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GEORGIA

OVERVIEW

Georgia lies at the crossroads of Western 

Asia and Eastern Europe in the Caucasus 

region, covering 69,700 km2. The country 

is bordered by the Black Sea to the West, 

the Russian Federation to the North, 

Azerbaijan from Southeast, and Armenia 

and Turkey on the Southern and South-

western sides. 

Georgia has a historic connection with the USSR; it 

has withdrawn from CIS and has registered strong 

pro-western aspirations and tendencies. The primary 

objectives are to join both NATO and the EU in the 

near future. In March 2017, a milestone of Georgian 

and European cooperation was achieved when the 

visa-free regime to the Schengen Area was officially 

instituted. 

Retail has been growing at a rapid pace over the last 

decade and particularly after 2008. Tbilisi is a hub of 

commercial activity, however trade has picked up in 

Batumi and Kutaisi as well. Growth in the retail market 

has been supported with the growth in average 

expenditure per capita and per household, however 

these two indicators still lag behind their counterparts 

in the comparative European markets.
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NOTE: *annual % growth rate unless otherwise indicated. Figures 

are based on local currency and in real terms. E estimate F 

forecast

ECONOMIC BREAKDOWN

Population 3.9 million (2018F)

GDP (nominal) US $16.52 billion (2018F)

Public Sector Balance 0.2% of GDP (2018F)

Public Sector Debt 42.7% of GDP (2018F)

Current Account Balance -11.2% of GDP (2018F)

President Salome Zurabishvili

Election Date December 16, 2018

RETAIL SALES GROWTH: 

% CHANGE ON PREVIOUS YEAR

GEORGIA 2018F 2019F 2020F 2021F

Retail Volume* 6.0% 5.3% 4.9% 4.7%

Source: Oxford Economics Ltd.

ECONOMIC SUMMARY

ECONOMIC INDICATORS* 2018F 2019F 2020F 2020F 2021F

GDP growth 4.8 4.4 4.5 4.5 4.4

Consumer spending 4.3 5.0 4.6 4.5 4.4

Industrial production 6.9 5.6 4.7 4.7 4.5

Investment 4.4 4.7 4.5 4.5 4.4

Unemployment rate (%) 10.6 10.4 10.2 10.0 9.8

Inflation 2.6 2.7 3.0 3.0 3.1

Krone/€ (average) 3.0 2.9 3.1 3.2 3.3

Krone/US$ (average) 2.5 2.6 2.6 2.6 2.7

Interest rates Short Term (%) 4.8 4.4 4.5 4.5 4.4

GEORGIA
ECONOMIC OVERVIEW
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GEORGIA

LARGEST CITIES

CITY POPULATION

Tbilisi 1,171,079

Kutaisi 138,191

Batumi 166,044

Rustavi 128,299

Poti 41,624
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MAJOR DOMESTIC FOOD RETAILERS

Goodwill, Foodmart, Smart, Goodwill, Ori Nabiji, Agrohub, Ioli, Nikora

MAJOR INTERNATIONAL FOOD RETAILERS

Carrefour, SPAR 

MAJOR DOMESTIC NON-FOOD RETAILERS

Elit Electronics, Smiley, Metromart. Belux, Avtandil, Co-mode, Lutecia, GPC, PSP, Aversi, Biblus

INTERNATIONAL RETAILERS IN GEORGIA

Burberry, Al Hokair/Retail Group Georgia (GAP, Superdry, La Senza Marks & Spencer, Mango, Monsoon, F & F etc. 

and Inditex brands: Zara, Massimo Dutti, Pull & Bear, Bershka,) Koton, LC Waikiki, New Yorker, Motivi, H&M, Nike, 

Armani Exchange, Calvin Klein, Lacoste, Calzedonia, Intimissimi

FOOD AND BEVERAGE OPERATORS

McDonalds, Burger King, Wendy’s, Subway, Texas Chicken, KFC, Paul’s Café, Dunkin Donuts,  Entrée, Laduree, Ori 

Lula, Khachapuri Hut, Machakhela and domestic restaurant groups (M Group, MC Lab, GMC)  

TYPICAL HOURS

MONDAY - FRIDAY SATURDAY SUNDAY

10.00 - 20.00 10.00 - 22.00 10.00 - 22.00

NEW ENTRANTS TO MARKET

Laduree Stefano Ricci Armani Exchange Lacoste Gant

GEORGIA
RETAIL OVERVIEW
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The Georgian retail market has been 

growing at a moderate pace; the most 

recent opening of Galleria Tbilisi has 

increased not only the supply of leasable 

space, but also the diversity of the tenant 

mix. A number of midscale and upscale 

international brands have been 

introduced to the market, which has 

boosted the overall standing of the retail 

sector.  

The volume of retail floor space at modern shopping 

centres in Tbilisi exceeds 400,000m2. Gradually, 

traditional bazaars and open markets have been losing 

relevance and the society is adapting to the modernising 

retail scene. As the number of shopping centres grow and 

their offerings diversify, the street retail is starting to suffer 

– vacancy rates in three of the major high streets have 

reached a three-year high. 

It is possible for retailers to enter the market directly, 

however, many choose to do so through franchise 

agreements with local operators. Retail Group Georgia, 

part of the Saudi Arabian company Fawaz Al Hokair, is 

the official licensee of the Inditex brands in Georgia and 

currently the strongest retail group operating in the 

country. They control the rights for over 40 international 

brands including Zara, Massimo Dutti, Marks & Spencer, 

GAP, Banana Republic and Aldo and have been active in 

Georgia for approx. 6 years.

GEORGIA
RETAIL SCENE

Other key internationally branded retailers active in 

Georgia include Carrefour (operated by the Majid Al 

Futtaim Group, based in Dubai), Burberry and McDonalds. 

International DIY chain stores such as Bricorama is 

present in the market as a franchise as well.

E-commerce is growing in popularity as buyers become 

more confident with online security, although accurate 

figures are not yet available. The number of online stores 

exceeds 50 and two main trends are starting to become 

apparent – on one hand, established Georgian brands 

such as Roniko, Voulez-Vouz and the ICR brands are 

establishing online platforms. On the other hand, online 

retailers are increasingly shifting to brick-and-mortar 

options, opening showrooms in shopping centres or street 

locations. For the Georgian customer, the look and feel of 

goods in store still is an important consideration.

It is generally considered straightforward to do business in 

Georgia. The country is ranked 6th globally in the World 

Bank Group’s “Ease of Doing Business” Index, having 

jumped ahead of its previous position as the 9th.

There are no restrictions on foreign companies either 

buying or renting property in Georgia. It is generally 

believed that the Georgian lease structure is more 

orientated toward the tenant rather than the landlord. For 

small and medium scale operators the term is usually from 

3 to 5 years, whilst large, anchor tenants’ average lease 

lengths range from 10 to 20 years.
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TOP SHOPPING CENTRES

NAME CITY SIZE (GLA SQM) YEAR OPENED

East Point Tbilisi 71,620.20 2015

Tbilisi Mall Tbilisi 66,660.00 2012

Tbilisi Sea Plaza Tbilisi 49,816.60 2017

Tbilisi Central Tbilisi 25,000.00   2009

Galleria Tbilisi Tbilisi 21,647.00 2018

Gldani City Mall Tbilisi 21,494.72   2016

Karvasla Tbilisi 19,563.00 2010

Gldani Mall Tbilisi 11,154.63   2014

City Mall Saburtalo Tbilisi 10,206.70 2010

Merani Shopping Gallery Tbilisi 7,945.60 2013

Kutaisi Plaza Kutaisi 11,700.00 2015

Karvasla Kutaisi 10,845.00 2015 

Grand Mall Kutaisi 6,353.00 2015

Batumi Mall Batumi 12,500.00 2016

Black Sea Mall Batumi 5,000.00 2017

Metro City Forum Batumi 16,000.00 2017

GEORGIA
SHOPPING CENTRES
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KEY FEATURES OF LEASE

ITEM COMMENT

Lease Terms

Normally retail leases in Georgia vary according to the type and specification of the centre, as well as the tenant type. In most cases landlords 

are flexible regarding the lease term - for small and medium scale operators the term is usually from 3 to 5 years, whilst for large, anchor tenants 

average lease terms range between 10 and 20 years. The so-called kiosks/RMUs are usually leased for 11 months (there is no obligation of 

registering such lease) or maximum 2 years’ time. Typically, most leases include provision for the tenant to break the lease at any time during a 

fixed term upon giving the landlord prior written notice (usually 6 months, and 3 months in case of smaller tenants). 

Rental Payment

Rental payments are usually made on a monthly basis. Although rental payment structures vary on agreed terms of each individual lease 

contract, rents are normally paid on a fixed rate basis or by turnover rent agreement (percentage of turnover). However, some retailers prefer to 

pay higher fixed rental rates rather than revealing trade volumes. A security deposit of 1 month’s rent (equating to the last operational month) is 

common depending on the lease length, and this is forfeited by the tenant if the lease is determined prior to the end of the fixed term. 

Rent Review
Typically reviews will be agreed at the end of the lease rather than during the term. Indexation is not common practice, fixed uplifts/step rents are 

usually being agreed.

Service Charges, Repairs and 

Insurance 

In multi-occupied buildings a service charge is usually payable measured by a tenant’s occupied floor area as a proportion of the total GLA of a 

building. Tenant is responsible for internal repairs and insurance. It is common that the Landlord insures the main structure and external fabric, 

but will charge this back to the Tenant via the service charge. The main point is that the service charge is usually fixed and agreed as part of the 

lease agreement, together with any other charges or costs that maybe incurred.

Property Taxes and other costs 
Capital Gains Tax on property sales applies only where the property is held for less than 2 years and equates to 20% of any increase in value for 

individuals and 15% for legal entities. VAT on rental payments is usually paid by the Tenant and equates to 18%.

Disposal of a Lease

The tenant has a right to sub-let/assign their premises, subject to landlord’s approval. The landlord has a right to terminate the lease prior to 

lease end if the tenant does not fulfill his obligations under the terms of the lease. At lease end, the tenant is responsible for re-instating the 

premises to the same condition as at the start of the lease, subject to normal wear and tear.

Valuation Methods

There are no special valuation methods attributed to retail premises. The common valuation is on an “overall” basis per sq. m . per month in either 

local currency (Lari) or US$. Retail space is measured on a “gross leasable area” basis excluding any common areas, services, etc. but including 

columns, internal partitioning, gaps or other common elements or installations that may exist in the Premises. 

Legislation

All leases are governed by the Civil Code of Georgia due to the lease agreements being negotiated between both sides. Both the landlord and 

the tenant are responsible for the registration of the lease agreement at the appropriate authorities but the tenant bears the cost and all 

registration fees. Leases with shorter period than 11 months are not necessary to be registered.

GEORGIA
KEY FEATURES OF LEASE STRUCTURE



No warranty or representation, express or implied, is made to the 

accuracy or completeness of the information contained herein, and the 

same is submitted subject to errors, omissions, change of price, rental 

or other conditions, withdrawal without notice, and to any special 

listing conditions imposed by our principals.
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