





FOCUS ON ROMANIANS NEW MEDIA ADOPTION

Main Drivers in
trying/searching a Video
Game

Most urban internet users already have a type
of game they prefer and look for, are more
orientated on free video games, or popular
games. However this wave we notice an
iNncrease in the importance of the game’s
storyline.
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I'm looking for the type of game |
prefer

The fact that it is a free video
game

Recommendations from friends/
colleagues/ acquintances

The popularity of the game

Graphics/ design

The fact that you can customize
the game

The storyline/ story of the game

Recommendation of an gaming
influencer
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People aged pbetween 45 -55vy.0. are

looking for free video games, while those
between 35 and 44 y.0. are more attentive
to game’s design and the possibility to be
customized.

Recommendations, popularity and
storyline are the main drivers in trying or
searching a video game for people with
ages between 18 and 24 y.o..
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free video game from friends/
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SEPTEMBER

People aged over 45 y.o0. continue to look
for free video games, while those
between 35 and 44 remain attentive to
game’s design and the possibility to be
customized.

Gen Z are looking for popularity, design
and storyline in a video game, while
Millennials are driven by
recommendations from friends or
influencers.
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Activities inside an
Online Community

Urban internet users continue to join online
communities in order to connect and interact
with people that have the same interests/
people like them.

This wave was more about benefits within
orand communities and less about getting
closer to the brand.
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| react to community posts

| joined an online community to
find people like me/ with the same
interests

| joined the community of a brand
to find out news about it

| participate in contests / events
posted in the community

| interact with people in the
community, creating connections/
friends

| feel that | have more benefits
since | joined the brand
community

The community made me feel
closer to the brand
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This wave we have a higher
percentage of people using the
functions of the applications to
search for events in their
oroximity, again it may be related
to vacation season. Therefore we
see an ascending trend among
those who use the local targeting
function and find it useful.
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Local Targeting
Usage
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Local Targeting Utility

335

Very useful
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So and so Not very useful
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Slightly ascending trend among those
who consider going to the event after

using the local targeting apps or even

among those who would definitely go
to the event.
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| would look for more
information about the event

| would consider going to this
event

| would definitely go to this
event

| would look for other events
of this brand

None of the above
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FOCUS ON

The events posted on social networks by
obrands arouse the interest of 4 out of 10
people living in the event's proximity.

Young people (18 — 24 y.0.) are the most
responsive to proximity events, as they are
also the most spontaneous and curious.
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| would look for
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this brand
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H 18-24
This wave the events posted on social

networks by brands arouse the interest
especially among people with age B 35-44
between 35 and 44 vy.o.

25 -34

M 45-55

The easiest to convince are Millennials H >55
(25-34 y.0).
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| watch TV with my family

Watching different programson TV /
online videos with the family has
become a habit
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In the last year | have watched more
online TV shows / videos for children
than | did before the pandemic

Watching with the family the different
programs on TV / online videos brought
us closer

Family Co-Viewing
Tz B% | follow local news more than | did

before the pandemic

Ascending trend in watching TV with

the family. | started spending more time in front of
the TV in the last 12 months

This wave, TV has been the main news
SOUrce, as Its the medla charmel When it comes to information, I'd rather

people trust the most. watch the news on TV than read it
online

| have more confidence in TV news than
in the online environment
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FOCUS ON

During pandemic period people started to
watch TV/ online videos as a family activity,

No Matter the age.

Young people (18-24 y.0.) felt this activity
has brought them closer to their family.
Families with kids have started to follow
orograms/ TV shows for children and enjoy
sharing this co-viewing habit with their
dear ones.
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In the last year |
have watched more
online TV shows /
videos for children
than | did before the
pandemic
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| started spending
more time in front
of the TV in the last
12 months

Watching different Watching with the

programsonTV/ family the different

online videos with programson TV /

the family has online videos

become a habit brought us closer
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| follow local news
more than | did
before the
pandemic

When it comes to | have more
information, I'd confidencein TV
rather watch the news thanin the
news on TV than online environment

read it online



4
o
=
¥
)
a
<
<
o
|
s
3
[
r 4
(7))
&
<
&
<
>3
o
(1 4

SEPTEMBER

People with age between 25 and 44 y.o.
watched TV in greater extent with their
family in the past year and as being
young parents watched more videos/ TV
shows for children.

GCen Z (18-24 y.0.) felt that they spent more
time in front of the TV, activity that has
orought them closer to their family.
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| watch TV with my
family
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Watching different
programsonTV/
online videos with
the family has
become a habit
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| started spending
more time in front
of the TV in the last
12 months

—

O

Watching with the
family the different
programsonTV/
online videos
brought us closer
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When it comes to
information, I'd
rather watch the
news on TV than
read it online

| follow local news
more than | did
before the
pandemic
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In the last year |
have watched more
online TV shows /
videos for children
than | did before the
pandemic

| have more
confidencein TV
news thanin the
online environment
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