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Eival evOEIKTIKO OTI TO
TWV HEAWV
AI0IKNTIKWV ZUPBOUAIwV
nou eAaBav PEPOC o€
gpeuva TnG EY 10 2019,
EKTIMOUOCAV OTI O
EMIXEIPNOEIG TOUG

yia va
avTIHETWNIOOUV €va
oEvapIio

)

A/ deATio TUNou EY 11/01/2021

O Baepoq sTomomTaq TWV
snlxapnoswv AanoTEAECE
KpIO'I|JO napayovTta yia tn
dlaxeipion TWV ENNTWOEWV
TNG navonuiacg, JE HOAIG
va anavTtouv OTI €ixav

yia avaAoyecg d1aTapaxeg
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» To 72% twv eMXELPNOEWV avEdepav OTL N mavdnpuia eixe
OLPVNTIKEC EMUIMTWOELC 0TNV £PodLAOTIKA TouC aAuoida

P 57% QVTLUETWTILOAV SLaTapOaXEG OTLG AELTOUPYIES
epodLaotikAG alvoidag

» H opatotnta Kol N avOEKTIKATNTA, £YLVAV KUPLOPXEC
| TIPOTEPALOTNTEC TOUC EMOPEVOUC 12-36 HVEC

» 64% avapévouv enttayuveon touv Yngrakouv
METOOXNHOTLOMOV, Kal 52% £8paiwon tng autovouiog Twv
epodlaoctikwv aAvocidwv, pexpt 1o 2025

» H ravénuia €mAnée 3 otic 4 epodLaoTIKEC AAUGLOEC
(72%)

Source: EY research USA/ deATio TUnou EY 11/01/2021



[lolol Ta katagpepav ;

Enixelpnosic nou ixav,
ndn npo-kpiong,
eNevOUOEl OTOV WNPIaKo
METAOXNMATIONO TOUC
Kal TNV avapaeuion Twv
TEXVOAOYIK®WV UMNOJOUWYV

Kal unodouwv

KuBepvoao@paAelag Touqy

MNou €1Xav ENITUXEI
gueAI&ia OTIG
ENIXEIPNMATIKEC OPATEIC

TOUC JEOA anod Tov
enavaoxediacpuod Tou
EMIXEIPNHATIKOU TOUG

HOVTEAOU Kal TWV

OpPYaVWTIKWV dOPWV
TOUG J

nou €ixav Bwpakioel To
OiKTUO TOUG
hWeTaBaivovTag o€
oUYXPOVEG Kal
d1aPOPONOINUEVEG
€P0odIaoTIKEC AAUTIDEC

nou €ixav, Npo Navrtwy,

enevduoel oTn Bwpakion
Tou avBpwnivou

duvapIikoU TOUC UE VEEC,

WNQIakeg Oe€IOTNTEG

J
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Pandemic Legacies
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1. Retailers Events

Neec ouvnBelec Ba diapoppwoouv Ta events Twv retailers oto peAAov

Walmart =
o Drive-in

Becwv

B g W=y m

e L ‘,,-' 3 ' 8 as;'
* Hybrid « Repurposing +« Seasonal « At-home

events space boxes family
activities

SARANTIS

rands for everyday

Source: IGD Retail Analysis | Global Retail Trends 2022



2. One-stop Shopping

To One-stop Shopping pnopei va yeyaAwoel eav Ta hypermarkets

reinvent themselves oTto peAAov

Juvepyaaoieg Pe €101KOUG AlavONWANTEG EKTOG

TPOPIH®V, Ol OMOioI PEPVOUV TNV TEXVOYVWGia A % e
TNG YKANA TOUG Kal BonBouv oTnV NnPOCEAKUCN I/ _ﬁ_ ";':::;;' sene
VE@WV OHAdWV ayopacTmv I o

I coviD-19 ’I

AUoE€IG EKNANPWONG NAEKTPOVIKOU EUNOpPIoU, o

oupnepiAapBavopevwy ypagpeinv click & collect o)
Flex the
space

H xpnon portable d1aTaG§emv KATACTNHATWYV £TCI WOTE O kIH
XWPOG Va €ival EVEAIKTOG KAl NPOCAPHOCIHOG OTIG
HETABaAAOPEVEC TAOEIC TNG KATNYOoPIaAG

Non-food

MeEPICOOTEPOG XWPOG APIEPWVETAl OE UNNPECIEC E0Tiaong kKal AUCEIC yia B
PaynTo, CUNNEPIAANBAVOUEVWY NAYKWV Kal XWPWV Yid ¢paynTo, via BEATioon TnG &
EMNEIPIac ayopwv kal diapoponoinon ano aAAa kavaAia (6a nepiAapBavel :
OUVEPYAOTIEQ)

SARANTIS

Great brands for everyday

Source: IGD Retail Analysis | Global Retail Trends 2022



3. Food Service in Retail

To Retail xpeialeTal va pabel ano Tnv NoAU ypnyopn Nnpocapuoyn Tou
foodservice

Aedopevou TnG veag ouvnBelac WFH To retail Ba
NPEMElI va €ival ETOINO va NnpoopePEl AUCEIC Kal va
KaAUwel Tnv {NTnon nou Ba npokUWEl ano Tnv
VEAQ aQuTn ouvenkn yia napadsiypya oTa €rolua
yeupuara .

MNa va avraywvioTEi TIC 01aPpopeC AUCEIC
YEUUATWV Nou €ival apeca 61aBeaIPeC 0TOUG
ayopaoTeC, N npoogopd Ba npenel va eival
guvapnaocTikn ano anowyn a&iag, kabwg kal va
NapEXEl KAIVOTOHEG AUCEIG.

SARANTIS

reat brands for everyday

Source: IGD Retail Analysis | Global Retail Trends 2022



4. Elevated online penetration

H diadikTuakn dleicducn 6a napapeivel auénuevn kar 6a auénbe i
NEPAITEPW

NEol ayopaoTEg (poBoupevol va

A

ENIOKEPOOUV Ta KATACTANATA) £XOUV T a— e i e A ;
NANMMUpPioel 0To B1adikTuako KavaAr. Ol _ LS J Gonu CORILLAS [ 4+
ayopacTeg £XOUV enw®eAnBei and Tnv or - “ e
aveon Tou kail n napayyeAia £xel yivel e \ BRS . WAL | Gonus e
guvnOeia. >1o Hvwuevo BaaiAeio, To & e A

93% Twv 31adIKTUOK®V ayopacT®Vv : @ i E— Faster than you

dNAWVOUV IKaAVOMOINHEVOI HE TN L , Groceries

ouvoAiIkn e§unnp&ETnon. delivered in

10 minutes

5€ émeon & App Store | | P> Google Play

H di1adikTuakn disiocduon Ba .
HE TOV KWOIKO

napapeivel au&nMevn kai 6a auénBei
NEPAITEPW. ZTIC HEYAAUTEPEG 36 AYOPEC,
n diadikTuakn diciocduon NnTav 2,7% TO S T o i waba T
2019, 1o 2020 au&nbnke oTo 3,7% Kal ané to Wolt Market

To 2022 6a ¢pTacel oTo 4,8%.

BECOME A RIDER

e Supermarket

efOOd ZKAABENITHZ

M 20

. ‘AB
) ¢ o BAZINOIMOYAOZ Q Avagiitnen ovo pevoy

SARANTIS SR
Great brands for everyday
ptoxa o PoUTa & Aaxavikg

Source: IGD Retail Analysis | Global Retail Trends 2022 *O KWBIKOG LoXVEL yla TV TTPWTn TTapayyeAia amd o Wolt Market

aveEapTATWG TOL CLVOAIKOD aptBpOL Twv MapayyeAwwv anoé th Wolt.



5. Contactless checkout and payments

Ta Contactless Tapeia 6a aAAa&ouv nepaiTepw TNV O1ATAEN TWV

KATAoTNUATWV

TexvoAoyia «Just Walk Out» TUnou Amazon To self-checkout evepyonolsital €iTe HEOW
nou BaocileTal oTn HNXAvVIKn opaon KIVNTOU €iTE HE AVAYV®PIOHN NPOC®IOU

Just Walk Out

technology by amazon

ofy of| of

Enter with a credit card Shop

amazonfresh
N

Just Walk Out

CARREFOUR LAUNCHES CARREFOUR FLASH 10/10,
ITS NEXT-GENERATION CONCEPT STORE

SARANTIS

brands for everyday

Source: IGD Retail Analysis | Global Retail Trends 2022




6. Hybrid working models

Ta kataoTnuaTa Twv Alavepnopwyv OTA NpoacTid 6a XpeiaoTel va
£MNavaoxediaoTouvV

To Work From Home apxilel va diauoppwVel
VEEG OUVONKEG YIAa T KATACGTHHATA TOU
Alavepnopiou oTa npodacTid

O1 WFH ciyoupa 6a €xouv NEPICOOTEPO XPOVO
Kal XPAHa va £0d0Ewouv 0Ta KATAOTAMATA Mou
€ivadl KOVTa OTNV KATOIKid TOUG

O1 Egnopol AlavIKAG NPEMEl TwPaA vda
enavegEeTaoouv 10 format Twv karaoTnUaATOV
TOUG , €101k 000V apopa TNV napoxn BoAIk®wv
AUocewvV yia yevpara

SARANTIS

Great brands for everyday

Source: IGD Retail Analysis | Global Retail Trends 2022



/. Category Makeup

©a unapxouv KAatnyopiec nou Ba NnpoopeEPOUV Navta AIYOTEPEC in
store enIAOYEC

O Xwpog Ba €ival aPIEpWPEVOC TNV AUENON TWV ENICKENTWV KAl
OTNV KAAUWN CUYKEKPIHEVWV ANOCTOAWV ayopacTwyv. Ta
nPOoIOVTA Nou katapyouvTal kaBopiovral anod dedopeva Kal
evOEXETAl va HNV €ival Ta idia og kAOe karaoTnua

O1 epnopol Alavikng Ba npoona®noouv va NAapEXOuUV ENIAOYEG
HEO® TWV J31adIKTUAK®V TOUG OpaocTnPIOTATWY KAl Onou
unopouv va diagpoponoin®olv anod Touc avTaywvIioTEC HEOW
1ISIMTIK®OV ETIKETWV

Fl‘ag | Ie v AnaitTnon yia BeATIWHEVN anokpion kal acPpaAsia EQodiacHou

SuU pply v OI Egnopol Alavikng Ba €V5ICI(|)€pOVTCII NEPICOOTEPO YIA TIC aAucideC epodiaophoU TwV
npopr]esum)v Touc. H kaAUTEPN Xpnon Twv dedopevmwyv O6a Bondnoel TIC

Cha | n: ENIXEIPNOEIG va NapakoAouBoUv CUVEXWG, va HOVTEAONOIOUV Kal va HETPIaouV
TOV Kiviuvo.

W
SARANTIS

at brands for everyday

Source: IGD Retail Analysis | Global Retail Trends 2022



8. Sustainability

'HON Pre-covid 1o
sustainability nTav growing

trend

v MpwToBoUAIEC yIa oAoEva Kal
HEYAAUTEPN HEIWON NAACTIKOU
OTIG OUOKEUATIEG

v Zuvspyanksq NPAKTIKEG
avageoa o€ Alavspnopouq Kal
MpounBeuTEC aTnv CIVTI|JET(1)I'IIOT]
TETOIWV BEPATWYV

v AvanTtu&n oAoEva kal o€
HeyaAuTepo BaBuo sustainable
stores

v Ynootnpi§n TV TOI'IIKO)V
KOIVWVIWV OXETIKA

'ONO Kal MEPICOOTEPEC
packaging free AuceiIg

v Asda (Uk retailer) enekTeivel To

4 Key points:

concept Tou packaging free o€
NEPICOOTEPA KATACTAHATA
META anod TO ENITUXNHEVO
OOKIUAOTIKO.

ZUVEPYAOTNKE U NOAAOUG
NPOHNOEUTEG Yia va To NETUXEI
onwg Unilever, Kellogg's &
Pepsico

Au&avel eninA€ov TNV yKaupa
TWV NPOoioVT®WV Mnou
OUMMETEXOUV. KaBwg Ta
anoteAEopara £dei1av
HEYAAUTEPEG NWANOCEIG VS
TV CUCKEUAOHEVWV
nPoIioOVTWV.

94% twv katavahwTtdv oTnv AyyAia

TEIVOUV va €nevOUCOUV NEPICOOTEPO OE
«refills» vs ouoKeUaouEVWY NPOIOVTWYV

SARANTIS

at brands for everyday

Source: IGD Retail Analysis | Global Retail Trends 2022



9. Health and wellbeing

Healthcare 6a napapevel akopa Nolo ENITAKTIKA UIA avaykn yia Toug
EENEES

O COVID-19 cxel avadiapopPwaoel TNV atlevTa yid TRV UYEia Kai
TNV gUedia, UE TOUC AYOPAOTEG va EKTIHOUV TNV UYEia TOUg
NEPICOOTEPO ANO MNOTE.

'Exoupe d&l TIC avaAyKeG Kal TIG npoodokieg va aAAalouv Kal ol
ayopaoTeC va nNpooBAENouv OAO Kal NEPICCOTEPO OE
Alavon®wAnTEG kKal NPOUNOEUTEG Yia va Touc fonBroouv va
ENITUXOUV TOUG OTOXOUGC TOUG YIa TNV UYEia

SARANTIS

t brands for everyday

Source: IGD Retail Analysis | Global Retail Trends 2022



Supplier considerations
7 _~". Be flexible

2 _~"+ Ensure you

are ready to
go

Cost inflation
driving higher
prices

Tap into the
big shift in
working from
home

Innovate
at all price
points

SARANTIS

Great brands for everyday

Source: IGD Research

Although we’re on the recovery path in many major
markets, it’s going to be bumpy. Be prepared to adjust
your plans and re-activate your pandemic playbooks as
it is unlikely to be linear progress.

Many markets are characterised by pent-up demand
and consumers are ready to spend. Channels linked to
mobility, including convenience and foodservice, will
also bounce back strongly. Product availability and in-
store execution are going to have to be spot-on this
year.

Cost inflation is a major issue for suppliers. The
magnitude and scope of the increases is helping
companies to get straight-line price increases through.

These could support stronger growth in the second half.

The addition of one working from home day for office
workers translates into a significant opportunity for
grocery retail. Look for the opportunity with breakfast
and lunch solutions, especially if you can align with on-
demand, quick commerce options.

With a significant amount of product innovation focused
on added value and performance benefits, there is a risk
that value and lower-priced tiers will be missed. Think
beyond pack format changes and develop products that
resonate with shoppers at opening price points.

from

IGD



Supplier considerations

SARANTIS

Great brands for everyday

Source: IGD Research
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Bring
sustainability
to life for
customers

Get creative
with events

Local vs.
global

Beware of
range creep

Be the thought
leader for your
partners

Retailers and suppliers are working on many great
sustainability initiatives but often struggle to bring th
impact to life for consumers. Look for ways to engage
around this idea, especially in-store. This is a great
opportunity to build on the trust in brands which grew
during the pandemic.

With retailers and suppliers facing tough comparables
this year, focus on big, bold initiatives to get shopper:
into stores. Get creative and adopt a different approa
to seasonal events, blending omnichannel and virtual
elements.

A healthy tension continues to exist between local an
global ranges. Retailers want the local for differentiati
but need the capabilities of global CPGs to support
them. Can global CPGs harness the essence of unique
items, while remaining authentic?

Don't let the benefits of range rationalisation ebb awa
over the next couple of years. The pandemic created th
opportunity that many suppliers were looking for to
make more drastic cuts to ranges. Keep NPD disciplined
and manage the rotation of products in, and out.

As there are so many big issues that retailers are
grappling with this year, choose where you can bring
thought leadership. Whether it be quick commerce,
micro-fulfillment, front-of-store or category
development, draw on your strengths and capabilities to
help inform your retail customers and be the partner of

choice.
~IGD



To 43% TWV epyalopevwyv naykoodiwe etoipalovral va
EYKATAAEIYOUV TIC BECEIC Epyaciac TOUC, YIa KAAUTEPEC

apoiBecg, €€EENIEN kal eueAi€ia

>e pia enoxn uywnAou
nAnGwpiopou, n eniBupia
TwV EPYAlOMEVWV Yia
UWYNAOTEPEC AMOIBEC
unepIoYXUElI EvavTl aAAwv
aITnHAaTwVv

J

Source: EY, 2022 Work Reimagined Survey

To 22% TwWV EPYOSOTWV
dnAwvouv O0TI BEAouv va
ENICTPEYOUV Ol

epyalOpevol OTO YpaPpeEio,

o€ kabeoTwc nevoOnuepng, dia
(wonc epyaociac. To 80% Twv

epyalOopevmwyv BEAouUV va

TOUAQXIOTOV 3UO NHEPEG
TNV EBOopada

epyalovral €€ anoOTACEWG

J

To 32% TWV EPYOOOTOV
EXOUV KaTacpépsl va
EVIOXUOOUV TNV
napaywyikoTnTa Kai Tnv

UBpPISIKNG spyaolag Kal
enevOUCEWV O NAPOXEG KAl
TEXVOAoyia

ETAIPIKN KOUATOUPQ, psooo ™G

J




«Avapovn yia 1o anpocoOoKNTO»

Baoikoi NUAWVEC NPOTEPAIOTNTAC YIA TOUC OpYAVIOMOUC WOTE va Bgoouv TIC BAOEIC

yia hia vea doun unooTnpIENG TOU NETACYXNMATIOKOU TNG EMNIXEIPNONG:

£ 0 OpPIONOC — Kal N £|.II1pCIKTI‘| npowenon -
£vag |0xupou £TAIPIKOU OKOMNOU, nMou
Tp0(p060Ts| ™ 6n|.||oupy|a
HakponpoBeounG aiag

£ H olkodounon Piac eTaipiknG KoOuAToUupag |
OUVEXOUG aAAayng Prerre Omicyar

&£ H avanTuE,r] EVOC EpYClTIKOU 5UVCI|JIKOU
kataAAnAa €E0NAICHEVOU YIa TO HEAAOV

SARANTIS
Great brands for everyday

Source: Sharon Sutherland EY Global Center for Board Matters Leader and EY Global Markets Strategy and Operations Leader



https://www.ey.com/el_gr/people/sharon-sutherland

«Euyaplotoupe »
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