Flash Eurobarometer

&
®
iillill,

EUROBAROMETER

Introduction of the euro In
the new Member States

Analytical Report

Fieldwork: September 2009

This survey was requested by Directorate General Economic and Financial Affairs and
coordinated by Directorate General Communication

This document does not represent the point of view of the European Commission.

c
o
=
o
1
c
a
)
S
@)
o
=
IS
O]
o
<
'_
S
@
N
S
)
L
]
S
o
S
I
e
o
S
>
w
<
)
<
T

The interpretations and opinions contained in it are solely those of the authors.




Flash EB Series #280

Introduction of the euro

in the new Member States
Wave 9

Survey conducted by The Gallup Organization,
Hungary upon the request of the
European Commission,

Directorate -General for Economic and
Financial Affairs

EUROBAROMETER

Coordinated by Directorate -General
Communication

This document does not represent the point of
view of the European Commission.
The interpretations and opinions contained in it
are solely those of the authors.

THE GALLUP ORGANIZATION



Analytical Report Flash EB N 280- Introduction of the euro in the New Member States

Table of Contents

[ o Te [0 ox o] RO PT PP PURRPTRP 4
Y= VT I T o 1 o 5
1. Awareness of and experience With- the EUI0..............ooi e e 5]
1.1. Citizensd awareness of t. uction
1.1.1. Awareness Of CUITENt BUIO @r€a COUNTIIES . ......iuiiiiiiii ettt ettt e e s b e st e e s e e eb e e e st e e e s ibeeesab e e e sesennes
1.1.2. Expected dat.e..af..t.he..eur.o0.b.s..ad.0pt .00 . . 8
1.1.3. Can new Member States choose whether or Not to adopt the.BUID2...........ooiiiiiriiiiie e 10
1.1.4. KNowledge Of @UIO DANKNOLES. .......ou ittt ettt e e e s sme e e e e abb bt e e e e nab et e e e e ensbeenasbeeeeeannbeneas 11
1.1.5. Familiarity with the desSign Of EUID COINS.........ei ittt ettt e e e sttt e enbb b e e e e s e btb e e e e e e anteeeanans 12

1.2. Experience with euro cash..

1.2.0. EUFO DANKNOTES ...ttt ettt ettt e et e eb et e s h bt e e bbbt e a b et e b e teae e s e bt e e be e e st n e e e be e e smeeateeeea
L.2.2. EUD COIMS ..ttt ettt ettt bkt 4okt e ek et e b s e me e b bt oo b et e 4h bt ek b et e AR e ea bt e e kbt e e ne et e b et et ne e be et
1.3. Where do people USE the BUID2..........ooii ittt 17
1.4. Sociedemographic segments: awareness and experience of the.euro...........ccvvveeeei e, 19

2. Informing Citizens aboUt the UIQ...........ooiiiiiii e e errer e e e e 20

2.1. Level, channels and content of iNfOrmMation.............ooeuviiiieeer e 20
2.1.1. Selperceived [evel Of INFOIMALION. ..........oiiiii et senere e 20
2.1.2. SCheduling INFOMMALION. ........iiiiii ettt e et e bbbt eeat et e ab e temee st e e s e e e neneeeabneean 21
2.1.3. Trusted distributors of iNformation 0N the EUID..........c.cuiiiiiii et 23
2.1.4. Preferred channels of INfOIMEALION. .........cooiiiiii e eme ettt e se et e e 25
2.1.5. Most favoured topics of INfOrmation CaMPAIGNS. ..........iiiiiiiiiieee et e e e sine e 27
2.1.6. Main activities and events essential to be included in an information campaign.............cocuveeee e e 29
3. The euro: perceptions and support for itS INtrOAUCTION...........uueeiiiiiiiiiie e 30
3.1. Consequences a.f..t.he..ewur.0b.s..i.ntr.o.du.c.t.i.a.rB0
3.1.1. Consequences at the NALIONAI IENEL ...........ooiii ittt ettt e e eemee s e e 30
3.1.2. Consequences at the PErSONAILEVEL ..ottt ettt et 32
3.2. SUPPOTrt fOr the SINGIE CUITENCY ...cciii ittt e et e e e e st beeeibb e e e e e as 35
3.2.1. Opinions within the..res.pondent.sd..so.c.i.al..env.i..o3bment
3.2.2. Support for replacing the national CUrrenCy by the BLID.........cccuiiiiiii e 36
3.2.3. The most desired .t..mef.r.ame..f.aor..t.he..eur.o.bs..adap38i on
3.2.4. Status of the euro as an INEFABRAI CUMTEINCY..........coiuiiiiiii ittt et et e e eees e et eebe e aaenees 39
3.3. Analysis by demographiC VariablES.............uuuuiiiiiiireeieeee et 41
4. Consequences of adopting the QUELQ............eciiiiiiiiiiiieii e A2
4.1. Political and economical consequences of introducing the. UI0..............coovveerriiiiiiie i 44
4.1.1. Will the changeover to the eUro INCrEASE PrICES?.....c.uviiiiiiiiii ettt seesie et snnesmeeseneeesneeennne A
4.1.2. Favourable political and economic consequences Of tNE.EUID..........cuii ettt 46
4.1.3. The euro as an ingredieNtBIrOPEAN IHENTILY..........o .ttt ettt e et beeer e e e e b e e aeneas 48
4.2. Practical consequences of the euro ChangeOoMeL.............ooviieeiiiiiie e 50
4.3. Fears regarding the introduction Of the ULQ.............uuiiiiiiiiiie e 52
4.3.1. Fear of abuses and cheating on prices during the ChangEONET...........c.uiiiiceriiii e e 52
4.3.2. Loss of national identity due to the adoption Of the.QUID..............ooiiiiii e 54

4. 3. 3. Expected difficul.t..es..due..t.o..t.he..eur.o0.bs..i.nt.r.adibcti on
4. 3. 4. Loss of control..ove.r..a..n.at...ana.s..e.c.onaomi.c..p.o.l.i.ch7

4.4, Fears related to the euro frorecaiodemographiC PEersPeCtiVe. ........covivveiiiee e 58
ANNEX TADIES. ...ttt erre e e e e e e st b e e emamt e e e s e b e e e e e e s snnneeeesnameeeesnnrneeeeenss ) 60
SUNVEY TBLAIIS. ...ttt et me e e e e e e e s e et s e e e s s e nnnnenne 89
SUIVEY QUESTIONNAIIE. ... uvutieiieeeieeeeeetee s eeeeeteetee e et e e eteeaeeeeee et saateeettaaaaaaaeeasessassasamnnteaeaeesaassasanansnnsnstnnnnssnnan 92

page3



Flash EB N° 280 1 Introduction of the euro in the New Member States Analytical Report

Introduction

EU Member Statesan adopt the common currency, the euro, once they have fulfilled the criteria
defined in the Maastricht Treaty. There is no common strategy or fixed timetable with regard to the
introduction of the euro in each of Member States that joined in 2004eoy thatt the Treaty does
require them to join the euro ar@athe future

Considering the countries that joined the Union in 2004 or 2007, Slovenia, Cyprus and Malta have
already joined the euro area in 2007 and 2008, and Slovakia followed in JanufryB2ifre
adopting the euro, a country must comply with the Maastricht criteria and have been a member of the
Exchange Rate Mechanism Il (ERM II) for a minimum of two years. Lithuania, Latvia and Estonia are
members of the ERMII, whereas Poland, the CAgepublic, Hungary, Bulgaria and Romania have

not yet joined.

Concerning the introduction of the euro in these Member States that joined the EU in 2004 or later, the
European Commission is keeping track of general opinions, the levels of knowledgeoanmhtioih

and the familiarity with the single currency among citizens of the respective countries. The objective

of this survey is to ident i ftye newhlanbdr Statds hotyetint r a c k
the euro area (hereafter describedtas NMS8), regarding the future introduction of the common
currency.

The main themes of this report are the:

1 levels of knowledge and experience of the euro among citizens in the NMS8

1 feelings as to whether citizens are informiedand their most fauared information
channels

1 perceptions about the single currency

1 expectations and fears concerning the adoption of the euro.

This report sums up the main attitudes towards the euro in the NMS8 and describes the climate of

opinion in each of the countrielie to adopt the common currency in the coming years. It should be

noted that HAaverageod perceptions might change be

comparison to previous waves: Slovakia was dropped from the surveys in 2009, Maltgpaums in

2008 and Slovenia in 2007. In addition, Bulgaria and Romania joined the surveys as of autumn 2007.

This study is the ninth of its kind, following earlier Flash Eurobarometer surveys in the periotl 2004
May 2009. The present questionnaireuByf comparable to those of 2006May 2009. Please note

that the analysis always provides results for the relevant NMS of the time. In the current wave, the
NMS average does not include Cyprus and Malta, Slovenia and Slovakia of the 12 countries that have
joined the EU since 2004.

The surveybés fieldwork was carried out bet ween
selected residents aged 15 and above were interviewed in the eight Member States that joined the EU
in 2004 or later and are not yeting the euro as their legal tender (the NMS8).

! Poland, the Czech Republic, HungaBylgaria, Romania, Latvia, Estonia and Lithuania.
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Main findings

Familiarity with the euro

)l

1

Six in 10 citizens ofthe new Member States not yet in the euro area (the NMS8&)atideel

well informedabout the euro (59%), while 4 in 10 felell informed The Czech Republic was

the only country where a majority of respondents felt well informed (52%), compared to 45%
of citizens who felt they had a low level of knowledge.

As in other waves, NMSS8 citizens were more familiar with euro banknotes than wgh e
coins:

0 81% of respondents had seen euro banknotes and 76% had seen euro coins; 55% had
already used banknotes and 49% had used coins.

0 46% of NMS8 citizens were correct in knowing that the design of the banknotes was
uniform throughout the euro area;980f citizens knew that coins had designs that varied
from country to country. Romanians were the most familiar with the actual design of euro
banknotes (61%) and Estonians had the best awareness of euro coins (52%).

Information and information channels

)l

A majority of those NMS8 citizens who did not feel well informed would like to have
information about the introduction of the eus® soon as possibler atleast a few years
beforethe changeover (57%).

National central banksand theEuropean Institutioa remained the most trustworthy sources
of information regarding the euro and issues related to the changeover (trusted by,
respectively, 76% and 69% of NMS8 citizens).

With the exception of Lithuania, the national central bank iwasross all NMS8 couriges -

the institution that respondents had most confidence in when it came to receiving correct
information about the euro and its introduction. Whereas Lithuanians placed most trust in the
European Institutions, the European Institutidiggired in thetop three in all NMS8
countries.

Televisionremained the medium by which most citizens in the NMS8 would like to be
informed about the euro and the changeover (89%).

The topic that most people wanted to see in a euro information campaign watuthef the

euro in the national currencyconsidered essential by 92% of citizens). All of the topics
suggested for inclusion in such an information campaign were considered as essential by 8 in
10 or more respondents.

Among the actions to be taken irearo information campaigmhe dual display of pricesvas
seen to be the most important information tool by far; most frequently so in the case of shops
(87%), followed by its use on utility bills (80%) and payslips (75%).

Joining the euro area

)l

More thantwo-thirds of NMS8 citizens thought that their country should not rush into joining

the euro area: 36% would like to have the euro introdatted a certain timend onethird as

late as possibleA quarter of respondents would like to see their natiomakncy replaced by

the euroas soon as possibl€ompared to the previous survey wave, more respondents were
hesitant about an immediate changeov&.(per cent age points, fAas s

Six in 10 respondents expected their country to join the euro area in the next five years.
Estonians, Bulgarians and Latvians were the respondents having the most confidence that their
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country would have adopted the euro by 2012; Hungarians, Czechs @id Bolthe other
hand, tended to feel this would not happen before 2015.

1 Despite a widespread belief in the NMS8 that countries were free to choose whether or not
they joined the euro area (63%), hardly anyone thought that their country would never adopt
the euro (just 2%).

Perceptions of and support for the euro

1 A majority of NMS8 citizens expected the introduction of the euro to have positive
consequencdwor their country(52%), and a relative majority thought there would be positive
consequencefor themselveg48%); negative impacts were expected from 35% and 38%,
respectively, of interviewees. Over half (52%) of respondents thought that the euro had had a
positive impact on those countries where it had been introduced.

1 Relative majorities said theyould personally be happ§49%) if the euro was introduced and
that thegeneral opinion in their country was favourable (44%lightly less than 4 in 10 said
they would personally be unhappy if the euro was introduced (39%) and that their fellow
citizenswere not in favour of its introduction (37%).

T The results of these perception and support i
for the euro and its introduction has slightly decreased since May 2009. However, the results
were now similar tohose seen in 2008, indicating that the gradual improvement in attitudes
towards the eur6 noticed since 2004has been stopped rather than reversed.

1 One of the factors leading to the slight decrease of positive attitudes towards the euro, at an
overall NMS8 level, was the significant drop of support for the euro in those countries that
had seen a steep increase in such support in the previous wave (conducted in the middle of the
financial crisis, May 2009). This was patrticularly so in the case of theh(Republic and
Hungary.

Expectations and fears regarding the euro

1 More than half of NMS8 citizens agreed that introducing the euro in their country would make
themfeel more Europea(b5%), while 35% thought that their country would lose a great deal
of its identity.

1 An overwhelming majority of respondents agreed with several positive statements concerning
the practical effects of introducing the elre.g Ait  will be more conve
travel to other EU c ountbshopansother ¢co@n@riés)that use ihé | ma |
eur o0 ( 8AZitoprevious waves, the only exceptionviias t of f er s protect
effects of an international criss, which had the support of 4
believing in the power of the emto protect their country from crises has slightly decreased
compared to the previous survey wax@gercentag@oints).

T Looking at the various economic and politic
respondents agreed that an enlargemenhefeuro area by the accession of their country
woul d i mprove Eur opmad@nbthpdgla b wouldnsure gaundér puble n ¢ e
finances. Fewerespondents agreed that the euro would fastgsloyment and growid1%).

1 The only widespread feamong NMS8 citizens regarding the introduction of the euro was the
potential forabuses and cheating on prices during the change(®&%0). Most people said
they werenot worried aboupersonal inconveniences that would be caused by the changeover
(57%) oraboutd oss of the countryds%contr ol of econc

1 Over twothirds of respondents (68%) believédt the euravould cause priceso increase
just after its introduction, while 4%% thoug
inflation rates.The proportion of citizens who believed in the ldegn stabilising effect of
the euro on prices, however, has decreased sharply since the past-l@ayperentage
points).

page6



Analytical Report Flash EB N 280- Introduction of the euro in the New Member States

1. Awareness of - and experience with - the euro
Thisfrs chapter | ooks at respondentsdé awareness of
1. 1. Citizens6 awareness of the eurods intro

1.1.1. Awareness of current euro area countries

When asked about the number of countrideeady in the euro areapughly a quarter of
respondents (27%) knew the correct answer: 18ne in three respondents thought that 13 countries

had introduced the common currency (29%), and 13% believed it was six countries. Just 5% thought
that all EU Member States had already started using the euro. A quarter of respatideriknow

how many countries have the euro as their currency (26%). The number of correct responses has
slightly decreased compared to the previous wa\day 20092

Number of current euro area countries

m6  mi3(12) 16 (15) m27(25)  ODK/NA

(&3]
N
(<2}

09/2009 %NMS8 27

N
=]

29

S
B

N
NG
~
w
N N
a a > N
N
2

05/2009 %NMS8

05/2008 %NMS9

N
@
IS

09/2007 %NMS11

04/2007 %NMS11

N
(<2}
w

09/2006 %NMS10

N
[
o
N
o

04/2006 %NMS10

N
w
w
(e¢]
=
©
w
=
I

09/2005 %NMS10

i
©
w
@
=
o
N
N
|

09/2004 %NMS10 28

15

39 16

> |

Q5. According to you, how many EU countries have already introduced the euro?
(figures in parentheses were asked in previous surveys)

Czech and Estonian respondents were the ones most often statingctiieect number of EU
Member States having the euro as their currency {42%). On the other hand, just approximately
onefifth of Romanians (18%) and a qgter of Polish respondents (25%) and Bulgarians (26%) gave
the right answer.

In Poland, Romania and Hungary, fewer respondents knew the right number compared to the previous
wave of the survey-8, -3 and-1 percentage point(s), respectively). In threantdes- the Czech
Republic, Estonia and Bulgaridhe number of right answers has shown an increase, particularly so in
the Czech Republic (+5 percentage points). The results for Lithuania and Latvia have remained the
same.

2 Even if the answering categories (the numbers of countries) were different in the various waves, the responses cardogesdbepare
proportion of differences in the numbers has remained similar.

page7



Flash EB N° 280 1 Introduction of the euro in the New Member States Analytical Report

Number of current euro area countries (% correct answers : fil60 )
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Q5. According to you, how many EU countries have already introduced the euro?
% of correct answers, by country
1.1.2. Expected date of the eurods adoption

A majority of respondents (60%) expectldir country to join the euro area in the next five years

Just over a third (35%) of respondents thought that their country would join in 2011/2012, and one in
five thought this would happen in 2013/2014. However, only a few respondents thought that their
country would have adopted the euro by the end of nesit (6%). About one in five (22%)id not

expect the accession to the euro area to happen until 2015 at the earliest and 2% thought that it would
never happen. About one in seven (16%) said dictyiotknow or gave no answer.

Estonians (55%), Bulgarians(50%) and Latvians (47%) were the most positive about their
country adopting the euro by 2012and 12% of Bulgarians expected their country to switch over to
the euro by 2010 at the lateRiomanian respondents wetthe least optimisticabout a changeoven t
the euro by 2012 (35%).

Expected date of the e u r cadoption
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100 +
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Q5ter . When, in which year do you think the euro will be introduced in [ COUNTRY]?
% by country
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On

Poland, a quarter of respondents had a similar opinion (that it would be adopted in 2015 at the earliest)

t he

ot her

hand,

Hungarians,

Czech
eventual accession to the euro area. One in three Hungarian respondents expected the euro to be
adopted in 2015 at the earliest, and 3% thought it would rieygpen. In the Czech Republic and

and 3%2% of respondents did not foresee their countries joining the euro.

and

Pol

Bulgarian and Romanian respondents wiieeones most likely to either not respond or say they did
know the possible accession date of their country (24% and 23%, respectively); just 7% of Hungarians
did not / would not respond.

Comparing the current results with those of the survey wavemimtconducted four months before

(May 2009), respondents now have less optimism about their country joining the euro:

1 The increase in the proportion of respondents who thought their country would join the euro

)l

f

area at thearliest in 2013014ranged fronB percentage points in Estonia (15% vs. 12%) to
10 percentage points in Bulgaria (18% vs. 8%).

The most drastic increase in respondents who expected an accessior2atsoolater was
seen in Poland, where their share Haubled from 12% to 24%. |IBulgaria, and Estonia,

however, there was only a slight increase (+1 and +2 points, respectively).

The drop in respondents expecting their country to adopt thebguhe end of 201®asmost

visible in Poland-18 per@ntage points from 59% to 41%)

Decreases in the proportion of respondevite expected the euro to be adopted by the end of
2010 were seen in Lithuania/(percentage points), the Czech Republic and Estonia {®oth

points). In Romania (7%:1 point) and Hungary (6% point), howeverthere was little

change in the proportions expecting the euro to be introduced by the end of next year.
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1.1.3. Can new Member States choose whether or not to adopt the euro?

As in the previous wavéhe majority ofthes ur veyed countriesé citizens |
had a choice as to whether it adopted the euraeven if the Accession Treaty obliges all new

Member States to join the euro area. Indeed, more than 6 in 10 respondents (63%) held this opinion

and only3 in 10 (29%) had an opposite view.

Can Member States choose whether or not to adopt the euro?

Yes mNo ODK/NA

09/2009 %NMS8 63

29

N
©

05/2009 %NMS8 62

05/2008 %NMS9 65
09/2007 %NMS11 62 29 “
04/2007 %NMS11 64 28 n
09/2006 %NMS10 67 26
04/2006 %NMS10 69
09/2005 %NMS10 58 30
09/2004 %NMS10 57 33

Q5bis. Can [COUNTRY ] choose whether or not to introduce the euro?

Awareness of their countr yldusgary @394,the Gzdcth Regublit i on wa
(42%) andBulgaria (41%), where more than 4 in 10 respondents gave the correct answer. On the

other hand, only on#éfth of Polish respondents and a quarter of Romanians were aware of this (21%

and 24%, respectively).

Can Member States choose whether or not to adopt ¢t}
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Q5bis. Can (OUR COUNTRY) choose whether or not to introduce the euro?
% of correct answers (NO), by country
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While, on average acss those countries not yet in the euro area, the knowledge on this topic has
remained stable since May 2009 (29%), Hungary and Latvia both experienced a considerable drop in
informed respondents. Indeed, while in May 2009 about half of respondents knettlabdegal
obligation in those countries, these figures dropped to 43% in Hungaugrcentage points) and 39%

in Latvia (12 points). In Romania (+1 percentage point), Bulgaria and Estonia (+2 points), and
particularly in Poland (+4 points), on thehet hand, the share of knowledgeable people has slightly
increased.

1.1.4. Knowledge of euro banknotes

Less than half of the respondents in the NMS8 were aware that euro banknotes looked exactly
the same in all Member States (46%)The number of respondents who knew the right answer has
fallen by four percentage points since May 2009. Approximately a third of citizens (32%) thought that
euro banknotes had partly different designs from country to country, and a significant proportion
either did not know the answer or did not reply (22%).

Familiarity with the design of euro banknotes:
the euro banknotes look exactly the same in all countries that use the euro

05/2009 %NMS8 50
05/2008 %NMS9 52
09/2007 %NMS11 49
04/2007 %NMS11 50
09/2006 %NMS10 45
04/2006 %NMS10 46
09/2005 %NMS10 56

09/2004 %NMS10 59

2006 -2009 : Q3. And what do you think, which of the following statements is correct?
The euro banknotes look exactly the same in all countries / have partly different designs from country to country/ that uset  he euro

2004 -2005: Q15. According to you, do the euro banknotes look the same in all countries of the euro area?
Yes /No /DK/NA

Romania (61%), Estonia (56%) and the Czech Republic (51%ere the only countries where a
majority of respondents knew that euro banknotes looked exactly the sanie all countries of the

euro area. In Lithuania (49%) and Latvia (45%), slightly less than half of respondents gave the right
answer, and in Bulgaria (41%), Poland and Hungary (both 38%), approximately 4 in 10 interviewees
did so.

Hungary, however, was thenly country where the number of respondents who gave the wrong
answer outnumbered those who gave the right answer (44% vs. 38%); in Poland, the proportions were
equal (both 38%). Across all eight countries, the rate of people saying they did not kndighvas
ranging from 11% in the Czech Republic to 33% in Bulgaria.

In several countriek particularly in those that were more knowledgeable about the euro banknotes

there was a considerable drop in the propomifothosethat knew that those banknotesked exactly
the same in all countries of the euro area: in Romania, the proportion decreased by 10 percentage
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points, in the Czech Republic by nine and in Lithuania and Latvia by eight percentage points. In
Poland, this drop was less pronounc&dperentage points). In Hungary (+1 point), Bulgaria (+4
points) and Estonia (+6 points), on the other hand, the share of respondents who knew about the
design of banknotes has increased, even if only slightly in the case of Hungary.

Familiarity with the design of euro:
euro banknotes look  exactly the same in all countries of the euro area
100 -
0 - 05/2009 %NMS8 = 09/2009 %NMS8
80 -
71
70 4
61
60
60 - 56 57
50 50 51 49 53
50 - 46 45
41 41
40 37 38 37 38
30
20 -
10 A
0 ‘ ‘
NMS8 RO EE cz LT LV BG PL HU

Q3. What do you think, which of the following statements is correct?
% by country

1.1.5. Familiarity with the design of euro coins

As in the previous waves of the survegspondents were less familiar with the design of euro
coins than with the design of euro banknotes/Nhile 46% of respondents knew that banknotes had
the samalesign in all of the eurarea Member States, only 37% said, correctly, that euro coins had a
slightly different design from country to country. Half of the interviewed NMS8 citizens were of the
opinion that euro coins looked the same everywhere (51%)aandarter did not know about
differences in design.

Familiarity with the design of euro coins:
the euro coins have partly different designs from country to country

05/2009 %NMS8 34
05/2008 %NMS9 31
09/2007 %NMS11 33
04/2007 %NMS11 31
09/2006 %NMS10 37
04/2006 %NMS10 37
09/2005 %NMS10 28

09/2004 %NMS10 30

2006 -200 9: Q4. And what do you think, which of the following statements is correct?
The euro coins look exactly the same in all countries- / have partly different designs from country to country/ that use the eur o

2004 -2005: Q16. According to you, do the euro coins look the same in all countries of the euro area?
Yes /No /DK/NA
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However, the share of respondents who knew that euro coins had different designs from country to
country has increased since the past wave in May 2009: from 34% in Maya280% in September
20009.

Estonia was the only country whereraajority of respondents knew that the design of euro coins
varied somewhat from country to country. In Hungary (49%) and the Czech Republic (47%),
slightly less than half of respondents gaee correct answer, as did approximately 4 in 10
interviewees in Lithuania (42%), Latvia and Poland (both 41%) and Bulgaria (38%). Romania was an
outlier here, with less than one in five respondents who gave the right answer (18%).

In most NMS8 countrieghere has been ancrease in the share of respondents giving the right
answer. ranging from one percentage point in Estonia to seven points in Lithuania. Only Huigary (
percentage point) and Latvie8] showed a decrease in the proportion of knowleulgaaspondents.

The share of citizens not knowing the answer not responding was quite significant across all
NMS8 countries (ranging from 12% in the Czech Republic to an extremely high 35% in Bulgaria).

Familiarity with the design of euro:
the euro coins have partly different designs from country to country

100 -
90 05/2009 %NMS8  m09/2009 %NMS8
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Q4. What do you think, which of the following statements is correct?
% by country
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NMS8

As in previous surveydstonia was the only country where a majority of respondents gave the
right answer concerning both euro banknotes

The design of the euro money (56%) and coins (52%). In most countries,
g 0 responderst were either more informed about the
2 . design of coins, e.g. Hungary (49%) or banknotes,
,LéJ 50 | .. o EE e.g. the Czech Republic (51%), Lithuania (49%)
i cz and Latvia (45%). A striking difference, however,
L 40 opL &, 0T was again seen in Romania, where respondents
5 BG were the most frequentliamiliar with the design
g %0 1 of banknotes (61%), while they were the least
e familiar with the features of euro coins (18%). An
s ® *o opposite observation can be made for Hungarians:
< : :
> half of respondents said they were informed about
é 104 the differing design of coins (49%dut only 38%
gave the correct answer concerning banknotes.
0

T T
20 30 40 50 60 70

As in May 2009 Bulgarians were the least

fBANKNOTES LOOK EXACTLY THE SAMEO . .
informed about the design of the euro

Q3-Q4. What do you think, which of the following

statements is correct?
% by country
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approximately 4 in 10 gave the right answer concerning banknotes (41%) and coins (38%);
furthermore, a third gavno response concerning the banknotes (33%) and a similar number for the
coins (35%). Concerning both types of money, the Czechs stood out with a low share of respondents
who did notknow how or what to answer (11% euro banknotes, 12% coins).

1.2. Experience with euro cash

1.2.1. Euro banknotes

Similar to May 200981% of respondents in the surveyed countries indicated thahtegeeneuro
banknotes. The number of those who had already used the euro has remainedsS&bie both
May and Septenber 20009.

Seen and used euro banknotes

M Seen | Used

81
09/2009 %NMS8

©
N

05/2009 %NMS8

I -
05/2008 %NMS9

I -
09/2007 %NMS11

50

I
04/2007 %NMS11

I
09/2006 %NMS10

o]
o

04/2006 %NMS10

Q1a. Have you already seen euro banknotes?
Q2a. Have you already used euro banknotes ?
%, all respondents

Across all NMS8 countries, citizens were more likely to have seen euro banknotes than to have
actually used them. RespondentsEistonia and theCzech Republic were the ones most familiar

with the euro. Indeed, in both countries, just a little fewer than 9 in 10 respondents (87% and 86%,
respectively) said they had seen euros and 69% and 63%, respectively, had actually used them. In
Romania and Poland, as well, an overwhelming majority (83%) had seehanknotes. In Romania,

the usage rate of euro banknotes was as high as in Estonia (63%), while in Poland, only half of the
respondents had used the banknotes (51%).

On the other hand, Hungarians, Bulgarians and Lithuanians were the least likely se&ameused

euro banknotes. Around thregearters of citizens said they had seen those banknotes (73%, 75% and
75%, respectively), and slightly less than half had (48%, 48% and 46%, respectively) actually used
euro banknotes.

The most significant increaséssince May 2009 have occurred in the Czech Republic: familiarity
with eurobanknotedas increased by nine percentage points, to 86%, and usage has increased by six

page 14



Analytical Report Flash EB N 280- Introduction of the euro in the New Member States

percentage points, to 69%. In Romania, however, the sifidtese who said they had seen and/or

used euro banknotes has droppé&mm 87% to 83% and from 68% to 63%, respectively.

In the other countries, the number of those who had seen and/or used euro banknotes has either
remained stable or changed slightly Bulgaria, for example, the share of respondents who had seen
euro banknotes has increased by one percentage point (from 74% to 75%) and of those who had used
such notes by two percentage points (from 46% to 48%).

Seen and used euro banknotes M Seen Used

CZECH REPUBLIC ESTONIA HUNGARY
8318318380801 77| 86 77182798279 | 8L/ 71| 69 79|77(79|74| 73
62| | 62| 59| 66| 63| & 63|63

o o o oo 9 94 o4 84 o o o a4 9§ o4 o o4 o

¥ & ¥ o b B & § & § & B B & ¥ & § o m B ®
S & & 6 © © © S & & & © © © S & & © © © ©
LITHUANIA LATVIA POLAND
74|74 (73| 75| 75| 75|75 Wl 2|78| 74|82 3
54|55 50|51
35| 35| 38| 39|42 44| 46 42| 37| 40 48 | 47 20|42 40 48|47

2006
2006
4/2007
2007
2008
2009
2009
2006
2006
4/2007
2007
2008
2009
2009

8 8 98 g 49 4dg S o o QN o o o S S SN X S

5 o S W B B 5 o S W B § 6 § & B B &
o © o © ©o o o S © © © © o © o © o © o o ©
BULGARIA ROMANIA
66| 71| 72| 74|75 Ll e
67|68
a6 8 63 57 63
37|39| 40|46
Qla. Have you already seen
© © N~ N~ © O O © © N~ N~ © O O euro banknotes?
8 8 8 8 8 8 8 8 8 8 8 8 8 8 Q2a. Have you already used
8 &8 &8 & & 8 d & &8 &8 & & euro banknotes ?

% all respondents, by country

1.2.2. Euro coins

This survey wave showed once again #ato coins are- in general - less known and less widely
used than euro banknotesn the NMS8. Just a few more respondents thanMay 2009- had seen
(76%, + 2 percentage points) and used eunmsg@d9%, + 1 point).

Familiarity with euro coins was the highest in theech Republic(86%), Estonia (81%) andPoland

(79%), where about 8 in 10 respondents or more said theysdmmthose coins; 7 in 10 Czech
respondents had actually used euro c(®8%0), as had 58% of Estonian respondents and nearly half

of Polish (48%) interviewees. Lithuanian respondents were among those who were the least familiar
with euro coins: twehirds had seen eurmios and 4 in 10 had used them.

In the remaining NMS8 amtries, approximately 7 in 10 respondents had used the coins: Latvia
(69%), Bulgaria and Romania (both 70%) and Hungary (72%). Among those countries, usage of the
coins was most widespread in Hungary and Romania (47% in both). In Latvia and Bulgaria, the
respective figures were 44% and 43%.

3While any decrease in such a measure might seem illogical (as the question inquires about any past use of the currencyeantktherefor

might expectaneverncr easi ng figure for such an indicator ), aasweelrltt ai n fAmemo
mi ght be the case that someone still remembers t haremembeesuychused t he
an event three years later.
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Seen and used euro coins
M Seen | Used

76
09/2009 %NMS8
49

74

05/2009 %NMS8
48

74
05/2008 %NMS9
47

~
N

09/2007 %NMS11
44

[*2]
¢}

04/2007 %NMS11
41

~
o

09/2006 %NMS10 al

75
04/2006 %NMS10 al

Q1b. Have you already seen euro  coins ?
Q2b. Have you already used euro coin s ?
% all respondents

As with banknotes, the Czech Republic saw a steep increase in familiarity with euro coins. Indeed, the
share of respondents who had seen those coins has increased by 10 pguoeritagje 86%) and of
those who had used them by eight points (to 69%).

In Lithuania and Latvia, both the share of those who had seen and used euro coins has increased by
three percentage points. In Lithuania, for example, the number of those who hadiseeoins has

risen to 66% and of those who had used them to 40%. In Bulgaria, the share of those who had seen
euro coins has increased by four points (to 70%) and those who had used the coins by three points (to
43%). Stable results or only slight chges were observed in Poland (seen: no change, used: + 1
percentage point) and Romania (seen: + 1 point, usédpoint), while in Estonia and Hungary,
familiarity with euro coins has slightly decreased (seénhpoints in Estonia and point in Hungary;

used:-1 point in both countries).

Seen and used euro coins [l Seen Used
CZECH REPUBLIC ESTONIA HUNGARY
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29 33 Q1b. Have you already seen
euro coins?
S 855 8838 3 S 855 8 3383 Q2b. Have you already used
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1.3. Where do people use the euro?

As was seen in previous waves, payments withe euro in foreign countries were reported to be
more widespread than those made witlthe euro at home:over half of respondents haaly used
euro banknotes abroad (55%), nearly 4tWwinds (64%) had only used coins outside of their own
borders and about one in five had used ebotl at home and abrogtanknotes: 23%, coins: 21%);
in addition, 22% had oplused banknoteis their home countrand 15% had only used euro coins at
home.

The proportion of respondents only usitig euro in foreign countries has increased since the past

wave of the survey (+5 points to 55% for banknotes, +4 points to 64% for coins). The proportion of
respondents who said they had used euro banknotes and doatistimeir country and abroadyn the

other handsaw a slight decrease (banknotes: 238/4oints; coins: 21%3 points), as did the use of
banknotes | imited to r es-Bpeancdngagetpoibts). ite mee ofccoinsnt r i e
exclusively in their home countries, however, remainablstat 15%.

Where do people use the euro . ?
Banknotes Coins

09/2009 %NMS8 55 23 09/2009 %NMS8 64 21
05/2009 %NMS8 50 25 05/2009 %NMS8 60 24
05/2008 %NMS9 50 25 05/2008 %NMS9 60 23
09/2007 %NMS11 51 24 09/2007 %NMS11 61 23
04/2007 %NMS11 50 21 04/2007 %NMS11 61 19
09/2006 %NMS10 66 20 09/2006 %NMS10 70 19
04/2006 %NMS10 67 20 04/2006 %NMS10 71 19

[ In [country] Abroad In [country] and abroad

Q2bis./ Q2ter. You said you already used euro banknotes/coins .Was it..?
Base: those, who have already used euro banknotesoins

A closer review of country level results showednsiderable differences in the usage of euro
banknotes and coins between individual countries

In threeNMS8 countries (Estonia, the Czech Republic, and Hungary), over all survey avawdes

gap between a large majority who had only used the euronly abroad compared to aninority

who had also used themat homewas observed. Indeed, in the current wave ae m the Czech
Republic a gap of 70 percentage points for banknotes and 71 points for coins, in Estonia of 61 for
banknotes and 71 for coins, and in Hungary of 38 percentage points for banknotes and 42 for coins. In
Estonia, for example, 80% of respondehad used banknotes only in a foreign country, while 19%
had used them also at home.

In Lithuania, Latvia and Poland we can see different behaviours regarding banknotes and coins.
Concerning coins, findings are similar to the aforementioned, everulfsesried more importantly
across the different survey waves: In the current wave, a large majority (70% in Latvia, 73% in Poland
and 74% in Lithuania) had used the caiméy abroadand between a quarter (in Lithuania) and one in
three (in Latvia) havesed thenalso in their home countriesConcerning banknotes it holds also true
that the majority of respondents had used tbeiy abroad while only a minority had used theaiso

at home However, the gap between those two spending behaviours was smaller. In Latvia, for

pageli



Flash EB N° 280 1 Introduction of the euro in the New Member States Analytical Report

example, this gap was 14 percentage points for banknotes (57% of respondents had used the banknotes
only abroad, while 43% had used them also at home).

Where do people use the euro banknotes ?
Il Abroadonly In COUNTRY (as well)
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Where do people use the euro coins ?
[l Abroadonly In COUNTRY (as well)
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Q2ter . You said you already
used euro coins.
Wasit..?
Base: those, who have already used
euro coins, % by country
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In Bulgaria, banknotes were as often usgchomeasonly abroad(50% vs. 50%), while coins were
more ofteronly used abroathanwi t hi n t he c¢ @3nvs. 4400p These Bndimgs dareaduey
to a significant increase in the specific usage of banknotes (+11 points) and coins (+12 points) abroad,
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while the share of those who had also used euros at home had decreased by a similar-tumber (
percentage poiat and-11, respectively).

Finally, Romanians differed significantly from the other NMS8 citizens in thaiseof the euro. It

was the only country where respondents were more likely to have used both euro banknotes and coins
in their home country as weds abroad rather than having just used them abroad. In Romania, 84% of
respondents said they had used euro banknotes in their home cetipteycentage points) and 73%

said they have done the same in regard to euro coins; 16% of respondents hasedniyro
banknotes abroad (+5 points) and 27% had only used euro coins outside of Romania (+3 points).

1.4. Socio -demographic segments: awareness and experience of the euro

Some clear patterns appeared when analysing the awarenesmafexperience wit- the euro
according to different socidemographic groups. In most of the cases, these patterns have been stable
throughout the various waves of the survey.

In general, men, younger respondents, higiilycated citizens and those still in educatiaif- s
employed, employees and people from large cities said they had more experience and a better
knowledge of the euro than women, older respondents (aged 55+), those with less education, those not
working, manual workers and respondents from rural areas.

Regarding those respondents who had lsetin and used euro banknotes and ¢dhis patterns fits
perfectly, except for slight variations dependent on age: whi891{earold respondents were most
likely to haveseenboth euro banknotes and coins, thaged 254 were the most likely to hawesed
both euro banknotes and coins.

A similar pattern was observed concerning the awareness thatcen have partially different
designs from country to countrynen, 1524 yearolds, those with high levelsf @ducation, people

from metropolitan zones and the setfiployed and employees were the ones most informed about this
aspect of the currency. Concernibgnknoteshowever, differences showed the same trend but were
less pronounced. For example, respotslaged 154 did not differ in their knowledge, as it was

only members of the oldest age group who were less likely to know that euro banknotes had the same
design everywhere. As an exception to the rule, the correct answer (reghelbanknote design)

was most often given by manual workers (54% vs. &A% of other occupational groups).

Furthermore, regarding questions aboutrttmber of countries that had already joined the euro area
- the sociedemographic categories most likely to give a correct response were rrigh ygarolds,
those from metropolitan zones and urban areas, those with the highest level of egucpliyees
andmanual workersFor example, 29% of the safmployed 31% of employeeand26% of manual
workers and those without paid wdtkew that the euro area consisted of 16 countries

A similar pattern existed in regard to the knowledge aboupdissibility of choice with regard to the
adoption of the common ency with the exception that it was Z2! yearolds, in particular, who
knew that the NMS8 countries did not have a choice about joining the euro area: 319890f26
olds and 32% of 484 yearolds were aware of this obligation, compared to 22%5e24 yearolds
and 29% of those aged 55+.

A demographic breakdown for responses to each question in this survey is included in the annex tables
attached to this report. Regarding the aforementioned questions, please see annet@ables 1
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2. Informing  citizens about the euro

This chapter analyses the degree to which NMS8 citizens feel informed about the euro, their preferred
- and most usedinformation channels, the kind of information they would like to have and when they
would like to receive sucimformation.

2.1. Level, channels and content of information

2.1.1. SeHperceived level of information

Overall in the NMS8a majority of citizens did not feel informed about the euro (59%,) Indeed,
43% said they wereot very well informedand 16%did not feel informed at allFour in 10
respondents felt informed, and 6% few citizensvety well informed

Compared to the previous wave, the level of-peliceived euroelated knowledge has slightly
decreased: fewer citizens (6% vs. 8%, percentge points) now said that they wevery well
informed,while the share of those who said they weot well informedat all has increased by two
percentage points (from 14% to 16%).

Evolution of self  -perceived information level regarding the euro, %

mVery well m Rather well Not very well ®Not at all ODK/NA
informed informed informed well informed

09/2009 %NMS8 6 43

05/2009 %NMS8 8 43

=
~
=1

05/2008 %NMS9 6 42

=
Eay
=

09/2007 %NMS11 g 41

=
(o2}
S ]

04/2007 %NMS11 B 44

=
1]
LD |

09/2006 %NMS10 NS 42

=
(2]
LD |

04/2006 %NMS10 43

N
[oe]
LD |

09/2005 %NMS10 29 51

=
[<2]

09/2004 %NMS10 31 48 16

i

Q6. To what extent do you feel informed a

In most NMS8 countries, respondents vl not very well or not well informed at all outhumbered
those who felt well or rather well informed. The omelyception was the Czech Republjovhere a
slight majority of respondents felt informed (52%), compared to 45% of respondents who did not
feel informed about the euro.

Differences between most of the remaining countries were insignificant; in six other Member States,
around 6 in 10 respondents did not fery wellor not at all wel) informed(from 58% in Lithuania

to 62% in Hungary and Poland), and around 4 in 10 fathér or very) well informed (from 37% in
Poland to 40% in Lithuania). In Estonia, however, the gap between the uninformed and the informed
was smalleii 55% did not feel\(ery wellor not at al) informed, while 44% felt\ery or rather) well
informed.
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In five of the surveyed countries, the share of those panoeived themselves as uninformed, since

May 2009, has increased at the expense of those feeling informdthis was met strikingly the

case in Romania, where, in September 2009, 6 in 10 respondents said thegtwerg wellor not at

all well informed about the euro, compared to 52% who felt that way in May 2009 (+8 percentage
points). On the other hand, roughly 4 10 Romanians (39%) feltery or rather well informed,
compared to almost half of respondents who did so in the wave before-(@ Hints).

In Latvia and Bulgaria, however, the level ofelf-perceived knowledge has increasedn Latvia,

the share of those who felt well informed has increased from 32% to 39% (+7 points) and in Bulgaria
from 33% to 39% (+6 points), while the percentage of those who did not feel well informed has
decreased about six percentage points from 6880%0in both cases.

Evolution of self  -perceived information level regarding the euro, %
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Just as in the past wave of the survey, merg4Qearolds, those with higher levels of education and
the selfemployed were more likely to feel well informed than their counterparts in the respective
socicdemographic categories. For further details, see annex table 12.

2.1.2. Scheduling information

As a next step, those respondents who said they did not feel well informed were asked when, i.e. at
what stage of the process, they would like to haveemaoformation about the euro and its
introduction.

As in previous years, a majority of citizens lacking proper information in the (now) N8I like
to be informed about the introduction of the euro well in advance of the changeovérlndeed, a

* Due to different national target dates, it is sometimes hard to comvpatehe different time perspectives megenerally however the
s el ect i assooroak possiile afin da fetv pears biefotre c at egori es in most countries suggest
information on this matter
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majoiity of respondents would like to be informed soon as possibler at least dew years before
the introduction of the euro (57%).

Fewer respondents, however, wanted to be inforazedoon as possibl¢his number has decreased
from 37% inMay to 32% in September 200%(percentage points) amide number othose who felt

that they wanted to be informed only a few weeks before has increased from 5% to 8% (+3 points).
Nevertheless, those who still wanted to have information a few years bedonegll in advance) has
slightly increased from 22% to 25% (+3 points).

Desired timeframe for being informed about the euro
W As soon B A few years Afew months ®A few weeks ODK/NA
as possible before before before
09/2009 %NMS8 30
05/2009 %NMS8 31
05/2008 %NMS9 27
09/2007 %NMS11 30
04/2007 %NMS11 32
09/2006 %NMS10 31 5
04/2006 %NMS10 33 5

Q7. When would you like to be informed about the introduction of euro in [COUNTRY]?
Base: who are not informed
The share of those who wanted to be inforraedsoon as possiblanged from 19% in Latvia and
20% in Hungary to 45% in Romania; this latter figureswl8 percentage points above the NMS8
citizen on average. Over a third of Latvians (35%) and Lithuanians (34%) wanted to be irddened
years beforghe introduction of the euro. Relatively few Bulgarians chose this option for the adoption
of the euro 16%).

Desired timeframe for being informed about the euro
W As soon as possible A few years before A few months before A few weeks before ODK/NA
ol g ] e N e
90 8
801 28
ol = 17 . 31 31 o

NMS8 RO EE Cz BG PL LT HU Lv

Q7. When would you like to be informed about the introduction of euro in [COUNTRY ]?

Hungarians were the respondents most liable to think that an information campaign about the euro
could wait until shortly before its introduction. Indeed, 44% of Hungarians preferred to be informed a
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few monthdefore and 11% thought that few weeks beforgould be sufficient. Romanians were the
least likely to favour information iew months beforél7%), and Estonians and Lithuanians were the
least liable to opt for a campaigrieav weeks befor@%).

Men, younger respondents (the-39 yearolds), those with a higher level of education, those living in
metropolitan areas and the sethployed and manual workers, most frequently said that they wanted
to have information on the topis soon as possibl&or further details, see annex table 13.

2.1.3. Trusted distributors of information on the euro

Trust is a key factoin the provision of information: people tend to differentiate between possible
sources based on an assessment of their trustworthinessthiérédore essential to provide the
necessary information through channels that are widely trusted in those countries planning to adopt the
euro.

Traditionally, as previous measurements have established, national central banks are considered to be
the mos trustworthy sources of information regarding the euro and issues related to the changeover.
Also in the current wavenational central banks were seen as the most trusted distributor of
information and campaigns (76%, no change)They are followed by the European Institutions, with

69% of citizens trusting them about ewsdated information (no change).

Slightly fewer than half of respondents had faith in information given by the tax or fiscal
administration (47%- item not askd before) and 45%-3 percentage points) would trust the
government, national or regional authorities and commercial banks (+1 point) for such information. A
similar number (43%) thought that consumer associations were a trustworthy source of information o
the euro {1 point) and 39% would put that trust in journalis&oints).

The body that respondents had least confidence in when it came to information about the euro and its
introduction were trade unions or other professional organisations (35p0ist).

Trusted distributors of information and campaigns

76

National Central Bank 76

European Institutions

Tax, fiscal administration

Government, national or regional
authorities

Commercial banks

Consumer associations
m09/2009

%NMS8
Journalists 39

05/2009

Trade unions, professional %NMSS8

organisations, etc

Q8. For each of the following institutions or groups, please tell me if you would
trust information they provide on the changeover to the euro, or not? .
% of Atr

With the exception of Lithuania, the central bank was all NMS8 countries the institution that
respondents had most confidence in when it came to receiving correct information on the euro and its
introduction: trust ranged from 64% in Latvia to 85G%ilie Czech Republic.
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Lithuanians placed most trust in the European Institutions (68%). There, the central bank was in
second place (58%). In the other seven countries, the European Institutions were among the three most
frequently named institutions, dicating a key role for them with regard to the information and
communication processes used by the European Commission and the European Central Bank. The
share of respondents who nantkd European Institutions ranged from 58% of respondents in Latvia

to 76% in Romania.

Just as in previous waves, commercial banks were also among the top three most trusted sources in the
Czech Republic (in second position), Latvia and Romania (the third most trusted distributor in each
one). In Bulgaria, however, the gauenent and authorities took over from commercial banks in third
position. In addition, in line with the findings of the previous waves, Poland was the only country
where consumer associations were among the three most trusted organisations when it came to
providing information about the euro (third place, 47%).

Most trusted distributors of information and campaign (% trust)

BG cz EE

Central Bank 75 Central Bank 85 Central Bank 78
European Institutions 68 Commercial banks 73 Europearinstitutions 69
Government, authorities 59 European Institutions 72 Tax, fiscal administration 62
HU LT LV

Central Bank 80 European Institutions 68 Central Bank 64
European Institutions 72 Central Bank 58 European Institutions 58
Tax, fiscal administration 58 Tax, fiscal administration 45 Commercial banks 41
PL RO

Central Bank 71 Central Bank 84

European Institutions 64 European Institutions 76

Consumer associations 47 Commercial banks 59

Q8. For each of the following institutions or groups, please tell me if you would trust information they provide
on the changeover to the euro, or not?

As a general trend, 15 to 24 yadds and those with an average or higher level of education were
more likely to say they trusted most kinds of euro information sources than the other groups. However,
exceptions did exist: journalists were, for example, most trusted by those agedakfeand

Men and women were as likely as each other to put trust in local governments, national central banks,
commercial banks and trade unions, while men more frequently trusted national and regional
government authorities, the European institutions, journalists@mlumer associations.

Local administrations were more trusted by respondents living in rural areas; employees placed the
most trust in government, national and regional authorities, national central banks, European
institutions and commercial banks;ujoalists, trade unions and consumer associations were most
often trusted by manual workers. For further details, see annex table 14.
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2.1.4. Preferred channels of information

Another key aspect of a successful information and communication campaigmisdhan used to
reach the citizens. Respondents were asked to say how they would rdeeiteeuseful information
about the euro and the related changeover.

The sequence dhe preferred channels in September was approximately the same as that seen in May
2009. The most preferred information channel was television (89%ercentage point). Regardless

of the nature of information to be conveyed, Flash Eurobarometer swuagstently show that
television is the most preferred source of informatior{89%).

Preferred channels for information and campaigns , %

On television

In newspapers, magazines
In banks

On the radio

On the Internet

In schools and other places
of education and training

In public places

=09/2009

In your letter box %NMS8

60

05/2009

In the workplace
58 %NMS8

In supermarkets and shops

Q9. Where would you like to receive useful information on the euro and the changeover?
multiple answer

The next most preferred channels for campaigns, with approximately 8 in 10 respondents, were
newspapers and magazines (79%, unchandetks (78%, unchanged) and the radio (76%,
percentage point).

As in May 2009, threequarters of respondents named the Internet (74%}{hinds named schools
and other places of education and training (64%ercentage point) and approximateiyn@0 opted
for public places (58%4 points).

I nformation by fAtraditi ona4d4 pointshandl53%veasted toeggetu e st e
information at the workplace & points). A minority of respondents would like to be provided with
information mateaal on the euro in supermarkeand shops (47%,5 points).

While support for most channels of information remained the same, the wish to be informed in public
places, by mail, at the workplace and in supermaiked shops has decreased since thevpast by

4-5 percentage points.

Looking at the country level, we can see that

1 Except in Estonia, television was the most preferred channel of information in all countries,
ranging from 78% in Hungary to 96% in Poland.

1 The use of banks was the most prefdrchannel for information and campaigns in Estonia
(81%). They were placed second in Bulgaria (70%) and Hungary (62%) and in third place in
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the Czech Republic (78%), Hungary (62%), Lithuania (74%) and Latvia (83%). Poland was
the only country not placiniganks in the top three.

1 The print media (newspapers and magazines) was the second most preferred information
channel about the euro in Poland (92%), Latvia (85%), Lithuania (82%) and Romania (73%).
That channel was ranked third in Estonia (71%) Buaidaria (70%).

The radio was the third most trusted channel in Poland (88%) and Hungary (59%)

The Czechs were the respondents most frequently citing the Interneti(%3%y) television
was preferred to the Internet in that country.

Compared to the prews wave, in Bulgaria, Hungary, Lithuania and Latvia the-3omost
popular information channels remained exactly the same. In the other four NMS8 countries, either
new channels have reached thettay@e or there have been some changes in positiontdni&s

for example, the print media replaced the radio in third place.

Most preferred channels for information and campaigng% prefer)

BG Cz EE

Television 87 Television 81 Banks 81
Banks 70 Internet 78 Television 79
Print media 70 Banks 78 Print media 71
HU LT LV

Television 78 Television 89 Television 91
Banks 62 Print media 82 Print media 85
Radio 59 Banks 74 Banks 83
PL RO

Television 96 Television 88

Print media 92 Print media 73

Radio 88 Banks 72

Q9. Where would you like to receive useful information on the euro and the changeover?

Men were more liable to prefer receiving information in public places and on the Internet, while
women found it more useful to receive information by (traditional) mail, in banks and at work.

The youngest age group particularly wanted to receive infoomati banks, in public places, in the
workplace and over the Internet, while-880 yearolds most frequently opted for the radio.

With the exception of supermarkets and shops, in the workplace and by (traditional) mail, respondents
with the highest levebf education gave the highest levels of support to all of the given methods of
becoming informed about the euro and its introduction. Supermarkets, shops and written mail were
most often cited by those with the lowest level of education, and the workpfat®se with an
average level of education.

City dwellers were most likely to name the Internet and the radio, while respondents from rural areas
were more liable to want to receive information in supermarkets and shops, and at work.

Furthermore, ther were some variations concerning occupational groups. Manual workers, for

example, showed a preference to receive information in supermarkets and in schools. For further
details, see annex table 15.

page26



Analytical Report Flash EB N 280- Introduction of the euro in the New Member States

2.1.5. Most favoured topics of information campaigns

As for information content required by citizens most people felt thaall topics suggested for
inclusion in the euro information campaign were important (between 80% and 92% of
respondents chose at least one topic).

The most preferred topic remained tlaue of the national currency in euioalmost unanimously,

NMSS8 citizens said this was an essential aspect of any campaign -Pp#rcentage point), as was

the need folinformation about how the euro would be introdudeda particular country (89%.1

point). Furthermore, respondents identifreéasures to ensure a fair conversion of old pri@&8o,

+1 point), thepr act i c al i mplications of the eurods introc
(84%, -1 point), and thesocial and political implicdons of the eurd83%, +1 point) as important

topics for a euro information campaign. Finally, tygpearance of euro banknotes and coives

considered to be the least essential element of an information campaign. However, it was still
mentioned by an @rwhelming majority of 80% (+2 points).

The order of the most favoured topics has remained unchanged since May 2009. Moreover, the
percentages of respondents identifying a topic as meaningfalomdy changed slightly. The design
of the euro, for examp| was cited by 80% of respondents instead of 78% in May 2009 (+2 points)

Preferred topics for information and campaigns
=09/2009 %NMS8 05/2009 %NMS8

The value of one euro in [CURRENCY]

The way how the euro will be introduced in [COUNTRY]

How to ensure that the rules for currency conversion into
euro are respected

The practical implications of the euro regarding your
salary, your bank account

The social, economic or political implications of the euro

What notes and coins in euros look like

78

Q10. In your view, which of the following issues about the euro are essential to be covered in priority by the information campaign? -
% o Bsenfiadd
Except for Estonia the value of the euro ithelocal currencywas themost popular topic in all of
the NMS8 countriesi the share of respondents naming it ranged from 87% in Romania to 96% in
Hungary. In Estonia, it was listed in second place (88%), just one percentage point behind the
changeover scenario (89%).

The second most important tofiithe changeover scenarigthe way the euro will be introduced in [
COUNTRY])i appeared among thep three preferences in all the NMS8from 84% of respondents

in Romania to 91% in the Czech Republic and Lithuania. While it was ranked in second position in the
Czech Republic, Hugary, Lithuania, Latvia, Poland and Romania (RO: equal second), it only came
third in Bulgaria.

How toensure the conversion rulase respectedappeared as one of thap three essential topics in
five countries Lithuania (91%), Bulgaria (89%), the Cre®epublic and Latvia (both 88%) and
Romania (84%)Practical implications of the eurmegarding salaries and bank accoumtgpeared in
third place in Hungary (88%) and Estonia (87%). In Poland, informatiosocral, economic or
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political implicationswasmentioned by 87%; this placed the subject third among preferred topics of

the campaign.

The preferences of Bulgarian, Czech, Hungarian and Lithuanian respondents have remained exactly
the same since the last wave in May 2009. In the remagungtries either the top three has stayed
the same (but with a different sequence) or one new topic has gained a place in the tdthree.
example, in Poland, thsocial, economic or political implicationsf the euro have replaced the
practical implications of the euro regarding salaries and bank accounts in third place.

Preferred topics for information and campaigns(% essential)

BG Cz EE
Value of euro local Value of euro in local .
92 Changeover scenario 89
currency currency
Ensure the conversion rule Changeover scenario Value of euro in local
to be respected 89 9 o1 currency 8
. Ensure the conversion rules 1 L

Changeover scenario 88 be respected 88 Practical implications 87
HU LT LV
Value of euro local Value of euro in local Value of euro in local
currency 96 currency 93 currency 2
Changeover scenario 89 Changeover scenario 91 Changeover scenario 88

L Ensure the conversion rules 1 Ensure the conversion rule
Practical implications 88 berespected o1 to be respected 88
PL RO
Value of euro local Value of euro in local
currency 94 currency 87
Changeover scenario Ensure the conversion rules i

9 92 be respected 84
Social, economic opolitical 87 Changeover scenario 84

implications

Q10. In your view, which of the following issues about the euro are essential to be covered in priority by the informatic

campaign?

Regardingsocicdemographic groups there were no significant differences between men and women
in their preferences for the topics to be covered by an information campaign on the euro. When
looking at differences between age groups, only minor variations were observed: for example, those

aged 55 and older were most likely to identify dlesign of euro moneas a priority.

Respondents with a higher level of education were the ones giving more priority than their

counterparts to knowing more about such issudsoasto ensure that currepaconversions to the

eur o Wi

accouandtised s oc i

Thedesignof the euro was most often considered to be essential by people living in rural areas, while

btee ipesapectatlo,i mplications

al

, economic

or

of

t he

e ul

p o I Thdse with &n avemagel i c at |
level of education were the respondents nrasjuently interested in thadesign of euro money

city dwellers were more eager to learn about liogveuro will be introducedhe social, economic
and political implications of the eurand thepractical implications of the euro regarding their

personal financesAmong the few differences between occupational groups, it was noted that

employees were more interested than their counterparts in leabouog thepractical implications of
the euro regarding their personal financasd how dair conversion of the local currency into euro
could be ensuredror further details, see annex table 16.
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2.1.6. Main activities and events essential to be included in an information
campaign

Survey participants in NMS8 countries were also asked which campaign activities and tools they
considered to be essential if they were to be prepared for the introdottioe euro Across NMS8
countries,a majority of respondents considered the activitie$ that had actually been used in

other countries prior to the changeoveii to be indispensable

However, as in previous yearbgete were significant differences in the priorities given to the various
methods. Thelual display of pricesvas seen to be the most important information tool by far; most
frequently so in the case of shops (87%, unchanged), followed by its use on utility bills (electricity,
gas, etc., 80%:;1 percentage point) and on payslips (75%, unchdinge

TV adswere the next most popular method of providing effective explanations about the euro and its
introduction (73%, unchanged), followed lags in newspaper$72%, +1 point). Twethirds of
respondents considereddio adsto be useful (+1 point),ral about 6 in 10 opted fdeaflets and
brochureq63%, +2 points).

Preferred tools of the information campaigns

100 Dual display of prices in shops 100 bD_:.;aI display of the amount on 100 Dl_ual display on your pay 100 TV advertisements
ills slip
90 90 90 90
80 80 80 80
70 70 70 70
60 60 60 60
81 79 86 85 83 86 84 87 87 70 69 76 75 75 79 78 81 80 66 66 71 70 70 74 75 75 75 78 73 7170 7172 73 73 73
5+ 89+ "N+ 8 00—
T8 o o~ ~ T8 © o~ ~ I8 0o~ ~ < W o
885855888 88555858888 885555888 ss5885k6888
NYesdd88R NYeedd88S NYeSsdd8S8R NNSRIIIQRR
o ¥ O B B & o ¥ 9B B & o2 = T, BT, - S 359 6 B &
CEREEPPP CRFFPPEY CERPEEPY °Sgege83
R A LI A
* * * * * * * *
100 Newspaper advertisements 100 Radio advertisements 100 Leaflets / Brochures
90 90 90
80 80 80
**xx 0 NMS8
70 70 70 **% 0h NMS9
60 60 60 *% 0,
INJA 73 72 70 70 71 71 71 72 66 64 64 64 65 67 67 66 67 64 61 62 60 60 63 65 61 63 % NMS11
o+—7—7 77T S+ 0+ * 05 NMS10
T8 o o~ ~ T8 o0 o~ I~ I8 0 o~ ~
88555582883 885855833 885585883
NYSSSSR88 SY¥Ss888888 DN O S
S 3 F O B 5B S S 330 BB & S 59 6 B &
ce o888 ce 998883 ceee888
I I I LI T
R L L |
I E i

Q11. Here is a list of various information campaign actions. Could you tell me for each of them whether you would find it ess ential or not essential to
prepare yourself for the euro?
% of fess

For most of the suggested tools, women gave a higher priority, eduahdisplay of prices on utility
bill andon payslips information given irfeaflets and brochurezndTV ads

Respondents aged 55 and over were more enthusiastic than their counterparidvabadio and
newspaper adsyhile those aged 239 gave most weight to ttdual display of pricesespecially on
payslips. Moreover, theswith the lowest level of education, respondents living in rural areas and
those not working were the groups most frequently mentiofihgnd radio adsas an essential part

of a campaign.

Among other small differences observed was, for example, thdutialisplay of prices in shopgas
most often seen as essential by respondents from metropolitan areas and employees.
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3. The euro: perceptions and support for its introduction

Thischap er deals with NMS8 citizens6é interesft in, [
the euro This survey was conducted in a climate that is still influenced by the global financial and
economic crisis that continues having a more or less singparct on the NMS8 economies.

The survey results showed that NMS8 <citizensb6 a
worsened since May 2009. There has only been a slight deterioration, however, stilthevere

now similar to those in the survey wave conducted in 2008 he gradual improvement in attitudes

towards the euro and its introduction, which has been observed since these Flash Eurobarometer
waves were first conducted in 2004, has therefore been stopped and not reversed.

One of tke factors leading to thaight decrease of positive attitudesowards the euro, at an overall
NMS8 level, was thaignificant drop of support for the euro in those countries that had seen a
steep increase in such support in the previous waveahat had ben conducted in the middle of the
financial crisis (May 2009). This was particularly so in the case of the Czech Republic and Hungary.

3.1. Consequences of the eurobés introduction

When examining attitudes in the NMS8 about the introduction of the euro at both national and
personal levels, it is seen tla@tizens expect rather more positiveconsequences for their country
than they do for themselves.

3.1.1. Consequences at the natioal level

Slightly more than half of citizens thought that the euro would have positive consequences for

their country (52%), compared to approximately otlgird of respondents who expected negative
consequences at the national level (35%).addition, nore respondents expectegry positive
consequencethanvery negatveones (14% v s. 10%) . About one in
how to judge the most probable effects of the eu

Consequences of the e u r anfreduction  at a national level

m\Very positive BRat her pc Rat her ne ®Verynegative ODK/NA
consequences consequences
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09/2009 %NMS8 25 10
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Q13.(2007 -200 9)/ Q12(2006) . Do you think the introduction of the euro would have positive or negative
consequencesfor [COUNTRY ]é ?
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Those numbers indicate slight increase in the proportion of citizensbelievingt hat t he ewur o
introduction would have a negative impactin May 2009, 55% expected a positive outcome and

32% expected negative consequences. The expectations were, honareeppositive than they were

in May 2008 and were similar to the findings of 2007. Looking back at previous waves, one can
particularly notice an increase in those respondents expegtiygpositiveconsequences for their

country once the euro is introcked (from 4% in 2005 to 16% in 2009).

In most NMS8 countries, respondents who expected positive consequences for their country
outnumbered those who expected negative oRemania and Poland, however, were the only
countries where a majority of respondats were positiveabout developments once their country

had joined the euro area (62% and 52%, respectively), compared to a minority who were concerned
about the future after the euro (25% and 37%, respectively).

Latvia and the Czech Republi¢ on the othehand, were the only countries whenere respondents

expected the euro to have negative consequences for the country than positive odé8o of

Czech respondents and 43% of Latvians were negat
(in both countries).

Consequences of the eatnpafiopallevelt¥st oducti o
H % very and rather positive % very and rather negative

CZECH REPUBLIC ESTONIA HUNGARY
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47 51
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In comparison to the past wave in May 2009, the citizensabfia, Bulgaria and Romania have
developed anore positive attitude towards the impact of the introduction of the euro at a national
level; those ofHungary, Poland, the Czech Republic and Estonidave becomenore negative
about the currency.

The drop in respondents who were convinced about a positive impact was most pronounced in the
Czech Republic and Hungary: since May 2009, the survey showegdexcdhtage point drop, to 41%

and a nine percentage point drop, to 49%, respectively, in those countries. At the same time, the share
of those who expected a negative impact increased by six percentage points (to 46%) in the Czech
Republic and by five pots (to 37%) in Hungary. In Poland, the decrease in those having positive
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expectations was not so steef points to 52%), but the increase of those who were negative was
more significant (to 37%, +9 points).

On the other hand, in Latvia, Bulgaria and Rwmma, the share of respondents convinced of an

I mpr ovement in their countryos situation once t
points in Romania (62%), and by four percentage points in Latvia (41%) and in Bulgaria (to 46%). At

the samdime, the share of respondents who thought the situation would deteriorate has dropped by 13
points in Latvia (to 43%) and by six points in Bulgaria (to 35%). Romania saw no change in this
respect (25% in both waves).

In Lithuania, both the numbers of fagsters and opponents of the euro have increased: by eight points
(to 44%) and nine points (to 44%), respectively.

3.1.2. Consequences at the personal level

Respondents were somewhat less positive about how their personal situation will develop once the
euro is introduced than about the consequences for their country.

Approximately half of NMS8 citizens (48%) expected positive consequendes themselves, while

nearly 4 in 10 expected negative ones (38%). However, also on this personal level, trarsgerasp

who expectediery positiveconsequences outnumbered those who expeeigdnegativeones (15%

vs. 12%). About one in seven (14%) of respondents could not or did not want to give an opinion about
the personal consequeomcteegcoonfry. t he eurobdés introduc

A slight increase in negative attitudes since May 200&ncerning the impact of the euro after its
introduction is also visible on that level. Indeed, since the past wave, the number expecting negative
consequences has increased by three percentage points (to 38%), with a two point increase of those
expectingvery negativeconsequences. Howevepmpared to waves conducted in 2062008, the

attitudes of NMS8 citizens on that point have remained stable, and have become more positive
overall since 2004.
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Q14.(2007 -200 9)/ Q13.(2006) And for you personally, do you think that it would be positive or
negativeif the euro would be introduced?

The country level resudtshow that onlyRomania had anabsolute majority of respondents who
expected positive personal consequencdéom the changeover: more than 6 in 10 (64%, +3
percentage points) believed in the positive effects for themselves and-2186irft) felt the euro
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woul d have negati ve per sonal conseguences. The
expectations for their country.

While in most NMS8 countries, no absolute majority was seen to be positive about the changeover
there were, nevertheless, more respondents who expected positive personal consequences than
negative ones: Bulgaria (48% vs. 32%), Hungary (46% vs. 37%), Latvia (45% vs. 42%), Lithuania
(42% vs. 37%) and Estonia (43% vs. 42%).

Only in two NMS8 countrieghe Czech RepublicandPoland, were respondents who expected rather
negative personal consequences the changeovanore numerous than those expecting a positive
outcome An absolute majority of Czech respondents thought that they would personally suffer
disadvantages (54%), while those thinking the contrary were in a minority (37%). In Poland, their
numbers were about equal (45% negative, 43% positive).

Consequences of the eatnpefssnalieveb,%boduct
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Just as with the eurobds ideveldopgméewnmin aft ¢ihei nan

differed between countries. In the Czech Republic, Estonia and Poland, respondents became more
negative about the consequences of the eurobs i
Bulgaria and Romanke spondents were becoming increasingly

i Latvia: a + 5 percentage point increase in positive views (to 45%]),2apercentage point
decrease in negative views (to 42%)

1 Romania: a + 3 percentage point increase intigesviews (to 64%), a1l point drop in
negative views (to 21%)

9 Bulgaria: a + 2 percentage point increase in those seeing a positive personal impact (to 48%),
a- 4 percentage point decrease in those seeing a negative personal impact (to 32%)

9 Lithuania: a+ 5 percentage point increase in positive views (to 42%¥ percentage point
decrease in negative views (to 37%).
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