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Introduction  
 

EU Member States can 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 2004 or later, but the Treaty does 

require them to join the euro area in the 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 January 2009. Before 

adopting the euro, a country must comply with the Maastricht criteria and have been a member of the 

Exchange Rate Mechanism II (ERM II) for a minimum of two years. Lithuania, Latvia and Estonia are 

members of the ERMII, whereas Poland, the Czech Republic, 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 knowledge and information 

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

of this survey is to identify and further track citizensô perceptions in the new Member States not yet in 

the euro area (hereafter described as the NMS8
1
), regarding the future introduction of the common 

currency.  

  

The main themes of this report are the:  

  

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

¶ feelings as to whether citizens are informed ï and their most favoured information 

channels  

¶ perceptions about the single currency 

¶ 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 countries due to adopt the common currency in the coming years. It should be 

noted that ñaverageò perceptions might change because of the different composition of the samples in 

comparison to previous waves: Slovakia was dropped from the surveys in 2009, Malta and Cyprus 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 period 2004 ï 

May 2009. The present questionnaire is fully comparable to those of 2006 ï May 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 surveyôs fieldwork was carried out between 21 and 25 September 2009. Over 8,000 randomly 

selected residents aged 15 and above were interviewed in the eight Member States that joined the EU 

in 2004 or later and are not yet using the euro as their legal tender (the NMS8).  

                                                      

 
1 Poland, the Czech Republic, Hungary, Bulgaria, Romania, Latvia, Estonia and Lithuania. 
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Main findings  
 

 

Familiarity with the euro 

¶ Six in 10 citizens of the new Member States not yet in the euro area (the NMS8) did not feel 

well informed about the euro (59%), while 4 in 10 felt well 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, NMS8 citizens were more familiar with euro banknotes than with euro 

coins: 

o 81% of respondents had seen euro banknotes and 76% had seen euro coins; 55% had 

already used banknotes and 49% had used coins. 

o 46% of NMS8 citizens were correct in knowing that the design of the banknotes was 

uniform throughout the euro area; 37% of 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 

¶ A majority of those NMS8 citizens who did not feel well informed would like to have 

information about the introduction of the euro as soon as possible or at least a few years 

before the changeover (57%).  

¶ National central banks and the European Institutions 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 was ï across all NMS8 countries - 

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 Institutions figured in the top three in all NMS8 

countries. 

¶ Television remained 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 was the value of the 

euro in the national currency (considered 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 in a euro information campaign, the dual display of prices was 

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 

¶ More than two-thirds of NMS8 citizens thought that their country should not rush into joining 

the euro area: 36% would like to have the euro introduced after a certain time and one-third as 

late as possible. A quarter of respondents would like to see their national currency replaced by 

the euro as soon as possible. Compared to the previous survey wave, more respondents were 

hesitant about an immediate changeover. (-3 percentage points, ñas soon as possibleò)  

¶ 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 and Polish, on the other 

hand, tended to feel this would not happen before 2015. 

¶ 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 

¶ A majority of NMS8 citizens expected the introduction of the euro to have positive 

consequences for their country (52%), and a relative majority thought there would be positive 

consequences for themselves (48%); 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.  

¶ Relative majorities said they would personally be happy (49%) if the euro was introduced and 

that the general opinion in their country was favourable (44%). Slightly less than 4 in 10 said 

they would personally be unhappy if the euro was introduced (39%) and that their fellow 

citizens were not in favour of its introduction (37%). 

¶ The results of these perception and support indicators showed that the NMS8 citizensô support 

for the euro and its introduction has slightly decreased since May 2009. However, the results 

were now similar to those seen in 2008, indicating that the gradual improvement in attitudes 

towards the euro ï noticed since 2004 - has been stopped rather than reversed. 

¶ 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 particularly so in the case of the Czech Republic and 

Hungary. 

 

Expectations and fears regarding the euro  

¶ More than half of NMS8 citizens agreed that introducing the euro in their country would make 

them feel more European (55%), while 35% thought that their country would lose a great deal 

of its identity. 

¶ An overwhelming majority of respondents agreed with several positive statements concerning 

the practical effects of introducing the euro ï e.g. ñit will be more convenient for those who 

travel to other EU countriesò (90%); will make it easier to shop in other countries that use the 

euroò (87%), etc. As in previous waves, the only exception was ñit offers protection from the 

effects of an international crisisò, which had the support of 41%. The share of citizens 

believing in the power of the euro to protect their country from crises has slightly decreased 

compared to the previous survey wave (-3 percentage points).  

¶ Looking at the various economic and political effects of the euroôs introduction, 64% of 

respondents agreed that an enlargement of the euro area by the accession of their country 

would improve Europeôs global significance and 47% thought it would ensure sounder public 

finances. Fewer respondents agreed that the euro would foster employment and growth (41%).   

¶ The only widespread fear among NMS8 citizens regarding the introduction of the euro was the 

potential for abuses and cheating on prices during the changeover (73%). Most people said 

they were not worried about personal inconveniences that would be caused by the changeover 

(57%) or about a loss of the countryôs control of economic policy (55%). 

¶ Over two-thirds of respondents (68%) believed that the euro would cause prices to increase 

just after its introduction, while 45% thought that one of the euroôs advantages would be low 

inflation rates. The proportion of citizens who believed in the long-term stabilising effect of 

the euro on prices, however, has decreased sharply since the past wave (-10 percentage 

points).  
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1. Awareness of - and experience with - the euro  
 

This first chapter looks at respondentsô awareness of the euro and their familiarity with the currency. 

1.1. Citizensô awareness of the euroôs introduction and of the euro area 

1.1.1. Awareness of current euro area countries 

When asked about the number of countries already in the euro area, roughly a quarter of 

respondents (27%) knew the correct answer: 16. One 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 respondents did not know 

how many countries have the euro as their currency (26%). The number of correct responses has 

slightly decreased compared to the previous wave of May 2009.
2
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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 stating the correct number of EU 

Member States having the euro as their currency (42%-41%). On the other hand, just approximately 

one-fifth of Romanians (18%) and a quarter 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 (-3, -3 and -1 percentage point(s), respectively). In three countries - the Czech 

Republic, Estonia and Bulgaria - the 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 can be compared as the 
proportion of differences in the numbers has remained similar. 
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1.1.2. Expected date of the euroôs adoption  

 

A majority of respondents (60%) expected their 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 next year (5%). About one in five (22%) did 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 they did not know or gave no answer. 

 

Estonians (55%), Bulgarians (50%) and Latvians (47%) were the most positive about their 

country adopting the euro by 2012 and 12% of Bulgarians expected their country to switch over to 

the euro by 2010 at the latest. Romanian respondents were the least optimistic about a changeover to 

the euro by 2012 (35%).  
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On the other hand, Hungarians, Czech and Polish were the most pessimistic about their countriesô 

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 never happen. In the Czech Republic and 

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

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

 

Bulgarian and Romanian respondents were the ones 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 wave that was conducted four months before 

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

 

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

area at the earliest in 2013-2014 ranged from 3 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 accession date of 2015 or later was 

seen in Poland, where their share has doubled from 12% to 24%. In Bulgaria, and Estonia, 

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

 

¶ The drop in respondents expecting their country to adopt the euro by the end of 2012 was most 

visible in Poland (-18 percentage points from 59% to 41%) 

 

¶ Decreases in the proportion of respondents who expected the euro to be adopted by the end of 

2010 were seen in Lithuania (-7 percentage points), the Czech Republic and Estonia (both -6 

points). In Romania (7%, -1 point) and Hungary (6%, -1 point), however, there 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 wave, the majority of the surveyed countriesô citizens believed that their nation 

had a choice as to whether it adopted the euro, even 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 only 3 in 10 (29%) had an opposite view.  

 
Can Member States choose whether or not to adopt the euro?
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Awareness of their countryôs legal obligation was the highest in Hungary (43%), the Czech Republic 

(42%) and Bulgaria (41%), where more than 4 in 10 respondents gave the correct answer. On the 

other hand, only one-fifth 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 the euro? % of correct (ĂNOò) answers

Q5bis. Can (OUR COUNTRY) choose whether or not to introduce the euro?
% of correct answers (NO), by country

29

51

43
39

51

38

32

23

17

29

43 42 41 39
36

34

24
21

0

10

20

30

40

50

60

70

80

90

100

NMS8 HU CZ BG LV LT EE RO PL

05/2009 %NMS8 09/2009 %NMS8

 



Analytical Report   Flash EB No 280- Introduction of the euro in the New Member States 

    page 11 

While, on average across 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 knew about the legal 

obligation in those countries, these figures dropped to 43% in Hungary (-8 percentage points) and 39% 

in Latvia (-12 points). In Romania (+1 percentage point), Bulgaria and Estonia (+2 points), and 

particularly in Poland (+4 points), on the other 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
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Romania (61%), Estonia (56%) and the Czech Republic (51%) were the only countries where a 

majority of respondents knew that euro banknotes looked exactly the same in 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 the only 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 know was high: 

ranging from 11% in the Czech Republic to 33% in Bulgaria.  

 

In several countries ï particularly in those that were more knowledgeable about the euro banknotes - 

there was a considerable drop in the proportion of those that knew that those banknotes looked 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 pronounced (-3 percentage 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. 
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1.1.5. Familiarity with the design of euro coins  

As in the previous waves of the survey, respondents were less familiar with the design of euro 

coins than with the design of euro banknotes: While 46% of respondents knew that banknotes had 

the same design in all of the euro-area 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%) and a quarter did not know about 

differences in design. 

Familiarity with the design of euro coins: 
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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 May 2009 to 37% in September 

2009. 

 

Estonia was the only country where a majority 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 gave the 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 countries, there has been an increase in the share of respondents giving the right 

answer: ranging from one percentage point in Estonia to seven points in Lithuania. Only Hungary (-1 

percentage point) and Latvia (-3) showed a decrease in the proportion of knowledgeable respondents. 

The share of citizens not knowing the answer - or not responding - was quite significant across all 

NMS8 countries (ranging from 12% in the Czech Republic to an extremely high 35% in Bulgaria).  
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As in previous surveys, Estonia was the only country where a majority of respondents gave the 

right answer concerning both euro banknotes 

(56%) and coins (52%). In most countries, 

respondents were either more informed about the 

design of coins, e.g. Hungary (49%) or banknotes, 

e.g.  the Czech Republic (51%), Lithuania (49%) 

and Latvia (45%). A striking difference, however, 

was again seen in Romania, where respondents 

were the most frequently familiar with the design 

of banknotes (61%), while they were the least 

familiar with the features of euro coins (18%). An 

opposite observation can be made for Hungarians: 

half of respondents said they were informed about 

the differing design of coins (49%), but only 38% 

gave the correct answer concerning banknotes.  

 

As in May 2009, Bulgarians were the least 

informed about the design of the euro: 
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approximately 4 in 10 gave the right answer concerning banknotes (41%) and coins (38%); 

furthermore, a third gave no 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 not know how or what to answer (11% euro banknotes, 12% coins). 

 

1.2. Experience with euro cash  

1.2.1. Euro banknotes 

Similar to May 2009, 81% of respondents in the surveyed countries indicated that they had seen euro 

banknotes. The number of those who had already used the euro has remained stable - 55% in both 

May and September 2009. 

 
Seen and used euro banknotes

Seen Used

Q1a. Have you already seen euro banknotes?
Q2a. Have you already used  euro banknotes ?
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Across all NMS8 countries, citizens were more likely to have seen euro banknotes than to have 

actually used them. Respondents in Estonia and the Czech 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 seen euro banknotes. 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 to have seen or used 

euro banknotes. Around three-quarters 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 increases ï since May 2009 - have occurred in the Czech Republic: familiarity 

with euro banknotes has increased by nine percentage points, to 86%, and usage has increased by six 
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percentage points, to 69%. In Romania, however, the share of those who said they had seen and/or 

used euro banknotes has dropped
3
, from 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. In 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%). 

 

Q1a. Have you already seen 
euro banknotes?

Q2a. Have you already used  
euro banknotes ?

% all respondents, by country
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1.2.2. Euro coins 

This survey wave showed once again that euro coins are - in general - less known and less widely 

used than euro banknotes in the NMS8. Just a few more respondents than - in May 2009 - had seen 

(76%, + 2 percentage points) and used euro coins (49%, + 1 point).  

 

Familiarity with euro coins was the highest in the Czech Republic (86%), Estonia (81%) and Poland 

(79%), where about 8 in 10 respondents or more said they had seen those coins; 7 in 10 Czech 

respondents had actually used euro coins (69%), 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: two-thirds had seen euro coins and 4 in 10 had used them. 

 

In the remaining NMS8 countries, 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%.  

 

                                                      

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

might expect an ever-increasing figure for such an indicator), a certain ñmemory effectò plays a role when such questions are answered. It 

might be the case that someone still remembers that they used the euro during last yearsô vacation, but they would no longer remember such 
an event three years later. 
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Seen and used euro coins

Seen Used

Q1b. Have you already seen euro coins ?
Q2b. Have you already used  euro coin s ?
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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 percentage points (to 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 had seen euro coins 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 changes were observed in Poland (seen: no change, used: + 1 

percentage point) and Romania (seen: + 1 point, used: - 1 point), while in Estonia and Hungary, 

familiarity with euro coins has slightly decreased (seen: - 2 points in Estonia and -1 point in Hungary; 

used: -1 point in both countries). 
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1.3. Where do people use the euro?  

 

As was seen in previous waves, payments with the euro in foreign countries were reported to be 

more widespread than those made with the euro at home: over half of respondents had only used 

euro banknotes abroad (55%), nearly two-thirds (64%) had only used coins outside of their own 

borders and about one in five had used euros both at home and abroad (banknotes: 23%, coins: 21%); 

in addition, 22% had only used banknotes in their home country and 15% had only used euro coins at 

home. 

 

The proportion of respondents only using the 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 coins in both their country and abroad, on the 

other hand, saw a slight decrease (banknotes: 23%, -2 points; coins: 21%, -3  points), as did the use of 

banknotes limited to respondentsô home countries (22%, -3 percentage points). The use of coins 

exclusively in their home countries, however, remained stable at 15%. 
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A closer review of country level results showed considerable differences in the usage of euro 

banknotes and coins between individual countries.  

 

In three NMS8 countries (Estonia, the Czech Republic, and Hungary), over all survey waves a wide 

gap between a large majority who had only used the euro only abroad compared to a minority 

who had also used them at home was observed. Indeed, in the current wave we saw in 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 respondents had 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, even if results varied 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 coins only abroad and between a quarter (in Lithuania) and one in 

three (in Latvia) have used them also in their home countries.  Concerning banknotes it holds also true 

that the majority of respondents had used them only abroad, while only a minority had used them also 

at home. However, the gap between those two spending behaviours was smaller. In Latvia, for 
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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 ?
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euro banknotes, % by country
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Q2ter . You said you already 
used euro coins. 

Was it ..?
Base: those, who have already used 

euro coins, % by country

Abroadonly In COUNTRY (as well)

 
 

In Bulgaria, banknotes were as often used at home as only abroad (50% vs. 50%), while coins were 

more often only used abroad than within the countryôs territory (55% vs. 44%). These findings are due 

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 number (-10 

percentage points, and -11, respectively).  

 

Finally, Romanians differed significantly from the other NMS8 citizens in their use of 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 well as abroad rather than having just used them abroad. In Romania, 84% of 

respondents said they had used euro banknotes in their home country (-4 percentage points) and 73% 

said they have done the same in regard to euro coins; 16% of  respondents had only used euro 

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 awareness of - and experience with - the euro 

according to different socio-demographic groups. In most of the cases, these patterns have been stable 

throughout the various waves of the survey.  

 

In general, men, younger respondents, highly-educated citizens and those still in education, self-

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 both seen and used euro banknotes and coins, this patterns fits 

perfectly, except for slight variations dependent on age: while 15-39 year-old respondents were most 

likely to have seen both euro banknotes and coins, those aged 25-54 were the most likely to have used 

both euro banknotes and coins.  

 

A similar pattern was observed concerning the awareness that euro coins have partially different 

designs from country to country: men, 15-24 year-olds, those with high levels of education, people 

from metropolitan zones and the self-employed and employees were the ones most informed about this 

aspect of the currency. Concerning banknotes, however, differences showed the same trend but were 

less pronounced. For example, respondents aged 15-54 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 (regarding the banknote design) 

was most often given by manual workers (54% vs. 42%-51% of other occupational groups). 

 

Furthermore, regarding questions about the number of countries that had already joined the euro area 

- the socio-demographic categories most likely to give a correct response were men, 15-24 year-olds, 

those from metropolitan zones and urban areas, those with the highest level of education,employees 

and manual workers. For example, 29% of the self-employed, 31% of employees and 26% of manual 

workers and those without paid work knew that the euro area consisted of 16 countries. 

 

A similar pattern existed in regard to the knowledge about the possibility of choice with regard to the 

adoption of the common currency with the exception that it was 25-54 year-olds, in particular, who 

knew that the NMS8 countries did not have a choice about joining the euro area: 31%  of 25-39 year-

olds and 32% of 40-54 year-olds were aware of this obligation, compared to 22% of 15-24 year-olds 

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 annex tables 1-10. 
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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 used - information channels, the kind of information they would like to have and when they 

would like to receive such information. 

 

2.1. Level, channels and content of information  

2.1.1. Self-perceived level of information  

Overall in the NMS8, a majority of citizens did not feel informed about the euro (59%). Indeed, 

43% said they were not very well informed, and 16% did not feel informed at all. Four in 10 

respondents felt informed, and 6% few citizens felt very well informed.  

 

Compared to the previous wave, the level of self-perceived euro-related knowledge has slightly 

decreased: fewer citizens (6% vs. 8%, -2 percentage points) now said that they were very well 

informed, while the share of those who said they were not well informed at all has increased by two 

percentage points (from 14% to 16%). 

 

Evolution of self -perceived information level regarding the euro, %
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In most NMS8 countries, respondents who felt not very well or not well informed at all outnumbered 

those who felt well or rather well informed. The only exception was the Czech Republic, where 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 feel (very well or not at all well) informed (from 58% in Lithuania 

to 62% in Hungary and Poland), and around 4 in 10 felt (rather or very) well informed (from 37% in 

Poland to 40% in Lithuania). In Estonia, however, the gap between the uninformed and the informed 

was smaller ï 55% did not feel (very well or not at all) informed, while 44% felt (very or rather) well 

informed. 
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In five of the surveyed countries, the share of those who perceived themselves as uninformed, since 

May 2009, has increased at the expense of those feeling informed. This was most strikingly the 

case in Romania, where, in September 2009, 6 in 10 respondents said they were not very well or 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 in 10 Romanians (39%) felt very or rather well informed, 

compared to almost half of respondents who did so in the wave before (47%, - 8 points). 

 

In Latvia and Bulgaria, however, the level of self-perceived knowledge has increased: in 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 66% to 60% in both cases.  

 

Evolution of self -perceived information level regarding the euro, %
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Just as in the past wave of the survey, men, 40-54 year-olds, those with higher levels of education and 

the self-employed were more likely to feel well informed than their counterparts in the respective 

socio-demographic 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 have more information about the euro and its 

introduction.  

 

As in previous years, a majority of citizens lacking proper information in the (now) NMS8 would like 

to be informed about the introduction of the euro well in advance of the changeover.
4
 Indeed, a 

                                                      

 
4
 Due to different national target dates, it is sometimes hard to compare what the different time perspectives mean; generally, however, the 

selection of the ñas soon as possibleò and the ña few years beforeò categories in most countries suggest a rather immediate need for 
information on this matter. 
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majority of respondents would like to be informed as soon as possible or at least a few years before 

the introduction of the euro (57%).  

 

Fewer respondents, however, wanted to be informed as soon as possible: this number has decreased 

from 37% in May to 32% in September 2009 (-5 percentage points) and the number of those 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 before (i.e. well in advance) has 

slightly increased from 22% to 25% (+3 points). 
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The share of those who wanted to be informed as soon as possible ranged from 19% in Latvia and 

20% in Hungary to 45% in Romania; this latter figure was 13 percentage points above the NMS8 

citizen on average. Over a third of Latvians (35%) and Lithuanians (34%) wanted to be informed a few 

years before the introduction of the euro. Relatively few Bulgarians chose this option for the adoption 

of the euro (16%).  
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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 months before, and 11% thought that a few weeks before would be sufficient. Romanians were the 

least likely to favour information a few months before (17%), and Estonians and Lithuanians were the 

least liable to opt for a campaign a few weeks before (4%). 

 

Men, younger respondents (the 15-39 year-olds), those with a higher level of education, those living in 

metropolitan areas and the self-employed and manual workers, most frequently said that they wanted 

to have information on the topic as soon as possible. For further details, see annex table 13. 

 

2.1.3. Trusted distributors of information on the euro  

Trust  is a key factor in the provision of information: people tend to differentiate between possible 

sources based on an assessment of their trustworthiness. It is therefore 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 most trustworthy sources of information regarding the euro and issues related to the changeover. 

Also in the current wave, national 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 euro-related information (no change). 

 

Slightly fewer than half of respondents had faith in information given by the tax or fiscal 

administration (47% - item not asked 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 on 

the euro (-1 point) and 39% would put that trust in journalists (-2 points).  

 

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 (35% ,+1 point). 
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With the exception of Lithuania, the central bank was - in 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 85% in the 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, indicating 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 named the 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 government 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) 
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on the changeover to the euro, or not? 

 

 

As a general trend, 15 to 24 year-olds 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 aged 25 and older.  

 

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 and consumer 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; journalists, 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 campaign is the medium used to 

reach the citizens. Respondents were asked to say how they would like to receive useful information 

about the euro and the related changeover.  

 

The sequence of the preferred channels in September was approximately the same as that seen in May 

2009. The most preferred information channel was television (89%, - 1 percentage point). Regardless 

of the nature of information to be conveyed, Flash Eurobarometer surveys consistently show that 

television is the most preferred source of information (89%).  
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The next most preferred channels for campaigns, with approximately 8 in 10 respondents, were 

newspapers and magazines (79%, unchanged), banks (78%, unchanged) and the radio (76%, -1 

percentage point).  

 

As in May 2009, three-quarters of respondents named the Internet (74%), two-thirds named schools 

and other places of education and training (64%, -1 percentage point) and approximately 6 in 10 opted 

for public places (58%, -4 points). 

 

Information by ñtraditionalò mail was requested by 56% (- 4 points) and 53% wanted to get 

information at the workplace (- 5 points). A minority of respondents would like to be provided with 

information material on the euro in supermarkets and 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 supermarkets and shops has decreased since the past wave by 

4-5 percentage points. 

 

Looking at the country level, we can see that  

¶ Except in Estonia, television was the most preferred channel of information in all countries, 

ranging from 78% in Hungary to 96% in Poland.  

¶ The use of banks was the most preferred channel 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 placing banks in the top three.  

¶ 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%) and Bulgaria (70%). 

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

¶ The Czechs were the respondents most frequently citing the Internet (78%) ï only television 

was preferred to the Internet in that country.  

Compared to the previous wave, in Bulgaria, Hungary, Lithuania and Latvia the top-3 most 

popular information channels remained exactly the same. In the other four NMS8 countries, either 

new channels have reached the top-three or there have been some changes in position. In Estonia, 

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

 
Most preferred channels for information and campaigns (% 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 information in banks, in public places, in the 

workplace and over the Internet, while 40-54 year-olds most frequently opted for the radio.  

 

With the exception of supermarkets and shops, in the workplace and by (traditional) mail, respondents 

with the highest level of 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 workplace by those 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, there 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. 
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2.1.5. Most favoured topics of information campaigns  

 

As for information content required by citizens, most people felt that all 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 the value of the national currency in euro ï almost unanimously, 

NMS8 citizens said this was an essential aspect of any campaign (92%, -1 percentage point), as was 

the need for information about how the euro would be introduced in a particular country (89%, -1 

point). Furthermore, respondents identified measures to ensure a fair conversion of old prices (85%, 

+1 point), the practical implications of the euroôs introduction regarding salaries and bank accounts 

(84%, -1 point), and the social and political implications of the euro (83%, +1 point) as important 

topics for a euro information campaign. Finally, the appearance of euro banknotes and coins was 

considered to be the least essential element of an information campaign. However, it was still 

mentioned by an overwhelming 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 meaningful have only changed slightly. The design 

of the euro, for example, was cited by 80% of respondents instead of 78% in May 2009 (+2 points)  
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89

85

84

83
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90

84
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78

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

09/2009 %NMS8 05/2009 %NMS8

Preferred topics for information and campaigns

Q10. In your view, which of the following issues about the euro are essential to be covered in priority by the information campaign? 
% of Ăessentialò

 
Except for Estonia, the value of the euro in the local currency was the most popular topic in all of 

the NMS8 countries ï 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 topic ï the changeover scenario (the way the euro will be introduced in [ 

COUNTRY]) ï appeared among the top three preferences in all the NMS8, from 84% of respondents 

in Romania to 91% in the Czech Republic and Lithuania. While it was ranked in second position in the 

Czech Republic, Hungary, Lithuania, Latvia, Poland and Romania (RO: equal second), it only came 

third in Bulgaria. 

 

How to ensure the conversion rules are respected appeared as one of the top three essential topics in 

five countries: Lithuania (91%), Bulgaria (89%), the Czech Republic and Latvia (both 88%) and 

Romania (84%). Practical implications of the euro regarding salaries and bank accounts appeared in 

third place in Hungary (88%) and Estonia (87%). In Poland, information on social, economic or 
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political implications was mentioned 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 remaining countries, either the top three has stayed 

the same (but with a different sequence) or one new topic has gained a place in the top three. For 

example, in Poland, the social, economic or political implications of 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 in local 

currency 92  
Value of euro in local 

currency 92  
Changeover scenario 89 

Ensure the conversion rules 
to be respected 89  Changeover scenario 91  

Value of euro in local 
currency 88 

Changeover scenario 88  
Ensure the conversion rules to 

be respected 88  
Practical implications 87 

        

HU   LT    LV   

Value of euro in local 
currency 96  

Value of euro in local 
currency 93  

Value of euro in local 
currency 92 

Changeover scenario 89  Changeover scenario 91  Changeover scenario 88 

Practical implications 88  

Ensure the conversion rules to 

be respected 91  
Ensure the conversion rules 

to be respected 88 

        

PL   RO     

Value of euro in local 

currency 94  

Value of euro in local 

currency 87    

Changeover scenario 92  

Ensure the conversion rules to 
be respected 84    

Social, economic or political 

implications 87   
Changeover scenario 84    

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

campaign?   

 

 

Regarding socio-demographic 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 the design of euro money as a priority. 

 

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

counterparts to knowing  more about such issues as how to ensure that currency conversions to the 

euro will be respectedò, the ñpractical implications of the euro regarding salaries and bank 

accountsò and the ñsocial, economic or political implications of the euroò. Those with an average 

level of education were the respondents most frequently interested in the design of euro money. 

 

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

city dwellers were more eager to learn about how the euro will be introduced, the social, economic 

and political implications of the euro and the practical implications of the euro regarding their 

personal finances. Among the few differences between occupational groups, it was noted that 

employees were more interested than their counterparts in learning about the practical implications of 

the euro regarding their personal finances and how a fair conversion of the local currency into euro 

could be ensured. For 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 introduction of the euro. Across NMS8 

countries, a majority of respondents considered the activities ï that had actually been used in 

other countries prior to the changeover ï to be indispensable.  

 

However, as in previous years, there were significant differences in the priorities given to the various 

methods. The dual display of prices was 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%, unchanged). 

 

TV ads were the next most popular method of providing effective explanations about the euro and its 

introduction (73%, unchanged), followed by ads in newspapers (72%, +1 point). Two-thirds of 

respondents considered radio ads to be useful (+1 point), and about 6 in 10 opted for leaflets and 

brochures (63%, +2 points).  
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For most of the suggested tools, women gave a higher priority, e.g. the dual display of prices on utility 

bill and on payslips, information given in leaflets and brochures and TV ads. 

 

Respondents aged 55 and over were more enthusiastic than their counterparts about TV, radio and 

newspaper ads, while those aged 25-39 gave most weight to the dual display of prices, especially on 

payslips. Moreover, those with the lowest level of education, respondents living in rural areas and 

those not working were the groups most frequently mentioning TV and radio ads as an essential part 

of a campaign. 

 

Among other small differences observed was, for example, that the dual display of prices in shops was 

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  
 

This chapter deals with NMS8 citizensô interest in, perceptions of and support for the  introduction of 

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 strong impact on the NMS8 economies. 

 

The survey results showed that NMS8 citizensô attitudes towards the euro and its introduction have 

worsened since May 2009. There has only been a slight deterioration, however, and the results were 

now similar to those in the survey wave conducted in 2008. The 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 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 - that had been 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 euroôs introduction  

 

When examining attitudes in the NMS8 about the introduction of the euro at both national and 

personal levels, it is seen that citizens expect rather more positive consequences for their country 

than they do for themselves.  

3.1.1. Consequences at the national level  

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

their country (52%), compared to approximately one-third of respondents who expected negative 

consequences at the national level (35%). In addition, more respondents expected very positive 

consequences than very negative ones (14% vs. 10%). About one in eight respondents didnôt know 

how to judge the most probable effects of the euroôs introduction (13%).  

 

Consequences of the euroôs introduction at a national level
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Those numbers indicate a slight increase in the proportion of citizens believing that the euroôs 

introduction  would have a negative impact; in May 2009, 55% expected a positive outcome and 

32% expected negative consequences. The expectations were, however, more positive 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 expecting very positive consequences for their 

country once the euro is introduced (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 ones. Romania and Poland, however, were the only 

countries where a majority of respondents were positive about 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 Republic, on the other hand, were the only countries where more respondents 

expected the euro to have negative consequences for the country than positive ones: 46% of 

Czech respondents and 43% of Latvians were negative about the euroôs impact and 41% were positive 

(in both countries).  

 

Consequences of the euroôs introduction at a national level, %

CZECH REPUBLIC

41

514546475045

35

45 46

4044404135
41

47

42

0
9

/2
0

0
9

0
5

/2
0

0
9

0
5

/2
0

0
8

0
9

/2
0

0
7

0
4

/2
0

0
7

0
6

/2
0

0
9

0
4

/2
0

0
6

0
9

/2
0

0
5

0
9

/2
0

0
4

ESTONIA

4749

4040

434746

39

44

4239

4145

41
35

42

45

40

0
9

/2
0

0
9

0
5

/2
0

0
9

0
5

/2
0

0
8

0
9

/2
0

0
7

0
4

/2
0

0
7

0
9

/2
0

0
6

0
4

/2
0

0
6

0
9

/2
0

0
5

0
9

/2
0

0
4

HUNGARY

49
58

444850
44

545154

3732
43383740

27
3532

0
9

/2
0

0
9

0
5

/2
0

0
9

0
5

/2
0

0
8

0
9

/2
0

0
7

0
4

/2
0

0
7

0
9

/2
0

0
6

0
4

/2
0

0
6

0
9

/2
0

0
5

0
9

/2
0

0
4

LITHUANIA

44
36

373533
4340

32

45

44
35

515352
4447

59

41

0
9

/2
0

0
9

0
5

/2
0

0
9

0
5

/2
0

0
8

0
9

/2
0

0
7

0
4

/2
0

0
7

0
9

/2
0

0
6

0
4

/2
0

0
6

0
9

/2
0

0
5

0
9

/2
0

0
4

LATVIA

4137313433363732
38

43
55515152525148

41

0
9

/2
0

0
9

0
5

/2
0

0
9

0
5

/2
0

0
8

0
9

/2
0

0
7

0
4

/2
0

0
7

0
9

/2
0

0
6

0
4

/2
0

0
6

0
9

/2
0

0
5

0
9

/2
0

0
4

POLAND

5258
475352

5255

37
41

37
28

39
32

36
3329

46
44

0
9

/2
0

0
9

0
5

/2
0

0
9

0
5

/2
0

0
8

0
9

/2
0

0
7

0
4

/2
0

0
7

0
9

/2
0

0
6

0
4

/2
0

0
6

0
9

/2
0

0
5

0
9

/2
0

0
4

BULGARIA

4642484448

3541373935

0
9

/2
0

0
9

0
5

/2
0

0
9

0
5

/2
0

0
8

0
9

/2
0

0
7

0
4

/2
0

0
7

0
9

/2
0

0
6

0
4

/2
0

0
6

0
9

/2
0

0
5

0
9

/2
0

0
4

% very and rather positive % very and rather negative

Q13.( 2007 -200 9)/ Q12.(2006) 
Do you think the introduction of 
the euro would have positive or 

negative consequences for 
[COUNTRY]é?

% by country

ROMANIA

6259646765

2525211821

0
9

/2
0

0
9

0
5

/2
0

0
9

0
5

/2
0

0
8

0
9

/2
0

0
7

0
4

/2
0

0
7

0
9

/2
0

0
6

0
4

/2
0

0
6

0
9

/2
0

0
5

0
9

/2
0

0
4

 
 

In comparison to the past wave in May 2009, the citizens of Latvia, Bulgaria and Romania have 

developed a more positive attitude towards the impact of the introduction of the euro at a national 

level; those of Hungary, Poland, the Czech Republic and Estonia have become more 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 showed a 10 percentage 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 points (to 37%) in Hungary. In Poland, the decrease in those having positive 
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expectations was not so steep (-6 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 Romania, the share of respondents convinced of an 

improvement in their countryôs situation once the euro is introduced increased: by three percentage 

points in Romania (62%), and by four percentage points in Latvia (41%) and in Bulgaria (to 46%). At 

the same time, 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 supporters 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 consequences for themselves, while 

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

who expected very positive consequences outnumbered those who expected very negative ones (15% 

vs. 12%). About one in seven (14%) of respondents could not or did not want to give an opinion about 

the personal consequences of the euroôs introduction on their country. 

 

A slight increase in negative attitudes since May 2009 concerning 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 

expecting very negative consequences. However, compared to waves conducted in 2007-2008, the 

attitudes of NMS8 citizens on that point have remained stable, and have become more positive 

overall since 2004.   

 
Consequences of the euroôs introduction at a personal level
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The country level results show that only Romania had an absolute majority of respondents who 

expected positive personal consequences from the changeover: more than 6 in 10 (64%, +3 

percentage points) believed in the positive effects for themselves and 21% (-1 point) felt the euro 
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would have negative personal consequences. These figures were comparable with Romaniansô 

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 countries, the Czech Republic and Poland, were respondents who expected rather 

negative personal consequences of the changeover more 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 euroôs introduction at a personal level, %
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And for you personally, do you 
think that it would be positive 
or negative if the euro would 

be introduced?
% by country
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ROMANIA

 
 

Just as with the euroôs introduction at the national level, the development of citizenôs attitudes has 

differed between countries. In the Czech Republic, Estonia and Poland, respondents became more 

negative about the consequences of the euroôs introduction at a personal level; in Latvia, Lithuania, 

Bulgaria and Romania respondents were becoming increasingly positive about the euroôs introduction: 

 

¶ Latvia: a + 5 percentage point increase in positive views (to 45%), a - 12 percentage point 

decrease in negative views (to 42%) 

¶ Romania: a + 3 percentage point increase in positive views (to 64%), a -1 point drop in 

negative views (to 21%) 

¶ 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%) 

¶ Lithuania:  a + 5 percentage point increase in positive views (to 42%), a - 4 percentage point 

decrease in negative views (to 37%). 

 
























































































































