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To(64,8% ) TWV TWATOV ShADVE] 6T) 1

«OXEDIA» EXEI CUPPANEI «ITONIM fi «APKETA»
otnv anrdkTnon Pacikod T &i00ipatos
H1a Kalvgn avaykav otéyaons.

—

Ixed6v SUo aTous TPEIS rfJa-)_¢e)‘oﬁp£vouS, To
, amavtael «rro)«‘;»

i «apKeTa» oTNV EpATRON «é00

éxel oupPalel n Evacxdinoh oas pe Th "oxedia"

OTOV amOKTNON VEWV JVACEWV Kal IKAVOTATWV».

Totwv epwtneéVtwv? TWANTWV
QAVTNOE <roNd» . «apKEté» otnv
gpwtnon «méoo éxel ovpPalel n "oxedia" otn Pertiwon
otou§ rapakatw topei§ Th§ Jwns oas: kovwvikomroinon kai
(emaviévtaZn oTnv Kovwvia.

“Eva§ otous Suo QvayVAOTES Tov

EP108ikol ouppETEXOLV fTI0 EVEPYA oTIV
kovwvikh pa$ Swh, eZartial Twv epediopaTtwy
mrov AapPavouv amd Th «oxedia».

H «oxedia» PpiockeTal oTIS mpATES OETEIS h TNHS OXETIKNS

Mota$ pe TI§ kukhopopiEs G TWV phviaiwv TFEPIOSIKWDV,
mapa to yeFovés 6T Kukhopopei povaxa oTou§ Spdpous
Tn§ ©@ecgoalovikns kai Tn$ Aefiva$ kai 6xi rave aSIKa.




2 out of 3 beneficiaries replied either
«a lot» or «conSiderably» to the
question «How much has «Shedia» contributed
to the improvement in the following areas of your |ife:
Earning a balic S income to meet housing needs».

Nearly 2 out of 3 beneficiaries
reSponded «a |ot» or «conSiderably»
to the queStion «How much ha your involvement with
«Shedia» contributed to "acquiring knowledge and SkillS
(in Sales, organization Skills, ete.»

Nearly 3 out of 4 reSpondents 7 re§ponded
«a |ot» or «considerably» to the question

«How much has ‘Shedia' contributed to improving the following
areas of your |ife: Socialisation / re-incluSion in Society».

fin 2 readerS A [W\ §ay that «Shedia» of other
initiatives Supported by the Greek Street paper have
motivated them to become more active citizens by

participating more actively in Social initiatives.

Shedia i§ one Qp"] of the highest Selling monthly magazines
in Greece. In fact, it could be that comparatively, Shedia i indeed
the highest Selling Greek monthly, it we take into account that

it i§ only diStributed in AthenS and Thessaloniki (a§ of autumn 2018)
and not nationally.




Méoa ota rpdita Sio xpévia #k
Kvk\odopia$ S (2013-2015), **34 avepwrol Fépuyav
amd cuvenkes acteyias kai prriikav o€ Sikd Tou§ omith
otnpiipEvol amoKAEICTIKA oTo EI068npa amd TIS TWAACES
Tou wepIodiKod Kai, PePaiws, oTnv @a{dﬂn kai virooThHpIEN
Tou KSopou frov ayopalel Th «oxeSian.

IXESOV 3 oTous 5 ava VAo TES SnAwvouv
oTI n «oxeSia» Tol§ éxel Pondicel mod il apkeTa
«va avti\ngeodv karitepa Thv EAMNVIKR Kovwviki
mpagpatikdTnta, Téoo o€ oxéon pe nthpata PTaxeias
Kai KoIvwvikol amok\Eicpol, al\d Kai Jevikétepa»

Ithv EpAdTRON «TI600 éxEl oupPANEI n «oxESia»

oOTOV «aréKTNON MEPICTOTEPNS Katavonons
ka1 agamn O J1a Tou§ avepamous», 'Co
TWV FWMTIOV aFAVTNOE «roXi» f «apKeETa».

i \ertoupyia Tn§ «oxedias» ouvtnpel Thv aracxdinon
199 avepdrwv ETE \Syw apeons aracxdinons
7?% Eite EZaITial Twv roAAArAACIACTIKWV EMITTOCEWV
mov €x€l n Aertoupyia Tn§ o€ arlou§ kAadou§ Tn§ olkkovopias.
Emm\éov, Shploupyel cuveihkeS amacxdinons Hia
178 rwAnTéS Tov wePIoSikol.

Mna kaee éva @eopd’ mov Saravatai
amé Tn «oxedia», Snpiovpyeita afia
f1a TV ENvikh AR oikovopia
Tn§ Ta¥ns twv 5,3 EVPW.




In the firSt two year( of the circulation of «Shedia»
(March 2013-December 2015), '{\‘f 34 people came out of homelefsness
(rough Sleeping;homeless ShelterS, guests of friendS or relatives, etc.),
by renting their own home, @ uSing the income they earn by diStributing
the magazine; regaining, in addition, their |oSt Self-confidence,
a$ a reSult of their (reinclugion and contact with people.

over 3 out of 5 readers m\ admit that «Shedia»
has helped them to better underStand the Greek

Socia| reality both in relation to ifSue§ of poverty and

Socia| excluSion, but alSo in general.

AlmoSt (9) out of (f0) beneficiaries
Say that «Shedia» has led them to dcquiting more
underStanding and love Q) for people.

while the organisation employS 7 people, it§ operation
creates the condition§ for the employment of 178 vendors.

In addition, the operation of «Diogenes» Supports the
employment of * 199 people, either through direct
employment in the organiation itSelf or through it§ multiplier
effect in other Sector§ of the economy.

«Diogened S the Starting point for creating a
product worth 5.3 time§ more compared to the
money it allocates for it§ operations. In other words,
for each @ euro Spent by «Diogenes, a value of
5.30€ i§ generated for the Greek economy.
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H rupia Avjuntpa, évag amé toug avBpwmoug

NG «oxedIAGH, POPWVTAG TO KOKKLVO YLAEKO.
H Mertoupyia Tn§ «oxeSias» cuvrnpel
TOV aracxo\non 199 avepwrwv,
EITE Aoyw apeons aracxolnons EitTe
efaitia$ Twv ro\\am\aciacTIKWV
EMMTTAOEWV frov EXEl h AEITovpyia ThS
o€ d\\ou§ K\daSou§ Tn$ oikovopias.

The operation of «Shedia» Support§ the
employment of 199 people, either through
direct employment in the organisation
itself or through it§ multiplier effect on
other Sector§ of the economy.
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Tipooipio
Foreword

To Mdprtio tou 2016 n SteBvoug rung etTalpeia
oupBouleutikwy utinpectwy «Deloitte» avélafe to
£pyo NG Slepelivnong TOU KOWWVIKOU KAl OLKOVOULKOU
AVTIKTUTIOU TTOU €XEL N KUKAoWopia Tou TTeploSikou
Spoduou «oxediar. Alyo plv amod ta Xplotouyevva

Tou 8lou €toug mapadobnke n teAkn €ékBeon pe
titho «Kowvwvikég kal Olkovoulkég Emmtwoelg amd
tnv KukAowopia tou Meplodikol Apdpou «oxediany,

n omoia — peta&u MoAAwvV AAAwv — meptAauBdavel

pia «€peuva mediou» avayvwoTikoU Kolvou Kal
avayvwolPoTnTag tng «oxediagy, Omwg Kat pia épsuva
peTAgU Twv TWANTWY TNG «oXediagy.

Amé tnv épeuva mpokKUTtEeL, HETAEU AAAWY, OTL «n
Aettoupyia tng "Aloyévng” ival epaAtiplog duvaun
yla tn Snuloupyia mapayopevou mpoidvtog aiag
5,3 popég peyaAUTePNG O OXECH ME TA XPrHaATa TTou
S1aBétel yia tn Aettoupyia tng. Me aAAa Adyia, yia
KAOe éva eupw mmou damavdtat amd tn "Aloyévng”,
Snuloupyeitat aia yia tnv eAAnvikn owkovopia 5,3
EUPW.»

Emiong, evw otnv opydvwon gpyalovtal 7 atopa,

n Asttoupyia tng Snuloupyei TIg oUVONAKEG yla TNV
amacxoAnon 178 mwAntwv. Emmpdobeta, n Asttoupyia
NG «Aloyévng» cuvtnpei tnv amacxoAnon 199
avOpwnwy, eite Adyw dpeong amacyxoAnong otnyv idia
TNV opydvwon €ite Adyw TwV TOAAATTAACLACTIKWY
EMITTWOEWY TTOU €XEL N AslTtoupyia tng o€ AAAoug
KAAdoug NG olkovouiag.

H «Aloyévngy, N AoTIKA PN KEPSOOKOTILKNA €TALpEia TTOU
eival miow amd tn «oxedia», aAAd Kal TNV Kaumavia
«koA otn PTtwyelar, Tig «Adpateg Atadpopég» Kalt
pla oglpd AAAWY KOWVWVIKWY TTPWToBoUAlwy, TTaipvel
tnv avwtatn BabuoAoyia (10 ye dprota to 10), e Bdon
ToUG TTivakeg olkovoulkAg emidoong tou Charity Nav-
igator, 81eBvoug prung a§lohoyntr @AAVOPWTILKWY
opyavwoswyv Kal Sopwv aAAnAeyyung. O Charity
Navigator ekTipd katd méoo ol Samdveg evog Yopéa
oxetifovtal Ye TG SpaocTNPLOTNTEG KAl UTTNPECIEG TTOU
awpopoUV tov Baciko Kot Tou.

Yxedia / Shedia

In March 2016, the internationally renowned consult-
ing firm «Deloitte» undertook the task of researching
the social and economic impact resulting from the
circulation of the Greek street paper «shedia». Shortly
before Christmas of the same year, the final report,
titled «Social and Economic Impact of the Circulation
of "shedia” street paper», was delivered. Among other
things, the report included a readers / readership field
research, as well as a survey among «shedia» vendors.

The survey shows, inter alia, that «the operation of
"Diogenes” is a starting point for creating a product
worth 5.3 times more compared to the money it allo-
cates for its operation. In other words, for each euro
spent by "Diogenes”, a value of EUR 5,30 is generated
for the Greek economy.»

Moreover, while the organisation employs 7 people,
its operation creates the conditions for the employ-
ment of 178 vendors. In addition, the operation of
«Diogenesy supports the employment of 199 people,
either through direct employment in the organisation
itself or through its multiplier effect in other sectors of
the economy.

«Diogenes», the non-profit organization behind
«shedia», as well as the «Kick out Poverty» campaign,
the «Invisible Tours» and a number of other social
initiatives, gets the highest score (10 out of 10), based
on the financial performance tables of Charity Navi-
gator, an internationally acclaimed charity evaluator
and solidarity fund. Charity Navigator's rating system
examines two broad areas of a charity's performance;
their Financial Health and their Accountability &
Transparency. Charity Navigator assesses how closely
related are the overall expenses of an organisation to
the activities and services concerning its main goal
and vision.
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O uuptog Mavvng, mwAntrig
™G «oxebiagy, oTo M6OTO TOU.

A Deloitte survey 14

Ixe&6v Slo oTou§ TPEIS wPhelolpevous
aravtnoav 6ETIKA oTV EPWTNON «TSo0
éxel oupPalel n “oxedia” otn Peltiwon
oTou§ rapakdatw Top&is tn§ wihs oas:
Amréktnon Pacikol EicoShpatos yia Tav
Ka\vgn avagkdv otéyaons».

AlmoSt 2 out of 3 beneficiarie gave a poSitive
reply to the queStion «How much has “Shedia”
contributed to the improvement in the
following area of your [ife: Earning a baSic
income to meet houSing needs».
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Yta mpwrta Suo xpovia Aettoupyiag tng «oxediagy
(Mdaptiog 2013-AeképBpLog 2015):

34 avBpwrtrol §€puyav amod tnv acteyia (rough sleep-
ing, evwveg @iLhoeviag, plAofevoupevol og @iloug

1 ouyyeveig K.AT), voikialovtag Eavad tn Stk toug
€otia, pe To eloc6dnpa mou e€acaiifouv Slavéuovtag
TO TTEPLOSIKO, AVAKTWVTAG, £TOL, KAL TN XOUEVN
EUTTLOTOCUVN OTOV £QUTO TOUG, AMOTEAECHA TNG (ETTAv)
€vta&ng Kat emagng Ye Tov KOGGO.

Txebdv 70 wpeAoupevol emavevtaxdOnkav otnv ayopd
gpyaociag (amoxwpwvtag amod To §ikTuo TwANTWY Tou
mePLOSLKOU). e APKETEG ATTO AUTEG TLG TTEPLITTWOELG, N
Béon epyaciag MpoékuYe HEow TNG «oXESIAGN.

Ixedo6v U0 otoug Tpelg wpeAolpevoug (to 64,8%)
amavtdel eite «moAUy (20,4%) gite «apKkeTd» (44,4%)
oTNV £pWINOCN «TTOC0o £Xel cupBAlel n "oxedia” otn
BeAtiwon otoug mapakdtw toueig tng {wng oag:
Amoktnon Baocikou elcodnipatog yia tnv KAAuyn
avaykwv oteyaongy.

Txebdv 7 otoug 10 wpeAolpevoug

SnAwvouv OtL N evaoXOAnaor toug pe tn «oxediay €xel
OUPPBAAEL «TTOAUY (22,2%) 1 «apKeTd» (46,3%) «oTnV
amoktnon Bactkou e.0o8nuatog yla tnv KAAuyn
AAAWY AVAYKWVY.

Ixedov 0o otoug TpeLg wpeholuevoug (to 64,8%)
amavtdel «ToAU» (25,9%) 1 «apketd» (38,9%) otnv
£pPWTINOCN MOCOo £Xel CUPPBAAEL N evaocyxoAnon oag

ME TN «oxedia» OTNV «amOKTNON VEWV YVWOEWY Kal
IKAVOTNTWYV (o€ Bépata MwWANCEwWY, opyAvwong, K.ATL)»

Txeddv dUo otoug tpelg (64,8%)

TwV gpwTNBEVTWY amavidel «moAU» (38,9%)
«APKETAY (25,9%) otnv gpwtnon «Moco £xel cupBdiet
n “oxedia” otn BeAtiwon otoug TAPAKATW TOUEIS TNG
{wng oag: Kowvwvikomoinon/évtaén otnv Kowwviay.

Yxedia / Shedia

In the first two years of «shedia's» distribution (March
2013-December 2015):

34 people moved out of homelessness

(rough sleeping, homeless shelters, guests of friends
or relatives, etc.), by renting their own home, using
the income they earn by distributing the street paper;
regaining, in addition, their lost self-confidence, as a
result of their (re)inclusion and social interaction.

About 70 beneficiaries rejoined the labor market
(leaving the paper's vendor network). In several of
these cases, the job opportunities arose directly
through «shedia».

2 out of 3 beneficiaries (64.8%)

responded either «a lot» (20.4%) or «considerably»
(44.4%) to the question «How much has "shedia”
contributed to the improvement in the following areas
of your life: Earning a basic income to meet housing
needs».

Almost 7 out of 10 beneficiaries

responded that their involvement with «shedia» has
contributed «a lot» (22.2%) or «considerably» (46.3%)
to «earning a basic income to meet other needsy.

Almost 2 out of 3 beneficiaries (64.8%)

responded «a loty (25.9%) or «considerably» (38.9%)

to the question «<How much has your involvement with
«shediay contributed to «acquiring new knowledge and
skills (in sales, organisation, etc.)»

Almost 2 out of 3 respondents (64.8%)

responded «a loty (38.9%) or «considerably» (25.9%)
to the question «<How much has «shedia» contributed
to improving the following areas of your life:
Socialisation / social inclusionn.



Mua €peuva tng Deloitte

To 87% twv wpeAoUpPEVWV

SnAwvel 6Tt n cuppeToyxn Tou otn «oxediay

evioxuoe tnv Yuxoloyia tou, Tou €dwoe TEpLOCOTEPN
autoremoibnaon, Tov £€Kave va oKEPTETAL Mo BeTIKA
yla To pEAAOV Kal va avTigeTwidel Sla@opeTikA TG
SuokoAieg.

1 0T0UG 2 AVAYVWOTEG CUPPETEXOUV TTLO EVEPYA OTNV
KOLWVWVIKN pag {wn, e€attiag twyv epebilopdtwy mou
AapuBavouv amd tn «oxediay.

Ixedov 3 otoug 5 avayvwoteg

SnAwvouv o6tL n «oxedia» Toug £xel fonbroel TTOAU
Il APKETA «va avTIAN@BOoUVv KaAUtepa TNV eAANVLIKN
KOLVWVLKH TTPAYUATIKOTNTA, TOCO OE OXECN ME

dNTAMOTA PTWYXELAG KAl KOWWVIKOU ATTOKAELOPOU, aAAG

Kal YEVIKOTEPAY

Ixedov 4 otoug 5 avayvwoteg

moTtevouv OtL To TTePLodikd gival €vag
ATTOTEAECHATIKOG TPOTIOG UTTOOTAPLENG EKEIVWY TTOU
BLvouv TN PTWYELD KAL TOV KOLVWVLKO ATTOKAELOHO
OTIG TTLO AKPALEG TOUG HOPYES.

To Mdptio tou 2016, oL TWANCELG TNG «oxXediagy
ayyi&av tig 30.000. LUppwva Ye Ta oTolXeia Tou
mpaktopeiou Stavoung eAAnvikou Tumou «Eupwtrny
(www.europenet.gr, Aeképfplog 2016) n «oxediar
Bpioketal otnv té€taptn B€on Tou Tivaka Pe TG
KUKAOQOPIEG TWV pNnviaiwy TeEPLOSIKWY -UE TO
€AANVIKO TTepLlodLkd Spduou va Slavéuetal otabepd
povo oe ABriva kal @scoalovikn Kal ta oTolXeia yia
Ta uttdéAotura meplodikd va agopolv tnv maveAAadikn
TOUG KUKAowopia.

A Deloitte survey

87% of beneficiaries

responded that their involvement with «shedia»
helped them psychologically, boosted their self-
confidence, made them develop a more positive

16

outlook about the future, as well as tackle difficulties in

a different way.

1in 2 readers say that reading «shedia» acts as a
motivation to be more actively involved in social
initiatives.

3 out of 5 readers

say that «shedia» has helped them «to get a better
understanding of the Greek social reality not only
in relation to issues of poverty and social exclusion,
but in general»

4 out of 5 readers

believe that «shedia» is an effective way of
supporting the most vulnerable of our society to
support themselves.

In March 2016 the sales of «shedia» reached 30,000
copies while in December 2016, «shedia» climbed

to the 4th place on the circulation list of monthly
magazines, according to the data provided by the
Greek press distribution agency «Evropi» (www.
europenet.gr) — even though the Greek street paper
is distributed only in Athens and in Thessaloniki,

whereas the rest of the Greek monthlies are distributed

nationally.
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Yxedia / Shedia
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The Beneficiaries
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O1 WPENOUNEVO)

The Beneficiaried

YUVOALKG, ammd to Mdptio tou 2013, étav n «oxedia»
£€kave to MPpwTo tNG Ta&idl otoug SpdHOoUG TNG TTOANG
(to mpwTto TEUXOG KUKAOWYSPNOE TNV Tetdptn 27
deBpouapiou tou 2013), wg tig 31 AskeuBpiou Tou
2015, TO XapAKTNPLOTIKO KOKKLVO YIAEKO poOpeETAV,
£€0TW Kal yia pia pépa, 346 avlpwrmot (231 otnv
ABnva kat 115 otn ®eccalovikn). £Tn CUVTPLTTLIKA
mAsloPneia mpokettal yia avdpeg (to 79,6%), evw doov
a@opd To NAKLOKO Toug PO WIiA, To 3,7% eival petadu
25-34 xpovwy, 1o 14,8% petadu 35-44 xpdvwy, To
33,3% petadu 45-54 xpdvwy, to 33,3% petadu 55-64
XPovwy, evw to 11,1% eival dvw twv 65 xpovwv.

Na onpelwBei 6Tt 1o 3,7% Sev amdvinog Pdenual

To péoo Stdotnpa mapapovng oto SikTtuo Twv
mwAntwy eivat 5,6 Prveg, Y& Toug HEYaAUTEPOUG
NAKLOKA va Pévouyv TTEpLoadTeEPO Ot «oxediay, apou
OL TTIPOOTITLKEG va Bpouv pla otabepn epyacia kat va
KAVoUV To emopevo BrApa otn {wr Toug ival capws
TTLO TTEPLOPLOYEVEG.

«Mpayuaty, avaivovtag tn péon mepiodo mapapovng
TWV MWANTWV avd NALKIA, ol NAIKLOKEG opddeg TTou
Bpiokovtal og cuykpltikd Sucpuevéotepn Oéon wg
TTPOG TNV eUpeon vVéEag epyaciag Adyw tng nAtkiag eival
QUTEG PE TN peyaAUutepn SidpKela TApAPOVAG Kal To
XOUNAOTEPO TTOCOCTO ATTOXWPNOEWVY, CNHELWVOUV Ol
ouyypaweig tng ékBeong-épeuvag tng «Deloitte» otn
OXETLKN gvOTNTA.

Xapaktnplotikd ival 0TL, VW 0 HECOG XPOVOG

TAPAPOVAG 0To SiKTUO TV MWANTWY NG «oxediagy
yla ta dtopa dvw twv 65 xpovwyv givat 19 pnveg, yia
€KEIVOUG KATW TwV 25 Xpovwy eivat poALg 4,2 unveg.

A Deloitte survey 20

Overall, since March 2013, when «shedia» hit the
streets of Athens for the first time (the first issue was
released on Wednesday, February 27th, 2013) until
December 31st, 2015, the distinct red vest was worn
by 346 people, even if it was only for a single day (231
in Athens and 115 in Thessaloniki). The overwhelming
majority was men (79.6%), while in terms of age, 3.7%
were between 25-34 years old, 14.8% between 35-44,
33.3% between 45-54, 33.3% between 55-64, while
11.1% were over 65 years old. It should be noted that
3.7% did not respond. Shart!

The average time people stay in the vendors' network
is 5.6 months, with older people staying more time

at «shedia», as the prospects of finding a stable job
and taking the next step in their lives are clearly more
limited.

«Indeed, by analyzing the average period of time ven-
dors stay in «shedia» by age, the age groups that are
comparatively more disadvantaged in finding a new
job due to their age are those with the longest time of
stay and the lowest rate of leaving», according to the
authors of the «Deloitte» report.

Notably, while people over 65 stay an average of 19
months in the vendors' network of «shedia», those un-
der 25 years old stay for just 4.2 months.
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lpdenua 1/ Chart 1

HALlKLOKO TTRPO®IA TWV WEPEAOUPEVWV. Vendors' age distribution.
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Ye oxéon pe g ouvBnkeg otéyaong, to 1,9%

Twv avBpwmwy tng «oxediagy dSnAwvel 6TL Slapével
o€ avemapkeg / akatdAAnio katdAupa (6Twg ot
TPOOWPELVO 1 MPOXELPO KATAAUPA Pe peydlo aplBuod
atépwv otov 8o xwpo), To 27,8% Sapével oe
KatdAupa uttd tnv amelAn tng €é§wong (evolkialopevn
Katolkia f) YE EVIOAN KATAoXeonG LOLOKTNTN KaToLlKia),
10 18,5% Siapével mpoowplva @Lho&evoUpevo oe
ouyyeveic n iloug, £xovtag amoAécel TNV e0Tia

ToU, VW T0 7,4% Slapével og TPoowpLVoUG §EVWVEG
(aoTéywy, TPooEUYWY, YUVALKWY K.4).

Ytnv i8la epwtnon, to 40,7% amdvinoe «aAAoy,

evw Sev BEAnoe va amavinoel to 3,7%. fedenua2

A Deloitte survey 22

In relation to their housing conditions, 1.9%

of «shedia» vendors report living in inadequate / unfit
accommodation (such as temporary or

improvised accommodation with a large number of
people sharing a small space), 27.8% is under the
threat of eviction (rented residence or foreclosure order
for private residence), 18.5% is temporarily housed by
relatives or friends, having lost their homes, while 7.4%
live in temporary shelters (for the homeless, refugees,
women, etc.). 40.7% answered «othery, while 3.7%

did not wish to answer this question. chart2

19%  Awapévw oe avemapkeg / akatdAAnio katdAupa
(m.x. TpoowpLvd 1 TPOXELPO KATAAUMA, HE peyAAo aplOud
atépwy otov 8o XWwpo).

19% Ilive in an inadequate / unfit accommodation
(e.g. temporary or improvised accommodation,
with a large number of people sharing the same space).

3,7% Aegv amdvtnoe 3,7% Did not reply

7,4%  Awapévw og mpoowplvoug EeEVWVEG 7,4% |live in temporary shelters
(aoTéywy, HETAVACTWY, TTPOCPUYWY, YUVALKWY K.ATT.) (homeless, refugees, women etc.)

18,5% Awapévw mpoowplvd wg @LAoEeVoUPEVOG OE CUYYEVE(G 18,5% | live temporarily as a guest with

1 @iloug.

relatives or friends.

27,8% Awapévw og katdAupa utod tnv amelAr é§waong
(ammd evoikialdpevn Katolkia, fj HE EVTOAN KATACXEONG
816K TNTNG Katolkiag).

27,8% | live in accommodation under the threat of eviction
(from rented residence or under foreclosure order of
private residence).

40,7% ANo

40,7% Other
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Mua €peuva tng Deloitte

H nBomoidg MovAika Xraptdd e To KOKKLVO YIAEKO TNG
«oxebdlagy, oto mAaiolo tng Spaong «MwAntng yia pia wpa.

A Deloitte survey

24
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O nBormoidg MNavvng LtavikoyAou pe To kOkKIVo YIAEko TG «oxediagy,
oto mAaioto tng Spdong «MwAntng yLa pia wpan.
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>xedOvV dUo oTOUG TPEIS w@eAoUpevouc (to 64,8%)
ATavTaeL eite «TOAU» (20,4%) €ite «apkeTdy (44,4%) o1 v
£PWTNON «TTOCO eXEL OUPBAAEL N “oxebia” otn Bs?\tiwog

OTOUG TTAPAKATW TOUEIG TNG wng oag: ArréKtr]or]

Baoikou elcodnpatog yia tnv KaAAun avaykwoyv
OoTEYAONGY.

Na onpeiwBet ott ot apBpol twv avBpwnwy mou Zouy
oe ouvOnKkeg aoteyiag / emopalouc KatolKkiag €xouy

pewBel onpavtika akpBwg eattiag tne EVAOXOAnGcrc

TOUG ME tr] KAl TNV utmootnplén twyv

AvVayVWOoTWVY, TG Kowvwviag OAOKANPNG, awoy amd oy

gvapsn tng KukAowopiag tou mepLoSikoy WG TG

31 AekepPBpiou 2015 TplAvVTa TECOEPLS TWANTEG UTTAKQY
o€ OlkO toug oTritt (tov AmpiAlo Tou 2017 o aptBudc Qutdc
elxe aveABeL atoug 43), otnpllduevol amokAeloTikg oTo
€£.06dnua amod Tig MTWAARCELG Tou TTepLodikou. Mpwy and

auTo, EHEVaV elte 0To 5pdpo; eite ot evidveg PtAoeviq
aoTEywy, eite pLAoevouvtav amd @iloug / OUYYeVeic.
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Almost 2 out of 3 beneficiaries (64.8%) responded either
«a loty (20.4%) or «considerably» (44.4%) to the question

«How much has "shedia” contributed to the improvement

in the following areas of your life: Earning a basic income
to meet housing needs».

The number of people living in conditions of homeless-
ness / insecure housing has been significantly reduced

precisely because of their involvement with(«shediay ang

the support they enjoy from readers / supporters, and
society, in general. Since the launch of the street paper's

circulation until December 31st, 2015, 34 vendors Moved

into their own home (in April 2017 that number had
reached 43), assisted by the income from the magazine's

sales. Prior to that, they either lived on the street of in

homeless shelters or were housed by friends / relatives



Mua €peuva tng Deloitte

Emiong, onuavtikég eivatl kat o aptbuog twy
CUMTTIOALTWYV pag TTou amépuyav tnv é§won efattiag tou
eloodnpuatog mou e§ac@aiifouv amd tn Stdbeon tng
«oxediagy. AvBpwrtol, SnNAadn, pe TOAUUNVEG OQELAEG
evolkiwy, ot ommoiot {oucav () e§akoAoubouv va {ouv)
uttd TNV ametAn tng €€wong KATaYepay Pe auto To
MLKPO el00Snpa va KAaAUWouUV HEPOG TNG OYELANG TOUG,
emavanpoodlopifovtag tn oXEon eUmMoToouvng PeE ToV
tSloktATNn Kat Stacwaliovtag Tnv MApaApovr) Toug OTo
oTiTL.

Xapaktnplotikd eival 6tL otnv gpwtnon «lMNoco £xel
oupBdaAel n "oxedia" otn BeAtiwon oToug MAPAKATW
topeig tng {wng oag: AmokTnon Bactkou elcodnuatog
yla KAAUYn avaykwyv otéyaongy, to 64,8% amdavinoe
gite «ToAU» (20,4%) eite «apkeTd» (44,4%). To 9,3%
amavtnoe «eAdxlotay kat éva 20,4% «kabBdAouy.

Aev amavtnoe 1o 5,6%. fedenuas

Evw otnv epwtnon «Mdéoco €xel cupfdaieL n "oxedia”
o1tn BeAtiwon otoug TapakAatw Topeig tng {wng oag:
KaAuyn opelAwv evolkiouy, to 38,9% amdvtnos
«TTOAU» 1] «apKETAY, TO 13% «eAdxiota» kat to 33,3%
«kaBoAou» evw to 14,8% Eev amdvinoe. ledenuas

To «eAayxiota» Oswpolpe 6tL Sev eival acrpavro.
‘Ectw auto to «Aiyo» gival katt. MNa auté to «Aiyor,
aAAwote, aywvi{opaocte, o KAOe mepimtwon.

Ma tn peydAn miseloPneia twv avBpwmwy Tou
mAatoiwvouv To diktuo tng «oxediagy, n evaocxoAnon
TOUG HE To TTEPLOSLKO gival KATL TO TEPLOTACLAKO.
AMwoTe, autd gival Kal To QuotloAoyko. H «oxediay,
OMwg Kat OAa ta meplodikd Spduou tou mAavhtn, Sev
YEVVAONKE yla va dnuloupynoel £€va véo emayyeAua,
pla oTpatid TWANTWY Meplodikwy dpduou.

A Deloitte survey 28

Furthermore, a significant number of people avoided
eviction for rent arrears because of the income they
secure from distributing «shedia». People with long-
term rent debts, who lived (or still live) under the threat
of eviction, have been able to cover part of their debt
with this small income, redefining the relations of trust
with their landlord and ensuring they keep their (rent-
ed) property. Notably, to the question:

«How much has «shedia» contributed to the improve-
ment in the following areas of your life: Earning a basic
income to meet housing needs» nearly two out of three
beneficiaries (64.8%) replied either «a loty (20.4%) or
«considerably» (44.4%). 9.3% answered «slightly» and
20.4% «not at all». 5.6% didn't reply. Chart3

While to the question «How much has "shedia”
contributed to the improvement in the following areas
of your life: Paying off rent arrears», 38.9% replied

«a loty» or «considerably», 13% «slightly» and 33.3%
«not at all», while 14.8% did not reply. Chort4

We strongly feel that even «slightly» is very
significant. After all, this «slight improvement» in vul-
nerable people’s lives was the motivation behind the
birth of «shedia».

As expected, for the vast majority of people in the
network of «shediay, their involvement with the street
paper is a casual/temporary activity. We have em-
phasized it over and over again, just like all the street
papers on the planet, «<shedia» was not created to
«create» a new profession, an army of street paper
vendors.
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lpdpnua 3/ Chart 3

N MNooco €xeL cupPalel n «oxedia» otn BeAtiwon oTOUG TAPAKATW
o topeig tng {wng oag: Amoktnon Bacikol elcodriuatog yia KaAuyn
Mt"" AVAYKWV OTEYyaong.
How much has «shedia» contributed to the improvement in the
following areas of your life: Earning a basic income to meet

"' housing needs.
+

+ + 20,4%
& l‘ 44,4% apketd / considerably
- A4 A4
o O ) 20,4% TmoAU / a lot
°© 5 oo 20,4%
o o) a 20,4% eAaxiota / slightly
// 9’3% 9,3% kabdhou / not at all
-
- 5,5% 6gv amdvtnoe / did not reply

lpapnua 4/ Chart 4
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How much has «shedia» contributed to the improvement in the
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Mua €peuva tng Deloitte

H «oxebia» @TiaxTnKe yia va umootnpiel avOpwmoug
mou Sokipddovtal okAnpd va utmootnpi§ouv ot idlot
TOUG €auTtoUg TOUG, HEXPL VA KATAPEPOUV VA KAVOUV
To emopevo Priua. Na Bpouv pia Souleld, éva ormity,
va Eavapmouv oto §pdpo toug. Ao To Eekivnpa

wg onpepaq, eivat mavw amd 70 ekeivol Tou pag
aroxalpgtnoav emetdn emavevtdxdnkav otnv ayopd
epyaociag. KadBe tétolog amoxalpetiopdg yia pag eivat
pla yikpn yloptn. H aywvia va Bpouv pla SouAeld mou
Ba toug emtpéPel va Eavactabouyv yia ta KkaAd ota
modia Toug paivetal Katl oTLG AmavVTACELG TOUG.

Ytnv epwtnon «Mwg aviidauBdveote tn oxéon oag
w¢ MWANTAG NG "oxediag”, To 61,1% tn Bewpel AUon
avaykng péExpt va Bpet SouAeld (44,4%) | va mapel
ouvtagn (5,6%) N aAlo, evw to 14,9% tnv ekAapBavel
w¢ TTeploTactakr / mpoowpivr amacxoinon. To 24,1%
ekAapBdvel tn oxéon tou e tn «oxediay wg otabepn
amacxoAnon. MNpdkeltal Kupiwg yla Toug avlpwimoug
NAkiag dvw Twv 65 xpdvwv. XapaKTnpLloTiko gival
OTL KaVE(G amod Toug epwTNOEVTEG TTOU AVAKOUV OTNV
NAKLaKA opada 25-34 xpdvwy dev avtidapBavetal tn
OX£€0N ToU HE To MEPLOSIKO WG pdviun amacxoAnaon,
KaBwg 6Aot (to 100% twv epwTnNBEVIWY), OTTWG
TTPOKUTITEL ammd TNV £€peuva, eival og evepyn avalntnon
gpyaoiag. feaenuas

A Deloitte survey 30

«shedia» was founded to support society's most
vulnerable people to support themselves and help
them in their day to day struggle to reclaim their
livelihoods, to find a job, a home, to get back on track.

In the first two years, more than 70 people bid us
farewell as they rejoined the workforce. Every such
«goodbye» for us is cause for celebration. The great
desire to find full employment is evident in people's
responses.

To the question «How do you perceive your relation-
ship as a vendor of "shedia”, 61.1% consider it a tem-
porary solution until they find work (44.4%) or get a
pension (5.6%) or for some other reasons (11,1%), while
14.9% perceive it as occasional / temporary employ-
ment. 24.1% consider their relationship with "shedia” as
"permanent employment”y. These are mainly people
over the age of 65. It is worth mentioning that none
of the 25-34 age group respondents perceive their
relationship with the street paper as a permanent job,
as, according to the survey, all of them (100% of the

respondents) are actively searching for employment.
Chart 5
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lpdonua 5/ Chart 5
MNwg avtidauBdveote tn oX€0ON 0AG How do you perceive your relationship
WG MWANTAG TNG «oxediagy; as a vendor of «shedia»?
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Mua €peuva tng Deloitte

YuvoAikd, to 70,4% eival oe Stadikaoia avalntnong
g€pyaciag, Ye TA TOCOOTA Va pelwvovTal 6co aufdvetal
n NAkia. Amé Toug avBpwmoug dvw Twv 65 Xpovwv
Tou gvepyotrolouvtal otn «oxediar kaveig Sev dSnAwoe
OTL ival og avalftnon epyaociag. edenuas

lpd@nua 6/ Chart 6

Eiote og Si1adikaocia
avadlntnong epyaociag;

1,9%

A Deloitte survey 32

Overall, 70.4% of vendors are actively looking for work,
with rates decreasing as the age increases. None of
the active vendors of «shedia» over 65 years stated
that they were looking for employment. Charté

Are you actively looking
for full time employment?

Sev aavenoe

did not reply
I
0 o
A
‘ob“i\o o 0 o)
\N -
0o lo) o o
—~ o o O o
o o °o
(o]
lo) o O o O o
° 0o
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Yinv epwinon «l1éco tkavotroinpévog eiote o€ oxéon
pe: Eloddnua amd tic mwAnoelg tng "oxediag”, to

9,3% &nAwvel TTOAU IKavoTTolnpEVo, To 64,8% apketd
LKAVOTTOLNMPEVO, TO 24,1% €AAXLOTA LKAVOTTIOLNUEVO, EVW
Sev amdvtnoe to 1,9%. fedenua’

lpapnua 7/ Chart 7

MNéoo kavotolnuévog eiote og oxéon Ye:
Elc6bnpa amd 11 mwAnRoelg tng «oxediagy.

1,9%

Sev ardvinoe

Yxebia / Shedia

To the question «How satisfied are you with: "shedia”
sales income, 9.3% are very satisfied, 64.8% are con-
siderably satisfied, 24.1% are slightly satisfied, while
1.9% did not reply. Chart?

How satisfied are you with:
Income from the sale of «shedia».

535
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did not reply a"Z;I:;
Kle
Wy
"}; .ﬁ%s\* o + ¢
N\ + <+
0 (o]
o o + ¢ +
(o] O o O o +
o (o]
o ° (o] o +
o o) o o o
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Ytnv epwtnon «lMdéco €xel cupPBdaiel n "oxedia” otn
BeAtiwon otoug mapakdtw toueig tng {wng oag:
Amoktnon BaocikoU elcodnpatog yia KAAUWn AAAwv
avaykwvy, To 68,5% amdavinoe «moAu» (22,2%) n
«aPKETAY (46,3%). To 18,5% amdvinoe «eAdxLotay,
10 5,6% «kaBohouy, evw dev anmdvtnoe to 7,4%

TWV epWTNOEVTWY. [edenuas

Ytnv epwtnon «lMdéoco €xel cupPBdaiel n "oxedia”

o1tn BeAtiwon otoug TapakATw Topeig tng {wng oag:
KaAuyn dAAwv An&mpoBecpwy o@elAwv

(.. Aoyaplaopoi, xp€n)», to 38,9% amdvinoe «TToAU»
(14,8%) N «apkeTd» (24,1%), T 22,2% «eAAXLOTAY,
evw MOALG 1 0Toug 5 (20,4%) amdvinoe «kaboAlouy
OTn OUYKeKPLPEVN epwtnon. To 18,5% bev amavinoe.
fpdpnua 9

A Deloitte survey 34

To the question: «tHow much has "shedia”

contributed to improving the following areas of your
life Acquisition of basic income to meet other needsy,
68.5% responded: «a lot» (22.2%) or «considerably»
(46.3%). 18.5% responded «slightly», 5.6% «not at all»,
while 7.4% did not respond. charté

To the question: «tHow much has "shedia”
contributed to the improvement in the following
areas of your life: Paying off other outstanding bills
(e.g. public utility bills, debts)», 38.9% replied: «a lot»
(14.8%) or «considerably» (24.1%), 22.2% «slightlyy,
while only 1in 5 (20.4%) replied «not at all».

18.5% did not respond. Shart?
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lpdenua 8/ Chart 8

MNoéco éxel cupBalel n «oxedia» otn BeAtiwon oToug TAPAKATW
\ . topeig tng {wng oag: Améktnon Bacikol e.codAuatog yia tnv
"’613A KAAuWn AAAWV avaykwy;
How much has «shedia» contributed to the improvement in the
4 +

following areas of your life: Earning a basic income to meet other
needs?

+ + L ] 2212%

5 :'.‘8 +u 1 46,3% apketd / considerably
o® o (o) 1815% 22,2% TmolU / a lot
b 0-1 2 -
— 18,5% eldywota/ slightly
7,4%
74%  &ev amavtnoe / did not reply
5,6% kaBdlou / not at all
5,67
lpdenua 9/ Chart 9

MNoéoo £xel cupBalel n «oxedia» otn BeAtiwon oToug MTAPAKATW
topeig tng {wng oag: Amoktnon Bactkou eL.6odruaATog yia Ty
KAAuPn AAAWV avaykwv;

How much has «shedia» contributed to the improvement in the
following areas of your life: Paying off other overdue debts
(e.g. bills, debts)?

38,9% TmoAU/ alot

241% apketd / considerably

22,2% eAaylota / slightly

20,4% kabdAou / not at all

18,5% &ev amavtnoe / did not reply




Mua €peuva tng Deloitte

Ytnv epwtnon «tL Ba BéAate va aAAdfete o€ €04G
Tov i6lo wg MWANTA NG "oxediag"», oL AmavInoeLg
(kal kat' eméktaon ot embupieg kKat oL otdxol) gival
TMOAAEG Kal StapopeTikég.'Evag otoug mévte oxedov
(to 19,4%) &nAwvel 6TL Ba RBeAe va ammoKToeL
peyaAutepn automenmoiBnon, evw to 14,9% B&AeL va
YLVEL TTLO KOWVWVIKO pE Tov KOopo. To 15,5% £xel wg
OTOXO VA ATTOKTHOEL TTEPLOCOTEPEG LKAVOTNTEG OTLG
mwAnoeLg, 1o 11,1% va €pxetal og cuxvOTeEPN EMAPH UE
TOUG ouvepydTeg Tou TTepLlodikoU, To 8,8% emblwkel
TN CUXVOTEPN ETTAYPN PE TOUG AAAOUG TTWANTEG, TO
8% BEAeL va ammaoyoAeiTal TTEPLOCOTEPEG WPEG OTO
TOOTO, EVW TO UPNASTEPO MOC00oTo (22,4%) Ba RBeAe
VO CUPUETEXEL TTEPLOOOTEPO OE AAAEG SpAcELg TNG
«oxediagy, edenualo

H cuvtpurtikng mAsloPneia Twv mTwAntwy (79,6%)
SnAwvel 6tL péoa amod TNV evacdAnor) Tou HE To
TEPLOSLKO £XEL ATTOKTNOEL, £0TW KAl KAT' €AAXLOTO,
VEEG YVWOELG KAL LKAVOTNTEG. XTN OXETLKA €PpWTNON:
«Mdéoo €xel cupPBdaiel n "oxedia” otn BeAtiwon otoug
TMapakATw Topeig NG {wng oag: ATOKTNGN YVWOEWY
Kal LKavotNTwV (og Bépata mMwANocewy, opydvwong,
K.ATL)», TO 64,8% amdavinoe «moAU» (25,9%) A «apKeTA»
(38,9%), T0 14,8% «eAdxiota» kal to 13% «kaboAouy.
Aev amavtnoe 1o 7,4%. fedenuatt

A Deloitte survey 36

To the question «what would you like to change in
yourself as a vendor of "shedia"y, the answers (and by
extension the desires and goals) are many and varied.
Nearly one in five (19.4%) says they would like to gain
more confidence, while 14.9% want to improve on their
social skills. 15.5% aim to develop more sales skills,
11.1% to be in more frequent contact with street paper
staff members, 8.8% aim at more frequent contact
with other vendors, 8% want to spend more hours on
the pitch, while almost 1in 4 (22.4%) would like to be
more involved in other «shedia» activities. Chart10

The overwhelming majority of vendors (79.6%) said
that through their involvement with the street paper
they have acquired new knowledge and skills.

To the relevant question: «kHow much has "shedia”
contributed to the improvement in the following areas
of your life: Acquiring new knowledge and skills

(sales, organization, etc.)» 64.8% answered: «a loty
(25.9%) or «considerably» (38.9%), 14.8% «slightly»
and 13% «not at all». 7.4% did not answer, charttt
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[pdenua 10/ Chart 10

T Ba B€Aate va aAAdete o€ €04G ToV (810 WG TWANTH TNG «oXeSiAgY;
What would you like to change in yourself as a «shedia» vendor?

8,0% Na aocyxoloUpal otn «oxediay TTEPLOCOTEPEG WPEG
To be involved with «shedia» more hours

14,9% Na yivw o KOWVWVLIKOG
To become more sociable

19,4% Na amoktriow pyeyaAltepn automemoibnon
To gain more self-confidence

15,5% Na amokTriow MEPLOCOTEPEG LKAVOTNTEG OTNV TTWANGCN
To obtain more sale skills

1% Na €pxopal cuxvotepa o€ ema®rn He Toug avBpwmoug tnNg
«oxediagy / To be in more frequent contact with «shedia»
people / members of staff

8,8% Na épyopal cuxvoTeEPaA OE EMTAPN PUE TOUG TWANTES TNG
«oxediag» / To be in more frequent contact with other
«shedia» vendors

22,4% Na cuppetéxw (meploodtepo) oe AAAeG SpATELG TNG
«oxediagy / To be more involved in other «shedia» activities

[pde@nua 11/ Chart 11

Méoo £xel oupBalel n «oxedia» otn BeAtiwon ctoug

TAPAKATW Topeig TNG wNG 0ag: ATTOKTNON YVWOEWY Kal
LKAVOTNTWYV (0g Bépata MwANcewy, opydvwong K.AT);

How much has «shedia» contributed to the improvement in the
following areas of your life: New knowledge and skills acquisition
(sales, organisation etc.)?

25,9% ToAU/ a lot

38,9% apketd / considerably

14,8% eléayiota / slightly

13% kaBohou / not at all

7,4%  &ev amdvtnoe / did not reply
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H mAeloyneia Twv MWANTWY TNG «oXedlagy emAEyel

va elval ekel 0to MOOTO TOUAdXLoTOV EEL UEPEG TNV
eBSopdda (27,8% SnAwvel mwg amacyoAesital €L yépeg
kal to 35,2% kat Tig emtd), to 20,4% Pyaivel mévte
HEPEG O0TO TMOCTO, T0 3,7% TPELG UE TECTEPLS, EVW, OTN
OXETIKN gpwtnon, to 1,9% amdvtnoe «avaioya.

To 11,1% &ev amdvtnoe. Pdennai2

‘Ocov apopd TI§ WPEeG avda nuepa, to 1,9%
amacyoAeitat 1-2 wpeg nuepnoiwg, to 3,7% amd 3

WG 4 wpeg, to 20,4% amd 5 wg 6 wpeg, 1o 25,9% amd
7 WG 8 wpeg, To 16,7% amd 9 wg 10 wpeg, to 11,1%
amd 11 wg 12 wpeg nuepnoiwg, evw mavw amod 13 wpeg
nuepnoiwg amacyoAeital to 1,9%. Aev amdvinoe to
18,5%. [edenuals

A Deloitte survey 38

The majority of «shedia» vendors choose to be at their
pitch at least six days a week (27.8% say they work six
days and 35.2% all seven), 20.4% go out to the pitch
five days a week, 3.7% three to four, while 1.9% replied
«it depends». 11.1% did not provide an answer to

this question. Chart12

With regards to how many hours per day they spend
selling «shediay, 1.9% work 1-2 hours a day, 3.7% 3 to

4 hours, 20.4% 5 to 6 hours, 25.9% 7 to 8 hours, 16.7%
9 to 10 hours, 11.1% 11 to 12 hours a day, and 1.9% more
than 13 hours a day. 18.5% did not reply. Chart12
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Mépeg amaoxdAnong tnv eBdoudda.
Working days per week.

Yxedia / Shedia

35,2% 7 - Mépeg amaoxoAnong / Working days

27,8% 6 - Mépeg amaoxoAnong / Working days

20,4% 5 - Mépeg amaoydAnong / Working days

11,1% Aev amdvtnoe / Did not reply
3,7% 3 -4 Mégpeg amaoxdinong / Working days
1,8% Avdloya/ It depends

‘Qpeg amaoxoAnong tnv nuépa.
Working hours per day.

1,8% 1-2Qpeg amaocyxdéAnong / Working hours

3.7% 3 -4'Qpeg amaocxéAnong / Working hours

20,4% 5 - 6 Qpeg amaocxoAnong / Working hours

259% 7 - 8' Qpeg amaoxoAnong / Working hours

16,7% 9 -10'Qpeg amacxdAnong / Working hours

111% 11 -12'Qpeg amaocxdAnong / Working hours

19% 13+ 'Qpeg amaocxdAnong / Working hours

18,5% &ev amdvtnoe / did not reply
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Ol péoeg pnviaieg TWANCELG AvA TTWANTA

avépyovtal ota 132 avtituma. Ta mpwta tpia xpdvia
NG KUKAoWopiag tng «oxediag» mou KAAUTITEL N €peuva
tng «Deloittey, utinp&e pla otabepn avénon otig péoeg
pnviaieg mwAnoelg ava mwAntn (amd 106 1o 2013 o 121
10 2014 ka1 132 1o 2015), evw n epmelpia mailel oiyoupa
TO POAO TNG. fedenuatd

XapaKTnpLloTiko gival OTL 0 HECOG OPOG TWANCEWY
yla ekeivoug Tmou Bpiokovtal otn «oxedion amod 1 wg

6 unveg eival 97 meplodikd, evw yla ta dtopa mou
eival TwANTEG peTadu 6 Kat 12 pnvwv o aplBudg autdg
avefaivel ota 19 meplodikd. Ot dvBpwTtrol Tou sival
oTo MEPLOSLKO TTAVw arod duo xpovia @tdavouyv ta 197
TEPLOSIKA, TTAVTA KATA YECO OPO, TO Prva. Rdenuals

A Deloitte survey 40

The average monthly sales per vendor are 132 copies.
During the first three years, covered by the «Deloitte»
survey, there was a steady increase in average monthly
sales per vendor (from 106 in 2013 to 121in 2014 and

132 in 2015), while experience certainly plays a key role.
Chart 14

When it comes to sales numbers, the average

sales for those involved with «shedia» between 1to 6
months are 97 papers, while for people who have been
vendors between 6 and 12 months this number goes
up to 119 papers. The people who have been at the
magazine for over two years reach 197 magazines

sold per month, always on average. chart1s
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Méoeg unviaieg TWANCELS AVTITUTIWY
NG «oxediagy avd mwAntn.

Yxedia / Shedia

Average monthly sales
of «shedia» copies per vendor.

121 132
106 , y phvIaiES rwinoErs
. . PNVIAIES TwARCEIS avé TwANTH
pOVIaIES TWAROES ava rwlnth monthly Sales
avd rwnth monthly Sale§ per vendor 2015
monthly $ales per vendor 2014
per vendor 2013 =
N\ \/\/\\ \/\
R =« 0 o °
DRGRIRIRK
o © o —
- [a] — —
[papnua 15/ Chart 15
Méoeg unviaieg TWANCELS AVTITUTIWY TNG «oxedlagy Average monthly sales of «shedia» copies
ava mwAntn pe Bdon tnv sumelpia Tou. per vendor based on their experience.
197
24+ pives / month
Telxn To piiva
Copie§ per month
97 6-12 piives / months / / J
1-6 waes / monthS teqxn TO pnva
TEXN To piiva Copies per month / L4
CopieS per month -
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1 0TOUG 2 AVaYVWOTEG CUPHETEXOUV TILO evepyd otnv

KOWVWVIKN pag (wn, e§attiag Twv epebiopdtwy mou
AapBavouv amd tn «oxediay, evw oxebov 3 otoug 5

avayvwaoteg dnAwvouv otL n «oxediay TOUG €xel Bonbroe
TTOAU < apgetd «va avtiAneBouv KaAUtepa TNV EAANVikp l
KOLVWVLKN TTPAYHATIKOTNTA, TOCO0 o€ oXéon ue Cnrr']“qlna
(PTWXELAG KAl KOWVWVIKOU ATTOKAELGHOU, aAAd Kal
YEVIKOTEPQY.

2TNV EPWINOCN «TTO00 BeTIKNA gival n OUVELO®YOPA TNg
"GX'E&QQM otn BE?\t[fJocr] NG (WNAG TV MWANTWVYY, oxeSSy

Te0OEPLG OTOUG TTEVTE AVAYVWOTES (78,9% yla tnv
akpifela) tomoBetouvtal petagy tou 7 kat Tou 10, pe to

oeka va givat mavta n uPnAotepn Babuodoyia, BA-teewva
AVAYVWOTIKOU KOvoU, og). 52-75)
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1in 2 readers feel extra motivated to be more actively
involved in social initiatives while 3 out of 5 readers say

that «shedia» has helped them «to better understand
the Greek social reality not only in relation to issues of
poverty and social exclusion, but in general».

To the question «to what extend does "shedia” make
a positive contribution to the improvement of vendors'

lives», almost four out of five readers (78.9%) answered
between 7 and 10, with 10 being always the highest

rOtingo (readers' survey p.p. 52-75)
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Aydmn, katavonon, automemoidnon

‘Opwg, «oxediar dev eival pdévo pia eukatpia
e§aopdAlong evog el0odnpatog yia TNV KAAuyn
KAmolwV TTOAU Bacikwy avaykwy, aAAd eival n emapn
Kal n oxéon Pe Tov KOoHo, elval éva BrApa mpog tnv
KOLWVWVIKN (eTav)évta&n, TNV avaktnon tng Xapeévng
mMOTNG OTOV €QUTO KAl OTNV Kolvwvia oAOKANPN, N
armokatdotaon tng AaBwpévng a§lompémelag.

To 64,8% Twv epwWTNOEVIWY ATTAVTNOE TTOAU»
(38,9%) 1 «apkeTd» (25,9%) otnv gpwtnon «Moco €xel
oupBdaAel n "oxedia" otn BeAtiwon oToug MapPAKATW
topeig tng {wng cag: Kowvwvikomoinon/évtaén otnv
Kolvwviar. Xtnv idla epwinon, to 7,4% amndvtnos
«eAaytotay, To 1,1% «kabolouy, evw to 16,7% &ev
amavtnog. edenuale

To 75,9% SnAwoe 6tL n cuppetoxn Tou otn «oxediay
evioxuoe tnv Yuyxoloyia tou, Tou €dwoe TeEPLOCOTEPN
automemoibnaon, Tov £Kave va oKEPTETAL Mo BeTIKA
yla To pEANOV Kal va avTiueTwidel Sla@opeTikA Tig
SUOKOAIEG. 1T CUYKEKPLUEVN EPWTNON

«Mbéoo €xel cupPBdaeL n "oxedia” otn BeAtiwon otoug
mapakAatw topeig tng {wng oag: KaAutepn YuyxoAoyia
/ eplocdTEPN automemoifnaon / (mo) Betikny», To
46,3% amdvinoe «moAU», To 29,6% «apKetdy, to 11,1%

«eNaxLotay, to 7,4% «kabolouy, evw Sev amdvinoe
10 5,6%. Tpdenual?

A Deloitte survey 44

Love, understanding, self-confidence

However, «shedia» is not just an opportunity to
secure an income in order to meet some very basic
needs, but it is also about communication and social
interaction, a step towards social inclusion,

the recovery of the lost faith in oneself and in society,
in general, the restoration of the wounded dignity.

64.8% of beneficiaries responded «a lot» (38.9%) or
«considerably» (25.9%) to the question «How much has
"shedia" contributed to the improvement in the follow-
ing areas of your life: Socialization / social inclusiony.
7.4% replied «slightly», 11.1% «not at all», while16.7%
did not reply. Chart16

75.9% responded that being part of «shedia»

helped them psychologically, boosted their self-con-
fidence, made them think more positively about the
future and take a different, much more positive
approach to life's challenges. To the specific question
«How much has "shedia” contributed to the improve-
ment in the following areas of your life:

feel psychologically stronger / more self-confidence
/ (more) positive outlook», 46.3% responded «a loty,
29.6% «considerably», 11.1% «slightly», 7.4% «not at
all», while 5.6% did not reply. Shart1z
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Yxedia / Shedia

MNooco €xeL oupPalel n «oxedia» otn BeATiwon oToug MTAPAKATW
topeig tng wng oag: Kowwvikotmoinon / évtagn otnv Kowwvia.
How much has «shedia» contributed to the improvement in the
following areas of your life: Socialisation / social inclusion.

38,9% TmoAU/ a lot

259% apketd / considerably

7,4%  eldxiota/ slightly

11,1% kaBdélou / not at all

16,7% &gv amdvtnoe / did not reply

MNooco €xel cupPalel n «oxedia» otn BeATiwon 0TOUG TAPAKATW
topeig tng wng oag: KaAutepn Yuyxoloyia / meplocdtepn
automemoiBnon / (mo)BetikA okEyn yia to péAAov / StapopeTiki
QAVTLPETWITION TWV SUCKOALWV.

How much has «shedia» contributed to the improvement in the
following areas of your life: feel psychologically stronger / more
self-confidence / (more) positive thinking for the future / different
approach of difficulties.

46,3% T10AU / a lot

29,6% apketd / considerably

1M1% eAdyiota/ slightly

74% ka®dAou / not at all

5,6% &gv amavtnoe / did not reply
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H otdon kal ta cuvalcOnuata twv avlpwmwy mou
(pOPOUV TO KOKKLVO YIAEKO ATTEVAVTL € AUTOUG TToU
Toug uTtooTNPiouV Kal OTNV KOWVWVid, YEVIKOTEPQ,
Seiyxvouv oeBacud kat ogpvn euyvwpoouvn.

Ytnv epwtnon «lMdéoco €xel cupPBdaiel n "oxedia”

o1tn BeAtiwon otoug TapakdAatw Topeig tng {wng oag:
Amoktnon meploodTEPNG KATAvonong Kal aydarnng yla
Toug avBpwtougy, To 87,1% amdvinoe «moAu» (55,6%)
N «apKeTa» (31,5%), ye éva 5,6% va polpdletal petadu
TOU «EAAXLOTAY KAl Tou «kaBdAouy kat To dAAo 7,4%
va unv amavtdel, kdenuals

To aiocOnpa tng cePvig euyvwpooUvNG TToU TPEPEL

O TTWANTAG TTPOG TOV AVAYVWOTN KAl UTTOOTNPLKTN
avadelkvUetal Kal géca amd tn otdon / amavtnoelg
otnv epwinon «éco ikavotolnuévog eloTe OE OYEON
ME: AVTILIHETWTTILON TOU KOLWVOUX:

To 90,7% amdvtnoe «moAU» (46,3%) | «apKeTd» - o€
mMoc0o0To 44,4%.'Eva 3,7% amdvinoe «eAdxLoTay Kal
£va dAAo 3,7% amdvinoe «kaboAour. To 1,9% twv
epwtNBéviwy v amdvinoe. [edenuatd

To 90,8% SnAwvel «TToAU» (35,2%) 1| «apKeTA»

Tou pe tn «oxediay.

(55,6%) kavotrolnuévo og oXEoN PE TNV amacyxoAnon

A Deloitte survey 46

The attitude and the feelings of «shedia» vendors to-
wards the readers, as well as towards society in gener-
al, are ones of respect and humble gratitude.

To the question: «tHow much has "shedia”

contributed to the improvement in the following
areas of your life: Gaining a better understanding and
love for people», 87.1% responded: «a loty» (55.6%) or
«considerably» (31.5%), with a 5.6% being divided
between «slightly» and «not at all», and the remaining
7.4% not replying. Chart18

The feeling of gratitude of the vendor towards

the reader and supporter is also highlighted through
the attitude / answer to the question «How satisfied
are you with: The response of the public»:

A total of 90.7% responded «a lot» (46.3%) or
«considerably» 44.4% while 3,7% responded «slightly».
The rest of the respondents answered «not at all»

(1.7%) or opted not to provide an answer at all (1.9%).
Chart 19

A total of 90.8% responded «a lot» (35.2%) or
«considerably» (55.6%) when it comes to how satis-
fied they are with their involvement with «shedia».
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55,6%
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31,5%

4-.',4-0-0-,',0-.',
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MNoéco €xel cupPaAel n «oxedia» otnv amoékTnon
MEPLOOATEPNG KATAVONONG KAl aydarng yta Toug avbpwiroug.
How much has «shedia» contributed to gaining a better
understanding and love for people.

55,6% T1oAU/ a lot

31,5% apketd / considerably

7,4%  eldywota/ slightly

3,7% «abdlou / not at all

1,8% &ev amavinoe / did not reply

[Méco ikavotolnuévog eiote oe ox€on YE:
AVTIMETWTTLON TOU Kolvou.

How satisfied are you with:

The public's response.

46,3% ToAU / a lot

44,4% apketd / considerably

3,7% eMlayiota / slightly

3.7% kaBdhou / not at all

19%  &ev amavinoe / did not reply
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Avtiktumog otnVv olkovopia

YOppwva pe tn «Deloittey, apol cuvutmoAoylotouv
OAEG AUTEG oL TTAPAPETPOL, TTPOKUTITEL OTL «N AElToupyia
™ng "Aloyévng” gival epalitrplog Suvapn yia tn
Snuloupyia mapayoduevou mpotdvtog a&iag 5,3 popég
peyaAUtepng os oxéon Ue ta xpnuata mou Slabétel yia
TN Asttoupyia tng». Me dAAa Adyla, yia K4Be éva eupw
mou Samavdatat amd tn «Aloyévngy, Snuloupyeital a&ia
yla TNV eAANVLIKN olkovopia 5,3 eupw. fedenua20

EmmpooBeta, n Acttoupyia tng «Aloyévng» cuvtnpsi
Tnv amaocxoAnon 199 avBpwnwy, eite Adyw Aueong
amaocxéAnong otnv idia tnv opydvwon eite e€aitiag
TWV TTOAAATTAQCLACTIKWY ETIIITTWOEWY TTOU £XEL N
Aettoupyia TNG og AAAoUG KAASOUG TNG oLKovouiag.
EmmAgov, dnuloupyouvtal €coda yia to Snuocto
oUVOoAIKNG aiag 369 XLA. eupw, 197 XLA. EUPW EK TWV
omoiwv mpogpxovtal ameubeiag amd tn Asttoupyia
NG opydvwong, evw ta uttdAolrma eival amotéAeopa
TTOAAQTTAQCLACTIKWY ETITTWOEWV.

A Deloitte survey 48

Impact on the economy

According to «Deloitte», taking into account all

of these parameters, it is clear that the operation of
«Diogenes» is a starting point for creating a product
worth 5.3 times more compared to the money

it spends for its operation. In other words, for each
euro spent by «Diogenes», a value of EUR 5,30 is gen-
erated for the Greek economy. Chart20

In addition, the operation of «Diogenes» supports

the employment of 199 people, either through direct
employment in the organization itself or through its
multiplier effect in other sectors of the economy.
Furthermore, it generates a state revenue, totaling
€369,000,00, €197,000.00 of which come directly from
the operation of the organization, while the rest are
the result of multiplier effects.
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nS MKO £¥o8a

205.000€
Diogeni§ MKO exrenges

Oéoel§ aracxoinons 7
Number of employee§ 7

‘Ecoda Snpociov

119.000€ TiwAntéS 51a8éopo E1065npa
State revenue 394.000€ N\ NS\ N\
119,000€ vendor§ dispoSable income
39th000€

‘Ecoda Snpociov
78.000€
§tate revenue

78100

Oéocel§ araoxéinons 178
Number of employment
poSitions 178

Tlapaydpevo mpoidv
amd rolamhactikés emmpdoEss

1.088.000€ .
Product derived by ripple effect ‘Ecoda Snpooiov
1,088,000€ 172.000€

(tate revenue
172,000€

OéoelS amaoxdinons 14
Number of employment
poSitions 14

pdenua 20 / Chart 20
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YUYKEKPLUEVA, WG TTPOG TIG TTOAAATTAQGCLACTLKEG
EMMTWOELG, BAoLIKOTEPOG HOXAOG EVIOXUONG TOUG
gival n tkavétnta tng opydvwong va dSnuloupyel Tig
ouvOnKeg yla TNV amacxoAnon ocnpaviikou aptbpou
TWANTWV Og OX€0N Pe Toug apeoa epyaldpevoug

™nG. Evw otnv opyavwon epyalovtal 7 atopaq, n
Aettoupyia tng dnploupyei Tig cuvOnKeg yla tnv
amaocxoAnon 178 mwAntwyv. MaAwota, Ye TN CUPPETOXN
TOUG OTO TTPOYPAMMA, OL TWANTEG amokTtouv Stabéatuo
TPOG KatavaAwon elcodnua (394.000€) to ormoio
gival peyaAutepo amo ta €§0da tng opydvwong

mou Sloxetevovtal otnVv olkovouia (ta €é§oda ot
mpounBeutég padi pe to kKabapd elcddnua Twv
epyalopévwy NG opyavwong ayyifouv ta 205.000€).
Mé£ow Twv MOAAATTAACIACTIKWY ETIMTTWOEWY OTNV
olkovopia, To Stabéoiuo e10d6dnua tTwv MWANTWY odnyei
o€ Mapayopevo mpotov 692.000€, evw ta £§oda ot
TpouNBeuUTEG Kal To elcOdnpa Twv epyalopévwy TNG
opydvwaong odnyouv oe mapayopevo mpoidv a&iag
396.000€.

+ Nocootd 63,6% tou TapaydpevVoU TTPOLOVTIOG ATTd
TTOAAQTTAQCLOCTIKEG ETILMTTWOELG OQEIAETAL OTNV
KATAVAAWON TWV TTWANTWY TNG «oXedlagy.

« AkoAouBouv ol Samdveg TNG opyavwaong TTPog TOUG
mpounBeutég NG (23,4% Tou Tapayopevou TTPolovVTog
armo TTOAAQTTAQCLACTIKEG ETILTTWOELG).

+ 2TNn OUVEXELQ, N KATavAaAwon Twv epyaloPéVwy Tng
opyavwong (12,9% tou mapayouevou mpoldvtog amd
TTOAAQTTAQCLOCTIKEG ETILITTWOELG).
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Additionally, with regards to the multiplier effect,

the main leverage is the organization's ability to create
conditions for the employment of a significant number
of vendors in relation to its direct employees. While
the organization employs 7 people,

its operation provides employment opportunities

for 178 vendors.

In fact, through their participation in the program, ven-
dors earn a ready-for-consumption income (€394,000),
which is greater than the organization's costs chan-
neled to the economy (costs to suppliers, along with
the net income of the organization employees reach
€205,000). Through the multiplier effects on the econ-
omy, the vendors' available income leads to an output
of €692,000, while the cost to suppliers and the in-
come of the organization employees lead to an output
worth €396,000.

 63.6% of the output from multiplier effects is due to
the consumption of vendors of «shedian.

+ Next comes the organization's payments to its suppli-
ers (23.4% of the output from multiplier effect).

« Then the consumption of the organization's employ-
ees (12.9% of the output from multiplier effect).
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O| avayVWOTES
The Reader$

To cuvtpimtikd 99,38% twv avayvwotwy Bewpsl
tn «oxediar eite MpwToBoUAia AULYWS KOWVWVLKOU
xapaktrpa (65,84%) eite KolvwviKn emixeipnon
(33,54%). Tedenua 2t

Akdpun kat ekeivol Tou yvwpilouv, aAAd Sev
ayopdalouv tn «oxediar» ce Mocooto 94% tn Bewpouv
gite Kowvwvikn Tpwtofoulia (41,2%) gite KOWVWVLIKA
emxeipnon (52,8%). MOALG to 6% tn Bswpel aplywg
guttopLKn Spactnplotnta.

A Deloitte survey 54

As far as readers are concerned, an overwhelming
99.38% considers «shedia» either a purely social initia-
tive (65.84%) or a social enterprise (33.54%). Chart2!

Even those who know but do not buy «shedia»
consider it by an overwhelming 94% either a social
initiative (41.2%) or a social enterprise (52.8%).
Only 6% think of it as a purely commercial activity.
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How do buyers of «shedia»

MNwg oL avayvwoTeg Tou TTEPLoSLIKoU
perceive it as an initiative.

mpooAapBdavouv tn «oxedia» wg eyxeipnua.

0,627
Epmropikod xapakTipa
BuSiness
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Tn «oxediax SiaBdalouv AvBpwToL OAWV TWV NALKLWY,
pe au§nuévn avayvwolpotnta va mapatnpeitatl ota
NAKLOKA yKpouTt 25-34, 35-44 kat 45-54 fedenua22

VW 600V aPopd To HoPPWTIKS Toug emimedo, to 32,5%
£XEL avWTaTN HOPYwWOoN (TTAVETTLOTAKLO, TTOAUTEXVE(O,
pjeTamtuylakd), to 22,6% €xel avwtepn poéppwon (TE,
AAAEG LOLWTIKEG OXOAEG), TO 36,7% €eite £XeL TEAELWOEL
TO AUKeLO glte €xel TAEL WG TNV 4n-6n TOU TTAALOU
yUpvacoiou A eTayyeAPATIKAG OXOARG Kal To 7,9% £xel
oAokAnpwaoel pia ta&n peta&l tng 3ng dSnuotikou Kat
NG 3ng yupvaociou. To 0,3% &nAwvel otL dev TAyE
oxoAeio / eivat avaApdfntol. edenuazs

A Deloitte survey 56

«Shedia» is read by people of all ages,

with increased readership in the age groups 25-34,
35-44 and 45-54., Chart22

In terms of readers’ education, 32.5% are of higher
education (University, Polytechnic, Postgraduate),
22.6% are of post-secondary education (TEl, technical
and further education), 36.7% have either finished high
school or the 4th-6th grade of the old type of high
school

or a vocational school; 7.9% have completed between
grade 3 and form 3. 0.3% responded that they did not
attend school at all / illiterate. Chart23
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[papnua 23/ Chart 23
Motot ayopddlouv tn «oxediay Who buys «shedia»
ava nAwkia. by age.
167
15,1%
13,9%
9,9% .
: 8,5% 9%
£k 7,4%
6,1% 6%
vaj o vaj 6x vaj 6x) vaj 6x vaj 6x)
yes no yes no yes no yes no yes no
18 — 24 25 — 34 35 — 44 4s — su 55 — 64
lpdonua 23/ Chart 23

Moot ayopddouv tn «oxedia» avd popPwTiké emimedo.
Who buys «shedia» by level of education.
A
N
* \ 79%  Meta&u 3ng Snuotikou Kat 3ng yupvaciou
Grade 3 to form 3

32,5% Avwtatn péppwon
(MavemotrAuio / MoAuteyveio / Metamtuylakd)
Higher education (University / Polytechnic / Postgraduate)

22,6% Avwtepn popewon (TEl/ 18iwtikég oxoAEg)
Post-secondary education (TEIl / Technical and further
education)

#S'tg

0,3% Aev mriye oxoAeio / Avalpdfntog / Méxpl 2n dnuotikou
No school / Illiterate / Up to 2nd grade

36,7% Andépottol Aukeiou / 4n-6n ta€n maialol yupvaciou
EmayyeAuatikn IxoAn (xwplig amoAutrplo Aukeiou)
High school graduates / 4th-6th grade of old type of high
school Vocational school (no high school)
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‘Ocov aopd oTNV EMAYYEAUATIKI KATACTACH TWV
avayvwotwy tng «oxediagy, to 54,8% SnAwvel ot €xel
povipn epyaocia, to 13,1% SnAwvel dvepyo, to 10,9% o1l
elvat ouvta&louyol, to 10% aoyoAeital Ye Ta OIKLAKA,
10 6,8% €ival woltntég 1) omoudaoTtég, to 4,2%
gpyadletal pe pepikn amacxoAnon kat to 0,1% dnAwoe
ot epyadetal Sixwg apotfry. eaenua2d

‘Eva Baciko péAnua tTwv avBpwmwy tou meplodikou
Nntav n dnuoupyia evog mpayuatikd ave§dptntou
Snuocloypa@lkou evtUmou ToLlKiANG UANG, Ye
evllaépovta BEpata yia GAoug Toug TOHEIG TNG
{wng pag Kalt To otmoio unnpetei Tig aieg tng
emolkodountikAg dnuociloypayiag. 'Eva meplodikod
mou Ba to ayopdlel o avayvwotng meldr) Tou apEoel,
yla va to Stafdoel kKloAag kat OxL hévo yla va
utrootnpi€el tov avBpwro / mwAntA.

H mpoomdBela — mou eivat ouvexng — Seixvel va €xel
avtamékplon, agou 1o 48,4% twv ayopaoctwyv SnAWVeL
otL dafadel «mmavtar to meplodikod, evw to 30,4% pag
SiafBadel «meplotaclakdy. «Xuxvay pag dtafdalel to
18,6%. MAALG to 2,5% dnAwoe otL dev Stafadel «motén
1o MePLodiKS TTou ayopddel. feaenua2s
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With regards to the employment status of «shedia»
readers, 54.8% say they have a permanent job, 13.1%
state they are unemployed, 10.9% are pensioners, 10%
are performing domestic duties, 6.8% are students,
4.2% work part-time, and 0.1% said that they work
without getting paid. Chart24

It was always a priority of the street paper's editorial
team to come up with a truly independent publication,
rich in content, covering a wide range of issues.

A publication adhering to the principles of constructive
journalism which is a source of information and a joy to
read. A paper that the reader will buy because he / she
truly enjoys reading, not only because he / she wants
to support the vendor / a great social cause.

The effort - which is ongoing - seems to be reaping
rewards, since 48.4% of readers declare that they
«always» read the street paper, while 30.4% reads it
«occasionally». 18.6% read it «often». Only 2.5% said
they never read the paper they buy. Shart25
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Yxedia / Shedia

Mool ayopdadouv tn «oxedia» avd emayyeAPaATikh Kataotaon.

Who buy «shedia» per employment status.

54,8% poéviun epyacia/ permanent full-time job

131% dvepyog / unemployed

10,9% ouvtalouxog / pensioner

10,1% owkiakd / domestic duties

6,8% @outntNng - omoudaotng / university student

4,2% pepikn amacxoAnon / part-time

0,1% epyalopevog xwpig apolBry / employed - without pay

Yuxvotnta avdyvwong.
Reading frequency.

48,4% mavta/ always

30,4% meplotaciakd / ocasionaly

18,7% ouxvad / often

2,5% moté / never
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To pemoptdl Kal oL cuvevteU&elg gival Ta ayamnueéva
KOMMATLA TWV avayvwoTwy (82,8%), evw akoAouBouv
oL povipeg otNAeg (15,9%) kat ot Stapnpioelg (1,3%).

Ye ox€0n HE Ta «ayannuéva pemoptad Kal
OoUVEVTEUEELGY, TO 66,2% TTPOTLUA EKEIVA TTOU EXOUV
KOLVWVIKO TTEPLEXOUEVO, TO 14,6% TpoTIpd Ta eAelBepa
pemoptal kat tig cuvevteu&elg, to 10,8% ekeiva mmou
elval TTOALTIOTIKOU TTepleXOUEvou, To 6,2% eKkeiva TTou
gival ToALTikoU mmepLlexopévou, Kat To 2,3% ta pemoptdl
Kal TI§ ouvevteU&elg aBAntikoU meplexouevou, Shart2e

Y€ OoX€0N HE TIG «ayaTTNPEVES HOVLIUEG OTAAEGY, TO
32% &nAwveL OTL TOU ApECEL TTEPLOCOTEPO N GTAAN
«Aoyla TG MAWPENG», To 20% N oTAAN «eTTElyovTa
TTEPLOTATIKAY, TO 16% oL LoTopieg TWV TWANTWYV
(«rrpdowTtTan) mou Snuoctelovtal otny TeAsutaia
oeAiba, akoAouBouv pe 8% ol oTAAEG «eoTLAlWY
(pwtoypawiko), «mapadofoloyieg» kat «out&abouty
Kal he 4% ol yeholoypapieg Kal oL ETTIOTOAEG TWV
avayvwotwyv (0TAAN «emKovwviay).

EmmpooBétwg, 1o 17,4% Twv avayvwotwyv dnAwvel otL
TOU QPECEL «TTAVTAY VA CUVOMLAEL Je Toug TWANTEG. To
44,1% amavtdel «kKATTOLEG POPEGY OTN OXETIKNA EPWTNON
kat to 38,5% amdvinoe «moTey, Chart2?
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Feature stories and interviews are the readers’ favou-
rite sections of the paper (82.8%), followed by regular
columns (15.9%) and advertisements (1.3%).

In relation to «favorite reportages and interviewsy,
66.2% prefer those with social content, 14.6% prefer
stories and interviews of general interest, 10.8% prefer
stories of cultural content, 6.2 % those of political
content and 2.3% likes sporting content. Chart26

In relation to the «favorite columnsy,

32% say that the paper's editorial «Logia tis ploris»
«Words from the bow» is their favourite one, 20% like
most the column «Epigonta Peristatika» («kEmergen-
cies»), 16% prefer vendors' life stories («<Faces»)

that are published on the last page of each issue.
Following are the columns titled «Focus»
(photographic), «Paradoxes» and «Out & About» (8%),
while 4% says that cartoons and readers' letters
(«Communication» page) are their favorite part of
the paper's content.

In addition, 17.4% of readers say they «always» like
to talk to vendors. 44.1% replies «<sometimes» to that
question and 38.5% replies «nevery, chart2?
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[pd@nua 26 / Chart 26

Ayamnuévo pemoptdl / Tuvévieugn avayvwoTwy
Favourite reader reportage / interview

66,2% Kolwvwvikou meplexouévou / social content

14,6% EAeUBepo pemoptdl/ general interest content

10,8% ToAttiotikou meplexouévou / cultural content

6,2% lMoAtikoU meplexopévou / political content

2,2% ABAnTikoU meplexopévou / sporting content

Toug apéoel va cuvopLAoUV Pe Toug TWANTEG TG «oxediagy;
Do they like having a chat with «shedia» vendors?

441% kdarmoleg wopég / sometimes

38,5% Tmoté / never

17,4% mavta/ always
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‘Opwg, n «oxedia» dev apopd pévo tov avlpwrro mou
OpPA TO KOKKLVO YIAEKO, aAAG cuHBAAAeL 660 oTNV
EVNHEPWOT TWV MOALTWY 600 Kl CTNV EVEPYOTTOiNGH
TOUG O€ KOLVWVLKA Bépata.

«@ewpeite 6TL N "oxedia" f AAAeg MpwTtoBoulieg
mou uttootnpifovtat amd 1o meplodikd odg wbnoav
va yivete Mo evepydg TTOAITNG, CUMPETEXOVTAG TTLO
EVEPYA OE KOLWVWVLKEG TTPWTOBOUALES» NTav pia amod
TIG EPWTNOELG TTou TTeptAaufBdvovTtayv otnv €épeuva
«avVayvwoTIKOU KOLVOU KAl avayVwpLoLHOTNTAGY.

Ytnv KAlpaka amd to 1 wg to 10, to 31,7% twv
epwinBéviwy Bpioketal yetadu tou 7-8 kat to 16,1%
peta&l tou 9-10, yeyovdg TTou onpaivel 0tL oxedov évag
oToUG SUO aVayVWOTEG TOU TTEPLOSIKOU CUMHETEXOUV
MO EVEPYA OTNV KOWVWVIKK pag {wn, eattiag Twv
gpebilopdtwy mou Aaufdavouv amd tn «oxediay kaenuas

To meplodikd aivetal 0Tl pag Bonbdel, emiong,

va avtiAn@Boulue KaAUtepa tn onuePLVH EAANVLKN
Tpaypatlkotnta. Ltnv epwtnon «Bewpeite oTL

n «oxedia» odg €xeL BonBroetL va avtiAngBeite
KAAUTEPA TNV EAANVLIKI KOWVWVLIKI TTPAYHATIKOTNTA,
1600 o€ oX€on pe {NTAHPATA PTWYXELAG KAL KOLVWVLIKOU
ATTOKAELOHOU, AAAA KAl YEVIKOTEPAY, KAl OTNV KAlHaka
amd to 1 wg to 10, to 36,6% tomobeteital peta&u tou

7 kat tou 8 kat 1o 22,4% (mavw amd 1 otoug 5, SnAadn)
petadu Tou 9 kat tou 10. feaenua2s
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«Shedia» is not only about the vendor; it is a reliable
source of information on important social issues and
serves as d vehicle to mobilize people on social
causes.

One of the questions in the «Readers and Readership»
survey was «Do you think that "shedia” or other initia-
tives supported by the paper have motivated you to
become a more active citizen by participating more
actively in social initiatives?».

On a scale of 1to 10, 31.7% of respondents find them-
selves between 7- 8 and 16.1% between 9-10, which
means that almost one in two readers is motivated by
«shedia» to become more active in supporting social
causes, Chart28

In addition, the street paper seems to help us get a
better understanding of the current Greek reality.

To the question «Do you think that "shedia” has helped
you to get better understanding of the Greek social
reality not only in relation to issues of poverty and so-
cial exclusion, but in general», on a scale from 1to 10,
36.6% answered between 7 and 8 and 22.4% (that is,
more than 1in 5) between 9 and 10. Chart22
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[pd@nua 28/ Chart 28

Oewpeite OtL N «oxediar j AAAeg mpwtofBoulieg mou utootnpifovtal
amé to meplodiko odg whnoav va yivete Mo evepyog MoALTNg,
CUUUETEXOVTAG TTLO EVEPYA OE KOLVWVIKEG TTPWTOBOUALEG;

Do you think that «shedia» or other initiatives supported by the
street paper have prompted you to become a more active citizen,
by participating more actively in social initiatives?

52,2% 1-6

317% 7-8

16,1% 9-10

lodonua 29/ Chart 29

o\o

\ Oewpeite OtL N «oxediar» odg €xet BonOnoel va avtiAngbOeite
KAAUTEPA TNV EAANVLKA KOWVWVLKNA TTPAYMATIKOTNTA, TOCO OF
oxéon pe {NTAUATA PTWYELAG KAL KOWVWVLKOU ATTOKAELOHOU,
aAAd Kal YEVIKOTEPQ;

Do you think that «shedia» has helped you to develop a better
understanding of the Greek social reality in relation to poverty
and social exclusion, but also in general?

1% 1-6

36,6% 7-8

22,4% 9-10
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H peydAn mAsloPneia Twv UTTOCTNPLKTWY Kal
ayopaotwyv Ing «oxediagy motevel OTL To TEPLOOIKO
gival évag amoteAeopatikdg TPOTTOG UTTOOTAPLENG
ekeivwv Tmou Sokipddovtal okAnpd — yi' autd,
AAAworte, Kal Tnv umootnpilouv.

Ytnv epwtnon «moéoo BeTIKN gival N CUVELCYOPA TNG
"oxediag” otn BeAtiwon tng {wNG TWV TWANTWVY,
oxebov técoeplg otoug mévte (78,9% yla tnv akpifela)
tomoBetoUvtal peta&u tou 7 kat tou 10, pe to 6éka va
gival mavta n uPnAdtepn Babuoloyia. fedenuaso

XapaKtnplotiko sival 0Tl akdUn Kal EKElvVoL TToU
yvwpilouv, aAAd Sev ayopdlouv tn «oxediar ot
mocootd 38% tomoBetouvtal kdmou petadu Tou 7
kal tou 10. Meta&u 1-6 Bpioketal to 28,2%, evw To
33,8% amdvinoe «8ev yvwpifwy, eaeuast

A Deloitte survey 64

The vast majority of supporters and buyers of
«shedia» believe that the paper is an effective way
of supporting those who are experiencing extreme
hardship - and this is the main reason they support
the initiative.

To the question «to what extend does "shedia” make

a positive contribution to the improvement of vendors'
lives», almost four out of five (78.9%) answers were
between 7 and 10, with 10 being always the highest
roting. Chart 30

It is worth noting that even those people who do not
buy «shedia» (although they are aware of the existence
of the street paper) believe in the relative majority that
«shedia» does indeed have a positive impact on peo-
ple's lives. 38% of respondents find themselves some-
where between 7 and 10. 28.2% between 1-6, while
33.8% responded «l don't knowy. Chart3t
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Katd méoo ot ayopactég tng «oxediagy Bewpolv OTL CUVELCPEPEL
Betikd otn BeAtiwon tng (WG TWV MWANTWY;

To what extent do «shedia» readers believe that the street paper
makes a positive contribution to the improvement of vendors' lives?

211% Amé 1£wg 6 ota 10 / From 1to 6 out of 10

491% Amé 7 £wg 8 ota 10 / From 7 to 8 out of 10

29,8% Amé 9 £wg 10 ota 10 / From 9 to 10 out of 10

Atopa mou yvwpifouv aAAd Sev ayopdlouv tn «oxediar.

Katd méoo Bswpolv 6tL cuvelopépel Betikd otn BeAtiwon tng {wng
TWV TWANTWY;

People who know but do not buy «shedia». How much they believe
it has a positive impact on the vendors' lives?

28,2% Amé 1£wg 6 ota 10/ From 1to 6 out of 10

299% Amé 7 £wg 8 ota 10/ From 7 to 8 out of 10

81% Amé 9 £wg 10 ota 10 / From 9 to 10 out of 10

33,8% Acev yvwpilw /| don't know
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A Deloitte survey
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AyopaocTiKn cUHTTEPLPOPA TOU KOLVoU

INHUAVTIKOG OUVTEAECTNAG TNG EEALENG TWV TWANCEWY
NG «oxediagy eival n ayopaoTIK CUPTTEPLPOPA

Tou Kolvou. Baoikd yvwpilopata tng ayopaoTikig
OUPTTEPLYOPAG €lval N TToocOTNTA, N CUXVOTNTA KAl N
XPOVLKNA SLAPKELA TTOU TO avayVWwOoTIKO Kovd ayopddel
TO TTEPLOSIKO. LUUPWVA PE TA ATTOTEAECUATA TNG
€PEUVAG AVAYVWOTIKOU KOLVOU Kal avayVvVwolPHoTNTag
yla tn «oxedion:

+ Qg pog Tov aplBpod avTtUTTWyY TToU CUVABWG
ayopdadovtal, N CUVTIPLITTIKN TAsloYn®ia Twy
ayopacTwyV €MAEVEL va ayopdoel €va avtituto amo
KdBe telxog. Asdopévou OTL yia TNV evnuépwon /
Yuyaywyia Tou avayvwotn apKel éva HoALg meplodiko,
n ayopd meploodTEPWY TEUXWYV yivetal oxedodv
QATTOKAELOTLKA YA KOLVWVIKOUG OKOTTOUG.

+ Qg mpog TN Sidpkela ayopdg, TOCOCTO AVW TOU
50% ayopddel to mepLodLko yia meplocdTePo amod va
XPOVvo.

« Qg Mpog TN ouxvoTNTA Ayopdg, £vag OTOUG TTEVTE
ayopaotég ayopdlel To MepLodLko KABe prva.
MapdAAnAa, mocootd 44% twv ayopactwy amdvinoe
WG To ayopddel OTTOTE CUVAVTHOEL TTWANTEG.

« Ta KoWwVIKA KivnTpa €Xxouv TNV uPnAdtepn
BaBuoAoyia ave€aptNTwg oUXVOTNTAG AYOPAS.
MapdAAnAa, N EAKUCTIKOTNTA TOU TTEPLEXOMEVOU
paivetal va amoteAei mapdyovta mou cuvtnpeei ta
uPnAd mocootd cuxvotntag ayopdg amo TO KOLWO.

H ayopaotikn cupmepupopd Stapépel pe Bdon toug
AGYOUG TTOU TTAPAKLVOUV €va ATOMO va ayopdoEL TO
mePLOSIKO.

Yxedia / Shedia

Purchasing behavior

An important factor in the development of

«shedia» sales is the purchasing behavior of the public.
Basic traits of purchasing behavior are the quantity,
frequency, and period of time a reader buys the
magazine. According to the results of the research on
readers and readership of «shedia»:

« In terms of the number of copies usually purchased,
the vast majority of readers choose to buy one copy of
each edition. Given that only one paper is enough for
the reader's information / entertainment, the purchase
of more copies is almost exclusively done for social
purposes.

« In terms of purchase duration, more than 50% buy
the paper for more than a year.

« In terms of buying frequency, one in five respondents
purchases the paper every month. At the same time,
44% of the people surveyed responded that they buy it
whenever they come across vendors.

« Social motives have the highest score irrespective of
purchase frequency. At the same time, high editorial
standards seem to be a factor that sustains high rates
of purchase frequency.

Purchasing behavior varies depending on readers /
buyers' motives.

O tpayouvbomoldg ®oiBog AeAnBopldg e TO KOKKLIVO YIAEKO TNG «oxeSiagy,
otnv mAateia Kopan, oto mAaioto thg dpaong «MwAntng yia pula wpan.
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Ava@oplkd PE TO TTWG TA TTPOCWTILKA KivnTpa
emnpedlouv tn SldpKela Kal Tn cuxvotnta ayopdg,
oUPPWVA PE Ta amoTEAECHATA TNG EPEUVAG:

+’'Oco uPnAdtepa BabuoAoyolvtal Ta KOWVWVLIKA
Kivntpa toco aufdvetal n didpkela ayopdg tng
«oxediagn»

 Ta KoWvwVIKA Kivntpa €xouv TNV uPnAdtepn
BaBuoAoyia, ave§aptAtwg cuyvoéTnTag ayopds.
MapdAAnAa, N EAKUCTIKOTNTA TOU TTEPLEXOMEVOU
paivetal va amoteAei mapdyovta mou cuvtnpeei uPnid
MocooTd cuxvoTNTAG ayopds amd To Kolvo, feaenuas2

Ytnv €pguva Tou Kolvou yla tn «oxediay,

ol meplocotepol Babuoidynocav uPnAdtepa ta
KOLWVWVIKA Kivntpa ayopdg («Mou apéoel va
uttootnpilw tov mwAntn» & «Mou apéoel yevikd va
ouveloPEpwy). Qotdoo, oe uPnAG emrimeda eppaviletal
KAl N EAKUCTIKOTNTA TOU TTEPLEXOUEVOU WG KivNTPOo
ayopdg. feaenuass
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When it comes to how these incentives affect
purchasing duration and frequency, the survey deliv-
ered the following results:

» The higher the social incentives, the more lasting the
purchasing loyalty is.

+ Social incentives have the highest score irrespective
of purchasing frequency. At the same time, the appeal
of the content seems to be a factor that sustains high
rates of purchasing frequency among the public. Shart32

Most respondents rated social criteria as the

major factor in deciding to buy a copy of the paper

(«I like to support the vendor» and «l like to contribute
in generaly»). However, the appeal of the content is also
a significant incentive that makes people buy their
copy. Chart33

Tuxvotnta ayopdg tng «oxediagy.
«Shedia» purchasing frequency.

441% ‘Omote BAETW KATTOLOV TWANTA
Whenever | come across a vendor

211% Kd&be pnva.
Every month

17,4% ‘Omote S1aBétw TO XpNHATIKS TTOCO
Whenever | have money

16,8% AAAo («Mia @opd» i «[MeploTactakdy)
Other («Once» or «Occasionally»)

0,6% ‘Exw gtnola cuvdpopn

| have an annual subscription
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Aoyol ayopdg tng «oxediagy Why do people buy «shedia»?

KAipaka 1-10: Scale 1-10:

1-moAU Alyo / 10-rdpa moAU 1-not much / 10-very much

[pdonua 32/ Chart 32 lpapnua 33/ Chart 33 o
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LuxVvoTnta ayopdg tng «oxediagy. Mou ap€oel YeEVIKA VA CUVELCPEPW.
«Shedia» purchasing frequency. | like contributing in general.
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Ta dtopa mou yvwpilouv tn «oxedia», aAAd Sev

tnv ayopdlouv ek@pdlouVv WG ONUAVTIKOTEPO

Aoyo mou Sev ayopdlouv To TEPLOSLIKO TOUG

Tuxaioug mMapdayovieg (N cUVTPLUTTIKA TAEloYNn®@ia

TWV AMavInoewy oTtnV Katnyopia «AAAo» eival o
mapdyovtag TUxn). Qotoéoo, KAtL mapamdvw amo 1 ota
3 dtopa dnAwvel attieg mou oxetifovtal pe To OTL Sev
toug Sivetal n eukalpia va ayopdcouv tn «oxediay, eite
Aoyw NG pn StaBecipotntag xpnpdtwy eite e€attiag
Tou OTL Sev cuvavToUVv TWANTEG. XAPAKTNPLOTIKO
gival, emmiong, To yeyovog Ot Adyol yla Toug oTmoioug
kamolog Sev Ba aydpadls oUTwg 1 AAAWG To TEPLOSLKO
AOYW TTPOCWTILKWY TTEMOLOACEWY, OTTWG N EAAEWN
EUTTLOTOOUVNG OE KOWVWVLKEG TTPWTOBOUALES 1y
emBupiag evioxuong Twv MTWANTWY, CUVAVTWVTAL

O€ PLKPO TTOCOOTO, evioyxUovtag tnv armoyn mepi
Suvatdtntag tng «oxediagy va mpooeAKUOEL TILTAEOV
Kolvo TTou tn yvwpilet aAAd Sev tnv ayopddet.

To 22,7% &nAwvel 0Tt «dev cuvavtdel cuvnBwg KATToLoV
TwANTAY», To 13% o611 «Oev XL Ae@TA Kal TO TTEPLOSIKO
glval ToAU akptBoy, o 2,8% emeldn «Sev eumotevetal
tn «oxediay, 1o 3,7% emeldn «bev eumoteveTal YEVIKA
TIG KOLVWVLKEG opyavwoelgy, To 4,5% emeldn «dev tou
APECEL TO TTEPLEXOPEVO TOU TTEPLOSLKOUY, TO 1,1% emeldn
«8ev emBupel va evioxUoeL TOUG TTWANTESH, Eva AAAO
1,1% umrootnpilet 6Tt «Sivel KATL OTOUG TWANTEG, XWPIG
va Taipvel To TTEPLOSIKOY.

To umtéAoturo 51,2% epmintel otnv Katnyopia «AAAoy,
omou o BacikotePog AOYOoG eival «Sev €Tuxen
(to 43,5%). edenuass
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People who know but do not buy «shedia»

claimed «random factors» as the main reason for not
purchasing it (the overwhelming majority of responses
in the «other» category is the chance factor).
However, just over 1in 3 people state reasons related
to the fact that they are not given the opportunity

to buy «shedia» either because of lack of money or
because they do not come across any vendors in their
daily activities. Only a small percentage cite «lack of
trust in social initiatives or unwillingness to help ven-
dors», as reasons for not buying «shedia».

This underlines the belief that «shedia» has the capac-
ity to attract an even wider audience who currently
know about it but do not buy it.

22.7% responded that «they don't usually come

across a vendory, 13% said «they have no money and
the paper is too expensivey, 2.8% because «they don't
trust "shedia”, 3.7% because they «do not trust social
organizations, in generaly, 4.5% because they «do not
like the content of the papery», 1.1% because they

«do not wish to support the vendorsy, another 1.1%
claim that «they give something to the vendors without
buying the paper».

The remaining 51.2% fall into the «Other» category,
where the main reason is «it just hasn't happened»
(4350/0) Chart 34
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lpdonua 34/ Chart 34

Marti dev ayopdlete tnv «oxediay; Why don't you buy «shedia»?

NSNS [

22,7%

¢ H 4z
s T e T 13%

51,2% AMMNo / Other

s 22,7% Agv uTTApyEL KATIOLOG TWANTAG KOVTA pou /
To Agev cuvaviw ocuvnOwg MwAntnA
i o o There isn't a vendor near me /
'o 2,8/@ | don't usually come across a vendor
L ° .. : 13%  Aev éxw Aewtd / Eival akplBo meplodiko
o % | have no money / It's an expensive magazine

4,5% Aev pou apécel To MeEPLEXOUEVO
| don't like the content

3,7%  Aev gpmoteUopal YEVIKA TIG KOLVWVLKEG OPYAVWOELG
| don't trust social organisations in general

2,8% Agv gpmiotelopal TO CUYKEKPLPEVO TTPOYpappa «oxediay
| don't trust the particular programme «shedia»

11%  Alvw KATL oToug MWANTEG AAAd v ayopddlw To MEPLOSLKO
| give something to the vendors but | don't buy the street paper

1% Agv emBupw va evioxUow Toug MWANTES
| don't wish to support the vendors
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YUP@WVA UE TNV £PEUVA, N ETTIKPATECTEPN TMPOoUTTOBE0N
yla va ayopdoouv tn «oxediay gival va amoktiocouv
KAAUTEPN EVNPEPWON YLA TO OKOTTO KAl TO TTEPLEXOHEVO
Tou Teplodikoy, evw UPNAA TTOCOOTA CNUELWVEL KAL N
emBupia va cuvavtouoayv 1o cuXVA TWANTEG.

Ta mooootd autd katadelkvuouv Twg avw tou 50%
TWV PN ayopactwy ekPpddlel Oetikd evdlagépov yia

n «oxebiay, feaenuass
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According to the survey, being better informed about
the mission and content of the magazine is of utmost
importance when it comes to deciding to buy the
paper, while the desire to come across vendors more
often is also rated very highly.

More than 50% of nonbuyers express a positive
interest in «shediay. chart3s

38,7% Av gixa kaAUtepn evnUEPWON yLa TO TTEPLEXOUEVO KAl TOV 38,7% If  had more information about the content and the
oKoTTd Tou TTEPLOSLKOU mission of the magazine

12,4% Av cuvavtouoa 1o ouxvda TWANTES 12,4% If | came across vendors more often in
otnv KabnuepvdTnNTd pou my everyday life

3,7% Av sixe Stapopetikf / kKaAUtepn UAN 3,7% If it had different / better content

7,0%  Av gixe xaunAdtepn tiun 7,0% If the cover price was lower

6,9% Avntav dtabéoipo online 6,9% If it was available online

19,2% Aev 6a 1o ayépadla moté 19,2% | would never buy it

5,8% AAlo 58% Other

6,3% Aev yvwpilw 6,3% |don't know
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lodenua 35/ Chart 35

Yo moleg mpoUmoBEaelg Under what circumstances
Oa ayopalate tnv «oxediay; would you purchase «shedia»?
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H kukAowopia

AileL va onpewwBel otL, A€oV, n «oxediay katatdooetal
TTOAU YnAd otn Alota Twv pnviaiwv meplodikwy écov
apopd TNV KUKAowoplia, yeyovog Tou KatadelkvUEL ToV
uWnAS Babuod cupdeToXNG TNG KOWVWVIAG € AUTOV ToV
MEYAAO KOLVWVLKO aywva. ZUYKEKPLUEVA, To Aekéufplo
Tou 2015 (6Tav oAokANpwONKE AUTO TO KOPUATL TNG
g€peuvag), n «oxedilay» Bplokotav otnv €ktn B€on NG
OXETIKNG AloTag, mapd To yeyovog Ot To Teplodikd
Spoduou KukAowopel povdaya octoug Spdpoug Ttng
@eooalovikng kat tng ABrvag, kataypdgoviag pia
otaBepd avodikn Topeia.

Mmpootd anéd tn «oxediar» Bpickovtav Katd celpd

ta meplodika «Mirror», «kMadame Figaro», «Elley,
«Cosmopolitan» kat «Celebrity», mou éxouv capwg
Slaopetikin Ogpatoloyia Kat mpoocavatoAlouo (Tnyn:
www.europenet.gr).

Avapépel xapaktnplotikd n «Deloittex: «To UYog twv
pnviaiwv mwAnocewyv tng "oxediag” oe oxéon pe aAAa
meplodikd Bpioketal o avtaywvioTikd emimeda. H
mopeia, gaAlota, tng "oxediag” wg mpog tnv katdatadn
NG otn Alota Atav avodikn katd tn didpketa tou 2015.
Evw tov lavoudplo tou 2015 Eekivnoe otnv evoéKatn
Béon, xdpn otnv avodikr SuVAULKA TwV TTWANCEWY
NG, Katdwepe va avefei otadlakd otnv €ktn B€on to
AekéuBplo tou 2015», [eaenuase

YnuelwveTal 0Tl To Mdptio tou 2016 ol TWANCELG

™ng «oxedlag» ayyi§av tig 30.000. To AekeépPplo Tou
2016 (ommwg aivetal kat otov dmAavo mivaka Pe ta
OUYKPLTIKA oTolxeia tng Europenet kat twv mwARcewv
NG «oxedlag») ouPPwva TTAvTa Pe Ta oTolXEla Tou
mpaktopeiou dtavopung eAAnvikou Tumou «Eupwtny
(www.europenet.gr) n «oxedia» eixe avappixnBei

otnv tétaptn B€on Tou Tivaka Pe TIG KUKAOWYOopPIeg

TWV Pnviaiwy meploSLkwy - Ye To eAANVIKS TePLoSiko
Spodpou va Stavéuetal otabepd pyévo oe ABrva Kal
@eoccalovikn Kal Ta oTolyela yia Ta uTTdAoLma TTepLodIKA
va a@opoUv tnv maveAAadikn Toug kukAowopia. AANG
kal To Aeképfplo tou 2017, cUpwva Pe Ta oTolxeia

Tou TTpakTopeiou Siavoung eAAnvikou Tutou «Apyog
(www.argoscom.gr, n «Eupwtn» dev upiotatal mAéov), n
«oxedia» mapauével otabepd otnv MPWTN TETPAdA TOU
Tivaka PE TIG KUKAOQOPIEG TWV PNVLIAiwV TTEPLOSIKWV.
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Circulation

«Shedia» is amongst the best selling monthly
magazines of monthly magazines in terms of
circulation, which demonstrates the high degree

of society's engagement in this great social cause.
Specifically, in December 2015 (when this part of the
survey was completed), «shedia» ranked 6th in the
relevant list, recording a steady rise, despite the fact
that it is distributed only in Thessaloniki and in Athens
- when the other monthly publications are national.

The monthly magazines that were ahead of «Shedia»
have all a very distinctly different orientation.

As Deloitte reports:

«Compared to other magazines, the monthly sales
level of "shedia” is competitive. In fact, it experienced
an upward trend throughout 2015. While in January
2015 it was in 11th place, thanks to its rising sales
dynamics, it managed to gradually move up to

6th place in December 2015y, Chart36

It is important to note that in March 2016 the sales

of «shedia» reached 30,000 copies.

In December 2016 (as shown on the table on the

next page, comparing Europenet data with «shedia»
sales figures) «shedia» climbed to the 4th place on

the circulation list of monthly magazines, according
to the data provided by the Greek press distribution
agency «Europe» (www.europenet.gr) — with the Greek
street magazine being distributed only in Athens and
Thessaloniki, as opposed to the rest of the monthly
magazines that are distributed nationally.

When it comes to sales, in December 2017, according
to the figures provided by the press distribution
agency «Argosy» (www.argoscom.gr, as «Evropi» no
longer exists) «Shedia» maintained its hold in the top 4
amongst monthly magazines.
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To ypd@nua apopd tnv KukAowopia December 2016
yla to Aekéufplo tou 2016. figures.
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Mnyn europenet.gr

Ynu: H «oxedia» kukAowopei uévo oe ABriva kat Oecoalovikn.
Ma ta Aoumd meplodikd oL TwANCELS eival oe TaveAAadIko emimedo.
H «oxebia» dev mepthapuPBdavetal otig petproels tng «Eupwmngr.

Source europenet.gr

Note: «shedia» is only distributed in Athens and Thessaloniki.
The sales of the other magazines are nationwide. «shedia» is not
included in the «Europe» ratings.
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10 ota 10 amé tov Charity Navigator

YUpwva YE TNV €pEUVA, KAl OE OXECN PE TO KATA
moco ot Samdveg oxetilovtal he TIg SpacTnPLOTNTES
KAl UTTNPECIEG TTOU aopoUvV Tov Baclkd oKoTd Tou, O
«ALOYyEVNGY, N ACTIKA PN KEPSOOKOTILKN €Talpeia TTou
eival miow amd tn «oxediar, aAAG Kal TNV KauTavia
«koA otn Otwyelay, TG «Adpateg Aladpopégy Kal pLa
OELPA AAAWY KOLVWVLIKWYV TTPWTORoUALWY, TTaipvel Tnv
ugnAotepn BabuoAoyia (10 pe dplota to 10), ue Bdon
Toug TTivakeg olkovoulkAg emidoong tou Charity Nav-
igator, 81eBvoug priung a§tohoyntr @LAAVOPWTTILKWY
opyavwoewyv Kat Sopwv aAAnAeyyung.

«Ataaivetal otL n "Aloyévng MKO" emmituyxavel tnv
uPnAdtepn BaBuoAoyia oto katd moco ot Samdveg
NG oxetiovtal he TG SpacTnPLOTNTES KAL UTINPECIES
TToU a@opoUV Tov Bactkd oKoTO TNG. LUYKEKPLUEVA, TA
£€€oda mou awopouv tnv amolnuiwon Twv TWANTWY TNG
"oxebiag”, ta £€§o0da yla TNV ekTUTTWON TOU TTEPLOSLKOU,
ta £€€0da yla tnv kKaumavia "TkoA otn Otwyela”, ta
€€oba mou agopouv tnv amolnuiwon Twv odnywv
armo g "Adpateg Aladpopég”, ol apoLBEG TTPOoWTTLKOU
kal Aourrd €€o08a mou oxetiovtal pe tnv €kdoon Kal
mwAnon Tou eplodikoU aBpoloTika avépxovTal o€
Moc00TO 92% TwV CUVOAKWY £§66wV KATA YECO OpO
peta&l 2013 kat 2015y, ava@Epetal XapaKTNPELOTIKA
otnv €kBeon.

H avwtatn Babpuoloyia (10) divetal o opyavwoelg
Twv omroiwv ot damaveg yia tnv e§umnpétnon Twv
8pacTNPLOTATWY KAl UTTNPECLWYV TTOU TTAPEXOUV
Eemepvouv to 85% tou ouvolou. ITnV MePIMTWOon pag
TO TOC00TO auTo eival 92%.
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10 Out of 10 on the charity navigator

According to the survey, and in terms of how close-
ly related are the expenses incurred to the activities
and services concerning its mission, «Diogenesy, the
non-profit civil organization behind «shedia», as well
as the «Kick out Poverty» campaign, the «Invisible
Tours» and a number of other social initiatives, gets
the highest score (10 out of 10), based on the financial
performance tables of Charity Navigator, an interna-
tionally acclaimed charity evaluator.

«It appears that "Diogenes NGO" achieves the high-
est score when it comes to what extend the incurred
expenses are directly related to the activities and
services concerning its main mission. Specifically, ex-
penses related to the compensation of "shedia” ven-
dors, printing expenses, "Kick out Poverty” campaign
expenses, those related to the compensation of the
"Invisible Tours" guides, staff costs and other expens-
es associated with the publication and selling of the
paper cumulatively amount to 92% of average total
expenses between 2013 and 2015», the report said.

The highest rating (10) is given to organizations
whose expenses that are directly related to its main
goal / mission exceed 85% of the total expenses.

In our case, this percentage stands at 92%.
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louAtog 2016. Ta kopitota tng EOviknc Aotéywv
ota ynneda tne MNaokwéng.
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Méqvav, MNaykdouto KumeAdo 2013.
Ta matbid tng EQvinnc Aotéywv
navnyvp({ouv UeTa amo aywva.

A Deloitte survey
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Mou mave ta 4,00€;

Ao ta 4€, ou gival n Tpn MWANoNG tng «oxediagy,
10 1,52€ amote)ei ameuBeiag €000 yia tov iSlo Tov
avBpwrtro mou Slavéuel To TePLodIKS. LUVOAIKA, ammd
ta 4€, ta 2,50€ mnyaivouv otov avBpwto-Slavouéa
(meplAapBdavetal to ameubeiag €00d0 yia tov idlo Tov
Stavopuéa, 20% @opo, 3,6% xaptoonuo kat 20,28%
EDKA). MNa va 1o moupe og amoAutoug aptBuoug, amd
ta 4€, to 1,52€ amotelei ameuBeiag €000 yia tov
Siavopuéa, 0,59€ eival n mapakpdtnon @opou Kat

TO Xaptéonuo (23,6%) kat 1o 0,39€ eival o EOKA.

Eikool técoepa Aemrtd givat o PIA (6%). To ummdAoumo
1,26€ alomoleital yia TNV KAAUYN TWV avaykwy
Aettoupyiag tou opyaviopoU (pe tn damavn yia

TNV eKTUTTWON Tou Treplodikou va €xeL tn pepiba

TOU A£0VTOG), TNV UTTOoTAPLEN UPLOTANEVWY (OTTWG
10 «[KOA oTtn OTWYELAY) KAl TNV AvaATTuén VEWV
KOLVWVIKWYV TTPOYPAHUHUATWY Kal AUCEWY, OTTWG gival,
BeBaiwg, kat To «oxedia apt»
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Where do the €4.00 go?

Out of the total €4, which is the cover price of «shediay,
€1.52 is the direct vendor income, with €2.50 (or 62.5%
of the total) being the gross vendor income. It includes
the direct, net income of the vendor, the corresponding
tax (20%), the stamp duty (3.6%) as well as 20.28%
which is the National Social Security Entity contribu-
tion (EFKA). In absolute numbers, out of €4, the €1.52
constitutes direct income of the person distributing
«Shedia», the amount of the corresponding tax and the
stamp duty is €0.59 (23.6%) and the remaining €0.39
are directed to the National Social Security Entity.

€0.24 (or 6%) is VAT. The remaining €1.26 is used to
cover the operating expenses of «Diogenesy (printing
expenses constitute the lion' share), the support of
already existing {such as «Kick out Poverty» campaign
(National Homeless Football Team, Invisible Tours
etc.) and the development of new social initiatives and
activities.

62,5% MwAntég/ Qeelolpevol (2,50€)

62,5% Vendors / Beneficiaries (2.50€)

10%  ‘E€o6a ektUmwong (0,40€)

10%  Printing (0.40€)

6% @.MM.A. (0,24€)

6% VAT (0.24€)

21,5% Aourrd ¢€08a (0,86€)

21,5% Other expenses (0.86€)
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Mnyég ec6dwv

Ta €006a amd tnv mMwAnon tou meplodikou sival n
peyaAutepn nyn €068wv NG «Aloyevngy. Qotdoo,
gival ca@ég OtL pe povadikn Ny 068wy to «AAAo
1,50€» amd tn 81dbeon tou mepLodikou n «oxediar dev
Ba Atav Buwotun. Alagnuiostg, ekbnAwoelg «fundrais-
ing» (0Twg N peydAn cuvaulia otnv TexvoTToAn Kat

N CUPMETOXN MaG OE aywveg Spopou, 0 auBeVTIKOG
Mapabwviog tng ABrivag kat o Hulpapabwviog tng
@ecocalovikng), cuvOPOoPEG, TWANCELS AVANVNOTIKWY
T-shirts, €006a amd tig «Adpateg Aladpouégy gival

oL uttéAolreg Baotkeg TNyEG e06dwv NG «oxediagy
TToU TNV KabLotouv BLWotpn Kal TNG EMITPETTOUV va
ouveyilel Ta KowvwviKa tng ta&idia.

Ot 6moleg Swpeég Tou IOLWTIKOU TOPEA apopoUV ite
tnv évapén evég véou Mmpoypdppatog (yia mapdadeyua,
n e€amlwon tng «oxediagy otn Oecocalovikn, To

2014) eite tnv vloToinon PLag cUyKeKpPLPEVNG Spdaong
(0Twg, emi mapadeiyuaty, oL emokéYelg tng EOVIKAG
ACTEéYWY OTA TTPOCPUYIKA KEVTPA, aAAd Kal N £épguva
tng «Deloittey) kal, oe kapia mepimtwon, dev apopouv
TNV KAAUYN Twv Kabnueptvwyv e£68wv Asttoupyiag tTng
«oxedlagy.

H «Aloyévng» Sev €xel AdBel oUte éva eUpW KPATLKAG
xpnHatodotnong. Aev €xel pmel kav otn Stadikacia va
attnBei olkovopikng evioxuong amo 1o KPATog.

To 2015, ta £€c06a amd to meplodikd Arav 5,8 popég
uPnAotepa o€ oxéon He Ta €00da amo xopnyieg.
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Sources of income

Street paper sales is the largest source of revenue for
«Diogenes». However, it is nowhere near enough, as the
organization strives for self-sustainability.

Other major sources of revenue for «shediay,

making it self-sustainable and allowing it to continue
its social journeys are advertising, promotion / fund-
raising events (such as the big concert in Technopolis
and our participation in race runs, in the authentic
Marathon of Athens and in the Half Marathon of Thes-
saloniki), subscriptions, merchandise sales

(T-shirts etc.), «Invisible Tours» revenue.

Any donations from the private sector are directed
exclusively to either the launch of a new programme
(for example, the expansion of «shedia» in Thessalon-
iki in 2014) or the implementation of a specific action

/ activity (such as the National Homeless Football
Team's visits to refugee centers or the «Deloitte» survey
on the socio-economic impact of Shedia) and by no
means do they cover the daily running costs of
«shediay.

As of October 2018, «Diogenes» had not received a
single euro of state funding. The organization has
not even gone through the process of applying for
financial support from the state.

In 2015, Diogenes own revenue was 5.8 times higher
than revenue raised from sponsorships / donations.
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Mia otéyn yta tn «oxedioy,
avoién 2015. Ao thv

énbBeon pwtoypapiag mov
npaypatomolnOnue otn Ltéyn
pauudtwy kat Texvwv tou
I6pupatog Qvaon, ue épya
MTWANTWVY ToU EAANVLIKOU
neptobikov Spduov.
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Mia pépa oe pia «oxedion.
JTIYMLOTUTIO QMo TNV
rabBlepwuévn cuvaviia

ToU eAAnvikoU reptobikov
Spduov atnv TexvdmoAn tou
Anuov ABnvaiwv.



MgBoSoloyia
Methodology






Mua €peuva tng Deloitte

A Deloitte survey

86



87

i ugdoSologia
Methodology

Eicaywyn

H peboboloyia mou akoAoubBeital otnv mapoloca
£€kBeon yla TNV avaiuon Twv ETMIMTTWOEWY OTNV
Kolvwvia Kal tnv olkovopia amd tn pactnplotnta
g «Aloyévng MKO» kat eldikdtepa TNV KUKAoWopia
tou Teplodikou «oxediar» Baciletal otnv avamtuén
mévte (5) kprtnpiwv mou e€etdlouv Tig emMOOOELG TOU
mpoypdppatog. Eva mpoypappa Eexva Pe pla oslpd
ammd oTdX0UG E1G ATTAVINCN KATTOLWY CUYKEKPLUEVWV
avaykwv oto e€wteptkd meptBaiiov. Ol otoxol
METATPETTOVTAL O€ €va TTPOYPAPUA TToU SEXETAL ELOPOEG
(5nAadn xpnuatodoétnon kat AAAoug TOPoUG) Kal
pHEow TwV SounNuévwy SpacTNPLOTATWY TTPOCPEPEL
€va oUVOAO eKpowV. AUTEG OL EKPOEG TTPETTEL VA
oxetifovtal ye Ta apxikd emOupntd amoteAécpata Tou
TTPOYPAMPATOG, TA omoia Pe T oelpd Toug Ba mpéTel
va oxetifovtal Pe TOUG OTOXOUG TOU TTPOYPAPHATOG.
Ta pakpompdBeopa anoteAéopata oxetiovtal Ye

tnv idla tn BlwolpdTnTa Tou TPoYPAUHATog, KaBwg

n avakoU@lon TWV KOWWVIKWY MPoBANuATwY Tou
oToxeUeTal amd To MPOYPAPPA HELWVEL TNV AVAYKN yLa
To (610 To MPoYpapua.

Yxedia / Shedia

Introduction

The methodology used in this report to analyze the
impact of «Diogenes NGQO's» activity and in particular,
the publication of «shedia» street paper, on society
and the economy is based on the development of five
(5) criteria that examine the performance of the pro-
gramme. A programme starts with a series of goals in
response to some particular needs in the external envi-
ronment. The goals are turned into a programme that
receives input (i.e. funding and other resources) and
offers a set of outflows through structured activities.
These outflows should be related to the initial desired
results of the programme, which, in turn, should be
related to the program'’s goals. Long-term results are
related to the sustainability of the programme itself,

as the alleviation of social problems targeted by the
programme reduces the need for the programme itself.
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O muAwveg availuong

Tuvapela: O Babuog otov omoio oL oTdxoL EVOG
TTPOYPAMPATOG lval OXETIKOL JE TN OTPATNYLKN KAL TIG
TTPOTEPALOTNTEG TOU OPYAVIOHOU TTOU TO @apuodel
aAAd Kal TIG avAyKeg TNG opadag-otoyou.

AmoteAeopatikotnta: O Babudg emiteuéng twv
OTOXWV €VOG TTPOYPAPUATOG, AAAA KAl 0 pOAOG
mou Tto iblo to mpoypapua eival ureUBuvo yla ta
armoteA£éouata mou mapatnenonkayv.

Amodotikétnta: H oxéon petadu twv mépwv mou
XPNOLHOTIOLOUVTAL KAL TWV EKPOWY TOU TTIPOYPAPHATOG,
aAAd Kal To Katd moéoov Ta amoteAécpata
EMTEUXONKAV PE TOV TTLO OLKOVOMLKO TPOTIO.

Avtiktumog: Ol pakpompdBeoueg EMITTWOEL OTNV
opdada-otodxo mou emnpeddetal dueoa A Eupeca amod
TO MPOYPAUMA, AAAA KAL TO KOLVWVIKO-OLKOVOULKO
armotUnwa tou idlou Tou TTpoypdpupaTog.

Bwwowdtnta:'Eva yétpo tng Suvaung udxAeuong evog
TPOoypPAppatog yia tn Slatrpnon Ylag KouAtoupag
mou Ba evioXUEL TNV KOWWVLKN TTpdvola yla TV
AVTILETWTTLON TTAPOMOLWY AVAYKWV.
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The pillars of analysis

Relevance: The extent to which the goals of a
programme are relevant to the organization’s
strategy and priorities, but also to the needs of
the target group.

Effectiveness: The degree to which the program's
goals are achieved, but also the role that the
programme itself plays in the results observed.

Efficiency: The relationship between the resources
used and the outflows of the programme, as well as
whether the results were achieved in the most efficient
way.

Impact: The long-term impact on the target group
directly or indirectly affected by the programme,
as well as the socio-economic footprint of the
programme itself.

Sustainability: A measure of the leverage force of
a programme to maintain a culture that will strengthen
social welfare to meet related needs.
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AroteleopatikdTnta

Effectiveness
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H Siadikacia avaiuong

H avdAuon tou mpoypduuatog mpaypatomotnonke
td00 Péoa amd TNV avaiuoh TPWTIOYEVWY OGO Kal
Seutepoyevwy otolxeiwy. MNa TNV Mpwtoyevr avaiuon
mpayuatomoldnkav épeuveg mediou Pe TN Xpron
gpwtnuatoloyiwv. Na tn deutepoyevr avaiuon,
TTOCOTIKA KAl TTOLOTIKA oTotxeia {NTNOnkav Kat
OUAAEXBNKav amd tnv «Aloyévng MKO».

Emiong, mpaypatomoBnkav Kat MTOTILEG
ETOKEYELG 0TNV €6pa TOU opyaviopou oTnv

ABrva, étou payyatormoleital kat n Stavour Tou
mepLodikoU, KaBwWG KAl CUVAVTACELG UE TA OTEAEXN
tng MKO €10l wote va yivouv KaAUTepa avTIANTTEG
Ol ETTLXELPNOLAKES UTTOBECELG TTOU aopoUV Tov
opyavIouo.
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The process of analysis

The analysis of the programme was carried out both
through the analysis of primary and secondary data.
For field analysis, field surveys were conducted using
questionnaires.

For the secondary analysis, quantitative and qualita-
tive data were requested and collected by
«Diogenes NGOn.

On-site visits were also made to the organization’s
headquarters in Athens where the street paper is
distributed, as well as meetings with NGO executives
in order to better understand the organization'’s
operational affairs.
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‘Ocov apopd tig épeuveg mediou, Mpaypatomoldnkav
oL §AG:

‘Epguva avayvwoTtikoU Kolvou Kal Epeuva
avayvwolpoétntag tng «oxediagn: TKomog tng €peuvag
aAvayVvwoTLKOU KOLVoU ATAV va TTPOCEYYLOTOUV Ol
améYELG KAl OL TTAPACTACELG TWV AVAYVWOTWY Kal va
KATAYPAWEL N YEVIKI KOWWVIKO-ONPOYPAPLKT) TOUG
ouvBeon, N KOWWVLKI Toug avTiAnyn, oL 0TACELG KAl
CUMTTIEPLYPOPEG TOUG OE KOLVWVLKA B€pata. ZKommog TG
€peuvag avayvwolpotntag unnpée n Stapdppwon
HLOG oTPATNYLIKNAG peyaAutepng Sieicbuong tou
mePLoSIKOU e OKOTTO TOCO TNV AU§Ncn TWV TTWANCEWV
(uplotdpevol kat SuvnTtikoi ayopaoTEG) 60O Kal

TNV APECOTEPN EMIKOWVWVia og Béuata EAAEWYNG
OTEYNG, KOWVWVIKOU ATTOKAELOPOU KAl QTWYXELAG,
KATAPPITTOVTIAG OTEPEATUTIA KAl TIPOKATAAAYELG.

Y10 TmAdiclo autd, cupmAnpwbnkav kat
ouykevtpwbnkav 1.000 epwtnuatoAdyla amd

Seilyua kolwvou og ABrva kal @ecoalAovikn, otTou
Spaotnptlomoleital to Siktuo MwANTWy NG «oxediagy.
Ta epwtnuatoAoyla katapticOnkav amo tn «Deloitte»
Kal n €épeuva mpayuatomnolnBnke amd cuvepyaldpevn
etalpeia epguvwy, Pe Bdon cup@wvnuéva Ye tn
«Aloyévng MKO» kpttrpla kat Stadikaoia.

‘Epeuva og mMWANTEG TNG «OXESIAGH: TKOTTOG TNG
€pEuvag ATav va Kataypa@ouv oL amoYEeLg Twyv
(Slwv Twv TWANTWY TNG «oxediagy avagwopLkd Ye To
mpodypappa Kat to Babud otov omoio €xel CUPPAAEL
otn BeAtiwon tng wng Toug, aAAd Kal n opydvwon
KAAUTEPNG ECWTEPLKAG ETTIKOLVWVIAG UE TOV KOCHO
TTou amacXoAeital oto Mpdypappa. Ltnv Eépeuva
OUMMETEIXAV OUVOALKA 54 TwANTEG TNG «oxediagy
amd tnv ABrva kal tn Oeccalovikn. H €épeguva
mpaypatomolntnke pe cupmAnpwon Sounuévwy
gpwtnuatoloyiwv ta omoia Kataptiotnkav amod tn
«Deloitte» kat cuppwvnRBnkav pe tn «Aloyévng MKO».
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As far as field researches are concerned, the following
were carried out:

Readers and readership research for «Shedia»:

The purpose of the readership research was to
approach readers’ opinions and testimonies and to
record their general socio-demographic characteris-
tics, their social perceptions, their attitudes and
behaviors on social issues.

The purpose of the readership survey was to formulate
a greater infiltration strategy for the paper,

aimed both at increasing sales (existing and potential
readers) but also to develop even more direct impact
on homelessness, social exclusion, and poverty, by
breaking down stereotypes and prejudices.

In this context, 1,000 questionnaires were filled in

and collected by a sample of the public in Athens and
Thessaloniki, where the «shedia» sales / distribution
network is active. The questionnaires were compiled by
«Deloitte» and the survey was conducted by a collab-
orating research firm based on criteria and procedures
that had the consent of «Diogenes NGOn».

Research on «Shedia» vendors:

The purpose of the survey was to record the views

of «shedia» vendors themselves regarding the pro-
gramme and the extent to which it helped improve
their lives, as well as to organize better internal com-
munications with the people involved in the pro-
gramme. The survey included a total of 54 «shedia»
vendors from Athens and Thessaloniki.

The survey was conducted with the completion of
structured questionnaires drawn up by «Deloitte» with
the consent of «Diogenes NGO».
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MeBo&oAoyia Avaluong Emmntwoswv

H Siadikacia avdAuong (ouvéxela)

‘Epeuva Stakeholders:

MpaypatomolROnKe o€ CUVEPYATEG KAL UTTOOTNPLKTEG
NG «oxediagy MpoKelpEVou va amotunmwbouv

oL amoyelg Aoumwyv epmmAekopévwy (stakeholders)
AVAEPoPLKA UE TO MPOYpAuPa Kal Ta meplbwpla yia tnv
auvénon tng amodoTIKOTNTAG KAl ATTOTEAECHATIKOTNTAG
TOu. XTo TmAaiclo autd, mpayuatomolonkayv
ouvevTteUEelg Pe TN XpNon Nt - Sounuévwy

EPWTINHATOAOYIWV PE EKTTPOCWTTOUG TECCAPWY POPEWV.

Mépav Twv UTTOOTNPLIKIWV Kal cuvepyaloPevwyY
popewy, otnv épeuva stakeholders tng «oxediagy
OUMMETEIXAV KAl EKTTPOCWTTOL TNG CUVTAKTIKAG OpAdag
Tou TTEPLOSIKOU, OL OTTOIOL TTPOCWYEPOUV TIG UTTNPECIEG
Toug otn «oxedia» eBeAovTIKA.

Yto MAPAPTHMA mapartiBevtal otolxeia avag@oplkd ye
TOUG CUUPETEXOVTEG oTnV €peuva stakeholders.
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Methodology of impact analysis

The analysis process (continued)

Stakeholders Research:

It was conducted with contributors and supporters

of «shediay» in order to record the views of other stake-
holders on the programme and the scope for increas-
ing its efficiency and effectiveness.

In this context, interviews were conducted using semi
structured questionnaires with representatives of

four stakeholders.

In addition to the supporters and contributors,
members of the paper's editorial team - who offer
their services to «shedia» voluntarily - also participated
in the «shedia» stakeholders research.

Data on the participants in the stakeholder research
are listed in the ANNEX.
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AVAAUGH KOLVWVIKO-OLKOVOULKWYV EMITTWOEWY

Ma TNV amoTtumwon TwWV KOWVWVIKO-0OLKOVOULKWY
ETITTWOEWY TOU TTPOYPAPHATOG, XPNOoLUOoTToLRONKe
povIéAo Tpocopoiwong aAANAeEAPTNONG OLKOVOULKWY
SpaotnplotAtwy Kal mpaypatomolnOnke emefepyacia
otn Bdon &ebouévwy TTou apopouv TNV eAANVLIKN
olkovopia. To povtéNo MPOCOHOIWaoNG ATTOTUTTIWVEL TOV
TPOTIO e Tov otroio pta petafBoAr otn {Atnon evog
ayabou oe évav cuyKekpLpEVvo KAASo emnpeddel Tnv
TAPAYWYH TWV AOLTTWV TOUEWY TNG OLKOVOMIAG.

To povtéAo TTpocopoiwaong amoteAel pia TOCOTLKA
TEXVIKN TWV OLKOVOULKWY TTOU TTOCOTLKOTTOLEL

Tpelg EeEXWPLOTES, AAAG cuvdedpeveg peTa&U Toug
KATNYOPLEG KOLVWVIKO-OLKOVOULKWY ETTLITTWOEWV.

*H uAomroinon tng €peuvag KATEDSTN EPLKTH PYETA ATTO
pla euyevik dwped tou «Open Society».

* Ol QUECEG OLKOVOULKEG ETILITTWOELG APOPOUV OTO
olkooUoTNUaA ToU TTPOoYPAuHATOg,

* Ol EUpEDEG TIG OUVOESEPEVEG ETALPEIEG KAL TOUG
TTPOUNBOEUTEG TWV ETTLXELPOEWY TOU KAASOU, EVW

* OL TOAAQTTAQOLACTIKEG ATTOTEAOUV TO YEVIKOTEPO
mepBAaAAov NG olkovopiag.

To cUVOAO TWV EMMTTWOEWY, YA TOUG OKOTTOUG TOU
OUYKEKPLUEVOU TTPOYPAUMATOG, AToTIUAONKE o€
OpPOUG OLKOVOULKAG §pactnplotntag, mapayopevou
mpotévtog, ytobodooiag, Oécewv epyaciag kat
€068wv yla To KPATog TOoo amd tn Asttoupyia Tou
TTPOYPAMMATOG 60O Kal amod TN HEPLA TwV Slwv Twyv
TWANTWV.
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Socio-economic impact analysis

In order to capture the socioeconomic impact of the
programme, a simulation model of the economic activ-
ities interdependence was used, and there was a pro-
cessing in the database concerning the Greek econo-
my. The simulation model illustrates how a change in
demand for a commodity in a particular sector affects
production in other sectors of the economy.

The simulation model is a quantitative technique of
economics that quantifies three distinct but
inter-related categories of socioeconomic impact.

* The realization of the research was possible following
a kind donation from «Open Society».

- direct economic impact relates to the ecosystem of
the programme,

- indirect affiliated companies and suppliers in the
industry, while

- multipliers are the general environment of

the economy.

The total impact, for the goals of this programme,
was assessed in terms of economic activity,

product output, payroll, jobs and revenue for the state
both from the operation of the programme and from
the vendors themselves.
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Mapdptnua

‘Epguva mwAntwyv

Eidog ¢peuva / MéBobog

TuAAoyrg Sedopévwyv: Emtdmia Epeuva pe xpron
Sopnuévou epwtnuatoloyiou

Nepiodog épeuvag: 28 louviou 2016

MAnBuopog ZToX0G: NMWwANTEG Tou TEPLOoSIKOU Spduou
«oxedia»

Agiypa: 54 mwAntég Tou MepLlodikoU, EMAEYHEVOL
Tuxaia Kal avaAloyLlkd wg TTPog Tov ToTo Slavoung Tou
meplodikoU (ABriva, @sccalovikn)

‘Epguva avayvwotwyv

Eidog ¢peuva / MéBobog

TuAAoyng Sedopévwv: TnAepwvikn €peuva (CATI)

pE xprion Sounuévou epwTnuatoAoyiou

Nepiodog épeuvag: Ampiliog - Mdiog 2016

M£Bobog detypatoAnyiag: Ztpwuatomolnyévn tuyaia
SewypatoAnyia

MAnBuopo6g ot6X0G: EUpU Kovd nALkiag 18-64 xpovwy
Acgiypa: 1.000 dtoua Tou TAPATTAVW KOLVoU
ETMAECPEVOL AVAAOYIKA WG TTPOG;

KolvwVIKA xapaKTnpLoTIKA (@UAo, NALKIA K.ATT.)

Témo Siavoung oe ox€on Pe Tov ToTo Slavoung Tou
mepLodiko «oxedia» (ABrva - ®ecocalovikn)
Katnyopieg kotvou (ayopdlouv to meplodiko «oxedia,
yvwpilouv aAAd dev to ayopddlouy, dev to yvwpilouv)

Yxedia / Shedia

Annex

Vendor research

Data collection

Type of research / Method: Field research with the use
of a structured questionnaire

Research period: June 28th, 2016

Target Group: Vendors of street paper

«shedia»

Sample: 54 magazine vendors, chosen randomly and
according to the distribution area of the magazine
(Athens, Thessaloniki)

Reader research

Data collection

Type of research / Method: Phone research (CATI)
with the use of a structured questionnaire

Research period: April - May 2016

Sampling method: Stratified random sampling
Target group: Wide range of public 18-64 years old
Sample: 1,000 people of the above-mentioned group,
chosen according to: Social characteristics (gender,
age, etc.)

Place of residence according to «shedia» area of
distribution (Athens - Thessaloniki)

Public categories (buying «shedia», knowing but not
buying «shedia», not knowing «shedia»)




oxeSia apt
Shediart
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AVTIKEIUEVA KATAOKEVAOUEVA ATIO XA PTL TTOU
npogpxetatl amd adiabeta tevxn Tou MePLoSiKoU
6pduou «oxediar.

Kovwviké ka1 repiPaiiovtikd
mpoéypappa «oxedia apT»

«Shediart», a Socia| and
environmenta| project
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oxedia aptT
(hediart

Tnv Avol§n tou 2018, £yvav Ta AMOKAAUTITHPLA TOU
KOLVWVLIKOU Kal TepLBaAAovTikoU TpoypaHUATOG
«oxedia apt» (shediart.gr)."Exouv mepdoel xpovia

armo tote mou n oeAida 32 evog amoUAnTou TeUXoug
NG «oxediagy Bpnke pia AAAn {wn, améktnos

£vav kawvouplo poAo. Amd ekel Tou NTaAv «KATLY

mou Slafdadetal, HETAPOPPWONKE O «KATLY TTOU
@oplEtal. ATré €va TTeploSikd o €va oKOUAApPIKIL,

yla tnVv akpifela.'Htav OktwRplog tou 2014 kat

MOALG elXaME KAVEL TO TTPWTO ATTOQACLOTIKO Brua

€VOG VEoU TTPOTLeKT TTou £peAAe va e€eAxOel oe éva
moAuSLdoTaTo KOWWVLIKO TTpdypauua, To omoio to 2018
ApPe odpKa Kat ooTad.

MpokKeltal yla To KOWWVIKO Kal TepLBAAAOVTIKO
mpoypappa «oxedia apt» (shediart.gr), éva mpodypaupa
oTo omoio cuvavTiouvtal N aydmn, n aAAnAeyyun, n
ekmmaibeguon, N CUPPETOXN, N KOWVWVIKN (emav)évtaén,
n Snutoupyia, N KOWWVIKN EMXELPNHATIKOTATA, N
Kalvotopia kat n evioxuon tng meplBaAiAovTikig
ouveibnong.

AAAG ag MApoupe Ta Mpdypata amoé Tty apxh.

H ouvnBiopévn TPAKTIKI OTO XWPEO TOU EVTUTIOU
Tumou gival n avakUkAwaon twv omolwv adldabetwyv
(amoUANTwV) UAAWY, cuvnRBwWG pEocw TNG MapPASoong
Toug o€ etalpeieg mou e€eldikevovtal otnv
AVAKUKAWGN XaptioU. H TpaKTik autr KLveital mpog
TN owoTA KateuBbuvon, xwpig, wotdoo, va alotolei
OTOV PEYLOTO BaBpo TIG UTTAPXOUCES KOLVWVLKEG KAl
olKoVouLKEG duvatdtnteg Kal va amodidel to e AdyLoto
Suvatov meptBaAAoviiko amotumwua.

AleBvwg, N evaAAakTikr Slaxeiplon Twv AmopPLPUPHATWY
Baoiletal otnv akdAoubn mupapiba tepdpynong:
TPOANWN, EMavayPENoLUoTToincn, avakUKAwWGN,
avaktnon (UAIKWV Kal EVEPYELAG) Kal, OTO TEAOG,

tapn. Kat n «oxediay, éxovtag wg BepeAwdn apyn

tng to oeBacud otov AvBpwrto, Sev Ba pymopoloe va
Aettoupynoel SlapopeTikd 6cov apopd to meptBaAAov.

Yxedia / Shedia

In spring 2018, the new social and environmental
project «shediart» (www.shediart.gr) was launched.

It is a social and environmental project that aims to
create education and training as well as employment
opportunities for people who are homeless and / or
live well below the poverty line, experiencing social ex-
clusion at its most extreme, while actively encouraging
and promoting their full social (re)inclusion.

At the same time, it is an environmental program as
not only does it raise environmental awareness, but

it actively introduces people to a whole new world of
possibilities on how to minimize their environmental
footprint. It all started back in March 2013, when the
first issue of «shedia» hit the streets of Athens.

The undistributed / unsold copies of the country's
leading street paper were never dispatched to a
recycling company. Instead, they were stored to be
upcycled. That is, in order to be reused, redesigned
and transformed into new, useful products of high
quality and aesthetic value.

It is standard practice in the print media industry to re-
cycle all undistributed / unsold copies, usually through
companies, specializing in paper recycling.

This practice is a step in the right direction.

However, it does not take full advantage of the existing
social and economic opportunities and surely it is not
the best solution as we look to minimize our environ-
mental footprint. Alternative waste management is in-
ternationally prioritized as such: prevention, reuse, up-
cycling, recycling, regaining (of materials and energy)
and, finally, landfills. The upcycling project of shedia
street paper is a programme that adheres to this order
of priorities as closely as possible. It is a project where
the ideals and values of love, solidarity, education, par-
ticipation, social inclusion, creativity, social enterprise,
innovation as well as social and environmental aware-
ness and environmental solutions are all converging
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«Xxebia apty, ev wpa dnutovpyiag.
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‘Etol, amd to Mdptio tou 2013, étav KukAowdpnoe

TO TTPWTO TEUXOG ToU TTEPLoSLIKOU Spduou «oxediay,
ta adidbeta teuxn dev peuyouv amod to ypaweio,
aAAd amoBnkelovTtal e OKOTTO OXL TNV avakUKAwanN,
aAAd TNV emavaypnotlyomoinon, tov emavacyedlacuod
TOUG KAl TN HETAPOPYWOT| TOUG OE VEA TTPOLOVTQ,
XPNOTLKA KUPIWG, UPNANG TTOLOTNTAG KAl aloONnTIKAG.
Baolkdg otodx0g Tou mpoypdpuatog gival n dnuoupyia
EUKALPLWY YLA TNV EVEPYOTTOINGON, TTEPALTEPW
ekmraibeuon Kal eMudpPPWon, Ye TNV TAPAAANAN
Snuloupyia TTPOOTTTIKWY ATacXOANCNG O CUMTIOAITEG
pag mou eivat doteyol kat / 1) {ouv KAtw amod to dplo

NG PTWYELAG.

H mpwtn oudda wpeAoupévwy Tou TTPOYPANHATOS
amoteAeital amd avbpwmoug peyaAutepng nAtkiag,

ol omroiol Bpiokovtal oto Siktuo Slavouéwy Tou
meplodikoU Spdpou «oxediar. ITig apyxég tou 2016,
ameuBbuvOnke KAAeoua oToug avlpwmoug ou
ouvBéTouv to SikTuo TMWANTWY TG «oXediagy, epooov
to emBupoly, va cupuetdoyouv os Swpedv pabnuata
gmavaypnotyonoinong. Ocol avtamokpibnkav
Eekivnoav apéowg. Olot Toug Atav dvw Twv 50
Xpovwv. OL wpeloupevol ekmaldedtnkay (kat
e§akolouBouv va ekmaldelovtal) WoTe va PYmopouV ol
{810l va dnploupyroouv avtikeipeva uPnAng moldtntag
ammo xapti (amd yoAufia péxpL TOAVTeg, okouAapikia,
ooUBép K.ATL).

Yxebia / Shedia

Since March 2013, when the first issue of the «shedia»
hit the streets of Athens, the undistributed / unsold
copies of the country's leading street paper have not
been recycled, but, instead, they have been stored to
be upcycled. That is, in order to be reused, redesigned
and transformed into new, usable products of high
quality and aesthetic value.

In spring 2016, we invited our vendors to participate

in free upcycling workshops that we organized in our
premises. The first group of beneficiaries were all over
50 years. The beneficiaries were trained and are still
being trained so they can create and produce on their
own tens of high quality paper products, from pencils
to paper bags, to earrings, ceiling lights, drink coasters
etc.

This, in short, is the «shediart» upcycling project.

AZitel va onp&iwOE] OTI To mpoypappa «oxedia apT» Eival icws,
povadiké oTov K6opo, urd TV évvola OTIy, EVA HITOPET Va VIrapXxouv
roA\ES mpwToPoulies (EiTE Epmropikol EITE Kovwvikod xapakTipa) rov
Emavaxpnoipomolodv CENISES EPnpEPISwV Kal MEPIOSIKWV, pETatpémovtas
TES € AM\a avTIKEipEva, oto Paeud rrov yvwpiloups, Sev urdpxer dAo
évumro péoo evnpépwon§ (Niati n «oxedia» &ival kai péoo evnpépwons)
mrov va aZiomroigi / Emavaxpnoipomrol€i Ta Sika Tov adiaeeTa TEUXN pE

QuTSOV Tov TPSTTO.



Mua €peuva tng Deloitte A Deloitte survey 104

Mepimtepo tou «oxebia apt»
otov moAuxwpo T.A.F.

Kolokotpdvn 56 kai Nikiov 2, Aéiva, The home of «Shediart» |§ on the corner
givai n 81€6uvon Tov rwintnpiov / of 56 Kolokotroni and 2 Nikiou §treets,
EKOETNPIOV, EKEI Srov Ppirofevoivtay in downtown Athen, incorporating the

Kkai Ta Epgactipia Tov «oxedia apT».  «Shediart» retail Shop/Showroom, café-bar,
K 1oToceNiSa Eival www.Shediart.gr reStaurant, the upcycling workshops and,

naturally, the headquarters of «Shedia»
(treet paper. People who are intere§ted to
find out more or wish to make a purchase can
always viSit our webSite/eShop: www.Shediart.gr
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Ta avtikeipeva autd SiatiBevtal mAfov oto
TwAnthpLlo-ekBeTrpLo Tou «oxedia apT» 0TO KEVTPO
tng ABrvag (KoAokotpwvn 56 kat Nikiou 2), aAAa

o€ eMAeyUEva KATAOTAPATA, AAAA Kal O YOUOEIQ,
ykaAepi K.ATL. otnv EAAGSa kal oto e§wtepLko,
eaopalifovtag, omwg gival o Bacikog oTdX0G Tou
TTPOYPAMMATOG, £€va £€06060 OTOUG WPEAOUHEVOUG

KOL TIPOOTTITIKEG TTEPALTEPW AvATITUENG TOU VEOU
auUTOU POVTEAOU KOLVWVLIKAG UTTOCTAPLENG Kal
ETTIXELPNMATLIKOTNTAG.

MNépa amod TG eukalpieg evepyotmoinong, evéuvdauwong,
ekmmaibeuong kat amacxoAnong, Y€ca amo to
TPOypappa emavaypnolyomnoinong «oxedia apty,
avBpwrtol mou oApepa Sokipddovtal oKANPA oxl

povo amoktouv mpdofacn otnv ekmaibsuon Kat otnv
amacxoAnon, aAAd, e Tov Kalpo, availapfdavouv
ONMAVTILKO KOWVWVIKO pdAo, yivovtal «kcommunity
leaders», apol o oxedlaopog MPoPAETEL TNV opydvwon
ospvapiwy mou Ba ameuBuvovtal og pikpoug
(oxoAeia k.AT.) Kal peydAoug wote va pdboupe dAol Ta
pUOTIKA TIg Sladikaciag tng emavayxpnotporoinong,
€VIOXUOVTAG TNV ATOMIKI KAl GUAAOYLKH KOLVWVLKN
aAAd kat meptBaAdoviikn cuveibnon.

A€ileL va onuelwBei OTL To MPdypappa «oxedia apt»
gival, iowg, povadiko otov KGGUO, UTTO TNV €vvola

OTL, EVW YTTOPEL va UTTAPXOUV TTOAAEG TTPWTORBOUALEG
(elte epmopLKOU €ite KOWVWVLIKOU XapaKTAPA) TTou
gmavaypnoLuomololV ceAibeg epnuepidwy kat
TEPLOSIKWY, HETATPETOVTAG TEG 0 AAAA AVTLKEIPEVQ,
oto Babpo mou yvwpiloupe, dev uttdpyel AAAo EvTUTiO
pEoo evnuépwong (yiati n «oxediar» eival kat péco
evnuépwong) mou va alomolel/emavaypnotuorolei ta
O1kd tou adldBeta telyxn pe autdv Tov TPOTIOo.

Yxedia / Shedia

Their creations are available for sale through

the «shediarty dedicated shop in downtown Athens
(56 Kolokotroni & Nikiou Street, Athens) as well as
though selected shops, museums, galleries etc in
Greece and abroad.

Through the «shediart» program, people that are have
been harshly hit by the economic crisis, not only get
access to education and employment, but are also
undertaking an important social role, becoming, in
effect, community leaders, as they are invited to give
out seminars to schools and other fora, in order to pass
on the knowledge of upcycling. They are contributing
to the important cause of educating the public and
building individual and collective social and environ-
mental consciousness.

It could be that «shediart» is possibly unique in the
world. There are surely many initiatives, both for profit
or for non-profit, that upcycle newspaper and maga-
zine papers, transforming them into beautiful objects.
However, as far as we know, it could be that «shedia»
is the only print media outlet in the world that takes
advantage of its own unsold copies in such a way.

In fact, it is part of our planning to spread the word,
to spread the upcycling model.



Tiepiodikd Spdpov oxedia
Shedia Street paper
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To mpWto TEUXOG TNG «OXESIACH TTOU KUKAOPOPNOE
otoug §pououc the méAng to PeBpoudpto tou 2013.
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Yxedia / Shedia

TiepioSiké Spdpou oxedia
’ (hedia the Street paper

H «oxebia» ival To povadikd eAANVIKO TTEPLOSIKO
Spoduov, emmionpo pélog tou AleBvoug Alktuou
MNeplodikwv Apodpou (INSP, www.insp.org).

H «oxebiay, 6Tmwg cupPaivel pe OAa ta meplodikd
Spouou tou kKéopou, Sev MwAsital cta cuvAon
onpeia SidBeong Tumou (mepimtepa K.ATL), AAAG
ATTOKAELOTLIKA Kal Hévo otoug Spdpoug tng MOANG
amo Samoteupévoug MwANTEG. OL TWANTEG autol
TpogpxovTal amd eudAwteg MANBUOULAKES OpAdEG:
AocTteyol, HakpoxpOVvLia AVEPYOL Kal, YEVIKOTEPQ,
AvBpwTToL ToU BLWVOUV TN YTWYELA KAL TOV KOLVWVLKO
QATTOKAELOPO OTLG TTLO AKPAIEG TOUG HOPYEG. ATTO TNV
TIPA MWANong tou meplodikou (4,00 eupw),

TO heyaAutepo moocooto (yia tnv akpifela ta 2,50
EUPW, EK TWV omoiwv To 1,52 eupw wg ameuBeiag
«kaBapod €écodovy) nyaivel ctov iSlo Tov MwANTA.

Mépa amd pla EexwpLoTr eukalpia TTou TApEXETAL O
avBpwTToug TToU BLWVOUV TOV KOWVWVIKO ATTOKAELOPS
va e€acpalicouyv pe aflompémela éva Pikpo €0Tw
€1068npa yla va KaAUYouv KAToLeg amod TIG Mo BACLKEG
TOoUG avAykeg Kal va §avaytioouy, oyd olyd, TG (WEg
Toug, n «oxediar eival éva péco evepyorroinong Kal
KOWWVIKNG (emav)évta&ng. H «oxediax eival, emiong,
pla ave€dptntn Snuocloypa®iki TNyA evnuépwong,
aAAd Kal JECO OTOV Aywvda yld TNV KATATTOAEUNGCN
KABe pop NG KOoWVWVIKOU atmoKAELoUoU.

Eivatl éva éxnua mou Sivel pwvr otoug aduvapoug.
Mépog Tng AUoNG OTOoV aywva eVAVTLA OTN PTWXELA
KOl OTOV KOLVWVLIKO ATTOKAELOHO.

In February 2013, Diogenes MKO launched Greece's
only street paper. The name of the paper is «shedia»
(which means «raft»). «Shedia» is a member of the In-
ternational Network of Street Papers (INSP, www.insp.
ngo). According to INSP, worldwide, there are currently
more than 100 street papers, in 35 countries and in 24
languages. (from Australia to

Holland and from Argentina to South Korea).

Street publications are independent newspapers and
magazines that provide unique employment oppor-
tunities to people experiencing poverty, homelessness
and long-term unemployment. Vendors buy copies at
a price of 50% or lower than the cover price, then sell
them, keeping the proceeds.

In addition to employment, many street papers offer
their vendors ongoing social support.

It is a unique employment opportunity, enabling the
world's most disadvantaged people to earn a digni-
fied income and rebuild their lives. In addition, it is a
long-term tool for social transformation that connects
people across harmful social barriers and advocates
for the needs and rights of people living in poverty.
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Tu 8ev gival n «oxedia»

H «oxebia» dev eival ematteia.

Ot mwAntég dev {nTiavelouy, aAAd pe a&lompémnela
TTwAoOUV To TTEPLOSLKO, TO OTTo{o TTPONYOUPEVWG oL (SLot
€xouv ayopdoel, yia va e§acpaliioouyv éva eloodnpa.
O e0wTEPIKOG KAVOVIOPOG Aettoupyiag Sev emTpETEL
OTOUG TTWANTEG va emaltouv. Auto LoyUEL yia TIG

epnpepideg kal ta meplodikd Spdpou dGAou Tou KOCHOU.

H «oxebia» dev eival eAenpoouvn. O evlilagpepouevog
/ avayvwotng e ta 4,00€ ayopddet eva mpoldy,
OTNV TTPOKELPEVN TTEPITTTWON €va e§alPETIKS
Snpoctoypapikd meplodikd MoLKiANG UANG, pe oapn
KOLVWVIKO TTIPOCAVATOALCUO.
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What «shedia» is not

«Shedia» is not a form of begging.

Vendors do not beg but sell with dignity a street paper
they have previously bought themselves, as they strive
to make ends meet. The paper's code of conduct does
not permit vendors to beg. «Shediay is not a charity.
Readers / supporters pay 4.00€ to buy a high quality,
editorially independent publication.
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To mepLodikod

H «oxebia» ival éva ave§dptnto Snuocloypa@Lko
meplodiko. To eAelBepo pemoptdl, n alctodofia kal To
AVATPETTLIKO XLOUHOP €ival Ta KUPLA XApPAKTINPLOTIKA
tou. Eival éva meplodiko eupUtepou evdiapeépovtog,
TTOU KATATTLAVETAL PHE O,TL UTTOPEL va pag apopd wg
TOAITEG KAl WG Kolvwvia, Ye el8NoeLg, pemoptdl,
avaAUoELG KAl OXOALA yLa TNV TTOALTIKI, KOWVWVLKA KAl
aBAntikn wr Tou ToTou, AAAA Kal OTAAEG yLa TNV
TOALTLOTIKN KAl KAAAITeEX VKN Spaotnplotnta otnyv
EAANGSQ, Tov kdopo TNG yaotpovouiag K.4.

H opdda oclvtaéng tng «oxediag» amoteAeital amod
€TTAYVEAUATIEG — EUTTELPOUG AAAA KAl VEOTEPOUG,
yepdatoug evBouoiacpd — dnuocloypd@oug,
PWTOYPAPOUG, OKLITOOYPAPOUG KAl OXOALOOTEG,

TTOU UTTNPETOUV ATTAPEYKALTA TIG BACLKEG APXEG TNG
AVTLKELPEVIKNAG Kal ave€dpTnTng EVNPEPWONG.
KukAowopei otoug Spduoug tng moAng kabe
teAeutaia TeTdpTn TOU Prva, £EVTeKA POPES TO XPOVO
(5ev kukAowopei Tov AUyouoTo), EVw UTTAPXEL KAl

n duvatdétnta cuvSPOUWY HECW TOU KOLVWVLKOU
mpoypdppatog «Xuvbpopuég AAANAEYYUNG»

(yia eplocotepa: http://shedia.gr/subscriptions/)

To meplobikd ekbidetal amd tn «Aloyévngy, pia AcTIKN
Mn KepSookomikn Etalpeia, mou cuoctiBbnke ot
apxEg tou 2010 yia tnv utmootAplEn, yéoa amd éva
€upl @dopa SpacTNPLOTATWY, TNG TTPOCOTIABELAG TwYV
ACTEYWV KAl TWV KOWVWVIKA ATTOKAEICUEVWY avBpwTTwyv
va evtayxBoulv i va emaveviayxBouUv oTov KOWWVIKO
1otd. H mapoxr UTTooTNPLKTIKWY UTTNPECLWY TTOU
OTOXEUOUV OTNV KATATTOAEPNON TNG PTWYXELAG KAl

TOU KOLVWVLKOU ATTOKAELCOPOU gival Bacikog OKOTIOG
™ng «Aloyévneg». H «oxebiar eival, emiong, yéAog tou
AeBvoug Aiktuou Kowvwvikwy Mepinynoswy (Interna-
tional Network of Social Tours, www.inst.ngo).

Emiong, n «oxedia» eivat péhog t600 tou MNaykoouiou
KumméAAou Actéywy (Homeless World Cup, www.home-
lessworldcup.org) 6mmwg kalt tou Street Football World
(www.streetfootballworld.org), 8o kopuaiwv iebvwv
BeouWY OTO XWPO TOU KOWWVIKOU abBAntiouou.

Yxedia / Shedia

Constructive Journalism

«Shedia» is an independent publication,

adhering to the principles of constructive journalism.
It is a magazine covering a wide range of topics, with
social issues being at the forefront of the editorial
team'’s priorities. In its pages the reader will find stories
on the political, economic, social, cultural and sporting
life of Greece and the world in general.

Subversive humour is one of its core characteristics,
as some of the country's (and indeed, the world's)
leading cartoonists are regular contributors. The
editorial team of «shedia» is made up of both young
and more experienced professional journalists,
photographers, cartoonists and commentators

who work in line with the basic principles of fair,
constructive and independent journalism.

«Shedia» hits the streets of Athens and Thessaloniki
on the last Wednesday of each month, eleven times a
year (with the exception of August) and is distributed
throughout the month. «Shedia» is a member of the
International Network of Street Papers (www.insp.ngo)
as well as of the International Network of Social Tours
(INST, www.inst.ngo). «Shedia» is also a member of
the Homeless World Cup (www.homelessworldcup.
org) as well as of Street Football World (www.
streetfootballworld.org), two leading international
organizations in the field of social football.
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Twintikég Siakpioelg

H opyavwon €xet AdPel Sekddeg TiunTikEG Slakpioelg
Kal Bpafeia yia Tig KOWVWVLKEG TNG TPWTOBOoUALEG, eite
poKettal yia to meplodikd Spopou «oxediay, gite yia
tnv EBvikn Actéywy, gite yia dAAeg Spdoelg (dmwg
«Evag Kawég oe TepLPEVELY K.ATL) KAl yla Tov BeTikd
QVTIKTUTIO TTOU €X€L OTOV AvOPWTTIO KAl 0TNV Kolvwvia.
Meta&U autwv eival to Bpafeio tou Eupwrmaiou MoAitn
amo 1o Eupwmaikéd KowvoBouUAto (2014), n umoSoxn oto
Mpoedpikd Méyapo kat n Bpdfeuon Twv HEAWY TNG
EOvikNG ACTEYWV yla TNV KOLWVWVLIKI TOUG TTPOC@YOopA
amo tov mpoedpo tng Anuokpatiag K. Mpokorn
MauAdémoulo (2015), kat to BpaBeio «Community
Impact Award 2014» yia T BeTIKEG ETMTTWOELG OTNV
Kowvwvia, oto mAaiolo twv «Social Business Excellence
Awards 2014» (2014).
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Awards and dinstictions

Diogenis has been honored with a series of awards
and distinctions for its social initiatives, whether this
is the street paper «Shediay, the national homeless
football team or other social projects (like the social
tours program «Invisible Toursy, the suspended coffee
initiative etc.) and the positive impact on the individ-
ual and society, in general. In 2014, Diogenis was the
recipient of the «European Citizen of the Year Awardy,
awarded by the European Parliament for its «contri-
bution to European cooperation and the promotion
of common valuesy. In the same year, Diogenis was
awarded the first prize for its «Social Impact» in the
Greek Social Enterprises of the Year Awards. Diogenis
efforts to support society's most vulnerable to support
themselves has been recognized by the President of
the Greek Republic who, in December 2015, awarded
a medal to the members of the Greek Homeless Foot-
ball Team for their services to sport and to society.



13

Yxedia / Shedia

2018 — Bpafeio «Eu AywvilecBaw» (Fair Play Award) amd tn Aiebvi
Opoomovdia EmayyeApatiwy Modooypatpiotwy (FIFPro), 160 Maykdouto
KumeAho Actéywy, MéAN tou Me§ikou (opadikd).

2018 — The all-female Greek National Homeless Team was awarded the
«Fair Play» Award by FIFPro (World Players’ Union), in the 16th edition of the
Homeless World Cup, in Mexico City, Mexico.

2017 — BpdBeuon tou meptodikol §podpou «oxediar otnv katnyopia BRAVO
SOCIETY, ota Bravo! Sustainability Awards.

2017 — Street Paper «shedia» earned an award in the BRAVO SOCIETY
category, of the prestigious Bravo! Sustainability Awards.

2017 — H'Evwon MNodoopatpikwy Iwpateiwv ABnvwy (EMZA) tipnoe toug
avBpwrmoug tng BVIKNAG opddag actéywy yla Tov TpdTmo mou a§lomoteitat
0 Mo860PALPO WG KOWVWVLKO epyaleio, aAAd KAl WG EQAATAPLO yid pLa
KaAUtepn {wn yla cuvavBpwoug Yag.

2017 — The Football Clubs Association of Athens (EPSA)
awarded recognition medals to the members of the National Homeless
Football Team for their life efforts and contribution to society.

2017 — Bpafeio «Eu Aywvi¢ecOaw» (Fair Play Award), 150 MNaykoéopto
KumeAho Actéywy, Oolo (atoptkr katnyopia).

2017 — A member of the Greek National Homeless Team is included in the
«Fair Play team of the tournamenty, in the 15th edition of the Homeless
World Cup, in the Oslo, Norway.

2017 — Bpaeio «Eu AywviCecBal» (Fair Play Award), Street Football Festival,
Yo@La, Boulyapia (opadiko).

2017 — The Greek National Homeless Team is awarded the «Fair Play»
Award, in the European Street Football Festival, in Sofia, Bulgaria.

2016 — Bpafeio «Eu Aywvi¢ecBaw» (Fair Play Award), 140 Maykoéoplo
KumreAho Actéywy, Maokwfn (opadiko).

2016 - The Greek National Homeless Team is awarded the «Fair Play» Award,
in the 14th edition of the Homeless World Cup, in Glasgow, Scotland.

2016 — Bpafeio «Eu AywviCecBauw» (Fair Play Award), 140 Maykdopio
KumreAAo Actéywy, Maokwfn (atopikn katnyopia).

2016 — A member of the Greek National Homeless Team is included in the
«Fair Play team of the tournamenty, in the 14th edition of the Homeless
World Cup, in Glasgow, Scotland.

2016 — Bpdfeuon twv pehwv tng EBvikAg Aotéywy amd tov dutho yia thv
UNESCO Mepatwv kat NAcwv yia TNV KOWWVLKA Toug Tpoc@opd.

2016 — The Club for UNESCO Piraeus and islands awarded recognition
medals to the members of the National Homeless Football Team for their life
efforts and contribution to society.

2015 — Bpd&Beuon twv peAwv tng EBvikng Aotéywy amé tov MNpodedpo tng
Anpokpatiag K. NMpokdmn NMauAdTouAo yia TOUG KOWWVIKOUG TOUG AYWVEG
Kal to mapdadetypa {wng mou Sivouv.

2015 — The members of the National Homeless Football Team were received
by the President of the Greek Republic Mr. Prokopis Pavlopoulos and were
awarded the Presidential Medal for their services to sport and to society.

2015 — BpaPeio «Eu AywvilecBau» (Fair Play Award), 130 Maykdopto
KumeAho Actéywy, Apyotepvtap (opadiko).

2015 — The Greek National Homeless Team is awarded the «Fair Play»
Award, in the 13th edition of the Homeless World Cup, in Amsterdam, Holland.

2015 — Bpaeio AnpogpiAéotepou Pemoptdal tng xpovidg (INSP Special News
Award). AleBvég Tuvedplo MeploSikwv Apdpou (INSP Global Summit),
Y1dTA, HMOA.

2015 — «Shedia» street paper is awarded the «INSP News Special Award»
for the most popular story of the year, during the INSP Global Summit,
in Seattle, USA.

2014 — Bpaeio «Eupwmaiou MoAitn» amd to Eupwmaikéd KowvoBouUAio yia to
£€pyo NG «Aloyévng» Kal elSIkoTEPA yia TIg TpwTtofBoulieg meplodikd Spduou
«oxebian, EBVIKN AcTéywy, «EVag KAPEG OE TIEPLUEVELY

2014 — Diogenes NGO is awarded the European Citizen of the Year Award
by the European Parliament for its «contribution to European cooperation
and the promotion of common values».

2014 — BpaBeio «Community Impact Award 2014» yia tig OeTikég
EMITWOELG OTNV Kolvwvia, oto mMAaiolo twv «Social Business Excellence
Awards 2014».

2014 — Diogenes NGO is awarded the first prize for its «Social Impact» in the
Greek Social Enterprises of the Year Awards.

2014 — H Maykdéopta Opoomovdia NModoopaipou (FIFA), péow tou
Staywviopou «The Power of Football», pag cupmepiéhaBe otig tpetg
KOPUPAiEG KOWVWVLKEG TTPWTOBOUALEG TTOU TTAGVH TN, Yld TOUG TPOTIOUG
HE Toug omoioug a&lomotloUpe To TodOCPALPO WG KOLVWVLKO Epyaleio.

2014 — Diogenes NGO is voted in the top three social football projects of the
FIFA «Power of Football» global competition.

2013 — Nnoideg MotdTNTag yla TNV mMpoo@opd 0TO KOWVWVLKO GUVOAO
(«oxediar, EBvikn Actéywv). H mapalafn tou BpaBeiou éyive amd tov
MNpodedpo tng Anpokpartiag k. KadpoAo MamouAia.

2013 — Diogenes NGO earned the prestigious «Nisides Piotitas» («Islets of
Quality») prize. They are prizes awarded by a major institution in Greece
that acknowledges the social contribution of volunteers and other non-profit
organizations. The awards were presented by the President of the Greek
Republic Mr. Karolos Papoulias.

2007 — Bpafeio «Eu AywvidecBaw» (Fair Play Award), 50 NMaykoéouto KumeAho
Aoctéywy, Komreyxayn.

2007 — on its debut in the event, The Greek National Homeless Team was
awarded the "Fair Play” Award, in the 5th edition of the Homeless World Cup,
in Copenhagen, Denmark.
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oxedla

NEPIOAIKO
APOMOY

Ztoixeia napaAnntn:

‘OvouaTeEn®VUMO

Enwvupuia etapiag n opyavicpou
0d6¢ & aplBuUoS

Meploxn / T.K. / MoéAn

EndyyeAua

email TnA€pwvo
A.D.M. A.OY.
Nikiouv 2 Dpdykwv 24

105 60 ABnva
(+30) 2130231220

546 25 ©ecoalovikn
(+30) 2313 013605

info@shedia.gr

A Deloitte survey

To KOOTOG TG CUVOPOMNG

éunvn (E€L tevxn)

(| [

Ecwtepkol 20 evpw

doutnteg / Tuvraflolxol 17 eupw
E€wtepikou 46 eupw  (eviog E.E.)
E€wtepikol 50 EUPW

(ekto¢ E.E., HIMA, Auotpalia kAn)

12unvn (12 tebyn)

(| [

Ecwteptkol 40 gVpw
doutntég / Tuvraflolxol 34 evpw
E€wtepikol 95 eupw  (evtdg E.E.)
E€wtepikol 99 Evpw

(ektog E.E., HIMA, Avotpalia kAn)

0 shedia.streetpaper o @_shedia

Oa MANPWoW WE:

- katdBeon oto Aoyaplacud g EBvAG:
AIOTENHZ M.K.O. Ap. Aoyaplacuol
IBAN GRé63 0110 1460 0000 1462 0666 454
KQA. SWIFT TPATMEZAY -BIC ETHNGRAAW

« Taxudpouikn entayn nov Ba anoocteilete
ot delBuvon tou neplodikol, oe dlatayn
AIOFENHX MKO.

Y& nepintwon tpanedlkng katdbeong,

n anodel€n Ba npénel va anootalel pe email
N ME anAn TaxudpPouLKY) ENLOTOAT ota ypadeia
Tou nNepLodikol.

www.shedia.gr
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