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HALF TRUE

Gigla Agulashvili speaks about 
the 2013 harvest and wine export

CONCLUSION
In 2013 state companies purchased 16.9% of the overall grapes sold to wine producing companies by individual farmers; this 

figure is significantly less than the similar indicator of 2012 (63%) as well as the previous years. This means that the share of pri-
vate companies in the purchase has increased. In 2012 state companies spent a total of GEL 15.9 million on grapes which is lower 
than the same indicator of 2012 (GEL 25.7 million). According to the report on the state budget of 2013, a total of GEL 32,046.5 
was allocated from the state budget for the support of the harvest. This indicator is also less than that of 2012 (GEL 47 million) but 
still shows that some money was spent from the state budget. Therefore, Gigla Agulashvili’s statement is incorrect in this respect. 
Despite this fact, it should be admitted here that this part of the MP’s statement is somewhat relative as, most probably, he wanted 
to underline that the current government spent less money than the previous one. 

It is also noteworthy that Agulashvili is wrong about the different policies of the current and the previous governments as the 
increased activities of the private sector in 2013 are due to the newly opened Russian market and increased demand for wine than 
any different policies. 

Gigla Agulashvili is right when speaking about the increased wine export in 2013. In addition, of note is the fact that in 2013 a 
total of 23 million bottles were exported from Georgia to Russia comprising 55.3% of the overall wine export. If taking into account 
the wine export to Russia, the indicator increased by 96% in 2013 while this number equals 3.2% without considering the export 
to the Russian market. 

Based upon the aforementioned data, FactCheck concludes that Gigla Agulashvili’s statement:  “The 2013 harvest was unique 
as we did not have to spend budget money. This is the most important of all. We purchased up to 16,000 tons of fresh grapes 
which is about 17% of the overall weight. Last year, you (United National Movement) purchased 34,000 tons (65%) of grapes with 
budget resources. This is the approach to the economy; this is the difference between your and our attitudes. Likewise, I spoke 
about the market diversification earlier; I can name the states that increased export of Georgian wine:  Ukraine, where the export 
increased by 7%, Kazakhstan, Poland, Belarus, England, Lithuania, Hong Kong, the Netherlands, Finland, Armenia, France and 
many more,” is Half TRUE.

Vasil MAMULASHVILI
FactCheck

O
n 21 February 
2014, while deliv-
ering a speech at 
the plenary session 
of the Parliament 

of Georgia, the Chairman of 
the Agrarian Issues Commit-
tee, Gigla Agulashvili, dis-
cussed the 2013 harvest and 
wine export. Agulashvili stated 
that:  “The 2013 harvest was 
unique as we did not have to 
spend budget money. This is 
the most important of all. We 
purchased up to 16,000 tons 
of fresh grapes which is about 
17% of the overall weight. Last 
year, you (United National 
Movement) purchased 34,000 
tons (65%) of grapes with bud-
get resources. This is the ap-
proach to the economy; this 
is the difference between your 
and our attitudes. Likewise, I 
spoke about the market diver-
sification earlier; I can name 
the states that increased export 
of Georgian wine:  Ukraine, 
where the export increased 
by 7%, Kazakhstan, Poland, 
Belarus, England, Lithuania, 
Hong Kong, the Netherlands, 
Finland, Armenia, France and 
many more.”

FactCheck took interest in 
Gigla Agulashvili’s statement 
and inquired about the accu-
racy of the abovementioned 
facts. 

Based upon the informa-
tion shared by the National 
Wine Agency, the main prin-
ciples and directions of the 
2013 harvest were defined by 
a Provision of the Govern-
ment of Georgia, dated 20 
August 2013. According to the 
abovementioned provision, 
the National Wine Agency 
was ordered to provide the 
following subsidies to wine 
companies:  GEL 0.4 for one 
kg of Mtsvane and Rkatsiteli 
and GEL 0.25 for one kg of 
Saperavi. The subsidies were 
given to the companies pur-
chasing one kg of grapes for 
no less than GEL 1 from in-
dividuals (for comparison, 
in 2012, individuals selling 

grapes to wine producing 
companies were reimbursed 
the amount of GEL 0.25 for 
one kg of Rkatsiteli and GEL 
0.35 for Saperavi). Differ-
ent from the previous years, 
individuals owing vineyards 
of more than 10 ha were also 
subsidised in 2013. Addition-
ally, wine producing compa-
nies benefited from soft loans 
determined by the state. 

In Kakheti and Racha-
Lechkhumi, wine making 
companies processed 92,773 
tons of grapes. Of note is the 
fact that this is the highest 
indicator for the last 20-22 
years (for comparison – in 
2012, a total of 52,200 tons of 
grapes were processed). 

It would also be useful to 
look deeper into the data of 
the 2012 harvest. According 
to the report on the state bud-
get of 2012, the state allocated 
a total of GEL 47 million for 
supporting the 2012 harvest. 
The abovementioned amount 
included GEL 28 million for 
the purchase and process-
ing of grapes as well as other 
respective measures. The 
subsidiary companies of the 
Georgian Rural Development 
Fund (LEPL) purchased and 
processed up to 35.5 tons of 
grapes with a total value of 
GEL 25.7 million. 

In 2013 state enterprises 
purchased a total of 15.7 tons 
of grapes which comprises 
16.6% of the overall amount 
of grapes purchased by wine 
producing companies. This 
indicator is much less than 
that of the previous years; 
however, this is good news as 
it means private companies 
bought most of the harvest. 
Based upon the summarising 
report of 2013 of the Minis-
try of Agriculture of Geor-
gia, grapes were purchased 
by two state companies in 
2013; namely, JSC Akura and 
GruzVinProm Bottles Ltd. 
JSC Akura purchased a total 
of 7,400 tons of grapes for 
GEL 7.4 million while Gruz-
VinProm Bottles purchased 
8,300 tons of grapes worth 
GEL 8.5 million. Thus, in 
2013 state companies pur-

chased grapes of a total value 
of GEL 15.9 million. 

According to the summaris-
ing report of 2013 of the Min-
istry of Agriculture of Georgia:  
“Due to the proper planning 
and supervision of the harvest 
process by the Ministry of Ag-
riculture of Georgia and the 
National Wine Agency, com-
petition between state and 
private companies was prac-
tically abolished. JSC Akura 
and GruzVinProm Bottles Ltd 
purchased grapes only from 
the zones out of the interest of 
the private sector based upon 
the origins of the raw mate-
rial. Since there was a lack of 
Saperavi grapes, state compa-
nies processed only 255 tons 
of this variety. The above-
mentioned number compris-
es only 0.08% of the overall 
amount of Saperavi grapes.”

Therefore, state enterprises 
purchased 16.9% of the over-
all harvest. This indicator is 
much less than that of the 
previous year which in fact 
is a positive event as was al-
ready discussed above. The 
purchase of the grapes cost 
GEL 153.9 million which is 
also a rather low indicator (in 
2012 state companies paid 
GEL 25.7 million for grapes). 
Nevertheless, Gigla Agulash-
vili’s statement is inaccurate 
about not spending any mon-
ey from the state budget. The 
report on the state budget of 
2013 says that a total of GEL 
32,046.5 was allocated for the 
support of the harvest. How-
ever, the MP’s statement is 
relative as most probably he 
wanted to underline that the 
state spent much less money 
in 2013 for this purpose than 
in the previous years. 

At the same time, of note is 

that Agulashvili is not quite 
accurate about the different 
approaches of the previous 
and current governments. 
The increased activity of pri-
vate wine producers in 2013 is 
the result of the newly opened 
Russian market and the in-
creased demand for wine and 
not of the different approach 
adopted by the new govern-
ment. 

FactCheck also verified 
Gigla Agulashvili’s words 
about the increase of wine ex-
port in 2013. According to the 
summarising report of 2013 
of the Wine National Agency, 
the wine export in January-
November 2013 comprised 
a total of 41.6 million bottles 
which exceeds the same in-
dicator of 2012 by 96%. It 
should be underlined here that 
the significant increase of the 

wine export is connected with 
the opened Russian market. In 
2013 a total of 23 million bot-
tles of wine were exported to 
Russia which comprises 55.3% 
of the overall wine export. 

If we exclude the indicator 
of the wine export to Russia, 
wine export has increased 
by 3.2%. If compared to the 
respective period of the last 
year, export has increased 
to Ukraine (by 8%), Kazakh-
stan (2%), Belarus (8%), Po-
land (1%), Lithuania (7%), 
Great Britain (30%), Hong 
Kong (15%), the Netherlands 
(48%), Finland, France, Ar-
menia, Japan, etc. 

The income from Georgian 
wine export in January-No-
vember 2013 comprised USD 
128.5 million which exceeds 
the indicator of the previous 
year by USD 63 million. 
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G
irls with little or 
no education are 
far more likely 
to be married 
as children, suf-

fer domestic violence, live in 
poverty, and lack a say over 
household spending or their 
own health care than better-
educated peers, which harms 
them, their children, and 
communities, a new report by 
the World Bank Group finds.

Some 65 percent of women 
with primary education or less 
globally are married as chil-
dren, lack control over house-
hold resources, and condone 
wife-beating, compared with 
5 percent of women who fin-
ish high school, Voice and 
Agency: Empowering Women 
and Girls for Shared Prosper-
ity finds.

The report distills vast data 
and hundreds of studies to 
shed new light on constraints 
facing women and girls world-
wide, from epidemic levels 
of gender-based violence to 
biased laws and norms that 
prevent them from owning 
property, working, and mak-
ing decisions about their own 
lives.

Across 18 of the 20 coun-
tries with the highest preva-
lence of child marriage, girls 
with no education were up to 
six times more likely to marry 
than girls with high school ed-
ucation, it finds. Nearly one in 
five girls in developing coun-
tries meanwhile becomes 
pregnant before age 18, while 
pregnancy-related causes ac-
count for most deaths among 
girls 15-19 in the developing 
world—nearly 70,000 die 
each year, according to the 
World Bank Group.

In all regions, better edu-
cated women tend to marry 

later and have fewer children. 
“Enhanced agency—the abil-
ity to make decisions and act 
on them—is a key reason why 
children of better educated 
women are less likely to be 
stunted: Educated mothers 
have greater autonomy in 
making decisions and more 
power to act for their chil-
dren’s benefit,” Jeni Klugman, 
World Bank Group Director 
for Gender and Development  
said. “Educated mothers have 
greater autonomy in making 
decisions and more power to 
act for their children’s ben-
efit.”

In Ethiopia, one-year-olds 
whose mothers had a primary 
school education along with 
access to antenatal care were 
39 percent less likely to have 
stunted growth, for example, 
while in Vietnam infants 
whose mothers had attained 
a lower-secondary education 
were 67 percent less likely to 
have stunted growth.

Voice and Agency, which 
builds on the 2012 World De-
velopment Report, focuses on 
several areas key to women’s 
empowerment: freedom from 
violence, control over sexual 
and reproductive health and 
rights, ownership and con-
trol of land and housing, and 
voice and collective action. It 
explores the power of social 
norms in dictating how men 
and women can and cannot 
behave—deterring women 
from owning property or 
working even where laws 
permit, for example, because 
those who do become out-
casts.

In 128 countries, laws treat 
men and women differently—
making it impossible, for ex-
ample, for a woman to inde-
pendently obtain an ID card, 
own or use property, access 
credit, or get a job, according 
to the World Bank Group.

Education 
Plays Key Role 
in Advancing 
Women, Girls, 
and Communities, 
Report Says
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Mikheil Machavariani:  
“Another problem is the 
price increase, inflation… 
According to only the 
latest documents, prices 
for practically everything 
rose by an average of 
20-25%. Prices of some 
products reveal as much 
as a 200% increase.”

CONCLUSION
In April of 2014 the annual inflation rate stood at 3.4% whereas monthly inflation was re-

corded at 3%. Evidently, these indicators come in disagreement with the figures named by the 
MP. Furthermore, throughout the year 2014, the monthly and the annual inflation rates never 
surpassed the indicator of 3.5%, much less reach 20-25% as claimed by Mikheil Machavariani.

Additionally, as reported by GeoStat, no food products showed an increase in prices as high as 
200%. It is to be noted, however, that some of the products of primary use, such a potatoes and 
herbs, saw a considerable rise in prices.

Consequently, we conclude that the MP’s statement:  “Another problem is the price increase, 
inflation… According to only the latest documents, prices for practically everything rose by an 
average of 20-25%. Prices of some products reveal as much as a 200% increase,” is FALSE.

Archil ROSTOMASHVILI
FactCheck

A
t the Parliamenta-
ry session held on 
30 April 2014, the 
representative of 
the Parliamentary 

Minority, Mikheil Machavari-
ani, stated:  “Another prob-
lem is the price increase, in-
flation… According to only the 
latest documents, prices for 
practically everything rose by 
an average of 20-25%. Prices 
of some products reveal as 
much as a 200% increase.”

FactCheck took interest in 
the MP’s statement and veri-
fied its accuracy.

In order to establish the av-
erage degree of price increase 
we have to take notice of the 
variation in the Consumer 
Price Index (CPI). The change 
in the CPI determines the 
level of inflation which on its 

part reflects the percentage of 
increase in the general price 
level.

In line with the data of 
GeoStat, the inflation rate in 
April of 2014 was recorded 
at 3.4% as compared to April 
2013. Price increase was reg-
istered predominantly in food 
and non-alcoholic beverages 
(7.6%) whose share in the 
overall inflation rate of 3.4% 
amounted to 2.29 units.

As concerns the monthly 
inflation, in April of 2014 
the rate of inflation amount-
ed to 0.3% when compared 
to March of the same year. 
Similar to the previous case, 
the price increase in food 
and non-alcoholic bever-
ages (0.7%) accounted for the 
prevalent share of this indica-
tor; namely, for 0.32 units in 
the inflation rate of 0.3%.

As to the price increase of 
200% on certain products, 
in accordance with the data 

of GeoStat, in April of 2014 
the highest rate of increase 
relative to April of 2013 was 
recorded in the prices of po-
tatoes – 126.1%; in March – 
the potato again by 124%; in 
February – herbs by 143.2%, 
potatoes by 121.8%; January 
– herbs by 130.7% and pota-
toes by 104.2%.

In comparison to the previ-
ous month, in April of 2014 
the largest increase was re-
coded in the prices for green 
beans – 143.4% and cabbage 
– 110.6%; in March of the 
same year, the most notable 
surge was witnessed in the 
prices of tangerines – 25.2% 
and bananas – 24.4%; in Feb-
ruary the same held true for 
tangerines with 31.6% rise 
in prices whereas in January 
the prices shot up on herbs – 
56.1% and green beans – by 
an equal 56.1%.
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tomers to competitors if they 
do not embrace technology 
in that timeframe. Neverthe-
less, the focus of their digital 
investments is on driving effi-
ciencies (60 percent), instead 
of using digital technologies 
to transform products and 
services (40 percent), accord-
ing to Accenture.

While 80 percent of busi-
ness leaders are unaware of 
the details of the EU’s “Digi-
tal Agenda for Europe,” it 
appears most have faith that 
Europe is moving in the right 
direction. Almost two-thirds 
of respondents (63 percent) 
are optimistic that Europe 
has the right level of activity 
in place to enable its digital 
transformation. Nevertheless, 
when asked what actions are 

most critical to help improve 
Europe’s competitiveness, 
respondents point to more 
investment in a new genera-
tion of digital infrastructure 
across Europe (40 percent), 
the development of clusters 
to support innovation and 
job creation (38 percent), and 
new approaches to create an 
environment in which entre-
preneurs can thrive (35 per-
cent), according to Accenture.

Business Leaders Identify 
Digital as Critical to Europe’s 
Growth, Accenture Study Finds
Continued from p. 6
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L
ater this month the 
next European elec-
tion will be held and 
over half of adults in 
Germany (55%) and 

Italy (52%), half of French 
adults (50%), just under half of 
adults in Great Britain (48%) 
and 43% of Spaniards say they 
will definitely vote in the elec-
tions. While around or just 
over one in ten in Germany 
(10%), France (11%), Italy 
(14%) and Great Britain (14%) 
say they are eligible but will not 
vote in the upcoming elections, 
17% of adults in Spain say the 
same, according to a recent 
Financial Times/Harris Poll 
in the five largest European 
countries.

These are some of the find-
ings of a Financial Times/
Harris Poll conducted online 
among 5,206 adults aged 16-
64 in France (1,000), Germany 
(1,022), Great Britain (1,030) 
and Spain (1,021), and adults 
aged 18-64 in Italy (1,019), be-
tween April 23 and 28, 2014.

Among those eligible to vote, 
almost three in five in Germa-
ny (58%) and Spain (57%) say 
they will be most inclined to 
vote for a party that supports 
their country’s membership of 
the EU while 15% and 16% of 
eligible voters in Germany and 
Spain say they would be most 
inclined to vote for a party 

which supports their country’s 
exit of the EU. In Italy, just un-
der half (46%) would be most 
inclined to vote for a party 
which supports their member-
ship in the EU, while one in 
five (21%) would vote for the 
party that supports ther exit 
and one-third (34%) are not 
sure. It is similar in France, 
where 43% would vote for the 
party that supports the con-
tinued membership in the EU, 
22% would vote for the party 
which supports France’s exit of 
the EU and 35% are not sure. 
Great Britain has different feel-
ings on this. Over one-third of 
Britons (36%) would vote for 
a party that supports Great 
Britain’s exit of the EU, three 
in ten (29%) would vote for a 
party that supports the coun-
try’s membership in the EU 
and over one-third (35%) are 
not sure, according to Harris 
Interactive Inc.

Looking at the relevance 
of the European Parliament, 
majorities in France (70%), 
Germany (60%), Great Britain 
(60%), Italy (58%), and Spain 
(57%) all say it has neither 
more nor less relevance than it 
did at the last European elec-
tion in 2009. Those in Great 
Britain and France are more 
likely to say that it has less rel-
evance than more relevance 
(21% vs. 20% and 21% vs. 10%), 
while those in Germany, Spain 
and Italy are more likely to say 
it has more relevance than less 

relevance (27% vs. 12%, 27% 
vs. 15%, and 24% vs. 18%);

Compared to 12 months 
ago, three in five French adults 
(61%) and over half of Italians 
(56%) say the economic situa-
tion in their country is worse. 
Just under half of adults in 
Germany (47%) say it is nei-
ther better nor worse, while 
28% say it is better and 26% 
say the economy is worse. In 
Spain, just over two in five 
adults (43%) say the economy 
is neither better nor worse 
than 12 months ago, while 
one-third (34%) say it is worse 
and 23% believe it is better. 
Just under two in five Britons 
(38%) say the economy is nei-
ther better nor worse, while 
one-third (32%) say it is better 
and three in ten (30%) say it is 
worse; and

Two-thirds of employed 
Spaniards (65%), around three 
in five employed Italian (62%) 
and French (58%) adults, and 
over half of employed British 
adults (53%) all say they do not 
feel any more secure in their 
job than they did 12 months 
ago. Germans who are em-
ployed are a little more divid-
ed, as just over half (51%) say 
they are feeling more secure 
while 49% are not. But that se-
curity is not strong, as only one 
in five (18%) say they definitely 
feel more secure while one-
third (32%) say they feel some-
what more secure, according to 
Harris Interactive Inc.

Some Nations Would Vote 
for Party Which Supports 
Their Country’s Continued 
Membership in EU


