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Study ID

01

Value and Units Sales Trends:

Super/Hyper Markets FMCG

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)

04

YR 2022 vs YR 21
YTD July 2023 vs YTD July 2022
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Greek Economy

GDP

Jan-
Mar
2023 vs
Jan-
Mar
2014 2015 2016 2017 2018 2019 2020 2021 2022 2022
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1,8% 02

INFLATION RATE TREND
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2023 vs
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2022

@@3&cana.

RETAIL TURNOVER INDEX (w.0 AUTOMOTIVE FUEL)

Jan-Jun
2023 vs
Jan-Jun
2014 2015 2016 2017 2018 2019 2020 2021 2022 2022

108% 939
3% 739

wma HER
— | I

m -0,8% -0,6% -0,2%
UNEMPLOYMENT

26,5% 25,0% 235% o1 .

18,0% 16,7% %
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Source: ELSTAT (latest available period/provisional data
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FMCG Value Sales Trend — YTD 23

All 3 Categories (Food, HBA & Household) improve their sales in YTD 23

9,8%

7,4%

0,1%

TTL FMCG

@ircana.

103%
9,6%
8,4%
4,8%
3,5%
0'7% I
3,0% 2,5%
FOOD HBA HOUSEHOLD

2021 m 2022 =YTD23

10,8%

YTD Value Contribution

2,5

N\

m FOOD = HBA = HOUSEHOLD = OTHERS

Source: Circana InfoScan, HM/SM, YTD July 23

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

6



Total Greece Value Sales in million €

Total Value Sales of Year 2022 exceeded 8,4 hillions

7.809

YEAR 2020

@ircana.

+0.1%

7.819

YEAR 2021

m FOOD

+7.4%

HBA m HOUSEHOLD

8.401

YEAR 2022

OTHER

TOTAL

+9.8%

5.152
4.692

463 |

YTD,YA YTD

Source: Circana InfoScan, HM/SM, YTD July 23
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FMCG Value Sales Trends per Store Type
Small and Hyper SMs succeed the highest increase in YTD 23
P /s/\/‘
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@. Source: Circana InfoScan, HM/SM, YTD July 23
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FMCG Value Sales Trends per Geo YTD 23

Crete and Pel/sos improve their sales in a more intense way

Center : 13,7pp (+8,8%) '
’!4 <>
*‘*k‘
“

f“‘\
.‘ Attica : 47,1pp (+8,8%)
Pel/sos : 8,7pp (+11,4%) w M—

Crete: 7,5pp (+17,7%)

Circana,

In

Source: Circana InfoScan, HM/SM, YTD July 23

c. and Circana Group, L.P. | Proprietary and confidential 9



FMCG Price Trends

Increased prices in YTD 23 by 9,2%

m Value = Unit = Price per Unit

9,8%
9,2%

7,4%
6,9%

2,2%

0,5% 0,6%

0,1%

-2,0%

2021 2022 YTD 2023

. Source: Circana InfoScan, HM/SM, YTD July 23
Ircana.
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FMCG Value and Unit Monthly Trends

Price increase for last month by 6,4%
YR 2021: +0.1%
YR 2022: +7.4%
YTD 2023: +9.8%

—Value Sales trend vs. Year Ago ~ =——Unit Sales trend vs. Year Ago 16,4%
10,9%10,8%11,6%11,5%12,0%7.0,8%10,9% 2+

13,5%
0% 55% 4,9% —

3,6%
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11,7%10,5%11,0%11,1%

5,0% 4,2%
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0,6
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Source: Circana InfoScan, HM/SM, YTD July 23
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Giga Categories Value Sales Trend
HBA and Household demonstrate double digit growth in YTD 23

Food Health & Beauty Household

Source: Circana InfoScan, HM/SM, YTD July 23
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Giga Categories Unit Sales Trend
Food and HBA are slightly increasing their Unit Sales in YTD 23

Food Health & Beauty Household

Source: Circana InfoScan, HM/SM, YTD July 23
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Categories Value Sales Trend YTD 23

Regarding Food Categories, Dairy and Snacks demonstrate the highest increase in YTD 23

Value Sales Trend YTD 23

14,5% 13,0%

= N
L ]

[ ]

PACKAGED FOOD SNACKS DAIRY
Value Sales Trend 2022

9,6% 8,0% 9,2%

@irccna.

oliEs

COOKING AIDS,
INGREDIENTS &
CONDIMENTS

b g
|l Oo

NON ALCOHOLIC ~ ALCOHOL DRINKS ~ PERSONAL CARE &

11,8% 11,6%

9,5%

ul‘\ OP
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PERSONAL ~ HOUSEHOLD CLEANERS & OTHER HOUSEHOLD
HYGIENE DETERGENTS PRODUCTS

7,4%

2,3%
[ ]

95,3%

Source: Circana InfoScan, HM/SM, YTD July 23
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FMCG Unit Sales Trend YTD 23

Snacking and Beverages are the champions in YTD 23 in terms of Units

Unit Sales Trend YTD 23
4,7% 3,5% 0
0,3% , 1,9%
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CONDIMENTS
Unit Sales Trend 2022
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2,1% 0.3%
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PERSONAL ~ HOUSEHOLD CLEANERS & OTHER HOUSEHOLD

HYGIENE DETERGENTS PRODUCTS
3,99 3,2%
3.9% 5,3% 3,2%

Source: Circana InfoScan, HM/SM, YTD July 23
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PL and Branded Value Shares and Trends

Since 2020, PL increased its Contribution by 2p.p. Moreover in YTD 23 achieve double digit growth

mPL m BRANDED
+1.1% +4.3% +8.6%
74,2 73,8

+17.7%

75,7 76,4 74.6
-2.8% +13.3%

YEAR 2020 YEAR 2021 YEAR 2022 YTD,YA YTD
o Source: Circana InfoScan, HM/SM, YTD July 23
ircanda.
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PL Value Share per Giga Category

PL's share reports a significant increase in YR 2022 in all Giga categories and maintains momentum in YTD 23

®w YEAR2021 mYEAR2022 mYTD'22 = YTD'23

o Q

26,2

l

TOTAL FMCG FOOD HOUSEHOLD

o Source: Circana InfoScan, HM/SM, YTD July 23
ircanda. . . . .

Circana, Inc. and Circana Group, L.P. | Proprietary and confidential 19



/fPr omo
“Pressure




%Value Sales due to Temporary Price Reduction

Increased promo intensity for Total FMCG in YTD 23 due to Food & Household

= YEAR 2021 mYEAR2022 wmYTD22 =YTD23

-0.8pp
3.6
3pp 3.5pp 29,0 W
: |||
TOTAL FMCG FOOD HBA HOUSEHOLD

N

=

o Source: Circana InfoScan, HM/SM, YTD July 23
ircanda. . . . .
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Price per Unit per Giga Category
More intense Price increase for Household in YTD 23

= YEAR 2021 mYEAR2022 mYTD22 =YTD?23

+9.7%
3,26
305 547 +12.0%
2,81 '

+9.2% 0 247 2'68

+8.9% 208 , 2,39

2,11 )
1,86 i 1,94 18 g
TOTAL FMCG FOOD HBA HOUSEHOLD

o Source: Circana InfoScan, HM/SM, YTD July 23
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Price per Unit per Category

Regarding Food Categories, Dairy presents the highest price increase in YTD 23

Price per Unit mYTD22 =YTD23
3,84 4,01
3,12 343 290 319 302 333 320
1,96 2,02 227 187 1,88
1,81 123 135 1,69 L 1,60 1,71 1,72 1,
PACKAGED FOOD SNACKS DAIRY FROZEN FOOD COOKING AIDS, NON ALCOHOLIC ALCOHOL PERSONAL CARE  PERSONAL HOUSEHOLD OTHER
INGREDIENTS & BEVERAGES DRINKS & BEAUTY HYGIENE CLEANERS & HOUSEHOLD
. . CONDIMENTS DETERGENTS PRODUCTS
Price evolution
12.7% 0 13,9%
8.39% 9,4% 9,9% 10,3% ) 9,2% 10,1% 9,8%
. 6 9%
PACKAGED FOOD SNACKS DAIRY 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, YTD July 23
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