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Highlights

Media Habits: Summer's free time inflates the gains as much as habit does

§ Screens multiply — and so do the minutes. The smartphone anchors the day; television still commands the 
widest daily reach, while streaming quietly matches it minute for minute. Social is home, but fewer show 
up — and those who do, stay longer.

§ Year on year the change: tablets are in more hands yet hold less attention, consoles quietly conquer the 
weekend, and while television grows, daily social shrinks.

BTS Shopping Perspective: What’s the influence window?
§ Back to School isn't a season — it's a sprint. A list arrives from school, and summer turns into a mission 

with barely two weeks between "let's look" and "let's buy".

§ Almost everyone buys. Nobody buys alone. Every category becomes a quiet negotiation — and there's one 
item where the child's voice clearly wins.

§ Online is gaining ground, yet one category stubbornly refuses to leave the shelf. The reason isn't price; 
seems the need to touch and be sure.

§ Value-hunting has simply become smart shopping. And when parents look for guidance, they seem to skip 
the brands and the influencers — the answer sits much closer to the classroom. Meanwhile, a new advisor 
has quietly joined the family.



2025 
last days of school year 

2026 
weeks of school holiday

2025 64.2% 48.3% 39.6% 36.4% 26.8%

2026 71.2% 58.9% 45.1% 46.5% 27.4%
2025 86% 82% 56% 53% 50%

2026 88.5% 83.2% 66.8% 58.6% 52.5%
2025 118 96 97 83 77

2026 126 103 101 76 87
2025 146 122 122 105 102

2026 148 122 116 95 116

Mon-Fri

Weekend

Devices | Ownership & Time Spent Online

Smartphone Smart TV Laptop/ PC Tablet Gaming Console

Ownership

Daily Online Frequency*

Daily Time Spent
(minutes)

*usage frequency mentioned: every day OR on most days

Q28. What devices do you have, and do you generally use? (ownership)
Q32. How often are you online in a typical month using the devices you have?
Every day/ On most days/ Once or twice a week/ Less often/ Never
Q33. On average, how long do you spend online on a weekday, Monday through Friday, using the devices you have?
Q34. But on a weekend day, how long do you spend online on average?

Smartphones anchor always-on connectivity, while weekends unlock 
more leisure across TVs, computers and gaming.
On weekdays, smartphones lead usage at just over 2 hours, rising to nearly 2.5 hours at weekends. Smart TVs 
and computers each grow from around 1.7 hours on weekdays to roughly 2 hours at weekends, while gaming 
consoles show the sharpest weekend jump — from ~1.5 to nearly 2 hours — as leisure time expands.Tablets with wider footprint 

(ownership +10pts, frequency 
+6pts) yet less time on screen, 
signaling a possible shift from 
primary engagement to quick, 
functional use.

yoy perspective

Base: 514
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Media Consumption

Daily Frequency*

80%

*usage frequency mentioned: every day OR on most days
Base: 514

Mon-Fri

Weekend

Daily Tim
e Spent

(m
inutes)60%

49%

52%
Social MediaTelevision

Music/ Podcast/ 
Audio Books

SVOD
Q37. How often do you watch TV (regardless of the device)?
Q41. How often do you watch streaming services (Netflix, Disney+, Max, etc.)?
Q45. How often do you listen to music, podcasts or audio books?
Q49. How often do you stay online on social media?

Q. On average, how much time do you spend on … on a weekday, from Monday to Friday?
Q. But on a weekend day, how much time do you spend in front of …? 

Traditional media strengthens; interactive content deepens.
TV leads frequency (80%) & weekends (117 min), SVOD grows on both weekday and weekend (90/114 min), while 
social frequency dips (52%) but sessions intensify — TikTok leads at 90/98 min.
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74%

56%
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56%

2025 2026 2025 2026

2025 
last days of school year 

2026 
weeks of school holiday



FAVORITE
INFLUENCERS ?

Q56. Which influencers do you follow regardless of the social media platform (TikTok, Instagram, YouTube, etc.)?
Q56.1 From which areas do the most followed influencers of you and your generation appear? 
Q56.2. What type of content is followed through the influencers followed? 53.5%

41.2%

36.8%

32.5%

28.1%
28.1%

27.2%

27.2%

27.2%

27.2%

SELLY

DORIAN POPA

THEO ROSE

IULIANA BEREGOI

ANDRA GOGAN

IRINA RIMES

MESSI

MR. BEAST

RONALDO

THEO ZECIU

58.8%

57.0%

47.4%

46.5%

43.0%
36.0%

27.2%

25.4%

25.4%

19.3%

Short videos

Music videos

Viral/memes/funny

Gaming videos

Influencer/ Creator's Content

Challenge videos

Unboxing products

Live streaming

Long videos

Toy presentation

*kids that are Social Media users & declare they are followers of different influencers 
Base: 114

TOP 10. Influencers &  Followed Content



Back-to-School 
Shopping 

Perspective

Kids 



TIMING & TRIGGERS
the influence window

65%
August Info-gathering

2 wks
info → purchase gap

Info vs. purchase by moment (%)

30.7%
34.2%

23.2%

4.5%

17.5%

42.8%

26.5%

7.0%

August 1st Half August 2nd Half September (pre-school) 1st School Week

Info-gathering Purchase

Top triggers of the start (%)

55.8%

43.0%

37.4%

36.6%

24.3%

21.2%

The supply list  received from school/teacher

The need to refresh clothing (clothes, backpack, etc.)

The approach of the 1st day of school

The appearance of seasonal promotions & discounts

Wear-out/using up or the need for the 1st  t ime
supplies

The child's request/insistence

Q75. Thinking about the upcoming school year, what stage is your child at?;
Q76. When do you usually start each of the following activities regarding shopping for the new school year?; 
Q77. What usually triggers the Back to School shopping for your child?

Kindergarten 1st 
time, 12.3%

Starts School, 
16.5%

Grades II-IV, 
30.7%

Starts Gymnasium, 9.7%

Grades VI-VIII, 
30.7%

87%
pre-school purchase

Base: 514

The school list & the need of a fresh new looking starts the clock. Two weeks from research to checkout.

Info start Skewed 
to girls 4-10, 

urban

Purchase start Skewed 
to Bucharest & West



eMAG, 49.2%

Siteurile de 
Hypermarket 

(Auchan / 
Carrefour / 
Kaufland), 

32.3%
Papetarie.ro, 

28.2%

MagazinBirotica, 
15.8%

School
friendl
y, 6.2%

eMAG, 37.9%

Decathlon, 
18.7%

Noriel, 
15.0%

H&M, 14.6%

Fashion 
Days, 
10.9%

H&M, 36.0% Zara, 27.6%

Decathlon, 26.5% C&A, 23.0% eMAG, 22.8%

Deichmann, 
20.8%

Fashion 
Days, 19.3%

CCC, 18.9%
About You, 

14.8%

Zalando, 
14.0%

Bershka, 
13.6%

ePantofi, 
12.6%

Shein, 
11.1%

Temu, 
9.1%

Noriel, 
7.2%

Decathlon, 54.3%

Sportisimo, 
24.9%

Intersport, 
23.2%

eMag, 22.6%

Sports
.ro, 

8.8%

eMag, 46.9%

Altex, 37.4%

Flanco, 
18.1%

Media Galaxy, 
17.7%

Flip.ro, 8.0%

Carturesti, 33.9%

Elefant, 28.6%

Libris, 26.1%

LibrariaOnlin
e, 24.1%

Litera / 
Booklet / 
Paralela 

45 -
Edituri 
online, 
18.1%

Duolingo, 21.0%

Manuale 
digitale, 
14.6%

EduBoo
m, 

13.8%

Kinderpe
dia, 

10.1%
Voxa, 
9.9%

Meditoo, 24.5%

iTeach / 
Meditatii.
ro, 14.4%

Voxa, 
13.2%

EduBoom, 
11.3%

Superp
rof, 

7.4%

Stationery / school supplies

Backpack / pencil caseClothing & footwear Sports gear

Electronics / gadgets (tablet, phone, laptop)

Books & workbooks/study guides

Educational 
subscriptions & 

apps

Afterschool / 
tutoring / courses

CHANNELS & RETAILERS
top online shops | eMAG opens the basket; every category 
then crowns its own specialist.



DRIVERS
Why they buy?

Decision criteria (mean 
values for 1-7 top ranking)

73.3%
price & discounts matters in buying 
decision

50%
reuse last year’s items if in good 
condition

Q87. To what extent do promotions and discounts matter in your purchase decisions?;
Q89. To what extent does each of the following statements apply to you regarding your back-to-school shopping?.

3.28

3.51

3.64

3.83

4.14

4.59

5.02

Quali ty / d urabil ity

Price

The teacher's/school' s recommendation

The child's  preference/ins istence

Design / appearance

Brand / l icense /  character

Peer p ressur e from classmates/ fr iends (to have or not have
like them)

71.8%

60.1%

50.0%

27.8%

26.5%

21.8%

15.0%

We choo se du rab le /  quali ty products so th ey last longer

We always b uy only n ew  prod ucts

We reuse last year's  items if they'r e in go od condition

We buy in larger qu an tities  to save

We choo se eco /  sustainable products (recycled  materials )

We use p roducts and items fro m older sib lings

We buy second-hand products

Sustainability & Social 
Responsibility 

Base: 514

Durability first, 
price the trigger. 
Sustainability 
arrives disguised 
as thrift.



More To Find Out Accessing The Full Study Dashboard, With The First Data For 2025 By Requesting 
Access at contact@dataintelligence.ro 

All the measured KPIs available & the whole questionnaire structure>>>>>>>>>>>>>>>

mailto:contact@dataintelligence.ro


QUESTIONNAIRE STRUCTURE & MEASURED KPIs
DEMOGRAPHICS

gender, age, urbanization, region, children in the HH, education for both, parents & children; but, also income, pets in HH, other 

members living in the HH, parent’s civil status;
✓ ✓

LIFESTYLE
interests, important things to them, attitudes in general but also regarding devices, career, being online, music/ podcast, social media, 

television or video games, preferred courses from school, afterschool activities , fun activities or weekend activities;
✓

FINANCES & DECISIONS personal wallet, deciders of bought/ owned devices, clothes, toys, video games or basic needs; ✓

HOLIDAYS frequency & destinations (as experienced or wished – only for 11-14 y.o.); ✓

GIFTS & CELEBRATIONS different types of wishes, toys , video games and playing time & types; ✓

DEVICES & DIGITAL
owned devices, online activities, preferred OLV, privacy settings, frequency of being online & daily time spent on each devices owned – 

during Mon-Fri & Weekend*;
✓ ✓

MEDIA CONSUMPTION
frequency & daily time spent on different media (movies, Television, AV Streaming & SVOD, Music/ Podcast/ Audio Books), preferred 

genre for Television, AV Streaming & SVOD  platforms, audio & music platforms; 
✓ ✓

SOCIAL MEDIA
frequency & daily time spent on different social platforms, accounts no., reasons of usage, influencer followed or on trend, preferred 

influencers area of activity & content type;
✓ ✓

VIDEO GAMES owned devices, frequency, total time spent on Mon-Fri or weekend, gaming preferences, playing habits (players, eSports); ✓

SPORT sports practiced and/ or watched (sport events, preferred football teams); ✓

SOCIAL financial situation, kid independence, domestic violence exposure, school relationships (with teachers, other children). ✓

BTS Shopping ✓

*Daily Time Spent: KPI measured for the ones who mentioned  an “every day OR on most days” usage frequency.
Base: 514

2025 2026
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1, 55.1% 2, 37.9% 3+, 7.0%2.9%

11.5%

77.2%

6.6%

1.4%

0.4%

Single

In a relationship

Married

Divorced

Widow(er)

NA

Male, 32.1% Female, 67.9%

Age

Children in the HH

Gender 

13.2% 11.7%

19.5%

12.1%
14.6% 12.3%

8.6% 8.2%

Nor
th-

Wes
t

Ce
nt

er
Nor

th-
Est

So
uth

-Es
t

So
uth

-M
un

te
nia

Bu
ch

ar
es

t-Il
fo

v
So

uth
-W

es
t…

W
es

t
Region 

18 - 24 y.o., 
3.3%

25 - 34 y.o., 
27.8% 35 - 44 y.o., 44.9% 45 - 55 y.o., 

20.4%
56+ y.o., 

3.5%

Urban, 50.6%

Rural, 49.4%

82.7%

15.8%

17.9%

25.7%

6.4%

Life Partner

Grandfather/
Grandparents

Brothers

A pet

No one else

HH Composition

1.0%

1.0%

1.8%

2.7%

3.7%

3.5%

4.5%

10.3%

11.7%

13.2%

44.6%

2.1%

< 800 RON

800-1500 RON

1501-2000 RON

2001-2500 RON

2501-3000 RON

3001-3500 RON

3501-4000 RON

4001-5000 RON

5001- 6000 RON

6001- 7000 RON

>7000 RON

DK/ NA

HH Income

DEMOGRAPHICS | 2026

Base: 514

PARENTS

Civil Status

1.4%
4.3%
5.8%

31.9%
8.9%

32.3%
15.2%

Primary
Secondary
Vocational

High school

College
University

Postgraduate

Education

Urbanisation



Male, 51.2% Female, 48.8%

Age

Education

Gender 

4-5 y.o., 
18.1%

6-10 y.o., 
44.9% 11-14 y.o., 37.0%

Preschooler, 22.0% Primary school cycle (I-IV), 
37.4%

Secondary school cycle (V-
VIII), 39.7%

DEMOGRAPHICS | 2026

Base: 514

KIDS
1, 55.1% 2, 37.9% 3+, 7.0%

Children in the HH

Pets in HH

66.7%

68.9%

14.4%

A DOG

A CAT

OTHER



Male, 51.5%

Male, 51.2%

Female, 48.5%

Female, 48.8%

2025

2026

Age

Gender 

4-5 y.o., 
17.5%

4-5 y.o., 18.1%

6-10 y.o., 
44.9%

6-10 y.o., 44.9%

11-14 y.o., 
37.6%

11-14 y.o., 
37.0%

2025

2026

SAMPLES STRUCTURE

Base: 2025 = 497; 2026 = 514.

1, 51.7%

1, 55.1%

2, 38.8%

2, 37.9%

3+, 9.5%

3+, 7.0%

2025

2026

Children in the HH

13.2% 11.7%

19.5%

12.1% 14.6% 12.3%
8.6% 8.2%
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2025 2026

Region 

50.5%

50.6%

49.5%

49.4%

2025

2026

Urban Rural

Urbanisation

KIDS



Thank You!



S STAY IN        
www.dataintelligence.ro

www.facebook.com/DataIntelligencebyPublicisGroupeRomania

https://www.linkedin.com/showcase/90952161/

LET        ’
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http://www.facebook.com/DataIntelligencebyPublicisGroupeRomania
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