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SCALE OF RETAIL BANKING BUSINESS 2

* Based on National Bank of Georgia data
 

** Based on IPM research (independent research company)|

Most Trusted Bank**

39%
37%

Main Bank for Majority** 

44%
39%

Main Bank for Generation Z** 

Bank of Georgia Peer Bank

C 1.0 mln
Average daily number of transactions

in Bank of Georgia channels
9M20 results

2.3 mln +
Number of customers

290 k
Number of payroll customers

c. 34% of employed (hired) population

41 %
Market share in deposits 

of individuals*
Sep-20 results

38 %
Market share in loans 

to individuals*
Sep-20 results

46%
Share of payment transactions 
performed with domestic cards*

3Q20 results (+3.2%) YoY

53%43%

STRONG CUSTOMER
BASE

LEADING BANK IN
PAYMENTS 

STRONG RETAIL
FRANCHISE



3STRONG BALANCE SHEET GROWTH

50%
Proportion of 

mortgage loans

+20%
Mortgage Loans

YoY growth

77%
Proportion of time 

deposits

+28%
Time Deposits

YoY growth

+36%
Current accounts

YoY growth

GROSS RETAIL LOAN BOOK GROWTH
GEL millions GEL millions

RETAIL DEPOSITS GROWTH

+9.1% +20.0%Constant currency growth Constant currency growth

531 692 
1,002 

1,245 1,195 
1,434 

930 

1,187 

1,156 
1,166 1,152 

1,241 

264 

269 
239 

189 200 

168 

 DEC-16  DEC-17  DEC-18  DEC-19 SEP-19 SEP-20

385 485 497 592 532 722

892 
1,124 

1,487 

2,095
1,942

2,477

 DEC-16  DEC-17  DEC-18  DEC-19 SEP-19 SEP-20

1,725

2,148
2,397

2,600 2,546

2,843+11.6%
CAGR: +14.7%

1,276
1,609

1,984

2,686
2,474

3,198+29.3%

CAGR: +28.2%

Mortgages Consumer Credit card balances Current and savings accounts Time deposits/CDs



 4OPERATING INCOME AND PROFITABILITY

* Comprises net foreign currency gain and net other income
** 1Q20, 2Q20 and 3Q20 ROAE are normalised for cost of credit risk, one-off modification losses incurred on loan restructurings and COVID-19 related other one-off costs. 1Q19 and 2Q19 ROAE are adjusted for termination cost of former CEO and executive management
 

QUARTERLY PROFIT

(39.7)

60.7 
53.8 53.1 

45.2 

30.3 

15.3 

42.0 
33.0 39.2 39.0 39.9 

17.7 

30.3 

1Q19 2Q19 3Q19 4Q19 1Q20 2Q20 3Q20

GEL millions

Operating income before cost of risk Profit

73.5 68.3 68.0 62.6
49.4 41.8

56.0

15.3
14.9 15.8

13.9

11.4
7.6

15.6

5.3
5.7 6.3

9.6

8.9

4.4

5.8

1Q19 2Q19 3Q19 4Q19 1Q20 2Q20 3Q20

Net interest income Net fee and commission income

Other operating non-interest income*

QUARTERLY OPERATING INCOME 
GEL millions

94.0
86.1

77.3

+43.9%

-22.9%
88.9 90.1

69.7

53.8

-19.0%

33.7%
40.4% 40.1%

41.1%

15.3%

2.5%

23.8%

1Q19 2Q19 3Q19 4Q19 1Q20 2Q20 3Q20

NORMALISED ROAE**



  5STRATEGIC OBJECTIVE

PREDICTING AND SATISFYING CUSTOMERS’ NEEDS SEAMLESSLY 
THROUGH DIGITAL CHANNELS



KEY PRIORITIES

ANALYTICS
ADVANCED

 6

CHANNELS
CONVENIENT

ECOSYSTEM
PAYMENT

EXPERIENCE
CUSTOMER



ADVANCED ANALYTICS 7

* +10 models are under development
 

Product propensity

98 PREDICTIVE
MODELS *

Churn propensity

Spending preferences

Credit risk scoring model

Communication channel preference*

Size of wallet
Deep segmentation profiles

Customer value

Digital propensity

Customer potential value*

5KEY
AREAS

Sales

Se
gmentation

Und
er

w
ri

ti
ng

Retention

C
hannels



CAMPAIGN MANAGEMENT  8

Based on 9M20 results 

SALES PAYMENTS

12

8

14

mln +
Unique offers to customers

Offers per unique customer

%+
Contribution in total sales

OFFLOADING

15mln +
Unique offers to customers

7
Offers per unique customer

1mln +
Offers converted

3mln +
Unique offers to customers

3
Offers per unique customer

6%+
Conversion rate



IMPROVING OUR CAPABILITIES 9

COLLABORATION WITH THE WORLD’S LEADING 
CUSTOMER RELATIONSHIP MANAGEMENT

COMPANY

EXPERIENCE

OUR EXPECTATIONS TOOLS

Journey
builder

Email
studio

Contact
studio

Datorama

Automation
studio

EinsteinMobile
studio

Social
studio

Advertising
studio

Web
studio

Better understanding of
customers’ needs

Offering more relevant products

Optimising our sales-driven activities

Covering all communication channels
with single solution

More effectively tracking customers’
activities and analysing data

Building seamless business processes



CHANNELS
CONVENIENT

10



MULTICHANNEL PERFORMANCE 11

+13.0% YOY

-11.0% YoY

NUMBER OF TRANSACTIONS
Millions 3Q20 results

TRANSACTIONS BREAKDOWN BY CHANNEL

3.2 5.5
10.8

25.3
27.0

26.6

22.55.8
6.5

8.1
8.5

2.9
3.4

3.2
2.5

3Q17 3Q18 3Q19 3Q20

iBank/mBank Self-service terminals ATMs Branches   Other

37.4
42.6

48.8
51.9+14.6%

+6.4%
5%

16%

44%

35%

95%
share of digital

transactions
(+2% YoY)

iBank/mBank Self-service terminals ATMs Branches   Other

Transactions in mBank/iBank
in 3Q20

+69% YoY

18mln +
Products sold through 

mBank/iBank
in 2020

106 k +
Share of sales-related 

transactions in branches

38%

18.3



ECOSYSTEM
PAYMENT

12



ACQUIRING BUSINESS 13

NUMBER OF PAYMENT TRANSACTIONS 
AT BOG TERMINALS
Millions GEL millions

VOLUME OF PAYMENT TRANSACTIONS AT 
BOG TERMINALS

Acquired new merchants
+33% YTD growth

2.6 k
Growth of e-commerce 

merchants
YTD

81%+
Partnership contracts

with international
 companies

3
New products and 
services launched

6

9.2 9.6 
9.0 

7.2 

8.9 

10.5 

11.6 11.9 12.1 

6.4 6.4 

7.5 7.7 8.4 

8.8 8.7 8.7 8.8 
9.5 9.4 

10.5 

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

326 329
305

239

298

341
373

404 405

222
208

239
253

274
294

305
338 326 337 339

385

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

2020 20192020 2019



ACQUIRING BUSINESS 14

NUMBER OF PAYMENT TRANSACTIONS 
AT BOG TERMINALS
Millions GEL millions

VOLUME OF PAYMENT TRANSACTIONS 
AT BOG TERMINALS

BOG share in total number of 
payment transactions

3Q20 (+2% YoY)

44% 48%
BOG share in number of 

transactions in POS terminals
 3Q20 (+2% YoY)

BOG share in total volume of 
payment transactions

3Q20 (+2% YoY)

42 % 45 %
BOG share in volume 

of transactions in POS terminals
 3Q20 (+1% YoY)

31
46

62
83

59
73

2

6

11

18

12

18

2016 2017 2018 2019 9M19 9M20

33

52

74

101

71

90

+26.0%CAGR: +45.4%

926
1,406

1,937

2,555

1,813 1,92999

317 

543

965

646

1,091

2016 2017 2018 2019 9M19 9M20

POS terminals E-commercePOS terminals E-commerce

1,025

1,723

2,480

3,520

2,459

3,020
+22.8%

CAGR: +50.9%



SCALE OF OUR PAYMENT ECOSYSTEM 15

23K+
Multifunctional POS terminals

3.1K+

2.3MLN+ 
Customers

Self-service terminals

PAYMENT SYSTEMS

PUBLIC TRANSPORT

POS TERMINALS

E-COMMERCE

LOCAL PAYMENT SCHEME
Issuing local contactless chip cards for local
PSPs and financial institutions

Payments aggregation and settlement for 
international companies • Electronic invoicing 

PLUS - LOYALTY  PROGRAMME
BOG’ strength compared to peer bank

Exclusive provider of 4 international 
payment systems

American Express • Diners Club 
• Discover • JCB

Multifunctionality
• Cash register
• Payment with cash advance 
• Tip payment

Availability
POS application for smartphones

Variety
Apple Pay • Contactless Payments 
• Proprietary solution for Android • QR Pay

Exclusive provider of payment services 
to the public transportation network 

Tbilisi and Batumi 4KEY
PILLARS

Based on IPM research (independent research company)



EXPERIENCE
CUSTOMER

16



IN 2019 WE INVESTED IN #1
CUSTOMER EXPERIENCE  MANAGEMENT PLATFORM

CUSTOMER EXPERIENCE MANAGEMENT 17

100+
Small and large improvement 
projects identified and 
implemented

150k+

k+

Customer responses collected 
and analysed

25
Customers consulted 
personally during 
close-the-loop process

2k+
Employees will be on-boarded 
to Medallia by end of 
November 2020

EVERY EXPERIENCE
IMPROVE

EVERY CUSTOMER 
ENGAGE

EVERY EMPLOYEE
ENGAGE



mBank

Sep-20

Nov-19

Sep-20
Nov-19

83% 80%

70%

67%iBank Call
Center

74%

59%

* Based on IPM research (independent research company)
 

ACHIEVEMENTS 18

CHANNEL SATISFACTION

Sep-20
Jun-19

NET PROMOTER SCORE

Net Promoter
Score*

Aug-20

Nov-19

34%

36%



OPPORTUNITIES FOR FUTURE GROWTH 19

YOUTH
GEORGIAN
EMIGRANTS

PREMIUM MASS
RETAIL



YOUTH 20

OPPORTUNITY
TO GAIN NEW CUSTOMERS AND KEEP THEM

LOYAL FOR A LONG TIME

Cards for students
and pupils with additional
exclusive benefits

290  k+
Special campaigns for
students and pupils in 2020

56  +

Collaborative projects 
with universities

10  +

EXCLUSIVE
PRODUCTS

SPECIAL 
CAMPAIGNS

Universities participate in
BOG payroll programme

Out of top 6 largest
universities (with 85k+ 
students, 50%+ of total
number of students), 
5 universities are in BOG
payroll programme

21

PARTNERSHIP
WITH UNIVERSITIES



YOUTH 21

Active customers 
aged 7 to 25

298  k

* Based on IPM research (independent research company)
 

Bank of Georgia Peer Bank

53%
43%

Top of Mind 
among Students

60%

Main Bank for
Students

35%



PREMIUM MASS RETAIL CUSTOMERS 22

Simple and convenient banking 
experience provided by dedicated 
remote Relationship Manager

RM provides expert solutions that 
meet customers’ financial needs

RM helps customers fulfill their financial 
needs by offering a full spectrum of 
banking products and services

GOAL

4.2
Product to client ratio Net Promoter Score

80%

DEDICATED
REMOTE RM

360O

FINANCIAL PLANNING 
FULL
COVERAGE

40K CUSTOMERS
WITH HIGH INCOME AND POTENTIAL

66% BOGs SHARE OF WALLET

BOG Share of Wallet

85 %



GEORGIAN EMIGRANTS 23

MARKET POTENTIAL

Active customers
350k

Georgians living abroad in 
need of daily banking services

c 1.3 mln
Forecast to be transferred in 2020
(US$ 1.75bln in 2019)

US$ 1.9 bln

1.7bln GEL  GEL1.5 bln
Loan portfolio  Deposit portfolio

*3+ transfers in the last 12 months
 

Enabling Georgians living abroad to 
open bank accounts and use various 
services and products

Convenient and varied options for 
account top-ups through partnerships 
with international companies

Special deposit and loan products 
tailored to emigrants’ needs

DIGITAL
ONBOARDING

TAILORED
PRODUCTS

CONVENIENT
TOOLS

16%

14%

12%

10%

8%

6%

4%

2%

0%
0.4 1.2 2.0 2.8 3.6

Avarage monthly income (GEL ‘000)

Income distribution
of regular senders*
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4.4 5.2 6.0 6.8 7.6 8.4 9.2 10.0

Customers with high potential for 
loans and deposits

c 350 k



First choice bank and especially for Generation Z

Leading bank in payments business

Leading bank in digitalisation

Extensive experience in advanced analytics

Focus on customer satisfaction

SUMMARY 24



DISCLAIMER – FORWARD LOOKING STATEMENTS 25

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: macroeconomic risk, including currency fluctuations and depreciation of the Georgian Lari; regional 
instability; loan portfolio quality; regulatory risk; liquidity and funding risk; capital risk; operational risk, cyber 
security, information systems and financial crime risk; COVID-19 pandemic impact risk; climate change 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 2019 and 
in 2Q20 and 1H20 results announcement. 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.



THANK YOU


