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Recommendations

'Recommendations lead to sales. Word of mouth is the most effective form of

marketing in the estimation of 64% of marketing executives.

Recommendations from friends and family are more trustworthy than all other
forms of advertising to 92% of consumers, according to Nielsen.
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Among the strongest digital trends in 2021

Q eMarketerRretaiL Vanuary 24, 2021

(More) digital trends for 2021: Influencer- and
user-generated content

By Jeremy Goldman
Influencer- and user-generated content

In the year ahead, there will be a big pivot to more user-generated
content in marketing. There’s not a lot of original content being

produced by advertising agencies because of the pandemic.
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Power Tracker / Profile of the consumer survey

Ongoing survey conducted on monthly basis since October 2020.

Method: Online/CAWI interviews by employing structured questionnaire. Respondents were drawn by

HRH’s proprietary on line panel consisting of more than 12k panellists.
Target group: males & females aged 25-54, category users*, nationwide.

Sample Size YTD Nov20: n=1.430.

*category users = household decision makers of energy supplier.
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Demographics

YTD Nov20 n=1.430

Q0

= Mal m25-34 m Northern Greece
ale
m 35-44 | Ce.nt.ral Greece
® Female 45-54 m Attiki

B Aegean islands/Crete
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Power Tracker - Energy Companies / Contents

Basic Measures
Intention to recommend — NPS
Special Analysis (CATA, BEST-WORST)



BASIC MEASURES

Awareness | Top of Mind, Total spontaneous, Total Awareness
Usage | Current users, Lapsed, Prospects, Rejecters
Consideration

Brand Image



Awareness : Total (unaided & prompted)

DEI
PROTERGIA
FYSIKO AERIO
HERON

WATT + VOLT
ZENITH
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NRG
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ELPEDISON
PETROGAZ ENERGY
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WE ENERGY
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YTD Nov20

% of respondents

Evolution of Total Awareness
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Base: category users, YTD Nov20 n=1.430
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Usage : Current energy supplier at home/country house

DEI

FYSIKO AERIO
ZENITH
PROTERGIA
HERON

WATT + VOLT
NRG

VOLTON
VOLTERRA
PETROGAZ ENERGY
ELIN

EFA

WE ENERGY

YTD Nov20

% of respondents

9
8
6
5
3
3
2
2
1
1

Q. What is your relationship with the following energy companies (electricity and/or gas suppliers)?

20

15

10

Evolution of Current Energy Supplier

% of respondents

Scale
for DEI
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° OCT20 n=609 NOV20 n=821

FYSIKO AERIO 13 13
HERON
NRG
PROTERGIA 9
VOLTON 3 3

e e= 7ZENITH 13 12
DEI 67 62

Base: category users, YTD Nov20 n=1.430

mediarisk

Hevenic Rgsearch House

9



Intention to change energy supplier (very likely/likely)

Evolution of Switchers

% of respondents

100
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Oct20 n=609 Nov20 n=821

HELLEMCMARCH HOUSE Q. Do you plan to change energy supplier in the next 12 months? (very likely/likely) med |O rlS K 10




Consideration : Energy supplier more likely to switch to / would consider
switching if they were to

YTD Nov20

% of respondents

Company A
Company B
Company C
Company D
Company E
Company F
Company G
Company H

Company |
Company J
Company K

Company L

Company M | g
Base: category users, YTD Nov20 n=1.430
HELLEN|C%EARCH HOUSE Q. You mentioned it is possible to change energy supplier the next year, Which energy company/companies are you thinking of? / Assuming | ed Iaris K 11

that you have currently decided to change your energy supplier, which energy company would you consider cooperating with?




INTENTION TO RECOMMEND - NET PROMOTER SCORE (NPS)-Energy

Companies

What is NPS

Intention to recommend
NPS by Company

NPS by consumer group

Brand image by NPS segment
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Net Promoter Score / How it is calculated

The NPS is calculated based on the question:
How possible is it for you to recommend a friend or relative the brand X;»

Not at all possible Extremely possible
0] 1 2 3 4 5 6 7 9 10
L ) \ )
T |
Detractors Promoters

* Promoters (grades 9-10) are loyal, advocators, who will continue to buy and recommend the brand, fueling its growth.
» Passives (grades 7-8) are satisfied but not enthusiastic customers, vulnerable to price offers.

» Detractors (grades 0-6) are dissatisfied customers. who can damage the brand’s reputation & hinder growth through negative
feedback.

NPS (Net Promoter Score) = % Promoters - % Detractors

Hevwenic Research House Mmediarisk 1



Intention to Recommend & NPS

YTD Nov20
% of respondents

NPS: 3
NPS weighted average: -19.9

Detractors
32%

)

7 8 8
2 o m e B HB
s _ BN e

Promoters
34%
A

Passives | \
34%

(—A—\

19
15
I :

Not at all possible
Base: Current users or lapsed of Fysiko Aerio n=300
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7 8 9 10
| | | |

Extremely possible
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Brand “X” Image : Promoters vs Passives vs Detractors

YTD Nov20
% of respondents

. 90
delicious 70
I 58

. . I 30
high quality 4 59
]

I 56
45
I 35
I 56
42
I 38

I 56

value for money - 38
]

I 47
31

I 31

I 45

22
I 16

affordable

greek brand

find them in all the usual points of sale

wide range of products

. . I 19
practical packaging [ 69 = Promoters (n=550) 510
) I 17 Passives (n=334) 32%
recyclable packaging 9
: 56 m Detractors (n=163) = 16%
organic products I22

Base: Those having bought the brand in the last year — YTD Nov20

HeLeenic MARCH HOUSE  @. Which of the following atiributes do you think ft....? mediarisk
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Sentiment

% of respondents

Fysiko Aerio Users

% of respondents

Promoters
n=75

® positive

» positive & negative

® negative ‘ bace
’ assives

= neutral / n=53

= DK/NA

&

HELLEN|C%ARCH HOUSE Q. What is the main reason you say that for Fysiko Aerio (Likelihood of recommending/ not recommending)? N |ed (@] FISK 16

Base: Nov20 n=173




Verbatim
Eival @BnvéTepn etaipia Tapoxng
evEpyelag. YTTapxouv TTAEOV TTIEPOXOI HE TIOAU
Eival oikovopikr Kal QIAIKR TTpog T0 AVTOYWVIOTIKEC TINES KOl GUVSUAOTIKA
TEPIBAAAOV. TTOKETA PE PEUA, TIOAU CUPQEPOVTA.
"‘Exel TTOAU KOAr €EuTTNPETNON KOIVOU.

T~ Detractor
_\/ Promoter

‘ETTPETTE VA £€XOUV PJEYOAUTEPO DIKTUO

EykataoTdoeig, ECuttnpétnon, TiHoAGYIO

o —
—— Detractor
Promoter
MO6AIg GAAaEa TNV oUVOECDT] JOU OTNV ETAIPEIQ AUTH. EIMAI EYXAPIZTHMENH AINO THN KAGAPIOTHTA TOY
@aiveral KOAA Kal aTTé QiAN PJOU TTOU TNV £XEI, £XEI MEIVE MEPIBAAAONTOZX MOY EXEI EMITEYX®EI ME TH
IKAVOTTOINUEVN. XPHZH ®YZIKOY AEPIOY KAI AlNMO THN EQZ >TIFMH
Promoter MAPOXH. ©A HOEAA NATINEI ZYM®EPOTEPO AlO
OIKONOMIKH MAEYPA TO TIMOAOTIO TOYZ
T o~ Promoter

mediaris 17
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7,

Verbatim -

Eipar TTeAGTNG TOUG, OAAG Bev EXw Ol
KATTOI0 OUCIACTIKA MEiWON OTO
Aoyapiacuo Jou.

Marti evw ival KaAr kal agiommoTn,

UTTAPXOUV TTIO OIKOVOUIKEG ETTINOYEG Kl KUPIWG
yIaTl N €EUTTNEETNON TTEAATWV gival XAAIQ, dev
TOUG BpioKeIg TTOTE, oou Aéve Ba KaAéoouv TTiow
oTav éxeIg éva aitnua/TTPORANPa Kal v KOAOUV
TTOTE, KATT

_—\\/

AVTaYWVIOTEG TINEG Eival TTOAU OIKOVOUIK)
—_— —
‘EXE€l Kal TTOKETO YIa aoQAAEIQ
TTEPIEXOMEVOU OTO OTTITI
— Oa emBuPoUCca PIKPOTEPES XPEWOEIG! Exel UPnAEC TIEC.
— —_—

KAAH ETAIPEIA AAAA ZTHN ENMIKOINQNIA, EITE

Eival eymmoTtoolvng Kai n TTpwTn €TaIpEia TTou ByNKeE
THAE®QNIKA EITE AIA ZQ¥HZ XPHZEI BEATIQXEQN..

oTnv ayopd

mediarisk 18
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Intention to Recommend & NPS

YTD Nov20 NPS
% of respondents Net Promoter Score(NPS) =
%Promoters (9-10) - %Detractors (0-6)

Company G ™= :
Company F ™12 a1
Company £ ™1 :
CompanyD ™3 4
Company C 8 £
Companys 3 £
Company A ™15 4

m Detractors = Passives = Promoters NPS weighted average: -19.0

Base: Current users or lapsed of energy suppliers

g Q. How likely is it that you would recommend the energy company... to a m H 1
HELLEN'CMARCH HOUSE friend/acquaintance/relative (scale 0-10 /extremely unlikely-extremely likely) ed IO rISK 19




Brand Image

Company

A

YTD Nov20

Company

B

Company

C

Company

D

Company

E

F

Company

BASE:

%

%

%

%

%

%

Reliable, trustworthy 64 62 55 57 64 66
Competitive prices for electricity & natural gas 48 13 64 57 58 50
Greek company 32 42 18 11 23 8
Friendly & helpful personnel 30 11 26 29 33 20
Reliable technical support 30 30 18 15 21 18
Ease of communication with a representative 27 18 32 26 34 23
Wide range of products/packages 24 11 31 18 38 23
Reliable & functional website 17 15 30 20 31 17
Extensive branch network 11 40 10 3 12 15
Reliable & functional mobile app 10 7 18 21 27 11

Base: Current users or lapsed of energy suppliers

mediarisk
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Brand Image, Company X : Promoters vs Detractors and Passives

YTD Nov20
% of respondents

I 30

Reliable, trustworthy = 57
|

I 69

Competitive in electricity & natural gas prices e 48
]
I 46
i 30
Friendly & helpful personnel - am
o ) . I 44
Ease of communication with a representative 1
I /4
' i 27
Reliable technical support 18
I 41
Greek company 25 2
|
. I 20
25
Wide range of products/packages .
. . . I 23
17 =
Reliable & functional website — 10 = Promoters (n=121)
, I 15 Passives (n=89
Extensive branch network 10 ( )
. 5 = Detractors (n=90)
. . I 15
Reliable & functional app 3
12

HELLENK_‘/%EARCH HOUSE Q. Which of the following attributes do you think fit the energy company.....? med |O rlS K 21



SPECIAL ANALYSIS — Energy Companies

What is BEST-WORST experiment
Results from BW

What is CATA methodology
Results from CATA

22



BEST- WORST (Max-Diff)/ The experiment

A BWS experiment involves the revealed elicitation of product attributes that drive
consumer preference for a product in a way that imitates as realistically as possible
the attribute-related trade-off that consumers undergo in their decision making in a
retail setting.

Respondents see a number of attributes in combinations and are asked to choose
from each combination the ‘more’ and the ‘less’ important attribute. The process is
repeated so that the attributes are displayed in a specific order & frequency. The
BWS’ outcome is the ranking of the characteristics from the most to the least
preferred. The ranking is done using special software and reveals the characteristics-
drivers of the purchasing preference. The important thing in this technique is the
choice of attributes and the combinations design.

Less important More important

o Preferred brand of my company o
o Good price o
o Nice taste o

Advantages of BWS over a simple
ranking or a traditional rating scale.

v Always generates discriminating results
by forcing people to choose a Best and
a Worst option

v People are good at identifying extremes
but less accurate when evaluating
items of similar importance

v' It provides elicited rather than stated
attribute ranking

v BWS questionnaires are relatively easy
for most respondents to understand
and answer, even with long list of
attributes to be evaluated

v |t eliminates scale use bias and the
results are not subject to cultural
differences.

mediarisk 23
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Purchase Drivers :

Total Category Brand X promoters

Reiabl, rushworty Retabl, rustworry N o'

Competitive prices for electricity & natural gas 0480

Competitive prices for electricity & natural gas j 0503

i i 0333
Reliable technical support | N Reliable technical support | N MM ¢ - t
Ease of communication with a rep I oo Ease of communication with a rep | N ARNNNEEEE o 250

Wide range of products/packages - 0.058 -0.020 Wide range of products/p§ fkages

o]
-0.223 Friendly & helpful personnel -0.143 Friendly & helpful personnel
-0. Reliable & functional website -0.220 Reliable & functional website
-0.334 Extensive branch network -0.347 Extensive branch network
_0.352 Greek company -0373 Greek company
0463 Reliable & functional app 0520 Reliable & functional app

Hevwenic Research House mediarisk 2z




CATA / The methodology

Check-all-that-apply (CATA) questions have widespread use in market research. A typical CATA question asks the respondent to
assign a number of characteristics/descriptors to a brand/product and looks something like this, repeated for the number of brands
being evaluated:

Q: Please check all of the characteristics listed below that you feel apply to Brand 1.

O Reliable O Accessible O Specialized O Supportive
O Trustworthy O Rare O Available O Friendly

O Expensive O Prestigious O Innovative O Responsive

The data obtained can be used to create a perceptual map by first calculating the utility scores (coefficients) of each product for
each descriptor. The map is a way to visualize association between brand/product and characteristic/descriptor by showing the
relative positions of the different descriptors in a multi-dimensional space. Please note that the axes themselves do not have a
literal meaning and all calculations are based on relative distances, rather than absolute positions. The closer any two descriptors
are in this space the more related they are in the respondents perception and the closer a brand is to a descriptor the more this
descriptor applies to the brand. Typical outputs are shown in the following slides.

Hevenic Rgsearch House mediarisk 2




CATA anaIySiS Total, n=1.364

(axes F1 and F2: 74,89 %)

Eival pia apiywg eAAnvIkn eTaipeia

b ‘Exe1 a§I0mIoTEG TEXVIKEG

‘EX€El EKTETAPEVO OIKTUO UTTOKATAOTAUATWY o < AN UTTNPEC iag UTTOOT r']p|§ng ‘Exel HEYAAN ch'(pu/anl)\ic TTAKETWV
UTTNPETILV

Eivail elkoAo va emmikoivwvAow padl Tng étav
N Xpeiddoyal

‘Exer agiémmoTo kal AeItoupyiké odiT

AEH

N .
- N Protergia
§ Duoiké agplo ° N * HPON ‘Exel TTpooWwTTIKG QIAIKG Kal EUTTNPETIKO
: 1 - 1 ‘Exel agIommoTn Kal AEITOUpYIKA Epapuoyn oTo
o Eivai ai6miorn Volton KvT6 (app)
Zeni@ ° Nrg o . .
Eivai AVTAYWVIOTIKN OTIG

T TINEG PEUMATOG KAl PUGIKOU
aEPIOU TTOU TTPOCPEPEI

v F1 (50,61 %) o
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CATA analysis

Total, n=1.204

(axes F1 and F2: 87,65 %)

EURONICS

ELECTRONET | -

[ ] 7’

e expert

AVAKEI O€ P10 QPEIYWG EAANVIKE ETAIPEia

€UKOAO va ETTIKOIVWVAOW HEOW TNAEPWVO
n péow odit,
UTTNPECIEG META TRV TTWANON
agIémOoTO K hisovol
TapéVo OIKTUO KATOOTNHATWY

Plaisio

° °
TIPOCGLTTIKO PIAIKO Kol ESUTTNPETI

€UKOAO 0TV TTAOryNON Kal ypriyopo e-shg

F2 (19,47 %)

©

welcomestores N

1'rpocrw1;|K6 Tou yvwpidel Ta TPoioy
GUVOAIKA pIa EuXApIoTn ETTEIPIa ayogn
Kdaua/TroikiAia TTpoiov|

Praktiker * Media Mar

KATAOTNMO HE EUXAPIOTO KAl AEITOUPYIK!

N TTePIBAANOV

N AVTOYWVICTIKEG TIMEG

€UKOAN TTpoaBacn kai parking

Tol
as
TwvV

Hevwenic Research House

F1 (68,17 %)
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Kivnt TNAcpwvia — Tele A promoters & passives vs Tele_B & Tele C detractors
Perceptions of Tele_B & Tele_C detractors about Tele_A

—
- ~

(axes F1 and F2: 100,00 %)

Agi61mioTo mobile internet

Tele_A promoters

. . . °
=ekGBapeg & KATAVONTEG XPEWTEIG
Mpoo@épel EUENIKTO Kal OIKOVOUIKG
OUVOUOOTIKO TTAKETA

KaAr TToi6tnTa opiAiag

2UVOAIKA KOAT eEUTTNPETNON

 %@ch0 SIadIKTUOKG Péoa

e ~
/ &
P 7 TexvoAoyIKA TTponNyEévVn Kal KaIvoToua v A
/ EkTeTapévo BiKTUO KOTAOTNHATWYV \
/ \}
/
/
/ \
1
|
Q I+ Tele B & Tele C detractors I
& ! l
8 \ /
o \ 7
\ /
\ /
\ /
N K&An kdAuyn SikTUou 7 /7
'
~ - _ -

\~_.——

Tele_A passives

ECUTITIPETTIOG TTEATTWOV

KaAn Texvikr utroaTipign

AgI6TTIOTN eTaIpEia

° priyopo mobile internet

Mpoo@épel EUEANIKTA KAl OIKOVOUIKG
TTaKETa

F1 (67,18 %)
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BEST- WORST ATTRIBUTE (Max-Diff)

A Bank’s map from the past, example of expected results
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To cloud Twv 6pwv TTOU XpPNnoiyoTtrolouy. MNapadceiyua amod Epeuva COVID-19 — Mdiog & louv. 2020
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Q1la. Moto €ivat to KUPLO cuVALCONUA TTOU £XETE TWPA TIOU EXEL EEKWVAOEL N GPON TWV MEPLOPLOTIKWY LETPWV KATA TNG eEAmAwong tou Kopovoiou?

(avouytr epwtnon) Q1B_2. Mota amnd ta napakdtw cuvaloOnpaTo XETE TWPA TIOU £XEL EEKLVATEL N APOT TWV TIEPLOPLOTIKWY LETPWVY KATA TNG H :
Hevwenic ReSEarcH HOUSE  eximwons wov kopovaion? (ramamti eratovie mediarisk 4




©a PTTOPOUCANE TWPA VO TOUC TTPOCEYYIOOUUE?

» AUO OI10OpOUEC:

» CONTEXTUAL Targeting

» TNV €peuva, dciypa “GDPR compliant”, va evrotriooupe patterns
CUUTTEPIPOPWYV KaI VA TTapaxBouv eupuTepa

Similar audiences

Hevwenic Research House mediarisk s




[Mapadeiypa: MNpooeyyiloviag Toug Passives. Kal 60oug un-1reAATeG ivail
APVNTIKOI TTPOG TOUG TNAE-TTAPOXOUG TTOU £€XoUV onuepa: Attributes

KivnT ThAcpwvia — Tele A promoters & passives vs Tele B & Tele C detractors
Perceptions of Tele_B & Jele..C detractors about Tele (A

- ~
- ~ (axes F1 and F2: 100,00 %)
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7 - - .
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AvOpwTrol e idia dnNUoypPAPIKA, £XOUV TTOAU DIA@OPETIKA ACIOKA OUCTAMATA.
[Tx Eyw vs. Epeic

Social Participation Personal Expression
» Contributing o |

» Social causes « Me

* Helping and healing « Different

* Volunteering * Unique

« Affirmation * Provocative

» Social responsibility * Rejection of constrains

« Taking part * Protest

KaBe segmentation yiveral TTIo0 aTTOTEAECUATIKO, OO0 TTEPICCOTEPA
O1aPOPOTIOIA OTOIXEIA EVTOTTICOUE.

Hevenic Rgsearch House mediarisk




Deliverables:

NPS, CATA & IMPORTANCE MAP

AIAOHMIZH >THN TV

AIAOHMIZH >TA DIGITAL

FUTURELAB

We make customer-centricity happen ... profitably!

11l

Hevwenic Research House

Oploudg Twv TGs kar attributes/aglwv
TToU Ba Epouv Ta KAAUTEPQ.

Mnviaiog €Aeyxog av Ta KPIs Kivouv-
Tal CwaTd. Av val, €XOUPE optimum
[Micon, KaAuywn, Affinity? AnA. Media

YT1rooudadeg Tou TG Kal TTI0 £EATO-
MIKEUMEVA unvuuara (activations).

O1 ouvepydTeg pag arro BEAyio tTou
eI0IKEUOVTAI O€ TETOIQ projects.

Mmediarisk ss




FUTURELAB

[Tolol givail ol Promoters?

O1 ouvepyarteg Futurelab €xouv Bpel 0TI cuvBWCS UTTAPXOUV TTEPICCOTEPEC ATTO Hia
“Promoter personality”.

[1x, Mia TTOAU yVWOTH JAPKA QUTOKIVATWY oTn [eppavia, €XEl TPEIC:

- Evangelists
 Experts
« Want to be Influencer

To {nToupuevo: MNwcg evepyoTroIEic TNV KABE pia.

Hevenic Rgsearch House Mediarisk 4




2uvdéovTtac ye FUTURELAB expertise:

* [lpo@il Twv Promoters & Passives ‘ EVTOTTICOUME T KAVAAIQ TTPOCEYYIONG TOUG.

* Na 1TpocdiopicoulE TTOIO KATAOTAMATA Ba JEYIOTOTTOINOOUV TA give-away promos.

« [loia 1o Ta KATAOTHUATA Miag aAuaidag

* T[loia “drivers of recommendation” / TToia TTpocappoyn Tou PNVUPATOG.

« 2¢ [Ba6og avaAuon yia 1o TTpayuaTikd “value proposition”, 1o “yiati pag ayopalouv”
1O “cav TI” yag TTapoucialouy oTav JIAAVE yia EUAG.

« AcuTtepo etriredo: ‘Epeuva NPS kai otoug Alaveutropoug. Floor & managers. H
OTACN TOUG £XEI KPIOIUN oUvOeon WE TNV TOTTOBETNON, TNV TTPOWBNON KAl TIG
TTWANCEIG UAG.
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