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How to use?

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.0.
CIVIL STATUS: not single

KIDS: own kids <14 y.o. living
in the HH

SINGLEYOUTH

Single Millennials

AGE: 18 - 34 Y.0.

CIVIL STATUS: Single

KIDS: without kids <14 y.o.
living in the HH

FAMILIES WITHOUT
KIDS

Families who don’t have any
kids <14 y.y. living in the HH
AGE: concentrated 45+ y.o.
CIVIL STATUS: not single

KIDS: without kids <14 y.o.
living in the HH




. RERGRT Gend v
. . ender e ear V
TV Consumption & Devices 4 starcom

@ All N4 2024 N4
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Subcategory  Teens SingleYouth Families with kids Families without kids Urban
Watch TV offline 80% 71% 92% 97% 90%
Watch TV online 49% 51% 41% 22% 33%
) . While traditional television remains the leading
Device Posession Screen Type choice among consumers, online TV continues to gain
SINGLE popularity, especially among the young age
MOUTH categories. Smart TV ownership has surpassed that of
36% regularTVs, with LED screens being the preferred
e 33703 option. This trend indicates that Romanians value
e 0
23% / their TV time and seek the best experience that new
Tv Smart 0 . .
30% technologies provide.
FAMILIES
0,
WITH KIDS 63% 19%
13%
Plasma 20%
27%
21%
FAMILIES Regular Tv Set ; )
WITHOUT 64% 8%
KIDS 61% 15%
Lcd 17%
20%
8% 19%
6% y
Home Cinema 7% 20/(;
9% Tube | 1%
8% 5%
3%

Teens @ Single Youth @ Families with kids @ Families without kids @ Urban

Data Source: SNA Focus, base all 14-74 urban DATAlNTEI.I.IGENcE

Period: Oct'23-Sep'24 Bk poversavy PuntisGroupe Romaris
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Online Consumption

Device posession

33%
Laptop 28%
SINGLE
YOUTH 15%
11%
Tablet 15%
9%
10%
FAMILIES
WITH KIDS
12%
15%
Desktop 8%
6%
FAMILIES 9%
WITHOUT
KIDS
7%
6%
Console 5%
2%
4%

Data Source: SNA Focus, base all 14-74 urban

Period: Oct'23-Sep'24

Gender v

Daily online time

59%
65%
240 Minutes +
30%
26%
121-240 Minutes 28%
18%
23%
61-120 Minutes 20%
17%
15%
1%
2%
<60 Min 7%
15% 99% 98% 97%
10% 69%

Mobile Phone

@ Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban

All

83%

Year

% 2024 %

In addition to mobile phones, which are found in nearly every household,
laptops are the most commonly owned devices among Romanians.
Tablets are more frequently used by teenagers and families with
children, as they are beneficial for school assignments and
entertainment. The younger categories spend over 240 minutes a day
online, with men from families without children also having a higher-
than-average online presence. While mobile phones remain the most
convenient way to access the internet, nearly half of the single youth
category also switch towards laptops for work or entertainment
purposes.

Own...

@ Mobile Phone @ Smartphone
Teens

Single Youth
Families with kids
Families without kids

Urban

Accesing device

29% 45% 0% 0
9™ 3 16% 26%

D

Pc Tv

0,
20% 18% 14% 10% 14% 10% 3% 5% 4% 4%

e ————
Tablet

v

{o starcom

VIDEO CONTENT
ONLINE ACTIVITIES
AUDIO CONTENT
EDITORIAL CONTENT
OFFLINE ACTIVITIES
SHOPPING BEHAVIOR
BRAND TRACKER

CONSUMER VALUES

CONSUMER
PARTICULARITIES

CASE STUDIES
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Mobile Usage Frequency

@ Top 10 weekly activities

{o starcom

All % 2024 %

Messenger/Chat (Whatsapp/Facebook) VIDEO CONTENT

Staying socially connected and
communicating with loved ones are
the primary reasons people use their
mobile phones. The habit of sending
SMS has diminished in favor of online AUDIO CONTENT
messaging apps. Single youths and
parents also utilize their phones in their
professional lives and prefer mobile EDITORIAL CONTENT
banking more than the average user.
Teen girls are more inclined to take
photos, listen to music, or watch

ONLINE ACTIVITIES
| Access Social Networks

| Use Email
SINGLE
YOUTH

| Access News Sites

OFFLINE ACTIVITIES

FAMILIES | Send Sms/Messages videos.
LU SHOPPING BEHAVIOR
Take Photos
BRAND TRACKER
FAMILIES
WITHOUT View/Listen Music/Movies/Other Materials
KIDS CONSUMER VALUES
| Access Other Site Types
CONSUMER
PARTICULARITIES
| Access Sites Of Newpaper&Magazines
CASE STUDIES
Mobile Banking (Realize Various Banking Opera
Data Source: SNA Focus, base all 14-74 urban DATMNTEI.I.IGEN[:E
@ Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban % Powered by Pudicis Groupe Romania

Period: Oct'23-Sep'24
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REPORT Social Media Apps: Top by Reach 4 starcom

All 4 2024 4

National

@ Urban Rural
<) )

WhatsApp Facebook Facebook

VIDEO CONTENT

Facebook WhatsApp WhatsApp

Meta's platforms, Facebook and
the messaging apps WhatsApp
and Facebook Messenger, top
the list of social apps. Instagram,

ONLINE ACTIVITIES

Facebook Messenger Facebook Messenger Facebook Messenger

o
ES

Instagram 55“/? TikTok Instagram TikTok, Snapchat, X, Reddit, and AUDIO CONTENT
65% ) .
SING 64% Discord are particularly favored
Ylglu_:_'ﬁ TikTok agt " Instagram TikTok by the Young Youth segment.
- 57% TikTok also appeals to families EDITORIAL CONTENT
Pinterest il Pinterest Pinterest with children, alongside

Pinterest. Snapchat and
Pinterest see higher usage
among women, while Reddit and

OFFLINE ACTIVITIES

Telegram Messenger Telegram Messenger Telegram Messenger

FAMILIES
i . Discord are more commonl
WITH KIDS Linkedin Snapchat Linkedin ' Y SHOPPING BEHAVIOR
frequented by men.
3%
Snapchat Apple iMessage I 11680/‘;/0 Snapchat 23%
17% 20% BRAND TRACKER
24% } ?2//3
FAMILIES X X 7‘1’/0] Apple iMessage 16%
WITHOUT 1 17%
KIDS ) 27% CONSUMER VALUES
Apple iMessage Linkedin 112 X 1121."/0-}0
1 16%
Sk 7 CONSUMER
ype Sk Skype
ype r 4 PARTICULARITIES
T o 29%
Reddit [m ! Discord M 5% Reddit 0%
13% 3% 6%
36% 1% 12% CASE STUDIES
) 10% 0 22% 36%
Discord 4% Reddit 5% Discord 3[,2%
12% 30/8% 12%
0, T 9% 14%
Quora %% Threads 2% Quora :ZD(./"D
6% 4%
4% 6%

Data Source: GWI, 16+ Internet users

Period: Q1-Q3 '24

@ SingleYouth @ Families with kids @ Families without kids @ Urban/Rural/National

DATAINTELLIGENCE
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REPORT Gaming Franchises: Top by Reach < starcom
All 4 2024 4
@ Urban Rural National
. . FIFA 23% FIFA FIFA 21%
Call of Dut Minecraft Call of Dut 7%
U U
Y Y 1% . VIDEO CONTENT
Need forspecd Callofoue Need forspecq ™17 .
ceaioropes / ceaioropes 11% The Single Youth segment tends
Minecraft 20% Grand Theft Auto Minecraft w 22% t itat t d
10% - O gravitate more towards ONLINE ACTIVITIES
Grand Theft Auto Need for Speed Grand Theft Auto m competitive, action-packed, and
Counter Strike Roblox Counter Strike 17% fast-paced games such a.s Call of
Duty, Need for Speed, Minecraft, AUDIO CONTENT
Assassin's Creed Mario Mario

Grand Theft Auto, Counter-

Strike, and Assassin's Creed.
Families with children are more EDITORIAL CONTENT
16% interested in FIFA, Mario, or

SINGLE
YOUTH

Mario Farm Heroes Farm Heroes

=R

o

=
©
S

World of Tanks Fortnite World of Tanks

~
$O

Farm Heroes %‘ 10% World of Tanks Assassin's Creed ;
12% Farm Heroes. Bubble Witch and
Fortnite m Counter Strike Fortnite Farm Heroes are particularly OFFLINE ACTIVITIES

FAMILIES Lego ﬂ 9% Forza appealing to Families without

o I . . .
WITH KIDS World of Warcraft B F1 Lego i Children, while teen girls and SHOPPING BEHAVIOR

. — 9% mothers find relaxation in

6% Roblox.
8% in .
Fi m% Assassin's Creed Bubble Witch B

Bubble Witch World of Warcraft

— 7% 10%
Star Wars w The Sims w
6% 5% 10% CONSUMER VALUES
5%

1%
League of Legends Pl .z i
g g ants vs. Zombies 50 CONSUMER

League of Legends w 9% PARTICULARITIES

Star Wars

FAMILIES FarCry
WITHOUT Bubble Witch
KIDS

- Do o

55‘2595
= -
= =

gel %
=

The Sims Plants vs. Zombies

5

<
ES
(3]
X
=)
B

Football Manager

The Sims

=
2]
£4

=)

X

Plants vs. Zombies

League of Legends Defense of the Ancients (DotA)

5
©
X
m%!
g
=

5 A
8% 15% 7%
EA Sports FC m Valorant I F o Football Manager M% 0 CASE STUDIES
p— 4% 9%
Star Wars Zelda EA Sports FC
Ay 5%
) 9% T pp— (5% 9%
Diablo Apex Legends Forza m %
_m.—l'% 15% %
Red Dead Redemption Rainbow Six Diablo 8 .
Data Source: GWI, 16+ Internet users ’ 4% DATMNTELHGEN[:E
Period: Q1-Q3 '24 @ Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban/Rural/National % Powered by Publicis Groups Romania
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SINGLE
YOUTH

FAMILIES
WITH KIDS

FAMILIES
WITHOUT
KIDS

. . . . Gender
Audio Content Offline & Online Consumption N
NV
Audio content they listen weekly
57%
29% % 44%
23% R 32% 27%

Offline Online

Listen the radio weekly How many hours per day

5% 4%
H R 8%
ome b <30 Min/Da 8%
24% 3 [Day o

19% 6%
5% 3%
n ar o o Min/Day-1 Hours/Da 11%
4 14% 30 Min/Day /Day 6%
17% 7%
0% 2%
5% 6%
At Work 9% 1-2 Hours/Day 10%
6% 10%
8% 10%
1% 1%
. . o 3% 1%
During Leisure Activities 2% 2-3 Hours/Day 3%
3% 5%
2% 4%
1% 0%
) ) " 3% 2%
Public Transportation 1% 3-4 Hours/Day 2%
1% 2%
1% 2%
1% 0%
Oth I % H /D i T
ther 1% -5 Hours/Da 1%
¥ 475 Y 1%
1% 1%
1% 1%
1% 2%
Shopping/in Malls | 0% Over 5 Hours/Day WL 3%
0% 6%
1% 4%
1% 89%

0% 77%
At School/University r 0% Not At All 62%
0% 64%

Data Source: SNA Focus, base all 14-74 urban 0% 66%

Period: Oct'23-Sep'24

Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban

Year

2024

Radio continues to appeal to
more mature listeners, while
the young segments migrated
towards online music apps,
easily accesible on mobile
phones or laptops. The use of
online music apps continues to
experience steady growth.
Families with children and
single youths often listen to
radio stations in their cars
during daily commutes. Men
from families without children
enjoy listening to the radio
both in the car and while
working. People tend to spend
a low amount of time listening
to radio.

{o starcom

AUDIO CONTENT

DATAINTELLIGENCE

% Powered by Publicis Groupe Romania
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I i I starcom
Radio Programs & Listening Frequency N 2l DI
Audio content they listen weekly Replicating last year's results, overall older
. . demographics report listening to radio more

frequently than the younger age ranges; they report
listening to the radio approximately 6-7 times per VIDEO CONTENT
week. Nonetheless, it must be noted that within

17 20%7% 19% 18%
17% 16% these older groups, nationally it can be seen that
129 120 EYY 129 - . ! . "y
b 18% Families without kids that listen to the radio 6-7x per ONLINE ACTIVITIES
5% 6% 6% week experienced a 10,7% drop from last year (driven
by a 16% drop in the urban population). As can be
observed the most popularly consumed radio

AUDIO CONTENT

29%
26%
24% A .
19 20% 9% 18% 18% 9% o
14 14 15 .
10 129 ' 1"
6% 7% 7% 7% 6% 7%

programs include music, weather updates and

Music Weather News Morning Road News  Listeners Live Health Celebrities  Entertainme... Cultural |
SINGLE News Programmes Programmes  Interviews Show Programmes morning shows.
YOUTH i
ou Urban Rural National EDITORIAL CONTENT
3;% 27% oo 23?;‘/0% OFFLINE ACTIVITIES
27% 6
- 6-7 times/week 15/8% 6-7 times/week 45,/% 6-7 times/week 421(:/3%
42% 42%
WITH KIDS 41% 41% 42%

SHOPPING BEHAVIOR

22% 21% 21%
26% 25% 26%
3-5 times/week 26% 3-5 times/week 22% 3-5 times/week 24%
25% 24% 25%
24% 22% 23% BRAND TRACKER
18% 18%

16% 17%

. L
e 1-2 times/week e, CONSUMER VALUES
13% 13%

%

6% 135" CONSUMER
142? 1-3 times/month 1123"%;0 PARTICULARITIES
14%

15% 14%

FAMILIES
WITHOUT
KIDS

18%
18%
11% 1-2 times/week

1-2 times/week

21%
21%
1-3 times/month 11% 1-3 times/month
13%
15%

p
R
)
X

7% 12% 9% CASE STUDIES
8% 6% 7%
Didn’t listen to radio lately 5% Didn't listen to radio lately 8% Didn't listen to radio lately 7%
5% 6% 6%
8% 10% 9%
Data Source: SNA Focus & Romanian Association for Radio Audience DATMNTEI-I-IGENBE
Period: Oct'23-Sep'24 @ Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban s porereaty s Grope romani
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Pop/Disco/Dance
Old Music/Songs

Latino Music

SINGLE

YOUTH

Oriental Music/Manele

Ambiental Music

FAMILIES
WITH KIDS

Rhythm & Blues Music

FAMILIES
Rap/Hip Hop

WITHOUT
KIDS

Clasical Music

Rock Music

Electronic Music/House/Rave

Data Source: SNA Focus, base all 14-74 urban
Period: Oct'23-Sep'24

Type of music listened

Audio Content: Type of Music & Events

Gender
All
Events attended annually
14%
23%
Museum/Art Gallery/Exhibition 20%
9%
15%
13%
22%
Theatre Plays 18%
10%
15%

Pop/Rock/Electr Music/Hip-Hop/D...

N
N
N
S Iy
S LR
2
O\N
*
X

Other

13%
19%
Classical Music Concerts 16%
6%

Jazz Concerts 15%

13%
22%
Modern Dance 16%
4%

Opera

Ly
>
"
oS
Se
RS
X

"
%
o\

10N
N
R
)
X B
°Ué
=N

12%
21%
Ballet Or Classic Dance

N
p
L
N

A
11%

v Year v 2

% 2024 %

This year, alike the previous year, the overall
most enjoyed genres are Pop/Disco and Old
songs. The younger age ranges (teens/single
youth) display a greater preference for
Pop/Disco/Dance and Rap/Hip-Hop; young
men'’s preference reflect the overall results
whilst women replaces the second genre with
Latin Music. The older generations' results
mimic the overall results, however men in
families without kids have a greater preference
for Oriental music/Manele rather than Old
Songs. As can be observed, events have a
greater attendance by the single youth and
families with kids. The most popular events that
people enjoy partaking in are museums/art
galleries/exhibitions, theatre plays and concerts.

Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban

&> starcom

AUDIO CONTENT

DATAINTELLIGENCE

% Powered by Publicis Groupe Romania
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SINGLE

YOUTH

FAMILIES
WITH KIDS

FAMILIES

WITHOUT
KIDS

Gender

Editorial Content: Offline & Online Consumption

Type Teens SingleYouth Familieswith kids Families without kids Urban
Online 16% 24% 29% 19% 23%
Offline 24% 28% 38% 48% 41%
Read Newspapers/Magazines
259 5%
19%
129
7%
cvmmt”
9%5%04%4% %
4% 4 4
%
% %106 o, 2
1% " 27 01% 1%1%1%0%1%

<30 Min/Week 30 Min/Week-1

Hours/Week

Data Source: SNA Focus, base all 14-74 urban

Period: Oct'23-Sep'24

1-2 Hours/Week

2-3 Hours/Week 3-4 Hours/Week

Teens @ SingleYouth @ Families with kids @ Families without kids

0%0%0%0%0%

4-5 Hours/Week

All

4%
3% 3%
1%
0%0%0% 0%0% 1%
— L

Over 5 Hours/Week  Not At All/Week

Urban

Year v 2

2024 %

In contrast to the previous year, in 2024,
there are both increases and decreases
for offline and online editorial
consumption. The majority of our
demographic categories experience
decrease in offline editorial consumption
(except for families without kids) and an
increase in online editorial consumption
(except for teens). The most significant
increase can be seen in the single youth
usage of online intake (60% increase from
2023). Overall, it is observed that the
majority of our respondents across the
different age segments spend less than 30
per minutes per day (especially families
without kids). This could be due to the
general decline of print but also due to
people's increasing use of social media as
to replace online consumption through
websites; seeing as editorial post their
content on social media, it becomes more
convenient to consume it there instead of
having to take an extra step to gain access
to it. What's interesting to note is the
decrease in respondents' consumption of
the 2-3 hours/3-4 hours per day categories
- could in itself indicate a greater
attention by individuals to the amount of
consumption in an oversaturated media
market.

&> starcom

EDITORIAL CONTENT

DATAINTELLIGENCE

% Powered by Publicis Groupe Romania



é consumer Editorial Content: Reading Books Behavior

REPORT

No of books bought in the last year

( > 6% 7% 4% 6% 6%
U e——
More Than 5 Books

Book Genre
24%
15%
Prose 1%
12%
12%
SINGLE 6%
YOUTH 7%
Other Kind Of Books I 7%
8%
8%
9%
9%
Science Fiction 6%
5%
FAMILIES 5%

WITH KIDS

3%
Children Books 13%
4%

FAMILIES o _ 4%
WITHOUT Political/Historical/Social ASDZu
KIDS 4%
7%

5%

Poetry 4%

4%

4%

5%

5%

Specialized Books 4%

4%

4%

Data Source: SNA Focus, base all 14-74 urban
Period: Oct'23-Sep'24

12%

8% 12% 6%
N
3-4 Books

8%

Gender v Year v P
&> starcom
80% 74% All A\ 202 v
45% 75% 729 4
15% gy 12% 79 9%
o R e—
1-2 Books None
Buying Place In the past year, from the
respondents that reported reading,
20% the most popular segments can be
12%
Bookshop ‘10}8% seen to be 1-2 bookes per year
0
3% followed immediatley by 3-4 books
%% per year. Teenagers read the most
| Didn't Buy Online 19%

3
R -

NN

compared to other analyzed
% . . -
0/0 segments, while childless families EDITORIAL CONTENT
0
read the least. Prose remains the

| Didn't Buy From Physical Locati...
preferred genre among consumers

=

ww.
=R
RS

()

gh0% followed by science fiction (in the
Hypermarket (Store >10 Counters) '530% younger demographic - teens and
6% single youth) and other kinds of
J . | Iz'?% books (both family types - with or
. o v
Printed Press Distribution Sta Eé/"n without kids). Bookstores are the
(
79 preferred place for purchasing books,
6% : o
Romanian Sites Selling Multibran... r 3400/70 likely due to the physicality of the
5% book selecting process, the variety of
L options and the assistance provided
Second Hand Bookshop ' o by staff.
5%
7%
. 5%
Physical Sit Of Bookshop/Second ... r %g?
4%
Book Market l 4%
5%
4%
DATAINTELLIGENCE
Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban & poversay PubicsGroupo Romnia
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-t Editorial Content: Reading Books Frequency

@ :

< > Books E-Books
%
3 (% o?
Daily Or Almost Daily (6-7T... % , _ 5%
Daily (6-7 Days Times Per W... %
3% 1%
2%
6%
7% 9
3-5 Times Per Week 8% 10/;’
6% 13%
SINGLE 7% 3-5 Times Per Week (;1%
YOUTH % ?%
7%
10%
1-2 Times Per Week ' 9% 5%
6% 9%
8%
’ 1-2 Times Per Week ' 9%
%
7% 0
FAMILIES 10% 6%
WITH KIDS 1-3 Times Per Month ' 9%
5% 0
6%
7% 10%
1% 1-3Times Per Month r6%
%
5%
1-2 Times Every 3 Months ' 5% 7%
FAMILIES 4%}
WITHOUT 5% 12%
KIDS 10%
13% Less Than Once Per Month 8%
10% 5%
Once Every 6 Months Or Less 11% Y
8% 8%
9%
64%
50%;/ 1%
537 N 61%
Hever ‘%6 % - 79
570 68%

Data Source: SNA Focus, base all 14-74 urban

Period: Oct'23-Sep'24 Teens @ SingleYouth @ Families with kids @ Families without kids

v Year

% 2024 %

The figures on those who continue to read
print books/e-books remain relatively stable
and similar to those of 2023; with some
noticeable slight increases being seen in
certain segments for print (Daily/almost daily,
3-5 times per week, once every six months or
less). Within the e-book format, single youth
have a higher frequency of reading - with their
highest data points being seen in the daily, 3-5
times per week, 1-2 times per week (tied in
first place with families with kids) and the 1-3
times per month. Single women pivot this
result with them scoring high scoring higher
data points in the 3-5 times per week/1-2
times per week categories; their higher
frequency of reading should come as no
surprise seeing as generally women are
recorded to read more than men, and this
could be enabled by social media book
communities.

Urban

{» starcom

EDITORIAL CONTENT

DATAINTELLIGENCE

% Powered by Publicis Groupe Romania
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Weekly Out of Home Activities & starcom
All % 2024 %
@ Time spent outside - Monday to Sunday Weekly out of home activities
0%
1% 8%
<30 Min/Day 2%0/ 461:%) 0 VIDEO CONTENT
0 0,
23% Go ForAWalk 8% 46% Overall, the great majority of
0 :
y 41% respondents report spending 5+ ONLINE ACTIVITIES
30/‘; Lo% hours per day out of the house.
30 Min/Day-1 Hours/Day 6% . - - 049% All our age categories, except for
70/104 Visit Persons & Receive Visits 0, 4,6% families without kids (they P
40% typically spend 1-2 hours/day
SINGLE 10% outside), have the highest values
NOUTH L% in this ti - th EDITORIAL CONTENT
1-2 Hours/Day 9% . . in this time segment; the
022% GoTo Manicure/Cosmetics amount of time spent outside
19% increased from 2023. Alike last
! _— OFFLINE ACTIVITIES
20% year, the primary activities that
0, . .
FAMILIES 2-3 Hours/Day 192/2% are done by Romanians outside
WITH KIDS 21% GoTo Hairdress/Barber is going for awalk orarranging - SUSNTRRVISS
20% visits to see their friends/family.

18%

:;7% BRAND TRACKER
FAMILIES 34 Hours/Day 1;*5?/0 Visit Free Markets/Exhibitions
WITHOUT 15%

CONSUMER VALUES

KIDS

CONSUMER
PARTICULARITIES

16%
10%
4-5 Hours/Day O/:io‘y Community/Church Activities
(1]
9%

Over 5 Hours/Day

CASE STUDIES

| Attend Sindicate/Ngo Meetings

Data Source: SNA Focus, base all 14-74 urban DATAlNTEI.I.IGENcE

Period: Oct'23-Sep'24 @ Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban % Powered by Pudicis Groupe Romania
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@ Sportsin L1 2M
Q ]

Athletics

Football

Cycling

SINGLE
YOUTH
Other Individual Sport

Basketball

FAMILIES
WITH KIDS

Sport Fishing/Hunting

FAMILIES Handball

WITHOUT
KIDS

Other Team Sport

Chess

Lawn Tennis

Data Source: SNA Focus, base all 14-74 urban
Period: Oct'23-Sep'24

Out of Home Activities: Sports

Activities in L1 2M

Aerobics/Fitness (In Speci...

1%

3%

Jogging 2%
2%

2%

3%
2%
Other Activity 2%
1%

2%

3%
2%
Snooker 1%
1%

1%

v Year

% 2024 %

Once again, teenagers are the most active group that practice
sports. The most popular are atheltics, handball and football -
sports that are largely part of physical education curriculums in
school. In addition, what can be observed in our different sport
categories is that there are slight increases in the older
demographic.

Other Sport Lawn Tennis Athletics Handball

@ Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban

v

{o starcom

VIDEO CONTENT
ONLINE ACTIVITIES
AUDIO CONTENT
EDITORIAL CONTENT
OFFLINE ACTIVITIES
SHOPPING BEHAVIOR
BRAND TRACKER

CONSUMER VALUES

CONSUMER
PARTICULARITIES

CASE STUDIES

DATANTELLIGENCE

% Powered by Publicis Groupe Romania
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Weekly Home Activities <4 starcom

@ All % 2024 %
Q > a0

8%

I Relax/ | Repose 61%
3% VIDEO CONTENT
56%
ONLINE ACTIVITIES
Cook From Pleasure/Passion 4,0%
36%
At home, Romanians favourite activity for all different age demographics is to
. s . . L AUDIO CONTENT
relax and rest; families with kids seem to be the group that enjoy this activity
SINGLE Fi And Reai 24;/0 the most. The second most enjoyed activity by the older generation and the
IXAN epair 237 . . . .
YOUTH
ou y smc_.:JIc.e }/outh seem to be cooking whilst the teens prefer fix and repair RO
22% activities.
22% OFFLINE ACTIVITIES
Reading Books (Others Than School Books) 21%
FAMILIES 18%
LU SHOPPING BEHAVIOR
17%
Make Miscellaneous Crafts 16%
12% BRAND TRACKER
FAMILIES
WITHOUT
KIDS Practice Artistic Activities From Passion
CONSUMER
PARTICULARITIES
| Collect Various Objects (Posts/Etc)
Play A Musical Instr From Passion (Viollin)
Data Source: SNA Focus, base all 14-74 urban DATA'NTEI.I.IGENBE
Period: Oct'23-Sep'24 @ Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban % Powered by Pudicis Groupe Romania
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REPORT . . Gender v Year v
Shopping Behavior by Customer <4 starcom
All % 2024 %
@ Shop...
. . gs% 1% 95%  91%  92%
28% 3% 29% 239 26%  28% 239 195 Consumer behavior may vary VIDEO CONTENT

‘ 1% depending on age or life stage,
) Offline Online Online in Romania but there are no significant
Offline they shop weekly from... differences between segments ONLINE ACTIVITIES

when it comes to shopping

58%
43%44%42%43%43%  419%) 1% 44% 400 references — the majorit
22% 33% 8% 29%34%2% 2% P e malory AUDIO CONTENT
[ TEETURE R stores. Small neighborhood

55% 53%

SINGLE
YOUTH i i shops are the most popular
(0]V) Small Neighbourhood Supermarket Other stores Market Hypermarket Diy Cash&Carry p P p _ EDITORIAL CONTENT
Stores among consumers, indicating a
Visited hypermarkets in L3M Visited supermarkets in L3M Visited electronic/appliaces stores in... preference for proximity.

However, a similar number of
consumers also opt for

OFFLINE ACTIVITIES

FAMILIES supermarkets, highlighting the
WITH KIDS Kaufland Lidl need for variety in shopping SHOPPING BEHAVIOR
choices.
Altex
Carrefour Profi BRAND TRACKER
FAMILIES
WITHOUT 41%
KIDS Auchan Penny Market .38% R
43%
Flanco

CONSUMER
PARTICULARITIES

21% 31%
30% 40%
Cora 25% Mega Image 36%
17% 28%
24% 33%
18% 24%
26% 33%
Metro 23% Carrefour Market/Ex... 28%
12% 17%
18% 24% Media Galaxy

CASE STUDIES

20%
18%
18% 17%
25% 27%
Selgros 140/%1% Supeco 120/%3%
18% 18% DATAINTELLIGENCE
Data Source: SNA Focus, base all 14-74 urban @ Teens @ Single Youth @ Families with kids @ Families without kids @ Urban Bk povercay PusiisGroupe Romaris

Period: Oct'23-Sep'24
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SINGLE
YOUTH

FAMILIES
WITH KIDS

FAMILIES
WITHOUT
KIDS

Gender

E-commerce - Type of Bought Products N

Types Of Products/Services Bought Online

0,
%
21%
0,
%
16%
0,
%
13%
0,
8%
9%
0,

Other Products And Services

Cosmetics/Personal Care Products

Electronics/Mobile Phones/It&C Products

Household Cleaners

Sport Equipment

Pharmaceutical Products

07%

Large Appliances ’

0,
0,
0,
7%

0,
%
7%
%
%
7%

Hotel Accommodation

Food/Alcoholic Or Non-Alcoholic Beverages

Data Source: SNA Focus, base all 14-74 urban

Period: Oct'23-Sep'24

@ Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban

Year v

2024 %

The ranking of product
categories purchased online
varies based on consumers'
preferences and needs, which
are influenced by factors such
as age, lifestyle, and life stage.
Young people tend to prefer
technology and gadgets,
while families with children
may prioritize purchases of
home products. However,
despite these differences, the
clothing and footwear
category remains the most
popular choice for online

shopping.

{o starcom

VIDEO CONTENT
ONLINE ACTIVITIES
AUDIO CONTENT
EDITORIAL CONTENT
OFFLINE ACTIVITIES
SHOPPING BEHAVIOR
BRAND TRACKER

CONSUMER VALUES

CONSUMER
PARTICULARITIES

CASE STUDIES

DATANTELLIGENCE

% Powered by Publicis Groupe Romania
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E-commerce - Black Friday - Information Sources 4 starcom

@ All % 2024 %

. . Top information sources used for Black Friday

VIDEO CONTENT

TV commercials

N

o

X
w

For this year's Black Friday campaign, most Romanians
state that they gathered information online, whether
through advertisements, price comparison websites, or
notifications received from apps. However, some
consumers chose to go directly to the participating AUDIO CONTENT
stores that interested them. The Single Youth segment
relies more on social media platforms such as
Instagram, TikTok, and YouTube for information EDITORIAL CONTENT
compared to other consumer categories.

Regardless of the segment, television remains the
primary source of information, according to consumer
statements.

ONLINE ACTIVITIES

Online ads

‘Nl
w
S
w
=1
X

N
<%
R

Online search engines

SINGLE

YOUTH
Websites of participating stores

Directly in participating stores OFFLINE ACTIVITIES

FAMILIES ’
WITH KIDS Posts on Faceboo

SHOPPING BEHAVIOR

general notifications of the stores' mobile applications
BRAND TRACKER

FAMILIES notifications about new prices of products saved in fa...
WITHOUT

KIDS CONSUMER VALUES

Websites for comparing prices and offers

CONSUMER

Newsletters from participating stores PARTICULARITIES

Websites that present all the participating stores and ... CASE STUDIES

21%

@ @
= B
~O
S S o
BQ oo
55

From discussions with friends, colleagues, family

Data Source: Black Friday Study by Starcom DATAlNTEI.I.IGENcE

Period: Nov ‘24 @ Single Youth @Families with kids @ Families without kids @ Urban Bk povercay PusiisGroupe Romaris

3
8
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Consumer Values <4 starcom

@ All % 2024 %

"Control" has ascended in consumer value rankings, surpassing its

Control - . PR .
position from the previous year. This shift is likely driven by the VIDEO CONTENT
current economic and political instability affecting both national
and global landscapes. However, within families with children,
Believe "Love" remains the paramount value. Furthermore, there is a ONLINE ACTIVITIES
noticeable trend where individuals increasingly prioritize the need
for belief and connection, reflecting a broader desire for stability
. . . AUDIO CONTENT
Connect and interpersonal relationships.
SINGLE
YOUTH
EDITORIAL CONTENT
For more
OFFLINE ACTIVITIES
FAMILIES
Useful
WITHKIDS SHOPPING BEHAVIOR
Place BRAND TRACKER
FAMILIES
WITHOUT
J 6%
80%
CONSUMER
85% PARTICULARITIES
Take seri 84%
2%
78%
Love 92%
Data Source: SNA Focus, base all 14-74 urban DATAlNTEI.I.IGENcE

Period: Oct'23-Sep'24 @ Teens @ SingleYouth @ Families with kids @ Families without kids @ Urban % Powered by Pudicis Groupe Romania
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‘CONSUMER
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Women's Month 4 starco

2024 %

@ The Representation of Femininity The Main Traits of Femininity in Today's Society - Top 15
< > The majority view femininity as
being defined by a woman's
behavior and values, with this
perspective being particularly
prevalent among families without
children. Less than 10% perceive

Naturalness

76% Elegance

79%

The behavior and values of a woman... Self-confidence

83% femininity merely as a social label,
with single youth largely driving
80% g
Sensitivity these responses. A minority,
especially from families with
SINGLE Delicate attitude/gestures children, associate femininity with
YOUTH external perceptions of a woman.
14% Attention to personal grooming Generally, key attributes linked to
The outer appearance of a woman (c... y femininity in contemporary society
97 include naturalness, elegance, self-
Independence L
13% confidence, and sensitivity. However,
FAMILIES | distinct clusters prioritize different
WITH KIDS Gentleness traits: single youth emphasize
11% emotion, accessories and their
N 0,
Caring for loved ones % 29% coordination with outfits, and the
0,
. : 7% need for protection; families without
It's just a social label 0% . L
6% A woman who takes care of herb... children focus on sensitivity, care for
FAMILIES loved ones, empathy, patience, and
WITHOUT 6% 9% . : N
Empathy physical beauty; while families with
At 15 children value diplomacy, personal
) t rooming, a delicate attitude
7% Physical beauty m J q 3' l !
; independence, gentleness, CONSUMER
1% . 6% compassion, and traditionally PARTICULARITIES
I don't know y Patience . 0 feminine dress.
1% :
) 3 14%
1% Emotion 0
24%
Attention to details Wi
1
Data Source: Starcom Media Romania, 18+, national internet users ®SingleYouth @ Families with kids @ Families without kids @ National DATAINTEI-I-IGENBE

% Powered by Publicis Groupe Romania

Period: Mar '24
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Events Products/Services <4 starcom

2024 v
@ Most Desired Categories of Products/Services at Festivals or Cultural Events

Food products 45%

41% VIDEO CONTENT

Fashion & clothing 38%

'
o
w
%
S
=

=
[y
~
5

The most sought-after categories at
26% events have remained consistent with
the previous year. Food products,

23% sweets, and beverages continue to
21% garner strong interest across all AUDIO CONTENT
%, 25% festivals, alongside fashion and personal
22% care items. Notably, families without
21% children are key drivers of interest in EDITORIAL CONTENT
27% books, while families with children have
a marked preference for toys and child-
focused products.

i

Sweets ONLINE ACTIVITIES

)
31%

Personal care & cosmetics

Non-alcoholic beverages

SINGLE
YOUTH Electronic products

19%

Books

Home products 20% OFFLINE ACTIVITIES

19%

o
o

19%
19%

|
2

FAMILIES Health services
WITH KIDS

X

21% SHOPPING BEHAVIOR

Alcoholic beverages

Toys & products for children 27%

15% BRAND TRACKER

FAMILIES Automotive

|
[y
)
S

WITHOUT
KIDS Home appliances

CONSUMER VALUES

X

Stores/retailers

|

13%
CONSUMER

Emotional health services PARTICULARITIES

o
o

8%

|

Pharmaceutical products
CASE STUDIES

10%

Banking services 6%

—

Other type of product 4%

Data Source: Starcom Media Romania, 18+, national internet users @ 5SingleYouth @ Families with kids @ Families without kids @ National DATA'NTEI.I.IGENBE

Period: June '2[', % Powered by Publicis Groupe Romania
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Case Study: SAMSUNG
L‘b )

Year

2024

In 2024, in order to reignite excitement among Gen Z, a digital-native
demographic we leveraged TikTok's full-funnel ad tools to drive engagement,
showcase the Sz24's cutting-edge features, and reinforce Samsung's relevance in
their tech-driven lifestyles.

On TikTok creativity drives engagement, therefore leveraging influencers was a
must to simplify complex features and demonstrated real-world benefits through
content, effectively blending entertainment with education, while building trust
and excitement around the Galaxy S24.

The campaign blended a mix of different creative executions and formats tailored
for each phase. For awareness the full S24 lineup was presented, with formats
aimed to maximize visibility (e.g. in feed awareness ads).

Interest targeting and first-party data-powered web retargeting drove traffic and
consideration, while the ads focused on key product features. Influencers
messages were responding to different audience needs, from showcasing
nightography feature in action, to demonstrating the Al-powered "Circle to
Search" feature, making user-friendly searches a focal point.

Across all campaign phases, the total ROAS had positive figures, demonstrating
the effectiveness of the strategy in driving both brand engagement and
conversions.

{» starcom

CASE STUDIES

DATAINTELLIGENCE
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Case Study: Storia

FAMILIES WITH KIDS

Families that live with kids
<14 y.0. in the HH

AGE: concentrated 18 - 45 y.0.
CIVIL STATUS: not single

KIDS: own kids <14 y.o. living
in the HH

PUBLICIS MEDIA
PRECISION

SINGLEYOUTH

Single Millennials

AGE: 18 - 34 y.0.

CIVIL STATUS: Single

KIDS: without kids <14 y.o.
living in the HH

Year

{» starcom

2024 Y4

The first major acquisition of people at the beginning of their adult life (young families or
individuals in their 25-35 y.0.) is having their own house. This acquisition implies a high
commitment as often is accompanied by a mortgage loan on a long period of time.

Storia is a real estate online platform which acknowledged this consumer tension and
took the mission to bring more clarity and trust in a poorly regulated market, by infusing
in its tools, data and clear guidelines every step of the way. for real estate transactions.
Its key challenge is that it is perceived as a real estate agency rather than recognized as a
comprehensive online platform. The campaign aimed to change the % of people who
think Storia is a real estate agency

To tackle this challenge and diminish consumer tension, campaign's creative approach
conveyed that while one cannot control everything in the house-hunting process, Storia
provides helpful tools to navigate through these challenges.

We utilized Reach Planner to forecast expected maximum reach based on various
formats leading to strategic planning of the mix of ads, combining different formats to
maximize awareness lift. Also, affinity segments were used in the campaign,
strategically crafted based on insights extracted from 1st party data lists within
Audience Manager, ensuring a comprehensive approach to audience targeting

Results: double digit awareness lift and Grand Prix at YouTube Awards.

CASE STUDIES

DATAINTELLIGENCE
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- Case Study: eMAG
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PRO TV

eMAG . .
bZack friday |

Tigaie Wok Tefal 58 %

Simple Cook REDUCERE

-~ CEL MAIMIC PRET
Sl

* According to our study "Black Friday 2024: Consumer Shoppindg Habits in Romania”

]
there is a 5-percentage-point decrease in those convinced to buy during the event itself,
signaling that decisions are becoming increasingly informed and calculated.
Families that live with kids " * During Black Friday, purchasing decisions are heavily influenced by the type of content
BT that reaches consumers, and TV is one main source of information, besides online
: concentrated 1o - .0. b
S ) advertising, social media, retailer websites and search engines.

KIDS: own kids <14 y.o. living
in the HH

* To catch the attention of undecided shoppers exactly during Black Friday, we
developed a special TV project for one of our clients from eRetail industry, creating a

dedicated episode around Black Friday choices in one of the most viewed TV show in
Romania: Las Fierbinti.

eMAG
){ starcom

*+ We emphasized that in Romania, Black Friday is synonymous with eMAG, it is only one

day!rear as opposed to other retailers that have Black Friday in spring or summer) that
it only happens online (because it's convenient, you don't have to fight over products you
can prepare yourself, etc.), and it happens on the largest ecommerce platform in

Romania, where you can find almost everything (the episode ends with one of the DATAINTELLIGENCE
characters looking for a divorce lawyer on eMAG). S



