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STRONG LOAN BOOK GROWTH 01

MAR-18 Credit card
balances

POS 
loans

Express 
loans

Consumer 
loans

Mortgage
loans

MAR-19

GROSS LOAN PORTFOLIO GROWTH(1)

GEL MILLIONS

2,220 -38 -76

-199

-85
+73

+275 2,369

+348

(1) Excluding re-segmentation

DEC-15 DEC-16 DEC-17 DEC-18 MAR-18 MAR-19

GROSS RETAIL LOAN BOOK GROWTH

Mortgage Consumer Credit card balances

GEL MILLIONS
CAGR: +19.0% +6.7%

402 531
692

1,168

730
1,002

1,230

1,005

1,142

750

268

251
1,420

1,725

1,201

255

227
260

2222,148

2,397
2,220

2,369

943

+44.8% +37.7%



02STRONG DEPOSIT GROWTH

RETAIL DEPOSITS GROWTH(1)

GEL MILLIONS

331 385
485 497

402 470

776

1,108
1,276

1,609

1,984

1,543

2,091

892

1,124

1,487

1,141

1,621

Current and savings account Time deposits

DEC-15 DEC-16 DEC-17 DEC-18 MAR-18 MAR-19

(1) Excluding re-segmentation

CAGR: +21.4%
+35.5%



03SCALE OF OUR CUSTOMERS

Source: Bank of Georgia and  National Statistics O�ce of Georgia

1.7MLN
45% of total population
CUSTOMERS

270K
Payroll clients
31% of employed 
(hired) population

~10
Transactions
per client per month

305K
Students and pupils
41% of total 
students and pupils

3.6
Product to client
ratio

<14 15-24 25-34 35-44 45-54 55-64 65+

BOG CUSTOMERS IN TOTAL POPULATION BY AGE GROUPS 

62% 62%

50%

74%
70%

20%

MOST ATTRACTIVE BANK FOR YOUTH

6%

Age 18-24
TOP OF MIND



04STRATEGIC OBJECTIVE

Clear understanding of 
customer financial and 
non-financial needs, 
expectations

Provide solutions that meet 
customer lifestyle needs 
and improves life quality

Provide the most 
convenient and preferred 
channels

FOCUS
ON PRODUCTS

FOCUS ON 
CUSTOMER 
FINANCIAL NEEDS

FOCUS ON 
CUSTOMER 
SUCCESS



05KEY PRIORITIES

Advanced

ANALYTICS
Convenient

CHANNELS
PAYMENT
Ecosystem

Customer

EXPERIENCE
Digital

ECOSYSTEM



06ADVANCED ANALYTICS - ACHIEVEMENTS

(1) In progress

PREDICTIVE MODELS 
Developed with machine 
learning technique

Predictive power indicators of 
APPLICATION MODELS

Predictive power indicators of 
BEHAVIOURAL MODELS

56
GINI

coefficient

BOG

52%

76%

Typical

BOG

Typical

GINI
coefficient

2006 2009 2011 2013 2015 2016 2017 2018 1H 2019 2019

Credit 
application 
scoring

Centralised 
credit approval 
process

Behavioural models 
for credit limit 
management

Risk-based pricing

Propensity models
Customer churn model
Analytical data mart
Sales campaigns

Next best offer
Probability of 
default model
Size of wallet

From traditional
statistics to 
machine learning

Shadow limits – 
interactive credit 
decisions

Customer churn 
management
Customer lifestyle 
segmentation
Next best action(1)

More accurate models, 10x less 
time for model development

Set up process, with precise 
predictive model and alerts, 
proper offers in right channels 
and motivation schemes

Backlog
Real-time campaigns
Customer value
Customer onboarding
Customer win-back
Sentiment analysis

Pre-approved 
credit products
Fully automated 
lending process



07CUSTOMER CHURN MANAGEMENT

RISK TARGET
2.4% Churn rate 1.8% Churn rate

GEL 17mln upside

Decreased by 25%ANALYTICAL TOOLS
Customer segmentation by value, 
engagement level, product holding

Additional triggers identification

Models to assess probability of customer churn

BUSINESS PROCESSES
Target groups selection based on value and churn

Channel selection by different groups

Defining retention offers (products with 
retention power)
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offering
PRODUCT-BASED

offering
SEGMENT-BASED

offering
CUSTOMER-BASED

offering
SOLUTIONS-BASED

CAMPAIGN MANAGEMENT EVOLUTION

Profile

Purchases

Life stage

Preferences

Future needs

Shop methods

Influences

Value

Profile

Purchases

Life stage

Preferences

Future needs

Shop methods

Influences

Value

LIMITED 
FINANCIAL DATA

360o CUSTOMER
PROFILE
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Unique customers
535K+

Mortgage leads
3.8K+

Mortgages issued
6.0MLN+

HOUSING

NEXT...
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Sales campaigns
7242018 RESULTS

NEW KPIS

Unique offers
+71% compared to 2017

9.0MLN
Products sold

3x y-o-y

1.3MLN

Portion of 
non-financial offers

15%
Portion of

event-based offers

15%
Churn rate 

Decrease by 25%

1.8%

RESULTS AND NEW KPIS
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CSAT - Customer satisfaction – share of “completely satis�ed” customers 

TRANSACTIONS BREAKDOWN BY CHANNELNUMBER OF TRANSACTIONS

453k active users 
8.1mln transactions (+88% y-o-y)
85% internal CSAT

iBank/mBank

iBank/mBank

3.2k multifunctional terminals 
26.8mln transactions (+4% y-o-y) 
68% internal CSAT

Self-service terminals

Self-service terminals

259 customer-centric branches 
3.2mln transactions (+19% y-o-y)
81% internal CSAT

Branches

Branches

886 multifunctional ATMs 
6.5mln transactions (+8% y-o-y)
83% internal CSAT

ATMs

ATMs

MULTICHANNEL PERFORMANCE

MILLIONS

1Q191Q181Q17

3.2

5.1

25.2 25.8

2.7

2.7

6.0

4.3

26.8

36.2 38.8
44.6

3.2

6.5

8.1

+14.9% +7.0% y-o-y

-6.0% y-o-y

18%

15%

60%

7%

93%
share of digital

transactions



12MBANK AND IBANK

(1) Users with at least 1 active product or transaction in the past 3 months

1Q191Q181Q171Q161Q15

NUMBER OF MBANK/IBANK TRANSACTIONS

+88.4%

MILLIONS

1.4 1.8 2.7
4.3

8.1

Share in total
pre-approved loans sold

MAR-19MAR-18DEC-18DEC-17DEC-16DEC-15

NUMBER OF MBANK/IBANK ACTIVE USERS(1)

+51.5%
THOUSANDS

111
176

267
417

299

453

mBank/iBank users(1) Share in total customers Number of transactions Share in total transactions

CSAT 24%

Jun 2019

36%
56%

Jun 2018

Share in total deposit sales12%

+59.3%

21%

6%
9%

13%

19%

14%
18%

12%
8%

4%
3%



13MBANK AND IBANK

Location-based
campaign management

Increase user engagement

Increase spending, product usage and sales

Personal finance
management

Maintain customer engagement

Increase loyalty and retention



14CUSTOMER-CENTRIC BRANCHES

BRANCHES93

839K

439K

5MLN

166

518K

174K

11MLN

Jun 2019

28%

50%

Jun 2018

EMPLOYEES

Jun 2019

29%
59%

Jun 2018

88.4%

Service model Product-centric
cross-selling

360o financial
 planning

CSAT

Number of branches

Number of unique customers

Number of products sold

Total number of transactions

Share of self-service transactions 65.8%



15PAYMENT BUSINESS

Over 2 million people have a
contact with the Bank

CUSTOMER
SATISFACTION

More than 700 thousand
different types of information
on customer behavior per day

20% of total fee income

REVENUE
CONTRIBUTOR

ANALYTICAL
DATA
SOURCE



16SCALE OF OUR PAYMENT ECOSYSTEM

E-COMMERCE

iPAY

385 E-commerce merchants
43% merchant coverage ratio

Innovative payment and lending
tool for merchants and individuals

15k+ POS terminals in 11.5k sales points
80% merchant coverage ratio

Exclusive provider of 4 international
payment systems
American Express, Diners Club, Discover, JCB

Exclusive provider of payment services
in public transportation
network in Tbilisi and Batumi

POS TERMINALS

TRANSPORT

3.2k multifunctional terminals

SELF-SERVICE TERMINALS

EXCLUSIVITY

PHYSICAL PRESEN
C

E
  IN

N
O

VATIO
N



17STRONG TRANSACTION GROWTH

1Q191Q182018201720162015

NUMBER OF TRANSACTIONS

MARKET SHARE(2)

+23.6%

MILLIONS

POS TERMINALS
GEL 485mln transactions

(+23% y-o-y)
16mln transactions

(+24% y-o-y)

POS TERMINALS41% 39% 40% 43%

10% 13% 28% 28% E-COMMERCE

E-COMMERCE
GEL 180mln transactions 

(+47% y-o-y)
4mln transactions

(+58% y-o-y)

SELF-SERVICE TERMINALS(1)

GEL 56mln transactions
(+3% y-o-y)

2mln transactions
(-11% y-o-y)

(1) Transactions with cards
(2) Source: National Bank of Georgia

24.5

36.5

61.0

83.0

18.0
22.3

1Q191Q182018201720162015

VOLUME OF TRANSACTIONS

+26.3%

GEL MILLIONS

818
1.079

1.863

2.651

572
722

+36.0% +42.3%



18LOYALTY PROGRAMME

CUSTOMER
ENGAGEMENT

CAMPAIGN
MANAGEMENT

CUSTOMER
SATISFACTION

PAYMENT
ECOSYSTEM

CUSTOMER
DATA

~30% SALES GROWTH
DURING MERCHANT
CAMPAIGNS

~60 SPECIAL CAMPAIGNS

~90K TRANSACTIONS WITH
POINTS PER MONTH
+31% y-o-y

PROGRAMME MEMBERS
OF TOTAL TARGET CUSTOMERS85%

18%
UPGRADE RATE
VERSUS ESTIMATED 10%



Based on IPM research (independent research company)

19CUSTOMER SATISFACTION

OVERALL CSAT

GAP IMPROVED BY

6.3%
GAP IMPROVED BY

3.3%

OVERALL NPS

TBC

Jun 2019

25.0%
35.7%

Jun 2018

Jun 2019

20.0%

37.0%

Jun 2018

TBC

Jun 2019

37.9%

39.7%

Jun 2018

Jun 2019

32.8%

37.5%

Jun 2018



Leverage insights to systematically
improve experiences

Fix the problem root causes or
systematically create delight experiences

Capture input across journeys
and channels

Efficiently “close the loop”
on every customer

Encourage employees to act timely
on feedback

Provide employees with
granular data

CUSTOMER EXPERIENCE MANAGEMENT

IMPROVE
EVERY EXPERIENCE

ENGAGE
EVERY CUSTOMER

ENGAGE
EVERY EMPLOYEE

20

WE HAVE INVESTED IN #1 
EXPERIENCE MANAGEMENT
PLATFORM 
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THE MOST ATTRACTIVE BANK FOR YOUTH

EXTENSIVE EXPERIENCE IN ADVANCED ANALYTICS

HIGH LEVEL OF DIGITALISATION THROUGHOUT THE BANK

GROWING CUSTOMER SATISFACTION



QUESTIONS?

Investor Day | 25 June 2019 | Tbilisi, Georgia



DISCLAIMER - FORWARD LOOKING STATEMENTS

This presentation contains forward-looking statements, including, but not limited to, statements concerning 
expectations, projections, objectives, targets, goals, strategies, future events, future revenues or performance, 
capital expenditures, financing needs, plans or intentions relating to acquisitions, competitive strengths and 
weaknesses, plans or goals relating to financial position and future operations and development. Although Bank of 
Georgia Group PLC believes that the expectations and opinions reflected in such forward-looking statements are 
reasonable, no assurance can be given that such expectations and opinions will prove to have been correct. By their 
nature, these forward-looking statements are subject to a number of known and unknown risks, uncertainties and 
contingencies, and actual results and events could differ materially from those currently being anticipated as 
reflected in such statements. Important factors that could cause actual results to differ materially from those 
expressed or implied in forward-looking statements, certain of which are beyond our control, include, among other 
things: currency fluctuations, including depreciation of the Georgian Lari, and macroeconomic risk; regional 
tensions and instability; loan portfolio quality; regulatory risk; liquidity risk; operational risk, cyber security, 
information systems and financial crime risk; and other key factors that indicated could adversely affect our 
business and financial performance, which are contained elsewhere in this document and in our past and future 
filings and reports of the Group, including the 'Principal Risks and Uncertainties' included in Bank of Georgia Group 
PLC's Annual Report and Accounts 2018. No part of this presentation constitutes, or shall be taken to constitute, 
an invitation or inducement to invest in Bank of Georgia Group PLC or any other entity within the Group, and must 
not be relied upon in any way in connection with any investment decision. Bank of Georgia Group PLC and other 
entities within the Group undertake no obligation to update any forward-looking statements, whether as a result 
of new information, future events or otherwise, except to the extent legally required. Nothing in this presentation 
should be construed as a profit forecast.
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