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Trends for the Greek FMCG environment
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Value and Units Sales Trends:
Super/Hyper Markets FMCG

Random Weight Value Sales Trends :

Super/Hyper Markets

03

Greece Mainland & Crete

/Circana

02

Super/Hyper Markets

(Self-service retail stores with a central check-
out area and at least 2 cash registers)
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YR 2024 vs YR 2023
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Greek Economy

GDP

Jan-
Sep
2024 vs
Jan-
Sep
2015 2016 2017 2018 2019 2020 2021 2022 2023 2023
7,9%

6,1%

1,9% 1,9% 20% 2,3%

1,4%

0,0%

-0,2%

INFLATION RATE TREND

9,6%

3,5% 2.7%

1,1 % 0,6% 0,3% 1,2%

1,7% -0,8% -1,2%

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

@ircana.

RETAIL TURNOVER INDEX (w.0 AUTOMOTIVE FUEL)

Jan-Oct

2024 vs

Jan-Oct
2015 2016 2017 2018 2019 2020 2021 2022 2023 2023

10,8% 9,3%

6,4%
s 3,0%
09% 17% 19 l '
-08% -0,6% -0,2%
UNEMPLOYMENT

25,0% 23,5% 91 5%

18,0%  16,7% %
I I l I 158%  198% 1249 10,5%  9,6%

2015 2016 2017 2018 2019 2020 2021 2022 2023 Noe-24

Source: ELSTAT (latest available period/provisional data
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FMCG Value Sales Trend - Year 2024

Growth by 2,6% for Total FMCG Market in 2024, coming from both Segments

2024 Value Contribution
mFB mRW OTOTAL FMCG

12,8%

RANDOM
WEIGHT

%

9,3% 10,1%

7,9%

2,6% 2,6% 2,6%

T eml

2022 2023 2024
Value Sales (in Millions)

11.836 12.148

FIXED

BARCODE
77,9%

N 2022 2023 2024 Source: Circana InfoScan, HM/SM + Random Weight, Year 2024
(lcircana. ;
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FMCG Value Sales Trend — Year 2024

Food is the Category which contributes to total FMCG growth in Year 2024

10,1% 10,3% 9,5%

8,7% 8,5% . .
2024 Value Contribution
5,2%
. 3,3% 3,4%
26% I FOOD RW: 22.1%
>
B N

7,9%

OTHER: 2,6&/_\ ’
(TTL FOOD 82.0%*
-0,9% -0,9% HOUSEHOLD; . V4
TTL FMCG TTL FOOD HBA HOUSEHOLD 7.6% ~ ., -
m2022 m2023 m2024 HBA: 8,4% ’
11.836 12.148

10.754 '
' ' FOOD FB;

59,9%

2022 2023 2024

mTTLFOOD mHBA HOUSEHOLD OTHER TTL FMCG
N Source: Circana InfoScan, HM/SM + Random Weight, Year 2024
lrcana. 7
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FMCG Value Sales Trends per Store Type Year 2024

All Shop Types improve their sales in Year 2024, more intense for Small and Hyper

&

|
v |

. Source: Circana InfoScan, HM/SM, Year 2024
ircana. Circana, |
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FMCG Value Sales Trends per Geo Year 2024

Crete and North Greece achieve more intense sales increase in Year 2024

Center : 13,7pp (+1,7%) "
T
Pel/sos : 8,9pp (+3,1%) % - Attica : 46,2pp (+2,0%)

Crete : 7,9pp (+5,2%)

»
N h Source: Circana InfoScan, HM/SM, Year 2024
(lcircana. ' & |
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FMCG Price Trends

Sales increase in Year 2024 both for Value and Units

7,5%

0,5%

2022

mircana

m Value = Unit m Price per Unit

9,3%

6,9%

2,5%

2023

6,6%

2.6% 2,8%

-0,2%
2024

Source: Circana InfoScan, HM/SM, Year 2024
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FMCG Value and Unit Monthly Trends

Slight Price per Unit decrease during the last months

YR 2022: +7.5%
YR 2023: +9.3%
YR 2024: +2.6%

—Value Sales trend vs. Year Ago ~ =—Unit Sales trend vs. Year Ago

16,3%
10,9%0,8% 1,7°41,692,0%0,0% 0,9% >0 11,7%0,591.041,1%0,0903%  99% g
’ ! ’ , %

7,4%

,2%1,3%

%439 5.7%
(0% 2,5%3,0% 425 43% 79 g -~

0,8%0,5%.0,55, 1747 1,2%0,5%

40% 6,6%
-6,6%
12 L 2 92 2 Vv L 2 Vv L 2 L > %) > > %) %) %) %) %) > %) %) Y Y Y X X Y I X Y x Y X
V\,LQ"L% U Q:LQ(L Q\,LQ’L \\,LQWV\,LQ‘L \:L@«Q Q’LQ Q"L\ U ,LQ"L G%Qm$q§1« %‘L@' ,.LQ'L Qﬂ'@’ *%QQ«$%Q(1« ,LQ‘I« (;LQ‘LQ(LQ"L \,L@«\\,LQ'L ()rLQ‘L$q§L %‘-LQ(L Q:L@« Q\%Q%*WQ%$WQ% \\,LQ‘]« (;L@’Q'L@' (LQ‘]« ‘-LQ(L Q’,LQ’L
N\ AN SN AR D R N\ i S N N N S S\ A N N N o N N R LA NN AN N R N o R\

PPU trend

Source: Circana InfoScan, HM/SM, Year 2024
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Giga Categories Value Sales Trend

Food is the Category which contributes to total FMCG growth in Year 2024

Food Health & Beauty Household

Source: Circana InfoScan, HM/SM , Year 2024

)))ﬁ)hrca na
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Giga Categories Unit Sales Trend

All 3 Categories improved their Unit sales in Year 2024

Food Health & Beauty Household

Source: Circana InfoScan, HM/SM , Year 2024

)))ﬁ)hrca na
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Categories Value Sales Trend Year 2024

All Food Categories manage sales increase in Year 2024. More intense for Non Alcoholic Bevs and Frozen

Value Sales Trend 2024

13% 3,3% 3,8% 5,0% 3,9%
S —— I [ ] I
. — o
] .".
PACKAGED FOOD SNACKS DAIRY FROZEN COOKING AIDS,
FOOD INGREDIENTS &
CONDIMENTS

Value Sales Trend 2023

6,9% 7,5% 7,1%
e B B = =

@Qirccna

6,1% 4,4% 2,3%
O ]

SEIN

NON ALCOHOLIC  ALCOHOL DRINKS ~ PERSONAL CARE &
BEVERAGES BEAUTY
11,5% 8.2% 10,0%

- % 1 A9
_4'3% 015 o 1,4/0
P O/ 0
o“ o °
B (i
PERSONAL  HOUSEHOLD CLEANERS & OTHER HOUSEHOLD
HYGIENE DETERGENTS PRODUCTS
0 11,8%
7,0% 5,9%

Source: Circana InfoScan, HM/SM, Year 2024
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FMCG Unit Sales Trend Year 2024

All Categories manage sales increase in Year 2024. More intense for Dairy, Alcohol and Frozen

Unit Sales Trend 2024

1,3% 0,2%

g ca

PACKAGED FOOD SNACKS

Unit Sales Trend 2023

4,9%

1,1%
I -

@Qirccna

6,1%

DAIRY

3,3%

5,0% 4,6% 5,1% 4,2%

18%
]

J o | -
& Q .
2.
L
FROZEN COOKING AIDS, NON ALCOHOLIC  ALCOHOL DRINKS ~ PERSONAL CARE &
FOOD INGREDIENTS & BEVERAGES BEAUTY
CONDIMENTS
4,9% 4,8%
2,1%
B .
I ]
-1,0% -1,6%

1,9% 2,8% 0,3%

= [\
; O/ 0
O° o
=) i
PERSONAL HOUSEHOLD CLEANERS & OTHER HOUSEHOLD
HYGIENE DETERGENTS PRODUCTS
18% 1.0% 12%
|

Source: Circana InfoScan, HM/SM, Year 2024
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PL and Branded Value Shares and Trends

More intense Sales increase for PL in Year 2024

mPL m BRANDED
+8.6% +2.0%
74,2 73,7 73,3

+11.4% +4.4%
25,8 26,3 26,7

YEAR 2022 YEAR 2023 YEAR 2024
N Source: Circana InfoScan, HM/SM, Year 2024
ircanda.
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PL Value Share per Giga Category

PL’s share reports increase in Year 2024 due to Food

mYEAR 2022 m YEAR 2023 YEAR 2024

o G

26,7

TOTAL FMCG FOOD HOUSEHOLD

N Source: Circana InfoScan, HM/SM, Year 2024
ircanda. . . . .
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%Value Sales due to Temporary Price Reduction

Slight promo intensity increase for Total FMCG in Year 2024 for all 3 Categories

mYEAR 2022 mYEAR 2023 YEAR 2024

0.4pp
0.4pp 0.3pp

254 258 25,3
22'5 I 22’0 I

TOTAL FMCG FOOD HBA
N

= A

28,7 28,3 28,8

@irccna.

0.4pp

HOUSEHOLD

Source: Circana InfoScan, HM/SM, Year 2024
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Price per Unit per Giga Category
Price decrease for HBA and Household in Year 2024

mYEAR 2022 mYEAR 2023 YEAR 2024

306
-0.2% 0.7%
213 212
1,99 I 187 1,99 2,00

TOTAL FMCG FOOD HBA

@ircana.

-3.9%

3,25

313

-2.3%
268 262

2,48

HOUSEHOLD

Source: Circana InfoScan, HM/SM, Year 2024
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Price per Unit per Category

Snacks, Cooking Aids and Non Alcohol Bevs are the only Categories with increasing Prices in Year 2024

Price per Unit

1,96 1,96 2,25 2,20

1,38 1,42
BN m= B

PACKAGED FOOD SNACKS DAIRY

Price evolution

3,1%
- —
0,0%
’ 21%
PACKAGED FOOD SNACKS DAIRY

@irccna.

® YEAR 2023 = YEAR 2024

12 0
3,81 3,81 4, 4,09
3,21 3,16 3,30 3,10 3,60 3,49

I 1,91 1,95 1,72 1,74 1,88 1,85

FROZEN FOOD COOKING AIDS, NON ALCOHOLIC ~ ALCOHOL ~ PERSONAL CARE ~ PERSONAL  HOUSEHOLD OTHER
INGREDIENTS &  BEVERAGES DRINKS & BEAUTY HYGIENE ~ CLEANERS&  HOUSEHOLD
CONDIMENTS DETERGENTS  PRODUCTS
2,1% 1,4%
— — — ] |
0.0% 0,7% -1,8% - — 1,7%
0% -3,2% /%
6,1%
FROZEN FOOD  COOKING AIDS, NON ALCOHOLIC ALCOHOL DRINKS PERSONAL CARE PERSONAL HOUSEHOLD OTHER
INGREDIENTS & BEVERAGES & BEAUTY HYGIENE CLEANERS & HOUSEHOLD
CONDIMENTS DETERGENTS PRODUCTS

Source: Circana InfoScan, HM/SM, Year 2024
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Random Weight Value Sales Trend

Dairy and Cold Cuts are the only declining Categories in Year 2024

®mYEAR 2023 = YEAR 2024 Year 2024 Contribution

salads cold cuts

17,79 17,89 07% _S4E other
16,7% 16,9% 1% 8% 9.7%
14,8% . -
dairy
23,8%
8,1%
6.2% 6.7% 6,3% 5,9%
3,0% 3,2% I 3,7% ve%%tgbles
' %
| ] 0,4% . :
fish
4,6%
-3,3% '
meat
hicken
410,29 19,4% ¢
10,2% ) 8,0%
vegetables  chicken meat fish dairy salads cold cuts other

N Source: Circana Random Weight, Year 2024
ircanada. 2

Circana, Inc. and Circana Group, L.P. | Proprietary and confidential



iIrcand

C

)



	Presentation
	Slide 1: MARKET VIEW December 2024
	Slide 2: Study ID
	Slide 3
	Slide 4: Greek Economy 
	Slide 5
	Slide 6: FMCG Value Sales Trend - Year 2024
	Slide 7: FMCG Value Sales Trend – Year 2024 
	Slide 8
	Slide 9: FMCG Value Sales Trends per Store Type Year 2024
	Slide 10: FMCG Value Sales Trends per Geo Year 2024
	Slide 11: FMCG Price Trends 
	Slide 12: FMCG Value and Unit Monthly Trends   
	Slide 13
	Slide 14: Giga Categories Value Sales Trend
	Slide 15: Giga Categories Unit Sales Trend 
	Slide 16: Categories Value Sales Trend Year 2024 
	Slide 17: FMCG Unit Sales Trend Year 2024 
	Slide 18
	Slide 19: PL and Branded Value Shares and Trends
	Slide 20: PL Value Share per Giga Category
	Slide 21
	Slide 22: %Value Sales due to Temporary Price Reduction
	Slide 23: Price per Unit per Giga Category
	Slide 24: Price per Unit per Category
	Slide 25
	Slide 26: Random Weight Value Sales Trend  
	Slide 27


