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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 “forward-looking statements”, 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 

Company’s 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 Company’s shares are subject to certain risks. Any person considering an investment in the Company’s 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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AGENDA

1 Our Group, Vision and Strategy

2 1Q20 Operational Results + COVID19 Update

3 Update on 2020 Outlook + Contingency Plans

4

5

View on Purcari’s Stock

Bigger Vision … after becoming the undisputed CEE champion

Our newest launch, 

Viorica de Purcari, 

caters to the increasing 

interest in indigenous 

aromatic grapes. Truly, 

an explosion of aromas 

and likely summer hit.
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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...

6 production sites and 4 brands, covering a broad spectrum of segments

Leading wine player in Central and Eastern Europe...

Located in a region with one of the richest wine heritages 

Top 10 European countries by area under vines, kha

… with a strong & expanding regional footprint

Geographical breakdown of sales in value terms, 2020, %

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

Decanter London, “wine Olympics”

Best premium wine brand in Romania, Moldova

Fastest growing large winery in CEE

Largest exporter of wine from Moldova

1 400+ hectares of prime vineyards, top production assets

Listed on Bucharest Stock Exchange, with reputable 

shareholders alongside founder, Victor Bostan: Fiera Capital, 

Aberdeen, Conseq, East Capital, SEB, Franklin Templeton, 

Horizon Capital etc.

#1

#1

#1

#1

top

top

48% 14% 13%
3%

5%
14%

3%

CN UA Other
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RO PLMD
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966
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#1 CEE #4 Europe

1
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Net Income normalized2EBITDA1Revenues

1
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0

23

29

44

2014 2015 20182016

neg

2017

RON m RON m RON m

Note: (1) EBITDA normalized for non-recurring, IPO-related expenses incurred in 2017 and 2018 

(2) Net income normalized for Net gain on equity instruments, namely investment in Glass Container Company  at FVTPL in 2018 (-RON 4.17m) and 2019 (+RON 0.24 m). 

Net Income in 2018 RON 41.7m and 2019 RON 44.3 m, up 6% YoY  

+29%
+23%

+19%2+18%

Strong track record of growth

2019 2019 2019

33%EBITDA margin 22%NI normalized  margin 22%34%

37

42
4.2m RON in extraordinary 

gains from revaluation of 

stake held in Glass 

Container Company in 2018
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Our Group: competitive advantage in an attractive market

Wine growth ’16-

’20F in Romania 

9.0% vs. 1.9% for 

beer

#1 fastest growing 

large winery in 

Romania

Shrinking vine 

plantations, create 

shortage, push 

prices up

Secular shift from 

beer, spirits to 

wine, especially in 

CEE

Plenty to catch 

up: wine 

consumption in 

Poland = ¼ 

Germany, per cap.

Romania + 

Moldova 

undisputable #1 

vineyards size in 

CEE, 5x vs #2

#1 EBITDA 

margin among 

global publicly 

traded wine peers

#1 premium wine 

brand in Romania

#1 most awarded 

CEE winery at 

Decanter, “wine 

Olympics”

#1 on Instagram, 

Vivino engaging 

millennials in 

Romania

Attractive 

market

Competitive 

advantage

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: 

▪ Modern winemaking: the 

company is brand, as opposed 

to appellation- centric and runs 

a cost-efficient business

▪ Affordable luxury: as an 

aspirational brand, Purcari 

wines are an example of 

affordable luxury, building on a 

heritage dating back to 1827 

and ranking among the most 

awarded wineries in Europe

▪ Differentiated 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 people’s 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 – both our wines and our people

Our mission, vision and values1
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CEE consumption especially strong, on shifting drinking patterns

Source: Statista, Euromonitor, Nielsen

Plenty of catch up for CEE countries

Wine consumption, litres per capita, selected countries

Wine steals share from beer

Forecast growth by category, by country 2016-2020F, %

▪ Per capita wine consumption in CEE lags significantly WE

levels, but catches up on growing share vs. beer
▪ Romania, Group’s largest market, show fastest growth

forecast in CEE

9.0

3.2
2.9

5.1

1.9

1.1 1.1

UkraineRomania Poland China

-2.3
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1
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On supply side, the vineyards has been shrinking, constraining output

Source: International Organization of Wine and Vine

1

57% 52%

24% 37%

9%

7%

2000 2018

4% 6%

50% of grapes collected go for wine making

Share of wine grape declining in total grape production

Grape end uses, 2000 vs. 2018, %

Juices, musts

Wine grapes

Dried grapes

Fresh grapes

Commentary

• Global area under vines, has gradually decreased

between 2000 and 2019 from 7,782 ha to 7,449 ha,

according to OIV;

• Overall, the corresponding share of wine grape

production (versus other grape uses), has dropped from

57% to 52%, during the same period, from which one

can infer an approximate 20% drop in vine surfaces

used for wine grape cultivation;

• Much of the drop was driven by the EU, where

regulation has been in place limiting planting rights and

subsidizing so called grubbing-up schemes, in an

attempt to address the oversupply;

• In Moldova, area under vines decreased to 143 kha in

2019 driven by the transformation of vineyards,

historically composed of small plots that are currently

being restructured;

• In China, among the very few countries which increased

the vineyard plantations, only 12% of grape output goes

to make wine (the rest being fresh and dried grapes);
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These secular shifts, have been favourable to wine pricing globally

Source: European Commission, International Organization of Wine and Vine

As wine trade grows at a fast pace…

Global wine trade, €bn

… prices keep rising

Average price per liter of traded wine, €

18

20 20

18

21

23

25

26 26

28

29

30
30

32

2007 2009 2011 2013 2015 2017 2019

+4%

2.11

2.25
2.25

2.04

2.18

2.26

2.44

2.55
2.52

2.70

2.78
2.82

2.98
3.01

+3%

… and vine areas are decreasing…

Area of vineyards in continental Europe, mn ha

4.5

4.4

4.4

4.3

4.2

4.1

4.1 4.0
4.0

2006 2008 2010 2012 2014

1

• Wine trade has grown strong, as the sector 

becomes increasingly global

• Regulation limiting new plantations, 

grubbing-up subsidies and generational 

change has led to a decrease in vine areas

• The resulting supply decrease, 

combined with rising demand, has 

pushed prices up

2006 2008 201520122010 2017 2019
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Vision: be the consolidator of a fragmented market

Volume share top-3 players by country, %

Unlike beer or spirits, wine market remains very fragmented; players who have 

the scale and sophistication needed – are in a great position to consolidate it

#1

#2

#3

Source: Euromoniitor 2016, market share for top-3 players in the still wine category; *excludes Murfatlar, in insolvency

18

68

Beer WineSpirits

82

39*

79

Beer Spirits Wine

41

10

63

Beer Spirits Wine

7477

Beer Spirits Wine

67

36

1
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Topping competition at engagement, quality

Note: Purcari - #purcari, Cramele Recas - #recas, Jidvei - #jidvei, Cotnari - #cotnari, Budureasca - #budureasca, Samburesti - #samburesti, Segarcea - #segarcea

Sources: Instagram, Vivino as of May 2020

Aspirational brand which consumers like sharing about

Number of #brand uses on Instagram, thousand, by key Romanian brands

Highest number of ratings and highest scores on Vivino

X axis – number of Vivino ratings; Y axis – average Vivino score
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2,0
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Leading medal-winning winery1 in CEE at Decanter, 

the Wine ”Olympics”

# of Decanter medals in 2015 - 19

▪ Unlike beer or spirits, wine production is more prone to

quality fluctuations. The Group has demonstrated the

ability to keep raising the bar quality wisely, as illustrated

by the mounting number of medals won at top global

competitions

▪ Most awarded winery to the east of Rhine, ahead of reputable

(and much pricier!) German, Hungarian or Austrian wineries

Increasing number of medals won from year to year

# of medals

Quality highly commended, remain the most awarded winery in CEE1

Notes: (1) PWG: Purcari Wineries Group = Purcari, Crama Ceptura and Bostavan brands;

7

2013

15

2014 2015

14

2016 2017 2018 2019

23
25

44

56

Decanter

IWSC

Challenge International du Vin, Bordeaux

Concours Mondial de Bruxelles

Mundus Vini52

45 45

37

32 32

25
23 22 21

19
16 16

7 6

#1

https://www.google.at/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiTqo_k46fNAhWJvBoKHaFBDZwQjRwIBw&url=https://en.wikipedia.org/wiki/Flag_of_Georgia_(country)&psig=AFQjCNHgcZ2goaqFSmotgQX7q1SHsI9qlw&ust=1466002667080592
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Overall, Purcari has tripled MS in 5 years…. 

Cotnari

Vincon

Jidvei

Cramele Recas

Purcari (Group)

Value share of Premium (RON 30+/liter) retail market, Romania, %

…while becoming a clear #1 in Premium1

7
8

12
12

13

2

Crama Ceptura

Purcari (Group)

Samburesti

Murfatlar*

Segarcea

25%+ Market 

Share in 

Premium for 

Group

Clear #1 in premium in Romania, keep gaining share, ample headroom1

Notes: (1) FY 2019

Sources: Nielsen report; Purcari Group = Purcari, Crama Ceptura and Bostavan brands;
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AGENDA

1 Our Group, Vision and Strategy

2 1Q20 Operational Results + COVID19 Update

3 Update on 2020 Outlook + Contingency Plans

4

5

View on Purcari’s Stock

Bigger Vision … after becoming the undisputed CEE champion

Negru de Purcari 

2013, 4.4 score on 

Vivino, top 1% wine 

globally
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2

13.9

17.4
+25%42.2

46.4

1Q19

+10%

8.7
8.1

9.3

11.1

- 7%

Revenues EBITDA Normalized Net Income

RON m RON m RON m

33.0% 37.4%

EBITDA margin

20.5% 17.3%

Net Income margin

Solid 1Q20 growth, despite headwind in China, HoReCa, DutyFree

1Q20 1Q19 1Q20 1Q19 1Q20

+20%1

3 m RON FX balance sheet loss, on 

MDL depreciation vs. hard 

currencies as of March 31, 2020. 

net of non operating FX impact, the 

Net Income grew +20%.
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2

MDL vs EUR MDL vs USD MDL vs RON

Temporary depreciation spike in MDL FX related to COVID outbreak

• FX translation loss for reevaluation of Assets and Liabilities as of 31.03.20, amounting 3m RON vs 0.6m RON in Q1 2019.

• Spike in MDL exchange rate to USD +5%, EUR +4% and RON +2%, due to COVID Outbreak.

• As of date of reporting exchange rates returned to average.

• While MDL weakening vs. hard currencies leads to non-operating balance sheet losses, it does improve the Company margins, 

given most costs MDL denominated while revenues are largely in RON, EUR, USD.
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2

Solid growth, 

despite China, 

HoReCa weakness

• Sales up +10%, mainly driven by strong performance in modern-retail segment in core CEE markets

• Shipments to China down by half, given lockdown peak in 1Q20

• HoReCa segment, accounting for <15% of revenues, mostly in Moldova and Romania, as well as 

DutyFree sales most affected. Tourism sales at Chateau Purcari, ~2% of revenues, affected too. 

Still, demand 

environment 

remains uncertain

Margins holding 

well, on better mix, 

cost savings

Key operational highlights for 1Q2020

Operations largely 

un-disrupted on 

supply side

• Despite a number of Covid-19 infections reported at Company’s Etulia site (Bostavan) the disruption on 

supply side has been avoided, given all sites were scheduled for a planned Easter break; sufficient 

stocks have been prepared in advance at 3rd party facilities, distributors

• All sites re-opened after the Easter closure and operate with heightened safety measures in place

Liquidity position 

strong, well placed 

to weather the crisis

• Net debt / EBITDA at 1.3x, offering a comfortable leverage level; grace periods extended on select 

existing facilities. Additional debt line of 2m EUR in place, optional for draw-down.

• Cash position increase by end of 1Q20, also on back of tighter liquidity management, including A/R

• Despite robust 1Q20 performance, no steady state picture of demand yet can be inferred, given CEE 

markets boosted by consumer-overstocking in March, while HoReCa / DutyFree impact reflected only in 

the last two weeks of March

• April sales registered a moderate drop year on year, with May orders ~flat vs. May 2019 sales 

• Gross margin up 3pp and gross profit up 17%, ahead of sales, given improved mix with Purcari brand 

showing strongest growth, now accounting for 41% of sales (vs. 37% in 1Q19)

• Ongoing cost optimizations, help lift gross margins further up
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2

Market Share of sales, 1Q20 Growth, 1Q20 YoY Comments

RO

MD

PL

ASI

CZ

SK

UA

RoW

48%

14%

13%

3%

5%

3%

14%

+39%

-17%

+12%

-47%

-34%

+61%

+11%

• RO: Strong Purcari performance, up 42% YoY. Crama Ceptura

reinvigorated growth on back of quality improvements, active

marketing, up 35%; Bardar +80%, albeit from lower base. Growth

engine – IKA sales. Very strong year start for HORECA, averaged

down to +8% yoy for 1Q20, following March lockdowns

• MD: Market most dependent on HoReCa and DutyFree in Group’s

universe, suffering most from lockdown. Demand environment

continued to be weak in April.

• PL: Growth fueled by improved mix of products, increases in

medium price segment sales. Expanding with Purcari and Bardar

brands, +21% and +101% accordingly, albeit from a smaller bases.

• ASIA: Covid-19 outbreak disrupted commercial activity for all major

Wine players in China. Sales slowly started to recover, but still far

from the pre-Covid levels.

• CZ&SK: Greater magnitude of Covid-19 impact felt vs. other

markets. Drop also explained by timing of shipments, with higher

base in 1Q19. Sales in April and orders for May showing recovering

trajectory.

• UA: expanding sales for Bostavan +39% and Purcari +186%, as

the latter becomes increasingly popular with Ukrainian consumers,

influencers, given excellent value for money offered.

• OTHER: Good traction for Bostavan in Baltics +106% and the rest

of brands in other countries, totaling +32%.

Markets: Romania remains key growth driver
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2

• PURCARI: ongoing strong traction in Romania, largely in the IKA

segment, compensating for the headwind in HoReCa. Promising

performance in newer markets, such as PL +21%, UA +186%. MD

most affected by HoReCa and Duty-Free closures, which

impacted the premium Purcari brand most.

• BOSTAVAN: Negative sales effects in MD, CZ&SK

overshadowed the strong traction in Poland +12% on improved

mix of products, increases in medium price segment sales, and

the good traction in Baltics and Ukraine.

• CRAMA CEPTURA: the brand is on a strong rebound, falling

declining growth rates in 2019 (+11% for the year) as result of re-

invigorating marketing campaigns and improvements in quality.

Pushing the popular premium offerings most of all – Astrum,

Dominum series, which also have better margins.

• BARDAR: Sales in MD down 18%, significantly affected by

HoReCa closure and ban on public events (i.e. weddings,

anniversaries). Abolition of Tax-Free regime for the duty-free point

of sales at the land entrance to MD. Partial shifts of orders for

Belarus and Baltics to Q2.

41%

17%

31%

12%

+29%

+31%

-8%

-10%

Premium Purcari and Crama Ceptura lead the growth

Brand Share of sales, 1Q20 Growth, 1Q20 YoY Comments
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▪ Gross margin up 3pp with revenues growing faster than 

cost of goods sold, on improved mix and select price raises 

combined with a revision of cost lines.

▪ Maintain stable level of marketing investments, at 8% of 

revenue. Revised Marketing activities in relation to Covid-

19 outbreak. Trade Marketing up 7% in line with Sales 

growth, concentrated on IKA. Reallocation of certain salary 

costs from G&A to MK expenses.

▪ G&A expenses reduced to 12% as share of revenue due to 

certain salary cost reallocations to MK expenses. Initiated 

holistic cost optimization program.

▪ Higher operating expenses reflect adjustment to the 

maintenance of vineyards costs related to 2018 and 

performed in 1Q’19, no such reversals required in 2020. 

▪ EBITDA up 25% yoy, with EBITDA margin reaching 37%, 

on back of good gross margin evolution and containment of 

fixed costs.

▪ Normalized Net profit stood at RON 11.1 million, up 20%. 

Normalization stands for FX translation loss due to 

depreciation of MDL rate as of March 31, leading to re-

adjustment of balance-sheet items, resulting in a negative 

3M RON FX impact.

2

Comments

P&L – solid growth and margins given circumstances

Notes: (1) FX translation loss due to MDL depreciation leading to a balance-sheet loss of 3M RON, as result of assets and liabilities value readjustment

RON m 1Q19 1Q20 ∆ '19/'18

Revenue 42.2 46.4 10%

Cost of Sales (22.0) (22.8) 3%

Gross Profit 20.2 23.6 17%

Gross Profit margin 48% 51% +3 pp

SG&A (9.1) (9.5) 5%

Marketing and selling (3.3) (3.9) 21%

General and Administrative (5.8) (5.6) -4%

Other income/expenses 0.7 (0.2) -121%

EBITDA 13.9 17.4 25%

EBITDA margin 33% 37% +4 pp

Net Profit 8.7 8.0 -7%

Net Profit margin 21% 17% (4 pp)

Normalized Net Profit 9.3 11.1 20%

Normalized Net Profit margin 22% 24% +2 pp
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2 Balance Sheet strong, providing sufficient leeway to weather crisis

12.6 14.0

31-Dec-19 31-Mar-20

+11%

Cash position

RON m

1.97x 2.07x

31-Dec-19 31-Mar-20

+5%

63% 58%

31-Dec-19 31-Mar-20

- 5 p.p.

31-Dec-19

91.5

31-Mar-20

98.2
-7%

0.13x
0.15x

31-Mar-2031-Dec-19

+23%

1.50x
1.33x

2019 LTM 1Q202

-17 p.p.

▪ Solid Cash position up 

11% QoQ

▪ Net Debt improved by 7% 

due to both decrease of 

Debt and increase of Cash 

balance

Cash and 

Receivables

Liquidity

Solvency

▪ Healthy Current ratio 

above 2x, as of end of 

1Q20

▪ Increased Cash position 

improved cash ratio by 

23% QoQ

▪ In 1Q20 Total Debt 

decreased by 5%QoQ, 

down to RON 105.5m

▪ Supported by further 

EBITDA growth in 1Q20, 

Net Debt-to-EBITDA ratio 

improved by 17 p.p.

Current ratio

Debt-to-Equity Net Debt-to-EBITDA

Cash ratio1

Net Debt

RON m

1 Cash to current liabilities; 2 EBITDA for 12 month ended Mar 31st, 2020 – RON 68.7 m 
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Agri, production, distribution – adapted to new Covid-19 reality

• Operating with safety 

measures in place at all 

vineyard plots. No 

disruptions to date.

• March, April – higher 

intensity manual labor period 

in vineyards. Finished for all 

plots.

• May, mid June – limited 

manual works planned, only 

low labor mechanized. Very 

few employees involved.

• Mid June – mid July, higher 

intensity labor works.

• Mid August – mid October, 

grape picking season.

Vineyards Wineries Distribution Retail

• Operating with safety 

measures in place at all 

production sites.

• Planned closure through 

May 4 for Easter break was 

used to further beef up the 

safety measures.

• Sufficient inventory on 3rd

party warehouses, 

distributors to continue 

shipment to retail.

• Export clearance to / from 

Romania and from 

Moldova working without 

interruptions.

• Green corridor from 

Moldova to / through 

Romania for commercial 

freight, speeding up 

customs clearance, 

simplifying logistics.

• No disruptions to date due 

to transportation capacity 

shortage (14 days 

quarantine rule doesn’t 

apply to freight drivers)

• No major out of stock 

issues in shipments to 

retail

• Sharp drop in HoReCa

segment, accounting for 

<15% of Company sales; 

affecting mostly Moldovan 

market and to lesser extent 

Romanian. Virtual closure 

of DutyFree channel and 

Tourism Sales (the latter 

~2% of revenues).

• Starting from June 

HoReCa and DutyFree are 

gradually opening, but with 

certain restrictions.

2
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AGENDA

1 Our Group, Vision and Strategy

2 1Q20 Operational Results + COVID19 Update

3 Update on 2020 Outlook + Contingency Plans

4

5

View on Purcari’s Stock

Bigger Vision … after becoming the undisputed CEE champion

Freedom Blend, 

indigenous grapes 

from Moldova, 

Georgia, Ukraine; 

91 points by Wine 

Enthusiast
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Vivino feedback very strong, particularly important for online sales

Note: as per Vivino breakdowns as of May 2020

#1 #1

#1 presence in the RON <30 and RON 30-60 segment;

Hold 10 out of TOP-25 positions in the crucial RON 30-60 segment

3

• We remain obsessed about the

quality of our wines, which pays

off in excellent consumer feedback

• In our core premium segment, 30-

60 RON per bottle shelf price, we

dominate the category with 11 best

rated wines in Vivino’s top-25

• Our push in upper-mainstream

segment shows good results, with 3

of our wines in top-25 <30 RON

• We remain convinced, it is the

product that will make the

difference in mid and long term

with consumers, so we are focusing

on making exciting wines, that

capture people’s imagination
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Ready for summer: outstanding 2019 vintage whites, rosé3

4.2 4.3 4.0 4.2

Note: based on the Vivino score for the respective 2019 vintages, as of May 13, 2020
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RO 42% 1.2 52

MD 23% 1.2 29

PL 11% 1.0 -

CH 6% 1.4 -

BL 4% 1.0 -

CZ 4% 1.1 -

UA 3% 1.2 35

SK 1% 1.6 -

Overall, CEE markets coped better with the virus compared to Western EU

Market
Share of sales, 

FY19
Number of 

infections Trend***
Infections 

per mln

Number of 

fatalities

Fatalities 

per mln RO number* Doubling time**

1

* RO number (effective reproduction number) − the average number of secondary infections produced by a typical case, used to measure the transmission potential of a disease 

** Doubling time − estimate of the doubling time in days (when the rate of growth is negative the doubling time is assumed to be non-existent)

*** based on observed change in daily cases across the last ten days

Note: (1) Worldometers.info as of June 23, 2020 (2) epiforecasts.io as of June 11, 2020 (3) statista as of June 20, 2020

1 1
2 3 3

32.527

24.291

14.363

59.023

83.418

10.561

38.074

1.589

484

351

337

28

4.634

1.523

1.035

1.375

1,263

3,560

859

6,246

986

871

291

58

79

120

36

37

31

24

5

3

3

1
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Wine category proved resilient through pandemic, yet uncertainty remains

Consumers broadly drinking more the same amount of wine but are 

drinking more at home….

• “Alcohol sale growth gets back to levels prior to COVID-19. Consumers 

are shifting the dollars they would have spent on alcohol in a restaurant, 

bar, or tasting room to alcoholic beverages they can buy at a lower mark-up 

from retailers, online merchants and even directly from the supplier”, 

according to Nielsen.

• “Despite deep economic impacts, we continue to see premiumization in the 

off-premise across all three categories (i.e. the average price per 

equivalized volume is still ahead of where it was last year). Perhaps we’ll 

see that slow or reverse in the months ahead…”, Danny Brager, Senior 

Vice President of Beverage Alcohol at Nielsen.

• “Koreans have bought less wine, and spent less per bottle, during the 

pandemic…the likelihood is that South Korea’s wine market, and 

particularly its on-trade channel, will bounce back quite rapidly from the 

trough of March and April”, according to WineIntelligence

Angela Merkel, 21 March, before self-

isolating for quarantine

• However, consumer behavior difficult to predict amid changing economic 

situation, likely contraction in purchasing power and subsequent shopping 

and consumption shifts.

3
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Executed promptly on adapting our marketing to the new COVID reality

Crama Ceptura

• Campaign: “Elbow bump”

• Launched: March 17

• Medium: TV, Social

Crama Ceptura

• Campaign: “Easter on Zoom”

• Launched: April 14

• Medium: TV, Social

Purcari

• Campaign: “Thank you, heroes”

• Launched: April 14

• Medium: TV, Social

Bostavan – DOR

• Campaign: “A different Easter”

• Launched: April 15

• Medium: TV, Social

Bardar

• Campaign: “Cheers to heroes!”

• Launched: April 15

• Medium: TV, Social

All brands - Community

• Campaign: “Breath freely”

• Launched: March 24

• Medium: Social

3
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Broad and deep cost and cash optimization program initiated

CAPEX cutA

• CAPEX program was revised with all non-critical projects 

terminated / postponed, resulting in circa RON 7 mln savings, or 

31% of original CAPEX program

• Management had reached out to suppliers of equipment for 

revised CAPEX project with request of discounts and revision 

of payment terms, to reflect the new realities of the day

22,7

Original 2020
CAPEX1

15,7

Revised 2020
CAPEX

7,0
(-31%)

Terminated
Projects

1 Including agricultural investments

2020 CAPEX Program, RON mln

OPEX cut

• Management had initiated holistic OPEX cost optimization program. Cross-functional team is 

working on design and implementation of cost cutting initiatives across all main pillars.

• Program is focused on: procurement excellence, elimination of all non-critical purchases, 

negotiations of discounts with suppliers, order size optimization, forecasting improvements

• Management and Board have all taken voluntary salary cuts of between 25% to 100%, for 

periods of between 3 and 12 months to set the tone for the rest of organization, protect more 

vulnerable employees and finance community contributions – more details: https://bit.ly/34OzGQz

B

Liquidity 

optimization

• Bank grace extensions in process for ~35M RON in Moldova; extra financing for ~4M RON to be 

secured; option for additional credit lines (including revolver) of ~12M RON. Expect lower interest 

rates, amid drop in base rates.

• Tight liquidity monitoring, including working capital. Overall, run more prudent, cautious liquidity 

profile.

C

3

https://bit.ly/34OzGQz
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We suspend our guidance for 2020; to be updated upon more clarity

Target 2020 guidance Comments

• Financing cost does rise on higher rates in 

Romania; financing in Moldova remains very 

competitively priced.Net Income 

margin
20-22%

Organic 

revenue 

growth

+16-20%

• Romania to remain growth driver, continue 

focusing on Poland, Czech, Slovakia, 

Ukraine; continue seeding newer markets –

Asia, Scandinavia, Germany.

• Launch a number of new products from our 

Bostavan winery, on premiumization drive.

EBITDA 

margin
30-32%

• Expect moderate increase in COGS given 

smaller harvest, but to be compensated by 

favorable pricing environment and ongoing 

premiumization of portfolio.

• Due to high 

uncertainty related to 

the development of 

Global COVID-19 crisis

• Including uncertainty on 

time and extent of 

COVID-19 related 

restrictions and depth 

of negative economic 

effects

• We must suspend

earlier disclosed 

Guidance for 2020 

until a better grasp of 

what the new steady 

state looks like

Guidance for 2020 Guidance suspended

3
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AGENDA

1 Our Group, Vision and Strategy

2 1Q20 Operational Results + COVID19 Update

3 Update on 2020 Outlook + Contingency Plans

4

5

View on Purcari’s Stock

Bigger Vision … after becoming the undisputed CEE champion

Cuvée de Purcari, 

the extension to 

sparkling 

launched in 2017. 

Made according to 

the traditional, 

Champenoise 

method, with in-

bottle fermentation
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Note: Net Profit after minorities is used for P/E multiple (1) Italian Wine Brands

Purcari vs Selected wine public companies

P/E LTM Multiples

22.7 22.4

20.8

19.2
17.9 17.9 17.5

16.1
15.1

14.1 13.7
12.6

Average P/E: 17.5x

1

Low valuation relative to wine peers4



Page 35Source: Capital IQ, Company Data as per Capital IQ as of June 22nd, 2020

Note: Net Profit after minorities is used for P/E multiple; (1) Nuclearelectrica   * Digi was removed from the list due to low EPS 

Purcari vs Selected Romanian public companies

P/E LTM Multiples

35.5

14.7

12.6
11.3 11.3 11.0 10.3

8.9
7.3

6.1 5.9

Average P/E: 12.3x

1

Average valuation relative to Romanian listed peers4
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Purcari vs Selected wine public companies Purcari vs Selected Romanian public companies

Source: Capital IQ, Company Data, LTM P/E multiples as of Apr 27th, 2020. Growth figures as per Capital IQ, minor discrepancies with Purcari reported performance possible due to exchange rate treatment

Note: Net Profit after minorities is used for P/E multiple;
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88 | BET

98 | WINE

103 | DIGI

82 | SFG

100 | M
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22-Jun11-Jun29-May20-May11-May29-Apr16-Apr7-Apr27-Mar18-Mar9-Mar27-Feb18-Feb7-Feb29-Jan17-Jan8-Jan

BET (index) WINE (Purcari Wineries) DIGI (DIGI Communications N.V.)

SFG (Sphera Franchise Group) M (MedLife S.A.)

Source: Bucharest Stock Exchange

YTD, stock performance broadly in line with consumer peers, above BET4

“Consumer” peers = relevant companies 

outside of financials, utility and energy sectors, 

dominating the BET index
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AGENDA

1 Our Group, Vision and Strategy

2 1Q20 Operational Results + COVID19 Update

3 Update on 2020 Outlook + Contingency Plans

4

5

View on Purcari’s Stock

Bigger Vision … after becoming the undisputed CEE 

champion

Purcari Ice Wine, 

Decanter Platinum, 95 

points, Best CEE sweet
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Wine markets evolve, as wine moves from novelty to masses 5

Stage 1: 

“Wine as a 

novelty”

Stage 2: 

“Beyond early 

adopters”

Stage 3: 

“Mass appeal”

<2 liters per 

capita

2-10 liters per 

capita

10+ liters per 

capita and 

above

▪ Wine is a novel, culturally foreign 

drink

▪ Traditional bottled wine treated as 

premium product

▪ Consumption centered around 

premium imports

▪ Possible preference for local 

hard/medium liquor, or home wine

▪ Examples: India, China today; 

US in 1950s

▪ Customer taste evolves, 

diversity increases

▪ Wine treaded as classy, modern

▪ Multiple local brands emerge for 

geographically suitable 

countries, imports highly 

diversify for non-wine countries

▪ Examples: Most of CEE, in 

particular Poland, Ukraine, 

Russia; US in the 1970s-90s

▪ Customer taste highly 

developed, abundance of offers 

▪ Wine treaded as as day-to-day 

item

▪ Local brands highly developed, 

high export activity, domination 

on local markets

▪ Examples: Italy, France, 

Spain, Portugal; Romania, 

Czechia; US after 2000s
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Country origin frontier pushed ahead, as millennials search for authenticity 5

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 leave ample space for pushing New Frontier ahead5
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Examples: pushing the wine frontier5
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New World, Frontier beat Old World on economics, but still trade lower 5
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At some point, the relationship between Sales 

growth and multiples got to catch up

New Frontier beating New and Old world wineries at 

economics

EBITDA margin, 2018
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Source: Capital IQ, Net Income and Market Cap as of Sept 1st 2019, USD terms. Growth figures as per Capital IQ, minor discrepancies with Purcari reported performance possible due to exchange rate treatment

Note: Adjusted EBITDA used for Purcari; Financial Year Ending June 30, 2019, used for 2018 data of Treasury Wine Estates and Foley Family Wines
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Thank you.


