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Step 1: Click on the square corresponding to each consumer segment, on the left hand side of the screen, to view data corresponding only to 
respective segment.

Step 2: For comparing two or more consumer segments, press Ctrl key on computer keyboard, while selecting the segments to be analyzed. 
Deselect segments also by pressing Ctrl key on computer keyboard, while click on the square corresponding to each consumer segment to be 
deselected.

Step 3: Select gender from Gender drop down menu and then select the consumer segments that need to be analyzed from gender point of view. 
Or, select a consumer segment and multiple gender selections from drop down menu to enable comparisons between genders. All gender must 
be ticked on in order to visualize data on entire consumer base of analyzed segments.
 
Other good to know info:
-         Data source and corresponding base of respondents for each type of information is mentioned in the bottom of each screen.
-         When all consumer segments and all gender options are selected at once, the charts get very cluttered and data are not readable. It is 
indicated to perform analysis either by gender during same segment, or by analyzing respondents with the same genders across segments, or by 
analyzing in parallel all respondents from all segments.
-         For any questions regarding data access or visualization, please write us on consumer@starcomww.com. 

*Caution regarding the SNA FOCUS’21 data when comparing with the previous year, due to the new context there have been some 
changes in the methodology and questionnaire.
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Focus Consumer Segments

Families with kids

Families that live with kids <14 y.o.
in the HH
Age: concentrated 18 - 45 y.o.
Civil status: not single 
Kids: own kids <14 y.o. living in the HH

Single Youth

Single Millennials 
Age: 18 - 34 y.o.
Civil status: Single 
Kids: without kids <14 y.o. living in the HH

Teens

Teenagers, still in school
Age: 14 - 17 y.o.

Families without kids

Families that don’t have any kids <14 y.o 
living in the HH 
Age: concentrated in 45+ y.o.
Civil status: not single 
Kids: without kids <14 y.o. living in the HH
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Traditional television remains the top choice among 
consumers, yet online TV is holding onto its viewership 
share. Both Regular and Smart TVs are equally utilized, 
although Smart TVs have seen an increase in popularity, 
especially among younger generations, compared to last 
year. There is a noticeable shift towards new technology 
in terms of TV screen types.

TV Consumption & Devices

Subcategory Teens
 

Single Youth
 

Families with kids
 

Families without kids
 

Urban
 

Watch TV offline 69% 73% 94% 97% 90%

Watch TV online 60% 49% 41% 16% 31%

Device Posession

Regular Tv Set

Tv Smart

Home Cinema

58%

69%

10%

57%

69%

5%

66%

71%

9%

74%

56%

10%

68%

64%

9%

Screen Type

Led

Lcd

Plasma

Tube

40%

11%

18%

3%

46%

13%

14%

2%

40%

20%

17%

2%

21%

33%

28%

7%

34%

24%

21%

4%

Teens Single Youth Families with kids Families without kids Urban

Year

2023 

Gender

All





Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban
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Laptops are the most common devices owned in a household, with tablets 
following closely and surpassing desktops in ownership compared to 2022. 
Families with kids and Teens exhibit a greater preference for tablets, 
appreciating their versatility as suitable devices for both entertainment and 
educational purposes for kids. Game consoles are prefered more by male 
teenagers. Single Youth spend more than 240 minutes online, showing an 
increase from the previous year (59% in 2022 compared to 68% in 2023). 
Notably, 8 out of 10 people use their phones to access the internet.

Online Consumption

Accesing device

Mobile Phone Pc Tv Tablet

97%

27% 16% 5%

53%

3%

95%

31%
17%

5%

67%

5% 3%

83%

31%
12% 4%

Device posession

Laptop

Tablet

Desktop

Console

33%

16%

17%

10%

41%

12%

17%

6%

41%

16%

9%

4%

13%

7%

6%

1%

28%

11%

9%

3%

Daily online time

240 Minutes +

121-240 Minutes

61-120 Minutes

<60 Min

60%

26%

10%

1%

68%

23%

7%

1%

42%

26%

18%

8%

12%

18%

20%

15%

36%

22%

16%

10%

Teens Single Youth Families with kids Families without kids Urban

Own...

98%

99%

98%

96%

97%

85%

89%

89%

66%

79%

Teens

Single Youth

Families with kids

Families without kids

Urban

Mobile Phone Smartphone

Gender

All





Year

2023 

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban
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Mobile Usage Frequency

Chatting and connecting are still the most 
common reasons people use their mobile 
phones. Social media sparked more 
interest in Teens and Single Youth 
categories compared to last year. Teens 
are also focused more on watching or 
listening audio/video materials on their 
phones. Single Youth and Families with 
kids use emails, access news sites and 
take photos in greater extent.

Teens Single Youth Families with kids Families without kids Urban

Top 10 weekly activities

Messenger/Chat (Whatsapp/Facebook)

I Access Social Networks

I Use Email

I Send Sms/Messages

I Access News Sites

Take Pictures/Photos

View/Listen Music/Movies/Other Materials

I Access Other Site Types

I Access Sites Of Newpaper&Magazines

Mobile Banking (Realize Various Banking Opera

79%

75%

45%

48%

46%

55%

55%

50%

27%

21%

80%

75%

60%

54%

56%

53%

53%

53%

40%

38%

78%

74%

60%

49%

49%

46%

43%

42%

35%

31%

53%

46%

25%

28%

22%

20%

17%

15%

13%

10%

68%

62%

45%

41%

39%

37%

35%

33%

27%

24%

Gender

All





Year

2023 

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban
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Facebook, Whatsapp and 
Instagram are the most used 
Social Media apps. Among the 
Single Youth segment, Instagram, 
TikTok, Twitter, Snapchat, Discord, 
and Reddit are the platforms 
where they are most active. Young 
women are particularly engaged 
on Pinterest, Instagram, and 
Snapchat, while young men find 
Discord and Reddit more 
appealing. Families with kids show 
a preference for Facebook and 
Whatsapp. Telegram appears to 
be gaining more users compared 
to the previous year.

Social Media Apps: top by reach
Gender

All





Year

2023 

Quarter

All 

Period: Q1-Q3 '23
Data Source: GWI, 16+ Internet users

Urban

Facebook

WhatsApp

Facebook Messenger

Instagram

TikTok

Pinterest

Telegram Messenger

LinkedIn

Twitter

Snapchat

Apple iMessage

Skype

Discord

Reddit

Badoo

Viber

87%

90%

80%

88%

71%

45%

30%

26%

34%

44%

21%

18%

31%

27%

6%

6%

91%

89%

79%

59%

54%

31%

21%

21%

18%

12%

18%

15%

6%

5%

3%

5%

88%

88%

74%

61%

52%

27%

18%

22%

16%

14%

16%

15%

5%

6%

2%

4%

89%

89%

79%

64%

56%

33%

23%

22%

22%

19%

18%

16%

11%

10%

5%

5%

Rural

Facebook

WhatsApp

Facebook Messenger

TikTok

Instagram

Pinterest

Telegram Messenger

Snapchat

Twitter

Apple iMessage

LinkedIn

Skype

Discord

Reddit

Badoo

Tumblr

89%

81%

81%

74%

75%

35%

35%

44%

27%

11%

12%

13%

20%

17%

7%

8%

94%

90%

82%

66%

59%

37%

22%

14%

10%

15%

11%

9%

4%

2%

2%

1%

93%

83%

80%

61%

73%

42%

35%

20%

30%

22%

20%

7%

0%

3%

5%

3%

93%

87%

83%

68%

63%

34%

26%

22%

17%

14%

11%

11%

8%

6%

4%

4%

National

Facebook

WhatsApp

Facebook Messenger

Instagram

TikTok

Pinterest

Telegram Messenger

Twitter

LinkedIn

Snapchat

Apple iMessage

Skype

Discord

Reddit

Badoo

Viber

88%

87%

79%

84%

71%

42%

31%

32%

22%

43%

18%

17%

29%

25%

7%

6%

92%

89%

80%

59%

56%

32%

21%

16%

19%

13%

17%

14%

5%

5%

3%

4%

89%

87%

76%

63%

54%

29%

20%

18%

21%

16%

18%

14%

4%

5%

2%

3%

90%

88%

79%

64%

59%

33%

24%

21%

20%

20%

17%

15%

10%

10%

5%

5%

Single Youth Families with kids Families without kids Urban/Rural/National
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FIFA is the most popular game 
among Romanian gamers. Single 
Youth are inclined towards playing
active and fast-paced games like 
Call of Duty, Counter Strike, and 
Grand Theft Auto. Families 
without kids show a greater 
affinity for the more relaxed game 
Farm Heroes, and in rural areas, 
Minecraft is also popular among 
families. Urban players seem to 
skew more towards Need for 
Speed and Grand Theft Auto, 
opposed to those from the rural.

Gaming Franchises: top by reach

Teens Single Youth Families with kids Families without kids Urban/Rural/National

Gender

All





Year

2023 

Quarter

All 

Period: Q1-Q3 '23
Data Source: GWI, 16+ Internet users

Urban

FIFA

Call of Duty

Minecraft

Need for Speed

Grand Theft Auto

Counter Strike

Farm Heroes

Mario

Assassin's Creed

Fortnite

World of Tanks

League of Legends

Roblox

F1

Far Cry

World of Warcraft

25%

17%

19%

12%

19%

18%

6%

9%

16%

12%

6%

12%

8%

6%

9%

9%

16%

9%

10%

10%

7%

8%

10%

8%

6%

8%

6%

6%

6%

7%

6%

6%

17%

13%

6%

12%

11%

7%

10%

11%

6%

5%

7%

4%

3%

5%

4%

5%

17%

12%

11%

10%

10%

9%

9%

9%

8%

8%

7%

7%

7%

6%

6%

6%

Rural

FIFA

Minecraft

Call of Duty

Mario

Counter Strike

Farm Heroes

Need for Speed

Roblox

Assassin's Creed

Plants vs. Zombies

Bubble Witch

League of Legends

Grand Theft Auto

Fortnite

Far Cry

Pro Evolution Soccer / eFootball

28%

11%

12%

5%

13%

7%

6%

9%

11%

16%

3%

13%

9%

6%

8%

7%

11%

10%

6%

9%

8%

6%

8%

6%

6%

5%

4%

3%

4%

2%

3%

2%

23%

25%

7%

0%

0%

14%

0%

9%

6%

0%

0%

12%

4%

13%

17%

12%

15%

10%

8%

8%

8%

8%

7%

7%

7%

6%

6%

5%

5%

4%

4%

4%

National

FIFA

Call of Duty

Minecraft

Need for Speed

Counter Strike

Farm Heroes

Mario

Grand Theft Auto

Assassin's Creed

Fortnite

League of Legends

World of Tanks

Roblox

Far Cry

F1

Plants vs. Zombies

24%

17%

16%

12%

19%

6%

9%

19%

16%

11%

13%

7%

8%

10%

6%

13%

15%

9%

10%

10%

8%

9%

9%

6%

6%

7%

6%

6%

6%

6%

6%

5%

18%

13%

7%

10%

7%

11%

9%

9%

6%

5%

4%

7%

4%

5%

6%

3%

17%

12%

10%

10%

10%

9%

9%

9%

8%

8%

7%

7%

7%

6%

6%

6%
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Radio continues to experience a 
decline in popularity compared to 
2022. Teens and Single Youth 
predominantly consume audio 
content online, finding it a 
convenient and easily accessible 
means for such content. Families 
with kids tend to listen to the 
radio primarily in their cars during 
commutes to work or school. 
Families without kids and mothers 
are more inclined to enjoy radio 
at home, reflecting segments of 
the population that spend more 
time indoors. However, men from 
the Families without kids category 
consume radio in a greater extent 
in their car or at work.

Audio Content Offline & Online Consumption

Listen the radio weekly

Home

In My Car

At Work

During Leisure Activities

Public Transportation

Shopping/In Malls

Other

At School/University

7%

4%

0%

1%

1%

1%

1%

0%

11%

17%

5%

6%

2%

1%

1%

1%

15%

27%

12%

3%

1%

1%

1%

0%

22%

11%

6%

1%

1%

1%

1%

0%

18%

17%

8%

3%

1%

1%

1%

0%

How many hours per day

<30 Min/Day

30 Min/Day-1 Hours/Day

1-2 Hours/Day

2-3 Hours/Day

3-4 Hours/Day

4-5 Hours/Day

Over 5 Hours/Day

Not At All

4%

3%

2%

1%

0%

0%

0%

91%

4%

6%

6%

3%

2%

0%

2%

77%

8%

8%

7%

5%

4%

2%

3%

63%

5%

6%

8%

5%

3%

1%

6%

67%

5%

7%

7%

5%

3%

1%

4%

68%

Audio content they listen weekly

Offline Online

10%

63%

23%
42%37%

25%
40%

11%

33%
24%

Teens Single Youth Families with kids Families without kids Urban

Gender

All





Year

2023 

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban



Power BI Desktop

The radio consumption patterns remain 
consistent with the previous year. 
Younger generations exhibit a tendency 
to listen to radio less frequently, 
whereas older demographics report 
listening approximately 6-7 times per 
week. The most preferred radio 
programs include music, weather 
updates, and morning shows.

Radio Programs & Listening Frequency

Urban

6-7 times/week

3-5 times/week

1-2 times/week

1-3 times/month

Didn’t listen to radio lately

34%

33%

14%

10%

9%

30%

26%

18%

14%

13%

50%

28%

10%

6%

6%

50%

22%

12%

7%

9%

45%

24%

13%

8%

10%

Rural

6-7 times/week

3-5 times/week

1-2 times/week

1-3 times/month

Didn’t listen to radio lately

18%

15%

13%

6%

47%

33%

18%

17%

10%

22%

43%

24%

13%

8%

12%

43%

18%

14%

7%

20%

39%

19%

13%

7%

21%

National

6-7 times/week

3-5 times/week

1-2 times/week

1-3 times/month

Didn’t listen to radio lately

26%

24%

14%

8%

28%

31%

22%

17%

12%

17%

46%

25%

12%

7%

10%

47%

20%

13%

7%

14%

42%

22%

13%

8%

15%

Audio content they listen weekly

Music Weather
News

Morning
Programmes

News Road News Listeners Live Health
Programmes

Entertainm…
Show

Culinary
Recipes

Horoscope

7%

3% 3% 3% 4% 2% 3% 3% 3% 2%

17
%

14
%

13
%

12
%

13
%

10
%

11
%

12
%

12
%

12
%

23
%

22
%

21
%

20
%

18
%

17
%

18
%

18
%

18
%

17
%24

%

21
%

22
%

21
%

19
%

20
%

18
%

17
%

17
%

17
%22

%

20
%

19
%

19
%

17
%

17
%

17
%

16
%

16
%

15
%

Teens Single Youth Families with kids Families without kids Urban

Gender

All





Wave

All 

Year

2023 

Period: Sep'22-Sep'23
Data Source: SNA Focus & Romanian Association for Radio Audience (Masor)
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The most enjoyed genres of music include 
Pop/Disco/Dance and Old songs. The younger 
generation shows a preference for listening to 
Rhythm & Blues and Rap/Hip-Hop, while families 
without kids tend to favor old songs, a preference 
shared particularly by women from families with 
kids. Cultural events attract more attention from 
single youth and families with kids. Visiting 
museums, attending theater plays, and enjoying 
music concerts are the most favored cultural 
activities within these categories.

Audio Content: Type of Music & Events

Type of music listened

Old Music/Songs

Pop/Disco/Dance

Latino Music

Oriental Music/Manele

Ambiental Music

Clasical Music

Rhythm & Blues Music

Jazz/Soul Music

Rap/Hip Hop

Electronic Music/House/Rave

11%

42%

26%

16%

10%

23%

33%

19%

33%

20%

15%

32%

27%

20%

17%

22%

25%

21%

28%

21%

28%

36%

27%

23%

22%

18%

19%

19%

15%

14%

38%

22%

21%

21%

22%

14%

10%

10%

8%

7%

29%

29%

24%

21%

20%

18%

17%

16%

15%

13%

Events attended annually

Museum/Art Gallery/Exhibition

Theatre Plays

Pop/Rock/Electr Music/Hip-Hop…

Other

Classical Music Concerts

Opera

Jazz Concerts

Ballet Or Classic Dance

Modern Dance

12%

14%

14%

11%

9%

9%

8%

8%

9%

24%

24%

23%

22%

20%

19%

20%

19%

20%

22%

21%

20%

19%

18%

18%

17%

17%

17%

6%

6%

5%

5%

4%

4%

4%

4%

3%

16%

15%

15%

14%

13%

12%

12%

12%

12%

Teens Single Youth Families with kids Families without kids Urban

Gender

All





Year

2023 

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban
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Compared to the previous year, we 
observe a decline in interest for 
editorial content, both in the online 
and offline environments, across all 
age groups analyzed. The most 
significant decrease is noted in the 
online sphere, particularly among 
families without children. 
Concerning the urban population, 
we witness an 8 percentage point 
decrease, impacting Single Youth 
and families with children. This 
diminishing trend may be influenced 
by the rapid pace of information 
simplification on social media 
platforms. This might also explain 
the reduced time allocated to this 
activity, with less than 30 minutes 
per day and between 30 minutes 
and one hour per day.
However, there is an increase in the 
time dedicated to exploring editorial 
content among the younger 
demographic (Single Youth and 
families with children), with 3-4 
hours per day. This phenomenon 
may indicate a shift in consumption 
preferences. It is possible that we are 
witnessing an adaptation to the 
needs of an increasingly selective 
audience.

Editorial Content: Offline & Online Consumption

Type Teens
 

Single Youth
 

Families with kids
 

Families without kids
 

Urban
 

Offline 21% 33% 43% 46% 42%

Online 18% 15% 22% 14% 17%

Read Newspapers/Magazines

Teens Single Youth Families with kids Families without kids Urban

Gender

All





Year

2023 

<30 Min/Day 30 Min/Day-1
Hours/Day

1-2 Hours/Day 2-3 Hours/Day 3-4 Hours/Day 4-5 Hours/Day Over 5
Hours/Day

Not At All

12%

4%

1% 1% 1%
1% 1% 2%

8%

4%

6%

10%

16%

5% 5%

1% 0%

2%

26%

11%

4%

1% 1%

19%

7%

4%

6%

0% 0%

2%

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban
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In 2023, there has been an 
increase in the number of 
individuals stating that they have 
not made any book purchases in 
the past year. Although no 
significant differences are noted 
in terms of targeted age groups, 
teenagers exhibit a greater 
inclination towards this type of 
purchase.
Prose remains prominent in 2023, 
with attention directed towards 
this form of literature as 
teenagers increasingly choose this 
genre. Parents with children, even 
though they likely lack time to 
read their own favorite books, 
make book purchases for their 
children. The specialized 
bookstore remains the most 
popular source for acquiring 
books.

Editorial Content: Reading Books Behavior

Book Genre

Prose

Other Kind Of Books

Children Books

Specialized Books

Political/Historical/Social

Poetry

Science Fiction

20%

7%

3%

5%

4%

8%

8%

10%

5%

3%

5%

5%

5%

6%

8%

6%

10%

4%

3%

3%

3%

5%

4%

2%

2%

3%

2%

1%

7%

5%

4%

4%

3%

3%

3%

Buying Place

Bookshop

I Didn't Buy Online

I Didn't Buy From Physical Locations Of Stores

Hypermarket (Store >10 Counters)

Second Hand Bookshop

Romanian Sites Selling Multibrand Prod Onl

Printed Press Distribution Stall

Physical Sit Of Bookshop/Second Hand Book…

Other Physical Location

22%

11%

7%

11%

3%

7%

3%

3%

4%

12%

9%

7%

5%

4%

5%

4%

5%

3%

14%

12%

9%

4%

4%

3%

3%

4%

3%

6%

4%

7%

1%

2%

1%

3%

1%

2%

10%

8%

8%

3%

3%

3%

3%

3%

2%

More Than 5 Books 3-4 Books 1-2 Books None

6% 11% 15%

67%

5% 7% 11%

78%

4% 5% 10%

80%

2% 2% 6%

89%

3% 4% 9%

84%

None
60% 72%

81%

Teens Single Youth Families with kids Families without kids Urban

Gender

All





Year

2023 

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban

No of books bought in the last year



Power BI Desktop

In 2023, there is a decrease 
among people who declare that 
they read books (in physical 
format) at least once a year, and 
this decrease is particularly 
significant among families with 
children, who likely focused more 
on reading for their kids – a 
visible trend in their purchasing 
behavior as well. This change in 
people's behavior correlates with 
the increase in the consumption 
of e-books.

Editorial Content: Reading Books Frequency

Books

Daily Or Almost Daily (6-7 Ti…

3-5 Times Per Week

1-2 Times Per Week

1-3 Times Per Month

1-2 Times Every 3 Months

Once Every 6 Months Or Less

Never

3%

4%

6%

9%

14%

11%

52%

3%

7%

11%

10%

7%

8%

53%

4%

4%

14%

9%

7%

7%

54%

1%

2%

5%

4%

5%

7%

76%

3%

4%

9%

7%

7%

8%

62%

E-Books

Daily (6-7 Days Times Per We…

3-5 Times Per Week

1-2 Times Per Week

1-3 Times Per Month

Less Than Once Per Month

Never

2%

7%

6%

9%

12%

62%

3%

16%

10%

13%

11%

46%

4%

13%

7%

13%

11%

52%

1%

5%

2%

5%

6%

80%

2%

11%

6%

9%

9%

63%

Teens Single Youth Families with kids Families without kids Urban

Gender

All
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2023 

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban
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The average time spent by 
Romanians outside their homes 
increased in 2023, with most 
stating that they spend between 
3-5 hours outdoors daily, and 
some even exceeding 5 hours. 
Going for a walk or arranging 
visits with close acquaintances 
remain the primary outdoor 
activities.

Weekly Out of Home Activities

Weekly out of home activities

Go For A Walk

Visit Persons & Receive Visits

Community/Church Activities

Go To Hairdress/Barber

Go To Manicure/Cosmetics

I Attend Sindicate/Ngo Meetings

Visit Free Markets/Exhibitions

44%

44%

10%

11%

10%

8%

9%

39%

38%

19%

20%

19%

18%

18%

41%

37%

19%

16%

16%

16%

16%

30%

32%

7%

6%

5%

6%

6%

36%

36%

14%

13%

12%

12%

12%

Time spent outside - Monday to Sunday

Teens Single Youth Families with kids Families without kids Urban
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All
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<30 Min/Day

30 Min/Day-1 Hours/Day

1-2 Hours/Day

2-3 Hours/Day

3-4 Hours/Day

4-5 Hours/Day

Over 5 Hours/Day

3%

2%

13%

18%

23%

12%

30%

1%

2%

13%

18%

17%

13%

34%

3%

6%

15%

19%

17%

11%

27%

5%

9%

18%

20%

16%

11%

19%

4%

7%

15%

20%

17%

12%

25%

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban
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Teenagers are the most active, choosing football, athletics, 
handball, and basketball, which are primarily the sports practiced 
in schools.

Out of Home Activities: Sports

Sports in L1 2M Activities in L1 2M

Payed to attend

Other
Sport

Football Athletics Cycling Basketball Handball Other
Sport

Chess

5%

7%

3%

2%

3% 2% 2%

1%

4%4%

2% 2%

1% 1% 1% 1%1%

3% 3%

2% 2% 1% 1% 1% 1%

Teens Single Youth Families with kids Families without kids Urban

Gender

All
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Aerobics/Fitness (In Special…

Jogging

Other Activity

Snooker

5%

3%

3%

2%

5%

3%

2%

3%

2%

1%

1%

1%

1%

1%

1%

0%

2%

1%

1%

1%

Football

Athletics

Cycling

Basketball

Other Individual Sport

Handball

Other Team Sport

Sport Fishing/Hunting

Chess

Lawn Tennis

15%

12%

6%

10%

4%

12%

7%

1%

2%

1%

6%

3%

4%

3%

3%

3%

2%

1%

1%

2%

1%

1%

3%

1%

1%

1%

1%

1%

1%

1%

0%

1%

1%

0%

0%

0%

0%

1%

0%

0%

2%

2%

2%

1%

1%

1%

1%

1%

1%

1%

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban
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At home, Romanians prefer to relax, and teenagers seem to be the ones who 
appreciate the moment of rest at home the most.

Weekly Home Activities

I Relax/ I Repose

Fix And Repair

Reading Books (Others Than School Books)

Make Miscellaneous Crafts

I Collect Various Objects (Posts/Etc)

62%

16%

14%

9%

8%

55%

22%

21%

17%

16%

56%

25%

22%

16%

16%

54%

14%

8%

5%

4%

55%

20%

16%

12%

11%

Teens Single Youth Families with kids Families without kids Urban

Gender

All
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2023 

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban
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Although Romanians have begun 
to explore the option of shopping 
online, the traditional method 
remains their preference. When 
comparing age groups, teenagers 
and Single Youth are the ones 
who most frequently opt for 
online shopping. Even families 
with children are dabbling in 
online stores, likely to save time.
In terms of preferred store types, 
Romanians seem to prioritize 
confort, opting for small 
neighbourhood stores and 
markets, but they also visit 
supermarkets. Perhaps stores are 
chosen based on the type of 
shopping - neighborhood stores 
for small weekly purchases, and 
supermarkets for larger grocery 
shopping.

Shopping Behavior by Customer

Visited hypermarkets in L3M

Kaufland

Carrefour

Auchan

Cora

Metro

Selgros

72%

41%

32%

25%

20%

18%

77%

55%

46%

39%

33%

23%

62%

31%

21%

14%

11%

11%

72%

45%

34%

27%

22%

19%

Visited supermarkets in L3M

Lidl

Profi

Penny Market

Mega Image

Carrefour Market/Exp…

Supeco

62%

51%

37%

32%

22%

16%

67%

57%

55%

41%

31%

24%

51%

46%

16%

14%

61%

47%

24%

18%

Visited electronic/appliaces stores in L3M

Altex

Flanco

Media Galaxy

20%

22%

15%

33%

34%

23%

33%

29%

23%

14%

10%

6%

24%

22%

16%

Offline they shop weekly from...

Small
Neighbourhood

Stores

Supermarket Market Other stores Hypermarket Diy Cash&Carry Electronics/Ap…
Sites Physical
Stores Sites

Mobile
Phones/Acces…
Physical Stores…

53
%

37
%

23
%

38
%

23
%

14
%

13
%

2% 2%

50
%

46
%

33
%

68
%

36
%

21
%

21
%

4% 3%

60
%

51
%

49
%

58
%

30
%

20
%

20
%

2% 2%

58
%

41
%

48
%

19
%

15
%

10
%

6% 0% 1%

57
%

46
%

44
%

43
%

25
%

16
%

14
%

2% 2%

Shop...

Offline Online Online in Romania

90%

30% 27%

89%

32% 27%

93%

26% 20%

88%

8% 5%

91%

20% 15%
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All
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Online purchased products 
vary slightly from segment to 
segment, likely depending on 
the life stage of the individual 
and their familiarity with these 
types of acquisitions. The 
primary category of purchased 
products is fashion (clothing or 
footwear), followed by 
cosmetics/makeup, and other 
services or products. Teenagers 
also make online purchases of 
sports equipment.

E-commerce - Type of Bought Products

Types Of Products/Services Bought Online

Teens Single Youth Families with kids Families without kids Urban

Gender

All





Year

2023 

Clothing/Footwear

Other Products And Services

Cosmetics/Personal Care Products

Electronics/Mobile Phones/It&C Products

Sport Equipment

Household Cleaners

Large Appliances

Hotel Accommodation

Books/Toys

Pharmaceutical Products

26%

11%

16%

14%

14%

5%

4%

4%

11%

5%

33%

24%

17%

13%

11%

7%

8%

8%

7%

6%

26%

22%

15%

9%

8%

7%

7%

7%

6%

5%

8%

6%

5%

3%

2%

3%

2%

2%

2%

2%

19%

16%

11%

7%

7%

5%

5%

5%

4%

4%

Period: Sep'22-Sep'23
Data Source: SNA Focus, base all 14-74 urban
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During Black Friday 2023, urban consumers, 
particularly families without children, predominantly 
relied on online search engines as their primary 
information source. 
Notably, there was a significant increase in online ads 
this year compared to 2022. TV ads also experienced 
boosted popularity among the information sources in 
2023, though slightly less engagement from the 
younger segment.
Families without children exhibited a higher tendency 
to gather information firsthand in brick-and-mortar 
stores, whereas those with kids showed a slightly 
greater interest in informing themselves through 
Facebook posts. Retailers' websites maintained their 
popularity as key sources of information this year, with 
an increase among the youth compared to 2022.

E-commerce - Black Friday - Information Sources

Top information sources used for Black Friday

Online search engines

Online ads

TV ads

Retailers’ websites

Posts on Facebook

Directly in store

Retailers’ newsletters

Websites that compare prices and offers

Websites with all retailers and their offers

Friends, family, colleagues

Favorites list product price updates notific…

Stores' general mobile app notifications

28%

28%

24%

22%

13%

14%

16%

19%

14%

11%

9%

18%

25%

25%

25%

27%

27%

22%

22%

19%

20%

19%

21%

18%

37%

31%

32%

28%

23%

27%

19%

24%

21%

23%

20%

19%

31%

29%

28%

27%

24%

23%

20%

20%

20%

19%

19%

18%

Single Youth Families with kids Families without kids Urban

Gender

All
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Period: Nov '23
Data Source: Black Friday Study by Starcom
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The primary driving force for urban consumers remains the inclination 
toward "something happening," likely serving as a form of direction, 
powering the goal-oriented subconscious mind.

For the younger generations, love doesn't appear to be a prominent 
factor; instead, their priorities are directed elsewhere. Single youth 
prioritize the need to belong and be taken seriously, while teenagers 
yearn more for connection.

Conversely, the more mature segments, especially families with kids, 
are motivated by love, striving to establish a stable environment for 
their loved ones.

Consumer Values

Something to Happen

Control

Believe

Connect

For more

Useful

Place

Belong

Take seri

Love

94%

87%

84%

89%

88%

88%

75%

88%

81%

30%

92%

89%

84%

85%

87%

87%

84%

84%

86%

40%

91%

90%

87%

89%

89%

87%

90%

86%

83%

92%

92%

88%

91%

89%

84%

87%

81%

77%

79%

79%

92%

88%

87%

87%

87%

87%

84%

83%

80%

68%

Gender

All
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Data Source: SNA Focus, base all 14-74 urban
Period: Jun'21-Sep'23 Teens Single Youth Families with kids Families without kids Urban
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Women might find themselves caught in a cycle where 
self-care and caring for others become confusing, 
potentially overlooking their own needs. When it comes 
to self-care practices, many women, particularly those 
with families, tend to prioritize time with loved ones 
over personal "me time".
When they do choose to take care of their own needs, 
women from families with kids are more prone to 
pursue personal passions, indulge in salon visits, or 
invest in their health through specialized check-ups. On 
the other hand, for women from families without 
children taking care of themselves means to a higher 
extent connecting with nature, cooking, or going to the 
doctor for annual check-ups.
Single youth women demonstrate greater awareness of 
their needs, engaging more in activities like watching 
favorite series, shopping, reading, going out, or 
exercising.

Women Study: Perception on Self-Care

Period: Mar '23

Data Source: Starcom Media Romania, 18+, urban internet users

Activities women usually do to take care of themselves

0% 20% 40%

I spend time with my family

I watch my favorite series

I eat healthy

I take breaks whenever I feel tired/exhausted

I go out into nature

I rest well at night (I go to bed at a decent time, I sleep enough hou…

I'm moving

I stick to my personal care routine (both morning and evening)

I go shopping (clothes, cosmetics)

Traveling

I read books about subjects that interest me (fiction, journals, etc.)

I do my annual tests

I cook as a passion

I organize and keep track of my personal budget

I go out with my friends in the city

I only give myself gifts

I dedicate myself to my passions (e.g. painting, drawing, crafting)

I go to the salon (cosmetics/hairdresser)

I go to specialized consultations regularly (eg: gynecologist, breast …

I meditate

I'm taking a break from social media

I go to the cinema

I analyze my thoughts and emotions in a journal

I follow personal and professional development courses

I dress according to the latest trends Average: 14%

29%

42%

12%

13%

29%

13%

31%

29%

40%

21%

25%

8%

8%

13%

23%

15%

12%

12%

8%

4%

12%

8%

10%

0%

8%

39%

28%

20%

20%

23%

20%

19%

16%

18%

15%

18%

15%

15%

16%

16%

18%

17%

8%

5%

9%

46%

26%

24%

24%

23%

23%

12%

7%

7%

5%

4%

1%

35%

20%

16%

12%

12%

12%

12%

8%

8%

7%

5%

Single Youth Families with kids Families without kids Urban
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In 2023, brands' involvement in cultural 
and event activities sees the most 
substantial impact on consideration, 
particularly among Single Youth, marking 
a significant increase compared to the 
previous year. This contrasts with the 
previous year where such brand 
engagement had a greater influence on 
families without kids. Single youth appear 
more inclined to explore a brand when 
they notice its presence, although the 
likelihood of making a purchase shows a 
notable decrease compared to 2022.
Moreover, brands' involvement sparks 
curiosity among consumers, with families 
without kids showing a pronounced 
interest in seeking additional information 
about the brands they encounter at event 
sites. In contrast, for families with kids, 
brand activities play a more significant 
role in building loyalty through brand 
recommendations.

Events Brand Actions

Single Youth Families with kids Families without kids Urban
Period: Apr-May '23
Data Source: Starcom Media Romania, 18+, urban internet users

Main Actions after Seeing a Brand Involved in a Event/Cultural Activity

I want to try that brand

I'm looking for more information about the brand

I recommend the respective brand

I intend to buy that brand

I like the brand more

I post photos taken in the space arranged by the respective brand

48%

39%

18%

16%

14%

13%

44%

32%

33%

24%

23%

21%

44%

51%

19%

22%

20%

22%

41%

40%

23%

22%

20%

19%

Year

2023 
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Case Study: VISA
Year

2023 

Teens

Teenagers, still in school
Age: 14 - 17 y.o.



Power BI Desktop

Case Study: Gerovital
Year

2023 

Families with kids

Families that live with kids <14 y.o.
in the HH
Age: concentrated 18 - 45 y.o.
Civil status: not single 
Kids: own kids <14 y.o. living in the HH
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Case Study: eMAG
Year

2023 

Families with kids

Families that live with kids <14 y.o.
in the HH
Age: concentrated 18 - 45 y.o.
Civil status: not single 
Kids: own kids <14 y.o. living in the HH
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Case Study: Penny
Year

2023 

Families without kids

Families that don’t have any kids <14 y.o 
living in the HH 
Age: concentrated in 45+ y.o.
Civil status: not single 
Kids: without kids <14 y.o. living in the HH

Families with kids

Families that live with kids <14 y.o.
in the HH
Age: concentrated 18 - 45 y.o.
Civil status: not single 
Kids: own kids <14 y.o. living in the HH
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Case Study: Samsung
Year

2023 

Single Youth

Single Millennials 
Age: 18 - 34 y.o.
Civil status: Single 
Kids: without kids <14 y.o. living in the HH


