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Disclaimer PURCARI

This presentation and its contents do not, and are not intended to, constitute or form part of, and should not be construed as, constituting or forming part of, any actual offer or invitation to sell or issue, or any
solicitation of any offer to purchase or subscribe for, any shares issued by Purcari Wineries PLC. (the "Company") and its subsidiary undertakings ( i tGr eo uip any jurisdiction, or any inducement to enter into
any investment activity whatsoever; nor shall this document or any part of it, or the fact of it being made available, form the basis of an offer to purchase or subscribe for shares issued by the Company, or be relied
on in any way whatsoever.

For the purposes of this notice, i p r e s e nmeans this docéument, its contents or any part of it, any oral presentation, any question or answer session and any written or oral material discussed or distributed
during the presentation meeting.

No part of this presentation, nor the fact of its distribution, shall form part of or be relied on in connection with any contract for acquisition of or investment in any member of the Group; nor does it constitute a
recommendation regarding the securities issued by the Company, nor does it purport to give legal, tax or financial advice. The recipient must make its own independent assessment and such investigations as it
deems necessary. The Company has not decided whether to proceed with a transaction.

The information herein, which does not purport to be comprehensive, has not been independently verified by or on behalf of the Group, nor does the Company, any member of the Group or any of their respective
parent or subsidiary undertakings, or the subsidiary undertakings of any such parent undertakings, or any such p e r s gespctive directors, officers, employees, affiliates, advisers or agents accepts any
responsibility or liability whatsoever for or make any representation or warranty, either express or implied, in relation to the accuracy, completeness or reliability of such information, which is not intended to be a
complete statement or summary of the securities, business operations, financial standing, markets or developments referred to in the materials. No responsibility or liability (express or implied, including in respect of
direct, indirect or consequential loss or damage) is assumed by any such persons for such information or opinions or for any errors, omissions or misstatements by the Company herein, except in the case of fraud
or any other liability which cannot lawfully be excluded. The presentation does not constitute an audit or due diligence review and should not be construed as such. Except where otherwise indicated in the
presentation, the information and opinions contained in this presentation and any other information discussed in this presentation are provided as at the date of this presentation and not as of any future date, are of
a preliminary nature, and may be subject to updating, revision, amendment or change without notice and such information may change materially. Nothing contained in this presentation is or should be relied on as
a promise or representation as to the future. This document has not been approved by any regulatory or supervisory authority. No reliance may be placed for any purpose whatsoever on the information contained
in this presentation, or any other material discussed verbally. Where this presentation quotes any information or statistics from any external source, it should not be interpreted that the Company has adopted or
endorsed such information or statistics as being accurate. Any opinions expressed in this material are subject to change without notice and may differ or be contrary to opinions expressed by other business areas
or groups of the members of the Company as a result of using different assumptions and criteria. Neither the Company, nor any of their affiliates, directors, officers, employees or agents accepts any liability for any
loss or damage arising out of the use of any part of this material.

This presentation may contain statements that are not historical facts and are i f o r -le@kingds t a t e mwhich isctude, without limitation, any statements preceded by, followed by or that include the words
"may"”, "will", "would", "should", "expect", "intend", "estimate", "forecast", "anticipate", "project", "believe", "seek", "plan", "predict", "continue", "commit", "undertake" and, in each case, similar expressions or their
negatives. These forward-looking statements include all matters that are not historical facts. Such forward-looking statements involve known and unknown risks, uncertainties and other important factors beyond the
Company's control, and relate to events and depend on circumstances that may or may not occur in the future, which could cause the Company's actual results, performance or achievements to be materially
different from future results, performance or achievements expressed or implied by such forward-looking statements. Any forward-looking information is based upon certain assumptions about future events or
conditions and is intended only to illustrate hypothetical results under those assumptions (not all of which are specified herein or can be ascertained at this time). As a result of these risks, uncertainties and
assumptions, you should in particular not place reliance on these forward-looking statements as a prediction of actual results, or a promise or representation as to the past or future, nor as an indication, assurance
or guarantee that the assumptions on which such future projections, expectations, estimates or prospects have been prepared or the information or statements herein are accurate or complete. Past performance of
the Group cannot be relied on as a guide to future performance. No statement in this presentation is intended to be a profit forecast. This presentation does not purport to contain all information that may be
necessary in respect of the Company or its group and in any event each person receiving this presentation needs to make an independent assessment. The Company does not undertake any obligation to update
these forward-looking statements for events or circumstances that occur subsequent to the date hereof. Nothing contained herein is, or shall be relied upon as, a promise or representation as to the past or future
and the Company is under no obligation to update or keep current the information contained herein.

NEITHER THIS DOCUMENT NOR ANY COPY OF IT MAY BE RELEASED, PUBLICATED OR DISTRIBUTED IN OR INTO THE UNITED STATES OR TO ANY U.S. PERSON (AS DEFINED IN REGULATION S
UNDER THE U.S. SECURITIES ACT OF 1933, AS AMENDED (THEA SECUR | AC E&R)TRANSMITTED IN OR INTO AUSTRALIA, CANADA, JAPAN OR TO AUSTRALIAN, CANADIAN, OR JAPANESE
PERSONS OR ANY OTHER JURISDICTION WHERE SUCH DISTRIBUTION WOULD BE UNLAWFUL OR TO ANY OTHER PERSON. THE INFORMATION CONTAINED IN THESE MATERIALS DOES NOT
CONSTITUTE AN OFFER OF SECURITIES FOR SALE IN ANY JURISDICTION.

Shares in the Company have not been and will not be registered under the Securities Act or with any securities regulatory authority of any state or other jurisdiction of the United States and may not be offered or
sold in the United States absent registration under the Securities Act or in accordance with an exception from the registration requirements thereof there will be no public offer of shares in the Company in the United
States.

The information in this document has been prepared solely for background information. This document is for distribution only under such circumstances as may be permitted by applicable law, is to be treated in the
strictest confidence and is not to be disclosed directly or indirectly to any third party or relied upon by them. The information in this document is not to be reproduced in whole or in part, nor used for any purpose
except as expressly authorised by the Company. The information in this document does not constitute a solicitation or offer to sell or purchase any securities.

By reviewing this document you warrant, represent, acknowledge and agree to and with the Company that you and any persons you represent are located outside the United States and you have read, agree to
and will comply with the contents of this disclaimer.
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Purcari Wineries at a glance PURCARI

Leading wine player in Romania and the CEE... € with a strong & expanding regi

Geographical breakdown of sales in value terms, 1H 2018, %

Founded in 1827 by French colonists, Purcari Group is now...
RO MD PL CH CZ+SK UA Other
\ \

awarded CEE winery of the year in 2015-2018 at Decanter
London, Awi ne Ol ympicso 22% 10%

premium wine brand in Romania, Moldova

Located in a region with one of the richest wine heritages
ﬁ fastest growing large winery in Romania . .

Top 10 European countries by area under vines, kha
largest exporter of wine from Moldova

% CEE % Europe
1,060 hectares of prime vineyards, top production assets
. : 332
Reputable shareholders alongside founder, Victor Bostan: 221
40 . 110 102 66 63 62

H BN = == ==
RO+MD | PT GR DE BG RU HU

Horizon Capital, Fiera Capital, Franklin Templeton, SEB, IFC etc.

4 brands, covering a broad spectrum of segments

CRAMA % CEPTURA  -¥. BOSTAVAN

Source: Company Information, FAOSTAT, OIV, Decanter, the Ministry of Finance of Romania, Nielsen Page 3



Our group: competitive advantage in a great market

PURCARI

Attractive
market

Wi n e
020F i n
9.0% vs. 1.9% for
beer

Shrinking vine
plantations,
create shortage,
push prices up

Secular shift from
beer, spirits to
wine, especially
iIn CEE

g r e wtPIenteta cgtch up:
R oM ¢PMSEMption

i n Pol and
Germany, per cap.

Romania+Moldova
undisputable #1
vineyards size in
CEE, 5x vs #2

Competitive
advantage

#1 fastest growing
large winery in
Romania

#2 EBITDA
margin among
global publicly
traded wine peers

#1 premium wine
brand in
Romania

#1 most awarded
CEE winery at

Decanter,
Ol ympi cso

#1 on Instagram,
Vivino engaging
millennials in
Romania
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Our business model: Affordable Luxury PURCARI

Modern,
cost-competitive

. . Purcari is positioned at the
winemaking

intersections of three themes:
A Modern winemaking: the

EQ;‘; company is brand-, as opposed
S T:EAS:RY to appellation-centric and runs a
A Vinag®  WINE ESTATES cost-efficient business
TARXf’ACA ConcHA Y TOrO: A Affordable luxury: as an

aspirational brand, Purcari
wines are an example of

[yeltow tailT affordable luxury, building on a
M® 4 heritage dating back to 1827
r and ranking among most

/ awarded wineries in Europe
. A Differentiated marketing: the
L’OREAL | URCARI @ innocent company is not afraid to be
N~— quirky about the way it

approaches marketing,

prioritizing digital channels and
.gﬂ‘” 44« focusing on engaging content as
% evian opposed to traditional
el DOLLAR SHAVE CLUB advertising

o1l
Affordable LACOSTE %’ Differentiated
Luxury marketing
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Our mission, vision and values PURCARI

Our mission Our values
To bring joy in peopllngps | i ves, by
offering them high quality, inspiring, We win in the marketplace because we want it more
ethical wines and excellent value for :
Ethical
Money. Always do the right thing and the money will follow
Thrifty
The only way we can offer better value for money
Our vision :
_ _ Different
To become the undisputable wine We proud ourselves on taking a fresh look on things
champion in CEE, acting as a
consolidator of a fragmented industry Better

We keep improving i both our wines and our people
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Purcari brand is part of the popular culture, atrue icon PURCARI

PURCARI
UNESTE

Liberi. BiibHi. 090300v9035¢00.

#freedomblend

"=

PURCARI

- 'i..c x
Herr anie )

QIR '

PURCAR!

s

Scoala de agriculturd Purcari. Camion de distributie

Source: Company Information Page 7



Successful IPO increasing visibility with consumers, partners PURCARI

Unprecedented press coverage, boosting brand Increase in interest from general audience

Selected titles Number of Googlparcasice,arrcehleast ifwe dievel c

urcari
® pﬁp . + Compare

The . .
m O rOC (Ch ee rS) for M O I d Ovan WI neo Worldwide ~ 2/1/11-9/4/18 All categories = Web Search *

100

BREusiness ARPurcar.i Wineries |1 sts on Bucharest Stock
e

ROMANIA T, S5 |

s Exchange after succes'sfu | POOo
80

g New World technigues into OId

i ne bottl eso

nPutt.

n
bne A INTELLINEWS world w

60

AWIi nemaker Purcar. Looki na t o
Bloomber : ) ° L
Chlna After Romani an 4(!POO

fVinurile Purcariaur e uxib b S 186 L 30
mil.leid e p i e $wdier au avut o
Sstpt L dnak mar

20

10

hoTelwl M Of erta Purcari Winer i’
B de 4 ori pe adaranba d

o _
2
2011
20D1
2044
2012
2P
20T2
2642
2013
2013
2013
2013
2014
2014
2014
2014
2015
2015
2015
2015
2016
2016
2016
2016
2017
2017
2017
2017
2018
2018
2018
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Management team PURCARI
Victor Bostan Victor Arapan John Maxemchuk Diana Durnescu Vasile Tofan
CEO, Founder CFO COO Investor Relations Manager Chairman

A Founded the Group
in 2002

A Over 35 years of
experience in wine
industry

A Built and exited one
of the largest wine
companies in RU

A Technical University,
Oenology

A Speaks FR, RO, RU

A 20 years of experience
in banking, audit,
corporate finance

A 10+ years experience
in wine making
companies

AEx-PWC, Acorex
Wineries

A International
Management Institute,
finance

A Speaks EN, RO, RU

A 20 years of
management
experience, including
over 10 years in
Moldova

A Ex-MetroMedia,
Sun/Orange, AT&T

A Wharton, MBA Harvard
Business School

A Speaks EN, RO

A Over 5 years of
experience in
business development
and FDI attraction

A Ex-Prime Minister's
office for FDI

A Academy of Economic
Studies

A Speaks EN, RO, RU

A Over 10 years
experience in FMCG

A Partner at Horizon
Capital, $700m+ AUM

A Ex- Monitor Group,
Philips

AMBA Harvard
Business School

A Speaks EN, RO, RU,
FR, NL
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Our board

PURCARI

Victor Bostan
CEO, Founder
Executive Director

John Maxemchuk

COO
Executive Director

Monica Cadogan

Non-executive Director

Neil McGregor

Non-executive Director

Vasile Tofan
Chairman
Non-executive Director

A Founded the Group
in 2002

A Over 35 years of
experience in wine
industry

A Built and exited one
of the largest wine
companies in RU

A Technical University

of Moldova, degree
in oenology

A 20 years of
management
experience,
including over 10
years in Moldova

A Ex-MetroMedia,
Sun/Orange, AT&T

A Wharton, MBA
Harvard Business
School

A Over 10 years of
management
experience

A CEO of Vivre Deco,
leading CEE e-
commerce home
products company

A Bucharest University of
Economic Studies

A Over 20 years of legal
experience

A Managing partner of
McGregor & Partners

A Vice-president of the
British Romanian
Chamber of Commerce

A University of Aberdeen

A Over 10 years
experience in FMCG

A Partner at Horizon
Capital, $700m+ AUM

A Ex- Monitor Group,
Philips

AMBA Harvard
Business School

Page 10



Fundamental advantages driving consistent growth across metrics PURCARI

Revenues EBITDA! Net Income
RON m RON m RON m
142.3
43.6 ’
29.0
37.1
23.1
17.7
9.2
neg 017
2014 2015 2016 2017 2018F* 2014 2015 2016 2017 2018F* 2014 2015 2016 2017 2018F*

Note: (1) For 2017, un-normalized EBITDA is RON 42.4m, while Adjusted EBITDA is RON 43.6 m i normalizing the EBITDA for non-recurring, IPO related expenses Page 11

*2018 forecast is calculated based on mid-point of published guidance on organic revenue growth, EBITDA margin, Net Income margin



Business highlights

PURCARI

a Favorable macro fuels growth in our key regions
a Secular growth of wine market, especially in CEE

e Highest quality acknowledged by experts and consumers
a Best of both worlds: low cost + pricing premium = great margins

a Strategic vision: build #1 CEE winery, consolidate market

e Excellent team, resources to deliver on the vision

a Robust 2018 performance and strong guidance

Crama Ceptura 1
Astrum, the latest
introduction in the
Ceptura line-up,
targeting the 15-20
RON/bottle segment,
which accounts for
circa 20% of market
sales, which the
Group started
pursuing only now

FETEASCA NEAGRA
A

CEPTURA

DOC-CMD DEALU MARE
Y

CRAMA £ CEPTURA
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PURCARI

Sizeabl CEE economi eseé
38.0 465.6
. 19.6
Population GDP
#mn EURMN 191.6 187.9 *
106 C ‘ "
54 85.0
Poland Romania Czech Republic Slovakia Poland Czech Romania Slovakia
Republic
Source: Eurostat, 2017 data Source: Eurostat, 2017 data Source: National Bank of Romania
éewith strong above average growth and positive outl ookée.
yoy real GDP % 6.0% % GDP per capita % yoy growth 2018f in the EU
growth in the EU 5.0%
40% { 50% v . 5
7.0% - o0 ' 3.9% 3.9% 3.8% 379 .
° 0, N
‘e 69%'_' ig; 31% 28% @
6.0% - % - B et 1.8%
0. 4.6% 0.0% + T "
50% 1 “J .4;5% . - 6\‘0&0 N ° ¢ \&’;\ ° (\Q'bd 40{\@ 0\%@ A’g‘b’b 9\0(@ Q\Sé\ ¢ Q »
4.0% e, ® 3.9% < o ) & 4 & & ‘\Qg;
4.0% A - . l.l. &
¢
3.0% 2017 Population Real GDP % Unemployment GDP / capita
(mn.) YoY rate (EUR)
2.0% A
Moldova 3.5 4.5% 3.3% 2,039
1.0% 1 Ukraine 423 2.5% 9.5% 2,371
0.0% - China 1,390 6.9% 3.9% 7,794
2014 2015 2016 2017 2018f 2019f
-1.0% -

Source: European Commission i European Economic Forecast i Spring 2018, Eurostat Newsrelease 8 June 2017

Source: Eurostat, Focus Economics
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G Supportive momentum for consumption; good business climate

PURCARI

Highest Growths in Real Compensation of Employees(1) (yoy %)

12.0% A

10.0% 4

8.0% -

6.0% -

4.0% -

2.0% -

0.0% T T T T T T
20&3/ 2014 2015 2016 2017e 2018f 2019f
-2.0% -

-4.0% -

Slovakia —EU

Romania Czech Rep. Poland

Source: European Commission i European Economic Forecast i Autumn 2017
(1) Total remuneration incl. wages & salaries, social contributions; deflated by price deflator of private consumption

Growing Private Consumption above EU levels (yoy %)

10.0% -+

8.0% A

6.0% -

s

2.0% A ° 0 4% ®000cc0cecccccee
2.1% 2.0% 1.8% 16%

0.0% A T T T T -
2015 2016 2017e 2018f 2019f

-2.0% - -0.1%

-4.0% -

Romania Bulgaria Hungary Czech Rep. Poland Slovakia e |

Source: European Commission i European Economic Forecast i Spring 2017, Eurostat

Declining Unemployment Rates Below EU Levels

14.5% H

13.0% -

10.90%
0, .
11.5% 10.20%

10.0% -
8.60%

8.5% -
7.30% 7.00%

7.0% A _—

5.5% A \

4.0% A

..........................

2.5% T T T T T T
2013 2014 2015 2016 2017e 2018f 2019f

Slovakia —F 28

Romania

Czech Rep. Poland

Source: European Commission i European Economic Forecast i Autumn 2017, Eurostat

Key markets score well in Ease of Doing Business Ranking

Rank in Ease of Doing Business, 2017

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

20 27

40 3044

60 45
76

80

100 —— Poland

120 Czech Republic
140 —&— Moldova

160 - 145 —&— Romania

—0— Ukraine
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G Sizeable, growing wine sector across the CEE markets

PURCARI
[ ]
B — > i
Market volume,
2016 [m liters] 323 244 216 81 168
Market value,
2016 [m Euro] 686 1,090 1,019 571 600
Share of premium & super-
Historical cons. growth,
CAGR -618 [ %] 7.4 1.9 3.5 0.2 -1.0
Forecasted cons. growth,
CAGR -026 [ %] 9.0 3.2 1.6 1.4 2.9
Wine consumption, 2016, 16.4 6.4 20.5 14.9 40
[I/ capita] ' ' ' ' '
Beer consumption, 2016, 90.0 105.2 143.2 77.4 41.3
[I/ capita]
Spirits consumption, 2016, 31 93 6.0 78 49

[I/ capita]

1) Sales of Still Red Wine by Price Segment: Off-trade Volume i Top 2 price brackets (RON 30+; PLN 24+; CZK 130+; EUR 8+; UAH 70+)

Source: Euromonitor
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Business highlights

PURCARI

a Favorable macro fuels growth in our key regions
a Secular growth of wine market, especially in CEE

e Highest quality acknowledged by experts and consumers
a Best of both worlds: low cost + pricing premium = great margins

a Strategic vision: build #1 CEE winery, consolidate market

e Excellent team, resources to deliver on the vision

a Robust 2018 performance and strong guidance

Crama Ceptura 1
Astrum, the latest
introduction in the
Ceptura line-up,
targeting the 15-20
RON/bottle segment,
which accounts for
circa 20% of market
sales, which the
Group started
pursuing only now

FETEASCA NEAGRA
A

CEPTURA

DOC-CMD DEALU MARE
Y

CRAMA £ CEPTURA
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e Consumption trends favour wine vs. alternative drinks, pushing demand up PURCARI

Shifting consumer preferences: wine up, beer down

US Gallup survey: Do you most drink liquor, wine or beer? % ARRoOS® | s Seein g Exp | osi v e G
47 47 Ri val , Beer, Goes FIl at o
46 3 August,

Bloomberg

fiGoldman downgrades beer stocks because
millennials like wine bettero
24 Jul vy,

Y. CNBC

fMillennials Are Drinking More Wine Than Boomerso
17 February

FORTUNE

23 23 23 23 Arhe world is facing a wine shortage, with global
22 22 Liquor consumer demand already significantly outstripping
20 supply, a report [by Morgan Stanley] has warned.o
21 30 October

19
18 18 EE

21

1990 1995 2000 2005 2010 2015

Sources Gallup T US consumer survey, http://news.gallup.com/poll/163787/drinkers-divide-beer-wine-favorite.aspx
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http://news.gallup.com/poll/163787/drinkers-divide-beer-wine-favorite.aspx

e CEE consumption especially strong, on shifting drinking patterns PURCARI

Plenty of catch up for CEE countries

Wine consumption, litres per capita, selected countries

43

33

25

20

1
o 15

FR IT DE Ccz RO SK PL UA

A Per capita wine consumption in CEE lags significantly WE
levels, but catches up on growing share vs. beer

Source: Statista, Euromonitor, Nielsen

Wine steals share from beer

Forecast growth by category, by country 2016-2020F, %

9.0
B Wine
Beer
51
1.9
—
-2.3
Romania Poland Ukraine China

A Romania, Gr o u jargest market, show fastest growth
forecast in CEE
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e On supply side, the vineyards base has been shrinking, constraining output PURCARI

Less than 50% of grapes collected go for wine making

Share of wine grape declining in total grape production

Commentary

Grape end uses, 2000 vs. 2015, %

4% 6% Juices, musts
I Dried grapes
B Fresh grapes

B Wine grapes

2000 2015

Source: International Organization of Wine and Vine

A Global area under vines, has gradually decreased between
2000 and 2015 from 7,782 ha to 7,515 ha, according to OlV;

A Overall, the corresponding share of wine grape production
(versus other grape uses), has dropped from 57% to 47%,
during the same period, from which one can infer an
approximate 20% drop in vine surfaces used for wine grape
cultivation;

A Much of the drop was driven by the EU, where regulation has
been in place limiting planting rights and subsidizing so called
grubbing-up schemes, in an attempt to address the oversupply;

A In China, among the very few countries which increased the
vineyard plantations, only 12% of grape output goes to make
wine (the rest being fresh and dried grapes);

A Global wine consumption in 2017 is estimated at 243m hl, with
a corresponding production of 247m hl i a significant departure
from the structural over-supply that plagued the market for
decades;

A For instance, the average global consumption to production
ratio has been at 0.85, on average, between 1995 and 2004;
0.90 for 2005-2014 and estimated as high as 0.98 in 2017,
impacted also by a poor harvest season, which is limiting the

supply.
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