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IOANA CONNECTED

Do you think in & 
speak video?    



CONNECTED MEDIUMS

Share of time on digital 

mediums > traditional ones 

52%
Romania

64%
Global

60%
Southern & 

Eastern Europe

Source: Connected Life, 2017/18
Base: Romania (800 internet users), World (74500 internet users)



WE ALL CONNECT

Leading a connected 

mobile-centric lifestyle

3.4 
hours/day

on connected 

devices

70%
of time on 

devices is on 

mobile

Source: Connected Life, 2017/18
Base: Romania (800 internet users)



12% 73%

2012 2018

Daily users of       
social platforms

WE ALL SHARE                  

Emotional connection with 

social networks & videos

Source: Connected Life, 2017/18
Base: Romania (800 internet users)

1.6
hours/day

on social 

sites



SHARING IS (S)CAR(Y)ING

…when it comes to experience 

personalization

30%
Concerned 

about control 

over info.  

shown

41%
LIKE viewing 

relevant 

information 

Source: Connected Life, 2017/18
Base: Romania (800 internet users)



DIGITAL SEGMENTS

along behaviour

coordinates

Source: Connected Life, 2017/18
Base: Romania (800 internet users)

Time 

online/

daily

Users of 

social/

daily

Users of 

internet

banking

Buyers of 

groceries

online

Functionals (40%) 2.4 hrs 58% 5% 5%

Observers (10%) 3.9 hrs 85% 8% 6%

Connectors (10%) 3.2 hrs 80% 13% 15%

Leaders (26%) 4.0 hrs 83% 15% 15%

Super Leaders (14%) 4.9 hrs 84% 22% 22%



53%
Female

4 in 10 

(super)leaders

60%
Under     

35 y.o.

48%
High HH 

income

CONNECTED LEADERS

Creating, sharing, engaging 
with content

Source: Connected Life, 2017/18
Base: Romania (800 internet users)



CONNECTING WITH LEADERS

Video oriented and  
information driven

Content upload

(Free) TV online

Videos by brands

Blogs & forums

Pre-purchase research

Videos by news channels
Source: Connected Life, 2017/18

Base: Romania (800 internet users)



CONNECTED TRAPS

New behaviours,                

same needs

So what defines their 

behaviour?
…and their attention is 

potentially hardest to grab

There is a huge diversity 

of behaviour and attitudes 

Those who are online the 

most don’t simply want 

‘more of everything digital’

The most digitally active 

customers are often             

the most discerning

Don’t rely on lazy 

demographic stereotypes



ARE YOU MAKING THE 
CONNECTIONS?

HOW DIGITALLY ORIENTED IS YOUR COMPANY?



CONNECTING AMONG US

What makes an innovative 

research agency?

Suppliers think in terms of

NEW TECHNOLOGIES 

AND METHODOLOGIES

Clients more likely to mention

FLEXIBILITY

CUSTOMER FOCUS

Source: GRIT 2018 Q1-Q2 



Q&A


