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 
Abstract—The article presents the trends in Georgian wine 

market development and evaluates the competitive advantages of 
Georgia to enter the wine market based on its customs, traditions and 
historical practices combined with modern technologies. 

In order to analyze the supply of wine, dynamics of vineyard land 
area and grape varieties are discussed, trends in wine production are 
presented, trends in export and import are evaluated, local wine 
market, its micro and macro environments are studied and analyzed 
based on the interviews with experts and analysis of initial recording 
materials.  

For strengthening its position on the international market, the level 
of competitiveness of Georgian wine is defined, which is evaluated 
by “ex-ante” and “ex-post” methods, as well as by four basic and two 
additional factors of the Porter’s diamond method; potential 
advantages and disadvantages of Georgian wine are revealed. 

Conclusions are made by identifying the factors that hinder the 
development of Georgian wine market. Based on the conclusions, 
relevant recommendations are developed. 

 
Keywords—Georgian wine market, competitive advantage, bio 

wine, export-import, Porter's diamond model. 

I. INTRODUCTION 

RODUCTION of national agricultural products plays an 
important role in social and economic development of 

Georgia. Development of the competitive sectors, which will 
be able to ensure food security as well as increase export 
potential and make profit in short term is especially important. 
From this perspective, development of viticulture and 
winemaking industry is of crucial importance to Georgia. 

Viticulture and winemaking is the oldest and most 
important branches of agriculture in Georgia. As for Georgian 
wine, it’s one of the oldest in Europe. The studies confirm that 
the culture of winemaking has a history of about seven 
thousand years in Georgia [1]. There are nearly 450 native 
varieties of grapes in Georgia, out of these 62 species are 
included in standard assortment, among them 29 species are 
wine grapes and 9 are table grapes [2]. 

Viticulture and winemaking are the sectors for Georgia to 
enter the international market successfully based on its 
customs, traditions and historical practices combined with 
modern technologies.  
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The interest in this product is conditioned by competitive 
advantages of Georgian wine, namely:  
 The unique diversity of endemic grape varieties; 
 Long history and traditions of wine production; 
 Local and unique technology of wine making; 
 Favorable natural conditions and resource potential, 

especially micro zones; 
 High quality raw materials; 
 Favorable quality-price ratio. 

Formation of demand and supply on wine market in 
Georgia has already begun, but this segment is still 
significantly less developed than the European models, 
namely: 
 Viticulture and winemaking sector requires development 

of a restructuration program; 
 The level of competitiveness of Georgian wine is low; 
 Awareness of the product on international market is low; 
 Assessment of competitiveness of wine products isn’t 

done; 
 The research of target market of producers and consumers 

isn’t complete; 
 The analysis of competitive micro and macro 

environments isn’t complete; 
 The barriers to entry into a market aren’t studied 

perfectly; 
 Demand to supply optimum ratio isn’t determined; 
 The impact of viticulture and winemaking on economic 

well-being of the country and its population needs to be 
confirmed. 

Therefore, study of the development trends in Georgian 
wine market and determination of priorities for its 
development is very urgent for Georgia.  

The objective of the research is to identify the development 
trends for wine market in terms of producing competitive 
Georgian wine and by identifying the causes of hindering 
factors to develop recommendations for perspective directions 
of development. 

II. METHODOLOGY 

General and specific research methods are used in the 
paper, namely, analysis, synthesis, comparison, expert 
evaluation, “ex-post” and “ex-ante”, Porter’s diamond method, 
statistical (selection, grouping, monitoring, trend, etc.), static 
methods, SWOT analysis. Reports of National Statistics 
Office of Georgia are also used.  
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E. Kharaishvili, M. Chavleishvili, M. Natsvaladze 
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the grape market. The state tried to solve the problem with 
subsidies.   

Georgian wine is exported to 43 countries. Most of the 
exported wine is sold in traditional markets, such as Belarus, 
Kazakhstan, Ukraine and the Baltic countries. However, 
export of Georgian wine in Europe is also increasing by about 
20% per year. 10% of the total wine export is exported to the 
United States each year. 

Geostat informs that in January-February 2014 wines of 
natural grapes with $32 million value have been exported from 
Georgia. It is 4 times more than in the same period of the last 
year. 

According to the data of National Wine Agency, in 2 
months of the year 9 990 387 bottles of wine have been 
exported. Top-5 list of export markets for Georgian wine is the 
following: Russia, Ukraine, Kazakhstan, Poland and Latvia. 
Russia is a leader with 68% share [17]. 

Comparison of export of the first quarters of 2012-2013 
proves that the export of Georgian wine in five strategically 
important countries is increasing. For instance, growth in 
Belarus is over 167%. Analysis of other countries also showed 
that demand for Georgian wine is rapidly increasing [18]. 

The opportunity to enter the Chinese market seems 
prospective as well. Over one million bottles of wine were 
exported to China in 2013. Export Market Development 
Action Plan was created by the Ministry of Agriculture of 
Georgia, Georgian Wine Association and Georgian National 
Investment Agency. This action plan will contribute to the 
growth of high quality wine in competitive global wine sector 
[19]. This will have a significant positive economic impact on 
the well-being in the country. 

The analysis of domestic and export demand for Georgian 
wine showed that there are two main principles to be taken 
into consideration – 1. Strengthening of fair competition in the 
domestic market; 2. Meeting the requirements of international 
market [20]. 

For the formation of competitive economy, Georgia has to 
implement active entrepreneurship policy focused on dynamic 
transformation of industrial structures, especially in export-
oriented sector [21]. 

Georgia, as a wine producing country should choose the 
strategy of producing high quality goods with unique selling 
points. According to the classical theory, the idea of 
competitive strategy is to find a different niche market [22].  

Bio wine and traditional Qvevri wine are the products, 
which really occupy this different niche. Qvevri is a 
phenomenal vessel, the origin of which dates back to the 
ancient Georgian history [23]. Bio wine or organic wine is the 
same as traditional Georgian wine, as the wine made in 
queveri in accordance to certain rules and traditions doesn’t 
contain any chemicals or additives allowed in bio production. 
In addition, it doesn’t need any kind of additives and thus, 
making wine in qvevri makes it possible to reduce production 
costs. 

There are favorable conditions for producing bio wine in 
Georgia. Bio wine is called organic wine in America, bio wine 
– in Europe and tradition – in Georgia. Currently, there are 

five certified companies producing bio wine in Georgia. Their 
certificates meet the European standards. 

Production of organic products, as a quality-oriented, 
growing and promising rural and agricultural system, should 
become one of the strategic priorities of the country in future. 
By developing appropriate institutional systems, Georgia can 
produce and export high quality and tasty product [24]. 

IV. CONCLUSION AND RECOMMENDATIONS 

The study showed that the reforms carried out in wine 
sector in Georgia aren’t sufficient for wine market 
development. 

The following key issues have been identified: 
 The size of the wine producing companies and vineyard 

areas is small; 
 Most of the vineyard areas is covered with low quality 

grape varieties; 
 Wine companies don’t have much experience in exporting 

(sales); 
 Low awareness of Georgian wine in international 

markets; 
 Lack of market information is a limiting factor for the 

research and analysis; 
 Georgian wine companies have almost equal shares of the 

market and therefore, they have equal opportunities to 
influence the conditions of monopolistic competition; 
market structures aren’t developed; 

 Insufficient focus on strategic goals; 
 Insufficient state support of export; 
 Significant gaps in the legislation; 
 Underdeveloped infrastructure. 

Based on the analysis and the conclusions, we have 
developed the following recommendations: 
 It’s advisable to replace the vineyards with lower quality 

grape varieties with higher quality varieties; 
 It’s necessary to develop an action plan for the 

development of export markets; 
 It’s important to make “Georgian wine” a brand and to 

make professional advertisements describing Georgian 
wine, viticulture regions and grape varieties; 

 Well-founded strategies for wine market diversification 
should be developed; 

 More information should be obtained and analyzed about 
priority markets; 

 Optimal balance should be maintained between the 
vineyard areas covered with white and red grape varieties 
in accordance with demand conditions in international 
market; 

 It’s preferable that annually, governmental agencies 
determine the level of competitiveness of Georgian wine 
in cooperation with scientific and research centers based 
on approved methodology; 

 Wine tourism should be encouraged and promoted; 
 It’s important for Georgian wine to participate in 

international festivals, expositions, conferences and other 
events; 
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  Production of bio wine should be encouraged. Georgia 
has goods perspectives in wine export in this field; 

  The Law of Georgia “on Vine and Wine” needs to be 
improved; a new law (on farms, etc.) should be adopted.  
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