EU standards an
regulations.

Source: (1) Ministry of Foreign Affairs of Georgia (2) Revenue Service of Georgia (3) Trade map
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Along with infrastructure, soft power also plays a significant role in trade. The brand
perception of Georgian products is open to grow further, with the exception of wine

Mentions Around «Georgian XYZ»

Reach - Potential Audience Size

Sectors Search Query (last 5 years)® Sentiment of the Mentions (last 5 years) Dls.,cyssmg Around the Search Query
(Million People)
Wine 58% 37% %
Toys 26% 68% 6%
Sparkling Water 61% 36% %
Apparel 32% 63% %
Source: (1) Sprinklr 2025 Positive Neutral [ Negative
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Georgian products, beyond wine, have low awareness in Western Europe and North America,
but food & beverage is gaining traction in the Baltics and CEE

The Brand Awareness of Georgian Products by Regions®

Western Europe North America Poland and Baltic Countries  Middle and East Europea

Sector Germany, France and the UK USA and Canada Pgland, 'Estonia, Latvia, Tlrkiye, Czechia,_SIovakia,.
Lithuania Hungary, Romania, Bulgaria

Wine

Nuts

Toys

Sparkling Water

Apparel

CHACHECRCH®
CHACHERCH®
CHCHERCRO
SHCHERCHO

Source: (1) Sprinklr 2025
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The limited awareness in certain regions can be attributed to the low familiarity with Georgia.
However, over the years, Georgia has successfully enhanced its recognition and reputation

4,0 out of 10

Global average is 4,4

4.0

3.8 3.8

2022 2023 2024

Reputation
5,4 out of 10
Global average is 5,4
5.9 5.9
5.5
2022 2023 2024

While Georgia's global familiarity has increased over the years, it still
remains below the global average. This situation indicates that, despite the
unigueness and success of Georgian products, they remain relatively
hidden on the global stage.

Although familiarity has hindered the rise of reputation, it is evident that
reputation has increased over the past three years, surpassing the global
average. This suggests that while the awareness of Georgian products
remains low, a positive perception develops once products are tried. At that
point, In this context, the rise of the premium wine industry in recent years
stands out as one of the sectors making the most positive contributions to
reputation.

Source: (1) Brand Finance
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Concluding remarks
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For Georgia, demand is already there considering the strong trade connections with the large markets surrounding it.
Georgia's existing export markets are large but mostly the same -indicating a market dependency issue for Georgian
exports-, meanwhile its access to the EU market remains deficient and is open to develop further.

Although Georgia's production capacity has increased over the years, it still lags behind the regional competition. In addition
to the low production capacity, the level of technology and complexity of the products produced is also very low.

The majority of Georgia's production is concentrated in a few key industries, with five sectors representing the majority of
the output. Thus, the limited diversification of product range and low level of value addition of the prominent sectors are
obstacles to the Georgia's long-term growth.

Georgia's central location in the middle corridor offers significant potential for growth. However, challenges related to
railway compliance and unmodernised maritime technology may hinder the country's ability to fully realize this potential.

Georgia is demonstrating a lower capability to utilise its production capacity in comparison to other regions. This relatively
low volume of capacity utilisation hints the Georgian firms lag behind in terms of several fundamental company capabilities.
To align it's capacity utilisation with regional averages and boost its competitiveness in the global market, a clear
enhancement is needed in key factors such as infrastructure, skilled labor, quality assurance, and logistics.

While Georgian products, particularly wine, have the high awareness on brand perception and reach in the global market,
there are significant opportunities to strengthen awareness and perception in other sectors. Awareness of Georgian
products is limited in Western Europe and North America but in the Baltic and Central-Eastern Europe the food and
beverage category is increasingly gaining traction. This offers strategic development areas to strengthen brand perception
and expand into new markets.
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Interview
Export

IS with Georgian
Non-Exporters



The project engaged with a total of 40 companies, including the opinions of 33 companies
from interviews and 7 companies from an online survey (1/2)

000

We engaged with ~40 companies including (professional business organizations) representing them, namely GAFA,
the ICT Association and the Packaging Manufacturers’ Association of Georgia (PMAG). The sectors engaged in the

meetings are:
* Food and Beverage

* Apparel
 Toys

* Pet Food
« Packaging
« ICT

* Other (furniture and pharma)

7 focus group discussions were conducted with
33 companies and 3 professional organizations,
allowing for in-depth discussions on export-
related challenges, export plan strategies, the
role of industry associations in facilitating
export.

22

An electronic survey was conducted, and
responses were received from 15 firms, with 7
fully completing the survey, allowing for a deeper
understanding of companies’ challenges, plans
and needs on export processes.



The project engaged with a total of 40 companies, including the opinions of 33 companies
from interviews and 7 companies from an online survey (2/2)

Meetings follow a semi-structured interview
format. We aimed to explore the key points

outlined in

the questions below. The

interview duration is ~45-60 minutes.

Please note the following:

The questions listed are designed as
general quidelines and may be
customized based on the type of
stakeholder being interviewed.

The interviewer may adjust the
guestions for specific professional
organizations or public institutions,
depending on their relevance and
focus.

While the core themes remain
consistent, this survey does not
provide exhaustive detail on how the
guestions will be adapted for different
stakeholder groups.

Tentative Questionnaire for Stakeholder Interviews

1.

Can you briefly tell us about your company's operations / activities (such as sector, specific products,
number of employees and/or turnover range)?

. Can you tell us about your current exports? For example, which products/services do you export to

which countries?

Can you tell us about your short-medium-long term export plans and the products/service items that
stand out in this context? In Which markets/countries and in which products do you aim to expand to in
order to increase your export level?

We conceptualize the export journey in six steps.

a) At which stages of this journey do you face difficulties and challenges, and why?

b) Do these challenges vary when exporting to different countries or across different sectors?
How do you evaluate export supports in combating these challenges or in facilitating the process?
Have you ever utilized or applied for export promotion services? If not, why?

a) If you have, what services did you benefit from, and how would you evaluate the service you
received?

In your opinion, what were the supports you needed the most during this process?
a) Please rate these needs on a scale of 1-5 based on their importance to you.
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Interviewees and survey respondents’ profiles by sector, size and exporter status

By Sector

3%
3%
8%

15%

23%

Apparel I Packaging

I Food & Beverage Pet Food
Furniture Pharmaceuticals
ICT 0 Toys

By Size

24

B v

By Exporter Status

68%

Exporter [ Non Exporter



Exporter firms' plans revolve around increasing exports and diversifying export markets,
while non-exporter firms state they are readying up to export for the first time

Collaborating With

Government Improving My
Increasing My Diversifying My Improve My Export Being Ready For Agencies And Brand Recognition
Exports Export Markets Capabilities The First Exports 9 In International

Professional

Associations Markets

g Exporter 59% 67% 22% 30% 19%

©

0

g

S

Q.

x

(11 ]

@ Non-Exporter 38% 92% 38%

* 92% of non-exporters have indicated that they plan to start exporting
within the next three years. Furthermore, during this three-year period,
approximately 40% of these companies aim to strengthen their export
capabilities while also seeking to establish collaborations with institutions.

* More than 60% of exporters aim to diversify their export markets
in the coming years, thereby increasing their export values.
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Exporter firms' 3-year export plans by sectors and sizes

By Sectors

By Size

Apparel

Food & Beverage
Furniture

ICT

Packaging

Pet Food
Pharmaceuticals
Toys

Size |

Size Il

Size lll

Size IV

Increasing My

Exports

100%
36%
100%
50%
100%

100%
100%
44%
60%
71%

Diversifying My
Export Markets

100%
82%

50%

100%

100%

78%
60%
1%

Improve My
Export
Capabilities

27%

50%

100%

22%
30%
14%
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Being Ready For
The First Exports

Collaborating
With Government
Agencies And
Professional
Associations

100%
9%

50%

50%
43%

Improving My
Brand

Recognition In

International
Markets

27%

50%

100%
22%
20%



Non-exporter firms' 3-year export plans by sectors and sizes

By Sectors

By Size

Apparel

Food & Beverage
Furniture

ICT

Packaging

Pet Food
Pharmaceuticals
Toys

Size |

Size ll

Size lll

Size IV

Increasing My
Exports

Diversifying My
Export Markets

Improve My
Export
Capabilities

50%

100%

20%

50%

50%

67%

38%
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Being Ready For
The First Exports

100%
50%
100%
100%
100%

100%

100%
50%
100%

Collaborating
With Government
Agencies And
Professional
Associations

100%
50%

60%

50%
50%

Improving My
Brand
Recognition In
International
Markets



There exists three fundamental challenge for firms, especially for exporters - logistics,
financial constraints and limited brand awareness

Poor . Lack of Market Financial Limited Brand Market Entry Regulatory and
Transportation . Awareness and . .
. o Knowledge Constraints . Barriers Compliance Issues
and Logistics Marketing
§ Exporter 4% 15% 78% 48% 30% 37%
©
n
k2
)
o
>
N}
) Non-Exporter 46% 46% 69% 69% 38% 23%
* About 75% of exporters have reported that their primary * For non-exporters, the biggest challenge is brand awareness and
challenges stem from inadequate transportation and logistics. marketing, with a rate of 70%.
* This is followed by limited brand awareness and marketing at » Additionally, many non-exporters struggle with a lack of market knowledge
around 50%, while financial constraints and regulatory issues and market entry barriers, which further complicates their ability to
account for 37%. expand into new markets.
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Exporter firms' most faced challenges by sectors and sizes

Poor

Limited Brand

Requlatory and

Transportation Lack of Market Financial Awareness and Market Entry Compliance
and Logistics Knowledge Constraints Marketing Barriers Issues
Apparel 100% 80% 80% 40%
Food & Beverage 89% 22% 89% 56% 56% 33%
Furniture 100% 100%
g ICT 25% 50% 75% 75%
U; Packaging 50% 50% 100%
B Pet Food 100% 100% 100% 100% 100%
Pharmaceuticals 100% 100% 100%
Toys 100% 100% 100%
Size | 100%
N Sizell 67% 22% 78% 67% 56% 78%
:? Size lll 80% 70% 80% 60% 10% 20%
Size IV 71% 57% 86% 57% 29% 14%
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Non-exporter firms' most faced challenges by sectors and sizes

Poor

Limited Brand

Regulatory and

Transportation Lack of Market Financial Awareness and Market Entry Compliance
and Logistics Knowledge Constraints Marketing Barriers Issues
Apparel 100% 100% 100%
Food & Beverage 50% 50% 50% 50% 50%
*:3 Furniture 100% 100% 100%
;; ICT 80% 100% 20% 20% 20%
Packaging 50% 50% 50% 50% 100%
Toys 100% 100%
Size |
N Sizell 33% 67% 100% 67% 67% 33%
:? Size lll 50% 50% 100%
Size IV 50% 75% 50% 38% 25%
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For exporter firms, logistics supports and export financing needs are profound - meanwhile
for non-exporters market research is stated just as significant

Communication

Market Research Bran.d. Certification  Logistics Support Export Financing A55|stanFe n and Awareness
Recognition Regulations e
Activities
§ Exporter 41% 56% 41% 70% 4% % 22%
©
n
g
)
o
x
L
) Non-Exporter 62% 54% 31% 62% T7% 38% 15%

* Among the most needed support areas for exporter companies, export
financing and logistics Support rank the highest at 78% and 89%
respectively.

* These are followed by export marketing advertisement and awareness
activities and market research with certification.

For non-exporter companies, the primary need identified is export finance,
followed by market research and logistics support, similar to the needs
expressed by exporter companies.

Furthermore, non-exporters often encounter challenges in terms of
regulatory compliance, with around 40% of companies indicating that they
reguire assistance during the regulatory phase.
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Exporter firms' identified needs by sectors and sizes

Market Research Reg)rs:i:ion Certification Logistics Support Export Financing ?:;iﬁaa:icoenln
Apparel 20% 100% 20% 60% 40%
Food & Beverage 44% 44% 22% 67% 89%
Furniture 50% 50% 100%
g ICT 50% 50% 100% 100% 100%
;% Packaging 50% 50% 100% 100% 50%
Pet Food 100% 100% 100% 100%
Pharmaceuticals 100% 100% 100%
Toys 100% 100% 100% 100% 100%
Size |
N Sizell 56% 449 67% 56% 67% 11%
:% Size lll 40% 80% 40% 90% 80% 10%
Size IV 29% 43% 14% 1% 86%
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Communication

and Awareness
Activities

44%
100%

11%
20%
43%



Non-exporter firms' identified needs by sectors and sizes

Market Research Refor::i:ion Certification I‘S(Lg;:g:: Export Financing A;.::;ﬁi?icoenisn
Apparel 100% 100% 100%
Food & Beverage 50% 100% 100% 50%
*g Furniture 100% 100% 100% 100%
:% ICT 80Y% 80Y% 60% 60Y% 60%
Packaging 50% 50% 50% 100%
Toys 50% 50% 50% 100% 50%
Size |
N Sizell 67% 67% 67% 67%
:?“ Size lll 50% 50% 50% 50% 100% 50%
Size IV 63% 50% 38% 75% 75% 50%
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Communication

and Awareness
Activities

50%

20%

33%
50%



Firms requesting actions to enrich the current service offerings and tailor them according

to needs

(14

| believe the communication of export development
organizations to beneficiary firms is limited to a
degree. | am having troubles being aware of what
services export promotion organizations provides.

A Furniture Firm of Size IV

(14

| have applied tradeshows but never gotten it. |
need to have expertise of an international expert to
assist me while preparing for an exhibition. | need
financial assistance to produce more for the sake of
exporting.

A Food & Beverage Firm of Size IV

(14

The UK spice market is tough, mostly controlled by
Indian suppliers, and shipping takes over 1.5
months. Australia and Canada have similar issues.
So, my biggest concern is getting the right logistics
and marketing support for my product.

A F&B Firm of Size Il

(14

I think ICT companies don’t communicate enough,
and more people need to know about export
promotion programs. For my sector helping with
sales and finding clients is the key. Also, a
nationwide internship program could really boost
hands-on experience in the industry.

An ICT Firm of Size Il

3 F&B Firms Size Il, 2 ICT Firms Size lll, 1 Furniture Firm Size IV
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(14

Georgian companies struggle with trust issues, lack
of contacts, and legal differences when entering
new markets. Plus, communication with export
promotion organizations is weak—companies in my
sector just get sent back and forth between the
two.

An ICT Firm of Size Il

(14

| want to increase my export share in my total
sales, but the platform and services seem tailored
for Size Ill and IV companies. | don't think it's really
for me.

An F&B Firm Size Il



Deep dive into Trade Finance Constraints

(14 (14

We are not financially capable of covering essential costs We don’t have enough funds to meet production and
such as market research, regulatory compliance, logistics, shipment requirements (working capital) when a big fish
production planning and infrastructure development. Lack of comes.

financial resources to become export ready is our top

challenge. e

(44
European buyers started to ask for flexible (longer)
payment terms. It must be something to do with the

We are especially afraid of responding to orders from - e, 1T
economic situation in Europe now.

customers (and markets) we have never worked with or do
not know. | fear whether | will be able to receive my payment.

(44
(14 Clients asks for financial guarantee in ICT. It is a trouble
obtaining these guarantees from banks or financial
We face cash flow problems caused by delayed payments. institutions. My financial standing in the eyes of foreign
We cannot start new production cycles without waiting for buyers and partners is rather weak.

previous payment.
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Deep dive into Transportation and Logistics

(14

Recently, one of the biggest challenges we face in our export
processes is the high transportation costs. Carriers like DHL and
Aramex are quite expensive, and while we attempted to use a
more affordable service like Georgian Post, the quality simply
isn't adequate. We also tried grouping products together to
reduce costs, but that didn't yield the expected results either.
The high transportation fees are making it difficult for shops
abroad to order Georgian brands.

(14

As we navigate our export journey, the burden of high
transportation fees remains a critical issue. Despite our efforts
to consolidate shipments, we have not seen the desired
reduction in costs, which continues to hinder our growth.

(14

I sell my goods to neighbour markets. This is because | can
«transport» my goods to these countries only. Europeans buy at
double the price. But sending my goods to Europe takes weeks,
even if my products survive, the costs exceed the product’s value.

(14

One of the most pressing issues we face in logistics is timely access
to our customers. Unfortunately, our current infrastructure does
not support this need, and if we want to ensure on-time delivery, it
comes at a significantly high cost.

(14

| ordered this baby outfit for my newborn, and while the product
itself is lovely, the shipping took an astonishing 80 days! When |
placed the order, my baby was just a week old, but by the time it
arrived, he has already outgrown it. Now, | have to give it as a qgift
to someone else. Very disappointed with the shipping time!
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Deep dive into Market Knowledge and Market Entry

(14

The US and EU markets are completely different, requiring
separate certifications with extremely detailed criteria.
Understanding each framework and hiring consultants
takes a lot of time and money. Sometimes, we get EU
certification but still can’t enter the US market, which
limits our opportunities. That's why we need solid market

knowledge support.

(14

In the Arabian Gulf states, we need to meet Halal
requirements, while in Israel, it's all about Kosher
certification. Navigating these standards is challenging
and this makes market entry harder!

(14

Market demands and requirements vary a lot by region. For
example, as a cheese producer, | can't export to Europe due
to restrictions on animal-based products, but the US has no
such requlations. Still, figuring out which markets are
actually a good fit is a challenge.

(14

Proper guidance and market knowledge support would be
good because in CIS countries, pet food trade runs
smoothly with mutual agreements, so there’s no need for
extra requlatory checks. But for other countries, when
exporting from Georgia, we have to go through strict
reqgulatory processes.
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Needs of companies indicate some export promotion services

Lack of Market Limited Chances for Regulatory and Poor Lack of in-house Financial
Knowledge Market Penetration Compliance Issues Transportation international Constraints
(Brand Awareness, and Logistics Trade capabilities

Marketing, Lead
Generation...)

Market Research Support Promotion Support Process Support Capacity Building Support Export Financing Support

Tradeshows Certification Education Export credit

Market research report Lead Generation Infrastructure
<

Market research

— .~ ]

Export insurance

Export credit guarantee

Transportation and

consultanc

Lead Generation

Branding and
Packaging
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Despite lagging in scale, Georgia's GDP has been growing at twice the rate of the EU and the
world in terms of both total GDP and GDP per capita since the year 2004

GDP in Billion USD and GDP per capita in Thousand (2004-2024)

40 10
G . 30
rgi
eorgia 20 5
10 L( 13,2 16,9 15,4 16,0
0 5,3 0
2004 2008 2012 2016 2020 2024
20.000 N 43,4 60
European 15.000 6 6 i —33,6— 31,6 — 34,8 20
Union 10.000 ¥ g —c-
: — 16.369,4 15.479.9 loaieie
5000 11.438,5 14.743,5 13.988,2 5 ' 20
0 0
2004 2008 2012 2016 2020 2024
G4, 7% 139
150.000 96 10,8 10,4 lir—l/_______-——-—". 15
World 100.000 7"0’/‘* o —eo- o 10
110.064,9
0 0
2004 2008 2012 2016 2020 2024

—e— GDP per capita [_] GDP

Source: (1) IMF
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Since 2004, Georgia's annual
compound growth rate of total GDP has
been 9,6%. This indicates that the
growth rate of the Georgian economy is
ahead of the EU and world averages,
highlighting  the  importance  of
continued growth.

Although Georgia lags behind the EU
and world averages in terms of GDP
scale, it surpasses both groups in terms
of CAGR. With an approximate CAGR of
10%, Georgia's GDP per capita growth
is about three times that of the EU and
world averages.

Georgia's growth momentum suggests
that its scale will also develop over
time. Georgia, which has room for
improvement in terms of imports, one
of the negative components of GDP,
has the potential to significantly
enhance its growth with long-term
export strategies.




Georgia's exports are growing - one of the key drivers of GDP growth is exports. The ~9%
growth over the past 20 years highlights how Georgia could thrive for more in exports

Georgia
Exports in Billion USD and Exports per Capita in Thousand USD (2004-2023)

M European Union
Exports in Billion USD and Exports per Capita in Thousand USD (2004-2023)

1,0 2,0 3,0 5.000 10.000 15.000 20.000 25.000
2004 0,6 |o,2 2004 9.108,8 21,0
|
1 —/
2008 1,5 0,4 2008 16.015,2 | 36,4
]
: .
2012 2,4 0,6 2012 18.391,9 | 41,7
+8,8% +4,9%
I}
2016 1,8 0.5 2016 15.924,2 35,8
1 Al
2020 2,6 0.7 2020 17.515,0 39,2
1 |
2023 3,0 0,8 2023 23.291,1 [© 519
]
0,2 0,4 0,6 0,8 0,9 10 20 30 40 50

|:| Exports

Exports per capita

» Georgia's exports, like its GDP, have shown growth over the years. Since 2004, -
Georgia's exports have increased from approximately 0,6 billion USD to 3 billion
USD. This represents a nearly fivefold increase in Georgia's exports, compared to
a 2,5-fold increase for the EU.

One of the notable points, as with GDP, is the growth in exports. Over the past 20
years, Georgia's exports have grown at a CAGR of approximately 9%, while this
rate is around 5% for the EU. This growth trend is a significant indicator of
Georgia's potential to enhance its export scale by increasing its export orientation.

Source: (1) Trade map

41



Significant majority of the growing exports are directed to nearby markets, with the increase in
exports being more profound in certain markets, particularly China

Georgia's Export Value & CAGR Rate by Region/Country

(Million USD. 2004-2023) M Share of Regions/Countries in Georgia's Total Export

(%, 2004-2023)D
222,8
6% . .
cis 6326 | Russian Federation
19,0% of total export
96,3
Europe 10%
627,6 |
European Union \
104,5 20,6% of total export - \
Russian F. — | 9% \\ \
’ Vo CIS Countries
RN S 20,8% of total export
118,6 ‘ E\E\ -
Tlrkiye 6% . g IR e
3327 I Turkiye N
10,9% of total expart  “«_
-3,3 \ NS China
China 27% ! TSNSl 9,6% of total export
292,9 | et
99 ro0s Middle East
Middle East 16% 5,6% of total export
[ 1703 ] 2023

Over the past two decades, alongside established markets such as Russia, CIS countries, and Turkiye, significant growth has been notably observed in China
and the Middle East.

Source: (1) Trade map
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Five key sectors play a major role in this export growth, with Food & Beverage, Chemicals,
and Apparel particularly increasing their shares within the exports

B 5 key sectors account for 80% of Georgia's total exports

x5 increase in 20 years

600 3.000
26.9%
33.4%
22.4%
16.9%
6.3%
- 13.2%
6.4% \\\
0,4% Sao ’
RNNY 9.5%
22,6%
2004 2023
Metals and Ores Chemicals (inc. pharma.)
Beverages I Apparel

Food & Agriculture Other

=

Metals and Ores

Beverages

i%

Food & Agriculture

Ll

Chemicals

c 20

Apparel

o

While there has been a decline in the percentage of exports from the metals and ores
sector, it remains the largest export item for Georgia. With alloys, aluminium and
copper representing the most prominent items in the sector, the fact that the related
products are sold at raw material level points to a lack of added value.

£

In the food and beverages sector, which has experienced a notable increase in market
share over the past two decades, products such as wine, mineral water, and nuts have
emerged as prominent categories.

While food and beverage products are mostly exported to nearby markets such as
Russia and CIS countries, there is limited export to the European market, primarily due
to factors related to quality and branding.

—

While exports in the chemicals sector are typically conducted at the raw material level,
there has been a notable increase in the export of both pharmaceutical and beauty
products in recent years.

=

Exports in the apparel sector experienced significant growth in the 2010s, now
accounting for 5.4% of Georgia's total exports
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Concluding remarks
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Since 2004, Georgia has consistently strengthened its GDP. From a GDP level of 5 billion USD in 2004, it has reached 33.2
billion USD by 2024. Additionally, its GDP per capita has increased approximately sevenfold compared to 2004. Although it
lags behind in scale, it has shown ~10% growth over the past 20 years - a growth rate that is quite good compared to both the
EU and the global.

One of the significant driving forces behind Georgia's GDP growth is exports. Over the past 20 years, Georgia's exports have
grown from 600 million USD to 3 billion USD, meanwhile export per capita is approximately 800 USD. The notable point in
exports is the growth rate - the ~9% CAGR in export per capita is above the ~5% CAGR in the EU. Georgia's exports are growing
significantly.

Certain markets stand out more in Georgia's growing exports. Russia, Turkiye, and China hold significant shares in Georgia's
exports. Additionally, the CIS, the EU, and the Middle East regions are markets where exports are growing and penetrating
more.

The products exported by Georgia are limited. Five key sectors account for 80% of Georgia's exports, and these sectors are
labour-intensive with low value-added/technology levels. The sectors primarily include agricultural products, beverages, and
metals/ores (especially in the Chinese market). The fivefold increase in exports over 20 years mainly consists of these sectors.

The exporting companies in Georgia are mostly SMEs which correlates with the high number of SMEs in the country. However,
the total number of exporting companies has not changed significantly in the last five years, - experiencing minimal increase or
decrease despite the increasing exports. The export values of these companies are well below the EU average. One of the main
reasons for this is the low value-added level of the exported goods.
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dicators and Untapped
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To understand and analyse Georgia's growing exports and potential-holding target markets in
depth, project used the Triple W methodology

The Triple W methodology allows us to understand whether a target market is worth pursuing, whether it is a market that can be
won considering the competition factors in this market, and Georgia's additional export potential in these markets.

We aimed to obtain more precise results by specifically applying the Triple W methodology to prominent markets for products/sectors
that we have assessed to have export potential.

) A. Worth Winning = How big is the targetable market?
The size of the market = How much and how fast is the targetable market growing?
@ B. Winnable = How concentrated the target market is, considering the shares of
Concentration of the target market exporters for the selected product/sector?
\'l C. Winnable by Us = How much is the unrealised export potential for Georgia?

Value of exports Georgia could realize How well Georgian firms could perform in meeting supplier
further selection criteria for the selected product/sector?
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Under the "Winnable by Us" pillar, we applied ITC's Export Potential Methodology to identify

the additional exports that Georgia can achieve

%' [nternational
/ (¢ Trade
,% Centre

Export Potential Methodology®

The Export Potential Methodology was developed by the International Trade Center
(ITC), an international trade initiative of the World Trade Organization (WTO) and the
United Nations (UN). It assesses export potential as growth in existing export markets
and expansion into new markets.

It can reveal the export potential of the economy subject to the research in terms of
sector, product and export market (country). The model works with supply, demand and
ease of trade parameter sets for province-country and country-country dyads.

The methodology consists of an analysis called Export Potential Indicator (EPI). The
Export Potential Indicator identifies the potential export value for any exporter in a
given product and target market based on:

1 The capability of a | 2 Desire of other 3  Efficiency level of (4 The level of
country to offer markets to an engagement in bilateral linkages
goods for trade acquire products international between the two

from a specific trade countries
country
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EPI;j, = Supply' x Demand;; x Ease;

Rationale Behind the Export Potential Indicator (EPI)

The export potential analysis conducted for the bilateral trade of
two countries in this report has the following assumptions and
calculations behind;

= The actual export data is based on the latest year on Trade Map.

= The unrealized export potential is the yearly export potential
value until 2028 (including 2028).

= The «ease» parameter is determined based on the previous
years' trade and tariff performance between two countries using
last 5 years data on Trade Map.

= The listed sectors for export potential analysis cover ~70% of the
total unrealized export potential.



To reveal a more precise estimation of Georgia's export potential, project utilised a target-
market specific deep dive - and discovered with whom Georgia can compete based on pricing

EY's Adjustment to ITC's Export Potential Methodology

« ITC's Export Potential Map calculates the estimation of Georgia's export potential for specific products/sector in specific markets.

* We claim editing certain data on the Export Potential Map enables the estimated export potential to be more precise, these data include the actual exports
from Georgia to any other market. We manually changed the real export value for each selected product/sector and for each market.

* This editing allowed us to oversee the exact value of exports for a product to a market and therefore enabled the methodology to utilise unrealised export

potential based on the most recent and accurate data.

EY's Approach on Discovering the Export Potential

* We claim the Export Potential Map's factor of exporter's competition for a selected product in a selected
market is underutilised.

» To account the factor of competition for an exporter;

« We developed a price-based competition interval model for each product/sector and market that
appears to have potential, based on the unit price of the product sold and consisting of other exporters
unit prices close to the unit price of Georgia's exports.

* This model identifies other exporters that Georgia can compete with in terms of price and incorporates
into the equation the market share of other exports that can compete with Georgia in the relevant
market. To calculate the price range which enables the crafting of the competition pool, used formula is
as below:

(Actual Exports — (Supply,-k x Demand; x Easei]-k)> * price based competition interval model
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Price Based Competition Interval Model

Fmmmmmen ® Georgia's Price (1)

——————— ®95% Confidence Interval

—————— -@® Price Range
Addressable Market Share for Georgia:

+|Z 5D
o

u Georgian price for the specific sector and market
Standard normal distribution score used for 95%
confidence level

Standard deviation of the prices within a specific sector
and market

Number of exporting countries or that

specific sector and market

SD

n



Calculated export potential of Georgia is classified in 6 groups and 14 prominent sectors
based on each product/sector's OECD tech level and their labour intensity factor

Profiles

&5
85

i&@
&=
Ty

Agricultural Products

Medium-Low Value-Added
Goods Without Mass
Production Capability

Highly Exported Products
with Limited Branding

Medium-High Technology
with Limited Production
and R&D Capability

Promising Sectors with
High Potential

High Value Service Export

Sector

Hazelnuts

Berries

Apparel***

Animal Feed***
Construction Materials
Packaging

Wine

Sprits & Sparkling Wine
Non-alcoholic Beverages ***

Fertilizer
Pharmaceuticals

Wooden Toys
Pet Food
ICT

Overall Score*

Untapped Export
Potential
(Million USD)

55,4
6,5
192,8
34,3
16,9
6,4
104,4
113
143,8
145,8

51,3

0,6
0,3
NA **

Addressable Untapped
Export Potential
(Million USD)

41
2,7
18,1
19,3
3.8
2,8
56,1
20,6
75,1
93,1

26,2

0,6
0,3
597

*The overall score is calculated using the OECD Tech and Labor Intensity indices, the sectors are scored out of 10. **ITC - Export Potential Map does not have data for the service sector.

*** Product categories within the corresponding sectors are analysed individually in the next pages.
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Hazelnuts

Top Target
Markets

Russia
Italy
Armenia
Uzbekistan
France

Canada

In the hazelnut sector, which is Georgia's leading agricultural export, Turkiye stands
as the primary competitor with a strong presence in key target markets

Q)

Worth Winning

Import Value
(Million USD, 2023)®

CAGR of Import Value
(%, 2018-2023)

Winnable

Share of Top Exporters
%, 2023)

o

—w3

Source: (1) ITC Trade Map
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Insights for Target Markets

Georgia's primary competitors in its target
markets with potential are other hazelnut
producers in the region, namely Tlrkiye and
Azerbaijan.

Italy imports 422 million USD worth of
hazelnuts, driven by its chocolate industry.
The market is saturated, with top three
exporters dominating, leaving 9% for others.

In the Georgia’'s region, Russia is the largest
market, having experienced a 13% growth
over the past five years. Besides Russia, the
other two major buyers in the region
,Armenia and Uzbekistan, have shown
significant growth rates of 111% and 41%,
respectively. Notably, Georgia holds nearly
the entire import market share for hazelnuts
to Armenia.

France is among the largest importers,
although the market has seen an annual
decline of 2% over the past five years.
Tdrkiye dominates the French market,
accounting for 70% of its hazelnut imports.



)

Hazelnuts

Supplier Selection Criteria

Price

» Competitive price is the
biggest factor.

» Georgiais following the pricing policy
of Tlrkiye, the largest producer in the

region.

Quality

» Especially important for
the European market.

» Georgiais facing with quality
problems due to poor maintenance
and land fragmentation of gardens.

Logistics

* Most of the sales are directed
towards the European market.

» Logistics costs challenge small firms.

Sustainability

» Sustainable production

approach is not widespread and
certificates are not prioritised.

» Worker welfare and child labor is
critical.

N N

Russia
9.4
12.7
5.0
— 0,6
13,3
14,4

Winnable by Us

Uzbekistan

Armenia
| 3.1 |
0,0
8.4 3,1
0,0
8,4

N—

A significant portion
of the potential in the
hazelnut sectoris
directed towards
Georgia's largest
trading partner,
Russia. With an
addressable potential
of 13 million USD, the
majority of this
potential in Russia lies
in the shelled hazelnut
products.

Georgia has the potential to develop an additional hazelnut export market worth 40
million USD - target markets include Russia and Armenia in the region, Italy in Europe

France Canada
‘ 2.8 \ 1.8 2.8
0.9 1.9
3,7 3,7
6.0
8,8

™

Italy stands out both in terms of total
exports and total potential. However,
due to the high level of competition in
the market and reaching a certain
level of saturation, there is only an
addressable market value of 9 million
USD.

The size of the market is driven by the
advanced chocolate industry, which is
expected to grow by 20% until 2028.
This indicates that the potential for
Georgia is likely to increase as well.

Georgia, which currently holds nearly the entire
Armenian market, has an additional addressable
potential of 8 million USD in this market.

While the Uzbekistan market is dominated by another
regional hazelnut producer, Azerbaijan, Georgia's
competitive pricing creates a potential of 3 million
USD for the country.

In addition to the mentioned countries, thereis a
combined potential of 1 million USD in Belgium and
Germany. The majority of the potential in these
markets is related to the advanced chocolate
industry.
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JLD"W 2. Harvest

©—e

0> :
l 4. Processing
0«0

Case Study I: Hazelnuts are currently exported in unprocessed form - processed hazelnuts
can be sold at 4 times the price, and with value transformation, up to 22 times the price

-. 5. Additional
Processing

* The fact that hazelnut

production in Georgia is
carried out in traditional
ways leads to large
seasonal fluctuations in
output.

The increase in stick bugs
poses a significant
challenge for hazelnut
producers, leading to a
decline in yield.

The production of organic
hazelnuts is limited due to
the common use of
traditional production
methods by producers.

* Thereis a significant

labour shortage in the
harvesting stage due to
the shift of the labour
force in Georgia to
Tarkiye, the other
hazelnut producer in the
region.

The use of conventional
methods in the harvest
stage creates
disadvantages in terms of
time and cost.

Financial support is provided, especially to small
businesses, to support pest-control activities.

Due to the preference for non-cooperative production in
Georgia, harvesting is both costly and time-consuming.

* Thereis no centralised
pricing policy for
hazelnuts in the country,
and instead the price
policy determined by
Tarkiye is followed.

* A total of 40-50 hazelnut
storage facilities are
currently operational
throughout the country,
with a sufficient
performance to meet
current storage
requirements.

Market Price

For nuts in shell
~10,4 Lari (3,7 USD) per kg

For nuts shelled
~21,4 Lari (~7,6 USD) per kg
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» Additional processing

covers processes such as
roasting, mincing, turning
into puree, etc.

In the Georgian context,
where shelled and
unshelled hazelnuts
account for approximately
90% of exports, only a
very small proportion is
subjected to additional
processing.

Market Price

For roasted nuts
~40 Lari (~14 USD) per kg

* While the majority of

exported hazelnuts are
utilised in the production
of chocolate, no chocolate
brand in Georgia has yet
been able to compete
successfully in the
international market.

Market Price

For chocolate with hazelnut
~230 Lari (~82 USD) per kg

Via value transformation

~x5 market price



In the berry market, Western markets such as Europe and America are prominent,
with Peru having a strong dominance in these markets

Berries
Worth Winning Winnable
Top Target Import Value CAGR of Import Value Share of Top Exporters
Markets (Million USD, 2023)® (%, 2018-2023) %, 2023)
1 Insights for Target Markets
The UK 401 1% 22% 20% 16% * Among Georgia's promising export products,
I the blueberry and cranberry group faces
£ pery B Morocco [l Soutn Africa [l Other strong competition from Peru. Peru is the
world's leading exporter of blueberries, with
Germany 479 99 259 239 15% main markets in the USA, Europe, and China.
A « Promising  markets include  European
[ Pery L] spain [ Morocco [ Other countries like Germany, the UK, Poland, and
. the Netherlands. These markets are more
USA 1.953 // 9% 47% 31% 12% consolidated, with an average competition
/, room of around 36% and a CAGR increase of
[ Peru [] Mexico [ chile [ Other 9% to 28%, indicating a growing trend in
berry imports.
China 260 16% 88% EF *+ The USA, with the highest import market,
12% shows a 9% CAGR, indicating a growing
[ Peru [ chile [ Other trend. However, the top 3 exporters
m dominate, leaving only 11% room for
Poland 154 28% 27% 23% 14% competition.
] A « China, despite its lower import value, shows
Vel Resnenrd] BNt Heiticy significant growth at 16%. However, Peru
dominates this market, leaving no room for
Netherlands 606 14% 41% 15% | 14% 31% competition.
[J Peru [ chile [ spain [ other

Source: (1) ITC Trade Map
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Berries

Supplier Selection Criteria

Price

+ Since keeping production costs low
is essential, Georgia could have a
pricing edge due to its relatively
lower labour costs.

Quality

» Considering that exports are already
made to quality-conscious markets,
the quality level can be considered

sufficient.
Logistics
» Poor logistics infrastructure and
transportation conditions have a
negative impact on fresh fruit
exports evenin the relatively close
geography of Europe.

Sustainability

» Georgiais open to development in
this field via certification of
sustainable agriculture

Source: (1) ITC Trade Map

Winnable by Us

Germany
0.2
0.6
1.2
0.4
1.6
1,0
0.2
1,4
1,8

/e

* Georgia has a total unrealized potential of 6,5 million
USD for this product group. Unlike the countries to
which Georgia already exports berries, it has a high
potential to expand into new markets.

« The biggest potential to be achieved with Georgia's
current capability is in the UK market with 1,2 million
USD, followed by Germany with achievable unrealized
potential of 0,6 million USD.

« 1,8 million USD, the highest potential is in the USA
market, of which Georgia currently is estimated to
achieve 0,2 million USD due to the competitive
situation.
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The limited level of berry exports indicates a relatively small export potential - the
early harvest in Georgia particularly enhances its competitiveness in the EU market

Poland

Netherlands

0,1 0,13 0.3
0.5 0.4

0.5 0.7

1,0

Despite the relatively close geography due to Europe,
the potential to be achieved in the Netherlands and
Poland markets remains at the level of 0,1 million USD
due to price competitiveness. This corresponds to
approximately 20% of their total potential.

In terms of market competitiveness, Georgia's
strongest market is China, where it is in a position to
fulfil the total potential of 0,2 million USD with its
current performance.

Other countries with potential for this berry product
group are Belarus, France, Romania and Czechia,
which are also new markets for Georgia, with a total
potential of 1 million USD.

[] Addressable UEP by Current Capacity Utilisation [_] Remaining Potential




Case Study Il. Russia-focused exports (95%) leads to need of market diversification, with
potential to export to Europe at 23% higher prices and to Gulf countries at 70% higher prices

2. Harvesting

3. Packaging

N

4. Distribution

In addition to blueberry
production, there has been an
increase in the production of
raspberries and other berries in
recent years.

The fertile soil conditions (from
former tea plantations) are highly
suitable for blueberry farming.
The issue of low production
capacity can be attributed to the
fact that production lands are not
consolidated due to both
ownership and land conditions.

» Georgia is the first country to

harvest blueberries annually in
late May, providing a 2-week
competitive advantage in global
markets.

Major European retailers are
showing interest, but current
supply capacity is struggling to
meet demand.

financing for seeds and 50%
production.

« Government is providing support for 22.000 hectares with 70% co-

irrigation systems to increase

Logistics support for berry producers is being planned for the supply
phase by air for the European and Gulf markets, ensuring timely delivery

of goods.
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« While the cost remains lower in

bigger box, the cost increases in
smaller packs where the added
value is high.

Within the European market, 125g
packaged products are favoured
due to their ready-for-direct-
consumption packaging.

Cost Estimation

Packaging the berries
For paper boxes
~0,1 USD cost per kg

For small plastic boxes
~0,3 USD cost per kg

The majority of exported berries
are transported as fresh.

A substantial proportion of these
exports, amounting to 95%, are
directed towards  established
markets, notably Russia and
Armenia, and are transported by
road. Conversely, exports to
European and Gulf countries are

transported by air, incurring
significantly ~ higher logistical
expenses.

Market Price
For Russia
~5,3 USD per kg

For Europe
~6,5 USD per kg with 20% higher price

For Gulf Countries
~9 USD per kg with 70% higher price



Identified strengths and weaknesses for agricultural products

@ Strengths & Opportunities

Hazelnut production, found in only a few regions worldwide, is also present
in Georgia, which stands as the fourth-largest producer, offering valuable
agricultural products to global markets.

Georgia has competitive pricing in hazelnut exports.

For specific agricultural products like berries, Georgia can harvest two
weeks earlier than other producers due to favourable agricultural
conditions.

The historical production of tea in Georgia's agricultural areas enhances
soil fertility. Favourable soil conditions, particularly in regions with former
tea plantations.

Georgia has the necessary capacity to store the agricultural products it
produces. Approximately 50 warehouses across the country meet this
demand for hazelnuts.

In the agricultural production process, producers are supported by various
mechanisms (financing, technical support, etc.) provided by the RDA.
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@ Weaknesses & Threats

» Land consolidation is a major problem. Despite the fertility of the existing

agricultural land, the number of lands that are sufficiently consolidated to
ensure effective and sustainable agricultural production is low.

Due to the lack of a culture of working together to overcome this issue,
high-capacity production cannot be achieved. Consequently, production
volumes are insufficient to meet the demand from target markets, and
supply cannot be provided.

Market dependency in agricultural product exports is very noticeable. A
large portion of exports is directed to nearby countries, especially Russia.

The use of innovative tools, equipment, and know-how to reduce waste and
enhance production is limited, leading to fluctuations in the supply and
quality of exported products.

There is a prominent issue of finding labour, which causes operational
deficiencies in creating export-oriented agricultural supply.

In hazelnut production, insect problems cause significant losses.

In the production of fresh fruits and vegetables, compliance with EU
guality standards cannot be achieved.



The greatest demand for apparel is found in the USA and in EU markets - especially
apparel 1IN the European market, there is a clear room for competition

Worth Winning Winnable
Top Target Import Value CAGR of Import Value Share of Top Exporters
Markets (Million USD, 2023)® (%, 2018-2023) %, 2023)
M Insights for Target Markets
USA 81,600 El)f 22% 18% 21% + The total import value of the 6 prominent
: : : markets accounts for 40% of global apparel
[ china ) viettam B chile B Other imports, indicating their dominance.
™ . e * Among the prominent markets, EU markets
Russia 7.800 2% 45% 10% | 9% like Germany, France, and Italy in addition to

Russia as a neighbour exhibit positive CAGR,

reflecting steady growth in demand as they

| are major buyers in the sector. In contrast,

Kyrgyzstan 300 //-13% 43% 21% 21% 15% the USA, despite having the highest import
value, shows a negative growth in CAGR.

[] china [ ttaly [ Uzbekistan [ Other

I r [ Tiirkiye [ Uzbekistan [] china [ Other
* In European markets such as Germany,

France, and Italy, the top 3 exporters hold at
Germany 40,900 0% 13% | 12% [ 9% 67% most 50% of the market share. The other
exporters have an individual market share
maximum of 10%, indicating a highly
fragmented structure with room for

|:| S. Africa |:| Peru |:| Spain - Other

France T D) 22% 15% 10% competition for new or smaller exporters.
' L « In the neighbour markets like Russia and

Chi B ladesh Ital Oth .
e [ JEmdedeh [ Vi || Gy Kyrgyzstan, the market structure is more

concentrated, with the top 3 exporters
3% 13% | 10% | 9% 68% holding a significant share. This reduces
room for new exporters entering the market.

Italy

19,700

[1 china [] spain [ France [ Other
Source: (1) ITC Trade Map
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Capacity for mass production to meet competitive demand is limited in apparel

Apparel

Supplier Selection Criteria

Price

» As low production cost is critical, top
exporters are countries that offer
competitive prices.

» (Georgia's quality offers an advantage
but limited mass production capacity

hinder competitiveness.

Quality

» Medium emphasis as mass production
is leading.

» Georgia stands out for its quality but
a lack of qualified professionals limits

its potential.
Logistics
+ Fast-fashion trends make logistics
critical.

» Georgia's infrastructure needs

improvement.
Sustainability
» ltiscritical, yet it still comes after

guality and price and Georgiais in the
early stages of sustainability efforts.

Source: (1) ITC Trade Map

Winnable by Us

USA Russia
4.2 C8731.7
21.2 105

25,4

Kyrgyzstan Germany
73314 3.0
8.7 15.7
18,7

RN

T

The USA has the largest
unrealized export potential with
28 million USD, where Georgia's
low labour costs could be an
advantage, as price is a key
criterion for this market.

However, logistical challenges
and Georgia’s limited mass-
production capabilities, given
the USA's position as the top
importer, make it harder to
convert this potential into
realizable exports.

» Georgia's closest
neighbours, Russia and
Kyrgyzstan, offer the
highest ratio of total
additional potential to
realizable export
potential. These markets,
though highly
concentrated, rely on
suppliers that offer low
costs and strong mass
production capabilities.

sector, resulting in an addressable export potential for Georgia of 18,1 million USD

France Poland Other
— 4,1 4,24
2.8 49 0.8
16,6
103.9
108,1

+ With fragmented market structures in EU countries,
Georgia has an addressable potential of 6 million USD.

* In Italy, where the supplier markets are dominated by
EU countries like Spain and France, Georgia can
position itself as an alternative supplier offering lower
costs.

+ Other markets that Georgia can realise its export
potential includes Poland, Romania, Netherlands, Spain
and Kazakhstan - total addressable export potential is
~2 million USD.

» Georgia has a niche fashion design culture with
branding potential to succeed in the EU market.
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~97% of the apparel potential is in fashion, with t-shirts and trousers offering over
apparel 1 70 million USD of potential gain for Georgia's exports

Winnable By Us

Product & Share in Potential Top 5 Target Markets for the Products Insights for Target Markets
SA

0% Germany U France Russia Kyrgyzstan » The EU fashion industry is forecasted to increase by
2,33 2,33 — 1,97 52 J10 20 Jos 11,1% from 2023 to 2028. On the other hand, the
T-Shirts 11.6 11.5 9.5 6.2 4,8 USA market is forecasted have an increase of 23,1%
(Men & Women) 11,4 from 2023 t0 2028.@

13,9 13,8 « The EU fashion market is highly competitive and
- USA France Germany Kyrgyzstan Spain fragmented due to the presence of many localized and
o 32% 1,57 o, CieYaa international retailers. Therefore, for new entrants like
Frousere - %o.e Ei.?)jo.S E;:i 0.4 ;;? 0.4 Georgia, differentiation in quality and design is

(Men & Women) essential to stand out in the market.

9,1 « U.S. imports of everyday clothing like t-shirts,
trousers, and dresses from their largest supplier

% KyrgoyiStan R%Sj'a KazaokTStan Frsnlce Turkive China, decreased by 6% in the last 4 years, marking
— T T _014_ | 0.3 ]O.l the fastest sourcing shift since 2010. This reduction in
Coats 0.6 oS 0.5 0,4 reliance on China creates a market opportunity.
(Men & Women) 07 0,6 0,6 0:5 « The trousers market has an average annual growth
' rate of 3,6%, while jeans are expected to grow by 6,5%
USA Russia Kyrgyzstan Germany Kazakhstan until 2028. Accordingly, this fragmented sector offers
3% —0,2] 0,2 0,13 — 0,1 —0,1 opportunities for relatively new players such as
. 0.8 0.8 0.7 0.6 0.6 Georgia.®

Brassieres 0.7 0.7 - Due to shifting trends to sustainability, The EU
1,0 1.0 0.9 Strategy for Sustainable Textiles focuses on fashion
France Germany Poland Russia Spain products that are durable, repairable, and recyclable
E 1% 0,042 0,042 0,042 0,042 0.02 an.d take actiqns Fowar‘d this. Georgia can capit(.al‘ize.on
< G5 5 021 0.19 M ' this shift by aligning with EU standards and positioning

© Dress 0,13 itself as a key supplier of eco-friendly textiles.

0,26 0,25 0,25 0.23

Source: (1) ITC Trade Map (2) MarketLine Industry Profile (3)Technavio, Global Premium Denim Jeans Market [ Addressable UEP by Price Competition [] Remaining Potential
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Apparel

i ]

Accessories m Leather m Kidswear

0

Eco-friendly materials stand out in kidswear, leather, and accessories where quality

100%

Babies' Garments

100%

Leather Footwear

100%

Crocheted Hats

Winnable By Us

Product & Share in Potential Top 5 Target Markets for the Products Insights for Target Markets

USA Spain France Germany Romania
0,07 _8f(1)g_ | 0.16 ]'0.03 [o.14 Jo-03 0.12 10.03
0.37 0.22 0,19 0,17 0,15

0,44

USA France Czechia Germany Turkiye
i 0.21 10.04 0.20 10.04 0.20 10.04 0.19 0.04
0.48 0,25 0,24 0,24 0,23

0,57

USA Russia France Germany Italy
Bl 0.10 J0.02 508 Jo.02 £0.08o.02 :8'8‘31W
0.23 0,12 0,10 0,09 '

0,28

Source: (1) ITC Trade Map (2) World Bank (3) MarketLine Industry Profile
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and design differentiation is critical for Georgia's sector positioning

For this product group, the prominent criteria are
health, safety, practicality, comfort, and washability.
In the leading target country, the US, children aged O-
15 make up 18% of the total population, exceeding the
average percentage in OECD countries.® This
indicates potential, but due to logistical challenges and
regulatory trends, Georgia presents an area for
development.

Improved living standards lead consumers to spend
more on quality footwear, hence the EU market
experienced significant growth in 2023 with 8%.
While ethical footwear and eco-friendly brands present
growth opportunities, the market faces challenges due
to the rising costs of raw materials, particularly
leather.

The headwear market is expected to grow at a CAGR
of 6,5% from 2023 to 2030. This growth is 11,1% for
the general apparel market, which shows a limitation
in market entrance.

The market is highly competitive due to the
prominence of major and premium brands, therefore
market entrance, both to USA and EU markets comes
with challenges.

|:| Addressable UEP by Price Competition |:| Remaining Potential
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Animal Feed

Top Target
Markets

China

Turkiye

Russia

Uzbekistan

Norway

Italy

Worth Winning

Import Value

(Million USD, 2023)®

CAGR of Import Value

(%, 2018-2023)

Winnable

Share of Top Exporters

%, 2023)

508

438

|
51

1,183

591

Source: (1) ITC Trade Map

6%

13%

26%

18%

26% 15% | 9%

[ peru [] VietNam

[ Russia [ Other

41%

17% | 13%

[] Morocco  [] Oman

[ Guinea [ Other

22% 12%

8% 58%

[] Norway [ Tiirkiye

[ France [ other

22% 19%

17%

[] Russia [ iran [ Tiirkiye [ Other

34%

32%

13% 22%

|:| Iceland |:| Denmark |:| Faroe Islands - Other

25% 17% | 12%

[ spain  [] penmark
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[ France [ other

A7%

China is the largest buyer of animal feed and the market is highly competitive - in
addition to China, Turkiye and Russia also stand out as major importers in the region

N

Insights for Target Markets

* The products covered under this sector are
animal feed mixtures and fish pellets and do
not include pet food.*

* In this sector where selected markets have
grown by an average of 11% over the past 5
years, Uzbekistan has shown a remarkable
growth, with a 26% increase. The low level of
competition indicates a clear opportunity for
Georgia, as a new entrant, to establish a
strong presence. The same goes for China,
Russia and Italy, where competition is low.

* Quality feed is crucial in Norwegian salmon
farming, with Norway's market mainly
supplied by nearby countries like Iceland and
Denmark. This opens a chance for Georgia to
emerge as a new supplier offering
competitive quality and prices.

» Turkiye has received large investments in
fish farming in recent years and as a
neighbour of Georgia, it has the potential to
be a strong exporter that can provide input
to this sector.

*Pet food is analysed separately in the following sections of the report.



Ve

Animal Feed

Supplier Selection Criteria

Price

* Lack of large-scale production limits
its price flexibility, yet Georgia’'s
exports still accounts for 0,2% of
world imports on its own.

Quality

* New regulatory requirements
present due to aflatoxin
contamination. Room for
improvement exists for the local

producers.
Logistics
» Georgia's geographic location
provides regional advantages, but
improvements in infrastructure and
transportation costs are needed for

better competitiveness.
Sustainability
» Sustainable use of local resources is
limited, though there is significant
potential for development in this
area.

Source: (1) ITC Trade Map

Winnable by Us

Uzbekistan

=054
0.7 0.2

Russia
1.9
6.5 6.1 1.7
\ 3,6
1.6
811 6.4

12,5

Georgia has an unrealized export
potential of around 34 million USD in the
animal feed sector, spanning nearby
regions and the EU. With its current
capacity, Georgia can fulfil about 57% of
this potential, potentially earning an
extra ~19 million USD in export revenue.
In China, Georgia can cover 80% of its
total UEP of 8,1 million USD, however,
the competitive environment provided by
the high domestic production in China
creates a recognition problem for
Georgian goods.

China and Turkiye offer an addressable export potential for Georgian animal feed
products, while for European markets meeting quality standards is essential

Russia and Uzbekistan,
which are new markets
despite being in Georgia's
close geography, have
unrealized potential of
3,6 million USD and 0,7
million USD respectively,
totalling 4,2 million USD.
Georgia's competitive
position allows for
addressing ~1,5 million
USD of this unrealized
export potential.

Norway
—=04= —=0,4=
04 00 05 01 35
Y J 5.0
85

* Among the EU27 countries, Norway and lItaly
are promising markets for the animal feed
sector. Although these markets have a total
UEP of less than 1 million USD, Georgia has
the capacity to cover almost all of these
unmet potentials with its existing capacity.

» With its current price approach, Georgiais in a
position to generate 0,8 million USD animal
feed export revenues from Italy and Norway.

» Other countries with potential for this product
group include Armenia, Germany and lIraq,
with a total potential of 1 million USD.
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S Animal and fish feed sector, supported by rich ingredients and technology, has a

Animal Feed

total potential of ~34 million USD for Georgia

Winnable By Us

Product & Share in Potential Top 5 Target Markets for the Products Insights for Target Markets

China Tlrkiye Norway Italy UK
=0 4q—|:o 4q—=o 4;7
72% 0,4 00 .
6.5 5.6
1.6
5.7
Fish Pellets 2
11,3
Russia Uzbekistan Tlrkiye Irag USA
o5 |02 0.5 0,33 Eo0330.2
0 .
28% 1.9 0.7 0.7 1.6 0.3
1,2
1,9
1.7
Other Animal Feed and 3,6
Additives

Source: (1) ITC Trade Map (2)Growth Opportunities in Emerging Markets Animal Feed 2024-2030 (3)Technavio, Global Fish Feed Market
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In animal feeds, the content of the product is of critical
importance. Functional components such as amino
acids, vitamins and minerals stand out among the main
feed additives. This is one of the main factors affecting
the quality of the product.®

In this direction, in recent years, animal feed producers
have been collaborating with technology-oriented
companies to expand their presence in the entire animal
nutrition value chain and contribute to increasing
efficiency in the animal production process. @

Another trend in this product group comes from an
environmental focus. According to FAO (Food and
Agriculture Organization of the United Nations),
livestock are responsible for around 14.5% of human-
induced greenhouse gas emissions, with ruminants
responsible for two-thirds of total emissions. In
response to this, animal feed manufacturers are
introducing products with innovative ingredients aimed
at reducing methane emissions from livestock. @

The aquaculture industry is rapidly growing due to
increasing seafood demand, with the Asia-Pacific region
leading this growth. By 2028, the demand for fish feed
is expected to grow at a 6.6% CAGR, emphasizing the
importance of sustainable supply chain partnerships for
fish feed producers for relatively new entrants such as
Georgia. @3

|:| Addressable UEP by Price Competition |:| Remaining Potential



2> In the construction materials sector, where the USA is the largest importer, China
construction Stands out with its price competitiveness in target markets

(L

Materials
Worth Winning Winnable
Top Target Import Value CAGR of Import Value Share of Top Exporters
Markets (Million USD, 2023)® %, 2018-2023) %, 2023)
Uzbekistan %l 22% 65% 21% 6% .
[] Russia [] china [ Kyrgyzstan [ Other
_ M
Ukraine 43 3|_%| 27% 17% 17% 39%
[ china [ serbia [ italy [ Other
Poland 147 16% 50% 13% 6%
[ china [] Germany [ italy [ Other ’
USA 1.588 // /[l 5% 63% 19% 5‘V
L ! [] Mexico [] china [ canada [ other
t [ china [] Slovakia [] Poland [ Other
Kazakhstan 116 12% AT% 24% 21%

Source: (1) ITC Trade Map

[] Russia [] china

64

[ uzbekistan [ Other

Insights for Target Markets

Among the target markets for the sector,
Uzbekistan and Kazakhstan stand out in the
Central Asia region. Although the total
import volume in these two markets remains
relatively low, the CAGR is quite high.
However, competition in these markets is
predominantly dominated by Russia -
especially in Uzbekistan, where Russia
accounts for 65% of the market.

In the EU market, the two prominent
countries are Poland and Germany. Poland is
growing in the sector more prominently.
Competition in the EU market is influenced
by China. In the Polish market, there is a
31% share available for new entrants, while
in Germany, China's dominance is lower -
there is a 46% competitive area.

The USA market is the largest among the
target markets - however, 68% of the market
is supplied by its neighbours, and 19% by
China. China's price competitiveness is
influential in its dominance.



s

Georgia's target markets for construction materials exports are relatively nearby,

construction With addressable market of 3,5 million USD to Uzbekistan, Ukraine, and Poland

Materials

Supplier Selection Criteria

Price

» Price alone might not win larger
market shares as buyers look for both
cost-efficiency and quality.

» (Georgia maintains price
competitiveness with export prices

below the sector average.
Quality

» Construction sector buyers are
seeking water heaters with advanced
features like energy efficiency, smart
technology, and durability.

Logistics

* The product's durability
suits road and sea transport, but port

infrastructure in Georgia needs
improvement for overseas trade.

Sustainability

» The sector is shifting towards energy-
efficient solutions in response to
rising energy costs and environmental
concerns. However, Georgia lags
adopting sustainable practices.

Source: (1) ITC Trade Map

Winnable by Us

Uzbekistan Ukraine

3.8

5,4

+ Georgia has a total unrealized export
potential of approximately 17 million
USD in the construction material sector,
which includes Georgia's nearby
geographies as well as the EU markets
and overseas.

* The highest UEP that Georgia can meet
with its current capabilities is in
Uzbekistan followed by Poland both of
which are already export markets .

* In Uzbekistan, Georgia can cover ~30%
of its total UEP of 5,4 million USD, while
in Poland it is ~70%.

From the overseas
geography, the USA has
an unmet potential of 1,9
million USD. However,
with its current capacity,
Georgiais only able to
meet 0,1 million USD of
this potential. For the
remaining approximately
95% of this UEP,
developments in logistics
infrastructure are
highlighted.

Germany

Kazakhstan

3.9

4,1

Kazakhstan and Germany are other markets
where the achievable potentials are
significantly lower compared to their total
UEPs. These markets are new for Georgia,
and reaching their potential requires an
approach different from the average pricing
policy.

Other markets in this sector that hold a
potential for earning a total export revenue of
4,1 million USD include the Czechia, Iraqg,
Spain, and Turkiye.
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£ Packaging sector is an essential complementary sector - the demand in international

packeging Markets makes it an important export sector to focus

Worth Winning Winnable
Top Target Import Value CAGR of Import Value Share of Top Exporters
Markets (Million USD, 2023)® (%, 2018-2023) %, 2023)
o Insights for Target Markets
USA 6,112 2% S & L8 « The packaging sector is one of the important
5| [ canada [ chine B Mexico [ Other sectors for both the domestic market and
export.
1 | . USA o
. 63% 18% [5% L market has an established import
ACLCL R lﬁs g system both within itself and from nearby
[ Russia L Kyroyzstan (] Belarus - [ Other markets. Particularly in food and beverage

packaging, the importance of being eco-

M 820 8% 6% friendly and incorporating design elements
Iraq 2|j4 64% 4% for marketing purposes is noteworthy.
[Jiwran [J uaE [ china [ other

» Tdirkiye, Kazakhstan, and Ukraine stand out

i in nearby markets. The 15% CAGR in Turkey
Ukraine 134 El 30% 20% | 9% indicates  steady  growth.  Especially,
U Tdrkiye's exports to the EU and the
[ Potand B Germany WM Netheriands [ Other packaging products as complementaries

» highlight it as an important market.
Turkiye 390 15% 28% 23% 1% « Among the EU markets, France is one of the
L [ china [ Germany [ France [ Other prominent target markets. It is the second-

largest importer after the USA among all

target markets. 55% of the market consists
France 3,686 5% 21% 13% | 11% 55% of exporters with low shares, creating a
competitive landscape.

[ cermany [] italy [ china [ Other

Source: (1) ITC Trade Map
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<<% The packaging sector presents a 2,8 million USD opportunity for Georgia - major

Pacnq markets such as the USA, Tirkiye and France are in target range

Winnable by Us

Supplier Selection Criteria Ukraine

Kazakhstan

: 0.2
Price 06 0.5 0.3 o,o ——0.1 0.7
+ Competitive pricing is crucial to be 0,3 0,3 :
i 0,1 0.8
competent in the market. 0.7 .
. . 0.4 0,6
+ Georgia’'s set price is competent,

enabling more realisation of export 1,0 1,0 1,0

potential. 1.5
Quality
» As well as meeting sufficient level of
quality, it is also important to reflect 5>
the gquality of the brand and design !

Logistics

Sustainability

Holds great importance especially for
the western markets, particularly EU

choices on the products.

capacity when shipping.

markets and USA markets.
Georgia currently does not possess

the required know-how and resources

to product eco-friendly packaging
products.

Source: (1) ITC Trade Map

Not demanding in terms of logistics

« Despite its distance and the fact
that the players in the market are
close neighbours, the US market
shows a potential of 600
thousand USD for Georgia.

* The second largest potential
market is Kazakhstan. In addition
to the trade culture and
experience between the
countries, its relative proximity
can be an important facilitator for
the realisation of this potential.

Ukraine and Turkey are among the nearby
markets offering addressable export potential.
The existing export level of 300 thousand USD in
Ukraine is entirely addressable. Ukraine's main
suppliers are European countries, and Georgia's
price and quality competitiveness make this
market an opportunity.

Although Turkey shows a lower addressable
export potential of 200 thousand USD compared
to other countries, its intensive exports to the EU
market present a significant opportunity if
complementary packaging products can be
provided by Georgia under competitive price
conditions.

Among the countries where
Georgia can achieve additional
exports in the packaging sector,
nearby markets include Russia,
Belarus, and Uzbekistan, as well
as European countries such as
Romania, Italy, and Germany.

Approximately 500 thousand USD
of additional exports to the
mentioned nearby markets and
approximately 200 thousand USD
of exports to the European
markets are possible

[] Addressable UEP by Price Competition [_] Remaining Potential




Identified strengths and weaknesses for Medium-Low Value Added Goods Without Mass

Production Capability categorized sectors

@ Strengths & Opportunities

The high level of animal production in the countries of the region
(Armenia, Kyrgyzstan and Turkiye, etc.) and the fact that these
countries export large quantities to larger markets create
significant export opportunities for Georgia's animal food.

For animal food exports to the EU market, most regulatory or
guality compliance has already been completed. This allows for
faster processes to enter the EU market and therefore faster and
more exports.

The widespread use of e-commerce has facilitated the sale of
more niche and premium apparel products such as designer
products to the EU and Gulf markets.

Support institutions/organizations such as EG and GAFA offer
various support mechanisms for Georgian apparel producers to
find foreign partners and meet with buyers.

More than 75% of the apparel companies hold certain global
certifications which facilitates smoother exports to designated
target markets.

Despite the limited unrealised export potential in packaging
sector, the sector could position itself as a complementary
product to be used in the manufacturing of export products,
thereby having indirect impact of increasing of the Georgian
exports.

@ Weaknesses & Threats

* There are very few companies producing animal feed on a large scale. There is not

enough capacity to ensure production for additional import demands.

Labor cost in apparel is very high, designer tailors are very hard to find in the
country because they are trained by apprentices and there is no specialized
program to train tailors.

There is no regulation/authority in Georgia to supervise producers who produce
animal food but do not have sufficient quality standards. This situation gives rise to
producers selling animal food at very cheap prices, thereby cutting prices and
pushing quality to the background.

The lack of mass production capacity in the Apparel sector leads to the inability to
produce in time and quantity in accordance with the incoming order.

Rail or maritime logistics connections and infrastructure to deliver large orders in a
short time in Apparel exports are limited.

The use of intermediary goods in related sectors is high and access to these
intermediary goods is limited in Georgia. In apparel, imported textile products are
largely imported from TUrkiye, leading to import-dependency.

The country's EU accession process has made the construction sector highly
attractive to both domestic and international investors. This has resulted in a major
focus of production on the domestic market rather than on exports.

Sustainability prioritization and awareness is low in the relevant sectors.
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Wine

Top Target
Markets

USA

The UK
France
Canada
Germany

Tilrkiye

There is significant demand for wine in Europe and USA, with France and Italy
dominating these target markets

Worth Winning

Import Value
(Million USD, 2023)®

CAGR of Import Value
(%, 2018-2023)

Winnable

Share of Top Exporters

%, 2023)

e ]
=

L

589
1,678
1,779
|
47
|

Source: (1) ITC Trade Map

N
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-2%
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32%

32%

11% 25%

[1 France [ italy [ New zealand [ Other

39%

18%

11%

|:| France |:| Italy |:| Spain - Other

21% 16%

15%

48%

|:| Italy |:| Portugal |:| USA - Other

24%

24%

22% 31%

|:| France |:| USA |:| Italy - Other

47%

22% 13% 19%

[ italy [ France [ Spain [ Other

30%

29%

9% 33%

1 italy [ France [ chile [ Other
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Insights for Target Markets

France and Italy are the largest players in
the market, holding an average of 55% of the
value in Georgia's potential export markets.

The USA, with its high alcohol consumption
and large population, is the largest market
for wine imports, with 64% of the market
supplied by France and ltaly. Following the
USA, the UK stands out as the world's
second-largest importer, with wine imports
exceeding 3 billion USD, with similar
exporters dominating. Additionally, the
market has experienced an annual growth
rate of 2% over the past five years.

In Europe, the German market is prominent,
with nearly half of it controlled by Italy.
However, the market has contracted by an
annual rate of -2% over the past five years.

Turkiye, geographically close to Georgia, has
emerged as a potential market. The
country's wine imports have grown at a rate
of 50%, reaching almost a total of 50 million
USD.



Wine sector has significant export potential for Georgia. However, Georgia's limited
production capacity and branding activities weaken its pricing power in target markets

i

Wine

Winnable by Us

USA UK

7.4

Other

Turkiye
E17p9
2,6 ’

Canada

France
5.8

Germany
E2,83 1.0
3,8

Supplier Selection Criteria

Price

Quality

Logistics

Sustainability

Especially for easy-drinking wines
sold in supermarkets, thereis a
pricing issue due to the low
production capacity affecting the

price.

In the premium wine category, where
guality is more decisive than price,
branding is needed to compete with

French and Italian wines.

Transportation is carried out by air to
meet the demand and ensure proper
delivery conditions. Yet,
infrastructure inadequacies are

increasing logistics costs.

The majority of small wine firms,
which operate with conventional
models, have a low level of
sustainability awareness.

Source: (1) ITC Trade Map

6.3
13,7

33.4

23.2

56,6

6.2

7,2

12,0

The largest market, with a
potential of 33 million USD, is
the USA, the world's largest
wine buyer. In the USA
market, where 53% of wine
sales are driven by
supermarkets.

Similar to the US, more than
50% of sales in the The UK are
made in supermarkets. So, it is
crucial for Georgian wines to
be competitively positioned at
supermarket prices in order to
realize this potential.

Despite

8,5

the high potential in Western markets, the

addressable potential remains limited due to two key areas
where Georgia needs improvement:

Branding: Georgian wines have significantly lower
brand recognition compared to French and Italian
wines, which weakens their competitive position,
particularly in the premium wine category. Branding
is crucial for both premium and easy-drinking wines,
but it is especially critical for premium wines.

Mass Production Capacity: Georgia's small wine
producers face challenges in achieving mass
production, which primarily affects the price
competitiveness of easy-drinking wines.

In addition to six
potential markets, there
is a potential addressable
market worth 5 million
USD in Eastern European
countries such as Latvia,
Lithuania, and Belarus.
The high potential is
driven by the high
alcohol consumption in
these regions and
Georgia's relative
proximity to these
markets.
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Production costs for premium and easy-drinking wines differ largely - the most prominent
costs in value chain are bottling and logistics, equalling ~55% of total costs for premium wines

% 1. Farming

Kakheti region hosts 80% of
total output of winemaking.

Georgia has 48.000 hectares of
vineyards managed by
approximately 47.000 farmers.

Most farmers own less than
0,5 hectares of land, creating

significant  challenges like
difficulties in  maintaining
quality of grapes logistical

challenges in coordination with
small-scale farmers.

Larger wine producers own
their own vineyards, which
mitigates some of these issues
but also creates disparities in
quality and production
efficiency.

Cost Estimation

Preparing soil, fertilisers &
pesticides, labour, harvesting

~0,6 - 0,9 USD per litre

2. Processing

While
access to advanced processing

larger producers have

technologies that allow for
greater  product  diversity,
smaller  wineries rely on

traditional methods. This lack of
access to equipment limits the
ability of small producers to
diversify their wine offerings.

Grapes must be harvested
within one week to ensure
qguality. Small-scale producers
lack the capacity to optimize
this critical window.

In the past years, the number of
wineries has grown significantly
from 50 to approximately 300.
However, 90% of these are
small businesses focusing on
traditional winemaking
techniques rather than
technological advancements.

Cost Estimation

Grape crushing & fermentation,

labour, energy, inputs of
fermentation

~0,6 - 1 USD per litre

Source: (1) Galt and Taggart's Georgian Wine and Spirits Sector Report 2021

@ 3. Bottling

Georgian wine producers
depend on imported glass
bottles, which are often

sourced from ltaly or France at
high costs. Premium bottles
cost almost 4 or 5 times what
the standard bottles cost.

Imported bottles are subject to
customs taxes, increasing
production costs, a promotion
mechanism to alleviate these
costs by exempting taxes on
imported materials used for
export purposes.

Investment of Turkish glass
company Sisecam to Georgia is
enabling, yet Sisecam
prioritizes contracts with
Borjomi and Coca-Cola, leaving
little capacity for wine bottle
production.

Cost Estimation

Import costs, caps, labels, labour

~0,8 - 1,8 USD per litre
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Larger producers do not face
significant storage problems, as
their wines are quickly brought
to market. Small producers,
however, often struggle with
the infrastructure needed for
long-term wine ageing.

Many small wineries produce
easy-drinking wines that are
designed for quick sales rather
than premium, aged wines that
require years of storage,
therefore need for storage to
age the wines are relatively
lower for the small-scale
winemakers as the wine they
produce are easy-drinking
wines rather than premiums.

Cost Estimation

Storage rent/costs, energy,
maintenance, labour

~0,5 - 0,8 USD per litre

5. Exporting

» Different types of wines are shown
interest by different markets. For
example, Russian market demands
easy drinking -cheaper- wine;
while USA and EU markets show
interest on the premium.

* Wines are shipped via road for
nearby markets, and for overseas
(USA) maritime is used. EU exports
are mixed as road and sea freight
is used both. When rapid demand
is present, air freight is used.

+ National Wine Agency supports
winemakers for marketing and
branding; including the exhibitions.
Their contribution remain at the
exporting stage.

Cost Estimation
Shipping, customs, marketing
~1 - 1,5 USD per litre

For premium wines

Approximate cost: ~6 USD per litre
Sales price: ~10 USD per litre

For easy-drinking wine
Approximate cost: ~3,5 USD per litre
Sales price: ~5 USD per litre|



The USA shows high demand for spirits but limited competition, while Armenia is

spiritse&~ Georgia's main competition in nearby markets
Sparkling Wine

Worth Winning Winnable
Top Target Import Value CAGR of Import Value Share of Top Exporters
Markets (Million USD, 2023)® (%, 2018-2023) %, 2023)
1 Insights for Target Markets
Belarus 55 12% 34% 30% 21% + While France is considered the leading
U : : exporting country worldwide in Spirits and
L omety L Vieen | Jeedn | 6 sparkling wine sector, Georgia's main
n regional competitor is Armenia.
Kazakhstan 51 14% 39% 17%  [S15% « Among the markets with significant
i [ vsbekiston [ Kyroyzstan [ France [ Other potential, USA and Singapore stand out.
However, a large portion of both of these
/ N | markets has already been captured by
USA 3.033 /ﬂ 1% 73% 22% 4% France.
u O france 0 ttaty [ spain [ other ' » Georgia is holding significant shares to the
Russian and Belarusian markets, although
] m the largest export share in both regions
Philippines 151 10% 83% 14% S8 belongs to Armenia.
L 01 son O rrance [ Smospore B otrer - « In terms of market size, Belarus,
N Kazakhstan, and the Philippines lag behind
, 0% other countries, yet they hold potential with
Singapore 1,407 §| el 1% annual growth rates exceeding 10%. Among
. o% these countries, Kazakhstan stands out with
(e | feWs [V |1 Gy the highest growth rate of 14% and the
market is dominated by neighbouring
Russia 720 59 55% 16% 10% countries.
[] Armenia [] Georgia [ Lithuania [ Other

Source: (1) ITC Trade Map
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]
Spirits &
Sparkling Wine

Supplier Selection Criteria

Price

* Due to the presence of

premium brands, the importance of
price is relatively low.

» Georgia's price competitiveness is
high in nearby markets.

Quality

* Quality is the top priority.

» Georgia has room for growth in

branding, which affects the
perception of quality.

Logistics

» Accessing the potential in overseas
regions is challenging for Georgian
producers.

Sustainability

* The majority of small firms,

which operate with conventional
models, have a low level of
sustainability awareness.

Source: (1) ITC Trade Map

Winnable by Us

Belarus Kazakhstan
‘ 3.4 \
5.7
0,6
4,0
0,8
6,4

Philippines

Or
2.7 2.4

Singapore

Belarus is one of the largest
markets for spirits, with Georgia's
exports already approaching 10
million USD, with an additional
potential of ~6 million USD.

Currently, Georgia holds only 3%
of the Kazakhstan market.
However, by maintaining a
competitive position in terms of
price, Georgia could potentially
access an additional addressable
market worth 3 million USD.

With its price competitiveness in regional markets, Georgia has an addressable
market of 11 million USD. However, there is branding need to reach overseas markets

Russia
3.5
5,0

Georgia currently has limited sales in the
USA, Philippines, and Singapore markets,
which collectively hold an addressable
market potential of 8 million USD. To
realize this addressable potential, there is
a need for enhanced branding efforts in
these markets.

In the spirits and sparkling wine segments,
unlike wine, sales are dominated by more
premium and luxury brands rather than
supermarket sales.

The low addressable market in
Russia with 2 million USD is due
to the existing market saturation.

Similar to the wine industry, in
addition to countries with
significant potential, Lithuania
and Latvia also hold a combined
additional potential of 1 million
USD. The high alcohol
consumption in these countries
plays a major role in this
potential.
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In the non-alcoholic beverages sector, Uzbekistan is notable for its massive growth -
Non-alconolic Georgia currently holds a significant market share in target markets

Beverages

Worth Winning Winnable
Top Target Import Value CAGR of Import Value Share of Top Exporters
Markets (Million USD, 2023)® (%, 2018-2023) %, 2023)

I Insights for Target Markets

USA 2.850 / 1% 28% 18% | 15% 39% + In the USA market, particularly notable for

| its sweetened water segment, Mexico holds
the largest share at 28%, though competition
remains intense.

Tiirkiye 2 37% 65% LAl 10% - Tirkiye's non-alcoholic market, valued at

. . 200 million USD, has experienced an annual
|:| ustria |:| witzerlan |:| ra - er !
st sutzerend o o growth rate of 37% over the past five years.
Notably, Austria holds 65% of this market.

Azerbaijan 39 -8% ek <10t 16% |t + The Uzbekistan market has shown significant
[ ceorgia [ Avstria W Torkiye (@ Other potential, with an annual growth rate of

: ’ approximately 150% over the past five
years. However, around 85% of the market is

[1 Mexico [] Austria [ Switzerland [ Other

Cx

Uzbekistan 103 148% // 45% 39% 8% dominated by Russia and Kazakhstan.
11 [ Kazakhstan [ Russia [ Austrie [ Other » Georgia emerges as the strongest player in

the geographically proximate markets of

| 9 139 | 12% e Azerbaijan and Armenia. The Armenian
Israel 72 -1||% ’ ’ ’ - market, in particular, shows potential with

an annual growth rate of 22%.
[ Poland [] Thailand [ Tirkiye [ Other 9 °

* Despite the high competition in the mineral

. ! I . . : . water and flavoured water markets, Austria
Armenia Ifl |2|_2‘%i 5% 14% | Al stands out as a key competitor in most of

Georgia's potential markets.

[1 Georgia [] Russia [ Austria [ Other
Source: (1) ITC Trade Map
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Non-Alcoholic Creates an addressable market of 56 million USD for Georgia

The demand for mineral water in the USA market and sweetened water in Turkiye

Beverages

Supplier Selection Criteria

Price

Quality

Logistics

Sustainability

Sou

Taste preferences are more
important than the price.

Georgia is competitively positioned in

pricing in major markets.

Critical factor in the USA and
European markets.

Georgia's power is limited not in
terms of taste quality, but in terms of

branding.

Logistics, particularly for the USA
market, creates significant costs.

The proximity of existing markets is

an advantage for Georgia.

Investing in sustainable packaging
solutions particularly in Europe is
essential.

Limited action is taken for sustainable
production in beverages.

rce: (1) ITC Trade Map

Winnable by Us

Tarkiye Azerbaijan
L3955
4,3

22.6
33.5

2,3

24,9
15.8
49,3

Despite the high competition in the USA non-
alcoholic beverage market, the mineral water
segment, in particular, holds an addressable
potential of 34 million USD for Georgia.

Packaging and design are significant investments,
particularly for entering the USA market, where
premium branding and high design standards are
key to competitiveness and market presence.

Turkiye's high demand for sweetened water,
combined with Georgia's proximity to the market,
presents a significant opportunity, creating a
potential of 22 million USD for Georgia in this
segment.

Uzbeklstan
2.7
21.1
24,4

Isreal

=204 4 7.2

28.6

35,8

Although the Uzbek market
has high potential,
Georgia's limited ability to
compete on price with
Russia and Kazakhstan has
prevented it from
addressing much of this
potential.

In contrast to Uzbekistan,
Georgia, as the market
leader, has an additional
addressable potential of 4
million USD in Azerbaijan.

Georgia's lack of branding is a key
reason for its limited potential in
European and Middle Eastern markets,
where demand for non-alcoholic
beverages is high.

As a result of limited branding, Georgia
has difficulty to compete, especially in
the premium product segments.

For EU countries, Georgia has export
potential towards Germany and
France, yet the branding and pricing
limits the addressable export potential.
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Quality and brand focus are key for sweetened and mineral water, which make up
Non-alcohoic OVEr 90% of the potential in 5 prominent products among non-alcoholic beverages

Beverages

Winnable By Us

Product & Share in Potential Top 5 Target Markets for the Products Insights for Target Markets

47%

Sweetened Water

46%

Mineral Water

5%

Apple Juice

1%

Citrus Juice

1%

Black Tea

Source: ITC Trade Map

Tlrkiye Armenia Iraq Ukraine Uzbekistan
=20, Es2¥ie ™o 287
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USA Azerbaijan Israel Uzbekistan Saudi Arabia
|:3 BQ—‘=2 7q—=2 6?—=2 1?7
|-33.5J o 02 a7
1,3
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Tlrkiye The UK Kazakshtan Canada Netherlands
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Sweetened and mineral water sectors, which represent 93%
of the total potential in the non-alcoholic beverage
industry, are analysed in detail on the previous pages.

To compete effectively with prominent European markets
like Austria and Switzerland, maintaining high-quality
standards and ensuring price competitiveness are
important for these product groups.

Georgia's logistical proximity to target markets offers
significant advantages in terms of cost and logistics, while
strong branding can establish its position as a competitive
player in the industry.

The potential in the fruit and vegetable juice sectors is
predominantly concentrated in apple and citrus juices.
Despite the availability of fertile lands for apple and citrus
cultivation, Ilimited production capacity restricts both
current exports and future export potential.

Competing in the citrus juice market against well-
established exporters like Turkiye makes penetrating the EU
market difficult especially due to lack of price
competitiveness.

There are strong competitors such as India and Sri Lanka,
which stand out with their quality in black tea exports
globally. The lack of quality due to geographical conditions
limits Georgia's export opportunities in the global market.

|:| Addressable UEP by Price Competition |:| Remaining Potential



Identified strengths and weaknesses for Highly Exported Products with Limited Branding
categorized sectors

@ Strengths & Opportunities

Georgia is the oldest wine-producing country in the world, with a
winemaking history that dates back over 8 thousand years. This rich
heritage adds a unique value and authenticity to Georgian wines.

Georgian wine is highly competitive in international markets in terms of
quality.

Georgian mineral waters can provide a price advantage in nearby markets
and meet demand in terms of quality. Georgia can utilise its rich
underground resources in this regard.

Major beverage producers in the country are successful in design and
packaging, creating impactful branding. Support from institutions like EG
and NWA provides resources that companies can benefit from. Specifically,
Wines of Georgia branding campaign assists wine manufacturers to do
more effective marketing and branding.

With the development of Georgian tourism in recent years, the recognition
of Georgian wine is also increasing. Wine festivals are useful as a
marketing operation.

Especially in the EU market, Georgia has a good level of quality and
regulatory compliance.

7

@ Weaknesses & Threats

» Despite efforts to diversify, Georgian wine exports are largely sold to

nearby markets, particularly Russia, and are mostly inexpensive wines.

Georgia's flagship product is Georgian wine. However, grape cultivation is
affected by land consolidation issues, with each winemaker having access
to only 0,5 hectares on average, negatively impacting production capacity.

Especially in supermarket sales, the lack of mass production prevents
competitiveness in terms of pricing.

Among wine producers, 90% of whom are small family-operated
businesses, there are significant differences in product variety, production
efficiency, and supply capability between those using newer methods and
those using traditional methods.

A major challenge for Georgian wine exports is bottling, as there is no
local glass bottle production. Imported bottles, costing around 1,50 USD
each, make up nearly 25% of total costs.

In logistics, the costs of shipping products to distant markets are quite
high.

Georgian producers lack awareness and certification in sustainability, a key
factor for accessing and expanding in the EU market.

Small wine producers lack sufficient storage facilities for the aging
process, pushing them to produce cheaper, easy-drinking wines instead of
aged premium wines.



E As one of the world's largest fresh fruit producers, Peru is also a leading importer of
rertiizer | TETtilizers, with Georgia holding approximately 60% of this market

Worth Winning Winnable
Top Target Import Value CAGR of Import Value Share of Top Exporters
Markets (Million USD, 2023)® (%, 2018-2023) %, 2023)
0 Insights for Target Markets
Ukraine 107 20, 53% 399 |0 * The fertilizer sector has achieved an average
u 3% growth trend of 19% in the past 5 years in
[ Poiand [ Buigaria [ Torklye [ Other markets with potential for Georgia, excluding
Tdrkiye. The reasons behind the 6%
Peru 242 11% 58% 39% |fm shrinkage in Turkiye are the internal
3% dynamics of the country as well as sectoral
|:| Georgia |:| Russia |:| Chile - Other regulations.
M - 59 * Although there are highly competitive
Tiirkiye 18 -6% 72% 18% 50/I market structures in potential markets, it
| ] i can be seen that exports are independent of

[0 Eoyet [ Russia [ sweden [ Other geography. Thanks to its product

characteristics, large quantities can be

Ghana 106 550, 219 20% 15% transported to target markets regardless of
proximity.

= [ et [ smeean [ Glier « Peru, where Georgia currently holds 58% of

the market, imported 242 million USD last
Lithuania 68 26% 34% 21% 16% year. Peru is also Georgia's largest export

market in this product group.
|:| USA |:| Russia |:| Uzbekistan - Other

» Tdirkiye, Ukraine, Lithuania and Saudi Arabia
£y are new markets for the fertilizer sector,
0
A

with current exports to Ghana and Peru
totalling approximately 67 million USD.

Saudi Arabia 68 27% 72% 18%

|:| Egypt |:| Russia |:| Sweden - Other

Source: (1) ITC Trade Map
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E Georgia has an addressable market of over 90 million USD in target markets, with

Fertilizer

Supplier Selection Criteria

Price

Quality

Logistics

Sustainability

Georgia makes up 5% of world
imports yet faces challenges with
global price fluctuations and limited
production scale for steady
competitiveness.

Basic fertilizers meet existing
demand effectively, but advanced
processes related to sustainability,
limiting appeal to markets with

higher standards.

Fertilisers are not prone to damage
during transport, but logistics
infrastructure must be enhanced to
swiftly meet demand across the

extensive geography.

International carbon border rules
are increasing pressure, potentially
affecting the Georgia’'s
competitiveness of energy-heavy
fertilizer production.

Source: (1) ITC Trade Map

more than half of this potential in the Ukraine market

Winnable by Us

Ukraine

Lithuania Saudi Arabia

[ 5.4 ] | 4,83 1.4
m— 3.5 3,9713.0 3,6.12.9
26.0 8,6 8,3 6,9 6,5 20.9
49.5 22,3
16.3
42,3
—1,4=
50,9
4/\  TTT—
 Georgia has a total wunrealized export potential of Ghana is among the markets to which Georgia

approximately 146 million USD in the fertilizer sector, which
spread over a wide geography, from Europe to neighbouring
countries and even Africa.

» Ukraine not only holds the most unmet potential but also, with
a 97% market share that is compatible, Georgia is in a position
to meet over 49 million USD in export revenue with its current
capability.

e Currently, Georgia, being the largest exporter to Peru,
conducts fertilizer exports amounting to 61 million USD.
There still exists an unmet potential of 42 million USD. With its
existing capacity, Georgia is in a position to fulfil 61% of this
potential.

currently exports fertilizers. Despite its relatively
distant geographical location, there is an additional
UEP of 8,3 million USD for this market.

Turkiye, Lithuania, and Saudi Arabia are new markets
for Georgia, with a total unmet potential of 22 million
USD. With an average market share of 51% that is
compatible, Georgia is in a position to meet 11,4
million USD of this potential with its current
performance.

Other markets consist of potentials spread across
different geographies, such as India, Tanzania, and
Mozambiqgue.
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8 In pharmaceutical imports, the USA and European countries stand out, with all top
armaeeicas €XPOrters being developed countries with high-tech production capabilities

Worth Winning Winnable
Top Target Import Value CAGR of Import Value Share of Top Exporters
Markets (Million USD, 2023)® (%, 2018-2023) %, 2023)
Insights for Target Markets
Russia 12,314 3% 20% 15% | 14% 52% « Almost all target markets are open in terms
of competition. The markets are largely

o [] switzerland [ Belgi [ oth . .
ermeny e o “ fragmented, and there is no dominant

/ - / exporter among the major exporters.
USA 177.848 // / 9% 20% (11% 61% « USA is the largest among the target
/ J [ refnd [ cermany [ Switzeriand [ Other markets. It continues to grow at a 9% CAGR

over the last 5-year period, and the room for

competition is an enabler for new entrants.
Tiirkiye 4,986 3% 19% | 16% e 2 - The pharmaceutical sector is large and
[] Germany [] usa [ ireland [ Other valuable in the European market. Belglum

continues to grow at a 12% CAGR, and the

/ sector growth continues in Germany, which
Belgium 71.274 / 12% 20% 19% | 13% 48% has a similar volume.
1/ B eane [ usa [ switzeriand [ other * In the EU market, in addition to Romania,

Hungary and Poland are among the Eastern
European countries with market share.

18% 14% | 13% 55%
Germany 73.603 // 5% Although the Turkish market has a lower

T [J usa [ ireland [ Switzerland [ Other grOWth rate Compared to other target
markets, it constitutes 56% of the
competitive segment of the market, meaning
Romania 5,469 9% 23% 15% | 9% 53% no absolute domination in the market is
observed.

[1 cermany [] Hungary [ Switzerland [ Other

Source: (1) ITC Trade Map
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8 While there is an addressable market of ~13 million USD in Russia, high-tech

Pharmaceuticals

Supplier Selection Criteria

Price

» Competitive pricing is crucial, yet the
quality is paramount.

+ Georgia’'s set price is competent,
enabling more realisation of export
potential.

Quality

* High emphasis due to stringent
regulatory requirements.

Logistics
» Timely delivery and shipping
standards matter but not emphasized.

» Georgia's logistics infrastructure
needs enhancement, but current
structure is adequate as well.

Sustainability

* Not among the primary consideration
for pharmaceuticals.

» Georgia's focus on sustainability is in
its evolving phase and not completed.

Source: (1) ITC Trade Map

Winnable by Us

| 2.9 |
1.1
4,0

production is needed to gain a larger share, especially in Europe

Belgium

Germany

C1530s5
2.0

Romania

El3dgs
1,8

J

6,6

12.6 \
8.1
13,5

8.4

21,0

A significant portion of Georgia's

unrealized export potential is directed
towards its current trade partner, Russia.

With the price advantage it holds in the .

export of medicaments to Russia, it is
possible for Georgia to realize this
potential.

The second destination for Georgia's
realizable export potential is the USA. Of
the total additional potential of 14 million
USD, 5 million USD is achievable due to
Georgia's competitive status.

The scale of Georgia's total export potential
to EU markets is at a lower level.

Nevertheless, within its export potential in
markets such as Belgium, Germany and
Romania, it is possible to address an
additional export potential of 3 million USD.
The market shares of other exporters that
Georgia can compete with are lower -
however, it is possible for Georgia to
compete with these countries on a price
basis and utilise that share.

Other countries where Georgia
has additional addressable
export potential include Spain,
Irag, Ukraine, and China.
However, the total additional
export potential that can be
targeted in all these countries
is only at the level of 2 million
USD.

As another European market,
there is nearly 0,5 million USD
of addressable potential in
Spain.

81

[] Addressable UEP by Price Competition [_] Remaining Potential




Identified strengths and weaknesses for Medium-High Technology with Limited Production
and R&D Capability categorized sectors

@ Strengths & Opportunities @ Weaknesses & Threats

» Fertilizers are a strong export category for Georgia, ranking as the 5th < Nitrogen fertilizers face direct risks from incoming CBAM regulations.

largest chemical production segment, primarily focusing on nitrogen-
based fertilizers.

Biofertilizers (which are clean bacterial, humic, and mineral-based
products) present a sustainable alternative with lower competition in the
EU market. Georgia has investments in biofertilizers and past export
experience to Germany.

Georgia's rich flora allows the production of alternative medicines. The
production of food supplements is an opportunity for Georgia and the
organic nature of products makes them a strong export product for the EU
market.
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Continued sales of traditional fertilizers will impose additional tax burdens
for exporters under the EU CBAM regulation.

Pharmaceutical production in Georgia requires strong production
infrastructure and skilled talent, making investments in both areas critical
as talent retention remains a challenge.

Georgia's investment attractiveness for FDIs, the most important enablers
for the growth of the pharmaceutical sector, is low. This leads to low-tech
production and low value-added pharmaceuticals across the country.

Lack of pharmaceutical pricing regulation poses uniqgue challenges for
drugmakers such as uncertainty in pricing structures, imbalanced
competition and market entry barriers.



Top Importers
Globally

USA

Germany

Japan

The UK

France

Canada

Source: (1) ITC Trade Map (2) MarketLine Industry Profile (3) Statista

Worth Winning

Winnable

Import Value CAGR of Import Value Share of Top Exporters
(Million USD, 2023)® (%, 2018-2023) %, 2023)
16.860 // 3% 7% 8% 6%
[ china [ vietNam [ Mexico [ Other
|:| China |:| Czechia |:| Hungary - Other
9 81Y% 1%
2,682 3% ' 2%
[J china [ vietNam [ Thailand [l Other
2,630 -1% 66% 8% 6%
|:| China |:| Czechia |:| Hungary - Other
|:| China |:| Czechia |:| Germany - Other
1,701 2% 60% 19% 6%
[ china [ Mexico [ usa [ oOther

83

Demand in the toy sector in America and Europe is relatively high, with China
wooden Toys dOMinating these markets due to its price competitiveness

Q)

Insights for Target Markets

An analysis of the top 6 markets, the largest
importers in the toy industry, reveals China's
dominant presence in all of them. Especially
in the USA, Japan and the UK, China alone
has an average market dominance of 75%.

Markets like Germany and France show
relatively fragmented structures, offering
opportunities for new entrants to carve out a
niche with unique or high-quality products.

Toy import growth is modest, with stable
markets like the USA and Japan offering
consistent demand for established
exporters, though innovation is key.
Whereas it is forecasted that in 2028, the
European toys & games retail market is
expected to have a value of 28805,6 million
USD, anincrease of 10,5% in 5 years.®

Higher disposable incomes in developed
markets fuel demand for premium, safe, and
educational toys, creating opportunities for
high-quality and innovative brands.®



Mp-=

Toys is a promising sector which Georgia has a strong position in this sector in
wooden Toys t€rms of quality and sustainability thanks to the natural materials used

Price

Source: (1) ITC Trade Map (2) MarketLine Industry Profile

have been identified.

Domestic toy markets face intense
price competition from global rivals.
The industry is marked by product
differentiation, low brand loyalty, and
easy customer switching. For this
Georgian toy exporters should compete
for market share with unique offers and
price differences.@

Quality

Winnable by Us

Since it is a product group that appeals
to children, it should not endanger
human health, also government
regulation is strict, as toys must pass
certain safety tests to be sold. At this
point, Georgia's wooden toy products
are in an advantageous position for in
terms of quality standards.

84

Logistics

These products, being non-perishable,
offer significant logistical flexibility as
they can be transported in bulk without
requiring specialized transportation
methods. Additionally, Georgia's
strategic geographical location, in close
proximity to high-demand markets,
further enhances its competitive
positioning in this sector.

Sustainability

This product group represents a promising sector for Georgia, having achieved exports worth 1 million USD last year, along with an unrealized export potential of
only 0,6 million USD to a diverse geography.® Russia from the neighbouring region, France, Poland and the Czech Republic from the EU, and the USA from
overseas are the markets with the most potential. Georgia’'s advantage lies in the fact that the country makes its toys from natural wood materials and not from
plastic as in other countries. Upon examining the sector's overall market dynamics and supply selection criteria, areas where Georgia has a strong advantage

The increasing consumer preference
for eco-friendly and ethically sourced
toys, especially in Europe, creates
opportunities for manufacturers of
wooden and soft plush toys. Markets
like Germany and France, known for
sustainability-conscious consumers,
align well with this trend.

At this point, it is advantageous for
Georgia to produce niche products in
wooden toys.
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Pet Food

Top Importers
Globally

Germany

USA

The UK

Poland

Canada

France

Demand for pet food is concentrated in Europe and North America - these markets
growing rapidly at an average rate of 13%

Worth Winning

Import Value
(Million USD, 2023)®

CAGR of Import Value
(%, 2018-2023)

Winnable

Share of Top Exporters

%, 2023)

2,415

1,711

1,649

1,400

1,330

1,197

Source: (1) ITC Trade Map

11%

12%

22%

12%

12% 54%

[ poland [] Switzerland [ Netherlands [ Other

35%

24% 8%

[] Thailand [] canada

[ china [ other

13%

17%

17%

13% 53%

20%

[] Germany [] France [ Netherlands [Bl Other

37%

11% | 8% 45%

14%

[] Germany [] Czechia [] Netherlands [ Other

5%

89% I
| 1%

11%

[Jusa [] Thailand [ china [l Other

19%

15%

9% 58%

[] Germany [] Netherlands [J Spain [ Other
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Insights for Target Markets

The global shift toward premium pet food,
including organic and sustainable options, is
shaping consumer demand. Markets like the
USA and Germany, known for adopting
premium products, are ideal for innovative
brands.

Overall, the sector has been on a positive
trend, growing by 13% on average over the
last 5 years in the top 6 importing countries.
Countries like Poland, Canada, and the The
UK have experienced significant growth,
averaging at or above average, an import
value, indicating a rising demand for pet
food.

Markets like Canada and Poland exhibit high
concentration, with the top exporters
holding significant shares (e.g., Canada is
dominated by the USA). These markets are
less favourable for new entrants due to
strong incumbent players. Conversely,
countries like Germany and the USA have
more  fragmented markets, offering
opportunities for new players to establish a
foothold.
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Pet Food

Winnable by Us

Price

Quality

+ With a pet ownership rate of 20%, Georgia has lower rates compared to the European
average of 50% and the USA average of 57%. This results in relatively lower domestic
demand and leads pet food producing companies to focus on exports.

* Based on a survey from 2022, about 73% of pet owners view their pet's health as
equally important as that of their family members. As a result, they are willing to
spend more on high-quality and specialized products for their pets. Nonetheless, the
pet food products exported from Georgia are mainly low-priced, targeting the
affordable segment.®

Average Unit Value by Tons in Export (thousand USD, 2023)®
2,909

The global
average is
320% higher
than the unit
value average
in Georgia.

2,556

611

Advanced Economies World Average Georgia

Source: (1) ITC Trade Map (2) FEDIAF
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Logistics

These products are non-perishable and
can be transported in large quantities

without the need for a specific
transportation method. Both the
nature of the product and the

geographical location of Georgia, which
is relatively close to markets with high
demand, provide advantages for this
sector.

Sustainability

Pet Food sector is a new area for Georgia, holding the potential to earn export revenue
through a competitive pricing policy that is supported by current industry demands

This product group is a sector with potential for Georgia, having realized exports valued at 0,3 million USD last year, and it also has an unrealized export potential
of another 0,3 million USD.® While the UEP may seem low, the European market offers a significant opportunity, with pets found in 50% of all households,
amounting to 166 million homes. The sector is witnessing strong growth, with an annual increase of 9% and generating a yearly turnover of 29 billion EUR.®
Upon examining the sector's overall market dynamics and supply selection criteria, areas where Georgia has a strong advantage have been identified.

Growing consumer awareness about
organic and natural pet food products
has compelled manufacturers to divert
their focus from synthetic to natural
products.®

Increasing emphasis on sustainability
and health in pet food for instance
plant-based or alternative protein
sources, creates room for
differentiation opportunity for Georgia.



Although Georgia has a high density of software developers, the value produced per

developer remains low

Software Sector Turnover Value and Ratio of Exports
to Turnover Value (Million USD, %, 2018-2022)1:

30%
.
1% 15Y%
0,
12% . 1f/° v
. 2.021
1.411
677 614 778
2018 2019 2020 2021 2022

ICT Sectoral Turnover (Million USD)
& Ratio of Exports to Market Size (%)

» Georgia's ICT sector has experienced a twofold increase in
turnover over the past five years, reaching a turnover
value of 2 billion USD. The significant growth in 2021 can
be attributed to the tax incentives introduced in 2020,
which substantially reduced investment costs, and the shift
of regional investment to Georgia as a result of the Russia-
Ukraine War. Also, thanks to business process outsourcing
practices (BPOS), IT companies are able to leverage
considerably lower utility and labour costs.

» Additionally, the sector's export ratio has increased
annually, reaching levels of 40%. This growth is driven by
the rise in foreign investors with a focus on exports in
recent years.

Source: (1) ITC Trade Map (2) Geostat, (3) EMIS, (4) Plane

Georgia has a higher density of software developers, compared to the EU countries.®

* Georgia has a 42% higher developer
10.7 density compared to the EU member
states. Nevertheless, it still trails behind
the averages of well-established software
5.6 46 hubs like Romania.

3.7 . .
3.4 * Foreign investment has played a

significant role in the increase of
software developers in Georgia along
with BPOS. However, the tendency of
skilled developers to pursue job
opportunities abroad could pose a future
challenge for Georgia.

Georgia Bulgaria  Croatia Estonia Romania

Number of developer per 1000 people

Software developers in Georgia generate less value compared to those in other countries. %

47,9 49,4 50,9 52,4 49,2 « Although Georgia performs well in
o e * - o developer density, it falls 83% behind
other countries in export revenue per

126 115 2fe developer. This shortfall can be

attributed to the fact that qualified
developers often leave the country due
to lower earnings in Georgia, seeking
better opportunities abroad.

Georgia Bulgaria Croatia Estonia  Romania

Export value per developer (thousand USD)

®  Average annual wage per developers (thousand USD)
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Georgia's ICT exports are increasing drastically - an additional 597 million USD in exports
can also be met with the potential EU membership and increased per developer productivity

ICT Export Value and Forecast of Georgia

7 . . *
3.000 (million USD, 2005-2028) forecasted —
oo | 2.224 o Million USD

| 1.928 600
2.000 2

| 463 1.676 o —
1.500 - ee —ocy |282315 o 234
oo - - For 202g  *LidBillion
> 892 981 1.079 1.187 1.306 : ey
0 19 25 50 56 114
: : : : < < S d 8 5 3
(a\] o ~ ~ Q

|:| Additional exports that can be targeted with increased production efficiency |:| Additional exports to be achieved through EU membership |:| Export value of ICT sector for Georgia

Georgia's ICT sector exports have increased
approximately sevenfold since 2020.

+ Georgia's service exports are growing dramatically.
Following steady growth until 2020, ICT exports have
grown significantly more since 2020.

+ The observed CAGR from 2005 to the present is
approximately 24% for Georgia. This rate is around 10%
for developing markets, 7% for the EU, and 5% globally.

« Tax and other government supports are also behind this
dramatic increase. There is a 5% tax on corporate and
personal income, and 0% tax on VAT and dividends.

« If similar growth continues, the forecast for Georgia's ICT
exports showcases that exports could reach 1,4 billion
USD by 2028.

Source: (1) ITC Trade Map

EU membership dedication can act as an enabler
for ICT exports.

The EU membership of Romania, Bulgaria, and Croatia,
which are significant ICT exporters today, has had a
substantial impact on their exports.

have
pre-

exports
their

countries'
three times

Post-membership, these
averaged approximately
membership levels.

Georgia's dedication on EU membership creates a
specific addressable export potential. By 2025, Georgia
could achieve an additional 282 million USD in exports
with inclusion in the EU ecosystem. If this rate continues
similarly to other countries of comparable scale, an
additional potential of approximately 539 million USD
could be targeted by 2028.
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Exports per developer ratio indicates Georgia
has room to grow.

The export value per developer in EU member countries
of similar scale to Georgia is twice that of Georgia. This
indicates that the value and exports produced relative to
the number of developers in Georgia are relatively low.

Increasing the productivity of Georgian developers -
bringing it to the average level of the comparable EU
countries - could enable additional export capacity.

Doubling the current productivity could mean an
additional 315 million USD in exports by 2025. This
suggests that approximately 25% of the exports Georgia
would achieve through its natural growth could be
considered as additional export potential.
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Detailed export values by sectors

Total

Food &
Beverages

Apparel

Pet Food

Construction
Materials

Packaging

Toys

Source: (1) GeoStat Domestic Export Data, (2) ITC's Export Potential Map

Export value (Million USD, in priority sectors, 2023) 4.2

Export value in priority markets (Million USD, in priority sectors,

2023)4.2
Potential Potential
Current Situation Contribution of Strategy Goal Current Situation Contribution of Strategy Goal
Strategies Strategies
| \I I
711,1 206.5 917,5 142,5 130,7 273,2
526,5 140.0 666,5 102,7 85,1 187,7
103,8 7,3 141,1 19,4 26,1 5,5
26,3 19.4 45,6 0,9 14.7 15,6
41,7 6.5 48,2 18,0 ‘3.2 21,2
12,9 2.8 15,7 1,5 1.6 3,1
0,0 0,5 0,5 0,0 0,0 0,0




Detailed export values by sectors with the integration of the Pharma, Beauty, and
Furniture sectors

Export value (Million USD, in priority Export vaIue.ln pr.lor.lty market (Million USD, Number of exporter
sectors) in priority sectors)
Current Situation 711 749 142 144 375 419
[
Potential
Contribution of 240 131 144 100
Strategies
206 |
Strategy Goal 918 989 273 287 519

Source: (1) GeoStat Domestic Export Data, (2) ITC's Export Potential Map B8 Pharma & Beauty Pro. [l Wooden Furniture Priority Sectors



Cost scheme per mode of transport and sectors

* Local logistics companies) were contacted and average
transportation costs were obtained. These prices were
also confirmed with 8 exporting companies from the
Toys, Packaging and FB sector.

» It has been observed that there are 2 important factors
affecting the price of the product;

1. Whether the transported product needs a cold
chain or not

2. Selected transportation method (by road, by
air, by maritime)

» Cost comparisons have been made specifically for the
transportation of 1 TEU of goods, but it has been
determined that this cargo volume is not suitable for air
transport. Discussions with logistics companies revealed
that air transport is typically used for loads up to
300kg, and prices have been provided accordingly.

* In addition, during the interviews with local logistics
companies, it was learned that freight rates are
seasonal and have high externalities, so annual average
prices were taken.

Average Cost (USD)

To US To Germany To China
By Maritime 4961 3307 2437
By Road 5333 2542 3958
Average 5147 2925 3198

Average Cost

(UsD)

Type

Perishable

Destination

Non-perishable

To UAE

4700

4700

Average
Unit Cost

3.992

To US
(New York)

5700

4222

To
To To .
Germany g To UAE To To Batumi

: . Germany . .
China (Dubai) China Azerbaijan For access
(Hamburg) (Hamburg) to the port

3800 2800 5400 3050 4750 1500 650

2815 2074 4000 2033 3167 1000 433

Average 20-ton freight transportation prices were obtained by consulting with local
logistics companies.

Maritime and land transportation were mostly preferred by Georgian exporters, and air
transportation was not preferred due to its costs. Air transportation is not suitable for
heavy load transportation. Average cost for a 300 kg load via airway is:

To US
2.247 USD

To China
1.533 USD

To UAE
1.408 USD

To Germany
By Airway 1.474 USD
It has been observed that there is no difference between the product or sector in terms of
unit logistics cost. In the interviews conducted with the companies, an upper limit was
determined based on the Average Unit Cost, taking into account the annual shipping times.
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