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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

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

61 57 56 44 38 4560 52 52 45 42 4466 63 58 51 43 4663 62 50 47 47 4456 56 49 48 43 40

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

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

Lately, social media
is my main source
of entertainment

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

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

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

42 36 39 35 32 3141 35 40 32 31 2951 41 41 38 35 3246 35 38 33 30 3139 37 35 34 31 30

TREND

Media Behavior
T2B%

Family co-viewing is declining across both TV and 
streaming. Watching TV with the family dropped from 
63% to 56%, and family co-viewing on streaming 
platforms followed the same path (from 62% to 56%), 
signaling a shared trend, no longer limited to linear TV.

TV news has not recovered to the May'25 election 
peak. Preference for TV news vs. online stands at 48% 
in May'26, still below the 51% reached during the 
presidential elections in May’25. Trust in TV news fell to 
43%, after a temporary increase in Oct’25 (47%), but 
remains above pre-election levels.

Viewers going online only during commercials 
dropped to 40%, the lowest level across all waves. At 
the same time, product searches triggered by TV ads 
fell to a new low (39%), pointing to a weaker direct link 
between TV advertising and immediate online action.

Social media is losing its role as entertainment, while 
gaining it as an information source. Entertainment use 
dropped (from 38% to 35%), but product information 
searches on social rose (from 35% to 37%).

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
May 2025 May 2026May 2024 Oct. 2024 Oct. 2025%



TREND

Attention to Media Types
T2B%

Attention to media has continued to decline after the 
election-driven peak in May’25. While most media 
types decreased gradually, Classic TV and Printed Press 
stood out with a temporary increase in Oct’25, before 
aligning with the overall downward trend.

Within this context, Classic TV remains the leading 
attention driver, while online video declines below 
previously recorded levels and social media stabilizes 
back to pre-election levels.
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52 56 49 5153 56 49 5055 58 54 5459 54 51 5256 50 49 47

Radio Online Press Podcast Printed Press

49 48 46 3546 44 47 3851 51 51 4150 50 47 4346 45 42 39

May 2025 May 2026May 2024 Oct. 2024 Oct. 2025%



May 2025 May 2026Oct. 2025%

Health Economy/ Finance Entertainment Technology International politics

31 22 24 20 2229 21 25 17 1825 22 21 20 20

Domestic politics Lifestyle Sports Culture/ Music/
Theatre

Other Type

29 21 18 17 1221 20 19 13 918 18 18 14 10
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TREND

Type of news
followed
*More than in other years

Interest in domestic politics continues to 
decline after the election-driven peak in 
May’25 (from 29% to 21% to 18%). International 
politics follows a different pattern, with a slight 
rebound in May’26 (from 18% to 20%), but still 
below the election peak.

Attention to everyday topics also decreased in 
the latest wave, with both Health and Lifestyle 
continuing to decline, while Entertainment 
follows a similar downward trend after a 
temporary uplift in Oct’25.

At the same time, interest in Finance and 
Technology recovered to May’25 levels.
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Facebook Google Instagram WhatsApp TikTok

40 34 29 29 3239 31 22 23 2240 28 27 25 23

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

8 8 1 336 5

2

357 6 1 36

TREND

Digital platforms 
chosen for information 
instead of traditional 
media channels (TV, 
radio, newspapers), in 
the last 6 months?
The use of digital sources as substitutes for 
traditional media shows a mixed evolution rather 
than a clear shift. While some channels like 
Google continue to decline (from 34% to 31% to 
28%), others such as Instagram partially recover 
after a decline (from 29% to 22% to 27%), signaling 
a rebalancing in how digital is used for 
information.

Facebook remains the most stable and widely 
used substitute for traditional media. Its usage 
stays broadly unchanged over time, confirming 
its consistent role in the information mix.

A growing share of respondents report not 
replacing traditional media at all (from 33% to 35% 
to 36%), suggesting that the shift from traditional 
to digital sources may be slowing.
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Source Presentation The language used Popularity I didn't think about
this aspect

Something else

74 38 38 19 6 065 40 36 18 9 165 39 37 17 9 0

TREND

Reasons
for trusting information
There are no meaningful changes vs. the previous 
wave in the reasons people use to assess whether 
information is credible.

The source of the information remains by far the 
most important reason, ranking well ahead of all 
other credibility indicators. 

The share of respondents who do not actively 
think about such aspects remains above May’25 
level, while popularity continues to rank among 
the least important credibility indicators.
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Text search (using
search engines)

Search based on
images (using
search engines)

AI search (Chat GPT,
Gemini, Copilot, etc.)

Directly on Youtube Directly on retailer
websites

80 31 0 41 2775 27 0 39 2673 31 0 39 2868 33 0 33 2256 33 26 25 24

Voice search (using
search engines)

Directly on TikTok Directly on
Instagram

On other social
networks

16 19 16 115 16 13 015 21 16 017 12 9 118 17 15 0

n/a

TREND

Searching for 
Information on the 
Internet
T2B%

Traditional text-based search continues to lose 
relevance, reaching its lowest level across all waves 
(56%), while image-based search and voice search 
remain broadly stable. AI-assisted search enters the 
information journey at a meaningful level (26%).

YouTube continues to lose ground as a destination 
for information searches, reaching its lowest level 
recorded so far (25%).

Searches conducted directly on TikTok and 
Instagram recover significantly versus Oct’25, 
although they do not fully return to the levels 
recorded in May’25. Retailer websites also show a 
modest recovery after the previous wave's decline.



From the TV From the official
YouTube channels
of the artists

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

42 51 41 3038 48 31 2738 39 36 2635 35 33 23

From music streaming
applications

I don't know/ I don't
answer

Another way
23

3

128

3

121 5 121 9 1

Oct. 2024 Oct. 2025 May 2026May 2025%
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TREND

Ways to discover 
new songs, artists, 
musical styles
TV and the official YouTube channels of the artists 
remain the leading music discovery sources in 
May'26, with both continuing their decline over time.

Radio and music discovery through background 
tracks on social media remain below Oct’24 levels. 
While radio saw a temporary uplift in Oct’25, both 
channels continue to attract fewer users than at the 
start of the trend.

Music streaming stabilizes, while uncertainty around 
music discovery increases vs. previous wave.



Looked for
info, other
than news

Online
payments

Online
platforms

Social
networks

Online
shopping

Download&
install new
applications

Read the
news

Listened to
online music

Movies/
Series

47 48 43 38 38 35 33 33 3450 48 45 43 42 37 40 37 3350 52 43 40 42 37 40 33 3545 47 38 39 40 32 33 34 3153 48 49 45 42 35 43 36 3446 41 39 36 35 31 34 26 2948 44 36 35 34 33 33 28 27

Podcasts Gaming Video
conferencing
platforms

Online
courses

Online
gambling

Online sports
betting

Conferences
online

Online plays/
operas

Museums/
online art
galleries

30 24 20 19 26 14 20 11 1131 21 21 17 17 11 17 11 1432 23 16 13 23 12 15 9 1028 19 16 15 14 13 14 10 1028 21 16 16 20 17 15 13 1427 19 15 13 17 16 14 10 1222 17 16 15 14 14 13 10 9
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TREND

Evolution
of Digital Activities
*More than in other years

Digital activities show a selective recovery vs. 
Oct’25 but remain below the May’25 peak.

Functional behaviors are regaining ground, 
while entertainment and social activities 
continue to decline.

Information search and online payments 
remain the leading activities, maintaining a 
clear lead over all other digital behaviors.



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 post pictures/
videos

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

To find out about
new trends

62 61 58 46 33 35 3361 57 51 47 29 34 3356 58 51 44 32 35 2857 54 48 45 31 33 2655 60 54 45 31 44 3358 55 48 40 26 33 2951 49 47 41 30 27 26

To make new
friends/
acquaintances

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

To enroll in different
communities

To support social
causes

To follow
celebrities/
influencers

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

29 26 26 17 23 1527 28 27 19 23 1725 28 28 18 22 1628 23 26 15 21 1630 26 25 20 26 2027 26 23 19 20 1525 21 21 20 19 10
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TREND

Main Reasons for 
using Social Media
The main reasons for using social media 
weakened in May’26, with both staying 
connected with friends and relaxation 
declining to their lowest levels since May’23.

Shopping-related activities show the sharpest 
decline, with both product searches and 
following favorite brands falling to their lowest 
levels since May’23. In contrast, posting 
pictures and videos is the only social media 
activity showing a clear increase in May’26.



Facebook Instagram TikTok LinkedIn Pinterest Snapchat

91 58 42 20 19 1591 60 47 20 18 1290 57 47 21 22 1187 54 47 19 18 1387 63 54 20 21 1287 54 43 19 18 888 56 44 24 17 11

X (Twitter) Reddit eYou Tinder Tumblr Clubhouse

14

4

0

4 4 214 5 0

4 3 214

4

0

4 3 215

4

0

4 3 216 7 60

4

18 5 0

3 3 110 6

4 4 3 3
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TREND

Social Media Platforms
Facebook remains by far the most widely used 
social media platform, with usage levels 
remaining broadly unchanged since Oct’24.

Instagram and TikTok continue to rank second 
and third, although both remain below the 
levels recorded during the election period in 
May’25.

Beyond the top three platforms, usage remains 
spread across a range of smaller social 
networks, with increases recorded by LinkedIn, 
Snapchat, X (Twitter) and Clubhouse, alongside 
the emergence of eYou (4%).



TREND

Favorite Type of 
Content on Social 
Media
Images remain the leading content format, 
recovering vs. Oct’25 but staying below the 
May’25 peak, while video continues to lose 
ground.

Articles continue to rank among the top 
content formats despite a decrease vs. Oct’25, 
remaining close to the level recorded in 
May’25, while both text and audio content 
register modest increases in the latest wave.

Instagram Stories, live streaming, 360° 
content and GIFs all decline in May’26 vs 
previous wave, suggesting lower interest in 
more dynamic and interactive formats.

Images Video Articles Text Posts on my favorite
brands pages

71 67 46 43 3268 66 46 42 3169 66 46 40 3064 62 41 38 2976 67 44 40 3164 60 48 32 2869 57 43 34 29

Instagram stories Audio Live streaming 360 Images/video Gif

31 23 20 20 1533 28 19 19 1332 24 18 20 1532 22 20 22 1536 27 21 24 1530 17 19 19 1226 19 17 15 10
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31

TREND

Activities on 
Instagram
Instagram usage remains led by passive 
content consumption, with following friends’ 
posts stable at 53% and following Instagram 
Stories recovering strongly vs. Oct’25 (from 42% 
to 49%). 

Engagement with visual content declines in 
May’26, with reactions to photos/videos 
dropping vs. the previous wave (from 48% to 
44%) and video sharing also decreasing (from 
25% to 21%).

Posting Instagram Stories recovers vs. Oct’25, 
while more interactive Instagram activities such 
as reacting to polls/questions on Stories, 
participating in contests/giveaways, using 
swipe-up and applying filters lose ground vs. 
the previous wave.

Follow
friends/
acquaintances
posts'

Follow
Instagram
stories

React to
pictures/
videos

Follow
celebrities/
influencers

Post photos Post
Instagram
stories

Joined
various online
communities

Share
different
videos

68 51 39 26 46 33 7 1769 53 38 25 46 33 13 1374 53 41 28 44 37 12 1950 54 50 40 42 29 24 2555 48 44 39 40 33 23 2553 42 48 35 36 22 22 2553 49 44 36 35 28 21 21

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

Participate in
contests/
giveaways

React to
polls/
questions on
stories

Enter live
shows of the
celebrities/
influencers

Enter
sponsored/
promoted ads

Swipe up in
stories

Use different
filters

Use and
watch IGTV

18 25 18 16 21 15 14 717 26 16 20 27 12 12 822 32 18 20 31 13 15 923 35 24 27 24 22 18 1128 27 23 19 30 25 16 1420 27 21 19 18 20 15 820 20 19 18 18 15 13 9
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development

Lifestyle/
Entertainment

Educational

45 49 51 49 38 39 4337 59 57 46 44 50 4151 49 50 50 40 40 3843 43 57 40 30 34 3253 49 61 53 39 39 4347 47 52 50 34 38 3849 48 47 47 46 44 38

Home
Decorations

Cultural Social
campaigns

Techniques (DIY) Parenting Sustainable Gaming

31 36 27 32 26 25 1832 32 33 31 34 28 2035 37 32 30 23 28 1933 25 26 29 19 20 1740 39 31 26 31 28 2829 34 32 27 25 29 1836 36 35 32 30 26 16

May 2023 May 2024 May 2025 Oct. 2025 May 2026Oct. 2023 Oct. 2024%

TREND

TikTok
Awareness of influencer campaigns on TikTok 
remains broadly stable vs. Oct’25, positioned at 
the lowest level since May’23, well below the 
election-driven peak recorded in May’25.

Personal/professional development campaigns 
stands out with the strongest increase in May’26, 
followed by home decoration, lifestyle/ 
entertainment, parenting and DIY content.

Music and gastronomy lose some ground vs. 
Oct’25 but remain among the most distinctive 
influencer campaign categories on TikTok, 
alongside tourism and beauty & fashion.

Influencer Campaigns on TikTok Awareness

Types of Influencers Campaigns on TikTok

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)

W'11
May'26
(n=313)

58% 60% 62% 58%
66%

49% 48%
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The role of influencers & content creators

Tracking influencers
or content creators

TREND

Influencers or 
content creators
The share of urban internet users who 
follow influencers or content creators 
declined to 47% in May'26, down from 55% 
in the previous wave.

Among followers, information, inspiration 
and entertainment remain the primary 
roles of influencers, while fewer people 
follow them mainly for product and service 
recommendations.

22% 22% 20% 16% 11% 6% 3%

General
information

source

Source of
inspiration

Source of
entertainment

Products &
services

information
source

Habit, no
specific
purpose

Source of
recommendations

(products,
services)

Don't know /
can't assess

0 20 40 60 80 100

W'10
Oct'25

W'11
May'26

55%

47%

45%

53%

Yes No



MAY’26

Most trusted sources 
for Products & Services 
recommendations
Both smaller creators and well-known influencers 
enjoy similar levels of trust when it comes to 
product and service recommendations.

Opinions from ordinary people are trusted almost 
as much, while recommendations coming 
directly from brands remain the least trusted 
source.

Smalle
r

creators /

people with

interests

sim
ila

r to

mine
W

ell-know
n

influencers

Opinions of

ordinary

people

(reviews,

comments,

personal

experiences)

Directly frombrands

D
on't trust

online

recom
m

endations

29%

28%
26%

6%

11%
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TREND

Types of 
Engagement
*More than in other years

Compared to Oct'25, the strongest 
increases are seen in active forms of 
engagement, such as creating response 
content, tagging creators in personal posts 
and joining communities.

Participation in influencer-led challenges 
and purchases based on creator 
recommendations are also among the 
activities that followers report doing more 
than in previous years, while participation in 
surveys, questionnaires and Q&A sessions 
records the only notable decline vs. Oct'25.

I view the
content
(videos, stories,
posts)

I appreciate
posts or
videos

I participate in
surveys,
questionnaires
or Q&A
sessions

I read the
comments
without
interacting

I save posts for
later

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

I comment on
content or
respond to
other
comments

20 21 26 20 16 14 1723 21 21 20 19 19 17

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

I discuss
content with
friends or
online
communities

I purchase
products/services
recommended
by
influencers/content
creators

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

I create
response
content (duets,
remixes, etc.)

I follow or
subscribe to
their accounts

I participate in
challenges
launched by
influencers/content
creators

16 14 13 10 9 15 1017 16 16 15 15 14 14

May 2026Oct. 2025%
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TREND

Audio Content Social 
Media
Awareness of social media platforms with only 
audio content increased to 59%, the highest level 
recorded in the tracking.

Privacy, useful information and authentic 
interaction remain strong perceived benefits, 
strengthening significantly compared to the 
previous wave.

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

It is a new and authentic way
of relating and connecting

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

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

84 80 68 6280 83 80 6882 83 67 6386 77 69 7089 84 82 6177 68 57 5493 84 69 56

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

Perception of Audio Content Social Media
T2B%

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)

W'11 May'26
(n=135)

51% 51%
44%

52% 52%
46%

59%

May 2023 May 2024 May 2025 Oct. 2025 May 2026Oct. 2023 Oct. 2024%
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TREND

Podcast Ecosystem
Podcast consumption remains broadly stable 
overall, with weekly listening increasing 
compared to the previous wave.

Interviews continue to lead podcast preferences, 
while Sport and Relationship/Dating podcasts 
recorded the strongest growth versus Oct'25.

Interviews Lifestyle/ Health Entertainment/
Celebrities

Education Comedy Music Life stories

42 33 36 25 31 28 2842 38 38 37 39 30 3049 44 39 36 32 28 3540 37 35 34 35 33 3041 37 38 40 37 36 3342 40 34 33 33 26 2740 36 35 35 35 28 25

May 2023 May 2024 May 2025 Oct. 2025 May 2026Oct. 2023 Oct. 2024%

Food Sport TV Shows/
Movie

Self-improvement Relationship/
Dating

Gaming Crime

29 16 21 15 11 13 735 22 24 15 13 13 931 20 24 16 12 12 727 21 26 16 15 19 832 21 26 18 12 20 928 16 23 12 8 12 724 21 16 13 11 8 7

Type of Podcasts Followed

Viewership Frequency
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0 20 40 60 80 100

W'11 May'26 (n=535)

W'10 Oct'25 (n=541)

W'9 May'25 (n=587)

W'8 Oct'24 (n=561)

W'7 May'24 (n=588)

W'6 Oct'23 (n=536)

W’5 May’23 (n=575)

15%

17%

14%

14%

11%

16%

16%

48%

44%

54%

53%

51%

43%

49%

20%

21%

17%

16%

22%

23%

20%

15%

15%

13%

14%

14%

17%

12%

3%

3%

2%

3%

2%

1%

1%

Daily Weekly Monthly Less than once 
per month

I don't know



TREND

Metaverse
While awareness of the Metaverse remains 
stable since May’25 (from 59% to 59% to 58%), 
willingness to try Metaverse experiences 
continues to soften (from 69% to 63% to 61%), 
indicating a growing gap between knowing 
about the concept and wanting to engage 
with it.

Music concerts returned as the most 
appealing Metaverse experience in May'26, 
recording the strongest increase versus Oct'25, 
while interest in socialization and virtual stores 
declined.
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Metaverse Awareness 

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)

W'11
May'26
(n=808)

62%
56% 57%

51%

59% 59% 58%

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)

W'11
May'26
(n=468)

60% 59% 61% 63%
69%

63% 61%

Metaverse Trial

May 2024 May 2025 May 2026Oct. 2025Oct. 2024%

Music concerts Virtual stores Gaming Socialization Education Job/Professional Sports betting Buying real
estate or land

Casinos Buy NFTs Use
cryptocurrencies

63 46 38 50 46 38 21 16 16 17 1846 41 37 43 48 36 25 21 19 15 1650 45 51 52 41 38 28 21 25 22 2642 46 31 48 38 32 21 17 18 12 1452 43 39 39 38 38 26 24 21 17 15



Chat To analyze
documents

For image
generation

To generate
videos

Others
57 36 46 28

2

63 30 39 27 073 33 42 23

2

64 37 40 22

2

68 37 36 17

2

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)

W'11 May'26 (n=808)

30%

31%

50%

56%

64%

70%

69%

50%

44%

36%

TREND

Artificial
Intelligence (AI)
AI usage continues to expand among urban 
internet users, reaching its highest level in the 
tracking. 

Chat remains the dominant AI activity, increasing 
again after the decline recorded in Oct’25, while 
document analysis stays stable and image/video 
generation softened compared to the previous 
wave.

AI Usage Yes No

Oct. 2024 Oct. 2025May 2024 May 2025 May 2026%
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TREND

Images generated 
with AI (Artificial 
Intelligence)
The belief that AI-generated images can be 
misleading declined significantly in May’26.

At the same time, perceptions of AI-generated 
images as fake/artificial have softened slightly, 
while their creative appeal remains 
unchanged.

Oct. 2025May 2025 May 2026%

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 1739 31 27 21 18
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ChatGPT Bard/
Gemini

Google AI
Mode

Copilot Claude Perplexity Google AI
Overview

Watson LLaMA Blender
Bot

Einstein
Bot

Leo AI Don't
know /

Not
interested

/ None

80% 38% 33% 25% 19% 10% 8%
5% 4% 4% 2% 0% 3%

ChatGPT Bard/Gemini Google AI
Mode

Copilot Claude Perplexity Google AI
Overview

Blender
Bot

Einstein
Bot

LLaMA Watson Leo AI

71% 31% 29% 16% 11% 8%
7% 4% 3% 3% 3% 0%

MAY’26

AI Landscape 
Usage closely mirrors awareness, 
with the most recognized AI 
solutions also being the most widely 
used.

ChatGPT dominates the AI 
landscape, while Gemini and Google 
AI Mode form a clear second tier in 
both awareness and usage.
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TREND

Usage of AI chat 
(Artificial Intelligence) 
integrated into digital 
platforms
Accessing AI through digital platforms 
declined compared to both Oct'25 and May'25, 
while the share of AI users who have not used 
it through any platform increased sharply to 
36%.

Facebook remains the leading platform for AI 
usage despite a notable decline versus the 
previous waves, while usage across most other 
platforms also softened.

Instagram and Snapchat are the only 
platforms that remained broadly stable 
compared to Oct’25.
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Yes, in Facebook Yes, in WhatsApp Yes, in Instagram Yes, in Snapchat Yes, in LinkedIn

42 32 33 12 1249 31 23 9 1236 27 23 10 9

Yes, in X (Twitter) Yes, in Threads Yes, in another
network

I haven't used it so
far

15 10 4 199 8 4 207 4 36

2

Oct. 2025May 2025 May 2026%



MAY’26

Key Reasons for 
using AI
AI is primarily used for practical, 
efficiency-related benefits, led by quick 
access to information and time savings.

Beyond productivity, AI also supports 
consumer decision-making, with 1 in 4 
users relying on it to choose or compare 
products and services. 

Helps me find information quickly

Saves me time

Helps me learn new things

Makes my work easier

Helps me choose the best
products/services for my needs

Helps me compare products and prices

Helps me be more creative

Helps me read or summarize reviews

Entertains me

Provides personalized
recommendations tailored to my needs

It's trendy / I'm curious

Other reasons

55%

41%

33%

28%

25%

25%

22%

22%

21%

18%

16%

0.5%
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MAY’26

Reasons for 
choosing AI over 
Search and Social 
Media
Speed, relevance and personalization are 
the main reasons users choose AI over 
search and social media.

While AI is often perceived as faster and 
more tailored, a notable share of users still 
see it as a complementary tool rather than 
a full replacement for other information 
sources.

It seems faster

Because it helps me avoid too much
irrelevant information

Because it provides personalized
answers

It seems clearer

Because it helps me discover relevant
information sources that I can explore
further

I trust it more

I don't prefer it – I use it as a
complementary tool

38%

33%

29%

21%

16%

15%

15%
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The Role of AI in 
Decision-Making
Nearly half of AI users have already relied 
on AI when making an important decision.

AI supports a wide range of decisions, 
particularly around purchases, health & 
lifestyle, learning & career, and travel 
planning.

Purchases
(products/services)

Health / lifestyle

Learning / career

Choosing a route /
vacation

Work-related decisions

Choosing a gift

Other types of decisions

46%

42%

36%

35%

26%

26%

3%

 Types of Decisions Supported by AIAI's Influence on Important Decision

0

20

40

60

80

100

46%

39%

15%

Yes

No

Not 
Sure



I would not

pay

It 
de

pe
nd

s 
on

th
e 

be
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fit
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I would be

willing to pay

Yes, I already
pay

39%

34%

19
%

7%
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MAY’26

Willingness to pay 
for AI
Most users remain cautious about paying 
for AI, with 39% unwilling to pay and only 
7% already subscribing to paid services.

However, willingness to pay is largely 
value-driven, with one-third of users 
stating that their decision would depend 
on the benefits offered.
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What users would 
miss most without AI
Quick access to information and time savings 
are the benefits users would miss most, 
highlighting AI's role as a practical tool for 
improving everyday efficiency.

However, AI's perceived value is not universal: 
11% say they would not miss it, suggesting 
that its impact is limited for some users.

Finding information quickly and getting
easy-to-understand explanations (instead of lengthy
searches)

Saving time (completing tasks faster)

I wouldn't miss anything (I don't use it / it hasn't helped me
significantly)

Creating images/visuals (or editing them / generating
visual ideas)

Technical assistance / problem-solving (e.g., how to do
something, settings)

Learning / tutoring / understanding concepts better (it
explains things and provides examples)

Organization and planning (lists, steps, structures, plans)

Writing and rewriting text (messages, emails, posts,
summaries)

Translation and text adaptation (RO–EN, etc.)

Document analysis and summarization (PDFs, tables,
insight extraction)

Brainstorming and idea generation (campaigns, topics,
plans, solutions)

Entertainment / fun / exploration

Other

Don't know / No answer

20%

14%

11%

9%

8%

7%

6%

6%

5%

4%

3%

2%

4%

1%



TREND

Gaming Activities
Gaming activity continues to be driven by playing/ 
downloading games on smartphones, with this 
type of activity increasing slightly (+2pp), while 
playing free video games declined (-3pp) vs. Oct’25.

At the same time, gamers are becoming less 
inclined to spend on games and subscriptions, 
while social gaming activities – especially playing 
online with friends – recorded renewed growth.

I played/
downloaded games
on my smartphone

I played/
downloaded a free
video game

I played online
games with my
friends

I played games on
social networks

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

39 41 27 29 2342 47 33 40 2745 45 29 29 2839 41 28 32 2449 41 33 33 2836 39 23 27 2038 36 29 24 22

I bought a video
game from online
stores

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

I did a live with my
style of play

None of the above

18 15 10

2

20 15 12

2

16 18 10 318 22 14 819 18 8 815 16 8 1513 13 11 16
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TREND

Main Drivers in trying/ 
searching a Video Game
Despite a slight decline, finding games that match 
personal preferences remains the leading driver, 
cited by 35% of urban internet users.

Game popularity emerged as the second most 
important driver in the latest wave, overtaking 
recommendations from friends and colleagues, 
while the appeal of free games remained broadly 
stable.

While graphics and design saw a notable decline 
compared to Oct'25, customization and storyline 
were among the few drivers that increased in the 
latest wave.

I’m looking for the type of
game I prefer

The popularity of the
game

Recommendations from
friends/ colleagues/
acquintances

The fact that it is a free
video game

34 31 29 2547 33 36 3043 34 31 2741 35 32 2741 33 32 3038 26 31 2835 29 27 27

The fact that you can
customize the game

Graphics/ design The storyline/ story of the
game

Recommendation of a
gaming influencer

18 27 21 1417 31 17 1621 27 20 1515 30 19 1624 35 29 1917 25 18 1321 20 20 13
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TREND

Social Media used for 
E-commerce
T2B%

Functional benefits remain the key strengths of 
product tags, with price visibility, direct access to 
online stores and faster product search continuing 
to rank highest, despite declines vs. Oct’25.

Although engagement with brand and influencer 
pages using product tags has decreased 
significantly, purchasing after clicking on a tagged 
product was the only social commerce behavior 
that increased in the latest wave.
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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

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

76 78 74 6573 75 71 6075 79 73 6378 80 77 6582 81 76 6882 80 76 6675 70 67 64

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

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

59 56 47 3958 47 50 3560 47 50 3866 53 50 4466 57 55 4867 52 48 3854 50 46 42

May 2023 May 2024 May 2025Oct. 2023 Oct. 2024% Oct. 2025 May 2026



TREND

Activities inside an Online 
Community
Most community activities declined compared to 
Oct'25, particularly reacting to posts and joining 
communities to connect with people who share 
similar interests. In contrast, participation in 
contests/events and joining brand communities for 
news were the only activities that increased in the 
latest wave.

Joining communities to connect with people who 
share similar interests became the most common 
activity in the latest wave, closely followed by reacting 
to community posts and joining brand communities 
to stay informed.
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I joined an online
community to find people
like me/ with the same
interests

I react to community
posts

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

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

62 56 47 4963 57 52 4158 56 52 4652 46 42 5059 62 47 4154 57 44 4449 48 48 45

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

42 42 2752 36 2344 37 2340 40 2051 35 2938 34 2843 31 27

May 2023 May 2024 May 2025Oct. 2023 Oct. 2024% Oct. 2025 May 2026



TREND

Local Targeting
The use of local targeting functions has 
decreased compared to 2025 waves, returning 
to the level recorded in Oct’24.

Among users, perceived usefulness remains 
consistently high, with 70% rating the feature 
as useful or very useful, and the proportion of 
those who consider it very useful has 
increased in the last wave.
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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%

70%

65%

71%

69%

68%

69%

0 20 40 60 80 100

W'11 May'26 (n=415)

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)

31

25

30

25

30

34

26

40

47

39

42

39

37

39

24

25

25

24

22

24

27

3

2

4

6

7

4

5

1

1

1

1

1

2

1

1

1

1

2

Local Targeting Usage 

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)

W'11 May'26
(n=808)

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

51%



TREND

Actions related to 
Proximity Events
Interest in proximity events promoted by brands 
on social media remains broadly stable across all 
measured behaviors, with no significant changes 
compared to Oct’25.

Seeking additional information about the event 
remains the most common reaction to 
event-related social media posts, closely followed 
by considering attendance.

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

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

38 38 10 3 1140 36 11 3 1042 37 8 3 938 39 8 14

1

42 36 10 10

2

39 38 8 4 1139 37 8 5 11

May 2023 May 2024 May 2025 Oct. 2025 May 2026Oct. 2023 Oct. 2024%



TREND

Smart TV
Smart TV penetration reached a record 91% among urban internet users.

Despite a slight decline, watching both TV and online content remains 
the dominant behavior (50%), while exclusive TV viewing increased and 
exclusive online viewing decreased compared to the previous wave.
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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)

W'11 May'26 (n=808)

87%

87%

90%

87%

88%

89%

91%

13%

13%

10%

13%

12%

11%

9%

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)

W'11 May'26 (n=733)

15%

18%

19%

19%

18%

25%

34%

29%

31%

34%

29%

25%

51%

53%

51%

47%

53%

50%

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
Exposure to all measured Smart TV advertising formats 
reached their lowest levels in the tracking period, with 
the sharpest decline seen in exposure to ads displayed 
while watching online videos.

Ads displayed while watching TV channels remain the 
most viewed Smart TV ad format, followed by ads shown 
while watching online videos.

Oct. 2024 Oct. 2025May 2024Oct. 2023 May 2025 May 2026%

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 4356 43 41
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TREND

Online content watched on 
Smart TV
Watching online content through a mix of subscription and 
non-subscription services remains the dominant behavior, 
returning to the high level recorded in May'24.
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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)

W'11 May'26 (n=548)

42%

49%

44%

44%

46%

49%

41%

35%

38%

36%

38%

35%

18%

17%

18%

20%

15%

16%

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)
VOD subscription penetration reduced slightly in May'26, with 57% of urban 
internet users reporting at least one subscription.

Smart TV remains the primary access de vice despite declining to its lowest 
level in the tracking period, while smartphone usage has partially 
recovered from the Oct'25 drop, although it has not yet returned to the 
levels seen in 2024 and May'25.
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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)

W'11 May'26 (n=808)

33%

33%

30%

33%

30%

36%

37%

13%

15%

13%

12%

16%

17%

15%

7%

7%

6%

5%

8%

6%

4%

42%

42%

46%

48%

43%

37%

38%

6%

4%

4%

3%

3%

4%

6%

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)

W'11 May'26
(n=458)

75 76 77 77

73

77

72

57 55

59

63 62

49

56

39 40 38

33

40

33 31

11 10 12 12 10 10

15

TabletPC/ LaptopSmartphoneSmart TVDevices used %



TREND

Video on Demand (VOD) 
Platforms
Netflix remains the clear VOD leader, stable vs. Oct’25.

Disney+ and HBO Max recorded a decline, while 
several smaller platforms – Film Box, Voyo, AntenaPlay 
and Amazon Prime Video - gained ground in May’26.

Netflix HBO MAX Disney+ Film Box SkyShowTime

83 39 25 9 1375 41 26 9 1177 39 23 8 1679 35 28 6 975 40 31 10 1371 38 21 8 1371 36 17 12 12

Voyo AntenaPlay Amazon Prime Video Other
8 10 9

1

6

11 9

1

11 10 10

2

6

9 8

1

4

12

16

1

7 8 7

1

10 10 9

2
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TREND

Preferred Duration for 
watching a Video 
Online
Preference for short-form video content 
increased slightly in the latest wave, while 
videos lasting 1–5 minutes continue to be the 
preferred format overall.

W'9 May'25
(n=806)

W'10 Oct'25
(n=802)

W'11 May'26
(n=808)

4%

5%

5%

15%

15%

17%

19%

19%

21%

25%

27%

24%

10%

11%

12%

9%

6%

5%

17%

14%

13%
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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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