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RICH IN MINERAL WATERS

350 types of

2000 springs .
mineral waters

Some of the most known springs located In
NATAKHTARI

Properties of Natakhtari waters are known from ancient times.
Besides their unique taste these are considered to be filled with vital elements and very beneficial for
the human body.



NATAKHTARI LEMONADE

MEANING

Natakhtari is the lemonade that stands for the most important values:

* Georgian + ~riends
‘ Natural ‘ _ove
Family Health
Tradition Freshness of being

Joy of life.



PRODUCT QUALITIES

Georgian, fresh, enjoyable, brings people together, reminds us of who we are, quenches our
thirst, makes our life more beautiful, accompanies us throughout all our experiences.

e made of spring Natakhtari waters

e natural and beneficial for health

e many flavours for every choice

e unique unforgetable taste

e colourful and attractive bottle and label



PEOPLE

People who drink Natakhtari are those who have + RESPECT FOR THE PAST, but are OPEN to the
PRESENT and future. They* CHERISH TRADITIONS and at the same time are willing tofTRY out
everything NEW. Theyf CARE for their own and their LOVED ones' health and happiness. ThenyOVE
LIFE and know how to ENJOY it to the fullest. Whether they spend time alone, or with family and friends they
know how to make the most of it and Natakhtari is always with them. Because that's life,

THAT'S NATAKHTARII
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Life gives US many occasions to enjoy Natakhtari

e \When we are in OUR HOMES

e When we get together with our FAMILY
e When we spend time in NATURE

e When we have FUN with FRIENDS

e \When we express our LOVE

e When we practice SPORTS

e When we enjoy TASTY FOOD

e When we dedicate time to OURSELVES

Every month our content will focus on Product qualities and will alternate posts corresponding to
the Occasions described above. Thus, we will keep the interest of the viewers and cover a large
number of categories of public.



A distinctive COLOUR ELEMENT will be present in all photos, videos or motion posts.

Yellow for Pear flavour
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Green for Tarragon flavour

Thus, we will develop visual recognisabllity of our products among the target audience, by creating a
clear association between these colours and Natakhtari lemonade.



1.UNIQUE NATAKHTARI WATERS

Natural springs in the mountains of Georgia are the source of the pure water used for our lemonade. The
water Is subjected to minimum processing, thus the customer can enjoy all its original benefits.

Lemonade bottle/glass in river and spring waters

Stay fresh. That's Natakhtari.



UNIQUE NATAKHTARI WATERS

Lemonade bottle/glass with dew drops or in ice

Your source of freshness. That's Natakhtari.




Photos with water splashes




2. NATAKHTARI FLAVORS AND ITS UNIQUE TASTE

Whether you are looking for the sweetness of pear and cream soda, or the freshness of tarragon, you can all
find it In Natakhtari. Flavors for every preference and a unigue taste.

Compositions with fruits and flowers

Colour your life. That's Natakhtary.



e Mood boards with fruits and leaves

The taste of joy. That's Natakhtary.




3. OUR HOME

Nowadays the saying ,,Our home is our citadel” becomes a motto. We are forced to spend time at home
but this doesn 't have to be a sad period. Various tastes of Natakhtari will help you to enjoy every
moment spent at home with your loved ones.

Staying home ( working from home, enjoying morning routine, eating your favorit food, playing xbox,
setting romantic diners, reading, etc.)

Stay home. Stay safe. That's Natakhtari.



4. FAMILY

Family i1s the most important treasure for people in the post-
soviet space. Through the roughest times it was the only
thing they could rely on. Family ties are very strong and

traditions cherished.

Families going out ( walking in the park,
having a picnic, harvesting fruits, playing
with pets, making flower bouquets and
wreaths etc.)

Together. That's Natakhtari.



FAMILY

e Families spending time in their home
(playing games, gardening, sitting at the table, reading stories,
painting etc.)



FAMILY

e Taking care of your family (children making breakfast for their parents, families bringing
presents to grandparents, sisters talking over a lemonade, making surprises etc.)

Take care of the people you love. That's Natakhtar.



5. NATURE

In nature people feel free and careless. It is the perfect
escape form everyday routine, when you need to relax
and unwind. Natakhtari is part of nature.

e Photos of the product in natural settings (the bottle/glass
of lemonade In the forest, in the orchard, in a field, on a
park bench etc.)

The embrace of nature. That's Natakhtatri.




NATURE

e Photos of people enjoying lemonade in nature (girlfriends sitting on grass with bottles, people
with their feet in the water, friends camping in the forrest, picking flowers etc.
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Your perfect escape. That's Natakhtari.

e

Ty N LR AR VR TR |



6. FUN FRIENDS

What would life be without friends. Real
friends are there for good times and bad times.
You turn to them when you need someone to
talk to, or someone to go wild with. Everybody
wants to fill included in a community.

e Spending time with friends (bowling, guitar,
campfire, outdoor, smalltalk with girlfriends,
shopping together , your pet is your friend
etc.)

Life Is fun. That's Natakhtatri.



My friends - my treasure. That's Natakhtari.



7. SPORTS

Nowadays people are educated and informed about
their health. They care about what they eat and drink,
they know how important it is to exercise and spend

time outdoors.

e People practicing sports (hiking, running, cycling,
tennis, gym, yoga etc.)

Know what is good for you. That's Natakhtari.







8. TASTY FOOD

Georgian people are well known for their cuisine. The joy of cooking and having a good meal with a bottle of
Natakhtari, Is something no one can turn down.

e People cooking and enjoying foods and lemonade (preparing Georgian dishes, having a meal with families
and friends, surprising your spouse/friends with a meal, enjoying an outdoor lunch for two, brunch etc.)




9. TIME FOR OURSELVES

Love yourself. Allow yourself to be free and happy. Take time to
do what makes you happy. Don't compromise. Visit places you
love, eat food you love, drink Natakhtari.

o Walking with headphones on, reading a book,
spending time alone in a cafe, going to a beauty
salon, enjoying a meal, admiring nature, practicing
your hobbies, alone on the beach, home SPA,
dancing etc.)

Dare to be you. That's Natakhtari.




You deserve It.



10. LOVE

Love - the ultimate feeling that makes every effort
worth it. To live is to love.

o Different ways of expressing love
( weekend runaways, romantic dinner, wedding,
offering gifts, and surprises, proposing, movie
night etc.)

My world is complete. That's Natakhtari.
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12 June - Russia Day

We propose to place one photo, with a group of friends that have
russian flag painted on their faces, they will raise their glasses
and bottles to cheer for Russia.




12. PREPARATION FOR HOLIDAY
CELEBRATION

December is all about winter holidays. Families spend time
together decorating the house and the christmas tree.

e House decoration
e Family around Christmas tree




31 December - New Year Eve

According to the tradition on New Year's Eve, the table must be full of favorite snacks and
drinks and you must be surounded by loved ones.

Natakhtari urges us not to avoid this beautiful tradition and to meet the new year with our
favorite lemonade on the table.




13. INTERRACTIVE

In order to generate UGC and build organic reach we suggest launching challenges, games, contest,
hashtag contests, etc. every month. For each contest a small prize will be offered.

See bellow examples:

What's in your fridge?" - Challenge

Consumer needs to take a photo of his refrigerator, where a
bottle of Natakhtari will be visible and tag a friend he/she will drink
a Natakhtari with.

"Make your table!" - Game

We will provide a picture of a table and the task will be to fill it with
different stickers (from any application) of grocery and Natakhtari bottle.
Post should have Natakhtari page tagged.




CURRENT NATAKHTARY UGC

People choose Natakhtari with tasty food, at home, at family dinners, in cafes, when they travel, when they
are watching movies and even at romantic diners.
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UGC

UGC will be ussed in our posts, this way motivating consumers to create more content with our product.
Content created by consumers will be used as post that present Natakhtari as a product trusted and loved by
people and demonstrate loyalty to our product.
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Competition on Social Media

Borjomi
33.540 Instagram
followers January - April 2020

Borjomi
Facebook

14920 January - April 2020
reactions

0 0
0,76 % 231 reposts 1.54 % 1477 posts
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Coca Cola

Instagram
January - April 2020

Coca Cola
Facebook

anuary - April 2020

3122
reposts




TARGET AUDIENCE Main

e Women 25 - 40 years old

e CSD consumers

e Live In big cities

o Take care of themselves

e Take care of their family and friends
e Mainly married

e With one or several children

e With general and higher education

e Income: average and above average

Tier |
e Men - 18-60 years old
e Women - 45-60

Tier Il
e Women - 18-25




TARGETED ADVERTISING

e Since lemonade Is a product for a wide audience, we think that it iIs not necessary to
narrow much interests, behavioral and demographic parameters of the target audience
and customize ads by:

e Average CPM - 0,7 euro
e Monthly average predicted screenings - 2 710 000
e Monthly average projected coverage - 677 500




KEY TARGETING:

Segment 1
e \Women from cities of over 500,000
e Age 25-40

Cost per 1,000 screenings (CPM) = 0.55 euro
Overall potential reach - 9 000 000

Segment 2 Segment 3
 Women from cities of over 500,000  Women from cities of over 500,000
e Age 25 -40 e Age 25-40
e Interests: marriage, family, friendship e Married

Cost per 1,000 screenings (CPM) = 0.7 euro Cost per 1,000 screenings (CPM) = 1.1 euro
Overall potential reach - 5 800 000 Overall potential reach - 790 000




Segment 4
 WWomen from cities of over 500,000
e Age 25-40
e Have children from 3 to 17 years (Only
those users who indicated children in their
profiles on social networks get into)

Cost per 1,000 screenings (CPM) = 3.2 euro
Overall potential reach - 97 000

Segment 5
 Women from cities of over 500,000
e Age 25 -140
e Have children from 3 to 17 years
e Interests: schools, children’s clothes

Cost per 1,000 screenings (CPM) = 0.7 euro
Overall potential reach - 5 200 000




KPI BY THE END OF 2020 ON FACEBOOK & INSTAGRAM

1.Impressions 20 million

2. Engagement rate 5%

3. Number of followers 7 thousand
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