olkovo ko BAPOMETPO

AgiKTeQ yLa TO KATAVAAWTLKO KALpAL & TNV OLKOVOLLK) CUYKUpia

Acgiktng KatavaAwtikoU KAipatog (CCl)
* Aeiktng Tpéxouoag Okovoulkng Zuykupiag (CECI)
* Aeiktng Katavalwtkwv Npoodokiwv (CEl)

AgiKTEG AMOTiINONG TNG OLKOVOMLKAG OUYKUpLag
* AglKTNG POTUG TIPOG QLYOPES
* AE(KTNG EKTYUOEWV YLOL TNV TIPOOWTTLKI] OLKOVOLLKI) KATAOTAON
e AelKTNG TPOOSOKLWY YLO TNV OlKoVouia Toug pooexeic 12 puriveg
e AelKTNG TPOOSOKLWY yLa TNV avepyia
e AelKTNG TPOCSOKLWY yLO TNV amotapieuon
* Ag(KTNG POCOOKLWY YLOL TNV TIPOCWTTLKH OLKOVOLLKI) KATAOTAON
e AelKTNG TPOOSOKLWY YLO TNV OlKoVouia TNV pooexr Setia
* AelKTNG TPOOSOKLWY yLa TNV €EEALEN TWV TLULWVY

economic BAROMETER

Economic & consumer climate indices

Consumer Climate Index (CCl)
* Current Economic Conditions Index (CECI)
* Consumer Expectations Index (CEI)

Economic climate indices
* Buying conditions index
* Personal financial situation index
* 12months economic outlook index
* Unemployment expectations index
* Personal savings expectations index
* Expected personal financial situation index
* 5 years economic outlook index
* Price change expectations index
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Ma 1o owkovopltkdo BAPOMETPO tng Public Issue

H etaupeia Public Issue eykatviace, To AekéuBpro tou 2007, T CUCTNHATIKN TTAPAKOAOUONON TOU KATAVOAWTLKOU
KALLOTOG KOLL TNG OLKOVOULKAG CUYKUpPLaG.

0 8¢eiktng katavaAwtikov KAipatog (Consumer Climate Index), kaBwg Kat oL uTtOAoUTOL SEIKTEG TOU OLKOVOULKOU
Bapopetpou, mou nepthappdvovtal otnv napovca €kdoon, Baoifovral oe pnviaieg moveAAadSLKEG TNAEDWVIKEG EPEVVES
1.000 atopwv, nAkiag 18 eTwv Kat Avw. OL HNVLIALEG LETPAOELG IpayaTonolouvTal to A’ SekanevOnpepo Tov Liva.

H Public Issue 16pU0Onke to 2001.

E€eL8IKEVETAL OTNV TIOALTLKA Kot EKAOYLKK) €PEUVA KOLWVAG YVWHNG, OTNV £peuva MECWVY, OTNV KOLVWVLKK €PEUVA KOL OTNV
€peuva ouunepLdopag KATAVOAWTH.

Eivat pélog tng WAPOR (World Association for Public Opinion Research), tng ESOMAR (European Society for Opinion and
Marketing Research) & touv ZEAEA (Z0AAoyog Etatpelwv Anpookonicewv & Epeuvwv Ayopdg).

IToLXEla ETLKOLVWVIOG
Newdopog Baoléwg Kwvotavtivou 16, 116 35, ABrva, t: +30 210 7575000, f: +30 210 7575100,
w: www.publicissue.gr, e: info@publicissue.gr

About Public Issue’ s economic BAROMETER
In December 2007, Public Issue began to monitor trends in consumer & economic climate.
The Consumer Climate Index and other economic Barometer indices presented in this edition are based on monthly

nationwide telephone interviews with 1,000 individuals, aged 18 and over. The monthly surveys are conducted during the
first fortnight of the month.

Public Issue was established in 2001.
It specializes in political and election opinion polls, as well as media, social and consumer behavior surveys.

Member of: World Association for Public Opinion Research (WAPOR), European Society for Opinion and Marketing
Research (ESOMAR), Association of Greek Market & Opinion Research Companies (SEDEA).

Contact details

16, Vas. Konstantinou Avenue, 116 35, Athens, Greece, t: +30 210 7575000, f: +30 210 7575100,
w: www.publicissue.gr, e: info@publicissue.gr
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BAZIKA 2YMIMEPAZMATA

Evéeigelc otaBepomnoinong napovoiace Tov MAPTLO TO KATOVAAWTLKO KALMLQ

™meg OXETLKAG
avakoung mov napatnpeital anod tov lavoudplo,

Kupiotepo XOLPOLKTNPLOTLKO
amnoteAel N cuykpatnuévn atclodofio Twv MOALTWY
Yl TO HAKPOTIPOOeoO HEANOV TNG OLKOVOLOG, OF
avtifeon ME TG EEAUPETIKA OLPVNTIKEG EKTLUAOELS YLl
TNV TPEXOUOO OLKOVOULKN Kotdotaon. Qotoco,
nopd tn PBeAtiwon Twv TEAEUTALWV MAVWV, TO
KOTaVOAWTIKO KAipa umoAsinmetol aképa awednta
andé ta -mpo tNnG umoypadng tou Mvnpoviou—
enineda.

(60,5)
onueiwoe oplakn avodo (+3,3 povadseg), oe oxéon

O &ciktng katoavaAwtikoU KAipatog CCI

ue tov dePpouvadpto. H avodog mou katéypale
KOTA TOV TpEXOVTIA HRvVa Kat n otabsponoinor tou
KOVTA ot 60 HOVAdEG, amd TI§ apPXEG TOU £TOUG,
eruBefatwvouv TNV PBeAtiwon, CUYKPLTIKA MHE Ta
enineda tov nponyoupevou ¢pOvontwpou.

O beiktng tpéXouoag owkovoulkng cuykupiag CECI
(42,3, +4,2 povadeg oe oxéon ue tov PePpouaplo)
nopouciocse Gvodo yla 30 CUVEXOUEVO MAVOL Kol
UTtePEPRN To 6pLo Twv 40 povadwy, ya tpwtn popd
oo tov ZenteUPpro tou 2011 (42,1). Tautoxpova, o
Seiktng katavoAwtikwv npocdokwwv CEl (72,6)
SeiyvelL va otabepomnoieital oe enineda vPnAdtepa
Twv 70 povadwv Katd to teAsutaio Tpipnvo,
onuewwvovtag oplakl avénon (+2,8 povadeg), oe
OX€0N UE TOV MPONYOUUEVO MNVaL.

Napatnpwvtag thv §EMEN TWV TPLWV TAPATTAVW

Selktwy, MMopel Kaveig va mapatnpriosl Ta

akOhouBa: Mpwtov, 0 OeikTNG KATOWVOAWTIKWVY
npoodokwv (CEl) napapével otabepd uPnAotepog
amnod tov SelKTn TPEXOUOOG OLKOVOULKNG CUYKUpLOG
(CECI), urtodnAwvovtag to yeyovog, OTL oL TTOALTEG
EVW 0Lolo80§0UV MEPLOCOTEPO yla TO HEAAOV TNG
olkovopiag, &ev €ival Lkavomouévol amé Tnv

TPEXOUGO OLKOVOMLKE KOTAOTOON.

© Public Issue, 2013

Agvtepov, n andkAion petafl twv dvo dswktwv (CEI
kot CECI) au€avel Stapkwg anod to ¢Ovonwpo tou
2011. NepLoGOTEPO CUYKEKPLUEVA, N HEOH ATTOKALON
Twv 6Uo Sektwv umoloyiletow o MOAG 12,2
povadeg, katd tnv nepiodo 3/2011 — 10/2011. 3tn
OUVEXELD, N arokAlon dtevuplvOnke pOAvovtag oto
uPnAotepo eninedo tng tov lavoudpio tou 2013
(38,7 povadeg). Extote, Statnpeital otabspd navw
and TG 30 povadsg. Tpitov, n £§€MEN tou Seiktn
KotavoAwtikol KAipatog (CCl) koaBopiletan oe
peydAo Pabud oamdé tnv €§EAEn Tou Beiktn
(CEI). H uynAn
ouoxétion MeTtofl twv 8U0 Selktwv MMOpPel va

KOTOVOAWTIKWY  TIPOCSOKLWY

anodoBei oto peyalutepo Bapog tou CEl otov
urntoAoytopo tou CCl, kabwg o CEl ouykpoteital anod
TPl (3) empuépoug Seikteg, Evavtl 8o (2) tou CECI.
Muwa emuntAéov €€§fynon thg mopandavw dtanictwong
n MHeyoAUtepn HetafAnToTNTOL  TTOU
endavilel o CEl, évavtt Tng oXeTKA opaAng e§EAENG
tou CECI.

aroteAel

H ponn tpog ayopég (68,8) £pOaos ota uPnAdtepa
enineda twv teAevtaiwv 17 pnvwv (9/2011 -
3/2013). Ou BpaxunpoBeoeg TPOOSOKIEG yla TNV
(60,2) (-4,9
MOVASEC), pEoa O €va MAVA, EVW OL GUVOALKEG

OolKovouia unoxwpnoov awednta
OMWAELEG TOU OXeTtlkoU Seiktn ¢Odavouv g 11,1
povadeg, o oxéon Me tov lavoudpio tou 2013.
Avtifsta, oL pHaKPOMPOOECEG TPOCSOKIEG yIa TV
owkovopia (111,2) au§nBnkav onpovtika (+7,8
MOVASEC), OE OXEON LE TOV MPONYOUEVO HAVA, EVW
Wlaitepa onpoavtikn eivat n otabepomnoinon tou
avtiotolyov &eiktn ot enineda davw twv 100
Hovadwv yla 40 CUVEXOMEVA MAVA, YEYOVOG TOU
onuaivet ot otnv mAsoPndia Twv TOALTWV
Swatnpeital n awclodofia yia to pokponpodeouo
MEAAOV TNG OLKOVOpiaG.




MAIN CONCLUSIONS

Consumer confidence showing signs of stabilization in March

The main characteristic of the relative recovery
seen since January is the cautious optimism
expressed by citizens regarding the long-term
outlook for the economy, in contrast with the
extremely negative assessments of the current
the
consumer

economic situation. However, despite

improvement in recent months,
confidence is still markedly lower than the levels

recorded before the signing of the Memorandum.

The Consumer Climate Index — CCl (60.5) rose
slightly (+3.3 points) relative to February. The
increase recorded this month and its stabilization
at around 60 points since the beginning of the year
serve to confirm the improvement compared to
the levels of last autumn.

The Current Economic Conditions Index — CECI
(42.3, +4.2 points relative to February) rose for the
third consecutive month and surpassed the 40-
point mark for the first time since September 2011
(42.1). At the
Expectations Index — CEl (72.6) appears to be

same time, the Consumer
stabilizing at levels above 70 points in the last

three-month period, registering a marginal
increase (+2.8 points) relative to the previous

month.

Looking at the values of the above three indices,
First, the
Consumer Expectations Index (CEl) remains at

one may observe the following:

steadily higher levels than the Current Economic
Conditions Index (CECI), highlighting the fact that
whilst citizens are more optimistic about the future
of the economy, they are not satisfied with the
current economic situation. Second, the divergence
between the two indices (CEl and CECI) has
become constantly more pronounced since autumn
2011.
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More specifically, the average divergence of the
two indices is estimated at just 12.2 points in the
period 3/2011-10/2011. Thereafter, it increased to
reach its highest level in January 2013 (38.7
points). Since then, it has remained steady at over
30 points. Third, the evolution of the Consumer
Climate Index (CCl) is to a large extent determined
by the evolution of the Consumer Expectations
Index (CEl). The close correlation between the two
indices may be attributed to the greater weight of
the CEIl in the calculation of the CCI, since the CEI
comprises three (3) separate variables compared
to just two (2) in the case of the CECI. A further
explanation for the above phenomenon is the
higher volatility of the CEl compared to the
relatively smooth evolution of the CECI.

Propensity to buy (68.8) reached its highest levels
of the past 17 months (9/2011-3/2013). Short-term
the (60.2) fell
significantly (-4.9 points), in just one month, whilst

expectations for economy
the total losses of the relevant index reached 11.1
points relative to January 2013. In contrast, long-
term expectations for the economy (111.2) rose
considerably (+7.8 points) compared to the
previous month and it is of some importance that
this index stabilized at levels of over 100 points for
the fourth straight month, which means that the
majority of citizens continue to be optimistic only

about the economy’s long-term prospects.
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Public Issue’s CCl for Greece compared to
Economic & consumer climate indices-Monthly changes . . .
v & University of Michigan’s ICS for USA
Monthly Average
3/13 change 12/07-3/13
A ’
Consumer Climate CCI 60,5 3,3 61,2 Public Issue’s CCI for Greece
g : 3 == University of Michigan’s ICS for USA
urrent economic
conditions CECI 42,3 4,2 48,3
Consumer expectations CEI 72,6 2,8 69,9 100 - N
Buying conditions 68,8 4,2 62,3
Personal financial situation 15,8 4,1 34,2
12 months economic
outlook 60,2 -4,9 56,2
U | t
S 32,6 3,9 30,2
expectations
Personal.savings 10,4 -0,9 23,9
expectations
E.xpec.ted personal financial 46,5 5,3 56,3
situation 0 +rrrrTTTTTTTTTTT T T T T T
N 00 00 O 00 00 ©O O O =« = = &N N N ™M
5 years economic outlook 111,2 7,8 97,2 fQeRLLLLLIfdd g g g
ﬁ <t O = N O = N O = N - N a (o]
Price change expectations 66,4 10,5 47,1
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1. Flevikn neptypadn touv deiktn CCl

O Aciktng KatavaAwtikou KAipatog (CCl)
OLITOTUTIWVEL T YVWN TIOU £X0UV
SLapoppwoel oL KATAVOAWTEG, OXETLKA ME TNV
TLPOOWTILKI) TOUG OLKOVOULKN KOTdotaon,
KOOWG KOl TV OLKOVOLLKI) KOTAOTOON TG
Xwpag. ArtoteAel pEtpo anotinwong apevog
TWV KOWWVLKWV aVTIARPEWV yLa TRV
TPEXOUCA OLKOVOMLKA CUYKUpia Kat adeTEPOU
NG awolodofiag, Le TNV omoia oL KATOVAAWTEG
OVTLUETWTL{OUV TLG UPLOTAUEVEG TIPOOTITLKEG
TNG TPOCWTILKI G TOUG OLKOVOLLLKNG
KOTAOTOOoNG, KABOWG KoL TO OLKOVOULKO HEAAOV
™G Xwpag. Me avtov tov Tpomno kabiotatal
€va oLaitepa XpNOLLO EPEUVNTIKO EpYaAEio
YLOL TNV EUTELPLKH ATOTUTIWON TNG
EUMLOTOOUVNG TWV KOTOVOAWTWY TNV
otkovopia. MNa tov untoAoyilopo tou deiktn CCl,
n Public Issue €xeL uLoBeTAOEL TIG BAOLKEG
apxEG Kat T peBodoloyia tou Asiktn
Epniotoouvng KatavaAwth Tou
Naverotnpuiov tou Michigan (Index of
Consumer Sentiment - ICS). O &giktng Tou
Navemotnpiov tou Michigan amnoteAei
S61EBVWG ToV TAE0OV YVWOTO Kol LOKPOBLOTEPO
S€lKTN KATAVOAAWTLKAG EUMLOTOCUVNG. O eV
AOyw S£IKTNG KATAOKEUAOTNKE YLOL TTPWTN
dopd to 1940 Ko, apxLkd, urtoAoyllotav o
etnowa Baon. To 1952 apyloe va unoAoyiletot
o€ Tpunviaia aocn, evw oo to 1978
unoloyiletar mA€éov o€ pnviaia Baon. Znuepa,
o &eiktng Tou Michigan xpnoiponoteitay,
€KTOG om0 tig HMA Kot o€ apKeTEG AAAEC
XWPEG, Omwg ny: o Kavaddg, n Pwoia, n
Auctpalia, n Apyevtivi, to Me§iko, To Xovyk
Kovyk ko
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2. O petafAntég tou deiktn CCI

O 8eiktng Baoiletal o mEvte petaBAnTeg, mou
OLITOTUTIWVOUV TLG BAOLKEG TIAPOUETPOUG TG
EUMLOTOOUVNG TWV KOTOVOAWTWYV KOlL OL OTIOLEG
LETPWVTAL LLE TIG AKOAOUBEG EPWTHOELG:

E1l) EKTULAOELG YL TNV TIPOCWTIILKI OLKOVOLKH
KOTAOoTOoN O OUYKPLON ME 12 MrVEG TPV
[ZTo xpbvo mou mépaoe, (Toug TeAsuTaioug
12 PAVEC), N MPOOWTILKI GO OLKOVOULKN
KOTAoTaoN, £XEL KOAUTEPEWEL TTOAU, €XEL
KoAutepéPel Alyo, £xel peivel n idla, £xel
xelpotepePeL Aiyo, N £xeL xelpotepéPel
TIOAU;]

E2) NMpoodokieg yia TV £§EAEN TNG MPOCWTIILKAG
OLKOVOLLLKIG KATAOTAGNG TOUG EMOLEVOUG
12 ufveg
[ZTo xpbvo mou €pyetal, SnAadr oToug
EMOUEVOUG 12 UNVEC, TILOTEVETE OTL N
T(POOWTILKH 0O OLKOVOLLLKN Kataotacon Ba
KoAutepEPel TOAU, Ba kaAutepéPel Aiyo, Ba
peivel i8La, Ba xelpotepePeL Aiyo, i Ba
XelpoTePEPEL TTOAU;]

E3) Mpoodokieg yia TV §EALEN TNG OLKOVOUiOG
TOUG EMOUEVOUG 12 pAveG
[ZTo xpbvo mou €pyetal, SnAadn, HEca 0TOUG
EMOUEVOUG 12 UNVEC, TILOTEVETE OTL N
OLKOVOULKA KATAOTOOoN TNG XWwpog Ba
KoAutepEPel TOAU, Ba kaAutepéPel Aiyo, Ba
peivel 18La, Ba xelpotepePeL Aiyo, i Ba
XelpOTEPEEL TIOAU;]

E4) NMpoodokieg yia TV §EALEN TNG OLKOVOUiaG
KOLTA TNV MPOoEeXN S5eTial
[ZTa emopeva 5 xpovia, TOTEVETE OTLN
OLKOVOULKA KATAOTOOoN TNG XWwpog Ba
KoAutepEPel TOAU, Ba kaAutepéPel Aiyo, Ba
peivel 18La, Ba xelpotepePel Aiyo, i Ba
XelPOTEPEPEL TTOAU;]

E5) KataAAnAotnta meplodou yLa ayopEs
ONHOVTLKWY OLKLOKWV ayaBwv
[Ma kamolov mou B€AEL va KAVEL LEYAAEG
QYOPEC YLaL TO OTITL (OTWG ETUTAQ, HUEYAAEC
NAEKTPLIKEG CUOKEUEG KATT), TILOTEVETE OTL
Twpa gival pia paAiov koAn iepiodoc, N pia
MaAAoV Kakr) Ttepiodoc;]




MNa kaBe empépouc petapAntn I
unoAoyiletat o OXETLKOG SEIKTNG,

npooBétovtag tn Stadopd TWV ApvNTLKWV

ano TG Oetikég anavinoeig, oto 100. H tipn
KABg empépouc deiktn Kupaiverat, ano 0

€w¢ 200. Ty tou deiktn mavw amnod to 100
onuaivet, 0tL 0ool Sivouv OeTIKEG

OUITOLVTAOELG ELVOL TEPLOCOTEPOL ATLO

€KELVOUG TTOU SIVOUV QPVNTLKEG OLTTALVTHOELG.

T tou deiktn KAtw ano to 100 onpaivet,

OTL 600L §1vouV aPVNTIKEG ATAVTAOELG Elvall
TLEPLOOCOTEPOL AMO EKEIVOUG IOV Sivouv 1.
OETIKEG AMAVTAOELG. 2TN OEWPNTKNA
TLEPLITTWON, KATA TNV omtoia OAEG oL
OLTIAVTAOELG TWV EPWTWHEVWV Eival OETIKEG,
o 6eiktng Oa eAappave tnv T 200, evw
€AV OAEG OL ATOVTIOELG TWV EPWTWHEVWV
NTav apvNTIKEG, o deiktng Oa eAapfave tnv
T 0.

O Aciktng KatavaAwtikou KAlpoatog
(CCl) urtoAoyiletal wg 0 LECOG OPOG TWV
ETMUEPOUG SELKTWV TWV TEVTE HETAPBANTWV.
T Ttou deiktn peyaAuvtepn anod 100
onMaivel, 0tL 6coL Seiyvouv euniotoolvn
OTNV OLKOVOULa Elvol TTEPLOCATEPOL QO
000U dev Selyvouv gpmiotoouvn.
AvVTLOTOLXWG, TLU) TOU SELKTN HIKPATEPN ATO
100 onpaivel, 6tL 0oolL deiyvouv
EMUTLOTOOUVN OTNV OLKOVOuia givat
Awyotepot, ano 6ooug dev Seiyvouv
EUTLOTOOUVN.
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3. O untoAoyLopuag tou deiktn CCI 4. YIOAOYLOMOG TWV UTTOAOIMWYV SEKTWV

Asiktng TpExovooag OLKOVOULKNG ZUYKUpLag
CECI

H pebodoloyia urntoAoylopol tou Asiktn
Tpéxouoag OKoVOULKAG ZuyKupiag iva
mopopoLa e EKelvn TOU Agiktn
KatavaAwtikov KAipatog, pe tn Stadopa
OTL oTNV Kataokeun tou Seiktn CECI
CUMHUETEXOUV HOVOV oL HeTaBANnTEG E1 Kat
E5. O 8£iKTNG AMOTUTWVEL TLG EKTLUNOELG
TWV KATAVAAWTWVY yLa TV TPEXoVoQ
OLKOVOLLLKN CUYKupiaL.

Asiktng KatavaAwtikwv NMpoodokiwv

H pebodoloyia urntoAoylopol tou Asiktn
KatavaAwtikwv Npocdokiwv givat
TopoOpoLa pE EKElvN TOU Agiktn
KatavaAwtikoU KAipatog, pe tn Stadopa
ot o deiktng CEl kataokevuAletal povov amno
TG epwtnoels E2,E3,kat E4. O deiktng
QMOTUNIWVEL TNV awclodofia, R tnv
anatolodofia Twv KoTavaAwTwy yLa To
TIPOCWTILKO ELOOSNLAL KOLL TNV OLKOVOLLKN
KOTAOTOON TNG XWPOL.

. Nowunoti 6€ikteg Tou OLKOVOULKOU

Bapopetpou

H pebodoloyia untoAoyLopol twv
UTIOAOLMWV SELKTWV TOU OLKOVOHLKOU
BapOUETPOU Elval MAPOHOLA LLE TN
pebodoloyia UTTOAOYLOMOU TWV EMLUEPOUG
Sewtwv tou CCl.




1. General description of the CCI

The Consumer Climate Index (CCl) reflects
the opinion formed by consumers
concerning their personal financial
situation and the economic situation
prevailing in the country. It is a means of
appraising on the one hand social
perceptions about current economic
conditions and, on the other, the
optimism with which consumers view the
prospects for their personal financial
situation and the future of the country’s
economy. It thus constitutes a particularly
useful research tool for empirically
appraising consumer confidence in the
economy. In calculating the CCI, Public
Issue has adopted the main principles and
methodology of the University of
Michigan’s Index of Consumer Sentiment
(ICS). The University of Michigan’s index
has become the most widely known and
longest established index of consumer
confidence worldwide. The ICS was first
compiled in 1940 and was initially
calculated on a yearly basis. In 1952 it
began to be calculated on a quarterly basis
and since 1978 on a monthly basis. Today,
the University of Michigan’s ICS is used not
only in the USA but in many other
countries, including Canada, Russia,
Australia, Argentina, Mexico and Hong
Kong.
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2. CCl variables

The index is based on five variables that
correspond to the main parameters of consumer
confidence and which are measured by the
following questions:

Q1)

Q2)

Q3)

Q4)

Qs)

Personal financial situation of past 12
months

[In the year that passed (last 12 months), has
your personal financial situation improved
significantly, improved slightly, remained the
same, deteriorated slightly or deteriorated
significantly?]

Personal financial situation — expectations
for the next 12 months

[In the coming year, i.e. in the next 12
months, do you believe that your personal
financial situation will improve significantly,
improve slightly, remain the same,
deteriorate slightly or deteriorate
significantly?]

General economic situation - expectations
for the next 12 months

[In the coming year, i.e. in the next 12
months, do you believe that the economic
situation of the country will improve
significantly, improve slightly, remain the
same, deteriorate slightly or deteriorate
significantly?]

General economic situation - expectations
for the next 5 years

[In the next five years, do you believe that
the economic situation of the country will
improve significantly, improve slightly,
remain the same, deteriorate slightly or
deteriorate significantly?]

Current buying conditions for large
household goods

[For someone wishing to make major
purchases for the home (such as furniture,
large electrical appliances, etc.), do you
believe that now this is a fairly good time, or
a fairly bad time?]




3. Calculation of the index CCI

For each separate variable, the respective
index is calculated by adding the balance
of negative and positive responses to 100.
The value of each separate index ranges
from 0 to 200. An index value of over 100
means that the number of respondents
giving positive replies exceeds the number
of those giving negative replies. An index
value of under 100 means that the
number of respondents giving negative

positive replies. In the theoretical case
where all replies of the respondents are
positive, the index would have a value of
200, while if all replies of the respondents
are negative, the index would have a value
of 0.

The Consumer Climate Index (CCl) is
calculated as the average of the separate
indices of the five variables. An index
value higher than 100 means that those
expressing confidence in the economy
outnumber those who do not.
Correspondingly, an index value lower
than 100 means that the number of those
expressing confidence in the economy is
less than those expressing confidence.
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4. Calculating the other indices

l. Current Economic Conditions Index - CECI

The methodology for calculating the index
of current economic conditions is similar
to that used for the Consumer Climate
Index, with the difference that only the
variables Q1 and Q5 participate in the
construction of the CECI. This index tracks
the assessments of consumers regarding
current economic conditions.

Consumer Expectations Index — CEl

The methodology for calculating the index
of consumer expectations is similar to that
used for the Consumer Climate Index, with
the difference that only questions Q2, Q3
and Q4 participate in the construction of
the CEIl. This index tracks the optimism or
pessimism expressed by consumers
regarding their personal income and the
economic situation prevailing in the
country.

Other Economic Barometer indices
The methodology for calculating the other
Economic Barometer indices is similar to

that used to calculate the separate indices
of the CCI.
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