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Burkhard Schuchmann to Georgian winemakers:

Target medium to hig
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Burkhard Schuchmann, 69, CEO of
Alternative Railway Investments AG
based in Frankfurt arrived in Georgia
fiveyearsago asatourist. Now he owns
avineyard and awine plant in the vine-
rich Kakheti region and his product is
branded as Schuchmann — Wines.

According to the businessman, Geor-
gia'sinvestment friendly environment -
the effective reforms and initiatives,
aiming at improving investment climate
and sustainable economic policy in the
country, have played the major role in
the successful start of Schuchmann —
Wines.

Schuchmann’s German businessrep-
resentsafinancing company for railway
rolling stock and infrastructure. He is
also Vice Chairman of the Board of Pat-
entes Talgo a Madrid-based company,
which produces high speed trains. After
retiring from some other mgjor execu-
tiveindustrial activitiesin 2005 he start-
ed to think about realizing “old-time
dreams” about starting an own wine
business somewhere“in an exciting part
of theworld.” So he came back againto
Georgia, bought awinery in Kakheti and
started to make his dream areality.

Invest Today interviewed Schuch-
mann about his experiencein the Geor-
gian business.

Q: Canyourecall your first trip to
Georgia. What made the biggest im-
pression?

A: It was autumn 2006 when | dis-
covered the small country of Georgia
with its great potential, history, culture,
hospitality, wine traditions and great
nation full of hope and love.

It was a coincidence that during the
famous railway fair Innotrans in Berlin
| attended September 2006, a colleague
drew my attention to the Georgia rather
unknown wine country in the western
world. Monthslater | found myself trav-
eling through this country for the first
timein my life. As an industrial manag-
er from theworld of rail | was quite un-
prepared for the unspoilt natural beauty
that greeted me. | vividly recall how
quickly | developed close ties to the
country and its people.

Q: You arerunning a businessin
Kakheti. How easy it was for you to
develop this business?

A: For my dream to materialize, |
succeeded in forming aremarkabl e suc-
cessful cooperating Georgian - German
team led by Angeles Tegtmeyer, man-
aging partner and George Dakishvili,
winemaker and inspiration of the entire
project. Heis, in fact, winemaker in the

third generation of his family to have
embraced the profession. The invest-
ment project started in 2008 with the
acquisition of thewinefieldsand at that
time small winery Vinoterra in Ki-
siskhevi. In 2009 we started a total re-
construction of the existing winery by
using details of modern and traditional
east Georgian architecture, constructing
alargenew wine cellar wherebrand new
winemaking machinery and bottling line
was installed, and building an addition-
a new Kvevri cellar for Kakhetian style
wines and erasing of integrated hotel-
restaurant with high sophisticated ser-
vicesfor internationa andlocal food and
wine travelers.

Themajor rolefor thesuccessful start
of Schuchmann - Wines played the in-
vestment friendly environment, effec-
tive government reformsand initiatives,
aiming at improving the investment cli-
mate and sustainable economic policy
in the country.

Schuchmann — Wines counts today
about 35 permanent employees and
about 100 seasona workers.

Q: Schuchmann — Wines counts
today about 35 permanent employees
and about 100 seasonal workersaswe
know. What is the production vol-
ume? Which sort of wines are you
producing?

A: Schuchmann Wines owns both,
the plants and the winery with a total
wineland of 120 hectares at the two lo-
cations, of which 66 hectares are plant-
ed; about 51 haare in Napareuli and 15
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h-end restaurants

hain Shilda Therest servesasareserve.
The chateau in Kisiskhevi covers about
1.2 hectares. At the time of the takeover
of “Vinoterra', the chateau only consist-
ed of a small wine cellar and empty
buildings. The originad buildings were
completely renovated and comprehen-
sively expanded by Schuchmann —
Wines. Today, theentirecomplex iscon-
sistently designed in the typical region-
al style and is equipped with modern
western European technology. This is
especially true for the production build-
ings and warehouses, which are .
equipped with modern air conditioning
and viticulture and cellar technology.

The complex contains two Qvevri
cellars, two wine cellars, an open ware-
house and two closed warehouses, a
degustation room, a restaurant, various
guest rooms, a laundry and a Georgian
bakery. Schuchmann Wines possesses
all state-of-the-art machines and equip-
ment necessary to produce high quality
wines. Thisinclude a de-stemming ma-
chine, segregation lines and wine press-
es, stainless steel tanks , qvevris and
barriquesfor fermentation and aging and
a complete labeling and bottling line.
Thetotal production of our high quality
wines shall be extended from todays
about 400,000 up to 600,000 bottles in
the next years. Schuchmann — Wines
completely focused on high quality
wines.

Q: And whereareyou selling your
wines? What isthe priceof a bottle of
wine?

A: Thelocal ex cellar prices per bot-
tlerun from 7 to 30 lari.

We market our wines on the local
Georgian Market and export them to
former CIS countries, especialy in the
larger countries such as Kazakhstan,
Ukraine, Belarus, Azerbaijan and more
aswell asin the most interesting Euro-
pean markets with the fantastic Geor-
gian wine story of 8,000 years in wine
history in this country, the special and
autochthonous grapes, like Saperavi,
Rkatsiteli and Kisi and the very special
traditional Kachetian way of fermenta-
tionin Qvervis.

In thelong-run the demand for Geor-
gian high quality wines could signifi-
cantly increase with areversal of Rus-
sia’s export ban.

Q: Asweknow you havedeveloped
2Ha project. Can you tell our readers
what isit about?

A: “Schuchmann Invest” - The new
investment activity in Georgia aims to
attract foreign investors in Kakheti re-
gion. “Schuchmann Invest” offers to
investors the possibility to acquire two
hectares of the planted vineyard area of
my winery and produce high quality lux-
ury Georgian Wine. We will be able to
offer investors day to day services, in-
cluding production, bottling, packaging
and delivery to the pre-specified desti-
nation. The model | offer is new for the
Georgian wine market but well adopted
in other wine growing countries. | am
sure the system will work well as we
know that there are worldwide interest-
ed potential investorsfor such aproject.

Q: Amid the confrontation with
M oscow, Geor gia lost itsbiggest mar-
ket — Russia and is replacing it now
with thenew marketsin Europe, USA

Burkhard Schuchmann owner
of Schuchmann — Wines

and Asia. What is your opinion of
Georgia’'s wine industry and poten-
tial?

A: There are two possibilities for
Georgian wineproducers. They can con-
centrate on modern style wines, pro-
duced in stainless steel tanks with the
latest technology or in very special
wines fermented in Qvervis in the tra-
ditional Georgian style. There is the
chance to market the fantastic Georgia
wine story (about 8,000 years of Geor-
gian wine history with the very specia
grapes of Georgia and the worldwide
unique kind of fermentation in the
Quvervis). Thesewinesinvery high qual-
ity are up to now more or less unknown
inthe global world of winesand will be
welcomed as a speciaty in many mar-
kets especially in the western world. In
other markets, especially in the eastern
markets, | believe that the sales of mod-
ern style wines should be the primary
goal with special regard for medium to
high end restaurants. It is remarkable
that government of Georgiaand thewin-
eries themselves work hard to ensure
that all wines are sold in the right and
target markets such asthe U.S,, Britain,
the EU, CIS countries and Asia.

Having ‘Georgian Saperavi’ as a
marketing entity would follow the tra-
dition of Australian Shiraz, New Zea-
land Sauvignon Blanc, Argentinean
Malbec, and Sicilian Nero d’'Avola. A
simple message for the wine drinking
public - to get their head around whilst
they are getting used to the idea that
Georgia aso makes fantastic and spe-
cia wine, and what's important, of high
quality comparable to the best wines
from thetraditiona famouswineregions
of the world.

MIPIM Asia - premium real estate event for professionals

From November 15-17, 2011 Geor-
gian Nationa Investment Agency will
participateat MIPIM Asiaauniquereal
estate exhibition and conferencefocus-
ing on facilitating transactionsand con-
nectionsfor real estate professionasin
the Asia-Pacific region.

Dedicated to high-level real estate
professionals, MIPIM Asiaisthelead-
ing annual conference in the Asia-Pa-
cific region. Industrial investors, cor-
porate end-users, hotel groups and re-

tailers meet property developers, gov-
ernment and city representatives to
strike the deals that shape the real estate
map of adynamic property market.
The Georgian National Investment
Agency in conjunction with Thilisi City
Hall will prepare a special booth and
provide information on the investment
proposals in the real estate market.
GNIA'sdelegation isled by Deputy Di-
rector George Tsikolia. The delegation
will mainly focus on the marketing of

state-owned privatization targets aswell
as the development opportunities in
Mestia, a four-season skiing resort and
Anaklia Free Tourism Zone. GNIA has
already made real estate market analy-
sisand later the appraisal of properties.
One of the significant findings is that
the commercial sector of the redl estate
market is seeing major switchesfromthe
old Soviet-style open markets and ba-
zaars to modern shopping centers. The
hotel industry is booming aswell there-

fore having considerable demand on
space places investment agency in a
privileged position to offer some high
value buildingsin the very center of the
city. Privatization sites presented by
GNIA are a part of the unique offer as
in upcoming years these privatization
opportunitieswill not bearound, aseven
today thereisscarcity of real estate prop-
erties in centra Thilisi.

With the aim of promoting and mar-
keting the privatization objects GNIA

has dready implemented and planned
several international activities. The
agency hassuccessfully participated in-
numerous real estate fairs worldwide.
They include: MIPIM in Cannes, Real
Vienna 2011, Expo Rea 2011 in Mu-
nich, Cityscape Global 2011 in Dubai.
GNIA spendsweeksof preparation be-
foreeachfair, pre-scheduling meetings
with real estate developers and tailor-
ing investment projects to the main
themes of the fairs.



