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TREND

Media Behavior
T2B%

There is a slight decrease registered in the number of 
people who enjoy watching TV with their family, 
accompanied by a decrease in those viewing TV 
shows or online videos for children. However, family 
viewing on video streaming platforms has remained 
relatively stable.

While trust in TV news is strengthening, the habit of 
watching news on TV rather than reading online is 
weakening slightly. This could mean audiences value 
TV for credibility, but convenience and accessibility of 
online news are influencing behavior.

The number of people who engage in various online 
activities while watching TV has decreased by half 
(from 58%), indicating less interaction between TV and 
online environment. Second-screen behaviors such as 
informational multitasking and commenting are also 
declining.

A negative trend is also observed among those for 
whom social networks represent the main source of 
entertainment or even information, with users likely 
returning to search engines or other sources.

Oct. 2024 Oct. 2025May 2024 May 2025%

I watch TV with my
family

I watch video
streaming
platforms, such as
video on demand
(e.g. Netflix, HBO,
Voyo, etc.), together
with my family

Usually, while
watching TV, I do
various activities on
the Internet

When it comes to
information, I'd
rather watch the
news on TV than
read it online

I have more
confidence in TV
news than in the
online environment

If I see a
commercial on TV, I
look for information
about that product
on the Internet

61 57 56 44 38 4260 52 52 45 42 4166 63 58 51 43 5163 62 50 47 47 46

When I watch a TV
show, I only access
the Internet during
commercial breaks

Lately, social media
is my main source
of entertainment

I look for
information about
products and
services rather on
social networks
than with the help
of search engines

Lately I've been
watching TV
shows/online
videos for children.

I like to send votes
by SMS when I
watch my favorite
shows

I go on social media
to comment about
the shows and
series I watch on
TV

45 39 36 35 31 3244 40 35 32 29 3146 41 41 38 32 3544 38 35 33 31 30
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TREND

Attention to Media Types
T2B%

Traditional media (TV, Printed Press) shows continuous 
growth, while digital (YouTube, VOD,  Social Media, 
Podcasts) are slightly declining, suggesting that 
consumers may be shifting back toward traditional and 
verified sources for information.

Thus, traditional television managed to rank first, 
followed by online video (YouTube), then by video on 
demand and by social media.

Oct. 2024 Oct. 2025May 2024 May 2025%

Classic TV Online Video (Youtube) Video On Demand (ex.
Netflix, HBO, Voyo etc)

Social Media

52 56 51 4953 56 50 4955 58 54 5459 54 52 51

Radio Online Press Podcast Printed Press
49 48 46 3546 44 47 3851 51 51 4150 50 47 43
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TREND

Type of news
followed
*More than in other years

The post-election period brings a clear decline 
in political engagement, with interest in 
domestic policy dropping significantly. The 
public appears to deprioritize political and 
global issues and turn to entertainment and 
everyday topics, signaling a phase of 
normalization after the heightened attention 
during the election campaign.

Health news remains the most followed 
although shows a slight decline vs previous 
wave, being followed by Entertainment news, 
with a stable evolution.

Oct. 2025May 2025%

Health Entertainment Domestic policy Economy/ Finance Lifestyle

31 24 29 22 2129 25 21 21 20

Sports Foreign policy Technology Culture/ Music/
Theatre

Other Type
18 22 20 17 1219 18 17 13 9
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TREND

Digital platforms 
chosen for information 
instead of traditional 
media channels (TV, 
radio, newspapers), in 
the last 6 months?
Digital platforms are losing ground as alternatives 
to traditional media for information, with TikTok 
and Instagram showing the highest decreases. 

Facebook remains stable, with 4 in 10 urban 
internet users still choosing it over traditional 
channels. 

Google decreased, showing reduced reliance on 
search engines for media substitution.

Meanwhile, the share of respondents who did not 
replace traditional media with digital platforms 
slightly increased, suggesting a growing tendency 
to stick with traditional sources or avoid 
replacement.

Oct. 2025May 2025%

Facebook Google WhatsApp Instagram TikTok

40 34 29 29 3239 31 23 22 22

F
O
C
U

S
 O

N
R

O
M

A
N

IA
N

S 
N

EW
 M

ED
IA

 A
D

O
P

TI
O

N

X (Twitter) Reddit Others Not applicable/ I did
not replace

8 8 3316 5 35

2



Oct. 2025May 2025%

Source Presentation The language
used

Popularity I didn't think about
this aspect

Something else

74 38 38 19 6 065 40 36 18 9 1
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TREND

Reasons
for trusting information
The source of the news is the main reason that 
gives confidence in the information read or 
received, but its influence is weakening, while the 
next ranked, presentation, is the only factor that 
has slightly increased.

The positive evolution of the percentage for "I 
didn't think about this aspect" suggests a 
growing segment of people who do not 
consciously assess trust signals which may be 
associated with a vulnerability to disinformation.



TREND

Searching for 
Information on the 
Internet
T2B%

Negative trend continues in terms of text-based 
information searches, while we see a positive 
evolution in image-based and voice-based 
searches.

Platforms - YouTube, TikTok, Instagram - are 
losing traction as information sources, registering 
the lowest levels so far, as well as searches directly 
on retailer websites.

Oct. 2024 Oct. 2025May 2024 May 2025%

Text search (using search
engines)

Directly on Youtube Search based on images Directly on retailer
websites

80 41 31 2775 39 27 2673 39 31 2868 33 33 22

Voice search Directly on TikTok Directly on Instagram On other social networks

16 19 16 115 16 13 0.
5

15 21 16 0.
5

17 12 9 1
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