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Purcari Wineries Plc
Annual General Meeting

29 April 2020

This picture was taken at the Purcari vineyard on 

April 15. It shows a Merlot grape bud, pushing 

stubbornly ahead, oblivious to the pandemic. 
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Disclaimer 

THIS PRESENTATION IS MADE AVAILABLE ON THIS WEBSITE BY PURCARI WINERIES PUBLIC COMPANY LIMITED (the Company) AND IS FOR INFORMATION PURPOSES ONLY. 

This presentation and its contents do not, and are not intended to, constitute or form part of, and should not be construed as, constituting or forming part of, any actual offer or invitation to sell or issue, or any 

solicitation of any offer to purchase or subscribe for, any shares issued by the Company and its subsidiary undertakings (the Group) in any jurisdiction, or any inducement to enter into any investment activity 

whatsoever; nor shall this document or any part of it, or the fact of it being made available, form the basis of an offer to purchase or subscribe for shares issued by the Company, or be relied on in any way 

whatsoever.

No part of this presentation, nor the fact of its distribution, shall form part of or be relied on in connection with any contract for acquisition of or investment in any member of the Group, nor does it constitute a 

recommendation regarding the securities issued by the Company, nor does it purport to give legal, tax or financial advice. The recipient must make its own independent assessment and such investigations as it 

deems necessary. 

The information herein, which does not purport to be comprehensive, has not been independently verified by or on behalf of the Group, nor does the Company or its directors, officers, employees, affiliates, advisers 

or agents accepts any responsibility or liability whatsoever for / or make any representation or warranty, either express or implied, in relation to the accuracy, completeness or reliability of such information, which is 

not intended to be a complete statement or summary of the business operations, financial standing, markets or developments referred to in this presentation. No reliance may be placed for any purpose whatsoever 

on the information contained in this presentation. Where this presentation quotes any information or statistics from any external source, it should not be interpreted that the Company has adopted or endorsed such 

information or statistics as being accurate. Neither the Company, nor its directors, officers, employees or agents accepts any liability for any loss or damage arising out of the use of any part of this material. 

This presentation may contain statements that are not historical facts and are ñforward-looking statementsò, which include, without limitation, any statements preceded by, followed by or that include the words 

"may", "will", "would", "should", "expect", "intend", "estimate", "forecast", "anticipate", "project", "believe", "seek", "plan", "predict", "continue", "commit", "undertake" and, in each case, similar expressions or their 

negatives. These forward-looking statements include all matters that are not historical facts. Such forward-looking statements involve known and unknown risks, uncertainties and other important factors beyond the 

Company's control, and relate to events and depend on circumstances that may or may not occur in the future, which could cause the Company's actual results, performance or achievements to be materially 

different from future results, performance or achievements expressed or implied by such forward-looking statements. The forward-looking statements included herein are based on numerous assumptions and are 

intended only to illustrate hypothetical results under those assumptions. As a result of these risks, uncertainties and assumptions, you should in particular not place reliance on these forward-looking statements as 

a prediction of actual results, or a promise or representation as to the past or future, nor as an indication, assurance or guarantee that the assumptions on which such future projections, expectations, estimates or 

prospects have been prepared or the information or statements herein are accurate or complete. Past performance of the Group cannot be relied on as a guide to future performance. No statement in this 

presentation is intended to be a profit forecast. This presentation does not purport to contain all information that may be necessary in respect of the Company or its Group and in any event each person receiving 

this presentation needs to make an independent assessment. 

This presentation contains references to certain non-IFRS financial measures and operating measures. These supplemental measures should not be viewed in isolation or as alternatives to measures of the 

Companyôs financial condition, results of operations or cash flows as presented in accordance with IFRS in its consolidated financial statements. The non-IFRS financial and operating measures used by the 

Company may differ from, and not be comparable to, similarly titled measures used by other companies.

The information presented herein is as of this date and the Company undertakes no obligation to update or revise it to reflect events or circumstances that arise after the date made or to reflect the occurrence of 

unanticipated events.

The distribution of this presentation in certain jurisdictions may be restricted by law and persons who come into possession of it are required to inform themselves about and to observe such restrictions and 

limitations. Neither the Company, nor its directors, officers, employees, affiliates, advisers or agents accepts any liability to any person in relation to the distribution or possession of the presentation in or from any 

jurisdiction.

Investments in the Companyôs shares are subject to certain risks. Any person considering an investment in the Companyôs shares should consult its own legal, accounting and tax advisors in order to make an 

independent determination of the suitability and consequences of such an investment   
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ÁFounded the Group 

in 2002

ÁOver 35 years of 

experience in wine 

industry

ÁBuilt and exited one 

of the largest wine 

companies in RU

ÁTechnical University, 

oenology

ÁSpeaks FR, RO, RU

Victor Bostan
CEO, Founder

Vasile Tofan
Chairman

ÁOver 10 years 

experience in FMCG

ÁPartner at Horizon 

Capital, $850m+ AUM

ÁEx- Monitor Group, 

Philips

ÁMBA Harvard Business 

School

ÁSpeaks EN, RO, RU, 

FR, NL

Eugeniu Baltag
Investor Relations

Victor Arapan
CFO

Á20+ years of experience 

in banking, audit, 

corporate finance

Á10+ years experience in 

wine-making companies

ÁEx-PWC, Acorex

Wineries

ÁInternational 

Management Institute, 

finance

ÁSpeaks EN, RO, RU

ÁOver 10 years in 

financial 

management, internal 

audit

ÁEx Transoil, Orange, 

PWC

ÁAcademy of Economic 

Studies

ÁSpeaks EN, RO, RU

Our AGM team today

ÁOver 10 years of 

management experience

ÁEx Virgin Mobile, ACN in 

senior Business 

Development, Sales and 

Marketing roles

ÁAmsterdam University of 

Applied Sciences, ESSEC 

Business School

ÁSpeaks EN, RO, RU, NL, FR

Eugen Comendant
COO
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ÁFounded the Group 

in 2002

ÁOver 35 years of 

experience in wine 

industry

ÁBuilt and exited one 

of the largest wine 

companies in RU

ÁTechnical University, 

oenology

ÁSpeaks FR, RO, RU

Victor Bostan
Executive Director

Vasile Tofan
Chairman, 

Non-executive Director

ÁOver 10 years 

experience in FMCG

ÁPartner at Horizon 

Capital, $850m+ AUM

ÁEx- Monitor Group, 

Philips

ÁMBA Harvard 

Business School

ÁSpeaks EN, RO, RU, 

FR, NL

Our Board going forward

Monica Cadogan 
Non-executive Director

ÁOver 10 years of 

management 

experience

ÁCEO of Vivre Deco, 

leading CEE e-

commerce home 

products company

ÁBucharest University of 

Economic Studies 

ÁSpeaks EN, RO

ÁOver 20 years of legal 

experience

ÁManaging partner of 

McGregor & Partners 

ÁPresident of the British 

Romanian Chamber of 

Commerce

ÁUniversity of Aberdeen

ÁSpeaks EN, RO

Neil McGregor 
Non-executive Director

ÁOver 10 years of 

management experience

ÁEx Virgin Mobile, ACN in 

senior Business 

Development, Sales and 

Marketing roles

ÁAmsterdam University of 

Applied Sciences, ESSEC 

Business School

ÁSpeaks EN, RO, RU, NL, FR

Eugen Comendant
COO
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AGENDA

1 Our Group and Strategy

2 Operational Performance 2019

3 Covid-19 impact and view on 2020 

4

5 Resolutions subject to AGM voting

Our view on Purcari stock

Negru de Purcari 

2013, 4.4 score on 

Vivino, top 1% wine 

globally
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Purcari Wineries at a glance

Source: Company Information, FAOSTAT, OIV, Decanter, the Ministry of Finance of Romania, Nielsen

Founded in 1827 by French colonists, Purcari group is now...

4 brands, covering a broad spectrum of segments

Leading wine player in Romania and the CEE...

Located in a region with one of the richest wine heritages 

Top 10 European countries by area under vines, kha

é with a strong & expanding regional footprint

Geographical breakdown of sales in value terms, 2019, %

awarded CEE winery of the year in 2015-2019 at Decanter 

London, ñwine Olympicsò

premium wine brand in Romania, Moldova

fastest growing large winery in Romania

largest exporter of wine from Moldova

1,392+ hectares of prime vineyards, top production assets

Reputable shareholders alongside founder, Victor Bostan: 

Fiera Capital, Aberdeen, Conseq, East Capital, SEB, 

Franklin Templeton, Horizon Capital, etc

#1
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#1

#1

top

top
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1
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Source: Company Information

Purcari brand is part of the popular culture, a true icon

Known as the brand with a long 

standing tradition of shipments to 

Royal courts

With a cosmopolitan image; here showcased by John Kerry, 

the US State Secretary; but also featured in the very popular 

Black Butler comics (Kuroshitsuji manga), in Japan

Wine with an attitude, taking 

position on key societal issues

1
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Our business model: Affordable Luxury

Modern,         

cost-competitive 

winemaking

Affordable 

Luxury

Differentiated 

marketing

Purcari is positioned at the 

intersections of three themes: 

ÁModern winemaking: the 

company is brand-, as opposed 

to appellation-centric and runs a 

cost-efficient business

ÁAffordable luxury: as an 

aspirational brand, Purcari 

wines are an example of 

affordable luxury, building on a 

heritage dating back to 1827 

and ranking among most 

awarded wineries in Europe

ÁDifferentiated marketing: the 

company is not afraid to be 

quirky about the way it 

approaches marketing, 

prioritizing digital channels and 

focusing on engaging content as 

opposed to traditional 

advertising

1
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Our mission

Our vision

Our values

To become the undisputable wine 

champion in CEE, acting as a 

consolidator of a fragmented industry

To bring joy in peopleôs lives, by 

offering them high quality, inspiring, 

ethical wines and excellent value for 

money.

Hungry
We win in the marketplace because we want it more

Ethical
Always do the right thing and the money will follow

Thrifty
The only way we can offer better value for money

Different
We proud ourselves on taking a fresh look on things

Better
We keep improving ïboth our wines and our people

Our mission, vision and values1
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Consumption trends favour wine vs. alternative drinks, pushing demand up

Sources Gallup ïUS consumer survey, http://news.gallup.com/poll/163787/drinkers-divide-beer-wine-favorite.aspx
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Shifting consumer preferences: wine up, beer down

US Gallup survey: Do you most drink liquor, wine or beer? %

ñGoldman downgrades beer stocks because 

millennials like wine betterò

 24 July, 2017

ñMillennials Are Drinking More Wine Than Boomersò

 17 February, 2016

ñThe world is facing a wine shortage, with global 

consumer demand already significantly outstripping 

supply, a report [by Morgan Stanley] has warned.ò

 30 October 2013

ñRos® Is Seeing Explosive Growth as Its Summer 

Rival, Beer, Goes Flatò

 3 August, 2017

1

http://news.gallup.com/poll/163787/drinkers-divide-beer-wine-favorite.aspx
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Vision: Be the consolidator of a fragmented market

Volume share top-3 players by country, %

As wine market moves from terroir- to brand-centric and leaders build scale / 

sophistication, the market is ripe for consolidation

#1

#2

#3

Source: Euromoniitor 2016, market share for top-3 players in the still wine category; *excludes Murfatlar, in insolvency
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Country origin frontier pushed ahead, as millennials search for authenticity 1

Old World
Before 1980s

New World
1980s-2010s

The New Frontiers
2010s - onwards

New Frontier champions will inevitably emerge, leveraging a lower cost structure, 

better access to new markets and better understanding of local consumers
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Global wine belt does live ample space for pushing New Frontier ahead1
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Examples: pushing the wine frontier1


