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Trends for the Greek FMCG environment




Study ID

01

Value and Units Sales Trends:
Super/Hyper Markets FMCG

Random Weight Value Sales Trends :

Super/Hyper Markets

03

Greece Mainland & Crete + Islands

/Circana

02

Super/Hyper Markets

(Self-service retail stores with a central check-
out area and at least 2 cash registers)

04

YR 2025 vs YR 2024
YTD June 2026 vs YTD June 2025
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Greek Economy

GDP
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RETAIL TURNOVER INDEX (w.0 AUTOMOTIVE FUEL)

Jan-Mar
2026 vs
Jan-Mar
2017 2018 2019 2020 2021 2022 2023 2024 2025 2025

10,8% 939

0 8,0%
6,4% 5,2%
-0,2%
UNEMPLOYMENT
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Source: ELSTAT (latest available period/provisional data)
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/- Trends for
FMCG Market

Fixed Barcodes + Random Weight




FMCG Value Sales Trend - Year 2025 o

Growth by 6.1% for Total FMCG Market in 2025, coming from both Segments

mFB mRW OTOTAL FMCG

13,2%
97% 10,50/0

8,2%

6,1%

31% 32% 3,1%

2023 2024 2025
Value Sales (in Millions)

12.885 13.284 14.094

2023 2024 2025

Incl.
Islands
2025 Value Contribution
RANDOM
WEIGHT
FIXED BARCODE

77,6%

Source: Circana InfoScan, HM/SM + Random Weight, Year 2025
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Incl.
Islands

FMCG Value Sales Trend - YTD o

Increase for Total FMCG in YTD 26 (+5.8%) due to both Segments (more intense for RW)

mFB mRW OTOTAL FMCG . .
YTD 26 Value Contribution

2.1% 8,0%

5,9% 6,6% 5,1%
YTD 25 YTD 26

Value Sales (in Millions)

5,8% RANDOM

1.663

FIXED
BARCODE
76,9%

YTD 26

Source: Circana InfoScan, HM/SM + Random Weight, YTD June 26
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Incl.
Islands

FMCG Value Sales Trend — Year 202b o

Food contributed in a more intense way to Total FMCG growth in Year 2025

10,5% 10,7% 9,8%

o 0 2025 Value Contribution
6,1% 6,9 ()

3,1% 3,8%

2.1% 2.1%
- . FOOD RW: 22,4%
- " =,

o . OTHER: 2,0 — : N\
0,6% 0,5% Poc “ (TL FooD 82.6%-
TTL FMCG TTL FOOD HBA HOUSEHOLD HOUSEHOLD: . /
7.3% S =
m 2023 m2024 2025
HBA: 8.0%
12.885 13.284 14.094

/&/ FOOD FB;

60,2%

2023 2024 2025

mTTLFOOD mHBA HOUSEHOLD OTHER TTL FMCG
N Source: Circana InfoScan, HM/SM + Random Weight, Year 2025
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FMCG Value Sales Trend - YTD

Incl.
Islands

Food manages the highest increase in YTD 26. Better Performance for Non Food compared to previous Year

0 7,6%
6,6% 5,8% 6,2%
3,0% 3,5%
1,6% 1,3%
[ [
TTL FMCG TTL FOOD HBA HOUSEHOLD

mYTD25 =YTD 26

6.808 7.201

YTD 25 YTD 26
mTTLFOOD mHBA HOUSEHOLD OTHER TTL FMCG

@ircana

YTD 26 Value Contribution

FOOD RW; 23,1%
S

509 ’ A

OTHER; 2,0% A (7L ro0D 83,3% -

HOUSEHOLD; . =’
7,2% )

HBA; 7,8% ’

]

FOOD FB;
59,9%

Source: Circana InfoScan, HM/SM + Random Weight, YTD June 26
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FMCG Market

Fixed Barcodes




FMCG Value Sales Trends per Store Type YTD

All Shop Types achieve growth during YTD 26, less intense for Medium SMs

&

v | G
v |

Excl.
Islands

N Source: Circana InfoScan, HM/SM, YTD June 26
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FMCG Value Sales Trends per Geo YTD o

Center : 12,5pp (+6,2%) ?’%’b
’*ﬁqh
Pel/sos : 8,0pp (+5,0%)w “‘\ Attica : 43,3pp (+4,7%)

A

Incl.
Islands

Islands : 8,3pp (+6,3%)

Crete : 7,0pp (+5,3%)

Circana, Inc. an

Source: Circana InfoScan, HM/SM, YTD June 26
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FMCG Monthly Value Growth
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Incl.
Islands

FMCG Value Growth during Summers o

Intense growth during Summers for Islands and Crete

Value Growth Value Contribution

m CRETE mI[SLANDS = MAINLAND m CRETE mISLANDS = MAINLAND

23,1%

18,6%
15,5%

16,7% 17,4%
13,0%
11,4%
10,8% 10,1% ’
08'0% 7.2%
4,8% 5'7/"I390/ I 5,0%
I 1

Summer 2021 Summer 2022 Summer 2023 Summer 2024 Summer 2025 Summer 2021 Summer 2022 Summer 2023 Summer 2024 Summer 2025
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FMCG Price Trends » o

« Islands
More intense increase in Value during YTD 26

m Value = Unit = Price per Unit

5,5%
5,1%

3,7%
3,5%
3,2%

3,1%

1,7% 1,6%

-0,2%

2024 2025 YTD

. Source: Circana InfoScan, HM/SM, YTD June 26
Iircanda.
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Incl.
Islands

FMCG Value and Unit Monthly Trends o

Lower gap between value and unit growth during the last months

YR 2024: +3.1%

YR 2025: +5.5%
YTD 2026: +5.1%
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Incl.
Islands

Giga Categories Value Sales Trend ™

Food manages the highest increase in YTD 26

Food Health & Beauty Household

Source: Circana InfoScan, HM/SM, YTD June 26
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Incl.
Islands

Giga Categories Unit Sales Trend ™

Slower growth rate for Food Unit Sales, compared to its Values in YTD 26

Food Health & Beauty Household

Source: Circana InfoScan, HM/SM, YTD June 26
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Categories Value Sales Trend YTD

Value Sales improvement for all Categories (especially for Frozen & Dairy) in YTD 26
Value Sales Trend YTD 2026

Incl.
Islands

6,0% 2,4%
I
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—— ] —
[~ —— o
@ .-.
PACKAGED FOOD

4,0%
e R | - T
i Nos L\ ?P
Q@ Q =5 .. -
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SNACKS DAIRY FROZEN COOKING AIDS, NON ALCOHOLIC ALCOHOL DRINKS  PERSONAL CARE & PERSONAL HOUSEHOLD CLEANERS & OTHER HOUSEHOLD
FOOD INGREDIENTS & BEVERAGES BEAUTY HYGIENE DETERGENTS PRODUCTS
CONDIMENTS
Value Sales Trend 2025
% 0 0
5,0% 10,1% 8,5% 8,8% 7.5% 5.4% 7 ) 5o,
1,1%
@erca na.

1,8%

2,6%

Source: Circana InfoScan, HM/SM, YTD June 26
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FMCG Unit Sales Trend YTD

Significant growth for Frozen and Dairy, consistent with their values performance

Unit Sales Trend YTD 2026
7.6
2,3% 2,3%

(o) —
PACKAGED FOOD SNACKS
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[ I
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Incl.
Islands

2,3%

2,4% 3,2%
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ut-\ @) o@
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Source: Circana InfoScan, HM/SM, YTD June 26
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Incl.
Islands

PL and Branded Value Shares and Trends o

Almost same growth rate for PL and Branded in YTD 26

mPL m BRANDED
0,
+2.5% +4.0% +5.1%
732 727 728 72,7

+5.4%

+4.7% +7.5% 0

26,8 27,3 27,2 27,3
YEAR 2024 YEAR 2025 YTD 25 YTD 26

N Source: Circana InfoScan, HM/SM, YTD June 26
ircanda.
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PL Value Share per Giga Category

TOTAL FMCG

(@Dircana.

= YEAR 2024 mYEAR2025 wmYTD 2025

FOOD

YTD 2026

Incl.
Islands

HOUSEHOLD

Source: Circana InfoScan, HM/SM, YTD June 26

Circana, Inc. and Circana Group, L.P. | Proprietary and confidential 26



» » . » L .

rice Trends
ressure




%Value Sales due to Temporary Price Reduction

Increased promo intensity for Food in YTD 26

Incl.
m YEAR 2024 wmYEAR2025 mYTD 2025 YTD 2026 a Islands

+2.1pp

+1.6pp -1.7pp
26,3 274 +0.8pp
‘II‘II‘II |I\|I\II\ ||||I\||\ ‘ll 1
TOTAL FMCG FOOD HBA HOUSEHOLD

= m|4

N Source: Circana InfoScan, HM/SM, YTD June 26
ircanda. . . . .
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Incl.
Islands

Price per Unit per Giga Category o

Price increase for Food influences total FMCG in YTD 26

= YEAR 2024 mYEAR2025 mYTD25 =YTD 26

-0.2%
314 311 310 3,09 +0.7%
+1.6% +2.1% 263 262 261 262
213 217 215 28 201 206 2,04 2,08
TOTAL FMCG FOOD HBA HOUSEHOLD

N Source: Circana InfoScan, HM/SM, YTD June 26
ircanda.
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Price per Unit per Category

Incl.
Islands

Price increase for Non Alcohol and ,secondarily, for Snacking during YTD 26

Price per Unit

1,98 2,02 151 156

PACKAGED FOOD SNACKS

Price evolution

2,0% 3,3%
—— [ ]
PACKAGED SNACKS
FOOD

@irccna.

2,21 2,22

DAIRY

0,4%

DAIRY

mYTD 2025 = YTD 2026

3,86 3,86

I 1,86 1,86

FROZEN FOOD COOKING AIDS, NON ALCOHOLIC
BEVERAGES

INGREDIENTS &
CONDIMENTS

0,1% 0,1%

FROZEN FOOD COOKING AIDS, NON ALCOHOLIC
BEVERAGES

INGREDIENTS &
CONDIMENTS

310 311 309 308 >0 353
184 186
PERSONAL CARE  PERSONAL  HOUSEHOLD OTHER
& BEAUTY HYGIENE  CLEANERS&  HOUSEHOLD

DETERGENTS PRODUCTS

0,1% 0,8% 0.8%
-0,4%
PERSONAL CARE  PERSONAL HOUSEHOLD OTHER
& BEAUTY HYGIENE CLEANERS & HOUSEHOLD

DETERGENTS PRODUCTS
Source: Circana InfoScan, HM/SM, YTD June 26
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Random Weight Value Sales Trend

Incl.
Islands

Significant Value Growth during YTD 26 for Random Weight Products, except Dairy and Cold Cuts

m2025 = YTD 26

15,4% 15,6%
14,3%
11,1% 10,6% 11,4% 11,0%
8,7%
I 0 3%
-0,5%
vegetables  chicken meat fish dairy

(@Qirccna

6,3% 6,8%

salads

I-2,0°/o

-6,0%

cold cuts

11,6%11,6% dairy; 2or
+8.0%
fish; 5,5%

other

YTD 2026 Contribution

cold cuts;
salads; 4,4%
0,8% other; 9,9%

vegetables;
29,9%

meat; 21,0%
chicken; 8,2%

Source: Circana Random Weight,, YTD June 26
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eRetail Audit Panel Turnover

Sales Value

€160M

+2%

Monthly Sales Value & YoY Evolution

€27,6M €27,8M €27,1M €27,1M
€24,9M €25,7M ; :
o I - = PS . ®
+8,1%
+3,3% +3,5%
= H
-0,3% 0%
-4,7%
Jan Feb Mar Apr May Jun
convert

group

Sales Value Decomposition & Growth Drivers

Orders

-2%

YoY Evolution

Sales Value

+2%

YoY Evolution

Sales Value includes VAT. Based on data from eRetail Audit Panel.



ERETAIL AUDIT PANEL OVERVIEW S1 2026 ONLINE GROCERY TRENDS REPORT

Mega Categories Overview 1/2

Cleaning Products & Paper for Bottled Beverages, Soft
Fresh Food Basic Packaged Food Household Use Drinks, Water & Drink Mixes Frozen foods
Sales Value Weight Sales Value Weight Sales Value Weight Sales Value Weight Sales Value Weight

35% +1pp 21% Opp 14% Opp 11% Opp 6% Opp

YoY Evolution in Sales Value YoY Evolution in Sales Value YoY Evolution in Sales Value YoY Evolution in Sales Value YoY Evolution in Sales Value

+4% 0% +1% -3% +3%

Contribution to Growth Contribution to Growth Contribution to Growth Contribution to Growth Contribution to Growth

Based on data from eRetail Audit Panel.
convert _
group © 2025 Convert Group, All rights reserved



ERETAIL AUDIT PANEL OVERVIEW

Mega Categories Overview

Beauty & Health

Bakery

Baby & Kid

Pet Supplies

Sales Value Weight

6%

Opp

YoY Evolution in Sales Value

+1%

Contribution to Growth

Opp

convert
group

Sales Value Weight

4%

Opp

YoY Evolution in Sales Value

1%

Contribution to Growth

Opp

Sales Value Weight

3%

Opp

YoY Evolution in Sales Value

-9%

J F M A M J

Contribution to Growth

Opp

Sales Value Weight

1%

Opp

YoY Evolution in Sales Value

+11%

Contribution to Growth

Opp

S1 2026 ONLINE GROCERY TRENDS REPORT

2/2

Based on data from eRetail Audit Panel.
© 2025 Convert Group, All rights reserved



Thank
you

Vangelis Foskolos
Retail Sales & Insights Director

vangelis.foskolos@circana.com
+30 6944610786

Orestis Thomaidis
Retail Group Account Manager

orestis.thomaidis@circana.com
+30 6980636792

)ICircana
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