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STUDY DESIGN

» Quantitative study
* Online interviews self completed
* Interview duration ~ 10’

« Males and females
 Ages 18-55y.0.

» Total sample N=600

» Covering Big Urban areas of
Greece (Athens, Thessaloniki,
Patra, Larisa, Heraklion, loannina)

« Sample is representative of
population in terms of age, gender,
region

 From 20/07/22-11/08/22
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PEOPLE DO NOT FEEL OPTIMISTIC FOR THE FINANCIAL
COURSE OF BOTH THE COUNTRY AND THEIR HOUSEHOLD

Q: Which do you feel will be the financial course of Q: Which do you feel will be the financial state of
the COUNTRY the N6M? your HOUSEHOLD the N6M?
66% predict a downward course| only 12% are positive 54% predict a downward course| only 13% are positive

Very downward Much worse

B Rather downward B Somewhat worse

B Steady
B Rather upward

B same
B somewhat better
B Very upward B Much better

B DKk/INA B ok/INA

Base: N=600 representative sample
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INCREASES ON ENERGY AND GOODS/ SERVICES WERE THE MOST
CONCERNING TOPICS ON SUMMER

Q: Which three of the following topics do you find the most worrying in your country?

% mentioned | mentions above 10% are shown

Energy price increases [
Price increases of goods and services || GGG -
Economic crisis in Greece ||| GG 21

Decrease in income || GG 10

Poverty and social inequality ||| |G 13
Inflation |GGG 15

Health |G 17
Unemployment [ GGG 15

Crime and violence || GGG 15 ! :
, Covid-19 NOT in
Covid-19
_ N _ the top concerns
Economic and political corruption

Insecurity from the Russia/Ukraine war ||| | | I 11
High Taxation _ 11
Climate change | 10

Base: N=600 representative sample
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COVID-19 SEEMS TO BE FADING AWAY AND A NEW NORMALITY
HAS ALREADY BEGUN. STILL, SOME PEOPLE REMAIN AT
ADAPTATION STAGE.

Q: Which one of the following phases do you feel best describes the current situation regarding Covid-19 pandemic?

/
H H/

Pre-pandemic stage

Adaptation stage Restart stage Post-pandemic stage

Preparation stage

Base: N=600 representative sample
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SANITARY PADS, SMARTPHONES, BABY PRODUCTS, PET FOODS AND PACKAGED COFFEE
GENERATE MORE LOYALTY TO BRANDS

Q: For each of the following categories, in what discount % would you select a competitive brand?

% mentioned

-10% mW-20% m-30% m-40% m-50% M-60% M-70% MW-80% m-90% mIwould never change Mean Score

/" Sanitary pads —_ I 48% \
Smartphone device 17 IS 46%
Baby formula [ 8 ] 17 43%
Baby diapers e ] 16 41%
pet foods 19 41%
Baby foods 20 41%

\___ Packaged coffee 20 40% _/
Laundry detergent 18 39%
Electric toothbrushes 17 39%
Shampoo 19 a0%
Shavers 1 a6
Conditioner 21 15 23 8 2 4 3 3 38%
Fabric softener 16 7%
Soft drinks 22 13 14 5 6 21 8 37%
Dish detergent 17 15 21 - BBE 37%

Base: Buyers of each category
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...WHILE WATER AND COCOA POWDER ARE THE MOST SENSITIVE CATEGORIES IN PRICE
DISCOUNTS

Q: For each of the following categories, in what discount % would you select a competitive brand?

% mentioned

-10% m-20% m-30% Mm-40% m-50% MW-60% M-70% M-30% MmM-90% M Iwould neverchange Mean Score
Single-use razors 37%
Breakfast cereal 36%
Chocolate 36%
Ice cream 35%

/ Spirits 35%\
Pasta 35%
Manual toothbrushes 35%
Potato chips 34%
Fresh milk 34%
Yogurt 34%
Bouillons 33%
Fruit juices 33%
Ready sauces 33%
Bottled water 32%

K Cocoa powder 32%/

Base: Buyers of each category
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AGAIN BABY PRODUCTS, PET FOOD, SMARTPHONE DEVICES, SANITARY PADS
AND PACKAGED COFFEE ARE THE CATEGORIES WITH THE HIGHER SPENDING
POTENTIAL

Q: What % above category average would you be willing to spend to get something you really like?

% mentioned

+10% ®+20% +30% m+40% W+50% W+60% W+70% MW+80% M+90% M Double price ormore Mean Score

/ Baby formula 49 9 6 10 32 515 25% \
Baby foods 50 24%
Baby diapers 49 24%
Pet foods 51 22%
Smartphone device 47 21%
Sanitary pads 52 6 5 | 4 3 203 21%
k Packaged coffee 53 20% /
Shavers 57 6 BN 4 3 31 18%
Ice cream 52 3 32 18%
Shampoo 55 18%
Spirits 57 18%
Chocolate 55 18%
Electric toothbrushes 55 18%
Potato chips 60 17%
Conditioner 60 17%
Fresh milk 55 17%
Base: Buyers of each category 1/2
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...AND ALONG WITH WATER AND COCOA POWDER, FRUIT JUICES ARE THE THREE
CATEGORIES WITH THE LOWEST RESILIENCE IN PRICE INCREASES

Q: What % above category average would you be willing to spend to get something you really like?

% mentioned

+10% M+20% +30% MW+40% mW+50% MWM+60% M+70% M+80% M+90% M Double price or more Mean Score
Dish detergent 62 14

4
Pasta 60 16 4 142 3 20 17%
/Single-use razors 61 14 n S 2 2 3 16%\
Yogurt 57 8 16%
Laundry detergent 59 17 n 16%

Ready sauces 62 4 '3 3 2 31 16%
soft rnks .
18 &

) 3 221 17%

Breakfast cereal 58 18 4 4 210 16%

Fabric softener 61 17 16%
Bouillons 63 4 16%

Manual toothbrushes 65 11 6 |13 2 16%
Bottled water 65 12 15%

\ Fruit juices 62 9 15% /
Cocoa powder 63 17 A 3 2 RS

Base: Buyers of each category
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EQUALITY IN WORK IS IN THE SPOTLIGHT ALONG WITH ECONOMICAL
CONTRIBUTION IN THE COUNTRY

Q: Which of the following are the three most important for you when talking about Social and Environmental Responsibility
of companies?

% mentioned

Treat their employees fairly and equally

Contribute to the economic development of the country

Give equal job opportunities to everyone

Support vulnerable social groups

Educate and give opportunities to young people

Support health and safety initiatives

Invest in research for innovative sustainable energy solutions

Produce products and services that are as sustainable as possible
Compensate for the environmental impact

Educate citizens on proper energy management/reduce their energy consumption
Minimize the carbon footprint of their activities

Actively participate in recycling

Support the diversity of people

Support local communities where they are active

Ensure that all suppliers in the production chain follow ethical procedures
Invest only in social and environmental actions

Grant scholarships in education

Support cultural and artistic initiatives

Base: N=600 representative sample
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Economy concerns people the most as they see increases in energy and other goods and serVices.
Thus, the level of optimism is rather low regarding country’s economy and household budget.

v T Y A » N
Covid-19 is downgraded in importance as people believe that we have passed in a post-pandemic
era adapting in a new normality.

N BTN E e

Within this context, the product categories that are more resilient to price increases/ discounts are
the baby products, sanitary pads, smartphone devices, pet foods and packaged coffee, while the
ones with the lowest are water, cocoa powder and juices.

IIIT N AN

As of companies, equality in work and economical contribution in the country are the topics mostly
correlated with Social and Environmental Responsibility.
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