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The survey was conducted on behalf of Applia and presented
at the annual conference of Applia Hellas, under the theme
‘ESG: Change or Transformation?’
at the Odeon of Athens on 16 February 2026.

Online interviews via the YouGov panel

Structured questionnaire

Population: Men & Women aged 18+ Nationwide

Representative sample: 1,001 people.

Conducted: December 2025

Focus Bari is YouGov’s Affiliate Partner in Greece (www.yougov.com)
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ESG: Perceptions, Values & Expectations

ESG: Trust, Consumer Choices & Consequences
Contents... a

ESG: Trends in Greece - Consumer typologies
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The study
examined:

Views & beliefs regarding ESG
across 6 key areas:

220+ Perception & awareness

Respondents then rated statements
on a 5-point agreement-disagreement scale, covering...
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ESG Is not yet mainstream:
Only one in five Greeks understands the term

‘How familiar or unfamiliar do you feel with the term ESG or the term Sustainability,
in relation to business operations?”

Very

Quite

Moderately

Not very

Not at all
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ESG is seen as a holistic concept:
Most Greeks associate it with overall corporate responsibility

‘When you hear “ESG” or corporate sustainability,
what do you think it refers to?” %

The environment

How companies operate (governance)

A multidimensional approach -overall

corporate footprint
environment - behaviour — governance

FocusBari

peopia & iImsprabon & ceeatnedty



Sustainability is intuitively seen as a requirement:
More than 3 in 4 Greeks consider it important

‘How important do you consider it for companies/organisations
to operate according to principles of sustainability and responsibility?

%

Very

Quite

Moderately

Not very

Not at all
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Environmental ESG: Strong consensus on expectations,
but transition costs remain a key barrier amid mounting pressures

Recyclable & biodegradable packaging

Water & natural resource conservation

Reducing energy use & carbon footprint
Measuring & reporting environmental performance

Investment in renewable energy sources

Environmental responsibility of the electrical appliances
sector

Need for government intervention to drive change

Costs are a barrier to companies’ transition

m | strongly agree/agree = Neither agree nor disagree m | strongly disagree/disagree FocusBari
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Social ESG: Clear requirements

Strong consensus - corporate responsibility is judged by actions o

Fair working conditions and equal opportunities are m
essential

Employee mental wellbeing is a corporate priority

ISocial initiatives are mainly driven by image considerations

Not just promises, companies must take action

Companies have a duty to provide opportunities for young
people

Supporting local communities is a corporate responsibility

Words without action undermine employee well-being

| respect companies that promote gender equality, diversity
& inclusion

m | strongly agree/agree = Neither agree nor disagree m | strongly disagree/disagree
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ESG no longer fits into
‘business as usual’

#1. Key Learning

Although the term ESG Is not yet fully understood,
sustainability is already seen as a social
requirement.

Greeks expect meaningful environmental and social
action from companies - going beyond the basics,
and avoiding token gestures, despite increasing
financlial pressures.

The transition requires a fundamental shift in
decisions and priorities by companies as both
environmental and social levels, embedding
sustainability into corporate culture.

Today, ESG is being tested in practice, in terms
of costs, everyday life and the institutional
state framework.
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B. ESG: Trust, Consumer choices & consequences

o

Ay A
-

FocusBari

pecpln « Fmpiration = creativity



ESG Governance: Trust is not a given

It Is bullt on transparency, accountabllity and leadership declsions
%

Trust depends on how companies handle mistakes and crises m
Ethical decision-making & implementation of the Code of
Conduct
With profitability

m | strongly agree/agree = Neither agree nor disagree m | strongly disagree/disagree
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ESG: from attitude to behaviour:
Corporate values shape purchasing decisions

| stop buying from companies that behave irresponsibly
(e.g. child labour)

ESG practices demonstrate respect for society and the planet

Corporate values shape my trust
| stop buying from companies that pollute

Responsible companies make me feel part of positive change

m | strongly agree/agree = Neither agree nor disagree m | strongly disagree/disagree
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ESG: from attitude to behaviour

In practice, acceptance does not always translate into action
%

| switch brands if the company isn’t socially responsible

| trust ESG practices with independent certification

| recommend companies that are transparent about their ESG
footprint

| pay more for green and socially
responsible companies

| choose companies with certified ESG practices

m | strongly agree/agree = Neither agree nor disagree m | strongly disagree/disagree
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ESG in Greece: Broad consensus, limited participation

Sustainability is a sigh of progress and civilisation

Consumer choices influence companies

I’m changing my habits for the environment

Without government intervention, whatever | do is not
enough

The younger generations are pushing for responsible
businesses

Il participate or would like to participate in relevant initiatives

m | strongly agree/agree = Neither agree nor disagree m | strongly disagree/disagree
FocusBari

peopia & iImsprabon & ceeatnedty



For ESG to become a real consumer
choice, companies need to transform.

Trust In ESG is not a given - it Is bullt through
transparency, accountablility and consistency.

AN\

Corporate values shape how citizens perceive
and evaluate companies.

However, In a context of economic pressure,
positive attitude does not always translate into
behaviour.

Today, ESG influences perception more than
actual purchasing decisions, highlighting a
fundamental gap between Intention and action.
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C. ESG: Trends in Greece — consumer typologies
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Although ESG In Greece Is
still at an earl, ‘embryonic’ stages...




We have intentified...

*** Three distinct trends in sustainability

*» Life stage and background shape how people
perceive ESG...

*** ... revealing three distinct profiles

while ESG is not fully integrated
Into people’s mindset and daily lives
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“Values-driven profile” “Pragmatic profile” “Disengaged profile”

‘ESG: Romantics’ “ESG: Pragmatists”

33%

ESG reflects the values that

e e ESG needs to be ‘put into | see no reason to get

practice’ on a daily basis involved with ESG.
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The ‘ESG:Romantics’: 48%

& men, aged 45+,
with higher to postgraduate
education

At a mature stage of life, with a stable professional and
personal trajectory

They have embraced social and environmental
developments as part of their worldview.

They perceive ESG as a unified value system, both within
corporate culture and on a personal level.

Their choices favour companies that are actively
transforming their culture through ESG practices.

They focus primarily on the long-term value and
consistency of ESG performance

‘Consclousness - Honesty - Vision’
Focus Baﬂ
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The ‘ESG: Pragmatists’: 33%

Men and ‘women allke
aged 35+, with.upper-secondary
education

In the productive phase of life, as they establish
themselves professionally and socialy.

They view ESG as a necessary development, but one that
must be proven in practice. They approach it primarily as a
functional tool that must respond to current economic
pressures.

They harbour reservations about the corporate approach to
ESG, believing that it often remains superficial, or lacks
the maturity required for meaningful implementation, and
is largely limited to ‘the obvious’

They acknowledge that their own knowledge and active
engagement with ESG remain limited.

‘Modernisation - Transparency - Action’
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At an exploratory stage of life, shaped by an environment of
information overload, and limited ability to effectivelly filter
information, they focus in the ‘here and now’.

They do not perceive ESG as a relevant factor in their
personal or professional development.

They believe ESG initiatives primarily serve commercial or
communication purposes rather than delevering real social
value.

They appear ‘convinced’ of their stance and remain
disengaged in ESG initiatives, believing that they ‘already
understand’ the concept of sustainability!
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With secondary education

Mainly men aged 18+,
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ESG: THE TRANSFORMATION
‘ESG: Romantics’ “ESG: Pragmatists”

Transformation is a matter of Transformation must Show me clearly what | gain
values and identity. deliver results. from transformation.
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Without a transformation of
corporate culture,
ESG remains just a promise!

#3. Key Takeaway

The challenge for businesses is to
. bridge these three different trends

through meaningful, day-to-day
practices and engagement.

They are called upon to respond to the
needs of different audiences,
transforming ESG ...

from a concept into a lived experience
grounded in full transparency.
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Thanlke You!

Want more info? Ask xenia@focus.gr
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