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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
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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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TREND

Ways to discover 
new songs, artists, 
musical styles
Official YouTube channels of the artists remain 
the main source of discovery, but are 
experiencing a continuous decline, closely 
followed by television, which has remained stable 
in maintaining its relevance for music discovery.

Radio shows a positive trend vs previous wave, 
signaling renewed interest in radio as a discovery 
channel.

Background music in social networks videos 
hasn’t seen a significant evolution compared to 
the previous wave, while music streaming apps 
are significantly decreasing.

Oct. 2024 Oct. 2025May 2025%

From the official
YouTube channels of
the artists

From the TV From the Radio From the background
music of videos
posted by others on
social networks

51 42 41 3048 38 31 2739 38 36 26

From music streaming
applications

Another way I don't know/ I don't
answer

23 1

3

28 1

3

21 51
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TREND

Evolution
of Digital Activities
*More than in other years

In this wave, we observe a decline across all 
online activities, with the highest drops seen in 
listening to music online, using social networks 
and online platforms, followed by reading the 
news.

Despite this negative trend, searching for 
information (other than news) remains the 
leading digital activity, followed by making 
online payments.

Looked for
info, other
than news

Online
payments

Online
platforms

Social
networks

Online
shopping

Read the
news

Download &
install new
applications

Movies/
Series

Podcasts

51 53 48 43 47 43 41 38 3350 50 47 41 43 40 38 38 3347 48 43 38 38 33 35 34 3050 48 45 43 42 40 37 33 3150 52 43 40 42 40 37 35 3245 47 38 39 40 33 32 31 2853 48 49 45 42 43 35 34 2846 41 39 36 35 34 31 29 27

Listened to
online music

Gaming Online
gambling

Online sports
betting

Video
conferencing
platforms

Conferences
online

Online
courses

Museums/
online art
galleries

Online plays/
operas

39 31 17 21 31 29 28 19 1936 26 34 16 27 24 26 15 1433 24 26 14 20 20 19 11 1137 21 17 11 21 17 17 14 1133 23 23 12 16 15 13 10 934 19 14 13 16 14 15 10 1036 21 20 17 16 15 16 14 1326 19 17 16 15 14 13 12 10

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
Oct. 2022 May 2023 May 2024 May 2025Oct. 2023 Oct. 2024May 2022% Oct. 2025



TREND

Main Reasons for 
using Social Media
Except the need to stay connected with 
friends, which shows a positive evolution 
compared to the previous wave, all other 
social media activities either declined or 
remained stable. This suggests that social 
platforms continue to fulfill their core 
purpose, maintaining personal connections, 
even as other motivations weaken.

The most notable change is in 
shopping-related behavior: searching for 
products or brands they want to buy 
registered the highest decline, returning to 
the level of Oct 2024. Meanwhile, staying 
updated on favorite brands remains stable, 
suggesting brand loyalty persists but does 
not drive increased engagement.

To keep in touch
with friends

To fill up my spare
time/ to relax

To find out news
about family/
friends/ colleagues

For the diversity of
the type of content
(articles, shows,
videos, pictures
etc.)

To search for
various products/
brands that I want
to purchase

To find out about
new trends

To make new
friends/
acquaintances

60 56 54 45 35 31 3158 59 57 41 36 29 3162 61 58 46 35 33 2961 57 51 47 34 33 2756 58 51 44 35 28 2557 54 48 45 33 26 2855 60 54 45 44 33 3058 55 48 40 33 29 27

To post pictures/
videos

To be up to date
with the activity of
my favorite brands

To enroll in different
communities

To follow
celebrities/
influencers

To support social
causes

For live streaming
(listening to music/
watching events in
real time)

35 26 29 21 18 1630 26 26 23 18 1533 26 26 23 17 1529 28 27 23 19 1732 28 28 22 18 1631 23 26 21 15 1631 26 25 26 20 2026 26 23 20 19 15
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TREND

Social Media Platforms
The top three social media platforms remain 
Facebook, Instagram and TikTok. Both 
Instagram and TikTok show declines compared 
to the previous wave: Instagram has returned to 
the level seen in October 2024, while TikTok 
experienced a sharper drop, nearing the level 
recorded in May 2023.

Facebook Instagram TikTok LinkedIn Pinterest Twitter/ X

91 56 32 22 21 1990 58 37 18 18 1591 58 42 20 19 1491 60 47 20 18 1490 57 47 21 22 1487 54 47 19 18 1587 63 54 20 21 1687 54 43 19 18 8

Snapchat Reddit Tinder Tumblr Clubhouse

12 6 6

3

112 4 5

3

115 4 4 4

2

12 5 4

3 2

11 4 4

3 2

13 4 4

3 2

12 7 6 4 18 5

3 3

1
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TREND

Favorite Type of 
Content on Social 
Media
Images, videos and, at distance, articles 
remain the favorite types of content in social 
media, with only articles registering a positive 
evolution.

Images Video Articles Text Instagram stories Posts on my
favorite brands
pages

71 60 51 40 30 3374 60 49 42 31 3071 67 46 43 31 3268 66 46 42 33 3169 66 46 40 32 3064 62 41 38 32 2976 67 44 40 36 3164 60 48 32 30 28

Live streaming 360 Images/video Audio Gif Other

20 21 25 15 120 21 26 14 120 20 23 15 019 19 28 13 018 20 24 15 020 22 22 15 021 24 27 15 019 19 17 12 1
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31

TREND

Activities on 
Instagram
A negative or steady evolution was registered in 
all Instagram activities, except for reactions to 
photos and videos, which managed to ranked 
second due to their growth, after following the 
posts of friends and acquaintances.

The highest decreases were recorded on 
activities such as entering on sponsored/ 
promoted ads of their favorite brands, on 
posting Instagram stories and on clicking on 
tags in stories/ posts to go directly to the 
brand's page/ store.

Post
Instagram
stories

React to
polls/
questions on
stories

Swipe up in
stories

Click on tags
to go directly
to the brand's
page/ store

Enter live
shows of the
celebrities/
influencers

Enter
sponsored/
promoted ads

Use different
filters

Use and
watch IGTV

36 19 10 17 17 24 13 1236 21 12 19 23 34 14 1033 18 15 18 16 21 14 733 16 12 17 20 27 12 837 18 13 22 20 31 15 929 24 22 23 27 24 18 1133 23 25 28 19 30 16 1422 21 20 20 19 18 15 8

Follow
friends/
acquaintances
posts'

React to
pictures/
videos

Follow
Instagram
stories

Post photos Follow
celebrities/
influencers

Participate in
contests/
giveaways

Share
different
videos

Joined
various online
communities

72 41 48 50 26 27 16 1283 45 58 56 34 29 18 1568 39 51 46 26 25 17 769 38 53 46 25 26 13 1374 41 53 44 28 32 19 1250 50 54 42 40 35 25 2455 44 48 40 39 27 25 2353 48 42 36 35 27 25 22
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Cultural

53 48 41 41 33 35 2453 38 36 43 39 47 3351 49 45 49 43 39 3657 46 37 59 41 50 3250 50 51 49 38 40 3757 40 43 43 32 34 2561 53 53 49 43 39 3952 50 47 47 38 38 34

Oct. 2022 May 2023 May 2024 May 2025 Oct. 2025Oct. 2023 Oct. 2024May 2022%

TREND

TikTok
Huge drop of awareness of influencer campaigns, 
reaching the lowest level so far.

Except social, sustainable and techniques (DIY) 
campaigns, all the other types of campaigns 
registered a negative evolution vs. the previous 
wave.

Most distinctive and memorable influencer 
campaigns remained those related to music, 
gastronomy, tourism and beauty & fashion.

Personal/
professional
development

Social
campaigns

Home
Decorations

Sustainable Techniques (DIY) Parenting Gaming

32 32 36 30 29 25 1334 33 34 25 25 26 1738 27 31 25 32 26 1844 33 32 28 31 34 2040 32 35 28 30 23 1930 26 33 20 29 19 1739 31 40 28 26 31 2834 32 29 29 27 25 18

Influencer Campaigns on TikTok Awareness

Types of Influencers Campaigns on TikTok

W'3
May'22
(n=234)

W'4
Oct'22
(n=270)

W'5
May'23
(n=305)

W'6
Oct'23
(n=352)

W'7
May'24
(n=331)

W'8
Oct'24
(n=339)

W'9
May'25
(n=383)

W'10
Oct'25
(n=299)

50%
60% 58% 60% 62% 58%

66%

49%



 

More than in other years Just like in other years Less than in other years It does not apply
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0 20 40 60 80 100

I participate in surveys, questionnaires or
question and answer sessions

I appreciate posts or videos

I read the comments without interacting

I view the content (videos, stories, posts)

I comment on content or respond to other
comments

I share the content with others (via direct
messages, reposts, etc.)

I'm saving posts for later

I follow or subscribe to their accounts

I discuss content with friends or online
communities

I tag the influencers/content creators I follow in
my own posts

I purchase products/services recommended by
influencers/content creators

I join communities or use paid subscriptions (e.g.
Patreon, YouTube Memberships)

I participate in challenges launched by
influencers/content creators

I create response content (duets, remixes..)

26%

21%

20%

20%

17%

16%

16%

15%

14%

13%

13%

10%

10%

9%

54%

62%

63%

66%

54%

55%

52%

60%

58%

45%

51%

43%

49%

42%

12%

13%

16%

13%

16%

19%

20%

20%

21%

16%

20%

18%

16%

17%

9%

4%

1%

1%

13%

10%

12%

5%

7%

25%

16%

29%

25%

32%

Types of engagement

Tracking influencers or content creators

Yes
55%

No
45%

OCT’25

Influencers or 
content creators
55% of urban internet users follow 
influencers or content creators.

They are more likely to engage passively 
(reading, appreciating) and participate in 
surveys than before.

Taking actions that indicate strong 
commitment (such as following accounts 
or discuss content) and influencer-driven 
purchases are declining compared to 
previous years.



TREND

Audio Content Social 
Media
Decrease in awareness of social media platforms 
with only audio content compared to the 
previous two waves, reaching almost the levels of 
May 2024 or May 2022.

They mostly like the fact that they can have 
privacy and at the same time they can find 
useful/ interesting information.

In videoconferencing and on
social networks I feel that we
expose ourselves too much

I would like to have as many
such social platforms in our
country as possible

It is a new and authentic way
of relating and connecting

I like the fact that I can have
privacy and at the same time I
can find useful / interesting
information

68 71 76 7868 79 86 8962 68 80 8468 80 83 8063 67 83 8270 69 77 8661 82 84 8954 57 68 77

Have you heard of social platforms that only have audio content?

Perception of Audio Content Social Media
T2B%

W'3 May'22
(n=185)

W'4 Oct'22
(n=190)

W'5 May'23
(n=166)

W'6 Oct'23
(n=205)

W'7 May'24
(n=173)

W'8 Oct'24
(n=157)

W'9 May'25
(n=193)

W'10 Oct'25
(n=121)

44%

55%
51% 51%

44%
52% 52%

46%

Oct. 2022 May 2023 May 2024 May 2025 Oct. 2025Oct. 2023 Oct. 2024May 2022%
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TREND

Podcast Ecosystem
About 44% of respondents watch or listen to 
podcasts weekly, marking a decline compared to 
the previous waves and returning to the level 
observed in Oct 2023.

They like mostly to follow interviews, lifestyle/ 
health, entertainment/ celebrities, comedy and 
education.

Interviews Lifestyle/ Health Entertainment/
Celebrities

Comedy Education Food Life stories

41 37 39 37 31 28 3142 33 36 31 25 29 2842 38 38 39 37 35 3049 44 39 32 36 31 3540 37 35 35 34 27 3041 37 38 37 40 32 3342 40 34 33 33 28 27

Oct. 2022 May 2023 May 2024 May 2025 Oct. 2025Oct. 2023 Oct. 2024%

Music TV Shows/
Movie

Sport Gaming Self-improvement Dating Crime

32 21 19 13 10 12 728 21 16 13 15 11 730 24 22 13 15 13 928 24 20 12 16 12 733 26 21 19 16 15 836 26 21 20 18 12 926 23 16 12 12 8 7

Type of Podcasts Followed

Viewership Frequency

Less than once per month

I don't know
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0 20 40 60 80 100

W’4 Oct’22 (n=573)

W’5 May’23 (n=575)

W'6 Oct'23 (n=536)

W'7 May'24 (n=588)

W'8 Oct'24 (n=561)

W'9 May'25 (n=587)

W'10 Oct'25 (n=541)

14%

16%

16%

11%

14%

14%

17%

51%

49%

43%

51%

53%

54%

44%

21%

20%

23%

22%

16%

17%

21%

12%

12%

17%

14%

14%

13%

15%

2%

1%

1%

2%

3%

2%

3%

Daily Weekly Monthly Less than once 
per month

I don't know



TREND

Metaverse
Steady evolution regarding Metaverse Awareness 
compared to the previous wave.

6 out of 10 urban internet users have heard of the 
“Metaverse” concept, out of which 63% would be 
interested in trying out virtual experiences in 
Metaverse. 

48% of them would be interested in socialization, 
46% of them would be interested in virtual stores, 
while 42% of them would be interested in music 
concerts, in Metaverse.

We are seeing a decrease in interest towards all 
types of virtual experiences, except virtual stores.
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Metaverse Awareness 

W'3
May'22
(n=803)

W'4
Oct'22
(n=801)

W'5
May'23
(n=806)

W'6
Oct'23
(n=810)

W'7
May'24
(n=808)

W'8
Oct'24
(n=801)

W'9
May'25
(n=806)

W'10
Oct'25
(n=802)

47% 48%

62%
56% 57%

51%

59% 59%

Metaverse Trial

W'3
May'22
(n=373)

W'4
Oct'22
(n=386)

W'5
May'23
(n=503)

W'6
Oct'23
(n=454)

W'7
May'24
(n=458)

W'8
Oct'24
(n=412)

W'9
May'25
(n=478)

W'10
Oct'25
(n=473)

57% 59% 60% 59% 61% 63%
69%

63%

May 2023 May 2024 May 2025 Oct. 2025Oct. 2023 Oct. 2024%

Buy NFTs Use
cryptocurrencies

Buying real
estate or land

Casinos Sports betting Gaming Job/Professional Education Music concerts Virtual stores Socialization

19 22 16 19 17 43 34 40 57 35 5014 16 16 18 21 43 34 47 51 47 5017 18 16 16 21 38 38 46 63 46 5015 16 21 19 25 37 36 48 46 41 4322 26 21 25 28 51 38 41 50 45 5212 14 17 18 21 31 32 38 42 46 48



0 20 40 60 80 100

W'7 May'24 (n=808)

W'8 Oct'24 (n=801)

W'9 May'25 (n=806)

W'10 Oct'25 (n=802)

30%

31%

50%

56%

70%

69%

50%

44%

TREND

Artificial
Intelligence (AI)
AI adoption continued to increase during the fall 
of 2025, with 56% of urban internet users 
reporting they use artificial intelligence. Among 
them, 64% use AI for chat, 40% for image 
generation, 37% for document analysis, and 22% 
for video creation. 

Notably, document analysis saw an increase in 
usage, while chat usage declined significantly.

Chat For image
generation

To analyze
documents

To generate
videos

Others
57 46 36 28

2

63 39 30 27 073 42 33 23

2

64 40 37 22

2

AI Usage Yes No

Oct. 2024 Oct. 2025May 2024 May 2025%
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TREND

Usage of AI chat 
(Artificial Intelligence) 
integrated into digital 
platforms
Among those who have already used artificial 
intelligence, only 20% did not access it through 
online platforms.

Usage on Facebook saw a significant increase, 
with around half of users engaging with AI 
there. WhatsApp follows at distance, showing 
stable usage compared to the previous wave.

In contrast, AI usage declined on Instagram, X, 
Snapchat, and Threads.

Oct. 2025May 2025%

Yes, in Facebook Yes, in WhatsApp Yes, in Instagram Yes, in LinkedIn Yes, in X (Twitter)

42 32 33 12 1549 31 23 12 9

Yes, in Snapchat Yes, in Threads Yes, in another
network

I haven't used it so
far

12 10 4 199 8 4 20
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TREND

Images generated 
with AI (Artificial 
Intelligence)
Almost half of urban internet users still believe 
that AI-generated images can be misleading. 

With a positive evolution compared to the 
previous wave, now 33% say these images look 
fake or artificial, while the share of those who 
find them creative or interesting has dropped 
to 27%.

Around 20% of people are indifferent to 
AI-generated images, and 17% admit they 
cannot tell which images are created using AI.

Oct. 2025May 2025%

Images generated
with AI (Artificial
Intelligence) can
mislead you

Images generated
with AI (Artificial
Intelligence) seem
fake/artificial to me

Images generated
with AI (Artificial
Intelligence) seem
creative/interesting
to me

Images generated
with AI (Artificial
Intelligence) are
indifferent to me

I can't figure out
what images are
generated with AI
(Artificial
Intelligence)

47 30 30 17 2048 33 27 20 17
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TREND

Favorite Types of Live 
Streaming
Significant declines are observed across all 
types of live streaming, with the sharpest drop 
in music, followed by lifestyle, gaming, and 
personal & professional development courses.

Music Entertainment Concerts Tourism Personal/
professional
development
courses

61 49 44 38 3773 54 51 37 4266 54 53 44 4478 52 45 43 4067 45 48 38 4168 44 43 29 3989 58 53 47 5046 44 42 28 26

Lifestyle Videoconferences Charity/ social
events

Cultural events
(theatre/opera)

Gaming
30 40 21 25 3145 42 33 30 3144 41 33 32 3845 40 26 29 3038 42 22 32 2528 40 22 34 2750 39 31 33 4324 24 24 19 18
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TREND

Most Used Platforms 
for Live Streaming
We are seeing a general decline in live 
streaming usage, not isolated to a single 
platform: YouTube, Facebook, Instagram, TikTok, 
Zoom, and even niche platforms all show 
downward trends.

YouTube and Facebook still lead, with YouTube 
seeing a larger decline than Facebook, thus 
reducing the gap between them.

YouTube Facebook Instagram TikTok

72 67 46 3384 80 53 4573 68 50 4583 74 55 5683 65 47 5172 68 53 4287 64 57 5450 49 39 39

Zoom Directly on the
organizer’s page

Vimeo Twitch

37 29 11 832 32 10 1533 33 9 1927 19 10 1227 19 11 1329 40 15 1027 26 18 2419 17 6 6
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TREND

Gaming Activities
All gaming activities show drops compared to 
the previous waves, with the highest decrease 
registered by playing/ downloading games on 
smartphones, followed by playing online games 
with friends.

I played/
downloaded a free
video game

I played/
downloaded games
on my smartphone

I played games on
social networks

I played online
games with my
friends

I played a network
game with people I
don’t know

44 48 37 30 2849 46 37 35 2541 39 29 27 2347 42 40 33 2745 45 29 29 2841 39 32 28 2441 49 33 33 2839 36 27 23 20

I used a subscription
service such as
XBOX LIVE,
PlayStation Plus or
Steam

I bought a video
game from online
stores

I did a live with my
style of play

None of the above

16 20 11 417 18 9 415 18 10

2

15 20 12

2

18 16 10 322 18 14 818 19 8 816 15 8 15
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TREND

Main Drivers in trying/ 
searching a Video 
Game
Despite a slight decline, 4 in 10 urban internet 
users still seek games that match their 
preferences. 

However, notable decreases are observed 
among those who value a strong storyline, 
high-quality graphics and design, or the ability 
to customize their games, drivers that had 
shown significant growth in the previous wave.

I’m looking for the type of
game I prefer

Recommendations from
friends/ colleagues/
acquintances

The fact that it is a free
video game

The popularity of the
game

48 33 31 3347 32 31 3534 29 25 3147 36 30 3343 31 27 3441 32 27 3541 32 30 3338 31 28 26

Graphics/ design The storyline/ story of the
game

The fact that you can
customize the game

Recommendation of a
gaming influencer

32 20 19 1330 17 18 1627 21 18 1431 17 17 1627 20 21 1530 19 15 1635 29 24 1925 18 17 13
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TREND

Social Media used for 
E-commerce
T2B%

High and stable appreciation for tag functions 
is observed, with top three statements (price 
visibility, direct link, reduced search time) 
remaining very strong.

Engagement with influencer/ brand pages is 
also steady, but we notice drops in transactional 
behaviors: buying directly from Instagram, 
shopping on Facebook Marketplace, clicking 
and buying after seeing a tag.

I like the product tag
function because I can
see the price before
accessing the online
store

I find the tag function of a
product useful, which
takes me directly to the
online store page

I prefer the product tag
function, because it
reduces the search time
of the desired product in
the online store

I follow the pages of
brands/ influencers that
use the tag function of
the products they
promote

68 67 64 5372 74 70 5876 78 74 5973 75 71 5875 79 73 6078 80 77 6682 81 76 6682 80 76 67

When I see a beautiful
picture on Instagram with
a tag on a brand, I click
and go in to see the
products of that brand

Now I can buy products
directly from the
Instagram page, without
having to go to the online
store

I shop on pages like
Facebook Market Place,
Facebook shops

When I click on a product
tagged on social
networks, most of the
time I buy it

54 45 42 3956 50 44 3665 56 47 3960 47 50 3563 47 50 3865 53 50 4468 57 55 4866 52 48 38
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TREND

Activities inside an Online 
Community
Most activities show declines compared to the 
previous wave, with the highest decrease registered 
on participating in contests/ events posted in the 
community, reaching its lowest level so far.

Reacting to community posts remains the most 
common interaction.

I react to community
posts

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

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

I interact with people in
the community, creating
connections/ friendships

50 48 41 4056 54 48 4756 62 47 4957 63 52 4156 58 52 4646 52 42 5062 59 47 4157 54 44 44

I participate in contests /
events posted in the
community

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

The community made me
feel closer to the brand

39 27 1750 41 2142 42 2752 36 2344 37 2340 40 2051 35 2938 34 28
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TREND

Local Targeting
Steady evolution vs the previous wave is seen 
considering the percentage of people using the 
functions of the applications to search for 
events in their proximity.

At the same time, there is a positive trend 
among those who use the local targeting 
function and find it useful.
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% Very useful Useful So and so Not very useful Not at all useful I don’t know

Local Targeting Utility

T2B%

71%

71%

66%

65%

71%

69%

68%

69%

0 20 40 60 80 100

W'10 Oct'25 (n=446)

W'9 May'25 (n=463)

W'8 Oct'24 (n=405)

W'7 May'24 (n=434)

W'6 Oct'23 (n=429)

W'5 May'23 (n=454)

W'4 Oct'22 (n=433)

W'3 May'22 (n=443)

25

30

25

30

34

26

29

30

47

39

42

39

37

39

37

40

25

25

24

22

24

27

25

20

2

4

6

7

4

5

6

7

1

1

1

1

2

2

1

1

1

1

2

1

1

Local Targeting Usage 

W'3 May'22
(n=803)

W'4 Oct'22
(n=801)

W'5 May'23
(n=806)

W'6 Oct'23
(n=810)

W'7 May'24
(n=808)

W'8 Oct'24
(n=801)

W'9 May'25
(n=806)

W'10 Oct'25
(n=802)

55% 54% 56% 53% 54% 51%
57% 56%



I would look for
more information
about the event

I would consider
going to this event

I would definitely go
to this event

I would look for
other events of this
brand

None of the above

40 34 11 4 1038 38 11 4 1038 38 10 3 1140 36 11 3 1042 37 8 3 938 39 8 14142 36 10 10

2

39 38 8 4 11

TREND

Actions related to 
Proximity Events
Slight increase registered among those who 
would consider to go to the events or who would 
look for other events if they saw a post on the 
social networks of a brand about events organized 
in their proximity, while the interest in seeking 
additional information about such events 
decreased.

A return to 2024 levels is observed among those 
who would go to those events.
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TREND

Smart TV
89% of the urban internet users have at least one Smart 
TV in the household, out of which 29% watch exclusively 
online content (YouTube, Netflix, HBO, Voyo etc), 
registering a negative evolution in detriment of those 
who watch both: TV classic and online (53%).
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0 20 40 60 80 100

W’4 Oct’22 (n=801)

W’5 May’23 (n=806)

W'6 Oct'23 (n=810)

W'7 May'24 (n=808)

W'8 Oct'24 (n=801)

W'9 May'25 (n=806)

W'10 Oct'25 (n=802)

87%

87%

87%

90%

87%

88%

89%

13%

13%

13%

10%

13%

12%

11%

Ownership Yes No

0 20 40 60 80 100

W'6 Oct'23 (n=701)

W'7 May'24 (n=725)

W'8 Oct'24 (n=698)

W'9 May'25 (n=707)

W'10 Oct'25 (n=715)

15%

18%

19%

19%

18%

34%

29%

31%

34%

29%

51%

53%

51%

47%

53%

Type of content watched 
on their smart TV 

Exclusively 
TV classic

Exclusively online
(YouTube, Netflix, HBO, 
Voyo etc)

Both: TV classic
and online



TREND

Type of Ads watched on 
Smart TV
Compared to the previous wave, there is a decline in the 
share of urban internet users who watched ads while 
viewing TV channels on their Smart TV, while the 
exposure to ads while watching online videos and while 
navigating the Smart TV menu to open applications 
remained stable.

Oct. 2024 Oct. 2025May 2024Oct. 2023 May 2025%

Ads displayed while watching
TV channels (e.g. commercial
breaks, product ads during
broadcasts)

Ads displayed while watching
videos online (e.g. ads before
or during YouTube videos)

Ads displayed while accessing
the menu of my Smart TV,
navigating to open certain
applications (e.g. Netflix, HBO
Max, etc.)

62 48 4558 50 4359 46 4767 51 4258 50 43
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TREND

Online content watched 
on Smart TV
Decrease registered vs. all previous waves among 
those who watch online content without 
subscription (ex. YouTube) in favor of those who 
watch online content exclusively on a subscription 
basis (e.g. Netflix, HBO, Voyo, etc) or those who 
watch both, with or without subscription.
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W'6 Oct'23 (n=594)

W'7 May'24 (n=597)

W'8 Oct'24 (n=566)

W'9 May'25 (n=574)

W'10 Oct'25 (n=586)

42%

49%

44%

44%

46%

41%

35%

38%

36%

38%

18%

17%

18%

20%

15%

Both: with subscription 
+ without subscription

Exclusively on a subscription basis
(eg Netflix, HBO, Voyo, etc.)

Exclusively without subscription
(ex YouTube)



TREND

Video on Demand (VOD)
With a positive evolution registered, 59% of the urban 
internet users have at least one subscription (personal or in 
the household) for accessing video streaming platforms, 
most of them from a Smart TV (77%). 
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0 20 40 60 80 100

W'5 May'23 (n=806)

W'6 Oct'23 (n=810)

W'7 May'24 (n=808)

W'8 Oct'24 (n=801)

W'9 May'25 (n=806)

W'10 Oct'25 (n=802)

33%

33%

30%

33%

30%

36%

13%

15%

13%

12%

16%

17%

7%

7%

6%

5%

8%

6%

42%

42%

46%

48%

43%

37%

6%

4%

4%

3%

3%

4%

VOD Subscriptions Yes, 1 subscription

No I don't know/ I don't answer

Yes, 2 subscriptions Yes, 3+ subscriptions

W'5 May'23
(n=424)

W'6 Oct'23
(n=438)

W'7 May'24
(n=399)

W'8 Oct'24
(n=392)

W'9 May'25
(n=429)

W'10 Oct'25
(n=469)

75 76 77 77 73 7757 55 59 63 62 4939 40 38 33 40 3311 10 12 12 10 10

TabletPC/ LaptopSmartphoneSmart TVDevices used %



TREND

Video on Demand 
(VOD) Platforms
Most platforms show declining or stagnant 
usage, except Voyo which shows a slight 
recovery.

Netflix remains dominant but is slowly eroding, 
reaching the lowest level compared to the 
previous waves.

However, the biggest declines were recorded by 
Disney+ and Amazon Prime Video.

Netflix HBO MAX Disney+ SkyShowTime AntenaPlay

83 39 25 13 1075 41 26 11 1177 39 23 16 1079 35 28 9 975 40 31 13 1271 38 21 13 8

Film Box Amazon Prime Video Voyo Other
9 9 8 19 9 6 18 10 11 26 8 6 110 16 4 18 7 7 1
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TREND

Preferred Duration for 
watching a Video 
Online
27% of Urban Internet users prefer to watch online 
videos lasting between 1 - 5 minutes, while 40% 
prefer videos shorter than 1 minute.

Durations over 10 minutes have seen a decline, 
signaling a reduced appetite for long-form videos 
among the public.

W'9 May'25
(n=806)

W'10 Oct'25
(n=802)

4%

5%

15%

15%

19%

19%

25%

27%

10%

11%

9%

6%

17%

14%
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Under 10 sec 10 - 29 sec 30 - 59 sec 1 - 5 min 6 - 10 min Over 10
min

I don't care
how long it takes

I don't watch
online videos
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