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To(64,8% ) TWV TWANTWV SNADVE| OTI h

«oXEdia» ExEl oUpPANE! «TOAI» fi «apKETA»
oThv ardktnon Pacikod T Ei00Sihpatos
H1a KAvgn avayriv otéyaons.

Ixed6v Slo atou§ TpEIS rrJa;e)‘oﬁpeva, TO
, amavzae «rorin (25:9%)

i «apKeTa» oTNV EPWTNON «ré00

éxel oupPalel n evaoxoinoh oas pe th "oxedia"

OTNV amSKTNON VEWV JVACEWV Kai IKAVOTATWVY.

Totwv epwtneéw:wv? TWANTOV

QTAVTNOE «TONI» f «apketd» ot
gpaTtnon «mwéoo éxel cuphPalel n "oxedia" otn PeXtiwon
oTou§ rapakdtw topéi§ Tn Swih§ oas: kovwvikomoinon Kai
(erav)évta¥n oTnv Kovwviam.

“Eva§ otou§ dlo avayvaoTES Tov
mEPI0BIKOU SUpPETEXOUV mmio EVEPYA oTNV

Kovwviki pa$ Swi, EFartial Twv epedicpdTwv
mrov AapPdvouv amrd Th «oxedian.

H «oxeSia» PpiockeTal oTIS mpAITES O€0ES ﬂlhl THS OXETIKNS
\iota$ pe TS Kvkhodopies G TWV pIvIaiWV TEPIOSIKWDV,

mapa Tto yeyovés 6T kukhopopEi povaxa otous Spdpous

TS Ogcoadovikn$ kai Tth§ Aéiva$ Kai éxi raveraSika.

2 out of 3 beneficiaries replied ejther
«@ |ot» or «conSiderably» to the
queStion «How much has «Shediax» contributed
to the improvement in the following areas of your |ife:
Earning a baSic S income to meet housing need(».

Nearly 2 out of 3 & beneficiaies
reSponded «a |ot» or <<conSid?ab|y»
to the question «How much ha$ your involvement with

«Shedia» contributed to "acquiring knowledge and Skills
(in Sales, organization SkillS, etc.)»

Nearly 3 out of 4 reSpondents Q reSponded
«a lot» or «conSiderably» to the quetion

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

fin 2 reader§ L {B\ §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 Socia| 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, if we take into account that

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




Méoa ota mpwta 8o xpévia %
Kvk\odopia$ G (2013-2015), %%34 avepwiro) Sépugav
amd cuvenkes acteyias Kai pirikav o€ Sikd Tou§ omith
oTnpiidpevol amok\EISTIKA oTo E1668npa amd TS TwWARCES
Tov repIodikod Kai, PePaiws, oTav @a;c’um kai vrooThpIEn
Tov Kdopou frov ayopalel Th «oxeSian.

IXESOv 3 otovs S /m\ avayvaoTES Sh@vouv
ét1 n «oxeSjan» Tol§ éxel Pondhoel ol i apreTa
«va avtizngodv kalitepa Thv ENMVIKA Kovwviki
mpagpatikdtnta, Téoo o€ oxéon pe Yntipata PTdxeIas
kai kovwvikod amok\eicpod, ald kai Fevikétepa»

Itnv EpATRON «TI600 éxEl oupPANEl h «OXESIa»
OTNV «aroKTNON EPICTOTEPNS KaTavonons

Kai ayamn$ @ J1a Tou§ avepirous», 'co

TWV TWOMTOV AFAVTNCE KTONI» fi «apKETAR.

H \erToupyia tn§ «oxedias» ouvtnpel Thv aracxéinon

199 avepdTwWV ETE \ogw dpeons amracxdinons
Y S €ite eZartias Twv roA\am\aciacTiKdv EmmTdoEwy
mrov €x€l N AErtoupyia TS o€ arlovs§ k\adous TnS oikovopias.
Emm\€ov, Shpiovpyei cuvOnKeES amraoxoinons ya

178 rwAnTéS Tov wEPIodiKoL.

Ma Kaoe éva @eupoﬁ mov Saravatai
amd th «oxedia», Snprovpyeital afia

Hia Tov Eaviki R olkovopia

TnS TAZns Twv 5,3 EVPW.

In the firSt two year§ of the circulation of «Shediay
(March 2013-December 2015), if{ 34 people came out of homelessness
(rough Sleeping;homeless Shelters, guests of friends or relatives, etc.),
by renting their own home, ﬁ uSing the income they earn by distributing
the magazine; regaining, in addition, their oSt Self-confidence,
as a reSult of their (redincluSion and contact with people.

Over 3 out of 5 reader§ /[ [IN. admit that «shedia»
has helped them to better under§tand the Greek
Social reality both in relation to ifSue§ of poverty and

createS the condition§ for the employment of 178 vendors.

employment of ¢ 199 people, either through direct
employment in the organiSation itSelf or through it§ multiplier

Social exclusion but alfo in general.

Almo§t (9) out of beneficiaries
Say that «Shedia» has |ed them to dcquiring more
understanding and love D for people.

while the organisation employ§ 7 people, it§ operation

In addition, the operation of «Diogenes» SupportS the

effect in other Sector§ of the economy.

«Diogenes i§ 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€ [§ generated for the Greek economy.
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Mua €peuva tng Deloitte

H rupla A¥untpa, évag amd toug avlpwmoug
NG «oxediacy, PoPWVTAG TO KOKKIVO YLAEKO.

A Deloitte survey

photo credit: liavvng ZwwbpiAng

H \erToupyia Tn§ «oxedias» ouvtnper
TV aracxoinon 199 avepwrwv,

EITE ANoyw apeon§ aracxoinons EiTe
eZaitia§ Twv roAarhaciacTIKWV
EMMTOOEWV frov €XEl h AEITovpyia TN
o€ al\ov§ Khadous Tn§ oikovopias.

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

Foreword

To Mdptio tou 2016 n S1eBvolg pAPNG eTalpeia
oupBouleuTtikwy utinpeciwy «Deloitte» avélafe to
£pyo TNG Slepelivnong TOU KOLWVWVIKOU KAl OLKOVOULKOU
QAVTIKTUTIOU TToU £XEL N KUKAoWopia Tou TeploSikou
Spoduou «oxediar. Alyo mplv amd ta Xplotolyevva

Tou (Slou €toug Mapaddbnke n teAlkn €kBeon pe
titho «Kowvwvikég kat Okovoulkég Emmtwoelg amd
tnv KukAopopia tou Meplobikou Apoduou «oxedian,

n omoia — peta&ul MOAAWV AAAWV — TTeptAapBavel

pia «€peuva mediou» avayvwaoTikoU Kolvou Kal
avayvwoLlhotntag tng «oxediagy, 6Twg Kat hia épeuva
peTagl Twv MWANTWY TG «oxediagy.

Amé tnv épeuva mpokUTTEL, HeTA§U AAAWY, OTL «n
Aettoupyia tng "Aloyévng" eival epalitiplog SUvaun
yla th Snuoupyia mapayépevou mpoiévtog aiag
5,3 popég peyaAUTEPNG OE OXECH ME TA XpHHATA TTOU
StaBétel yia tn Asttoupyia thg. Me dAAa Adyia, yia
KdOe éva eupw mou Samavdartat améd tn "Aloyévng”,
Snuloupyeital aia yia tnv eAAnvikA okovopia 5,3
EUPW.»

Emiong, evw otnv opyavwon gpyddovtal 7 dtopa,

N Asttoupyia tng Snuioupyei TIg CUVOAKEG yla TtV
amaocyoAnon 178 mwAntwv. EmmpdécBeta, n Asttoupyia
NG «Aloyévng» cuvinpei tnv amacxoAnon 199
avOpwrwy, gite Adyw dpeong amacyxdéAnong otnyv ida
TNV opydvwon eite Adyw TwV TOAAATTAACLACTIKWY
EMTTWOEWY TTOU €XEL N Agttoupyia tng og AAAoug
KAASoug NG olkovopiag.

H «Aloy€vngy, N AoTIKNA Un KEPSOOKOTILIKN €Talpeia TTou
elval miow amd tn «oxedian, aAAd Kal TNV Kaumavia
«koA otn PTwyxelan, T «Adpateg Aladpopég» Kal
Mla OElpd AAAWY KOWVWVLIKWVY TTPWTOoRoUALwY, Taipvel
tnv avwtatn BabuoAoyia (10 pe dpiota to 10), ue Bdon
Toug TTivakeg olkovoulkAg emidoong tou Charity Nav-
igator, 81eBvoug prung aflohoynth @IAAVOPWTTKWY
opyavwoewv Kat Sopwv aAinieyyung. O Charity
Navigator ektipd Katd mdéco ol damdveg evog popéa
oxetifovtal pe TIg 5pacTNPELOTNTES KAl UTTNPECIEG TTOU
apopouV Tov Bacikd oKoTd Tou.

Yxebia / 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
«Diogenes» 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.

«Diogenesy, 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 ruptlog Mavvng, mwAntng
NG «oxediagy, 0To MOCTO TOU.

A Deloitte survey 14

Ixed6v Slo oTou§ TPEIS wdelolpgvous
aravtnoav 6ETIKA TV EPWTNON KITFSC0
éxel oupPalel n “oxedia” oTn Pertiwon
otov§ rapakatw Topés Tn§ Jwis oas:
Aréxtnon Paoikol giloo8ipatos ia Thv
ka\vgn avaykdv otéyaons».

AlmoSt 2 out of 3 beneficiarie§ gave a poSitive
reply to the queStion «How much ha$ “Shedia”
contributed to the improvement in the
following areas of your |ife: Earning a balic
income to meet houSing needs».

15

Yta mpwta dUo xpovia Aettoupyiag tng «oxediagy
(Mdaptiog 2013-AeképBplog 2015):

34 avBpwrtrol §Epuyav amd tnv acteyia (rough sleep-
ing, Eevwveg @lAoeviag, pLAofevoupevol og @iloug

1 cuyyeVveig K.ATL), voikialovtag Eava tn 8tk Toug
£0Tiq, Ye To elo6dnua mou e§acaiifouv Slavépovtag
TO TTEPLOSIKO, AVAKTWVTAG, £TOL, KAL TN XAUEVN
EUTTLOTOCUVN GTOV £QUTO TOUG, ATTOTEAECHA TNG (ETav)
£vtadng Kat emagng Ye tov KOGo.

Ixedov 70 wpeloupevol emavevtayxdOnkav ctnv ayopd
epyaociag (amoxwpwvtag amo To SiKTuo TWANTWY Tou
TEPLOSIKOU). L€ APKETEG ATTO AUTEG TIG TTEPLITTWOELS, N
Béon epyaciag mpoEkuPe YECW TNG «OXESIAGN.

Ixedov dUo otoug Tpelg wpeloUpevoug (to 64,8%)
amavtdel eite «moAU» (20,4%) eite «apketdy» (44,4%)
OoTNV €pWTINOCN «TTOCOo £Xel UPPBAAEL N "oxedia” otn
BeAtiwon otoug Mapakdtw toueic tng {wng oag:
AmékTnon Bacikou elcodApaAtog yia tnv KAAuyn
aAvayKwyv oTEyaongy.

Ixedov 7 otoug 10 wpeAoUpevoug

SnAwvouv OTL N evacXOAnaor Toug pe T «oxediay £xel
OUMBAAEL «TTOAU» (22,2%) 1| «apKeTA» (46,3%) «oTnV
amoktnon Bacikou £.008NUATog yia TNV KAAUYN
AAAWV AVAYKWV».

Ixedov dUo otoug Tpelg wpeloUpevoug (to 64,8%)
amavtdel «moAU» (25,9%) f «apketdy (38,9%) otnv
£pWTNOCN MOCO £Xel CUMPBAAEL N evaoxdAnon oag

ME TN «oXedia» 0TNV «AMOKTNCN VEWV YVWOEWVY KAl
IKAVOTATWV (0 Bépata MWANCEWY, OpyAvWOonNng, K.ATL)»

Ixedov dUo otoug tpelg (64,8%)

TWV epWTNOEVIWY amavtdel «moAU» (38,9%) n
«APKETA» (25,9%) otnv gpwtnon «MNoco £xel cupBalel
n “oxedia" otn BeAtiwon otoug TAPAKATW TOUEIS TNG
{wng oag: Kowvwvikomoinon/évta&n otnv Kowvwviay.

Yxebia / 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
needsy.

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 needs».

Almost 2 out of 3 beneficiaries (64.8%)

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

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

Almost 2 out of 3 respondents (64.8%)

responded «a lot» (38.9%) or «considerably» (25.9%)
to the question «kHow much has «shedia» contributed
to improving the following areas of your life:
Socialisation / social inclusiony.
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To 87% twv wpeAoupévwy

SnAwvel 6TL N CUPPETOXH TOu TN «oxedia»

evioxuoe tnv YPuyoloyia tou, Tou £dwoe TTeEPLOCOTEPN
autotemoibnon, Tov £Kave va oKEPTeTAL Mo BeTIKA
yla To gEAAOV Kal va avTIeTWTTI(eL S1a@opEeTIKA TIG
SuokoAieg.

1 0T0UG 2 AVAYVWOTEG CUPPETEXOUV TTLO EVEPYA OTNV
KOWWVLIKN pag {wn, e€attiag twy epeblopdtwy mou
AauBdvouv amé tn «oxedian.

Ixedov 3 otoug 5 avayvwoteg

dnAwvouyv ot n «oxedia» Toug £xel BonBncel TTOAU
 APKETA «va avTiAngBoUv KaAUtepa TNV EAANVIKA
KOLVWVLKI TIPAYUATIKOTNTA, TOCO OE OXEON PE
{NTAMATA PTWYXELAG KAL KOWVWVIKOU ATTOKAELGHOU, aAAd
KAl YEVIKOTEPAY

Ixedo6v 4 ctoug 5 avayvwoTteg

mMotevouv OTL To TTePLoSIkS gival €vag
amoteAeouATIKOG TPOTOG UTTOOTAPLENG EKEIVWY TTOU
BLLOVOUV TN PTWYELA KAL TOV KOLVWVLKO ATTOKAELCPO
OTLG TTLO AKPALEG TOUG HOPYEG.

To MdpTttio tou 2016, ol TWARCELG TNG «OXESIAG
ayyi§av tig 30.000. TUppwva Pe Ta oTolKEia Tou
mpaktopeiou Stavoung eAAnvikou Tumou «Eupwtny
(www.europenet.gr, AeképBplog 2016) n «oxediar
Bpioketal otnv tétaptn B€on Tou Tivaka Ye TIg
KUKAO®QOPIEG TwV punviaiwy meploSIKWY -Je To
eAANVIKO TTEPLoSIKS Spduou va Slavepetal otabepd
povo oe ABriva kal ©ecocalovikn Kat ta otolyeia yia
Ta umolola MepLoSIKA va agopouv TNV maveAAadikn
TOUG KUKAo®opia.

A Deloitte survey 16

87% of beneficiaries

responded that their involvement with «shedia»

helped them psychologically, boosted their self-
confidence, made them develop a more positive
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 generaly»

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.

17
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O kUptog Nirog, mwAntrig Tou meptodikoy,
ue tn «oxebia» ava xeipag.

Yxebia / Shedia
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O1 woENoUpEVOl
The BQ“QHCIaVleS

YUVOALKQ, armd to Mdptio tou 2013, étav n «oxedia»
£kave To MpwWTo tng ta&idl otoug §pdpoug TNG MOANG
(to mpwTto TEUXOG KUKAOYOPNOE tnV Tetdptn 27
DdeBpouapiou tou 2013), wg tig 31 AekeuBpiou tou
2015, To XapaKTNPLOTIKO KOKKLVO YIAEKO (pOpECAY,
£€0TW Kal yla pia pépa, 346 avlpwtot (231 otnv
ABnRva kat 115 otn O®ecocalovikn). LTn CUVIPLTTIKA
mAsloYneia mpokeLltal yia avépeg (to 79,6%), evw dcov
apopd To NAKLAKOS Toug MPoWiA, Tto 3,7% eival petalu
25-34 xpovwy, 1o 14,8% petadu 35-44 xpdvwy, To
33,3% petalu 45-54 xpovwy, to 33,3% petall 55-64
Xpovwy, evw to 11,1% eivat dvw twv 65 xpovwv.

Na onuelwBei 6tL 10 3,7% Sev amdvinog fedenual

To péoo Sldotnua Tapapovng oTo SIKTUO TWV
TwANTwy givat 5,6 PrVeg, Ye TOUG HEYAAUTEPOUG
NALKLOKA VA PEVOUV TTEPLoaOTEPO 0T «oXedian, apou

OL TTPOOTTLKEG va Bpouv ula ctabepn epyacia kat va
KAvouv To emopevo BApa ot {wn Toug gival capws
TTLO TTEPLOPLOUEVEG.

«Mpdyuatt, avaivovtag tn péon mepiodo mapapovng
TWV TWANTWY avd nALKia, ol NAIKLOKEG ouAdeg TTou
Bpiokovtal o cuykpltikd Sucpeveéotepn Béon wg
TTPOG TNV gUpeon VEQG epyaciag Adyw tng nAtkiag eivat
QAUTEG WE TN MeyaAutepn SidpKela MAPAPOVAS KAl TO
XAUNAOTEPO TTOCOOTO ATMOXWPNCEWVY, CNUELWVOUV Ol
ouyypaweis tng ékBeong-£épeuvag tng «Deloitte» otn
OXETIKN €VOTNTA.

XapakTnploTiko gival OTL, EVW 0 JECOG XPOVOG

TTAPAPOVAG O0TO SIKTUO TWV MWANTWY TNG «oXediagy
yla ta dtopa Avw twv 65 xpovwy eival 19 unveg, yia
eKeivoug KATW Twv 25 xpovwy sivat poAg 4,2 yAveg.

A Deloitte survey

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. Chertt

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 leavingy, 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.

pal Yxedia / Shedia

lpaenua 1/ Chart 1

HALKLOKO TTPO@IA TWV WEEAOUPEVWV. Vendors' age distribution.

3,7%
—— 25— 34
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4 eTdv / year§ old

33,3%
55 — 64
eTdv / year§ old

1,1%
65+

eTdv / year§ old

3,8%

Sev anavTnoe
did not reply
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Ye oxéon e TI§ ouvOnkeg otéyaong, To 1,9%

Twv avBpwtmwy tng «oxediag» SnAwvel 6tL Stapevel
o€ AVeETApPKESG / akatdAAnio katdAupa (6TTwg os
TPoowPELVO N TTPOXELPO KATAAUUA Pe peyAAo aplBud
atépwy otov 8lo xwpo), to 27,8% Siapével oe
KaTdAupa utté tnv ametin tng é€wong (evolkialduevn
Katolkia A he eVTOAR KAtdoxeong L8LOKTNTN Katolkia),
10 18,5% Slapével mpoowplvd @lAoEevoUuevo og
ouyyeveig N piloug, £€xovtag amoAEoeL TNV £0TiA

Tou, eVW T 7,4% Slapével og MpoowpLvous EEVWVEG
(aotéywy, TPooEUYWY, YUVALKWY K.d).

Ytnv 8la epwtnon, o 40,7% amdvinoe «aAAo»,

evw Sev BEAnoe va amavtAoel To 3,7%. denua2

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 «other», while 3.7%

did not wish to answer this question. chart2

19%  Awapévw oe avemapkég / akatdAAnio katdAupa
(rm.x. TpoowpLvd 1) TPOXELPO KATAAUUQ, HE peYGAo aplOud
atépwy otov iSlo xwpo).

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

3,7% Aev amavinoe

3,7% Did not reply

7.4% Awapévw o MpoowpLlvoug EeEVWVEG
(aoTéywy, HETAVAOTWY, TTPOCPUYWY, YUVALKWY K.ATL.)

7.4% |live in temporary shelters
(homeless, refugees, women etc.)

18,5% Awapévw mpoowplvd wg @LA0EEVOUUEVOG OE CUYYEVE(G
 @iloug.

18,5% | live temporarily as a guest with
relatives or friends.

27,8% Awapévw oe katdAupa und tnv ametAn é§wong
(ammé evokialdpevn KAToLKia, 1] HE EVTOAN KATACXEONG
816K TNTNG Katotkiag).

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

40,7% AMNAo

40,7% Other
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Katdotaon otéyaong.

Accommodation status.

Yxedia / Shedia
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H nBomoidg MovAika Ixapldd pe 1o kKOKKLVO YIAEKO TNG

«oxeblagy, oto mAaioto Tng Spdong «MwAntng yia pia wpay.

A Deloitte survey

NEPIOAIKQ Vog®

AIATIETEYgy5,
NQAHT

photo credit: Mdavvne Zwde
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O nBomotd¢ lNavvng LTdvikoyAou [E TO KOKKLVO YIAEKO TNG «oxXeSiagy,

oto mAaioto tn¢ pdonc «MwAntri¢ yta pia wpo».

NEPICAIKD APomg,

AIAMWETEYMENO}
NOARTHE

MAPAKAQ,
ANO THEMH v
©A TO ATBET;
NAPTE TORM0:

Yxebia / Shedia
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2Xed6V dUO OTOUG TPELG WPEAOUUEVOUC (TO 64,8%)
arraytdsl sits' ((TrO'}\L'J» (20,40{0) elte «apkeTdn» (44,4%) oTny
£PWTNON «TTOCO eXeL OUPBAAEL N “oxebia” otn BeAtiwon
OTOUG TTAPAKATW TOUE(G TNG {wAG oag: Anéxmon

Baowkou elcobiuatog yla thv KAAuYn avaykwy
OoTEYAONCY.

Na onueliwbei 6t ot apBpoi twv avBpwrwy mou (ouv
oe ouvOnKkeg aoteyiag / emo@alouc Katolkiag £xouyv

HELWOEel onuavtika akpBwg efaltiag NG EVGO’X('))\r]Gr'](;

TOUG UE tr] KAl TNV uttooTtAPLEN Twv

AVAYVWOTWY, TNG KOWVWVIAC OAOKANpPNC, apou amd v
evapgn NG KukAowopiag Tou meploSikoy WG TIC
31 AekepPpiou 2015 tplavta TECCEPIG TTWANTEG UTTAKav
o€ OL1kO Toug oTritt (tov AmpiAo Tou 2017 o apBude QuTSe
eixe aveABelL otoug 43), otnpldpEvoL Aok AeloTIKG oTo
el06dNpa amo Ti§ MTWANROELS TOU TTEPLOSIKOU. Mpwv amd
auTo, EPevVay gite oto Spduo, eite os SeEvwveg PLAo€eviq
AOTEYWY, Eite PLAo§evouvtayv amod @iloug / OUYyYeVveic.

27 Yxedia / Shedia

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 withqnd
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 eival kat o aplbuog twy
CUMTTOALTWYV pag Tmou ameguyav tny éwon efattiag tou
elcodnuartog mou e€acaiifouv amod tn dtdBeon tng
«oxebiagy. AvBpwrtrol, SNAadn, pe TOAUUNVEG OPELAEG
evolkiwy, ot omoiot {oucav (f e€akolouBouv va {ouv)
utté TNV amelAn tng €é§wong Katdpepayv Pe autd To
MIKPO €l008Nua va KAAUYoUV PEPOG TNG OYELAAG TOUG,
emavampoodlopifoviag tn oXEoN EUTMOTOCUVNG PE TOV
dloktATN Kat StacalAilovtag TNV MApaAPov Toug 6To
oTIiTL.

XapaktnploTiko sivat 6tL otnv gpwtnon «Moco £xel
oupBdalel n “oxedia” otn BeAtiwon octoug TAPAKATW
topeig tng wng oag: AmoKTNon Bactkou elcoSAUATOG
yla KAAugn avaykwy ctéyacnsgy, to 64,8% amdavtnoe
elte «moAUy (20,4%) eite «apketdy (44,4%). To 9,3%
amdvtnoe «eAaxtotay Kat eva 20,4% «kabdAouy.

Agv amdvtnoe 1o 5,6%. Pdenuas

Evw otnv epwtnon «Mdéco €xel cupBdaieL n "oxedia”
otn BeAtiwon otoug Mapakdtw toueig tng {wng oag:
KaAuyn ogelAwv evolkioun, To 38,9% amdvinoe
«TTOAU» 1 «apKETAY, To 13% «eAdyiotar kat to 33,3%
«kaBoAou» evw To 14,8% Sev amdvtnog. fedenuad

To «eAdxiota» Oswpolpe 6tTL Sev eival acAuavrto.
‘Eotw autod to «Aiyo» gival kdtt. MNa autd to «Aiyon,
dAAwote, aywvi{opaocte, o KaOe mepimtwon.

MNa tn yeyain mieloyneia twv avBpwmwy mou
mAalolwvouv to Siktuo tng «oxediagy, N evacxoAnon
TOUG e To TEPLoSIKO gival KATL TO TTEPLOTACLAKO.
AMwote, autd sival Kal To QuoloAoyLko. H «oxediay,
Omw¢g Kat OAa ta meplodikd Spdpou tou mAavntn, Sev
YEVVNAONKe yla va Snuloupynoel €éva vEo eTTAYYEAUQ,
pla oTpatid MwANTWY Teplodikwy Spduou.

A Deloitte survey

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 lot» (20.4%) or
«considerably» (44.4%). 9.3% answered «slightly» and
20.4% «not at all». 5.6% didn't reply. charts

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

«a lot» or «considerablyy», 13% «slightly» and 33.3%
«not at all», while 14.8% did not reply. Chart4

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 «shedian».

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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Yxedia / Shedia

MNoéoo éxel cupBaAet n «oxedia» otn BeAtiwon oToUg TAPAKATW
topeig tng {wng oag: Amoktnon Bacikou elco8Auatog yia KaAuyn
AVAYKWV O0TEyaong.

How much has «shedia» contributed to the improvement in the
following areas of your life: Earning a basic income to meet
housing needs.

44,4% apketd / considerably

20,4% ToAU / a lot

20,4% eldayiota / slightly

9,3% kabdlou / not at all

5,5% &ev amdvtnoe / did not reply

MNoéoco £xel cupBaAeL n «oxedia» otn BeAtiwon oToUg TAPAKATW
topeig tng {wng oag: KaAuyn opelAwyv evolkiou.

How much has «shedia» contributed to the improvement in the
following areas of your life: Paying off rent arrears.

22,2% ToAU/ a lot

16,7% apketd / considerably

13%  elayiota/ slightly

33,3% kabolou / not at all

14,8% &ev amdvtnoe / did not reply



Mua €peuva tng Deloitte

H «oxebia» @TidyTnKe yia va uttootnpiel avBpwrmoug
mmou Sokipddovtal okAnpd va umootnpi§ouv ol idlot
TOUG €aUTOUG TOUG, MEXPL VA KATAPEPOUV VA KAVOUV
To emopevo PBrApa. Na Bpouv pia Souleld, éva oritt,
va Eavapmouyv oto §pduo Toug. Amd to Eekivnua

wg onuepa, eival mavw amod 70 ekeivol TToOU Yag
amoyalpgtnoay emeldr emavevidxbnkav otnv ayopd
epyaciag. Kdbe tétolog amoxalpetiopuds yia yag eivat
pla uikpn yopth. H aywvia va Bpouv uia SouAetd mou
Ba toug emtpePel va Eavaoctabouyv yia ta KaAd ota
modla Toug Yaivetal Kal OTIG ATTAVINOELS TOUG.

Ytnv epwtnon «Mwg aviiAauBdveote tn oxéon oag
w¢ MWANTAS tng "oxediag”, to 61,1% tn Bswpei AUon
avaykng péExpL va Bpet SouAeld (44,4%) A va mapet
ouvtaén (5,6%) 1 dAMo, evw to 14,9% tnv ekAapBdvel
wg TeploTactakn / mpoowptivr) amacxoAinon. To 24,1%
ekAapBdvel tn oxéon tou pe tn «oxedbiay wg otabepn
amaocyoAnon. MNpodkeltal Kupiwg yia Toug avBpwroug
NAKiag Avw Twv 65 Xpovwy. XapaKTnpLoTIKo sival
OTL Kaveig amod Toug epwTnNOEVTEG TTOU AVAKOUV TNV
NAKLOKA opdda 25-34 xpovwy dev avtidapBdvetal tn
OXEON TOU HE TO TMEPLOSLKO WG POVLIUN amacxoAnon,
KaBwg 6oL (to 100% twv epwTNBEVTWY), OTTWG
TTPOKUTITEL amd TNV €peuva, ival oe evepyn avalntnon
gpyaciag. paenuas
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«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”». 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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MNwg avtidapuBdveote Tn oXEON 0AG
WG MWANTAG TNG «oXediagy;

(-] o 0
9.9, 9. 9. 9.9.9.9,.9, A%
KICHXIIIKIKSY e

’A’A’ ’A‘A‘A A“‘ employment

+ + ;géwpwﬁ

4 amacx\non
temporary
+ L employment

1%
Mon avagns (@kho)
a necessary Solution
(other)

5:67%

\on avaykns

uéxpi va mapw odvtaZn
a necessary Solution

until T get a pension

1,97%
mepioTaciakn / .
aumrknpwpatlkﬁ anaaxo)ao‘ n
occasjonal / complementary
employment

Yxedia / Shedia

How do you perceive your relationship
as a vendor of «shedia»?

4,43

\ion avaykns .
péxpi va Ppw Souvleia
a necessary Solution
until 1 find a job
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YUVOALKQ, To 70,4% eival oe Siadikacia avalntnong
g€pyaciag, Ye Ta ToOCOoOoTA va pelwvovtal 6co aufdvetal
N NAtkia. Amoé toug avBpwmmoug dvw twv 65 Xpovwy
TTou evepyomolouvtal oth «oxediar» kaveig Sev SnAwoe
ot eival og avalAtnon epyaciag, Paenuas

lpdonua 6/ Chart 6

Eiote oe Siabikaoia
avalntnong epyaoiag;

1,9%
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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. charte

Are you actively looking
for full time employment?

Sev ardvTnoe

did not reply
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Yinv epwtnon «léco tkavotolnuévog elote o€ oXEon
pe: Eloddnua amd tig mwAnoelg tng "oxediag”, to

9,3% &nAwvel TTOAU IKavoTTolnpéVo, To 64,8% apKetd
LKAVOTTOLNMEVO, TO 24,1% eAAXLOTA LKAVOTIOLNPEVO, EVW
Sev amavtnoe 1o 1,9%. fedenual

lpdenua 7/ Chart 7

MNoéoco kavorolnuévog elote og oXEon YE:
Elc6bnpa amd tig mwAnRoelg tng «oxediagy.

1,9%

Sev amdvenoe

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. ChartZ

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

9,3°/°

did not reply 70);
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Ytnv epwtnon «Mdéco £xel cupPBdaieL n "oxedia” otn
BeAtiwon otoug Mapakdtw toueic tng {wng oag:
Amoktnon BacikoU elcodAuatog yia KAAUYn AAAwvY
avaykwvy, To 68,5% amdvinoe «moAU» (22,2%) 1
«APKETAY (46,3%). To 18,5% amdvinoe «eAdxLoTay,
10 5,6% «kaBdéAouy, evw dev amdvinoe to 7,4%

TWV epWTNOEVTWY, [Péenuas

Ytnv epwtnon «Mdéco £xel cupPdaAet n "oxedia”

otn BeAtiwon otoug Mapakdtw topeig tng {wng oag:
KaAuyn daAAwv An&impdBecpwyv o@elAwv

(m.x. Aoyaplacpoi, xpén)», to 38,9% amdvinoe «mMoAU»
(14,8%) 1 «apKeTd» (24,1%), T0 22,2% «eA&)LOTAY,
evw POALS 1 otoug 5 (20,4%) amdvinoe «kkabBoAouy»

OTn CUYKEKPLPEVN epwtnon. To 18,5% &ev amdavtnoe.

[papnua 9
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To the question: «kHow 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. chart8

To the question: «kHow 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% «slightly»,
while only 1in 5 (20.4%) replied «not at all».

18.5% did not respond. chart2

lpéenua 8/ Chart 8
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Moéoo €xel oupBaiel n «oxediay otn BeAtiwon ocToug MAPAKATW
topeig tng {wng oag: Amoktnon Bactkou elcodnuatog yia tnv
KAAuyn AAAWV avaykwv;

How much has «shedia» contributed to the improvement in the
following areas of your life: Earning a basic income to meet other
needs?

46,3% apketd/ considerably
22,2% ToAU/ a lot

18,5% eldyiota / slightly

7,4%  &ev amavtnoe / did not reply

5,6% kaBdélou / not at all

Moéoco €xel cupBaleL n «oxedia» otn BeAtiwon oToUG TAPAKATW
topeig tng {wrg oag: Amoktnon Bacikol e.0o08Ruatog yla tnv
KAAUWN AAAWV avayKwy;

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% ToAU/ a lot

24,1% apketd / considerably
22,2% eldywota/ slightly
20,4% kaBdAou / not at all

18,5% &ev amdvtnoe / did not reply
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Ytnv epwtnon «tL Ba BéAate va aAAdfete og 04
Tov 810 wg MWANTA NG "oxediag"y, ol AMavIAoELg
(kal kat' emékTaon ot emBupieg kat oL oto)ol) gival
TTOAAEG Kal SlaopeTikeG. 'Evag otoug mevte oxedov
(t0 19,4%) &nAwvel 6tL Ba ABeAe va aTTOKTAOEL
peyaAUtepn automemoiBnon, evw 1o 14,9% B€AeL va
YIVEL TTLO KOLVWVIKO JE ToV KOopo. To 15,5% £xel wg
OTOXO VA ATTOKTIOEL TTEPLOCOTEPEG LKAVOTNTEG OTIG
mwAnoelg, to 11,1% va épxetal oe cuxvOoTEPN EMAYPN HE
TOUG CUVEPYATEG ToU TTEPLoSIKOoU, To 8,8% emMSLWKEL
TN CUXVOTEPN ETTAWPN PE TOUG AAAOUG TWANTEG, TO
8% O£Ael va amacyoAeital meplocdTEPES WPESG OTO
TOOTO, EVW TO UPNASTEPO MOGOOCTO (22,4%) Ba RBele
VO CUPMETEXEL TTEPLOOCOTEPO 0 AAAEG §pdoelg TNG
«oxebiagy. fedenuaio

H cuvtpurtikh mAsloPneia Twv mwAntwy (79,6%)
SnAwvel 6TL yéoa amd TNV evacyxdAnor Tou Pe To
TEPLOSIKO £XEL ATTOKTNOEL, £0TW KAl KAT' EAAXLOTO,
VEEG YVWOELG KAl LKAVOTNTEG. TN OXETLKA EpWTNON:
«Mbéco £xel cupPBdaAet n "oxedia" otn BeAtiwon otoug
TapaKATw Topeig tng (wNng oag: ATTOKTNON YVWOEWV
Kal IKavoTtATwyV (og Bépata mwAnocewy, opydvwong,
K.ATL)», To 64,8% amdvtnoe «moAU» (25,9%) ) «apKeTA»
(38,9%), T0 14,8% «eAdxiota» Kal to 13% «kaboAou.
Agv amdvtnoe 1o 7,4%. fedenuatl
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To the question «what would you like to change in
yourself as a vendor of "shedia”», 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: «<How 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 lot»
(25.9%) or «considerably» (38.9%), 14.8% «slightly»
and 13% «not at all». 7.4% did not answer. €hart

lpapnua 10/ Chart 10
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Tt Ba B€Aate va aAAd§ete oe €0dg Tov (610 WG MWANTA TNG «oxediagy;
What would you like to change in yourself as a «shedia» vendor?

8,0% Na acxoloUpal otn «oxedia» MePLOCOTEPEG WPEG
To be involved with «shedia» more hours

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

19,4% Na amoktow peyaAltepn automemoi®non
To gain more self-confidence

15,5% Na amoKTrow mePLOCOTEPES LKAVOTNTEG OTNV TTWANCN
To obtain more sale skills

1% Na épyoual cuxvotepa o€ ema@r Pe Toug avOpwIoug NG
«oxediagy / To be in more frequent contact with «shedia»
people / members of staff

8,8% Na €pxopal cuxvoTtePA OE EMAPN PE TOUG TWANTES TNG
«oxediagy / To be in more frequent contact with other
«shedia» vendors

22,4% Na cupuetéxw (meplocdtepo) o AAAeG SpACELS TNG
«oxediag» / To be more involved in other «shedia» activities

MNoéco €xel cupBaAeL n «oxedia» otn BeAtiwon octoug

mapakdatw Topeig tng wng cag: AMOKTNGCN YVWOEWV Kal
IKavoTNTWYV (og BEpata MwARCEWY, opyAvwaong K.Am);

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

259% TmoAU/ a lot

38,9% apketd/ considerably

14,8% eldyiota / slightly

13% kaBdAou / not at all

7,4%  &ev amavtnoe / did not reply
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H mAgloyneia tTwv MTWANTWY tNG «oXediagy emMAEYEL The majority of «shedia» vendors choose to be at their : Mepeg amacxdAnong tnv eBdopasda.
va eival ekel oto MOoTO TOoUAdYLoTOV £EL HEPEG TNV pitch at least six days a week (27.8% say they work six 35;2% Working days per week.
eBSoudda (27,8% SnAwvel mwg amacyoAeitat €L yépeg  days and 35.2% all seven), 20.4% go out to the pitch 7yepeS / D2y : : .
kal To 35,2% kat Tig emtd), to 20,4% Byaivel mévie five days a week, 3.7% three to four, while 1.9% replied ) 352% 7 - Mépeg amaaxainong / Working days
MEPEG OTO TMOOTO, TO 3,7% TPELG UE TECCEPLS, EVW, OTN «it depends». 11.1% did not provide an answer to 3‘7?85//"03 g - - -
OXETIKNA pWTNON, T0 1,9% amdvinoe «avaloyan. this question. Chart12 EESE 2fEK O = MR CUler Eh e s /e C 61
To 11,1% &ev amdvinoe. fpaenuai2 . : : .

With regards to how many hours per day they spend 57-35;!'5//0‘)3% 20,4% 5 - Mépeg anmacx6Anong / Working days
‘Ocov apopd TI§ wpPeg ava nuepa, to 1,9% selling «shedia», 1.9% work 1-2 hours a day, 3.7% 3 to . - _
amacyoAeitatl 1-2 wpeg Nuepnoiwg, to 3,7% amd 3 4 hours, 20.4% 5 to 6 hours, 25.9% 7 to 8 hours, 16.7% 1,1% il Ay Cheiiers// Pel e =727
WG 4 wpeg, T0 20,4% amd 5 wg 6 wpeg, 10 25,9% amod 9 to 10 hours, 11.1% 11 to 12 hours a day, and 1.9% more Aev amdvTnoe / Did not reply - - '
7 WG 8 Wpeg, 1o 16,7% amd 9 wg 10 wpeg, To 11,1% than 13 hours a day. 18.5% did not reply. Chert1s Sipfie Ee bR CRER TS/ We 1 Gl
amd 11 wg 12 wpeg nUepnoiwg, evw TTAVW ato 13 wpeg 3,7% = -
nuepnoiwg amacyoAeital to 1,9%. Asv amdvinoe to 1t npépes / Days hesh - Setieye/ Ielapeme

18,5%. fpaenual’

9%
Avaoya / 1t depends

lpd@nua 13/ Chart 13 33)72
1,8% "74 ‘47/35)' ‘Qpeg amacxoAnong TNV nuEpPa.
1-2 PES Ourf Working hours per day.

1,8% 1-2Qpeg amacyxdAnong/ Working hours
3,7% 3 -4'Qpeg amacyxoAnong / Working hours

20,4% 5 - 6’ Qpeg amacxoAnong / Working hours

1,9%
pe

-1
h

259% 7 - 8'Qpeg amaocyéAnong / Working hours

16,7% 9 - 10 Qpeg amacyoAnong / Working hours

1M% 11-12'Qpeg amaocxdAnong / Working hours

1,1%
10-11 dPES
hour§

19% 13+ 'Qpeg amaoydAnong / Working hours

18,5% &ev amdvtnoe / did not reply




Mua €peuva tng Deloitte

Ol yéoeg pnviaieg TWARCELG avd TTWANTA

avépyovtal ota 132 avtituma. Ta mpwta Tpia xpodvia
NG KUKAowopiag tng «oxediagy mou KAAUTTEL N €peuva
tng «Deloitter, utnpée pla otabepr avgnon otig yéoeg
pnviaieg mwAnoelg avd mwAnth (amd 106 to 2013 oe 121
T0 2014 kat 132 1o 2015), evw n eumetpia mailel oiyoupa
TO POAO TNG. [Pdenuald

XapaKTnpeloTiko sival OTL 0 HECOG OPOG TTWANCEWY
yla ekeivoug TTou Bpiokovtal otn «oxedia» amd 1 wg

6 unveg eival 97 meplodikd, evw yla ta dtoua mou
elval mwANtég petadu 6 Kal 12 pnvwv o aplBudg autdg
avefaivel ota 119 meplobikd. Ot avBpwrtrol Tou eival
oto MepPLodikd Tavw amd Suo xpdvia @tdvouv ta 197
mePLodIKd, TAvVTA KATd PECO PO, TO PAva. Pdenuals

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

lpdaenua 14/ Chart 14

Méoeg pnviaieg TWAACELG AVTITUTTWY
NG «oxediag» avd mwAntn.

) HNVIQiES TwRCEIS
ava Fwnti
monthly $ales
per vendor 2014

phviaies rwinoers
ava rwinti
monthly Sales
per vendor 2013

N A/ A\ A\ A\ \/\
02070 %0% % %%

02002 % %%
(EXHXRLRR
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Méoeg pnviaieg TWARCELG AVTITUTTWY TNG «oxediagy
ava mwAnth pe BAon tnv eumeLpia Tou.

Yxedia / Shedia

Average monthly sales
of «shedia» copies per vendor.

121 132

PAVIQIES TWAAOENS
ava rwinth
monthly $ales

per vendor

Average monthly sales of «shedia» copies
per vendor based on their experience.

197
24+ piives / months
TElxn To piva
Copies per month

19

97 6-12 pitves / months

1-6 pfives / months
TElxn To piiva
Copies per month

N\

TElXN To piva
Copies per month

2015
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1 0TOUG 2 AvayVWOTEG CUUPETEXOUV TTLO EVEPYJ otnv
KOWWVIKN pag (wn, e§attiag twv epeblopdtwy mou

AapBavouv amé tn «oxedian, evw) oxeSdv 3 otoug 5

avayvwoTeg dnAwvouv 6Tt n «oxediar Toug EXEL BonBAoe
TTOAU N Clple'EC'l «va avtiAneBolv kaAltepa TNV EAANVIKs l
KOLVWVIKI TTPAYPATIKOTNTA, TOCO O OXéon e Cntﬁpqtnq
(PTWXELAG KAL KOWVWVIKOU AmmOKAEIGHOU, aAAd Kal
YEVIKOTEPQAY.

2TNV EPWTNON «TT600 BeTIKN gival n cuvelopopd NG
"GX'E&O‘@" otN BE)\'EifL)O'I’] NG WNG TWV MWANTWV», oxeS3dv
TE0CEPLG OTOUG TIEVTE AVAYVWOTES (78,9% yig v
akpifela) tomobetouvtal peta&u tou 7 kat Tou 10, UE To
Oeka va givat mavta n uPnAotepn Babuoloyia. BA-cecuva

AVAYVWOTIKOU Kowou, oe). 50-73)

43 Yxedia / Shedia

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

roting. (readers' survey p.p. 50-73)
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Aydrmn, katavénon, automemoifnon

‘Opwg, «oxebiar dev eival pévo pia eukatpia
e€aopdAiong evog elcodApatog yia tnv KAAuyn
KATTOLWV TTOAU BaCIKWV avaykwy, aAAd eivat n emaen
Kal N oxéon Ye Tov KOOWO, gival £va BApa mpog TNV
KOWWVLKN (emav)évta&n, tTnv avaktnon tng Xauévng
MOTNG OTOV €AUTO KAl TNV Kowvwvia oAOKANPN, N
amokatdotach tng AaBwuévng aflompemelag.

To 64,8% Twv epwINOEVIWVY ATAVTINOE «TTOAUY»
(38,9%) | «apketa» (25,9%) otnv epwtnon «Moco £xel
oupBdaAel n "oxedia" otn BeAtiwon otoug MAPAKATW
topeig tng {wng oag: Kowvwvikomoinon/évtaén otnv
Kolvwviay. Xtnv idla epwtnon, to 7,4% amdvinos
«eAaytotay, to 11,1% «kabdAouy, evw to 16,7% dev
amdvtnog. pdenuals

To 75,9% &nAwoe OTL N CUPUETOXN TOU oTn «oxediay
evioxuoe tnv Yuyoloyia tou, Tou £dwoe TTeEPLOCOTEPN
autotemoibnon, Tov £Kave va oKEPTeTAL Mo BeTIKA
yla To gEAAOV Kal va avTIPeTWTTI(EL S1apopEeTIKA TIG
SUOKOAIEG. XTN CUYKEKPLPEVN EpWTNON

«Mdéco £xel cupPdaAet n "oxedia" otn BeAtiwon otoug
mapakdtw toueig tng {wng oag: KaAutepn Yuyxoroyia
/ meplocdTePN autotmemoifnaon / (mo) Betikry, To
46,3% amdvtnoe «moAUy, To 29,6% «apKeTd», to 11,1%

«eAaxlotay, To 7,4% «kabolouy, evw dev amdvinoe
T0 5,6%. fedenuatz

A Deloitte survey

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 inclusion».
7.4% replied «slightly», 11.1% «not at all», while16.7%
did not reply. Chartis

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 outlooky, 46.3% responded «a loty,
29.6% «considerably», 11.1% «slightly», 7.4% «not at
all», while 5.6% did not reply. Chartiz

)
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Yxedia / Shedia

MNoéoco éxel cupBdAet n «oxedia» otn BeAtiwon oToUg TAPAKATW
topeig tng {wng oag: Kowvwvikomoinon / évtagn otnv Kowvwvia.
How much has «shedia» contributed to the improvement in the
following areas of your life: Socialisation / social inclusion.

38,9% ToAU/ a lot

259% apketd / considerably

7,4% elédyiota/ slightly

111% kabdAou / not at all

16,7% &ev amdvtnoe / did not reply

MNoéoco €xel cupPaAet n «oxedia» otn BeAtiwon oToug TAPAKATW
topeig tng {wng oag: KaAutepn YuyoAoyia / meplocdtepn
automemoi®non / (mo)Betikn okéyn yia to péAAov / Stapopetikn
QAVTLUETWITLON 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% TOAU/ a lot

29,6% apketd / considerably

1M1% eldywota/ slightly

7,4% kaBdAou / not at all

5,6% 6&gv amdvtnoe / did not reply
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H otdon kat ta cuvalcbnipata twv avlpwmwy mou

(POPOUV TO KOKKLVO YIAEKO ATTEVAVTL GE AUTOUG TTOU
Toug urmootnpilouv Kal oTNV Kolvwvia, YEVIKOTEPQ,
Seixvouv ceacpd Kal ceuvr evyvwpoouvn.

Ytnv epwtnon «Mdéco £xel cupPdaAet n "oxedia”

otn BeAtiwon otoug Mapakdtw topeig tng {wng oag:
AmOKTINnoN TEPLOCOTEPNG KATAVONONG KAl aydamnng yla
Toug avBpwtougy, To 87,1% amdvinoe «moAuy (55,6%)
N «apKeTA» (31,5%), e €va 5,6% va potpdletal petalu
TOU «eAAXLOTAY KAl Tou «kaBoAou» kat to dAAo 7,4%
va pnv amavtdel, edenuals

To aiocbnua tng oepvng euyvwuooUvng TToU TPEPEL

0 TTWANTAG TTPOG TOV AVAYVWOTH KAl UTTOCTNPLKTN
avadelkvuetal Kal yéoa amd tn otdon / amavtiocels
otnv epwinon «éco tkavoTrolNUEVoG €l0TE O€ OXEON
pE: AVTIUETWITION TOU KOLVoU»:

To 90,7% amdvtnoe «moAUy (46,3%) 1 «APKETAY - OE
TMoo00TO 44,4%.'Eva 3,7% amdvinoe «eAdxloTay Kal
€va Ao 3,7% amdavtnoe «kaboAour. To 1,9% twv
gpwinNBévTwy dev amdvinoe. fedenuald

To 90,8% SnAwvel «TToAU» (35,2%) 1 «apKeTA»
(55,6%) LkavoTtrolnuévo og oXEon WE TNV amacxoAnon
TOU pe tn «oxedian.

A Deloitte survey

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: «kHow much has "shedia”

contributed to the improvement in the following
areas of your life: Gaining a better understanding and
love for peopley, 87.1% responded: «a lot» (55.6%) or
«considerably» (31.5%), with a 5.6% being divided
between «slightly» and «not at ally, and the remaining
7.4% not replying. Chart1s

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 loty» (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 loty (35.2%) or
«considerably» (55.6%) when it comes to how satis-
fied they are with their involvement with «shedia.

47
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31,5%

lpdenua 19/ Chart 19

1"/0 ’,9%
- A

i TII 1 ]

55,6%

Yxedia / Shedia

Moéoo €xel cupBalel n «oxediay otnv améKInon
TMEPLOOOTEPNG KATAVONONG KAl aydarng yla Toug avlpwioug.
How much has «shedia» contributed to gaining a better
understanding and love for people.

55,6% T1oAU / a lot

31,5% apketd / considerably

74% eldyxwota/ slightly

3,7% kaBdAou / not at all

1,8% &ev amavtnoe / did not reply

Méoo ikavomolnuévog eiote og oxéon Ye:
AVTIUETWTILON TOU KOLvoU.

How satisfied are you with:

The public's response.

46,3% ToAU/ a lot

44,4% apketd / considerably

3,7% eléayiota/ slightly

3,7% kaBdAou / not at all

19%  &ev amdvtnoe / did not reply
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AVTIKTUTTIOG OTNV olKovouia

YUupwva pe tn «Deloitte», apol cuvutmoloylotouv
OAEG AUTEG oL TTAPAPETPOL, TTIPOKUTITEL OTL «N AslToupyia
™G "Aloyévng” eival epaltrplog SUvaun yla tn
Snutoupyia mapayduevou mpoidvtog aiag 5,3 wopég
MEYAAUTEPNG O OXEoN WE Ta Xpruata mou Slabétel yia
™ Asttoupyia tng». Me dAAa Adyla, yia K&Be éva eupw
mou Sarmavdtal amd tn «Aloyévng», Snuloupyeital afia
yla TNV eAANVLIKA olkovouia 5,3 supw, feaenua20

EmmpdoBeta, n Aettoupyia tng «Aloyévng» cuvinpel
TNV amaocxoAnon 199 avBpwrnwy, eite Adoyw dueong
amacxoAnong otnv idla tnv opydvwon eite eattiag
TWV TTOAAATTAQCLACTIKWY ETITTWOEWY TTOU £XEL N
Aettoupyia Tng og AAAoug KAASouG tnG olkovouiag.
EmmAov, nuloupyouvtal €éco8a yia to Snuocio
OUVOALKNAG a&iag 369 XLA. eupw, 197 XLA. EUPW €K TWV
omoiwv mpogpyovtal ameuBeiag amd tn Asttoupyia
NG opydvwong, EVW Ta UmoAolra sival amotéAecua
TTOAAQTTAQCLACTIKWY ETTUTTWOEWV.

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.

vnS MKO £§oSa

Oéoel§ aracxéinons 7
Number of employee§ 7

‘Egoda Snpociov
119.000€
§tate revenue
119,000€

205.000€

Tlapaysépevo rpoidv \

amd modNarAacTIkéS EmmpRoErs
1.088.000€

Product derived by ripple effect
1,088,000€

poSitions 14

©écel§ aracxoinons 14
Number of employment

Diogeni§ MKO exrenes

‘Egoda Snpociov
172.000€
(tate revenue
172,000€

TwANTES S1a6écipo E1063npa
394.000€
vendor§ disposable income
394,000€

OéoelS araoxdinons 178
Number of employment
poSitions 178

Yxedia / Shedia

‘Egoda Snpociov
78.000€
(tate revenue

787000

Modenua 20 / Chart 20
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YUYKEKPLUEVA, WG TTPOG TIG TTOAAATTAQCLACTIKES
EMMTWOELS, BACIKOTEPOG HOXAOG EVIOXUCHG TOUG
glval n ikavétnta tng opydvwong va dSnuloupyel tig
ouvOnKeg yla TNV amacxoAnon cnuaviikoU aplBuou
TWANTWYV 0€ OXECN PE Toug dpeoa epyalduevoug

™ng. Evw otnv opyavwon gpyadovtail 7 dtoua, n
Aettoupyia tng Snuloupyei Tig cUVORKEG yla TNV
amacyxoAnon 178 mwAntwyv. MaAlota, Ye Tn CUPPETOXN
TOUG OTO TTPOYPAMMA, Ol TWANTESG amokTtoUv Stabéatpo
mMPOoG Katavaiwaon elcodnua (394.000€) to ormoio
elval peyaAutepo amd ta £€oda tng opydvwaong

mmou Sloxetelovtal otnVv olkovopia (ta £§oda oe
mpounBeutég padi pe to Kabapod elcddnua twv
epyalopévwy TnG opyavwong ayyiouv ta 205.000¢€).
Méow Twv MOAAATTAACLACTIKWY EMITTWOEWY OTNV
olkovouia, To 81aBéoipo eloddnua Twv MwANTWwyY odnyel
o€ Mapayopevo mMpoidv 692.000€, evw ta £€€o0da oe
TMPouNBeUTES Kal TO el0OSNpa Twv gpyalohEVWY TNG
opyavwong odnyouv oe mapayouevo mpotdv afiag
396.000¢€.

+ MMoocootd 63,6% TOoU TTApPAYOPEVOU TTPOTOVIOG ATTO
TTOAAQTTACQCLACTIKEG EMIMTTWOELS OPEIAETAL OTNV
KATAVAAWON TWV TTWANTWY TNG «oXESIAGN.

+ AkoAouBouv ol Samdveg TNg opyAvwong TTPOG TOUG
mpounBeutég tNG (23,4% tou TTapayouevou MPoLlovTog
ammd TOAAATTAQGCLACTIKES ETUTTWOELS).

+ TN OUVEYXELQ, N KatavdAwon Twv gpyalodévwy TNG
opydavwong (12,9% tou mapayopevou TPoTovTog ammo
TTOAAQTTAQGCLACTIKEG ETITTTWOELG).
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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 «shediay.

+ 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).

~

mIe z G
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KoAokotpwvn 56 & Nikiou 2, 105 60 ABrva, T. +30 213 0231220
www.shediart.gr, www.facebook.gr/streetpaper.shedia

aptidxvovtac

elon dwpwv upcycling®
epyaotnpla

NwANTHPLO

ekBethplo

KapE-pnap

koudiva

nePLOOIKO SPOLIoU «oxedia»
KOWVWVIKNA Kavotopia

MaAaid, anoUAnta Tetxn tou NepLodIkoy SpOLou
«oxedla» enavaxpnaipionotolvral, enavacxedadovat
KaL HETapOppWVOVTAL 08 UPNANG aloBnTkNG Kat
noétntag npoiévra yia kabnpepivi xphon, yia to
onftt 1 to ypagelo, yia ekSNAWOELS, N ak6pn Kat yia T
dlakdopnon xwpwy, yia 6wpo kAn. ‘OAa ta npoidvta
efval xeiporointa kat povadika, éxouv oxedlaotel

kat dnpioupynBel otnv EAAGSa, aflonolwvtag ta
ab1éBeta tevxn tou NepLodikol dpBpou «oxedian,
MG kat o §iAo Kal To TAAEVTO TwV ONPIoUPYWV
TOUG, XPNOILOMOLWOVTAS, 600 TO SuvaTtdV MEPIOTBTEPO,
PIKE MPog To NePBEAOV UAIKA.

* Xeporiofnta, Hovadika XpnoTika aveikeleva

~ UWPNAAG atoBNTIKAG Kat NOLGTNTaAg, graypéva péoa

ané ™ Sladikacia g enavaxpnoionoinong oy
XapToy Twv anoUANTWY TEUXKOV TOU MEPIOSIKOU

~ dpdpou «oxs&[a»:

e-mail: info@shediart.gr, Facebook: shedia.streetpaper Pinterest: shediart Instagram: shedia.streetpaper Twitter: @_shedia
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O| ava VWO TES
The Readers

To ouvtplmtiké 99,38% Twv avayvwotwy Bewpel
tn «oxebiar eite mMpwtoBouAia apLyWS KOWVWVLKOU
xapaktnpa (65,84%) site Kolvwvikn eMXeipnon
(33,54%). Ledenual

Akdpun Kkal ekeivol mou yvwpidouy, aAAd Sev
ayopdalouv tn «oxediar og Tocootd 94% tn Bewpolv
eite Kowwvikn mpwtoBoulia (41,2%) gite KOlVWVLIKA
emixeipnon (52,8%). MoALg to 6% tn Bswpel apywg
eumoptkn 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.

55
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Mwg oL avayvwoTeg Tou TTEPLoSLIKOU How do buyers of «shedia»
mpooAauBavouv tn «oxedia» wg eyxsipnua. perceive it as an initiative.

0,627
Epmopikod xapaktipa
Buiness

Yxedia / Shedia
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Tn «oxediar dtaBdalouv AvBpwtol AWV TWV NALKLWY,
pe au§nuévn avayvwolpdtnta va mapatnpeital ota
NALKLOKA YKpouTT 25-34, 35-44 kat 45-54 fedenua22

evw 600V aopd To HoPPWTIKS Toug emimedo, to 32,5%
£XEL AVWTATN HOPYWOoN (TTAVETTLOTAMLO, TTOAUTEXVELO,
METATITUXLAKA), TO 22,6% €Xel avwTepn yopwon (TEI,
AANEG IBLWTLKEG OXOAEG), To 36,7% eite £Xel TEAELWOEL
TO AUKeLO gite €xel TAEL WG TNV 4n-6n Tou TTAALoU
yupvaciou A emayyeAPATIKAG OXOANG Kal To 7,9% £xel
OAOKANPWOoEeL pia td&n peta&u tng 3ng SnuUoTikoU Kal
™S 3ng yupvaoiou. To 0,3% &nAwvel étL Sev THye
oxoAeio / gival avaipdfntol. fedenuazs

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. Short23
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Moot ayopddouv tn «oxediar
avd nAlkia.

Yxedia / Shedia

Who buys «shedia»
by age.

15,1%

13,9%

Motot ayopdadlouv tn «oxedia» avd Hop@WTLKO emimedo.
Who buys «shedia» by level of education.

79%  Meta&l 3ng dnuotikoul Kat 3ng yupvaciou
Grade 3 to form 3

Avwtatn péppwon
(Mavemotruio / MoAuteyveio / Metamtuylakd)
Higher education (University / Polytechnic / Postgraduate)

Avwtepn popewon (TEl / 181wTikéG oX0AEG)
Post-secondary education (TEl / Technical and further
education)

Acev Tiye oxolAeio / Avalgdfntog / Méxpl 2n Snuotikou
No school / llliterate / Up to 2nd grade

Améottol Aukeiou / 4n-6n td€n maAatov yupvaciou
EmayyeApatikn IxoAn (xwpig amoAutrpto 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 €MAYYEAPATIKA KATACTACH TWV
avayvwotwy tng «oxediagy, to 54,8% SnAwvel 6Tl £xel
poviun gpyacia, to 13,1% &nAwvel dvepyo, to 10,9% o6tTL
eival ouvta&louyol, to 10% aoyoAeital Y& Ta OIKLAKG,
TO 6,8% sival poltntég R omoudacteg, to 4,2%
gpyadetal ye pepLkn amacxoinon kat to 0,1% &niwoe
otL gpyadetal Sixwg apolfr. denua2a

‘Eva Bacikd pEAnpa twyv avBpwTiwy tou meplodikou
Atav n dnuloupyia evog mpayuatikd ave§dptntou
Snuocloypa@lkou evtumou TolKiANg UANG, ye
evllagépovta Bgpuata yla GAoug Toug TouEeig TNG
{wng pag Kal To otoio umnpetei TIg aieg tng
emolkoSounTikAg Snuoctoypapiag. 'Eva meplodikd
mou Ba to ayopddel 0 avayvwotng emeldr Tou apEcel,
yla va to StaBdoel KioAag Kat OxL Jovo yila va
utrootnpi€el tov dvBpwrto / mwAntHA.

H mpoomdBela — mou sivat cuvexng — Seixvel va €xel
avtamokplon, apou 1o 48,4% Ttwv ayopacTwy SNAWVEL
otL Stafdadel «mavta» to mePLlodiko, evw to 30,4% uag
SlaBddlel «meplotaciakdy. «XZuxvay pag dtafdadel to
18,6%. MOALG t0 2,5% &nAwoe otL Sev SiaBddel «motén
To MEPLOSIKS TToU ayopddel. feaenuas
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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
«alwaysy 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. chart25

lpapnua 24 / Chart 24
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Yxedia / Shedia

Moot ayopdlouv tn «oxedia» avd emayyeAPATIK Katdotaon.
Who buy «shedia» per employment status.

54,8% péviun epyacia/ permanent full-time job
131% dvepyog / unemployed

10,9% ouvtalouxog / pensioner

10,1% otkiakd / domestic duties

6,8% outntAg - omoudaothg / university student
4,2% peplkn amacxoAnon / part-time

01% epyaldpevog xwpig apolPry / employed - without pay

Yuyvotnta avayvwong.
Reading frequency.

48,4% mdavta / always
30,4% meplotaclakd / ocasionaly
18,7% ouxva / often

2,5% Tmoté / never
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To pemoptdl kat ot cuvevtelelg eival Ta ayamnueva
KOMMATLIA TWV avayvwoTtwy (82,8%), evwy akoAouBouv
ol povipeg otnAeg (15,9%) kat ot Stapnpiocelg (1,3%).

Ye oxéon pe Ta «ayamnuéva pemoptdal Kal
ouvevTteUEeLgy, TO 66,2% TPOoTIUA ekelva TToU €xouv
KOLWVWVIKO TTEPLEXOMEVO, TO 14,6% TpoTipd Ta eAeUBepa
pemoptdal Kal Tig cuvevieU&elg, o 10,8% ekeiva mou
glval ToALTIoTIKOU TTepleXxopEvou, To 6,2% eKeiva TTou
glval moAttikoU meplexopevou, Kat To 2,3% ta pemoptdl
Kal TG ouvevTeUEelg abBAntTikoU TTeplexopEvou. Chart2e

Y€ OXEON ME TIG «AYATTNPEVEG HOVIUEG OTAAESY, TO
32% &nAwvel OTL TOU ApECEL TTEPLOCOTEPO N GTAAN
«Aoyla TNG MAWPENGS», To 20% N oTAAN «emeiyovTa
TTEPLOTATIKAY, TO 16% Ol LOTOPIEG TWV TTWANTWY
(«rpoowman) mou SnuocieUovtal otnV TeAsutaia
oeliba, akoAouBouUv pe 8% ol 0TAAEG «E0TIAlW»
(pwtoypawpiko), «mapadofoloyieg» kal «out&about»
Kal e 4% ol yeAoloypapieg Kal oL ETTIOTOAEG TWV
avayvwotwy (CTAAN «ETKOWVWViay).

EmmpooBetwg, 1o 17,4% twv avayvwotwyv SnAwvel ott
TOU APECEL «TTAVTAY VA CUVOMLAEL he Toug MwANTEG. To
44.1% amavtdel «kKATTOLEG POPEGH OTN OXETIKN EPWTNON
Kal to 38,5% amdvtnoe «moTEy, Chart2?

A Deloitte survey

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» (<Emergen-
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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Yxedia / Shedia

Ayarnuévo pemoptddl / Tuvevieugn avayvwotwy
Favourite reader reportage / interview

66,2% KolvwvikoU mmeptexopévou / social content

14,6% ENelBepo pemoptdl / general interest content

10,8% lMoAttiotikoU meptexopévou / cultural content

6,2% TMoAwtikoU meplexopévou / political content

2,2% ABAnTikoU meplexopévou / sporting content

Toug apéoel va cuvoulAoUV PE ToUG TTWANTEG TNG «oXeSIagY;
Do they like having a chat with «shedia» vendors?

441% Kkdarmoleg @opég / sometimes

38,5% Tmoté / never

17,4% mdavta / always



Mua €peuva tng Deloitte

‘Opwg, n «oxedia» dev apopd pévo tov AvOpwrro mou
opd To KOKKLVO YIAEKO, aAAd cuuBaAAetL té6co oTnv
EVNUEPWON TWV TTOALTWV OGO KAl OTNV EVEPYOTTOINGH
TOUG O€ KOWVWVIKA Bépata.

«@ewpeite 6TL N "oxedia" | AAAeg MpwTtoPBoulieg
mou utrootnpifovtal amoé to meplodikd odg wbnoav
va yivete Mo evepydg TTOAITNG, CUPHPETEXOVTAG TTLO
EVEPYA OE KOWVWVLKEG TTPWTOROUAIEG;» ATaV pia amd
TIG EPWTAOCELG TToU TepLAauBdavovTay otnV £€peuva
«AVAYVWOTIKOU KOLVOU KAl avayVwPLoLUOTNTAGY.

Ytnv KAlpaka amd to 1 wg to 10, 1o 31,7% twv
gpwinBéviwy Bpioketal petadV tou 7-8 kat 1o 16,1%
peTA&U Tou 9-10, yeyovog TTou onuaivel 6tL oxedov évag
oToUuGg 8U0 avayvwoTeG TOU TEPLOSLKOU CUHHETEXOUV
MO EVEPYA OTNV KOWWVIKA pag {wn, e§attiag twy
gpebilopdtwy mou Aapfdavouv amd tn «oxediay eaenuas

To meplodiko @aivetal 6Tt pag Bonbdel, emiong,

va avTiAn@Boupe KAAUTEPA TN CNUEPLVH EAANVLKN
TPAYHATIKOTNTA. LTNV epwtnon «Bswpeite otL

n «oxedia» odg £xel BonOrostL va avtiAngBeite
KAAUTEPA TNV EAANVLKA KOWVWVLKA TTPAYUATIKOTNTA,
1600 o€ oX€on Pe {NTAPATA PTWXELAG KAL KOLVWVIKOU
ATTOKAELOHOU, AAAA KAl YEVIKOTEPAY, KAL OTNV KA{paKa
amd 1o 1 wg to 10, to 36,6% tomobeteital yetadV Tou

7 kat tou 8 Kal 1o 22,4% (mavw amd 1 otoug 5, SnAadn)
petagl tou 9 kat tou 10, fdenua2s
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«Shedia» is not only about the vendor; it is a reliable
source of information on important social issues and
serves das a 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
«shediay to become more active in supporting social
causes, Chart2s

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

lpapnua 28/ Chart 28

Yxedia / Shedia

Oewpeite OtL N «oxedia» i AAAeg mpwtofoulieg mou umootnpifovtatl
amé to meplodiko odg whnoav va yivete mo evepydg moAitng,
CUMMETEXOVTAG TTLO EVEPYA OE KOLVWVLIKEG TTPWTOBOUAILEG;

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?

522% 1-6

317% 7-8

161% 9-10

Oewpeite OtL N «oxediar 0dg £xel BonOrioetl va avtiAngbeite
KaAUtepa TNV EAANVLKA KOWWVLKH TIPAYUATIKOTNTA, TOCO CE
oxéon pe NTAUATA PTWYELAG KAl KOWWVLKOU ATTOKAELCHOU,
aAAG 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?

M% 1-6

36,6% 7-8

22,4% 9-10
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H peydAn mieloyneia Twv UTTOCTNPLIKTWY Kal
ayopaoctwv tng «oxediagy motevel OtTL To TEPLOSIKS
glval évag amoteAecpatikOg TPOTOG UTTOCTAPLENG
ekeivwv mou Sokipdlovtal okAnpd — yU' autd,
AAAwote, Kat Tnv umootnpidouv.

YtnVv epwtnon «moco BeTIKA gival N cuvelcopd tng
"oxediag" otn BeAtiwon tng {wNG TWV TWANTWVY,
oxebov 1écoeplg otoug mevte (78,9% yia tnv akpifela)
tomoBetouvtal yetaU tou 7 Kat tou 10, pe to Séka va
eival mavta n uPnAdtepn Babuoloyia. Pdenuaso

XapaktnpeloTiko gival 0Tl akOun Kal EKelvoL TTou
yvwpilouv, aAAd &ev ayopdlouv tn «oxediar» oe
mMocooTo 38% tomoBetolvtal KAmou petadu tou 7
kat tou 10. Metau 1-6 Bpioketal to 28,2%, evw To
33,8% amdavtnoe «8ev yvwpifwy, fdenuast
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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
rating. Charts0

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, Charts!

lpaenua 30/ Chart 30
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Yxedia / Shedia

Katd méoo ot ayopactég tng «oxediagy Bswpolv 6Tl cuveloPEpPEL
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% And 1€éwg 6 ota 10/ From 1to 6 out of 10

491% Amod 7 €wg 8 ota 10 / From 7 to 8 out of 10

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

Atopa mou yvwpifouv aAAd dev ayopdadouv tn «oxediar.

Kata méoo Bewpoulv 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% Amné1éwg 6 ota 10/ From 1to 6 out of 10
299% Amné 7 éwg 8 ota 10 / From 7 to 8 out of 10

81% Amd 9 éwg 10 ota 10 / From 9 to 10 out of 10

33,8% Aev yvwpilw / | don't know
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AyopacTIKN CUMTTEPLYPOPA TOU KOLVOoU

YNUAVILKOG oUVTEAEOTAG TNG £§EALENG TWV TTWANCEWY
NG «oxediagy gival n ayopacTikh cuptEpLpopd

Tou Kolvou. Baolkd yvwplopata tng ayopaoTikng
OUMPTTEPLYOPAG Elval N TOCOTNTA, N CUXVOTNTA KAl N
XPOVLKNA SIAPKELA TTOU TO avayVWoTIKO Kovd ayopddel
1O TTEPLOSIKS. LUUPWVA YE TA ATTOTEAECHATA TNG
£PEUVAG AVAYVWOTIKOU KOLVOU Kal avayVvVwoLlHOTNTAG
yla tn «oxediax:

+ Q¢ pog tov aplBud avTITtUTwy TTou cUVABWG
ayopdadovtal, N CUVTPLTTIKN TAsloYn@ia Twy
aAyopacTWYV EMAELYEL va ayopdoel €va avtituto amd
KABe telxog. Asdopévou Ot yia tnv evnuépwaon /
Puyaywyia Tou avayvwotn apKel éva HOALG TTEPLOSIKO,
n ayopd meplocOTEPWY TEUXWYV Yivetal oxedov
ATMOKAELCOTLKA YLA KOLWVWVIKOUG OKOTTOUG.

+ Q¢ mMpog tn Sidpkela ayopdg, Mococtd Avw Tou
50% ayopddel to meplodiko yla meplocdTePO amod £va
XPOVo.

« Qg TPOG TN CUXVOTNTA AYOPAG, £VAG OTOUG TTEVTE
ayopacotég ayopddel To MePLOSIKO KABe urva.
MapdAAnAa, mocootd 44% Twv AyopaAcTwWY AmAvInoe
WG To ayopddel 6TTOTE CUVAVTAOCEL TTWANTEG.

+ Ta KOWVWVLKA KivnTpa £€Xxouv TtV uPnAdtepn
BaBuoAoyia avefaptATwg cuXVOTNTAG AYOPdS.
MapdAAnAa, N EAKUCTIKOTNTA TOU TIEPLEXOMEVOU
(paivetal va amoteAel mapdyovia mou cuvtnpeei ta
UPNAQ MocooTd cuyxvoTnTag ayopdg amod To KOLo.

H ayopaotikr cupmeplpopd Stagepel pe Bdon toug
AGYOUG TTOU TTAPAKLVOUV £va ATOPO VA ayopdoel TO
TEPLOSIKO.

Yxebia / Shedia

Purchasing behavior

An important factor in the development of

«shediay» 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 «shediax:

+ 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 tpayouvbomnoiég ®oiBog AeAnBopLdg e To KOKKLVO YIAEKO TNG «OXESIAGY,
otnv mdateia Kopan, oto mAaioto tng Spdong «MwAnthg yia pia wpa.
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Ava@oplka PE TO TTWG TA TPOOWTIKA KivnTpa
emnpedalouv tn SldpKela Kal Tn cuxvotnTa ayopdg,
oUP@WVA PE TA AMOTEAECUATA TNG EPEUVAG:

+‘Oco uynAdtepa Babuoloyolvtal Ta KOWVWVIKA
Kivntpa 1600 au§dvetal n Sidpkela ayopdg tng
«oxediag»

« Ta KOWVWVIKA KivnTpa £Xxouv TNV uPnAotepn
BaBuoAoyia, avefaptAtwg cuxvotntag ayopdg.
MapdAAnAa, N EAKUCTIKOTNTA TOU TTEPLEXOMEVOU
aivetal va amoteAel mapdyovta mou cuvtnpeei uPnid
TTOCOOTA CUXVOTNTAG AYOPAG ATTd TO KOLVO, fPdenuas2

Ytnv £€peuva Tou Kovou yla tn «oxediay,

oL Teplocotepol BabuoArdynocav uPnAdtepa ta
KOWVWVLKA KivnTpa ayopds («Mou apéoel va
uttootnpilw tov mwAntn» & «Mou apéoel yevikd va
ouveloPEpwy). Qotdoo, og UPNAA emimeda eppaviletal
Kal N EAKUCTIKOTNTA TOU TTEPLEXOMEVOU WG KivNTpo
ayopdg. edenuass
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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. Charts2

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

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

441% ‘Omote BAETTW KATTOLOV TTWANTH
Whenever | come across a vendor

211% Kd&be pnva.
Every month

17,4% ‘Omote StaBétw T0 XpNUATIKO OGS
Whenever | have money

16,8% AAMo («Mia @opd» 1} «Meplotactakdy)
Other («Once» or «Occasionally»)

0,6% ‘Exw etrola cuvdpopn
| have an annual subscription

69
Aoyol ayopdg tng «oxediagy

KAipaka 1-10:
1-moAU Aiyo / 10-rdpa oAU

lpapnua 32/ Chart 32

Mou ap€oel To TTEPLEXOUEVO.
| like the content.

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

Yxedia / Shedia

Why do people buy «shedia»?
Scale 1-10:
1-not much / 10-very much

lpapnua 33/ Chart 33

Mou apéoel va utmootnpilw Tov TwANTH.
| like supporting the vendor.

Mou ap€oel YEVIKA VA CUVELCPEPW.
| like contributing in general.
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MNarti Sev ayopdalete tnv «oxediay; Why don't you buy «shedia»?

Ta dtopa mou yvwpilouv tn «oxedia», aAAd dev

TNV ayopddlouv ekppAalouVv wg ONUAVILKOTEPO

Aoyo mou Sev ayopdlouv To TTEPLOSLKO TOUg

tuyaioug mapdyovieg (N CUVTPLUTTIKA TTAslOYn@ia

TWV aTavINoewV otnVv Kathyopia «AAAo» givat o
mapayovtag tuxn). Qotdoo, KATL Tapamavw amod 1 ota
3 dtopa dnAwvel attieg mou oxetifovtal Ye To OTL Sev
toug Sivetal N eukalpia va ayopdoouv tn «oxediay, eite
Aoyw TG un StaBecipdtntag xpnudtwy eite e€attiag
Tou OtTL Sev cuvavtouVv MWANTES. XAPAKTNPLOTIKO
elval, emmiong, To yeyovog OtL Adyol yla Toug omoioug
karmolog dev Ba aydpadle oUtwg 1 AAAWG To TEPLOSIKO
AOYW TTPOCWTILKWY TTEMOLOACEWY, OTTWG N EAAEWYN
EUTTLOTOOUVNG OE KOWVWVLKEG TTPWTOPBOUALEG 1)
emBupiag evioxuong Twv TWANTWY, cCuUVAVTWVTAL

O€ PIKPO TTOCOOTO, evioxUovtag tnv amoyn mepl
Suvatdtntag tng «oxediagy va mpoceAKUCEL EMUTAEOV
Kowvo TTou tn yvwpilel aAAd Sev tnv ayopddel.

To 22,7% &nAwvel 611 «bev cuvavtdel cuvnBwg KATToLloV
TWANTH», To 13% OtL «8ev £xel Ae@TA Kal To TTEPLOSIKS
glval moAU akpBoy, to 2,8% emeldn «dev eumiotevetal
tn «oxebiay, 1o 3,7% emeldn «Sev gumoteveTal YeVIKA
TIG KOWVWVLKEG OpYavVWOoELSY, TO 4,5% emeldn «Sev tou
QAPECEL TO TMEPLEXOPEVO TOU TTEPLOSIKOUY, TO 1,1% emmeldn
«8ev emBuuel va evioxUoEeL TOUG TTWANTESY, £va AAAO
1,1% umootnpilet OtL «bivel KATL OTOUG TWANTEG, XWPIG
va TTaipVveL TO TTEPLOSIKOY.

To umoAotro 51,2% epmintel otnv Katnyopia «AAAoy,
Omou o Bacikotepog Aoyog eival «Sev £Tuxey

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-
dorsy», as reasons for not buying «shedian.

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 expensive», 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 paper», 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

T

22,7%

AA\o / Other

Aev uttdpxeL KATTOLOG TTWANTAG KovTd pou /
Aev cuvaviw ocuvnOwg MwAntA

There isn't a vendor near me /

| don't usually come across a vendor

(to 43,5%). ledenuasd

13%  Aev éxw Asptd / Eival akpifBo meplobikd
| have no money / It's an expensive magazine

4,5% Aev pou ap€cel To TEPLEXOUEVO
| don't like the content

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

2,8% Agv eumoTEVONAL TO CUYKEKPLUEVO TTPOYPAUMA «OXESIO»
| don't trust the particular programme «shedia»

|
&
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o
> >
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11%  Aivw kdatL otoug MwANTEG aAAd v ayopdlw To MePLoSIKO
| give something to the vendors but | don't buy the street paper

K KA
KKK

1% Aev emBUPW va EVIOXUOW TOUG TTWANTEG
| don't wish to support the vendors
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lpapnua 35/ Chart 35

Ymé moleg mpoUmoBéoelg Under what circumstances
Ba ayopddlate tnv «oxediay; would you purchase «shedia»?

YUupwva JE TNV €peEuva, N emMkpatéotepn mpolmdéBeon According to the survey, being better informed about

yla va ayopdocouv tn «oxebiay gival va amokticouv the mission and content of the magazine is of utmost
KAAUTEPN EVNPEPWON YLA TO OKOTTO KAl TO TTepleXOuevo  importance when it comes to deciding to buy the
Tou TTEPLOSLIKOU, VW UYNAA TTOGOOTA CNUELWVEL KAL N paper, while the desire to come across vendors more
emBupia va cuvavtouoav 1o cuXVA TTWANTEG. often is also rated very highly.

Ta mocootd autd Katadelkvuouv TTwg avw tou 50% More than 50% of nonbuyers express a positive

TWV PN ayopactwy ekppddlel Betikd evdlapepov yia interest in «shediay, chart3s

TN «oxebiay, frdenuass

38,7% Av gixa KaAUtepn evNUEPWON YA TO TTEPLEXOUEVO KAl TOV 38,7% If | had more information about the content and the
OKOTIO TOU TTEPLOSLKOU mission of the magazine

12,4% Av cuvavtoUoa 1o cux VA TWANTES 12,4% If | came across vendors more often in
oTNnV KabnuepvdTNTd pou my everyday life

3,7% Av eixe Stapopetikr / KaAUtepn UAn 3,7% If it had different / better content

7,0%  Av eixe xapnAotepn Tipn 7,0% If the cover price was lower

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

19,2% Aev Ba 1o ayopadla moté 19,2% | would never buy it

5,8% AAlo 5,8% Other

6,3% Aev yvwpilw 6,3% | don't know
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H kukAowopia

A&ileL va onuelwBei ot1, Aoy, n «oxediay katatdooetal
TMOAU YnAd otn Alota Twv pnviaiwyv meplodikwy 6cov
apopd TNV KUKAowopia, yeyovog mou KatadelkVUEL TOV
uPnAS Babuod cuppeTOXNG TNG KOVWViag o€ AuTtov Tov
MEYAAO KOWVWVLIKO aywva. ZUYKEKPLUEVQA, To AekEufplo
Tou 2015 (6tav oAokANpwONKe AUTO TO KOPUATL TNG
€peuvag), n «oxediar» Bplokotav otnv €ktn Béon Tng
OXETIKNG AloTag, mapd To yeyovog OtL To Teplodikd
Spopou KuKAoopEel povaya otoug Spdpoug tng
O@ecocalovikng kat tng ABrvag, kataypdagoviag pia
otabepd avodikn mopeia.

Mmpootd amd tn «oxedia» Bpiockovtav katd celpd

ta meplodikd «Mirror», «kMadame Figaro», «Elle»,
«Cosmopolitan» kat «Celebrity», mou éxouv capwg
Slapopetikn Oepatoloyia kal mpocavatoAlopo (nyn:
www.europenet.gr).

Avapépel xapaktnplotikd n «Deloittex: «To UPog Twv
pnviaiwv mwAncewy tng "oxediag” oe oxéon ue AAAa
meplodikd Bpioketal og avtaywviotika emineda. H
mopeia, yAALoTa, TN "oxediag” wg mpog TNV Katdtadn
NG otn Alota Atav avodikr katd tn Sidpketa tou 2015.
Evw tov lavoudplo tou 2015 Eekivnoe otnv evoékatn
Oéon, xapn otnv avodik SUVAULKN TwV TTWARCEWV
NG, Katdwepe va avefei otadlakd otnv €ktn Béon to
AekéuPplo tou 2015», [edenuase

Ynuewwvetal 0TL to Mdptio tou 2016 oL TWANCELG

NG «oxediag» dyyt€av tig 30.000. To Aekéufplo tou
2016 (6mwg aivetal kat otov SimAavo Tivaka Pe ta
OUYKPLTIKA oTtolxeia tng Europenet kal twv MwARcewv
NG «oxediag») cuppwva TTAvta Pe Ta oTolxeia Tou
mpaktopeiou Slavoung eAAnvikou Tutrou «Eupwtiny»
(www.europenet.gr) n «oxebia» ixe avappixnOei

otnVv tétaptn 6€on Tou Tivaka Pe TIG KUKAopopieg

TWV PNVIaiwv TePLoSIKWY - e TO EAANVLKO TTEPLOSIKO
Spopou va Siavéuetal otabepd povo o ABriva kat
@eococalovikn Kal Ta otolxeia yia ta urrtdAouma meplodikd
va a@opolv tnv maveAAadikn Toug KukAopopia. AAAG
Kal to AeképBplo tou 2017, cUHPWVA PE TA OTOLKELA

Tou MpakTopeiou Stavoung eAAnvikoU Tumou «Apyog
(www.argoscom.gr, n «Eupwrn» dev upictatal mAéov), n
«oxebiay mapapével otabepd oTnV MPWTN TETPASA TOU
TMVaKA PE TIG KUKAOQOPIEG TWV YNVIaiwy TTEPLOSIKWV.

A Deloitte survey

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, Charts6

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.

75 Yxedia / Shedia

lpapnua 36 / Chart 36

To ypdpnua apopd tnv KUKAoWopia December 2016
yla to AekéuBplo tou 2016. figures.
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Mnyn europenet.gr Source europenet.gr

Ynu: H «oxedia» kukAowopei pyévo oe ABriva kat ©ecocalovikn. Note: «shedia» is only distributed in Athens and Thessaloniki.

la ta Aormd meplodikd ol MWARCELG eival oe maveAAadiko emimedo. The sales of the other magazines are nationwide. «shedia» is not
H «oxebia» Sev meptAdapBdavetal otig HETPAOELG TNG «EUpWTTNGY. included in the «Europe» ratings.
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10 ota 10 and tov Charity Navigator

YUUQ@WVA JE TNV €PEUVA, KAl OE OXECN ME TO KATA
mooo ol Samdveg oxetiovtal he TI§ SpacTnPLOTNTES
KAl UTTNpEeaCieg TTou apopoUV Tov Bacikd okoTrd Tou, o
«AloyEvngy, N ACTIKA YN KEPSOOKOTILKNA €TALpEia TTOU
eival miow amoé n «oxedia», aAAd Kal TNV Kaumavia
«koA otn OTwyelay, TG «Adpateg AlaSpopEgy Kal pLa
oelpd AAAWV KOWVWVIKWV TTPWTOROoUALWY, TTaipvel TNV
uPnAdtepn BabBpuoAoyia (10 pe dplota to 10), e Bdon
Toug TTivakeg olkovoulkAg emidoong tou Charity Nav-
igator, 81eBvoug @rRung afloAoynth IAAVOPWTTIKWY
OPYAVWOEWV Kal Sopwv aAAnAeyyung.

«Alapaivetal 6Tl n "Aloyeévng MKO" emituyxavet tnv
uPnAdtepn BabuoAoyia oto Katd mMoco ol SaTmAveg
NG oxetidovtal Pe TI§ SpacTnPLOTNTES KAL UTTNPEGIES
TTOU aopouV Tov Bactkd OKOTIO TNG. LUYKEKPLUEVQ, TA
€€o6a mou apopouv tnv amolnuiwon Twv TWANTWY TNG
"oxebiag", ta £€o0ba yla TNV eKTUTTWON TOoU TTEPLOSIKOU,
ta £€0da yla tnv kapmavia "TkoA otn twyela”, ta
€€oba mou apopouv tnv amolnuiwon Twv odnywv
amd 11§ "Adpateg Aladpopeg”, ol apolBEg TPOoWTTIKOU
kat Aourrd £€€oda mmou oxetifovtal e Ttnv €kdoaon Kal
TwANon tou meploSikoU aBpoloTiKA avepxovTal o€
Moo00TO 92% TWV CUVOAKWY e§66WV KATA HECO OPO
petagu 2013 kat 2015y, avapEpeTal XApAKTNPLOTIKA
otnv £€kBeon.

H avwtatn BaBuoloyia (10) Sivetal o opyavwoelg
TwWV omoiwv oL amdveg yia tnv e§umnpétnon Twv
8pacTNPLOTATWY KAl UTTNPECLWYV TTOU TTAPEXOUV
Eemepvouv to 85% Ttou cuvolou. ItV MEPIMTWON pag
TO MOGOGCTO AUTO gival 92%.

A Deloitte survey 76

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 2015y, 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%.

77

lovAtog 2016. Ta kopitoia tng EBvinnc Aotéywv
ota ynneda tg MNaokwéng.

Yxebia / Shedia
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Mou mave ta 4,00€;

Ao ta 4€, mou eival n Tun mMWANong tng «oxediagy,
1o 1,52€ amoteAei ameubeiag €cob0 yia Tov Slo Tov
avBpwrtro Tmou Sltavepel To TePLoSIKO. ZUVOALKE, Ao
ta 4€, ta 2,50€ mnyaivouv otov dvBpwto-Siavouéa
(meptAapPBavetal to ameubeiag €écodo yia tov idlo tov
Stavopéa, 20% popo, 3,6% xaptdéonuo kat 20,28%
ED®KA). MNa va to moupe og amdAutoug aptbuoug, amod
ta 4€, 1o 1,52€ amote)ei ameuBeiag €000 yia tov
Slavopéa, 0,59€ eival n mapakpdtnon @opou Kal

To xaptoéonuo (23,6%) kat to 0,39€ eival o EOKA.

Eikool técoegpa Aemtd gival o OIA (6%). To utdéAoto
1,26€ aflomoleital yia TNV KAAUYN TWV avaykwy
Aeltoupyiag Tou opyaviopou (e tn damdvn yia

TNV eKTUTTWoN tou TTeplodikoU va £xeL T pepiba

TOU A£0VTOG), TNV UTTooThHPLEN UPLOTAPEVWY (OTTWG
To «[KOA otn DTWyELAY) KAl TNV AvATTTUEN VEWY
KOLVWVIKWYV TTPOYPAUMATWY Kal AUCEWY, OTTWG sival,
BeBaiwg, kal to «oxedia apt»

A Deloitte survey 80

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€08a ektumwong (0,40€)

10%  Printing (0.40€)

6% ®.M.A. (0,24€)

6% VAT (0.24€)

21,5% Aoumd £€068a (0,86€)

21,5% Other expenses (0.86€)

Mou mave ta 4,00€;

Where do the €4.00 go?

Yxedia / Shedia
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Mnyég ec6dwv

Ta €¢006a amd tnv MwAnon tou mMeplodikou eival n
peyaAutepn TTNyn 008wy tng «Aloyévngy. Qotdoo,
glval caég OtL pe povadikn Ny €608wv to «aAAo
1,50€» amod tn 81dbson tou eplodikou n «oxedia» Sev
Ba Atav Bliwotun. Alapnuioetg, ekbnAwoelg «fundrais-
ing» (6Mwg N yeydAn cuvaulia otnv TexvomoAn Kat

N CUUMETOXH MAG OE aywveg Spopou, 0 auBevTIKOG
MapaBwviog tng ABrvag kat o Hulpuapabwviog tng
@eocalovikng), cuvEpopES, TWAACELS AVAUVNOTIKWY
T-shirts, €006a amd tig «Adpateg Atadpopég» gival

oL uttéAolreg Baoikeg NyEG ec0dwv NG «oxediagy
TToU TNV KaBLloTtoUuv BLWaotpn Kal TG EMITPETOUV va
ouveyifel Ta KovwVIKA tng ta&idia.

Ot 6moleg Swpeég Tou ISLWTIKOU TopEa apopouy ite
TNV évapén evog véou mmpoypdpuatog (yia mapddeyua,
n e€amiwon tng «oxediag» otn @ecoalovikn, To

2014) gite TNV UAoTTOINCN ULAG CUYKEKPLPEVNG Spdong
(6Twg, emi mapadeiyuaty, ol emokEYels tng EBVIKAG
ACTEYWV OTA TTPOCPUYLKA KEVTPQA, AAAA KAl N €épeuva
tng «Deloitter) kat, oe kapia mepimtwon, dev agopouv
TNV KAAUYN Twv KaBnueptvwyv e£66wv Aettoupyiag tng
«oxedlagy.

H «Aloyévng» Sev £xel AdBeL oUte €va eUpw KPATLKAG
xpnuatobdotnong. Aev €xel pmel kav oth Stadikaocia va
atrtnBel olkovouIKNG evioxuong amo To KPATog.

To 2015, Tta £éc08a amd 1o mepLlodikoé ftav 5,8 popég
uPnAotepa oe oxéon HE Ta £€00da amod xopnyieg.

A Deloitte survey 82

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 yia tn «oxebiay,
avoién 2015. Aré thv

énbeon pwtoypapiag mov
npayuatomoldnke otn Ltéyn
[pappdtwy kat Texvwv tou
I6pUpatog Quaon, ue épya
MTWANTWV TOU EAANVLIKOU
neptobikov Spouov.

MIA ZTEMH

Yxebia / Shedia

Mua pépa oe pta «oxedian.
JTIYULOTUTTIO ATTO TNV
kablepwuévn cuvaviia

ToU eAAnVIKOU tepLlobikou
S6pduov atnv TexvomoAn tou
Anuov ABnvaiwv.

A TH 2XEAIA

photo credit: Ztavpog Metpémoviog
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O Mdprog Koupapng and toug Locomondo, popwvtag 10 kdkkivo YLAEKoO,
oto mAaioto tng 6paong «MwAnTtng yla pia wpa.
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i pgeoSoloyia
Methodology

Eiwcaywyn

H ueBoboAoyia mou akoAouBeital otnv mapouoca
£kBeon yla TNV avaAuon Twv EMIMTTWOEWY 0TV
Kolvwvia Kal TNV olkovouia amoé tn §pactnplotnta
tng «Aloyevng MKO» kat eldikdtepa TtV KUKAoopia
tou TreplodikoU «oxediar Baciletal otnv avamtuén
mévte (5) kplrtnpiwv mou efetdalouv TIg embdoELg TOU
mpoypdupatoq. Eva mpoypappa Eekvd Pe pla oelpd
amd oTOX0UG €1G ATTAVINGN KATTOLWY CUYKEKPLUEVWV
avaykwv oto e€wteptkd meptBdaAiov. Ot otoxol
METATPETTOVIAL OE €va MPOYPAPMA TTOU SEXETAL ELOPOES
(6nAadn xpnuatodotnon kat AAAoug MOPOUG) Kal
MEOW TwV Sopunuévwy SpacTNPLOTATWY TTPOCYEPEL
£va OUVOAO eKPOWV. AUTEG OL EKPOEG TIPETTEL VA
oxetifovtal ye Ta ap)tkd emBuunTd amoteAécuata Tou
TTPOYPAMMATOG, T ormoia Pe tn oelpd Ttoug Ba mpeTel
va oxetifovtal Je TOUG 0TOXOUG TOU TTPOYPAUMATOG.
Ta pakpompdBeopa amoteAécpata oxetiovtal Ye

tnv ibla tn BuwoludTnTa Tou TPoYPAUHATog, KABWS

N aAvakoUELon TWV KOWVWVLIKWY TTPOoRANUATWY TTou
OTOXeUETAL ATTO TO TMPOYPAUPA HELWVEL TNV AVAYKN YA
To 810 To MPOYPAUpA.

Yxebia / Shedia

Introduction

The methodology used in this report to analyze the
impact of «Diogenes NGO'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 avaiuong

Yuvdagela: O Babuog otov omoio ol oTtdxoL eVOg
TTPOYPAUHPATOG Elval OXETIKOL JE TN OTPATNYLKNA KAL TIG
TTPOTEPALOTNTEG TOU OpyaviopoU TToU To e@appolel
aAAd Kal TIG avAyKeg Tng opadag-otoyou.

AmoteAecpatikotnta: O Babudg emiteuéng Twv
OTOXWVY €VOG TTPOYPAUHATOG, AAAA KAl 0 pOAOG
mou to (Slo to Mpoypappa eival umeuBuvo yia ta
armoteAéopata mou mapatnendnkav.

Amodotikétnta: H oxéon petal twyv mépwv mou
XPNOLUOTTOLOUVTAL KAl TWV EKPOWY TOU TTIPOYPAUUATOG,
aAAd Kal To KaTd TécoV Ta amoteAéopata
eMTEUXONKAV UE TOV TTLO OLKOVOULKO TPOTTO.

Avtiktumog: Ot pakpoTpdOeCUEG ETTTWOELG OTNV
opdada-otoxo mou emnpeddetal dueoa ) EYPeca amo
TO TPOYPAMMA, AAAA KAL TO KOLVWVLKO-OLKOVOULKO
amotumwua tou (Slou Tou TpoypAPPAToG.

Buwowoétnta: Eva pétpo tng Suvaung poxAeuong evog
TTPOYPAMMATOG yia T Slathpnon plag KouAtolpag
mmou Ba evioXUeL TNV KOWVWVLKH TTpdvola yLa Thv
AVTLUETWITLION TTAPOMOLWY AVAYKWV.

A Deloitte survey

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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H Swadikacia avaiuong

H avdAuon tou mpoypduuatog mpayuatomotnonke
1600 pESA ammd TNV AvAAUCH TTPWTOYEVWY 00O Kal
Seutepoyevwyv otolxeiwy. Na TNV mMpwtoyevr avaiucn
mpayuatomolndnkav épeguveg mediou Pe tn xpRon
gpwtnuatoloyiwv. MNa tn dsutepoyevh avaiuon,
TTOOOTIKA Kal TToLoTIKA otolxeia {ntRBnkav Kat
OUAAEXBNKav amd tnv «Aloyévng MKO».

Emiong, mpayuatomolBnkav Kat eTMITOTLES
EMOKEYELG OTNV £6pa TOU OPYAVICHOU OTNV

ABrva, otou Mpaypatotoleital Kat n Stavoun Tou
mePLodikoU, KaBwWG KAl CUVAVTAOELG PE TA OTEAEXN
tng MKO £tol wote va yivouv KaAUTtepa avTIANTTES
Ol ETTLXELPNOLAKEG UTTOBECELG TTOU AopOoUV ToV
OpPYQAVIOHO.
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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 NGOnw.

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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Mua €peuva tng Deloitte

‘Oocov aopd tig épeuveg mediou, mpayuatomoldnkayv
oL €€AG:

‘Epeguva avayvwoTtikoU Kolvou Kal Eépguva
avayvwolpétntag tng «oxediagn: Tkomdg tng €peuvag
avayvwoTikoU KolvoU ATav va TPoCeyyLoToUV oL
amoYELg KAl OL TTAPACTACELG TWV AVAYVWOTWYV KAl va
KaTaypa®ei N YEVIKH KOWWVIKO-8NUOYPAPLKH TOUG
oUvBeon, N KOWWVIKK Toug avtiAnyn, oL OTACELS Kal
CUMTTEPLYPOPEG TOUG OE KOWVWVLKA BEpata. TKomog TnNG
£€peuvag avayvwolpdtntag utnpe n Stapdppwon
MlOG OTPATNYLKAG peyaAutepng Sieicduong tou
mePLoSIKoU pe okotd TOCOo TNV aunon Twy MWANCEWY
(uplotdpevol kat Suvntikoi ayopacTtég) 6co Kal

TNV APECOTEPN EMIKOWVWVIA og BEpata eEAAeLYNG
OTEYNG, KOWWVIKOU ATTOKAELOHOU KAl QTWYELAG,
KaTappImTovtag oTEPESTUTIA KAl TTPOKATAAAYELS.

Yto mAaiolo autd, cupmAnpwbnkav Kat
ouykevtpwbOnkav 1.000 epwtnuatoAdyla amod

Seilypa kolvou og ABrva kalt @sccalovikn, omou
Spaotnplomoleital to Siktuo MwANTWY TG «oxediagy.
Ta epwtnuatoAoyla katapticOnkav amd tn «Deloitte»
Kal n épeuva mpaypatomolBnke améd cuvepyalduevn
gTalpeia epeuvwy, Ye BACN CUPPWVNUEVA PE TN
«Aloyévng MKO» kpttrpla kat Stadikaoia.

‘Epguva o TwANTEG TNG «oXeSiag»: TKoTog TG
€PEUVAG NTAV VA KATAYPAPOUV Ol ATTOYELG TWV
(Slwv TWV TWANTWY TNG «oXediagy avawopLkd Pe To
mpoypaupa Kat To Babud otov omoio €xel cUUPBAAEL
otn BeAtiwon tng {wng Toug, aAAd Kal n opydvwaon
KAAUTEPNG ECWTEPLKAG ETTIKOVWVIAG PJE TOV KOCHO
TTOU aTTacXoA&(tal 6To MPOYPAUMA. LTNV £peuva
OUpMETEIXAV CUVOALKA 54 TWANTEG TNG «oxediagy
amd tnv ABrjva kat tn @sccalovikn. H épsuva
TpayuatomolnOnke ye cuumARpwaon Sounuévwy
gpwtnuatoloyiwv ta omoia kKataptiotnkav améd tn
«Deloitte» kal cuppwvABnkav pe tn «Aloyevng 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 NGO».

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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Mua €peuva tng Deloitte

Me0Bo&oloyia Avaluong Emmtwoswv

H Stadikacia avdAuong (ouvéxela)

‘Epeuva Stakeholders:

MpaypatomolnBnke ce CUVEPYATEG KAL UTTOOTNPLKTES
NG «oXedlag» MPOKeLPEVOU va amotumwboulv

oL amoyelg Aolmwyv gpmAekouévwy (stakeholders)
aAvVa@opPLKA PE TO TTPOYpAa Kal Ta TTeplBwpla yia tnv
aufnon tng amodoTIKOTNTAG KAl ATTOTEAECHATIKOTNTAS
TOu. XTO TAdiolo autd, mpayuatomnolndnkayv
ouvevTteUEELG UE TN XPNON NML - Sopnuévwy

EPWTNUATOAOYIWV PE EKTTPOCWITOUG TECCAPWY POPEWV.

Mépav Twv UTTOOTNPIKTWY Kal cuvepyalOpevwY
popEwyv, otnv £épeuva stakeholders tng «oxediagy
CUMMETEIXQV KAl EKTTPOCWTIOL TNG CUVTAKTIKAG Opuadag
TOoU TTEPLOSIKOU, OL OTTOIOL TIPOCYEPOUV TIG UTTNPECIES
Toug otn «oxebiar eBelovTika.

Yto MAPAPTHMA mapatiBevtal otolxeia avag@oplkd pe
TOUG CUMMETEXOVTEG O0TNnV £€peuva stakeholders.
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Methodology of impact analysis

The analysis process (continued)

Stakeholders Research:

It was conducted with contributors and supporters

of «shedia» 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.

ZUppETEXOVTES
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Tou EuplTEpov ojkoouaTipato$
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Companies in Supply chain§ of Diogenes NGO SupplierS
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AVAAUGH KOLVWVIKO-OLKOVOULKWY EMITTWOEWY

Ma TNV amoTUTWoN TWV KOLVWVIKO-OLKOVOULKWY
EMITTWOEWY TOU TTPOYPAMMPATOG, XPNoLUoTolRdnKe
pMovTEAO TTpocopoiwong aAANAEEAPTNONG OLKOVOULKWY
SpactnplotATWY Kal Tpayuatonolndnke eme§epyacia
otn Bdon debopévwy Tou apopoUv TNV EAANVIKN
olkovouia. To yovTtéNo TTPoCOoHOIWoNG ATTOTUTIWVEL TOV
TPOTIO He Tov otroio pta petaBoAn otn {Atnon evog
ayaBou oe évav cuyKekplpEvo KAASo emnpeddstl tnv
Tapaywyn TWV AOLTWY TOPEWY TNG OLKOVOUIAG.

To povtélo Mpocopoiwong amoteel pia TTOCOTIKA
TEXVLIKN TWV OLKOVOULKWYV TTOU TTOCOTLKOTTOLEL

TPelG EeXWPLOTES, AAAG cuvbedpeveg HeTa&U Toug
KATNYOPLEG KOLVWVLIKO-OLKOVOULKWY ETTIITTWOEWV.

*H uAomoinon tng €peuvag KATEDTN EQLKTH PHETA Ao
pla euyevikn Swped tou «Open Society».

* Ol AUECEG OLKOVOULKEG ETTITTWOELG APOPOUV OTO
olKooUOoTNUA TOU TTIPOYPAPHATOS,

* Ol €UUECEG TIG ouvdebepéveg eTalpEieg KAl TOUG
TPOUNBOEUTES TWV EMXELPHOEWY TOU KAASOU, EVW

* Ol TOAAATTAQCLACTIKEG ATTOTEAOUV TO YEVIKOTEPO
mepLBAAAoV TNG olkovouiag.

To cUVOAO TWV EMITTWOEWY, YA TOUG CKOTTOUG TOU
OUYKEKPLUEVOU TTPOYPAMMPATOG, ATTOTIUAONKE Ot
SpOUG OLKOVOULKAG §pactnplotnTag, mapayouevou
mpolévtog, uiobodooiag, Bécewyv epyaciag kat
€068wvV yla To KPAtog TOco amd Tn Asltoupyia Tou
TTPOYPAMUMATOG 60O Kal ammod TN MEPLA TWV (Slwv Twv
TWANTWV.

A Deloitte survey

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 aoffiliated 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.

MapaptTnupa

‘Epeuva mwAntwv

Eidog €peuva / M€Bobog

TulAoyng Sedopévwy: Emitémia Eépeuva pe xprion
Sopnuévou epwtnuatoAoyiou

MNepiodog épeuvag: 28 louviou 2016

NANBucp6G ET6)0G: NMWwANTES Tou TMEPLOSLKOU Spduou
«oxedia»

Asgiypa: 54 TwANTEG TOU TEPLOSLKOU, ETIIAEYUEVOL
Tuyaia Kat avaloylkd wg mMPog Tov TOTo Slavoung Tou
meplodikoU (ABriva, ©®ecocalovikn)

‘Epguva avayvwotwv

Eidog €peuva / M€Bobog

TulAoyng Sedopévwyv: TnAspwvikn €peuva (CATI)

pe xprion Sounuévou epwtnuatoAoyiou

MNepiodog épeuvag: AmpiAlog - Mdiog 2016

Mé£Bobog dstypatoAnyiag: ZTpwpatomolnuévn tuyaia
SelypatoAnyia

NAnBucp6G 6ToX0G: EUpU Kovd nAlkiag 18-64 xpovwyv
Agiypa: 1.000 dtoua Tou Mapamavw Kolvou
EMAECPEVOL AVAAOYIKA WG TTPOG;

KolvwVikd xapaKTnploTiKA (@UAo, NALKia K.ATT.)

Témo Siavoung og ox£on Pe Tov TOTo Slavoung Tou
mepLodiko «oxediar (ABrva - ©®ecocalovikn)
Katnyopieg kotvou (ayopdlouv to ePLoSIKO «oxediay,
yvwpilouv aAAd ev to ayopdlouy, dev to yvwpidouv)

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 «shediay, not knowing «shediay)
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AVTIKEUEVA KATAOKEVAOUEVQA ATIO XAPT TTOU
npoépxetal and adlabeta TeU)n TOU MEPLOSLIKOU
Spduou «oxebian.

Koivwvikd Kai mepiPalovtikd
mpdgpappa «oxeSia apTy

«Shediart», a Social and
environmenta| project

101

oxedia apT
(hediart

Tnv Avol§n tou 2018, éywvav Ta amoKaAuTtipld Tou
KOLVWVIKOU Kal TTeEpLBaAAovTikoU TPoypauuatog
«oxebia apt» (shediart.gr).’Exouv mepdoel xpovia

amd 1oTe Tou N oeAida 32 evog amouAntou TeUxXoug
NG «oxediag» Bpnke pia AAAn {wr), amektnos

€vav Kalvouplo poAo. Ao ekel TTou ATAV «KATLY

mou Stafdadetal, JETAPOPPWONKE OE «KATLY TTOU
popléTal. Ao éva TepLodLKO og éva OKoUAApiKL,

yla tnv akpifela. ' Htav OktwRplog tou 2014 kat

MOALG lXaME KAVEL TO TTPWTO ATMOQACLIOTIKO Bripa

€vVOG VEou TTPOTeKkT TTou £peAAe va e€eAxBel og €va
moAuSLAcTATO KOWWVIKO TMpdypauua, To omoio to 2018
TTNPE odpKa Kat ooTd.

Mpdkettal yla To Kovwvikd Kat eptBailovtikd
mpoypaupa «oxedia apt» (shediart.gr), éva mpdypauua
oTo omo{o ocuvavTiouvTal N ayarn, n aAAnAeyyun, n
ekmaibegucon, N CUPPETOXN, N KOWWVIKN (eTav)évtagn,
n dnuoupyia, N KOWWVIKN EMXELPNPATIKOTNATA, N
Kalvotopia Kal n evioxuon tng meplBaAAovTikig
ouveidnong.

AAAG ag Tdpoupe Ta Mpdyuata amoé Tty apxh.

H cuvnBlopévn MPAKTLKI OTO XWPEO TOU EVTUTIOU
TUtou gival n avakUKAwon Twv omolwv adldBetwyv
(amoUAnTwy) UAAWY, cuvNBWG HECW TNG TTAPASOCNG
Toug ot etalpeieg mou e€eldikelovtal otnv
avakUKAWGN Xaptiou. H TpaKTIKY auth KLveital mpog
TN owoth KateluBbuvon, xwpig, wotdoo, va alotolel
OTOV PEYLOTO Pabpod TIg UTTAPXOUCES KOLVWVLKEG Kal
OLKOVOULKEG Suvatotnteg Kat va amodidel To eAdxLoto
duvatov mepBailovtikd amotunwua.

AleBvwg, N evaAlakTikn Slaxeiplon Twy amoppLUPATwWyY
Baociletal otnv akdéAoubn mupauida tlepdpxnong:
TPOANWN, ETMAvVAXENOLUOTTOINCH, AVAKUKAWGN,
avaktnon (UAIKWV Kal eVEPYELAG) Kal, OTO TEAOG,

tapn. Kat n «oxebiay, éxovtag wg BspeAdn apyn

NG to oePaocud otov dvBpwo, Sev Ba pmopouce va
Aettoupynoel SLlaopeTikA 6Gov aopd to eptBaAlov.

Yxebia / 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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«Zxebia apty, ev wpa Snutovpyiag.

A Deloitte survey
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‘Etol, amd to Mdptio tou 2013, dtav KukAowodpnoe

TO TTPWTO TeUXOG ToU TTEPLoSIKOU Spduou «oxediay,
ta adidbeta teuyn dev peuyouv amod to ypaweio,
aAAd amoBnkelovtal pe oKOTIO OXL TNV AvaKUKAWGN,
aAAd tnv emavaypnolyomoinon, Tov emavacyedlacuo
TOUG KAl TN HETAPOPPWON TOUG OE VEA TTPOLOVTQ,
XPNOTIKA KUPILWG, UPNANG TTOLOTNTAG KAl aloONnTIKAG.
Baolkdg otodx0og Tou mpoypduuatog eivatl n dnuoupyia
EUKALPLWYV YLA TNV EVEPYOTTIOINGCN, TTEPALTEPW
ekmaibeuon Kat empdpwaon, he TNV MTApAAANAn
SnuLloupyia TTPOOTITIKWY ATAcXOANCNG O CUMTTOAITEG
pag mou gival doteyol kat / ) {ouv KAtw amd to éplo

NG PTWYXELAG.

H mpwtn oudda wpeAoupuévwy TOU TTPOYPAUPATOS
amoteAeital amd avBpwmoug yeyaAutepng nAtkiag,

ol omoiol Bpiokovtal oto Siktuo Slavouéwy Tou
meplodikoU Spdpou «oxediar. TTIg apxEg tou 2016,
ameuBuvOnke KdAeoua otoug avBpwrmoug mou
ouvBétouv to Siktuo MWANTWY TG «oxediagy, epocov
to emBupoly, va cupuetdoyouv os Swpedv pabnuata
gmavaypnolyonoinong. Ocol avtamokpibnkav
Eexivnoav apgowg. Olot Toug Atav avw Twv 50
XPovwv. OL wpeloupevol ekmaldevutnkay (kat
e€akoAouBouv va ekmatdelovtal) WoTe va PYmopouv ol
(8101 va Snuloupyrnoouv avtikeipeva UPnAnRg moldtntag
amoé xapti (amd poAUBila péxpl ToAvTeg, oKouAapikia,
OOoUBEpP 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.

AXilel va onpeiweEi 6TI To mpd pappa «oxedia apT» Eivar icws,
povadikd oTov Kéopo, uird Thv évvola ST, EVA pIroPEi va vrapxouv
ToANES mpwToPoulies (giTe Epmropikol EiTE Kovwvikol xapakthpa) frov
gmavaxpnoipomroloiv cENISES EPnpEPISwv Kal TEPIOSIKWV, pETaTPémovtas
TES O€ AM\a avTIKEipEvVa, oto Padpd rov yvwpiloup, Sev umdpxel dio
évtumro péoo evnpépwons (giati n «oxedia» givai Kai péoo evnpépwons)
frov va afiomroi€i / Emravaxpnoipomol€i Ta Sikd Tov adiaeETa TEIXN pE

auTév Tov TPSTO.
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Mepintepo tov «oxedia apt»
otov moAuxwpo T.A.F.

Kolokotpdvn 56 kai Nikiov 2, Aéfiva,
gival n 81€d6uvan tov rwintnpiov /
EKOETNPIOV, EKEI Sfrov PioFEvoivtal
Kai Ta Epyactipia Tov «oxESia apT».
K 1oToceNiSa gival www.Shediart.gr
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The home of «Shediart» i§ on the corner

of 56 Kolokotroni and 2 Nikiou §treets,

in downtown Athens, incorporating the
«Shediart» retai| Shop/Showroom, café-har,
retaurant, the upcycling workShops and,
naturally, the headquarter§ of «Shedia»
(treet paper. People who are intereSted to
find out more or wish to make a purchase can
alwayS visit our wehSite/eShop: www.Shediart.gr

105

Ta avtikeipeva autd SiatiBevtal mAéov oto
mTwAnthplo-ekBeTpLo Tou «oxedia apt» 0TO KEVTIPO
tng ABrvag (KoAdokotpwvn 56 kat Nikiou 2), aAAd

o€ eMAgYUEVA KATAOTAMATA, AAAA Kal g pPouoeia,
yKaAepi K.AT. otnv EAAGSa kal oto e§wtepiko,
e€aopalifovtag, 6mMwg gival o Bacikog oTdXOG Tou
TTPOYPAMMATOG, £va £06080 OTOUG WPEAOUHEVOUG

KAL TIPOOTTTIKEG TTEPALTEPW AVATTITUENG TOU VEOU
autoU PJOVTEAOU KOWVWVIKNAG UTTOCTAPLENG Kal
ETTIXELPNUATIKOTNTAG.

MNépa amd Tig eukalpieg evepyotmoinong, evéuvapwong,
ekmaibeuong kat amacxoAnong, PEca amo to
Tpoypaupa emavaypnoldomoinong «oxedia apty,
avBpwrtol mou cApepa Sokipddovtal okANpA oxl

povo amoktoUv mmpdofBacn otnv ekmaibsuon Kat otnv
amaocyoAnon, aAAd, pe Tov Katpod, avalapfBdavouyv
ONMAVTLKO KOWVWVIKO pOAo, yivovtal «kcommunity
leadersy», apol o oxedlaopog MPOBAETEL TV opyAvwon
oepwvapiwv mou Ba ameublivovtal og pikpoug
(oxoAeia k.AT) Kal peydAoug wote va udBoupe dAol Ta
MUoTIKA TIG Stadikaciag Tng emavaypnotpormoinong,
€VIOXUOVTAG TNV ATOMLKN KAl GUAAOYLKH KOLVWVLKA
aAld kat meptBaAloviikn cuveibnon.

A&ileL va onpewwBei oTL To Mpdypappa «oxedia apt»
eival, iowg, yovadikd otov KOGGHO, UTTO TNV £vvold

OTL, eVw Pmmopel va uttdpyouv TTOAAEG TpwToBouAieg
(elte epTTOpPIKOU €lTE KOWVWVIKOU XapaKTnpa) mou
gmMavaypPnoLuoToloUV oeAibeg epnuepidwy Kat
TEPLOSIKWY, HETATPETTOVTAG TEG 0 AANA AVTIKEIPEVQ,
oto Babpo mou yvwpiloupe, Sev umtdpyet AAAo EVIUTIO
pECO evnuépwong (ylati n «oxediar eival kat peco
evnuépwong) mou va alomolei/emavaypnoluomolei Ta
S1kd tou adldbeta teUyxn pe autdy Tov TPdTo.

Yxebia / Shedia

Their creations are available for sale through

the «shediart» 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 forq, 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 Spopov oxedia
Shedia Street paper
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To mpwTto Tevx0G TNG «oxediag» TOU KUKAOPOPNOE
otoug 6popoug tng moAng to OeBpouvdpto tou 2013.

109

Yxebia / Shedia

TiepioBié Spdypov oxedia
’ (hedia the Street paper

H «oxebia» eival to povadikd eAANVIKO TTeploSikd
Spopou, emionuo péAog tou AleBvoug Alktlou
Meplodikwyv Apopou (INSP, www.insp.org).

H «oxebiar, 6mmwg cupPaivel ye 6Aa ta meplodikd
Spopou tou Koopou, Sev MwAeital ota cuvhRon
onpeia 6tdBeong Tumou (mepimtepa K.ATL), aAAd
QATTOKAELCTIKA KAl JOVO 6Toug §pduoUg TNG TTOANG
amd diamoteupeévous MwANTES. Ot TwANTES autol
TpogpxovTal amd eudAwteg MANBUCULAKES OPASES:
Acteyol, pakpoxpovia AvepyoL Kal, YEVIKOTEPQ,
AvBpwTrol TTou BLOVOUV TN PTWXELA KAL TOV KOWVWVIKO
ATTOKAELOUS OTIG TTLO AKPAieg TOUG HOPWEG. Ao Tnv
TIUA MWANoNg tou eptodikou (4,00 eupw),

TO peyaAltepo mooooto (yla tnv akpifela ta 2,50
EUPW, K TWV omoiwv To 1,52 eupw wg ameuBbeiag
«kaBapo6 €codoy) Mnyaivel otov 6o Tov MWANTH.

MNépa amod pla EexwpLoTr eukalpia Tou MapEXETAL O
avOpWwIToug TToU BLWVOUV TOV KOLVWVIKO ATTOKAELOUO
va e€acpalicouy pe aflompemela éva PIKpo £0TwW
€1068npa yia va KaAuPouv Karmoleg amo Tig o BACLKES
TOUG avAayKeg Kal va avayticouy, oyd oyd, tig (weEg
Toug, n «oxedia» eival éva péco evepyotroinong Kat
KOWWVIKNG (emav)évtagng. H «oxediax eival, emiong,
pla ave€dptntn Snuocloypa@iki TNYA evhUEPwong,
aAAd Kal HECO OTOV Aywva yld TV KATATOAEUNON
KABE HopP NG KOWWVIKOU ATTOKAELOHOU.

Eivatl éva éxnua mou Sivel pwvn otoug adlvapoug.
Mépog Tng AUong oToV aywva evAavTla 0Tn @TWYELA
KOl GTOV KOLWVWVLIKO ATTOKAELGHO.

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 «oxedia» Sev eival ematteia.

OLmwAntég Sev {nTiavevouy, aAAd pe alompénela
TwAoUV To TePLoSIKS, TO omoio TponyouuEvwg ot iSlot
£XoUV ayopdoel, yia va e€acpalicouy £va elcodnua.
O g0WTEPIKOG KAVOVIOUOG Asttoupyiag Sev emtpemel
OTOUG TTWANTEG va emaltouv. Auto LoyUEL yid TIG

gpnuepideg kal Ta meplodikd pdpou dGAoU Tou KOGHOU.

H «oxebia» Sev eival eAenpocuvn. O evliapepouevog
/ avayvwotng e ta 4,00€ ayopdlst £va mpoidy,
OTNV TTPOKELPEVN TTEPITTWON £va e€ALPETIKO
Snuocloypa@Lko TeploSikd TOLKIANG UANG, HE ca®n
KOLVWVIKO TTPOCAVATOALOHO.

A Deloitte survey 10

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. «Shedia» is not a charity.
Readers / supporters pay 4.00€ to buy a high quality,
editorially independent publication.

m

To meplodikd

H «oxebia» sival éva avedptnto Snuocloypa@Lko
mepLodiko. To eAelBepo pemoptdl, n aciodofia kal to
AVATPETTTIKO XLOUUOP €ival Ta KUPLA XAPAKTNPLOTIKA
tou. Eival éva meplodikd seupUtepou evBlaEpovTog,
TTOU KATATTLAVETAL PUE O,TL UTTOPEL va pag apopd wg
TTOAITEG Kal WG Kowvwvia, Pe eldnoelg, pemoptdl,
AvAaAUCELG KAl OXOALA Yl TNV TTOALTIKI, KOWVWVLKHA Kal
aBAntikr {wn Tou TOTToU, AAAA KAl OTAAEG yla TNV
TTOALTIOTIKN KAl KAAALITEX VLKA §pactnpldtnta otnv
EAANGSQ, tov kdouo TG yaotpovouiag K.A.

H opdda clvta&ng tng «oxediag» amoteAeital amd
EMAYYEAUATIEG — EPTTELPOUG AAAA KAl VEOTEPOUG,
yeudtoug evBouaoiacud - Snuoacloypdpoug,
PWTOYPAPOUG, OKITOOYPAPOUG KAl OXOALAOTEG,

TTOU UTTNPETOUV AMapEYKALTA TIG BACIKES APXES TNG
AVTIKELPEVIKNG Kal ave€ApTNTNG EVNPEPWONG.
KukAowopel otoug Spduoug tng moANg KAbe
teAeutaia TeTdptn ToU pRAva, £VTeKa QOPES TO XPOVO
(6ev KuKAoopel Tov AUyoucTo), evw UTTAPXEL Kal

n SuvatdTNTAa CUVEPOPWY HECW TOU KOLWVWVIKOU
TTpoypAppatog «Xuvopopég AAANAEYYUNGY

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

To eplodikod ekdibetal amo tn «Aloyévngy, uia AcTikni
Mn KepSookomikn Etalpeia, mou cuctibnke otig
apXeg tou 2010 yia tnv utmootAplEn, uéoa amod éva
gupl @Acpa SpacTNPLOTATWY, TNG TTPOCTIABELAG TWV
QOTEYWY KAL TWV KOWVWVIKA ATTOKAELOPEVWY aAVOpWTTWV
va evtayxBoulv A va emavevtayxBouv oTov KOWWVIKO
10To. H Tapoxr UTTooTNPLIKTIKWY UTTNPECLWY TTOU
OTOXEUOUV GTNV KATATTOAEPNON TNG PTWYXELAG KAl

TOU KOLVWVLKOU aTTOKAELCOPOU gival BaciKOg OKOTTOG
tng «Aloyevneg». H «oxebiar eivay, emiong, yéAog tou
AleBvoug Aiktuou Kowvwvikwy Meptnyrnoewv (Interna-
tional Network of Social Tours, www.inst.ngo).

Emiong, n «oxedia» eival péhog tdéco tou Maykoouiou
KumréAAou Actéywyv (Homeless World Cup, www.home-
lessworldcup.org) 6mwg kat tou Street Football World
(www.streetfootballworld.org), 8o kopuaiwv Slebvwv
BeouWYV OTO XWPO TOU KOWVWVIKOU aBAntiouou.

Yxebia / 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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Tipntikég Siakpioelg

H opydvwaon €xet AdPel Sekddeg TiuNTIKEG Slakpioelg
Kal Bpafeia yia TIg KOWWVLIKEG TNG TPwToBoUAleg, eite
mpoKeLtal yia to Teplodikd Spduou «oxediay, gite yia
tnv EBvikn Actéywy, site yia dAAeg Spdoelg (dmwg
«Evag Kapeg og TEPLPEVELY K.ATL) KAl yla Tov BeTikd
AVTIKTUTIO TTOU £XEL 0TOV AvOp WO KAl TNV Kowvwvia.
Meta&U autwv eival to BpaBeio tou Eupwmaiou MoAitn
amoé 1o Eupwmaikéd KowvoBoUAto (2014), n urmoSoxn oto
Mpoedpikd Méyapo kat n BpdPeucn Twv HEAWVY TNG
EOvVIKNG ACTEYWYV yla TNV KOWVWVLIKK TOUG TTPOoo®popd
amoé tov mpoedpo tng Anpokpatiag K. Mpokomn
MauAomoulo (2015), kat to BpaBeio «Community
Impact Award 2014» yia TI BETIKEG ETITTWOELG OTNV
Kowvwvia, oto mAaiolo Ttwv «Social Business Excellence
Awards 2014» (2014).

A Deloitte survey 12

Awards and dinstictions

Diogenis has been honored with a series of awards
and distinctions for its social initiatives, whether this
is the street paper «Shedia», 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 Award»,
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.
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Yxebia / Shedia

2018 — Bpafeio «Eu AywvilecBawy (Fair Play Award) amé tn Aiebvi
Opoomovdia EmayyeApatiwy Nodoocwatpiotwv (FIFPro), 160 Maykdoputo
KumeAho Aotéywy, 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 meplodikou Spduou «oxedia» 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 MNodoopatpikwyv Twuateiwv ABnvwv (EMZA) tipnoe toug
avBpwroug tng eBvikng opddag actéywy yia Tov TpoTmo mou a§lomoteitat
TO TO8O0PALPO WG KOWVWVIKO pYAAEio, AAAA KAl WG EPAATAPLO yia Pl
kaAUtepn {wn yla cuvavBpwmoug 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 — BpapBeio «Eu AywviCecOau» (Fair Play Award), 150 Maykoouto
KumeAho Aotéywy, Oolo (atouikr 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 — Bpafeio «Eu AywvilecBawy (Fair Play Award), Street Football Festival,
Yo@ia, 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 AywvilecBay (Fair Play Award), 140 MNaykoéoulo
KumeAho Aotéywy, 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 — Bpaeio «Eu AywviCecBay (Fair Play Award), 140 MNaykoéoulo
KumeAho Actéywy, Maokwfn (atoptkn 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 peAwv tng EBvikAg Aotéywyv amd tov 6pLAo yia tnv
UNESCO NMelpatwv kat NAowV yla TNV KOWVWVLKI TOUG TPoo®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 — BpdaBeuon twv peAwv tng EOviknAg Aotéywy amd tov MNpoedpo tng
Anpokpatiag K. Mpokdmn MauASTToUAO yia TOUG KOLWVWVIKOUG TOUG AYWVEG
Kal to mapddetypa {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 — BpaBeio «Eu AywviCecBau» (Fair Play Award), 130 Maykdoputo
KumreAAo Actéywy, Auotepvtap (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 — BpaBeio Anpogpidéotepou Pemoptdl tng xpovidg (INSP Special News
Award). AleBvég Tuvedplo MeploSikwv Apouou (INSP Global Summit),
14T, HIMA.

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 — Bpafeio «Eupwmaiou MoAitn» améd to Eupwmaiké KowofouAwo yia to
£€pyo TG «Aloyévngy Kat elSIkOTeEPA yia TG mpwtoBoulieg meplodikd Spduou
«oxedian, EBvikA AcTéywy, «Evag KAPEG OE TTEPLPEVELY

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 OeTikEG
EMITTWOELG 0TNV Kolvwvia, oto mAaioto 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 Naykdéopta Opocmovdia Nodoowaipou (FIFA), pé¢ow tou
Staywviopou «The Power of Footbally, pag cupmepiéhafe otig tpetg
Kopu@aieg KOWWVIKEG TpwTofouAieg mou TAAVATN, yla Toug TPOTIOUG
ue toug omoioug a§lomotoUpe to MoSScPALPO WG KOWVWVLKO epyaleio.

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

2013 — Nnoideg MotdTNtag yia TNV mpoc@opd 6To KOWVWVLKO GUVOAo
(«oxediar, EBvikn Actéywv). H mapalafn tou BpaBeiou éyive amod tov
MNpoedpo tng Anpokpatiag k. Kaporo MamouvAia.

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 AywviCeaB®aw» (Fair Play Award), 50 Maykdopto KummeAho
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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