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Georgia

Marketing and promoting Georgia around the world

Collecting, analyzing and publishing statistical data, information about
trends and economic indicators

Supporting the private sector

Emphasizing the needs of the sector and bringing expertise to the
relevant government stakeholders

Initiating development of the tourism strategy and vision in partnership
with all stakeholders
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Georgia

Number of International Visits

2018: 2017-2018

7,902,509 Ll 9 months %

6,788,377
6,305,635 6,719,975 Russia 1,109,706 +22.9%
Azerbaijan 1,094,847 +10.9%
Armenia 956,076 +0.1%
Turkey 891,751 +17.2%
Georgia (non resident) 363,766 +5%
Iran 242,739 +3.1%
Ukraine 141,181 +3.2%
2015 2016 2017 2018 Israel 121,548 +35.2%
9 Months
Poland 55,142 +31.4%
Source: Ministry of Internal Affairs of Georgia Germany 52,288 +52.4%

)

2.06 2.7 68%
Bln GEL Foreign Card Bln USD Foreign of Service Export

Operations Exchange Income el

20ty 2017
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The share of trips from neighboring countries in the total number of
international traveler trips is decreasing

Iran outstripped Ukraine in the number of international visitor trips

Trips conducted by air transport is increasing significantly

Awareness about Georgia is increasing among the high-spending segment of
Gulf countries

The number of international visitor trips from the CIS and European Union
to Georgia is increasing

Russia is the leader in number of international tourist trips

The share of tourist trips in the number of international visitor trips from
non-neighboring countries is comparably larger

Record growth in total visitor trips was primarily caused by tourist trips



Georgia

International Visitors by Age Groups

46.1%
28.5%
23.7%
1.7%
15-30 31-50 51-70 70 and more
M Total
Main Purpose of Visit

Holiday, Leisure, Recreation 37.7%
Visiting Friends/Relatives
Transit

Shopping

Business or Professional

Health and Medical Care

Other

Source: National Statistics Office of Georgia

Lower Kartli

Mtskheta - Mtianeti

Samtskhe - Javakheti

Samegrelo - Upper
Svaneti

Inner Kartli

Racha - Lechkhumi,
Lower Svaneti

M Total

Most Visited Regions

Thilisi

Ajara

Kakheti

Imereti

Guria

H Holiday, leisure, recreation

57.7%

60.5%



Georgia

Total Expenditure 5.8 BIn GEL

Average Expenditure 889 GEL

. Total Expenditure GEL Share of Total
Expenditure Components .
(X1000) Expenditure %

Food and Drinks 1,476,534.5 26%
Accommodation 1,326,904.5 23%

Cultural and Entertainment Service 1,065,961.7 18%
Shopping 789,717.4 14%

Local Transport 483,448.3 8%

Other Expenditure 619,024.7 11%



Georgia

Domestic Visitors by Age Groups Most Visited Regions
27.2%
Thilisi
193990 19.6%19.3% 19.1% o
16.2% 16.4%
9.9% 13.4% Imereti
7.8%
2.90;] Ajara
Samegrelo - Upper
15-17 18-24 25-34 35-44 45-54 55-64 65 and Svaneti
. i Total [~ I.-Ic-)liday, Leisure, Recreation more Inner Kartli
Main Purpose of Visit

- Kakheti
50.4%

Visiting Friends/Relatives

Shopping Lower Kartli

Health and Medical Care . .
Mtskheta - Mtianeti

Holiday, Leisure, Recreation

Visit to Second Home Samtskhe - Javakheti

Business or Ptofessional Guria

Religion Racha - Lechkhumi,

Education or Training Lower Svaneti

Other

M Total
Source: National Statistics Office of Georgia

H Holiday, leisure, recreation

25.5%



Georgia

International Tourism receipts 2,704,340
(X1000 USD)
2,110,709
1,868,479
1,719,700 787,140
1,410,902
954,909 |
659,245
446,646 475,889
j +7% .+39% H +45% +48% +22% +4% +5% +13% +28%

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Share of Tourism in GDP

6.85% 6.71% 6.75% 6.86%
6.24% g3y  6.08%  6.02%  6.08% 5899  ©032% ’ °

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Source: National Bank of Georgia



Georgia

* By 2025, Georgia will be well known as a premier, year-round, high quality
tourism destination, centered on its unique cultural and natural
heritage, world-class customer service, and timeless tradition of hospitality.

* Georgia will be at the forefront of tourism competitiveness, through
strategic investments in infrastructure, education, marketing, and the
development of unique Georgian visitor experiences that appeal to high-
value markets around the globe.

* Tourism will significantly increase its contribution to Georgian economic
growth and development, through increases in visitor spending. The focus
will be on the quality and diversity of visitor arrivals, not total number of
VISItOrs.



Georsia trategic Object

Respect, preserve and enhance Georgia’s natural Enhance the business environment, to fadilitate
and cultural heritage increased foreign and domestic investment

Expand public and private sector investment in

centered on those natural and cultural assets tourism

Create unique and authentic visitor experiences o
Enhance competitiveness, through delivery of Build partnerships between government, industry,
world-class visitor services non-governmental organizations and communities
that will be needed to achieve all of the above

Attract higherspending markets, throughincreased
and more effective marketing and promotion

Our Goals

wewant . . .

Expand and enhance Georgia’s ability to collect
and analyze tourism data and measure industry

stakel

set out by the

to gO? S . Yy Wl s
OurVision == mmeewimimion

performance

Where do

20185 / 2028 Georgia Nationa! Tourism Strategy
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Component 2015 2025 Forecast

International visitor
arrivals

6.3 million 11 million

International tourism

. US$1.9 billion $6.6 billion
receipts

Average annual number of People Employed in
Tourism

158,515 301,284

Average Spending Per Visitor USD 328 USD 600

Average Length of Stay 5 days 7 days

Foreign Direct Investment in Tourism $723 million $1,178 million

% Arrivals from Turkey, Ukraine, Turkmenistan
and CIS Countries

% Arrivals from other source markets 9% 30%

91% 70%




Georgia
Marketing Expenses: 18,650,000 GEL Revenue from International Tourism: 2.75 Bln USD
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Georgia

» Winter online marketing campaign on 19 target markets

Germany; United Kingdom; Italy; Israel; Ukraine; Poland; Belarus; Azerbaijan,
Kazakhstan; Russia; Turkey; Armenia; Lithuania; Latvia; Estonia; Kuwait; Bahrain;
Saudi Arabia; United Arab Emirates

» Summer online marketing campaign on 14 target markets

Germany; Italy; Israel; Ukraine; Poland; Belarus; Azerbaijan; Kazakhstan; Russia;
Turkey; Armenia; Lithuania; Latvia; United Arab Emirates

N/ . . ® Sweden, Norway, Denmark, Germany, Israel,
trl padVISor Italy, Poland, Turkey, Russia and Ukraine.

= Y, EXP edia USA, United Kingdom and Germany.



Marketing Budget Item

Int’] Marketing Activities

Int’]l Fairs and Exhibitions

Road Shows

Tv Advertising on channels

Web marketing

Writing articles

Promo campaigns

Production of Promo Material

Videos for Tv adv

Printing promo materials

Rebranding booklets

PR and Media

Press and Info Tours

Promotion on Domestic Market

Promotion of Domestic Tourism

Marketing for Domestic Tourism

Total

Amount (Gel)
Wi . .

( 00
0,000

00,000

472,000

0,000

6,176,000

1,050,000

0,000

00,000

600,000
1,900,000
900,000

26,723,500

4%

7%

5%

84%



Country

Amount (Gel)

3,877,118
CIS 3,019,333
B Russia
Turkey+Armenia 561,600 m CIS
B Turkey+Armenia
M Others
Sub-Total 8,475,851



Nature and

Adventure
City Breaks Culi.:ural
Heritage
Wine and
MIEE Food
Sun and Sea Health and

Wellness



Georgia’s Key Target Markets
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European / Israel markets
Gulf / Iran markets

Key Target Markets

Potential/combined markets




Poland CzechR. Romania

Slovakia Bulgaria Hungary &

Germany Austria Netherlands

United Kingdom Kingdom Belgium

France Latvia Finland Lux.

Switzerland Estonia Lithuania

Italy Israel Slovenia

Greece Croatia Spain

USA China India

United Arab Emirates

Iran Saudi Arabia
South Korea Japan



Silk Road
Relations between the private sector

Joint press tours
Joint expo
Collaboration with airlines to bring joint tours



» Silk Road as a Brand
* Website with joint tourist products

* Conference that will allow private companies to
meet and discuss mutual projects



Georgia

Seasonal Marketing Campaign Product Oriented Marketing
Campaign
e Nature and Adventure; (Caucasus adventure)

e Cultural Heritage;
¢ Wine and Cuisine;

e Winter Marketing Campaign;
e Summer Marketing Campaign

¢ Health and Wellness;
¢ Sun and Sea;

e MICE;

e City Breaks.

Too Broad Product: Caucasus adventure includes ski activities

Caucasus adventure (mountains) includes hiking and trekking; mountain climbing (Mount Kazbegi,
Mount Ushba, Mt Tetnuldi etc); rock climbing; paragliding; free-riding (off piste skiing; heli-skiing)
skiing; mountain biking; 4x4 driving; white-water rafting; horse-back riding.

Ski resorts have a great potential in Georgian tourism market. There are four main ski resorts
(Bakuriani, Gudauri, Mestia, Goderdzi) with large amount of investment made in recent years.

» Should it be the part of Caucasus Adventure product?

» Would it be better to position ski resorts as separate product, because of unique characteristics of
the segment? :



Georgia

Products

Target
Markets by

Products

Lack of information about characteristics of outbound markets:

There are several source to find out characteristics of concrete
market:

UNWTO reports about outbound tourism;
WTTC reports;

International visitor Survey;

Reports from officials of the country;
Euromonitor International;

Different internet resources (blogs, articles, ect).

VVVVYYVYY

Information scarcity is an important problem for most countries.
Complete information is available for only main markets like
China, GULF countries, European Countries, ect.

» Are there any information sources except listed above that can
be used for marketing purposes?

» Should GNTA make any additional own research to learn more
about the characteristics of the markets of interest?
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Thank youl!

www. georgla.travel 'f www.fb.com/GeorglaAndTravel




