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This publication is an edition of caietele 
culturadata (the culturadata notebooks) 
collection, dedicated to the Cultural Con-
sumption Barometer annual study. Started 
in 2005, this undertaking to analyse the cul-
tural sector has had the purpose to capture 
the perception of the general population on 
the topical cultural themes, to measure the 
degree of involvement and participation of 
the public in cultural events, to identify the 
manner in which the general population 
interacts with cultural products and crea-
tions. The Cultural Consumption Barometer 
is an instrument that provides valuable in-
formation on the dynamics of values and 
practices in the contemporary Romanian 
society.

This edition of the caietele culturadata 
collection presents data collected in 2012, 
which are an important link in the analysis 
of the cultural consumption dynamics in 
the last ca. ten years. In Romania, the Cul-
tural Consumption Barometer is the only 
initiative of this kind, and its periodical 
repetition aims at recovering the absent in-
formation on various cultural themes. The 
structure and methodology of the Barom-
eter were devised on the models of similar 
studies carried out by the UNESCO Statistics 
Institute, the Ministry of Culture and Com-
munications of France and the European 
Commission’s special Eurobarometers on 
cultural themes.

The main themes of this book are: the 

level and characteristics of the public and 
domestic cultural consumption, the cul-
tural consumption preferences and the im-
portance of the various values for the ana-
lysed population. The novelty of this edition 
consists in the in-depth analysis of topical 
themes: the degree of cultural electronic 
products equipment of the domestic in-
frastructure, the analysis of children’s and 
youth’s cultural consumption practices, the 
more detailed analysis of the performing 
arts’ public, the cultural consumption prac-
tices associated with spending one’s spare 
time.

The usefulness of the information to be 
found in this publication depends on each 
reader’s interest, but we can identify sev-
eral categories of directly-interested ben-
eficiaries. For the wide public, the caietele 
culturadata collection provides a compre-
hensive analysis on the level of participa-
tion in the cultural act, offering each reader 
the possibility to find themselves in a cer-
tain profile of cultural consumer or to com-
pare their own cultural practices to those 
of the general population. For the experts 
working in the cultural and creative sectors, 
this publication – through the detailed in-
formation it provides on each cultural field, 
be it written culture, performing arts, visu-
al arts, national cultural heritage etc. – is a 
useful tool for the cultural programmes and 
projects that they are developing. For the 
experts working in other sectors than the 
cultural and creative ones, such as the local 

Introduction
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public authorities, caietele culturadata pro-
vide statistical data, useful for the substan-
tiation of local development programmes 
and projects.  

Hereinafter we shall present in brief 
the main themes of the 2012 Cultural 
Consumption Barometer and their 
relevance for various categories of readers. 
The analysis of the consumption within 
the domestic and public space was a 
theme approached in all the editions of 
the Barometer, because it provides critical 
information for the analysis of the factors 
that influence the consumption in general, 
not only the cultural one. We note the 
tendency to withdraw from the public 
space this year, too, but an interesting 
issue is the great importance still given to 
the community spaces. It is important to 
highlight the lower and lower attractiveness 
of the cultural consumption within the 
public cultural institutions, which should 
urge to a serious consideration of their 
place and role within the community.

The relation between the cultural con-
sumption preferences and their causes 
was highlighted by Pierre Bourdieu1, who 
explained the behaviours of social reason-
ing and distinction by turning to concepts 
such as taste, style or habitus. The analysis 
of the music and film tastes of the last years 
reveals the same hierarchy of preferences, 

1 Pierre Bourdieu, Distinction. A Social Critique of the Judge-
ment of the Taste, Harvard University Press, Cambridge, 
1984, p. 169.

even though the percentages are different 
from one year to another.  This is explained 
by the relatively low dynamics of tastes and 
preferences, materialised over a greater 
period of time; this is why the permanent 
measuring of these trends is important.  

Ignored by researchers for a long time, 
leisure activities, other than the cultural 
ones, provide important information on the 
distinction between the working time and 
the spare time – a creation of the modern 
era. In this respect, the caietele culturadata 
collection provides important information 
on the leisure practices, associated with the 
cultural consumption practices, too. It is im-
portant to note the preference for religious 
practices, as well as for shopping and out-
doors leisure activities. The participation in 
sports events is a special section of this edi-
tion, which highlighted the general popula-
tion’s tendency towards sedentariness, be it 
physical or intellectual.

This tendency is favoured by the devel-
opment of the domestic network of elec-
tronic goods, as the new media have increas-
ingly captured the population’s interest in 
terms of leisure. The new technologies have 
entered our houses, being increasingly im-
portant, through the time and frequency of 
utilisation, through their allocated resourc-
es and their utilisation as a form of social 
distinction. The practices associated with 
the use of these technologies are a recent 
field of research, and the data presented in 
this collection are all the more important, 
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as they offer a detailed image of the man-
ner in which technology has entered our 
houses and lives.

The analysis of the tastes is the basis for 
the differentiation between various types 
of public, particularly in the fields with a 
great diversity of artistic genres, such as 
performing arts. The preferences for a cer-
tain form of artistic expression, be it thea-
tre, music or dance, are explained through 
the common inclination towards spectacu-
lar and novel things, but they are nuanced 
according to certain socio-demographic 
characteristics of the spectators. From this 
point of view, the caietele culturadata col-
lection is a valuable instrument for practi-
tioners in the field of performing arts, of-
fering the image of a public that they see 
not from behind the curtain, as they are 
probably familiarised, but rather through 
the researcher’s magnifying lens.

The diversification of the public, re-
gardless of the cultural and creative sec-
tor that we refer to, has brought a new 
category to the attention of researchers, a 
category ignored until recently, from the 
viewpoint of the consumption in general 
and of the cultural consumption in par-
ticular. This is the category of children and 
teenagers, who have been at times ignored 
on purpose by social researches, out of 
ethic reasons. However, in recent years, 
they have become a subject of interest for 
the producers of goods, including cultural 
goods. This book presents the first analysis 
on this theme ever carried out in Romania 

Introduction

and provides very interesting information on 
children’s socialisation within and through 
culture. The analysis is all the more interest-
ing, as it approaches a category of consumers 
which is peripheral at present, but these con-
sumers will become the main actors of the cul-
tural consumption in the future. 

Anda Becuț
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The main themes of the Cultural Consumption Barometer tackle the preferences for cultural goods, 
the domestic infrastructure and consumption practices. 

An overview of the data shows that the first places in terms of the respondents’ access to home 
appliances are taken by the TV set, the mobile phone and the radio set, while on the last places there 
are goods such as the smartphone, the record player and the iPod. In terms of the access to the reso-
urces of written culture, we notice that over 17% of the respondents do not possess any printed books, 
except for newspapers, magazines or school books.

The space where the events take place remains an important factor for the participation in cultu-
ral activities. The cultural centres, the square / centre of the town or the cultural institutions are the 
places where the majority of these events take place. When choosing the places for their participati-
on in future cultural events, most of the respondents name those which they have already attended. A 
possible explanation for their stability in the top of preferences is the fact that the respondents choose 
something that they are familiarised with or it may be more about the easy access and less about the 
power of choosing and taking initiative to participate in something different.

If money is on the second place in their system of values, after family, then we can directly correla-
te to the manner of spending it, according to the frequency of participation in certain leisure activiti-
es. Thus, 74% of the respondents have never attended a cinema theatre, while 50% frequently attend 
local celebrations or events. This behaviour may be explained through the fact that the trend to par-
ticipate in cost-free events remains stable, to the detriment of events based on fees. These are some 
general features that characterise the domestic or public cultural consumption behaviour.

The following tables and graphs provide detailed information on the consumption preferences, on 
types of cultural sub-fields and frequency levels.

Bogdan Pălici
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Methodology

Started in 2005, the Cultural Consumption 
Barometer monitors the evolution of the cul-
tural consumption patterns at national level. 
The study is based on a survey on various cul-
ture-related themes, carried out periodically 
in Romania, on a sample representative for 
the population aged above 18. Each edition of 
the survey is made from a permanent section 
of questions (which allow multiannual com-
parisons) and special sections (addressing 
certain punctual topics, which vary from one 
year to another). Moreover, the survey com-
prises each time a sub-sample, representative 
for Bucharest, allowing detailed analyses for 
the biggest urban centre. 

As regards the technical aspects of the 
Cultural Consumption Barometer – the 2012 
edition, we mention that the volume of the 
national sample was 1308 persons, with 
an error of +/-2.8%, at a confidence level of 
95%. The national sample is probabilistic, 
three-staged, stratified at the level of region, 
county and town size. The selection of the 
households was made starting from sampling 
points randomly selected, based on the vot-
ers lists, using the random-route method, fol-
lowing a statistical step of 5. The sample also 
comprised a boost of 1063 persons from Bu-
charest – a sub-sample representative for the 
capital, with an error of +/- 3.1%, at a confi-
dence level of 95%. The data were collected 
by TNSCSOP in August 2012. 

Cultural Infractructure

Domestic Infrastructure 

Tabel 1: Domestic cultural infrastructure resources

Do you have: Yes
TV 97,9%

Mobile phone 88,2%
Cable TV 78,6%

Radio 62,1%
Computer/laptop 56,9%

Internet connection 47,4%

General Data
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Foreign Language Dictionaries 45,8%
DVD player 44,0%

Digital camera 36,9%
Casette 34,0%

CD player 30,2%
Enclycopedias 28,6%
Satellite dish 21,0%
MP3 player 19,8%

Cameras 18,9%
Specialized dictionaries 18,0%

Video camera 14,8%
Home cinema 14,4%
Smartphone 13,2%

Musical instruments 10,4%
Pick-up 6,5%

iPod 5,7%

Graph 1: Access to written culture’s resources 

21%

18%

18%
21%

5%

17%

How many books do you have in the house?

Between 1-20

Between 21-50

Between 51-100

Between 101-500

Over 500

None
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Public Cultural Infrastructure

Tabel 2. Spaces used for cultural activities

  Where take place the most 
frequent cultural activities?

Where do you prefer to attend 
cultural activities?

Cultural institutions 11,6% 15,9%
Community centre 19,2% 19,1%

Public square 16,2% 15,6%
Parks 10,2% 18,6%

Unconventional spaces 2,1% 1,4%
Entertainment spaces 0,3% 0,1%

Churches 0,1% 0,2%
Open spaces 0,0% 0,4%

Elsewhere 0,2% 0,5%
Don’t know 39,4% 25,7%

General Data
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Cultural Consumption

Domestic Cultural Consumption

Graph 2: Sources of domestic consumption and frequency of their use

Graph 3: The type and frequency of reading

Watch TV

Listening radio

Listening music

Watch movies

3%

29%

9%

12%

3%

1%

2%

1%

5%

3%

6%

4%

8%

12%

21%

11%

17%

24%

7%

45%

19%

28%

38%

35%

18%

24%

14%

Never Once/twice per year Once/twice per month Once/twice per week
Less than an hour per day Between 1-3 hours daily More than 3 hours daily

Read books

Read newspapers

Read magazines

Read literature

41%

33%

41%

71%

16%

8%

11%

10%

14%

14%

17%

6%

13%

22%

18%

5%

6%

17%

10%

3%

8%

4%

3%

2%

2%

2%

1%

1%

Never Once/twice per year Once/twice per month
Once/twice per week Less than an hour per day Between 1-3 hours daily
More than 3 hours daily
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Graph 4: The Frequency of active participation in cultural and recreational activities

Table 3: Motivation and frequency of domestic computer use 

How oftem did you use the 
computer?

In professional 
matters

For entertainment (games, listen 
to music, watching movies)

More than 3 hours daily 14,0% 19,6%
Between 1-3 hours daily 16,6% 26,7%
Less than one hour daily 7,4% 12,5%
Once or twice per week 7,4% 9,4%
Once or twice per month 4,4% 3,3%
Once or twice per year 2,0% 1,3%
Never 43,1% 22,0%
No not know/No answer 5,2% 5,2%

Painting, writing, singing

Having a hobby (leisure activity)

88%

67%

7%

15%

2%

9%

2%

9%

Never Less frequently (monthly or a few times a year) Several times a week Daily

General Data
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Consumul cultural public

Graph 5: The frequency of public cultural consumption

Graph 6: Frequency of participation in certain leisure activities

Fitness/sport de întreținere

Discotecă

Vizionare competiții sportive

Cumpărături în mall-uri

Excursii în afara localității 

Plimbare prin parcuri, zone verzi

Sărbători/ Evenimente locale

Cumpărături în hipermarket-uri

Biserică

83%

79%

71%

54%

49%

39%

37%

24%

17%

7%

11%

19%

27%

37%

19%

50%

20%

36%

3%

7%

7%

14%

12%

21%

10%

31%

32%

5%

3%

3%

4%

2%

14%

2%

21%

13%

2%

0%

1%

0%

0%

6%

0%

3%

2%

Deloc Mai rar De câteva ori pe lună De câteva ori pe săptămână Zilnic

Philharmonic

Music performances

Festivals

Museum

Theatre

Opera/operetta

Cinema

90%

67%

63%

65%

70%

87%

74%

9%

28%

30%

29%

24%

11%

20%

1%

4%

6%

4%

5%

1%

5%

0%

1%

1%

1%

1%

0%

1%

Never Rarely A few times a month A few times a week

Fitness

Disco

Watching sports TV programs

Shopping in mall

Trips

Walks in parks

Celebrations/ Local events

Shopping in hyper-market

Church

83%

79%

71%

54%

49%

39%

37%

24%

17%

7%

11%

19%

27%

37%

19%

50%

20%

36%

3%

7%

7%

14%

12%

21%

10%

31%

32%

5%

3%

3%

4%

2%

14%

2%

21%

13%

2%

0%
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0%

0%
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3%
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Never Rarely A few times a month A few times a week Daily
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Graph 7: Percentage of respondents who are members of an organization

Consumer Preferences

Graph 8: Favorite music genres

Cultural NGP Church choir Amateur sports 
team

Trade union

1.50%

2.50%
2.30%

3.60%

Traditional folk
23%

Romanian soft
20%

Foreign soft
9%

Ethno
9%

Manele
7%

Foreign pop
4%

Classical music/ 
symphony

4%

Religious
3%

Autochthonous Pop
3%

Rock/Alternative
3%

Rap
2%

Electronic/House
2%

Latino
2%

Others
9%
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Graph 9. Favorite movie genres

Sistem of Values 

     Table 4: The level of importance of various values

For you, how important is...
Very 

Important
Quite 

Important
Not very 

important
Not 

important
Don’t 

know/ No 
Answer

The family 90,8% 7,8% 0,70% 0,10% 0,60%
The money 62,1% 31,6% 4,70% 1,00% 0,50%
The work 61,7% 31,7% 4,30% 1,20% 1,10%
School, education 54,7% 30,7% 10,20% 2,20% 2,10%
Religion 51,1% 33,6% 10,40% 3,60% 1,40%
Leisure 38,4% 42,3% 16,20% 2,20% 0,90%
Friends 30,4% 44,3% 21,30% 3,10% 1,00%
Culture 30,2% 40,0% 22,30% 5,60% 1,70%
Politics 9,7% 16,1% 34,80% 38,20% 1,20%

Adventure/Action/
Detective

26%

Comedies
20%

Romance
12%

Drama
7%

Thriller/Suspense
7%

Historical
7%

Documentary
6%

Thriller
4%

Indians 
(Bollywood)

4%

Sciene-Fiction
2% Cartoons

1%

Others
4%
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The cultural consumption within the private space is closely related to the existence of cultural goods 

within a household. The existent goods meant for cultural consumption within the household, among 
other things, give us a relevant image regarding the frequency of individuals’ choices to consume cul-
tural goods or products, pointing out what individuals choose to consume, too. The network of electronic 
cultural goods may be an indicator of the way individuals consume culture or invest in cultural goods or 
products. Electronic goods are divided into two main categories: electronic goods and household appli-
ances. 

This analysis refers strictly to those appliances within the household that have a cultural purpose, 
among other things.  Besides the electronic cultural-goods network, we also analysed the existence of a 
network of cultural objects and products within the household, taking into account their physical struc-
ture and their role in the electronic cultural goods network. This analysis comprises a radiography of the 
domestic cultural consumption behaviour: the frequency of individuals’ choices to pay for the cultural 
products and objects they own, the frequency of cultural activities within the household, the role and im-
portance of Internet piracy and the way it influences the consumption of products that individuals have 
at home. Furthermore, the report also contains an analysis made at household level, regarding  the re-
invigoration of the network of existent goods and objects, by means of identifying  the way this network 
changes due to the technological development and to the occurrence of a new set of needs, desires and 
expectations of the consumers.  

Ioana Ceobanu
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Introduction

The technological development and the in-
creased access to a larger category of elec-
tronic goods also determined a modification 
of the cultural consumption behaviour. Peo-
ple relate differently to the cultural products 
and practices involved in the cultural con-
sumption. The growth of the private cultural 
consumption influences the way people re-
late to the cultural practices on one hand, and 
the structure and network of goods that they 
own and use, on the other hand. While going 
to the theatre, for instance, is a planned, spe-
cial and unique activity in the household, the 
private cultural consumption may sometimes 
become an automatic act (for example, a play 
listened on the radio during other domestic 
activities) (Michael Pickering, 2008). 

This analysis mainly refers to the private 
cultural consumption and to the network of 
electronic (media) cultural goods and objects 
that exist in the household, in particular. At 
present there are a series of indicators that 
help measuring the population’s degree of ac-
cess to electronic goods and digital services at 
international level, and the most used of these 
indicators is the ICT1, but it mainly refers to 
the household’s equipment in terms of servic-
es, such as Internet, electricity and goods such 
as computer, television set, radio set and fixed 
or mobile phone (ITU, 2010)2, not including 
other electronic goods or digital services, 
1 Information and Communication Technology.
2 International Telecommunication Union.

relevant for the private cultural consumption. 
ICT is an accurate indicator for the measurement 
of a country’s or a region’s degree of economic, 
social and educational development.

Methodology

For the data analysed in this report the volume 
of the sample was 1308 persons, with an error 
of +/- 2.8%, at a confidence level of 95%. The 
national sample was probabilistic, three-staged, 
stratified on region, county and town-size levels, 
at national level for the population in Romania, 
aged 18 and above. The households were chosen 
using the random-route method, at a statistical 
step of 5. The sample contains a boost of 1063 
persons from Bucharest – a representative 
sample for the capital, with an error of +/- 3.1%, 
at a confidence level of 95%.

The electronic cultural 
goods network

The electronic goods within a household 
are divided into two main categories: electron-
ic goods and household appliances. These are 
classified according to the purpose they fulfil. 
However, there is not a specific definition for the 
network of electronic goods or objects that also 
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fulfil the cultural consumption function. The 
most common terms in the specialised litera-
ture for these goods are: electronic goods (Jef-
fery Yvonne, 2008) and digital products. This 
classification is generally made depending on 
their physical structure. Therefore, there are 
physical cultural goods and objects and (non-
physical) digital cultural products (Stefania 
Lionetti, 2010).

In this study, we included in the analysis 
those electronic goods deemed cultural from 
the viewpoint of fulfilling the need for cultural 
consumption. 

The electronic cultural goods may be clas-
sified in several categories of goods, on two 
criteria: the multimedia-complexity degree 
offered by the electronic goods and their in-
dependence degree. Thus, there are two main 
categories of goods: goods that require a low 
degree of interactivity, therefore they are 
more independent from this point of view 
(television set, radio set or tape recorder) and 
goods that require a high degree of interactiv-
ity (telephone, iPod, MP3 player, photo cam-
era etc.). The latter belong to the category of 
interactive cultural goods, because of the at-
tention they require from the users in order 
to fulfil their functions (Hieran Healy, 2002). 

Classification of the 
network of electronic 
cultural goods within the 
household

According to these criteria, there are several 
categories of goods: the first category is that of 
the complex electronic goods (multimedia). In 
this category, there are the television set and 
the computer / laptop, which fulfil most of the 
media functions (audio, video etc.).  For this 
reason, the TV set and the computer were an-
alysed as separate goods. The second catego-
ry is that of the audio electronic goods. In this 
category there are goods which mainly serve 
this purpose (audio play): the radio set, the 
tape recorder, the record-player, CD-player, 
MP3 player and the iPod. The third category is 
that of the video electronic goods and includes 
the DVD player and the home-cinema sys-
tem. The fourth category is that of the interac-
tive electronic goods and includes the mobile 
phone, the video camera, the MP3 player, the 
iPod, the film photo camera, the digital pho-
to camera and the Smartphone, regardless of 
their main function. The (simple or satellite) 
TV antenna, the TV cable and the Internet be-
long to the category of digital goods existing 
within a household. These are complementa-
ry services and have the purpose to supple-
ment other existing electronic goods, in order 
to multiply or improve their basic functions. 
These services have secondary roles within 
the network of electronic goods, because they 
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the households have a radio set, 32% a CD-
player, and 31.6% - a tape recorder. The most 
widespread of the video electronic goods is 
the DVD-player, existent in a significant per-
centage of households (46.9%). 

For the category of interactive electron-
ic goods, the mobile phone is the most wide-
spread good. Thus, 87.1% of the households 
have at least a mobile phone. In the network 
of electronic goods, 38.8% of the households 
have a digital photo camera, 19.5% have an 
MP3 player, and 15.1% own a video camera. 
At the opposite pole, with the lowest percent-
ages, we find goods such as the Smartphone 
or iPod.

cannot exist and fulfil their functions indepen-
dently from the network of electronic goods; 
however, in the data analysis and processing 
they were taken into account as a distinct cat-
egory.  

The electronic equipment 
of the household 

The network of electronic 
goods within the household

As far as the complex electronic (multime-
dia) goods are concerned, 98.5% of the house-
holds in Romania own at least one TV set at 
present. Actually, the TV set is the most wide-
spread electronic good at national level. Maxi-
mal percentages are also found in the digital 
services related to this type of good; 85.3% 
of those who own a TV set also have TV ca-
ble in the household. A small percentage of 
the households in Romania (14.2%) own a 
TV satellite antenna at present. A possible ex-
planation is the precarious infrastructure for 
the capture of TV signals; however, most of 
the households have access to cable TV pro-
grammes. 

As regards the existence of computers or 
laptops, more than half (59%) of the house-
holds have access to such an electronic good, 
and 84% of the households having such a good 
also have an Internet connection. 

In the category of electronic goods with 
audio functions, at present over half (64.5) of 



culturadata
notebooks

26

Table 1: Structure of the domestic network of electronic cultural goods

Domestic network of electronic goods
YES NO

Complex electronic goods (multimedia)
TV set 98,5% 1,5%
Computer/laptop 59% 41%
Audio electronic goods

Radio set 64,5% 35,5%
Tape recorder 31,6% 68,4%
Record-player 6,5% 93,5%
CD-player 32% 68%
Video electronic goods
DVD player 46,9% 53,1%
Home cinema system 14,7% 85,3%
Interactive electronic goods
Mobile phone 87,1% 12,9%
Video camera 15,1% 84,9%
MP3 Player 19,5% 80,5%
iPod 6,7% 93,3%
Film photo cameras 19,3% 80,7%
Digital photo cameras 38,8% 61,2%
Smartphone 13,5% 86,5%
Digital services
Internet connection (of all households that own a PC / Laptop) 84% 16%
Simple TV antenna 85,3% 14,7%
Satellite antenna 14,2% 85,5%
TV Cable 85,3% 14,7%
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The network of electronic 
objects within the 
households (DVDs, CDs, video 
and audio tapes, MP3 music)

This category of cultural objects, containing 
audio and video tapes, music or film CDs and 
DVDs, was analysed apart from the analysis 
of the network of electronic goods within the 
household, for two reasons. The main reason 
is the financial investment required by the 
purchase of such goods for the household, and 
the second reason is related to the life-cycle of 
these objects and the high degree of fluctua-
tion that these objects may withstand within 
the household. On the other hand, these ob-
jects also require a different way of handling 
(e.g. they can be easily borrowed of replaced). 
The electronic cultural objects are secondary, 
dependent objects, which cannot function in-
dependently from the goods they serve, but 
can influence the frequency and regularity of 
the use of electronic goods.

Audio cultural objects and products 
acquired in the last 12 months within the 
household (audio tapes, music CDs/DVDs, 
MP3 music). 

Audio tapes

In the last 12 months, 95% of the respondents 
stated that they had not purchased any such 
cultural objects, and only 5% of the respond-
ents have purchased such objects. A possible 
explanation in this respect is that more than 

half of the respondents do not have a tape re-
corder in the household at present, and an-
other explanation might be related to the 
technological up-to-dateness of such cultural 
objects.

Music CDs/ DVDs

As far as the purchase of music on CD or DVD 
support is concerned, 82.1% of the respond-
ents have not purchased such objects at all 
in the last 12 months. However, compared to 
the percentage of those who have bought au-
dio tapes, a higher percentage of respondents 
(18.9%) have purchased such objects within 
the household.

MP3 audio

The MP3 audio represents a distinct struc-
ture, as it rather belongs to the category of 
digital cultural products or non-physical cul-
tural objects. Digital products are those prod-
ucts supplied via an electronic medium and 
subsequently stored in an electronic format. 

MP3 is a digital audio format meant for us-
ing on the PC and / or portable devices. Thus, 
MP3 music is distinct from the other musical 
cultural objects strictly on the structural level, 
i.e. they fulfil the same functions as the other 
cultural objects, save for their physical struc-
ture. 

As regards the digital music cultural prod-
ucts, 96.4% of the respondents stated that 
they had not purchased such products and 
only 3.6% of the respondents have paid for 
MP3 music in the last 12 months. A possible 
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explanation is related to the manner of pur-
chasing these products. 

In terms of the source where the respond-
ents obtain their music from, the most fre-
quent option is the Internet. Thus, 40% of 
the respondents use the Internet service to 
obtain the music they have in the household, 
19% acquire it from stalls or kiosks, 18% 
from the supermarket, and 16% from friends 
or acquaintances. 

It is essential to point out that the elec-
tronic music does not always require the con-
sumer to make a financial investment. Digital 
audio products can also be obtained through 
an Internet network, via digital piracy.

Graph 1: The main sources where the music in 
the household is obtained from (* Per cent of the 
respondents who acquire / purchase or receive 

music)
The percentage of those who pay for mu-

sical cultural products or objects is not a rel-
evant indicator in terms of the percentage of 
the population who own and consume music. 
If we take a look at the frequency of respond-
ents’ listening to music, 77% of them perform 
this cultural activity on a daily basis. If we 

compare this to the frequency of music buy-
ing, there is a significant discrepancy between 
the two situations.

In conclusion, music is consumed with a 
high frequency, but few consumers choose 
to pay for this cultural good. Considering the 
main method of obtaining music, i.e. the Inter-
net, we note a major spread of the digital pi-
racy phenomenon.

Graph 2: Frequency of music listening

Video cultural objects and products ac-
quired in the last 12 months within the 
household (video tapes, video CDs/DVDs, 
movies on other types of media)

Video tapes 
97.8 of the respondents stated that they had 
not purchased any video tapes in the last year. 
Similarly to the audio tapes, the percentage 
of those who purchase such objects is rather 
low; a possible explanation is also related to 
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the technological up-do-dateness of these ob-
jects. 

DVDs

In terms of DVDs purchase, 9.7 of the re-
spondents have purchased movies on such 
media in the last year. The percentage is quite 
low, if we consider that 46.9% of the analysed 
population have a DVD player in the house-
hold. 

The percentage of those who have bor-
rowed DVDs is not very high, either; only 3.7 
of the respondents stated that they had bor-
rowed such objects in the last year. 

Video CDs and movies on other media  

In the last 12 months, only 3.9 of the respond-
ents stated that they had bought movies on 
CD support, while 99.5% of the respond-
ents stated that they had not bought movies 
on other media in the last year. Similarly to 
music, the main source to acquire movies is 
the Internet (42% of the respondents). Other 
sources for the acquisition of movies are the 
supermarkets (18%), friends or acquaintanc-
es (18%), stalls or kiosks (15%).

Considering the frequency of movie pur-
chases within the household, there are signif-
icant differences between those who choose 
to pay / consume this cultural good. Thus, 
even though the number of those who choose 
to pay for movies is quite low, this cultural 

good is frequently consumed. In more than 
62% of the households, movie watching is a 
current, daily activity. As we previously men-
tioned, the main source of acquiring movies is 
the Internet, and the free movie download is 
the most widespread form to obtain them. 

         

Graph 3. The main sources of acquisition of 
movies owned within the household (* per cents 

of respondents who acquire / purchase or receive 
movies)       

          

Graph 4. Frequency of movie watching

As we emphasised in the above analysis, 
the digital piracy phenomenon is quite wide-
spread within the households. The significant 
difference between the consumption frequen-
cy and the purchase frequency, added to the 
fact that the Internet is most of the time the 
main source of acquiring music or movies, 
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points out to a large spreading of online pi-
racy.

Online Piracy 

The online piracy generally refers to the 
unauthorised, quick and easy distribution 
of music, movies, TV shows, software, video 
games, books and photos, to the detriment 
of creative artists and their legitimate copy-
rights (Daniel Castro, Richard Bennett, 2009). 
However, there is no clear and generally-ac-
cepted definition for the digital piracy. Ac-
cording to OECD (2009), digital piracy is only 
defined as „copyright infringement” (Stefania 
Lionetti, 2010). This phenomenon is glob-
ally spread, as there is a high rate of Inter-
net-using population that practises online 
piracy to access digital products or services. 
The highest percentage is found in the USA, 
where 18% of the regular Internet-users fre-
quently „file-share” over the Internet. In the 
European states, around 16% of the regular 
Internet users use this method to obtain the 
music they own (Loraine Gelsthorpe, 2010); 
and, while this proportion is 16% within the 
general population, it rises to approximately 
34% within the category of people aged 15-
24. Therefore, youngsters are the consumers 
that most frequently use this method of ac-
quiring the music they listen and own. 

In Romania, the percentages are similar. 
Youngsters aged 15-24 most frequently ac-
quire the music and movies they own over 

the Internet. Thus, 35.1% of the respondents 
within the youth category stated that they 
used the Internet as their main source of ob-
taining music, and 31.9% of them use the In-
ternet service to obtain the movies they own, 
too. (2012 The Cultural Consumption Barom-
eter)

The online piracy phenomenon is difficult 
to control within a precise framework, and the 
intellectual property and copyrights are be-
coming increasingly difficult to manage in this 
context. In the last years, most of the states 
have considered this issue of the copyrights 
and Internet theft, trying to establish and im-
plement a legislation to manage this phenom-
enon more easily. However, such legislation is 
harder to establish and implement in a virtual 
environment, where the Internet user cannot 
be identified with a computer (or vice versa) 
all the time. The most important actors in this 
case might be the Internet providers, who can 
control all their users – at least theoretically. 
These providers would have the legal right to 
monitor each and every online activity of their 
customers and to identify the cases of Inter-
net theft or fraud. In the case of a user who 
uses the Internet with the purpose to illegally 
acquire information, the providers may inter-
vene with warnings or even discontinue the 
Internet service. This form of control might 
work, at least in theory; however, the popula-
tion’s free access to the Internet is rooted in 
the fundamental right of the freedom of ex-
pression (Irini A. Stamatoudi, 2010), and such 
a measure would involve the violation of the 
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private space (personal computer), as well as 
the violation of this constitutionally-estab-
lished right. 

The reinvigoration of 
the cultural goods and 
objects network within the 
households

As regards the reinvigoration of the net-
work of electronic cultural goods and objects 
within the households, we considered the 
technological up-to-dateness of the goods. In 
time, the electronic cultural objects or goods 
become obsolete, because of the increase of 
the social productivity and technological de-
velopment on one hand, and because of the 
change of the population›s tastes due to the 
growth of the needs or the occurrence of new 
needs, on the other hand. The technologi-
cal evolution resulted in the decrease or to-
tal loss of the functionality degree of some 
categories of goods or objects. The tape re-
corder, the film photo camera, the audio or 
video tapes are a few examples of goods and 
objects which, in time, cannot fulfil their ba-
sic technological functions anymore, because 
of the lack of technological up-to-dateness. 
However, the obsolescence of these objects 
or goods is not only due to the fact that they 
are losing their up-to-dateness, but also to 
the fact that they are no longer supported by 
the exterior infrastructure of the household 

(e.g. photo-film processing centres). There-
fore, some electronic cultural goods and ob-
jects cannot fulfil their basic functions within 
the household anymore, and consequently 
they are either updated or replaced. Further-
more, the network of electronic goods within 
the household may be completed with tech-
nologically up-to-date goods, yet without to-
tally modifying the network of older goods. 
These goods remain in the network of goods 
within the household mainly because of their 
symbolic functions (e.g. collectibles or objects 
with emotional value).

As regards the new, technologically-up-
dated electronic goods, we notice the most 
significant difference in the case of photo cam-
eras. Only 19.3% of the households still own 
a film photo camera at present, compared to 
38.8% of the households that own at least a 
digital photo camera.  In terms of audio goods, 
32% of the households own a CD-player at 
this moment, to the detriment of the tape re-
corder (31.6%). The percentage difference is 
very small, yet it exists and highlights a tech-
nological improvement of the network of elec-
tronic goods. 

The case of video goods is interesting: al-
most half (46%) of the households own a 
DVD-player and almost 15% own a home cin-
ema system. Home-cinema systems are sys-
tems meant for watching cinema productions 
at a technological quality superior to that of 
the DVD-players. Consequently, although the 
DVD-player is deemed to belong to the cate-
gory of new technologies, it will also fall, in its 
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turn, into the category of technologically-old 
goods in the near-future. 

As regards the electronic objects, we 
considered the number of objects purchased 
in the household in the last year. The num-
ber of new, technologically-updated elec-
tronic objects purchased in the last year 
was higher. Thus, in the last year, the least 
purchased were the video tapes, while the 
most purchased were the music/movie CDs 
and DVDs. A possible explanation is the fact 
that in 2012 some Romanian print-media 
companies sold such objects along with the 

newspapers.  Considering the development 
of the online environment and taking into ac-
count the fact that most of the print-media in-
formation can also be found in digital format 
(on the Internet), numerous publishing hous-
es have implemented these movie-DVD insert 
campaigns. These companies have facilitated 
the population›s access to a series of video ob-
jects (particularly movie CDs/DVDs), through 
the presence of these objects in kiosks/stalls/
supermarkets on one hand, and through their 
small price, on the other hand. 

 
Table. 2 The number of cultural objects and products purchased in the household (June 2012 - July 2012)

Number of cultural objects and products purchased in the last year per household
 Audio cultural objects
Audio tapes 0,57 pc. /  household
music CDs/ DVDs 1,99 pc. /  household
MP3 audio 0,58 ppc. /  household
Video cultural objects
Videotapes 0,24 pc. /  household
DVDs 0,85 pc. /  household
CD and other media 0,42 pc. /  household 
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Conclusions

In terms of the network of the electronic 
goods within the households, the most wide-
spread is the TV set, along with the TV cable 
service. As regards this category of complex 
electronic goods, more than half of the house-
holds own a computer or a laptop, and 84% 
of the households owning such a good also 
have an Internet connection. A high percent-
age of the households own at least one mobile 
phone, and more than half of them own a ra-
dio set. 

The audio or video cultural objects and 
products found in the households were ana-
lysed by taking into account their acquisition 
within the last 12 months. Thus, the most 
purchased objects in the audio category were 
the music CDs/DVDs, while the least pur-
chased were the audio tapes. Only 3.6 of the 
households have chosen to pay for digital mu-
sic products, such as MP3 audio. For most of 
the respondents, the main source of obtaining 
the music is the Internet. Considering this as-
pect, along with the fact that most of the re-
spondents listen to music on a daily basis, we 
highlighted the high degree of digital piracy. 
Therefore, although there is a high consump-
tion of this type of cultural good, there is no 
customers› financial investment related to its 
acquisition.

In terms of video cultural objects, the 
video tapes were the least purchased, while 
the most purchased were the movie DVDs, 
and a possible explanation is related to the 

technological up-to-dateness of these objects. 
The situation of the movies is similar to that 
of the music products. The Internet is also the 
main source of obtaining movies within the 
households, to the detriment of consumers› 
financial investment, and youth (aged 15-24) 
use this method to obtain such goods to the 
highest degree. 
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In the last few decades, the performing arts have generated a high degree of attention, both from the 
policymakers and from the researchers. As part of the cultural and creative sector, performing arts are 
one of the most traditional cultural activities. The research on this field has focused on the economic 
contribution of the performing arts (Ruth Towse, Bruno Frey, David Throsby), or on the motivation of 
participation (Bowen and Daniels, Novak-Leonard and Brown). 

This paper starts from the research carried out so far and it aims at identifying the role that the spe-
cial features of the various forms of performing arts have in the rate of attendance of theatre, opera, en-
tertainment or music performances. Moreover, the research takes into account the modifications in the 
behaviour of culture consumers and pays a special attention to the attendance of festivals. The attend-
ance of theatre, opera, entertainment and music performances is analysed according to the level of edu-
cation and income, as well as to the participation in other cultural activities. The outcome of the study 
highlights differences between the profile of the theatre consumer and the spectator of opera and phil-
harmonic. At the same time, this paper confirms the high potential of festivals, highlighted by the high 
attendance rate. 

Bianca Bălșan
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Introduction 

The transformations that the cultural and cre-
ative sector has undertaken had a direct ef-
fect on the consumer’s role: culture still has 
the mission to educate the public, but this 
public’s needs and desires are more and more 
taken into account when creating a new cul-
tural product. In this context, what does the 
future have in store for the performing arts – 
one of the most traditional fields?

For a long period, arts have been consid-
ered a special field, subject exclusively to the 
rigours of aestethics. This concept changes in 
the second half ot the 20th century. In 1966, 
Baumol and Bowen publish Performing Arts: 
The Economic Dilemma. The two economists 
show that economic analysis can be extremely 
useful in making-up the offer and identifying 
the demand for cultural goods and services. 
Furthermore, in this book the economic con-
tribution of the artistic sector is shown for the 
first time. The two authors’ economic dilem-
ma expressed in the title is the problem of fi-
nancing the performing arts in the context of 
the constant growth of the unitary costs. The 
pressure of costs became known as the „cost 
disease” (Baulmol’s cost disease) (Towse, 
2010). Half of century from its first mention, 
the cost disease remains one of the most con-
spicuous problems of the performing arts 
sector, having an impact upon all the compo-
nents: from the production of a performance 

to attracting the public; from choosing the 
modality of distribution to obtaining funds. 

Once the barrier between the arts and the 
economic sector began to fade out, the re-
search on the consumer became essential in 
the performing arts sector. In order to achieve 
their goals, cultural organisations must bal-
ance the contribution of the aestethics and of 
the economy, respectively, in all their activi-
ties, attracting and keeping the consumers in-
cluded. 

The research on the audience is particu-
larly important for the survival of this sector. 
The performing arts, as public good, compete 
with many other goods and services both at 
the level of drawing the public’s attention and 
at the level of obtaining financial resources. 
Additionally, from the viewpoint of the spare-
time limitation, performing arts compete with 
many other leisure activities. 

The researches performed in the last years 
have revealed a decrease in the number of 
performing arts’ spectators (CCCDC, 2010). 
This decrease was due both to the economic 
crisis and to the changes in the consumption 
habits. 

This report aims at describing the world of 
the performing arts from the viewpoint of the 
cultural consumption for four performing arts 
forms: theatre, opera/operetta, philharmonic 
and entertainment shows. Further attention 
will be paid to the festival, an activity seen as 
the future of the performing arts by many re-
searchers.



culturadata
notebooks

40

Critique 

Performing arts

Traditionally, performing arts require people 
who perform a show, whether they are musi-
cians, dancers or actors. Most of the time, in 
the performing arts field a difference is made 
between the elitist (high) culture and the mass 
(low) culture. In the last period, the differenc-
es between the two types of culture have be-
gun to fade out, therefore many researchers 
consider that there are not great differences. 
From the viewpoint of the public policy, as 
well as from the marketing viewpoint, this 
delineation is important, though.  High cul-
ture is associated with the theatre, opera, bal-
let, symphonic concerts, classical literature, 
art galleries and museums – fields that many 
times are considered part of the national her-
itage, therefore they obtain government sub-
sidies. These cultural activities are associated 
with the cultural elite and with high incomes. 
By contrast, mass culture is made from those 
activities preferred by ordinary people, such 
as entertainment shows, music performanc-
es (jazz, rock, pop etc.) and so on. In the case 
of these cultural activities, we speak about a 
greater standardisation of the products and 
experiences (Getz, 2007).

Another fundamental problem of this 
field is defining the performing arts as an in-
dustry. On the one hand, it is considered that 

the cultural value is subjectively evaluated by 
the artists, critics or spectators, therefore its 
analysis should be separated from the analy-
sis of the economic value of the cultural good 
or service (Throsby, 2003). Another opinion is 
that arts are economic activities, therefore the 
resources used in their production and the ef-
fects they generate should be analysed using 
economic theories (Frey, 2001). 

The publication of the first researches in 
the field of cultural and creative industries is a 
new chapter for the performing arts. The book 
Creative Industries: Contracts between Art and 
Commerce by Richard Caves, published in 
2000, marks the first theoretical introduction 
of this field (Towse, 2010).  Creative indus-
tries are those industries based on the indi-
vidual creativity, talent and abilities. Through 
the development and exploitation of the intel-
lectual property, creative industries have the 
potential to create welfare and jobs. In the last 
years, a new syntagm has been coined – „cul-
tural and creative sectors”. The cultural and 
creative sectors are divided into arts (the cen-
tre of the cultural sector), cultural industries 
and creative industries (KEA, 2006). The arts 
or the non-industrial sectors produce goods 
and services that are consumed on the spot 
and are not meant for mass dissemination. 
Though they are a unitary field, the perform-
ing arts show some differences in terms of the 
modalities of production, distribution, pro-
motion or consumer attraction. 
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Opera is deemed the most expensive form 
of performing arts by far. The high costs of an 
opera performance production are due to the 
nature of this cultural activity, which requires 
the combination of the resources of an orches-
tra, of a choir and of performing artists with 
those of a theatre (Towse, 2003). The analysis 
of the performing arts approaches the diver-
sification of the offer, the utilisation of tech-
nological innovations and the growth of the 
audience through educational programs.

Characteristics of the performing arts’ 
public
Theatre, opera, dance or music performances 
are artistic fields, situated at the border be-
tween aesthetics, education, entertainment 
and economy. The complexity of the perform-
ing arts is one of the reasons for the insuffi-
ciency of research on the public in this field.

Performing arts, as a cultural and creative 
sector, have certain general features, but in the 
meanwhile, their various forms – theatre, op-
era, orchestras etc. – are facing various prob-
lems. The specificity of the performing arts 
forms has a direct impact on the motivation 
for participation, as distinct arts are attractive 
for distinct public categories. The study of the 
demand for performing arts has drawn the at-
tention of a significant number of researchers. 
Among the factors that influence the demand 
in the field of performing arts there are the 
price of the ticket, the competition and the 

public’s characteristics. In the last decades, 
the motivations for the cultural consumption 
and the development of the taste for these 
products have been included in the patterns 
of determining the demand. Another factor 
that determines the cultural consumption is 
the so-called cultural virus: the people who 
participate in a cultural activity are more in-
clined to participate in other activities (Hill, 
2012).

The researches carried out so far in oth-
er countries show that people with differ-
ent socio-demographic characteristics have 
different needs and interests. Moreover, the 
education level and the income of the 
household are the main factors in the pro-
cess of making the decision to attend a per-
formance (Novak-Leonard, J et al, 2008). The 
uncertainty of the cultural and artistic educa-
tion in public schools is mentioned as one of 
the factors of the decrease of the demand for 
performing arts. 

The income has long been considered the 
most important determinant of the rate of at-
tendance of performing arts. Theoretically, 
the high income raises the consumption of 
the performing arts when arts are a normal 
good1. Yet there is also the possibility that 
the attendance of performances by the peo-
ple with a high income should show a high 

1 In economics, normal goods are those goods for which 
the demand increases when the income rises and decreases 
when the income lowers, under the circumstances of un-
changed prices.
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opportunity cost2 (Wen, Cheng, 2012). In this 
context, a new determinant of the attendance 
rate emerges: the spare time. 

The last years have witnessed the occur-
rence of a new trend: the flexibility of per-
forming arts consumption. The spectators 
tend to prefer those artistic forms and ways 
of participation which allow them to decide 
what, when and especially how they consume. 

In Performing Arts in a New Era, McCa-
rthy analyses the trends in the performing 
arts in a period of ten years. These data show 
the increase of the number of spectators for 
the performing arts. We should mention that 
there is a much higher growth among the 
spectators of musicals than among the op-
era spectators. Furthermore, the authors of 
this study consider that the enhancement of 
the performing arts attendance is due to the 
growth of the population and education lev-
el, and not to some new product offered. The 
same study mentions the attractiveness and 
comfort offered by the Internet and the new 
technologies, which represent one of the mo-
tivations that will lead to the decrease of the 
number of live-performances spectators. For 
some forms of the performing arts, watching 
the recordings is much more spread than live 
performances attendance.

2 The opportunity cost is the cost of choosing a good 
from the viewpoint of the value of the best non-chosen 
alternative. This value is not quantified in material or 
monetary terms, but in terms of importance to the con-
sumer. A high opportunity cost for performance atten-
dance means a high value for other activities of leisure. 

A research carried out in 2006 shows the 
main reasons of the non-consumption of sym-
phonic concerts. The persons who do not at-
tend such events consider that they are too 
expensive, reserved for the cultural elite and 
addressed to elderly people. At the same time, 
the participation in these cultural activities 
meets certain barriers, such as the lack of 
spare time, the lack of familiarisation to the 
classical music or simply the lack of affinities 
for this music genre (Towsend, 2006). The 
factors that influence the possibility of partic-
ipation in the performing arts are not manda-
torily factors that determine the frequency of 
participation (Wen, Cheng, 2012).

Performing arts festivals

The festival, as artistic manifestation, can be 
traced back to the 11th century, when the 
guilds of French troubadours used to meet to 
show their creations (Frey, 1994). The festi-
vals are characterized by periodicity (they are 
generally annual or biennial), duration limit-
ed to several days, performances belonging to 
the same genre and a specific location (Berbe-
man and Petit, 2006).  The British Association 
of Art Festivals presents the following typolo-
gies: music, dance, visual, theatre, film, come-
dy and street arts, as well as sub-categories of 
these fields. Other festivals focus on science, 
food or drinks, literature and arts for children 
and families (Getz, 2007). 
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In the last decades, festivals have devel-
oped significantly, particularly due to their 
characteristics: the uniqueness of the artistic 
art, the holiday atmosphere, the creation of a 
complete experience. On the other hand, their 
development may as well be interpreted as an 
effort to overcome the cost disease, according 
to which performing arts are always in defi-
cit because the salary costs are always rising, 
while productivity remains constant. Festi-
vals, having lower salary costs and benefiting 
from corporate sponsorships, have greater 
chances to survive (Frey in Towse, 2002). 

Organised around a live performing act, 
music festivals have the capacity to attract a 
wide range of spectators (Bowen and Daniels, 
2005). Many music festivals take place in a 
public space, which makes them very attrac-
tive for a significant part of the population. 
In making their choice of the place where the 
festival will be held, the organisers make an 
effort to go close to people (Frey, 1994) and 
they choose quite unconventional places, 
which draw the spectators’ attention and be-
come part of the festival’s identity. 

The concept of a festival is most often spe-
cialised on an artist, a certain period of the 
artistic evolution, a certain music or theatre 
genre, which attracts a group of spectators in-
terested in the respective subject. Attracted by 
the artistic act, these spectators sometimes 
travel big distances (Frey, 2000), which leads 
to the increase of the costs associated to the 
participation in music festivals.  

A great part of the researches carried out 
so far have focused on the role of festivals in 
the cultural tourism, their contribution to the 
development of performing arts being pushed 
to the background. This does not diminish the 
role of the artistic act in creating and devel-
oping a successful festival, though. The stud-
ies carried out within the music festivals show 
that the artistic act, alongside with the crea-
tion of a festive and entertaining atmosphere, 
are the most important characteristics in cre-
ating a long-lasting festival (Bowes and Dan-
iels, 2005). 

 

Methodology 

The cultural and creative sector includes live 
musical performances, the phonograms mar-
ket and the incomes obtained by the compa-
nies operating in this field. Traditionally, the 
field of music is disputed by the performing 
arts, too. In order to attain the goals of this 
study, we considered the inclusion of philhar-
monic concerts and of music and entertain-
ment performances in the performing arts to 
be welcome. 

The emphasis was set on the cultural con-
sumption within the public space and we dis-
missed from the analysis the forms pertaining 
to the domestic consumption, such as CDs, 
DVDs or radio and TV shows which broadcast 
recorded forms of the performing arts. 
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Five cultural activities were analysed: the 
theatre performances, the opera and operet-
ta performances, the philharmonic concerts, 
the music and entertainment performances 
and the festivals.  The introduction of festivals 
was deemed necessary from the viewpoint of 
the importance that this cultural activity has 
in the case of towns which do not have a high 
cultural vitality. 

The goal of the study was to highlight the 
influence of certain factors (educational lev-
el, income, age etc.) on the rate of participa-
tion in the performing arts. Furthermore, we 
aimed to highlight the connection between 
the various forms of performing arts in terms 
of participation. 

As we mentioned before, the researches 
carried out so far have revealed that the spe-
cific features of the performing arts have a 
direct effect on the participation. In this con-
text, the research aims to indentify the differ-
ences in participation between the cultural 
activities pertaining to the high culture and 
those pertaining to the mass culture. 

The questionnaire was administered to a 
national sample of 1308 persons, with an er-
ror of +/- 2.8%, at a trust level of 95%. The 
national sample is probabilistic, three-staged, 
stratified on the level of region, county and 
town size; it is representative at national lev-
el for the population in Romania, aged 18 and 
above. The households were chosen start-
ing from sampling points randomly selected 
based on the voters lists, using the random-
route method and following a statistical step 

of 5. The sample contains a boost of 1063 
persons from Bucharest – a sub-sample rep-
resentative for the capital, with an error of +/- 
3.1%, at a trust level of 95%. 

Analysis 

The most attractive form of performing arts 
is the entertainment / music performance 
– 32% of the respondents have attended at 
least one performance in 2012. Approximate-
ly 30% of the respondents have attended at 
least one theatre performance. The number of 
respondents who have attended at least one 
performance decreases in the case of opera 
/ operetta performances – 12.6% and in the 
case of philharmonic concerts – 10%. 

Graph 1: Percentage of respondents who 
attended at least one performance in 2012 
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We notice the significant number of per-
sons who have participated in at least one 
festival in 2012 – 32.5%. The attractiveness 
of the festivals may be explained through the 
specific features of this cultural product. Un-
like theatrical seasons, festivals take place 
only once a year or once every two years. 
Moreover, within festivals the respondents 
enjoy a larger number of performances be-
longing to the same genre. At the same time, 
the popularity of festivals may be interpreted 
as an attempt to free the artistic act from the 
restrictions existent within the traditional in-
stitutions, as well as an instrument of local 
inclusion and promotion. 

In the last years, we have been assisting to 
the growth of the number of festivals. More 
or less lucrative, festivals are often a way of 
promoting the place where they are organ-
ised. 

An explanation of the significant number 
of spectators may be the fact that a large part 
of these spectators are not from the town 
where the festival is held. Unlike the classic 
forms of performing arts manifestation, fes-
tivals are not limited to attracting the locals, 
but they aim to persuade the tourists. The 
periodicity and the cultural offer turn every 
festival into a unique event. Attending this 
unique event is a much greater motivation 
than that of the cultural offer presented with-
in a theatrical season. 

Depending on the number of respond-
ents who have attended at least one perfor-
mance, the forms of performing arts may be 

grouped as follows: theatre performances and 
entertainment / music performances (ap-
proximately 30% of the respondents have at-
tended at least one performance) and opera 
/ operetta performances and philharmonic 
performances (approximately 10% of the re-
spondents have attended at least one perfor-
mance).

The frequency of performing arts attend-
ance varies depending on the various artistic 
forms. The frequency of theatre attendance is 
higher than the frequency of entertainment 
/ music performances attendance. Out of the 
30% respondents who have gone to the thea-
tre in 2012, around 81% go rarely, 17% go sev-
eral times a month, while 2% go several times 
a week. On the other side, out of the 32% re-
spondents who have gone to entertainment 
/ music performances in 2012, 11.6% have 
gone several times a month. A possible expla-
nation for the differences in participation is 
given by the transformations that the theatre 
has undergone in the last years, which led to 
the change of the relation between the specta-
tors and this form of performance.

Graph 3 depicts the attendance frequen-
cies for opera / operetta performances and 
symphonic concerts. According to this graph, 
89% of the symphonic concerts listeners go 
rarely to the Philharmonic, while 11% attend 
the Philharmonic monthly or even more fre-
quently. A similar distribution is recorded in 
the case of opera and operetta performances 
– 88% of the spectators go rarely, while 12% 
go monthly or more frequently.
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Education remains one of the most impor-
tant factors in determining the participation 
in the performing arts. With some exceptions, 
the rate of attendance of at least one perfor-
mance grows with the level of education. The 
persons with long-term higher education or 
post-university education have an attend-
ance rate twice as big as the entire analysed 
collectivity (Table 1). 

In the case of persons with short-term 
higher education, there are two categories: 
compared to the total of respondents, the per-
centage of respondents who have attended 
entertainment and music performances or 
theatre performances is very high, compara-
ble with the percentage recorded in the case 
of respondents with a higher education-level. 

Graph 2: Frequency of theatre, entertainment and music 
performances attendance in 2012

Graph 3:  Frequency of attendance of opera/operetta 
performances and philharmonic orchestra performances
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On the other side, the percentage of re-
spondents with short-term higher education 
who have attended opera / operetta or phil-
harmonic performances is comparable with 
that recorded at the level of all the respond-
ents. The fact that the segmentation on edu-
cation of the theatre spectators is closer to 
that of the spectators of live music or enter-
tainment performances than to that of the 
opera and philharmonic spectators raises 
certain question marks as regards the valid-
ity of including theatre into the so-called high 
culture. The delimitation high culture/ mass 
culture is theoretical, based on an ideal model. 

The transformations of the theatre in the last 
years require a re-definition of the character-
istics of this form of performing arts. Unlike 
the opera/ operetta and the philharmonic, 
the theatre has gotten closer and closer to the 
mass consumption. 

A possible explanation for this transfor-
mation is the so-called de-sacralisation of this 
cultural form, through the appearance of a sig-
nificant number of cafés, bars or clubs where 
theatre is performed3.  Unlike the symphon-
ic or opera / operetta performances, the the-
atre performances are more and more often 
3 CCCDC, Alternative Spaces of Cultural Consumption. An 
Analysis of Bucharest Urban Culture.

Table 1: Performing arts attendance rate on education level

Education level
Entertainment 

and music 
performances

Philharmonic 
Opera/

operetta
Theatre

No education 10,5% 5,3% 5,3% 5,3%
Elementary school 4,1% 0,8% 0,0% 3,3%

Middle school (eight years) 11,9% 2,5% 2,5% 10,0%
Vocational school 20,9% 2,4% 2,7% 14,6%
Technical school 28,9% 10,5% 7,9% 18,4%

High school – first level 29,6% 5,0% 5,7% 22,6%
High school – second level / 

baccalaureate
38,7% 7,5% 10,4% 29,9%

Post high-school 34,5% 9,7% 13,9% 34,5%

Short-term higher education 50,0% 13,2% 16,2% 47,1%

Long-term higher education 49,5% 26,7% 33,3% 57,3%

Postgraduates 55,3% 24,7% 37,6% 67,1%
Total 32,0% 9,9% 12,6% 29,5%
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present in an independent space, which is at-
tractive for a wider category of population. 
The potential of this independent space mate-
rialises also through the diversification of the 
theatre performances offer, which manages to 
attract diverse categories of public.

 The attendance of theatre, opera, en-
tertainment performances or of symphonic 
concerts is also influenced by the personal in-
come of the spectators. We notice a higher at-
tendance rate within categories with a higher 
income. Of the respondents who have an in-
come over 4000 RON, 75% have attended at 
least one theatre performance, 50% have at-
tended at least one opera/operetta perfor-
mance and / or at least one entertainment / 
music performance. 

A possible explanation for the differences 
between the various forms of participation 
depending on the level of the personal income 
is the perception that the opera and classical 
concerts have higher costs than the theatre or 
entertainment performances. The price of the 
tickets – at the level of Bucharest – does not 
reflect the difference at the level of the costs, 
but the lack of promotion of these forms of 
the high culture has led to the perpetuation of 
the idea that the opera and the classical music 
concerts are more expensive cultural activi-
ties.

The Philharmonic seems to be the least at-
tractive form of the performing arts: the at-
tendance rate is the lowest both at the level 
of the general collectivity and at the level of 
the various segments of public. A possible 

explanation for the low level of the attend-
ance rate is the lack of musical education. At 
the same time, the level of listening to clas-
sical music is low among young people. At 
the level of the entire sample, 9% of the re-
spondents have mentioned classical music 
in the top of their first three favourite music 
genres. This percentage lowers in the case 
of the respondents aged 18-24 – 6% of them 
prefer classical music. 

Theatre is the most popular form of high 
culture, attracting a much larger number of 
spectators, compared to the opera and phil-
harmonic. The very big difference between 
the percentage of respondents who have at-
tended at least one theatre performance and 
those who have attended at least one opera 
or philharmonic performance may be ex-
plained through the reduced complexity of 
the theatre, compared to the opera and the 
philharmonic.

The attractiveness of the festivals is 
much higher among younger respondents: 
compared to the general collectivity, 55% of 
the respondents aged below 24 and 50% of 
the respondents aged 25-34 have attended 
at least one festival.

The percentage of respondents who have 
participated in at least one festival in 2012 
is higher in the case of the spectators with 
an income higher than 1501 RON. The at-
tendance of at least one festival by a higher 
percentage of the respondents with a high 
income may be explained through the fact 
that the attendance of a festival requires 
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more expenses than the attendance of a the-
atre, philharmonic, music or entertainment 
performance. In the case of festivals, the price 
of a ticket is bigger than the price of a ticket 
for a traditional performance. Moreover, the 
tourists have additional expenses, such as 
transport, accommodation and food. 

The analysis has shown that the attend-
ance of festivals is rather influenced by the 
household income than by the personal in-
come. This correlation may be explained by 
the fact that in most cases the festival attend-
ance overlaps with spending one’s holiday. In 
this context, the motivation for participating 
in this cultural activity is spending time with 
the family; unlike other cultural manifesta-
tions, festivals promote group participation.

The cultural virus

The education and the personal income are 
two extremely important factors in determin-
ing the attendance rate for a certain cultur-
al activity, but the researches carried out so 
far have started to identify another element 
that influences the attendance: the consump-
tion of other cultural products or services. 
The participants in a certain cultural activ-
ity have a greater inclination to attend other 
forms of cultural activities – a phenomenon 
called the cultural virus. The following section 
shall analyse the correlation between various 
sub-fields of the performing arts and other 
cultural activities. 

We notice a significant correlation be-
tween the audition of a philharmonic concert 
and the attendance of an opera or operetta 
performance: 80% of the persons who have 
attended at least one symphonic concert have 

Table  2: Performing arts attendance rate,  on personal income

Personal income
Entertainment 

and music 
performances

Theatre Opera/operetta Philharmonic 

<500 29,6% 30,7% 13,8% 9,8%
500-1000 27,0% 19,8% 6,7% 5,2%

1001-2000 43,7% 36,6% 15,4% 15,4%
2001-3000 50,0% 48,3% 23,3% 18,3%
3001-4000 40,0% 40,0% 20,0% 20,0%

>4000 50,0% 75,0% 50,0% 25,0%
 Total 32,0% 29,5% 12,6% 9,9%
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gone to at least one opera / operetta perfor-
mance. Of the philharmonic spectators, 85% 
have seen at least one theatre performance, 
while 88.5% have visited a museum. The 
very high percentage of classical music listen-
ers who participate in other cultural activi-
ties shows that this category of respondents 
is much more inclined towards cultural con-
sumption. 

In the case of opera / operetta specta-
tors, attending a theatre performance seems 
more attractive: 87% of the opera / operetta 
spectators have attended at least one theatre 
performance in 2012, compared to 63% who 
attended at least one symphonic concert. A 
possible explanation of these correlations is 
given by the fact that the opera is at the same 

time a theatre and a music performance. De-
spite the common nucleus of the opera per-
formances and symphonic concerts – the 
symphonic orchestra – we notice a closer re-
lation between the public of the opera and 
that of the theatre. 

Theatre spectators who have visited at 
least one museum represent 76.5% of the 
total theatre spectators, while 65% have at-
tended at least one entertainment/music per-
formance. Despite the high rate of theatre 
attendance and the characteristics that draw 
the theatre spectators close to the entertain-
ment / music spectators, we notice a much 
stronger correlation between the theatre and 
the other forms of the high culture: opera, 
philharmonic and museum.

Table 3: Festivals attendance rate, on age groups                          Table 4: Festivals attendance rate, depending on  
        the household income

Age group
Have attended at 

least one festival in 
2012

Have not 
attended a 
festival in 

2012

Household 
income

Have 
attended at 

least one 
festival in 

2012

Have not 
attended a 
festival in 

2012

54,1% 45,9% Less than 700 28,3% 71,7%

25-34 49,6% 50,4% 700-1500 26,6% 73,4%
35-44 40,4% 59,6% 1501-3000 43,3% 56,7%
45-54 35,0% 65,0% 3001-4500 52,9% 47,1%

55-64 22,5% 77,5% Over 4500 47,3% 52,7%

Over 65 14,9% 85,1% Total 32,5% 67,5%
Total 32,5% 67,5%
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The correlation between the attendance of 
symphonic performances (23%), opera per-
formances respectively (30%) and the attend-
ance of entertainment/music performances 
is lower than that between the theatre per-
formances attendance and entertainment 
performances attendance – 60%. These cor-
relations show that the public of high culture 
forms is more inclined towards attending op-
era, philharmonic or theatre performances 
than towards performances belonging to the 
mass culture. Unlike opera and symphonic 
concerts, theatre performances seem to have 
a closer relation with the mass culture forms. 
This correlation may be explained through 
the transformations that the theatre has un-
dergone in the last years. Even though it still 
remains a form of the high culture, theatre has 
managed to gain a significant number of spec-
tators by adapting its cultural offer. 

Festivals are at the border between cultur-
al activities and leisure activities, and this is 
why we further analysed the correlation be-
tween the attendance of festivals and of other 
activities.

Out of the respondents who have attend-
ed at least one festival in 2012, around 65% 
have also attended entertainment and music 
performances. Other activities preferred by 
the festival spectators are the theatre perfor-
mances – 59%. A low percentage of festival 
participants have also attended philharmonic 
and opera / operetta performances. 

A significant percentage of the festival 
spectators have attended local celebrations or 
events (92%), have travelled (81%) or visited 

museums (66%). The close relation between 
the festival attendance and these activities 
may be explained through the fact that these 
activities are leisure activities, being repre-
sentative for a certain lifestyle.

Graph 4: Festival participants’ attendance rate for 
various activities                                                                                                           

Conclusions

This research has shown the role that the 
age, the personal income and the attendance 
of other cultural activities have in determin-
ing the attendance of a theatre, opera, oper-
etta, philharmonic, entertainment / music 
performance. The public of a concert or of a 
performance is more inclined to participate in 
another cultural activity. The influence of this 
factor called cultural virus upon the attend-
ance is much more significant than that of the 
income or education. 

The symphonic concerts public and the 
opera public have many common character-
istics, and partnerships between these two 
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institutions are recommended in order to 
raise the public’s satisfaction. At the same 
time, in terms of attendance, we notice a cor-
relation between the various forms of high 
culture, stronger than the correlation be-
tween the forms of the high culture and those 
of the mass culture. This correlation is not 
limited to the performing arts, but it also in-
cludes museum visiting. For the institutions 
operating in the field, a partnership with in-
stitutions that might be included in the same 
cultural form might be useful, rather than a 
partnership with institutions which belong to 
the same cultural sector. 

The research on the correlations between 
the various cultural activities in terms of at-
tendance must be accompanied by the re-
search on the motivation of attendance and 
on the shaping of tastes for various artistic 
forms. 

The changes undergone by the perform-
ing arts in the last decades require the change 
of the methods of studying this sector. The 
research on the public (passive participa-
tion) represents a single component in the re-
search on the attendance of the performing 
arts. Future researches may include the active 
participation component, which is becoming 

increasingly important for the cultural and 
creative sector. 

The small number of spectators and the 
low frequency of performance attendance 
have a direct impact on the cultural organisa-
tions’ capacity to generate incomes. In the con-
text of the growth of production expenses, the 
necessity to maintain the artistic standards 
requires drawing significant funds. Granting 
these funds may be justified by attracting a 
significant number of spectators. 

The increase of the number of festivals has 
had a direct effect on the number of specta-
tors of these types of activities. Most of the 
time, organising a festival has the goal of pro-
moting the performing arts in the towns with 
a low cultural vitality, and this is why the pop-
ularity of these cultural activities can serve as 
a stimulus for organising tours in these towns. 

Performing arts are an extremely impor-
tant cultural sector, which has suffered nu-
merous transformations in the last years, in 
its attempt to keep its spectators or to attract 
new ones. This study may be used to identify 
modalities of raising the public’s satisfaction, 
particularly through partnerships with other 
cultural institutions.
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The paper contains statistical information on children’s cultural consumption and leisure prac-
tices. We tried to answers questions such as: Which are the cultural and leisure activities that children 
practice within their family and at school? How often do they practice these activities? How satisfied 
are the parents with the public cultural and leisure offer and infrastructure addressing children? What 
kind of goods do children own? How much time do they spend on certain cultural and leisure activi-
ties? 

The analysed data were collected within the 2012 Cultural Consumption Barometer and pertain 
to the cultural and leisure consumption and practices of children aged 7-15. The main results show 
that children prefer animated activities, such as going to amusement parks and circus shows. Further-
more, museum/memorial houses/monument visiting is an activity attended by a significant per cent of 
children, either with their school or with their family. Children’s most frequent leisure activities are 
watching TV and using the computer. 

Ștefania Voicu
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We should also mention that „the specific re-
search methods do not work in the same way 
as far as children are concerned” (Todd, 2001: 
100).

An overview of marketing and sociologi-
cal research targeting children suggests that 
so far there have mainly been studied themes 
pertaining to „children’s consumption behav-
iour in their relation with the media, toys, 
clothing and food” (Boden, 2006; Martens 
et al., 2004)” (Ellis, 2011: 94), to the pro-
cess of children’s socialisation through con-
sumption2 (Cook, 2010; Gunter and Furnham, 
1998; John, 1999; McNeal, 1992, 2007; Mar-
tens et al., 2004), or to how children should 
be understood as active actors of consump-
tion (Rogoff et al., 2006). Moreover, up to the 
present, most of the researchers have focused 
more on teenagers than on younger children 
(Ellis, 2011: 94).

Apart from the consumption sociology 
and marketing studies that pertained to the 
debate regarding children’s capacity to be re-
search subjects and the way they should be 
studied, and apart from the studies focused 
on the material consumption practices, on 
children’s socialisation through consumption 
and (material) consumption behaviour, the 
hereby research aims at knowing the types of 
cultural and leisure activities which children 
attend, both within the school and within the 
family. 

Before approaching the methodological 
aspects and the results obtained, we shall 
 2 i.e. “the process through which children and youngsters 
learn / acquire aptitudes, knowledge and attitudes relevant 
for their functioning as consumers” (Ward, 1974: 2).

Introduction

Similarly to adults, children also have cultur-
al and leisure activities. This type of activities 
may take place within the family, within their 
group of friends, at school, in public spaces, in 
the open air, in special places etc. Through lei-
sure activities and cultural consumption, the 
children socialise, they develop their knowl-
edge and their communication, interaction, 
thinking and learning skills, as well as their 
artistic or sports skills. 

The bibliography on this topic is not vast. 
The polls and sociological (as well as market-
ing) studies on consumption almost exclusive-
ly address adult people. In her paper1 on the 
methodology used in studies targeting chil-
dren, Sarah Todd mentioned that this reality 
is determined not by the researchers’ lack of 
interest, but rather by the lack of methodi-
cal knowledge on how the children should be 
studied. This lack pertains to the debate on the 
children’s capacity to be subjects of study, on 
whether they may be considered independent 
subjects who are able to express their opin-
ions, feelings and thoughts without parents’ 
intervention.  Some researchers – such as Mor-
row, who studies families from the children’s 
point of view – consider that children should 
be studied independently from their parents. 
On the other hand, other authors (Gunter and 
Furnham) suggest that including the parents is 
a valuable aspect in understanding the results. 
1 Todd, Sarah, “Understanding Children As Consumers: To-
ward an Ethical and Integrated Methodological Approach” in 
Asia Pacific Advances în Consumer Research Volume 4, 2001 
pp. 99-101.
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note some aspects regarding the concepts 
of „cultural consumption” and „cultural con-
sumption practices”. 

In the Canadian survey „Patterns in Culture 
Consumption and Participation” 3 conducted 
in 2000, cultural consumption is defined as 
„consumption (through participation) and 
purchase of cultural products and services”. 

Moreover, this Canadian survey also 
mentions that participation or non-
participation in cultural activities does not 
depend to a high degree on the interest in 
such activities, but on a series of factors, such 
as:

• available time;
• access to cultural activities and events;
• opportunity to participate;
• financial restrictions. 
Another mention of the study, which we 

find important for this research, is related 
to the two components of the consumption: 
the economic component and the time com-
ponent (how the consumer’s time available 
for consumption is used). These components 
are measured differently. In order to measure 
the economic component, the expenses made 
and their destination (types of products/ser-
vices) are analysed, while in order to measure 
the time component, the manner of spend-
ing one’s time is analysed (depending on the 
practiced activity) – more precisely: Does the 
subject practise cultural activities? How of-
ten? What types of activities does he / she 
practise4?
3 Patterns in Culture Consumption and Participation (2000), 
Culture Statistics Program, Culture, Tourism and the Centre 
for Education Statistics, Statistics Canada.
4 Patterns in Culture Consumption and Participation (2000), 

Considering these mentions, as well as the 
purpose of this research, we analysed only the 
time component of the cultural consumption 
and leisure practices of children.

Methodology

The analysed data were collected by means of 
a questionnaire, within the 2012 Cultural Con-
sumption Barometer. The questions on the 
children’s cultural consumption and leisure 
practices were addressed to their parents, i.e. 
to those respondents of the sample who have 
a child / more children in school (from the 
first grade to the eighth grade inclusively, aged 
up to 15 maximum). Of the total sample of the 
barometer – which comprised 2371 respond-
ents – 438 people have a child / more children 
in school. 49.4% of these 438 respondents live 
in the rural environment, while 50.6% live in 
the urban environment. We used the study 
on the Cultural Consumption and Practices of 
Youth and Children in Catalonia, carried out in 
Spain in 2007-2008, as a model for the theme 
of our research. The Spanish study presents 
the results of two polls: Children’s Cultural 
Consumption and Practices (2007-2008) – 
which studies the cultural consumption of the 
population aged 6-14 – and the Communica-
tion and Culture Barometer (which studies 
the cultural consumption for the population 
aged 15-29).

Children’s cultural and leisure activities, 
on which we collected the data, pertain to: 
the audio-visual consumption, the practice 
Culture Statistics Program, Culture, Tourism and the Centre 
for Education Statistics, Statistics Canada, p.7.
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of artistic, sports and reading activities, the 
use and ownership of technological supports 
(computer, mobile phone), the family rela-
tions and social relations, the public cultural 
and leisure offer, the degree of visiting cultur-
al institutions and leisure spaces. 

Outcome

The school offer in terms of cultural and 
leisure activities and the children’s rate of 
participation in these activities
 

The analysis follows the type of cultural and 
leisure activities for children, which the edu-
cation institutions have carried out in the last 

year, as well as the children’s rate of participa-
tion in these activities. 

The most frequent cultural and leisure ac-
tivities organised by schools in the last year 
were (in our list of 20 such activities that we 
asked about): museum visits, theatre attend-
ance, monument/memorial house visits, trips 
to the mountains/to the seaside and going to 
amusement parks. The cultural and leisure ac-
tivities that took place within the school the 
least frequently in the last year were: dance 
courses, art courses (handmade art objects, 
handicrafts), going to special (children’s) 
fairs, theatre classes, opera/operetta attend-
ance (see Graph 1). 

Besides the activities in the graph, there 
were also organised: art galleries visits, circus 
attendance, dance performances attendance, 

Graph 1: The most and the least attended cultural and leisure 
activities organised by the school, in the last year.
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cinema attendance, mountain/seaside 
camps, going to fast-food restaurants 
(e.g. McDonalds/KFC/malls), painting/
drawing classes, poetry/reading club, 
music choir.

For these 20 cultural and leisure ac-
tivities organised by the school we also 
followed the children’s rates of partici-
pation. Most of the children participat-
ed in activities that involved: museum 
visits, going to fast-food restaurants 
(McDonalds/KFC/mall), theatre at-
tendance, monuments/memorial hous-
es visits and circus show attendance. 
We notice here that second to museum 

Table  1: Cultural and leisure activities within the family, attended by children
Activities attended by the child/children Percentage Total number of cases from which the 

percentage was calculated
Going to circus shows 96,6% 122
Going to amusement parks 95,3% 201
Museum visits 94,3% 101
Mountain / seaside trips 92,2% 155
Monuments and memorial houses visits 92% 63
Going to fast-food restaurants or malls 89,9% 164
Theatre attendance 89,4% 73
Dance performance attendance 85,6% 63
Mountain/sea camp 84,5% 60
 Going to special (children's) fairs 84% 64

Art Gallery visits 82,8% 25
Cinema attendance 82,6% 96
Opera / operetta attendance 74,7% 7

visits (which are the most frequently organ-
ised activity within schools), the children 
preferred to participate in a leisure activity 
(going to fast-food restaurants).

Cultural and leisure activities that 
took place within the family, which the 
children have attended

In terms of cultural and leisure activities that 
took place within the family, which the child/
children has/have attended in the last year, 
the following percentages were recorded:
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An interesting aspect of the way these ac-
tivities take place is related to the decision 
factor. In order to see the influence of the chil-
dren in taking the decisions regarding the 
cultural and leisure activities that take place 
within the family, we asked which activities 
the children willingly chose to participate in 
and which of them were the parents’ choice. 
Children mainly wish to take part in activities 
that are directly addressed to them and are 
very animated. The activities chosen by the 
children themselves, which recorded a high-
er percentage than the parents’ choices, were: 
going to circus shows, going to dance perfor-
mances, going to the cinema, going to fast-
food restaurants/malls, going to amusement 
parks and going to special (children’s) fairs. In 
the table below we may see the distribution of 
percentages. 

Another aspect that we followed was the 
identification of the type of activities that 
children attend in their spare time, i.e. activ-
ities besides those organised by the school 
(see Graph 2). The activities most practised 
by children are: watching TV (89%), playing 
on the computer (67.9%) and using the com-
puter for other purposes than games (54.9%). 
The poll on the cultural consumption among 
children in Spain recorded similar results; the 
first three most practised activities are: watch-
ing TV (98%), listening to music (97.9%) and 
using the computer (92.2%). 

To a certain extent, the preference for these 
activities may be explained through the influ-
ence of the current socio-cultural context on 

the consumption. Ellis Liz mentioned in her 
paper5: „the context in which the children con-
sume must not be disconnected from the so-
cio-historical dimensions and from the space 
where the consumption takes place, as it is an 
important determinant of the way that chil-
dren consume”(Ellis, 2011: 96). Here we may 
add the observation that „in the context of the 
globalisation and internationalisation of the 
mass media and consumer’s culture, the pre-
sent children’s daily life is extremely different 
from that in the previous years” (Gunter and 
Furnham, 1998). At present there is a new 
phenomenon of the bedroom culture where 
children and teenagers have not only their 
own mobile phone and computer, but also an 
Internet connection and video games that of-
fer them access to the world from their own 
bedroom, where they share information and 
experiences with many others6. Other authors 
have coined the term „The Net Generation”7, 
for this phenomenon of „children who grow-
up surrounded by technological supports, 
which change the way they play, they learn, 
they think and behave in general.”8 
5 Ellis, Liz (2011) Towards a Contemporary Sociology of Chil-
dren and Consumption, Durham theses, Durham University. 
Available at Durham E-theses Online: http://etheses.dur.
ac.uk/3206/ 
6 Che concept of „bedroom culture” is taken from the Spanish 
study „Cultural Consumption and Practices of Youth and Chil-
dren in Catalonia” 
7 Don TAPSCOTT (1996) Growing up digital: The rise of the Net 
Generation, New York, McGrow-Hill
8 Delicado A., Almeida Alves, (2010) Children, internet 
cultures and online social networks, disponibil pe http://
www.enfanceetcultures.culture.gouv.fr/actes/delicado_al-
meidaalves.pdf, 9es Journées de sociologie de l’enfance, Paris, 
p.2
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Table  2: Percentage distribution for cultural and leisure activities that took place within the family 
on the parents’ or children’s initiative

The activity On parents’ initiative On children’s initiative
Museum visits 78,2% 21,8%
Monuments and memorial houses visits 78% 22%
Art Gallery visits 91,5 7,8%
Theatre attendance 55% 45%
Opera / operetta attendance 79,4% 17,7%
Going to circus shows 24,3% 72,4%
Dance performance attendance 36% 64%
Going to the cinema 48,8% 50,9%
Mountain/seaside trips 68,5% 31,3%
Mountain / seaside camp 70,7% 25,6%
Going to fast-food restaurants or malls 26,8% 73,1%
Going to amusement parks 36,6% 62,6%
Going to special (children's) fairs 38,3% 61,3%

Graph 2: Activities practised by children outside the school programme
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The cultural and leisure offer and 
infrastructure addressed to children9

In order to identify the public cultural and 
leisure offer addressed to children and how 
satisfied the parents are with this offer, we 
asked if they are content with the following 
9 We also added in the graph the percentages for the „Don’t know” 
answer, because we consider that the recorded percentages might 
suggest that the parents do not realise whether the cultural and 
leisure offer is sufficient or they would like it to be vaster. 

Graph 3: Parents’ degree of satisfaction with the cultural and leisure 
offer and infrastructure addressed to children

activities, classes, programmes and services 
addressed to the children (see Graph 3):

According to the analysed data, the par-
ents mostly want outdoor playgrounds and 
activities addressed to children (education-
al contests, outdoor events, outdoor play-
grounds). In addition to the cultural and 
leisure offer depicted in Graph 3, the par-
ents said that they would also like cinema 
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take place often (daily, several times a day, 
once every few days), rarely (once or several 
times per month or year). The daily activities 
for which children allow the most amount of 
time are: learning and doing the homework, 
watching TV, using the Internet, spending 
time with friends (Graph 4).

How often do the children go to their 
grandparents or to a friend’s birthday? 
How often do they do something without 
their parents’ agreement or how often do 

Graph 4. The amount of time spent by children on various activities
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dren with disabilities (5.4%).

How much time the children spend on 
certain activities and how often they 
practise activities that depend on the 
parents’ availability/approval

We followed the frequency of certain activi-
ties practised by children. Depending on the 
type of these activities, some of them may 

25%

36%

7%

4%

21%

18%

5%

48%

80%

2%

2%

5%

17%

1%

8%

1%

3%

4%

4%

2%

12%

13%

1%

13%

7%

48%

40%

43%

67%

42%

36%

61%

23%

6%

20%

16%

44%

25%

14%

5%

30%

1%

2%

Uses the computer for playing computer 
games

Uses the computer for Internet navigation

Plays outside with friends

Studies and does the homework

Goes in the park with friends/neighbours

Reads books (other than manuals and 
mandatory books for school)

Watches TV

Practices a specific activity 
(drawing, playing an instrument etc.)

Practices a sport at a sports club

Never

Once or twice a 
month

Once or twice a 
week

Less than 3 
hours a day

More than 3 
hours a day



Cultural 
consumption 
and leisure 
practices 

among 
children

65

Graph 5.Frequency of children’s activities that depend to a 
high degree on the parents’ approval / available time. 
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computer (49%). Moreover, 62.8% of the 
children (or their families) have a pet. The 
lowest rates of children-owned objects were 

recorded for xbox games/playstation, photo 
camera and iPod. 

Graph 6. What children own
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Conclusions

Children mainly attend animated cultural 
and leisure activities (circus shows, theatre), 
activities that pertain to their preference 
for playfulness (going to amusement parks, 
fast-food restaurants, trips) or curiosity  
(museums/memorial houses/monuments 
visiting), specific to the childhood period. 
In addition to these preferences of the 
children, the parents want the public cultural 
infrastructure addressing children to offer 
as many outdoor events and activities as 
possible, as well as special playgrounds for 
children with disabilities. 

In terms of activities that take place at 
home, the children spend the most amount 

of time watching TV, using the computer, 
spending time with friends/neighbours 
outside the house/block of flats, as well 
as studying for school and doing their 
homework. Apart from these, children 
rarely perform activities that develop 
particular skills, such as sports, arts, creative 
activities (playing a musical instrument, 
singing in a choir, taking dance classes, 
writing poems, taking photos etc.) As 
regards this low degree of participation, we 
point out – as we mentioned in the first part 
of the paper – that the degree of practice or 
participation in certain cultural and leisure 
activities not only pertains to the children’s 
interest in these activities, but also depends 
on a series of other factors. 
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Practising sports and physical recreation activities is an important dimension in the analysis and 
understanding of lifestyles and cultural consumption patterns found in a society at a certain moment. 
Being directly associated with the various cultural consumption forms and practices, with the ways 
of leisure, and also with other elements such as the human capital (through the component related to 
the health state) or the opportunities offered by the residence environment (cultural and recreation 
structure), the analysis of the population’s involvement in sports and physical activities offers an over-
all image of the cultural life’s dynamics. 

Two important dimensions of this type of practices are followed: firstly, the active involvement 
in sports and recreational activities and secondly the sports events consumption. After describing 
the most relevant results as regards the type and frequency of certain physical activities’ practice or 
the reasons for sports non-practice, we shall integrate this component of the individual’s life into the 
more general picture of the cultural consumption. The participation in sports events and the sports-
media consumption, an important component of what we call mass culture (popular culture), reveals 
a special dimension of the cultural life, which could be interrelated to other types of practices and cul-
tural consumption. 

Andrei Crăciun
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Main trends in the study of 
sports activities 

Understood as cultural practices, sports 
activities represent an important dimension 
of the individual- or group life, as well as of 
the organisations’, communities’ or societies’ 
dynamics. Over time, some of the sociological 
research and studies targeting sports have 
deemed these activities a social institution 
(which directly influences individuals’ and 
communities’ lives), while others defined the 
world of sports as a miniature society (where 
various social theories may be verified and 
where one may obtain a relevant knowledge 
on the whole society) (Albrecht, 2008:63). 

The most frequent working hypothesis 
in the studies that deem sports a social 
institution assert that these practices 
contribute to the social reiteration of various 
sets of values (success, competition, sustained 
work, cooperation etc.) and to the growth of 
cohesion or, on the contrary, that sports is one 
of the institutions that favour the perpetuation 
of prejudices, discriminations and inequalities 
(the conflict  perspective, according to which 
sports create the illusion that success can be 
attained by anyone who has talent and works 
hard) (ibid., 63-64). 

The studies that started from the first 
assumption followed the consequences 
which the involvement in sports and physical 
recreation activities has upon the participants 
(first of all they tried to establish a relation 

between practicing sports in childhood or 
adolescence and the various aspects of adult 
life, such as incomes or professional success). 

The main conclusions of these studies 
highlight the fact that sports practising leads 
to the improvement of the human capital stock 
(measured through the state of health) that 
can be converted into other forms of capital 
(by means of self-confidence enhancement, 
communication skills improvement, social 
network enlargement etc.) (Shilling 1992, 
Curtis et al. 2003). In time, this approach 
ended up by being considered insufficient, as 
it rules out people who do not have resources 
to engage in sports and recreational practices, 
these type of activities being just another field 
where social inequality and marginalisation 
materialise (Coakley and Lever, 2000:2988-
9). 

Collins and Kay (2003) point out that, 
despite the widely-recognised benefits of 
sports practising, underprivileged groups 
have a very low degree of participation in 
this type of activities. In this case, exclusion 
from sports is widely spread, it settles at very 
young ages and is hard to fight against.

Taking these types of situations as a 
starting point, a distinct approach tries 
to give answers to questions pertaining 
mainly to the nature of the activities deemed 
sportive within various groups or to the value 
hierarchy of sports practices within a society 
or community at a certain moment (Coakley 
and Lever, 2000). Such a conceptual framing 
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allowed enhancing the comprehension of the 
various ways in which individuals include 
sports activities in their daily life, of the 
necessary conditions for their participation 
in sports, as well as of more general aspects, 
such as sponsorships (sources and reasons 
for sponsorships). 

Some social-sciences researchers 
support the idea that the sphere of sports 
(particularly professional sports and related 
economic activities) offers a laboratory that 
facilitates the understanding of some general 
phenomena, such as bureaucratisation, 
development and extension of various 
production systems or (race or gender) 
discrimination) (Albrecht, 2008). The 
world of football, of high school- or college 
sports teams, the world of the professional 
sportspersons  are as many possibilities of 
understanding and analysis of a society at a 
certain moment.

Sports activities, lifestyles 
and cultural consumption 

Lifestyle – a concept used both in the special-
ised literature and in the common language 
– most often refers to individual behaviours 
and consumption choices, associated with the 
health state (Blalock and Silva, 2008:445). In 
sociological approaches, lifestyles are ana-
lysed in terms of „social factors that result 
in exposing particular groups to certain high 

health-risk behaviours from the start” (ibid.). 
Studies on deviance, on the culture of poverty 
or on consumption offer the main references 
in the conceptualisation of lifestyles.

For Pierre Bourdieu (1984), lifestyles are 
understandable within a conceptual frame 
comprising the conditioning given by the posi-
tion in the social space and the habitus (p.166-
7). A difference in terms of the position in 
the social space (established through the vol-
ume of economic and cultural capital that 
one possesses) causes a difference in terms 
of habitus (both structured and structuring 
dispositions that involve patterns of the prac-
tices, perceptions and practice-related ap-
preciations).  Through its structuring nature, 
the habitus conditions the lifestyles defined 
as „unitary sets of choices concerning peo-
ple, goods and practices” (Bourdieu, 2001:8). 
Actually, individuals’ preferences and behav-
iours pertaining to sports activities are made-
up in a manner similar to that of the cultural 
consumption: socialisation and life standards 
contribute decisively to the make-up of indi-
vidual choices as regards sports practising, 
and these „choices” are consistent with those 
pertaining to the cultural consumption.

Other theorists of the contemporary cul-
ture, such as Zygmunt Bauman, Colin Camp-
bell or Anthony Giddens, rather link the 
lifestyles to an identity crisis specific to mo-
dernity, where commodities, services and ex-
perience are a way to accomplish one’s self; 
in this respect, lifestyles represent „voluntary 
choices regarding the consumption”, and their 
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analysis shall be made without considering 
the traditional criteria of social stratification 
(class, race/ethnicity or gender) (Blalock and 
Silva, 2008:446).

Sports consumption: events 
attendance and media 
consumption

The beginning of the 20th century is the mo-
ment when professional sports organisa-
tions begin to develop and the popularity of 
sports events gradually grows within wide 
categories of population; the ‚60s bring the 
strengthening of both phenomena’s evolu-
tion, along with the development of the TV 
networks and sports events broadcasts (So-
roka 2008). 

At present, the sports industry is a major 
component of the national economies and a 
sphere of intense activity in the international 
trades. Whether we speak of national compe-
titions or of major international events (such 
as the Olympic Games, the European, South-
American or World Football Championships), 
sports are the crossroads for activities such 
as mass-media, entertainment, advertis-
ing, tourism or fashion industry. New areas 
of theoretic interest are associated with this 
evolution; in this respect, the studies on the 
body image (gender, sexuality, feminism), on 
fans’ behaviour or the place of sports in the 
folk culture of a society stand out (Washing-
ton and  Karen 2001).

The direct or indirect (via mass media) 
events attendance is included in most of the 
analyses of the lifestyles and cultural con-
sumption. Mochmann (2002) identifies, for 
instance, seven predominant lifestyles in West 
Germany, out of which two, comprising 30% 
of the population, have among their main 
characteristics the (direct or indirect) inter-
est in sports. We notice a similar percentage 
in Romania, where in two of the six lifestyles 
identified by Marian Vasile (2010) – through a 
cluster analysis of latent classes – we notice a 
major importance given to recreational activi-
ties (including sports) or high probabilities of 
engagement in such practices.

 

Methodology of the study 

The Cultural Consumption Barometer is a na-
tionally-representative annual poll, conduct-
ed since 2005 by the Centre for Research and 
Consultancy in the Field of Culture. The 2012 
edition included a special section dedicated to 
the investigation of sports and physical recre-
ation activities practised by the population, as 
well as of the (direct or indirect) consumption 
of sports events. 

As regards the technical aspects describ-
ing the collected data, we mention that the 
volume of the national sample was of 1308 
persons, with an error of +/- 2.8%, at 95% 
confidence level. The national sample is 
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probabilistic, three-staged, stratified on the 
levels of region, county, town size, and it is 
representative at national level for the Ro-
manian population aged 18 and above.  The 
households were selected starting from sam-
ple points chosen randomly based on the vot-
ers lists, using the random-route method and 
following a statistical step of 5. The sample 
also comprised a boost of 1063 persons from 
Bucharest – a sub-sample representative for 
the capital, with an error of +/- 3.1%, at 95% 
confidence level. The data were collected by 
TNSCSOP in August 2012.

In order to survey the sports and physical 
recreation activities practised by the popula-
tion, a set of items was created; the items fol-
lowed the frequency of the engagement in 26 
activities, from those widely-available (such 
as walking or running), to more recent activi-
ties, mostly accessible on charge and having a 
certain degree of novelty for Romania (such 
as paintball). 

Another researched dimension of the en-
gagement in sports activities was the mem-
bership in a club / a structure where the 
individuals can work out. We did not follow 
professional clubs / teams, but any form of 
organisation in general (local fitness / body-
building clubs, or large centres where one can 
swim, play tennis etc.).

In terms of sports events consumption, 
we focused on the presence „on the spot” at 
a football / basket / tennis match etc., in the 
last 12 months. This measure of the direct 
participation was doubled by an indirect one, 

through which we measured the sports-media 
consumption. 

Outcome of the analysis 

Engagement in sports and 
recreation activities 

The measurement of the population’s engage-
ment in sports and recreation activities was 
made through a set of 26 questions that re-
corded, on one hand, all the activities of this 
type practised by respondents in the last year 
and, on the other hand, the intensity of their 
practice in the month previous to the data col-
lection. We took into account a wide range of 
activities: the widely-available activities (such 
as walking, cycling or running), the outdoor 
activities (fishing, hunting, hiking) or more 
recently-developed activities with a certain 
degree of novelty, at least in Romania (such as 
paintball). 

The data analysis highlights that walking 
for recreation is the physical activity prac-
tised by the most part of the respondents in 
the last year (58% of the respondents stated 
that they had walked for recreation for more 
than 30 minutes at least once in the last 12 
months) (Table 1). Walking is the simplest 
choice for physical exercising and, despite the 
specific requirement of the item (which re-
quires the respondent to exclude their travel 
to/from the workplace or shopping), it is pos-
sible that a much wider range of itineraries 
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were included in the answers. As we may no-
tice from the number of persons who have 
practised physical activities at least once in 
the last month, walking is specific to 17% of 
the respondents (Table 2). Furthermore, the 
difference between walking and the second-
rated activity (cycling – 19% of the respond-
ents having practised this recreation activity 

in the last year) is quite significant. That be-
ing the case, we appreciated that walking is 
rather a poor measure of the respondents’ 
involvement in recreation activities, as it dis-
criminates individuals a little and probably 
has a higher measurement error. For most of 
the analyses, walking was excluded. 

. 

      Tabel 1: Example of an item used to measure the engagement in sports or physical recreation activities

F2. Please tell us which of the following activities you have 
practised yourself at least once a in the last 12 months.

F3. In the last 4 weeks, how many 
times have you...

Activities Yes No Number 
of days

I dont 
know

Non 
Answer NC

1. Walking for at least 30 minutes, for recreation 
(do not take into account the travel to / from the 
workplace, going shopping etc.)

1 2 ____ days 98 99 97

        Table 2: Sports activities practised at least once in the last year 

Please tell us which of the following activities you have practised yourself at least once a in 
the last 12 months. %

1
Walking for at least 30 minutes, for recreation

(do not take into account the travel to/from work, going shopping etc.)
58%

2
Cycling for at least 30 minutes, for recreation

(do not take into account the travel to/from work, going shopping etc.)
19%

3 Swimming oudoors (lakes, rivers, sea) 16%
4 Doing physical exercise in the house / courtyard 16%
5 Swimming in the (swimming) pool 15%
6 Hiking 14%
7 Playing football 13%
8 Fishing 13%
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9 Running / jogging 7%
10 Fitness / bodybuilding 5%
11 Playing ping-pong 5%

12
Dancing / taking dance lessons within a specialised club

(Do not take into account special occasions, such as: parties, weddings, dancing in the 
disco/club etc.)

3%

13 Playing lawn tennis 3%
14 Skating 3%
15 Roller-skating 3%
16 Playing volleyball 3%
17 Playing basketball 3%
18 Practising contact sports (any type: box, karate, kick-boxing, taekwondo etc.) 2%
19 Practising Aerobics 2%
20 Ski (including snowboarding) 1%
21 Climbing (at the mountain or in a climbing hall) 1%
22 Playing paintball 1%
23 Practising yoga 1%
24 Hunting 1%
25 Skateboarding 1%
26 Practising water sports (canoeing, windsurfing etc.) 1%

Table 3: Statistical weight of persons who have practised sports or recreation activities at least once in the 
last four weeks

Percentage of respondents who have practised sports or recreation activities in 
the last four weeks %

Taking walking into account 60
Not taking walking into account 43
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Returning to the activities practised in the 
last year (Table 2), we notice that the options 
with more than 10% of the answers include 
outdoor activities and, more importantly, do 
not require a fee (except for swimming in 
swimming pools)

If we consider the respondents who have 
practised physical exercises in the last month 
(Table 4), physical exercises practised in the 
household, cycling and running are the most 
intensely practised activities: more than 
40% of the respondents have practised them 
on more than eight days (this proportion is 
close to 60% for physical exercises within the 
household). The results suggest the effect of 

the sports infrastructure’s availability, com-
bined with the individual financial resourc-
es, on the sports practices (17% of those who 
have practised sports in the last four weeks 
state that the reason is the lack of specialised 
places in the areas their residence area, while 
13% state that they could not afford the ac-
cess fee – Table 5). 

The availability of the infrastructure and 
financial resources are not the only reasons 
why certain segments of the population do 
not participate in sports activities, though. 
The most mentioned reason is the lack of 
time resources. The lack of time, mentioned 
in the answers of 50% of the respondents, 

Table 4: The most practised activities: situation in the last four weeks (walking was excluded)

1. Cycling for recreation 2. Outdoor 
swimming 

3. Physical 
exercise in the 

house / courtyard

4. Swimming 
in the 

(swimming) 
pool

Frequency % % % %
Once 9 15 5 18 

Between 2 and 4 days 30 46 20 58 
Between 5 and 8 days 18 23 17 13 

More than 8 days 43 16 59 12 
TOTAL 100 100 100 100

5. Hiking 6. Playing footbal 7. Fishing 8. Running

Frequency % % % %
Once 28 20 26 4 

Between 2 and 4 days 48 60 51 25 
Between 5 and 8 days 16 9 18 28 

More than 8 days 8 11 5 43 
TOTAL 100 100 100 100
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is actually masking a poor exploitation of 
sports activities and inherently the lack of 
interest in spending their spare time this way 
(those who do not usually practise sports 
are, among other things, big consumers of TV 

programmes: 93% per cent of them consume 
TV programmes on a daily basis). Therefore, 
sports activities do not present a significant 
interest for a wide category of the population, 
and their importance is even underestimated: 

Table 6 Frequency of physical or recreational activities in the last month (walking exclud-
ed): general population and differences depending on residence environment and gender

General 
population

Residence Gender
Rural Urban Men Women

Frequency % % % % %
Never 57 54 31 33 47
Once 2 2 2 3 1

Between 2 and 4 days 9 7 9 7 8
Between 5 and 8 days 7 7 9 9 8

More than 8 days 24 30 49 48 36
TOTAL 100 100 100 100 100

Table 5. Reasons for non-practising sports or recreation activities 

Which are the reasons why you did not practise any sports or physical 
recreation activity in the last 4 weeks? (Multiple answers) %

1. I did not have time 50
2. I do not have to. I make enough physical effort in the household or at my 
workplace 26

3. In my residence area there are no specialised places to practise sports or 
recreation activities 17

4. My health did not allow me. 16

5. I could not afford paying the access fee for a specialised place to practise this 
type of activities. 13
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for 26% of those who do not practise sports, 
the effort required by house chores or at their 
workplace is a good replacement. 

Other major differences as regards the 
engagement in sports and recreational 
activities are given by the residence 
environment and by gender. Entailing 
problems such as the lack of infrastructure, 
low incomes or population aging, the rural 
residence means a lower engagement in 
sports (54% of the respondents are not used 
to physical or recreational exercises, unlike 
residents in the urban environment, where 
this proportion is close to 31%). In terms 
of gender, we may notice a higher degree of 
participation among men (Table 5). Those 
who practise sports regularly are younger 
people (having an average age of 38, compared 
to those who do not practise, whose average 
age is 51 – statistically relevant differences for 
p<0.001)

Within the study we also aimed to obtaining 
a self-evaluation of the respondents’ health 
state, by using a scale of 4 items (having the 
extremes 1-very satisfied and 4-very satisfied).  
Thus, the average of those who do not practise 

sports regularly was 2.65, compared to 3.05 
for those who have practised a sports activity 
at least once in the last month (statistically 
relevant differences for p<0.001). 

Direct and indirect participation in sports 
events 

In terms of indirect sports consumption, by 
means of TV, the most watched programmes 
are the sports sections within the news pro-
gramme (Table 8). 30% of the respondents 
watch such programmes daily; these pro-
grammes are followed by the broadcasts of 
events (15% watch football matches or other 
types of events daily) and talk-shows on sports 
topics or sports documentaries (watched dai-
ly by 11% of the respondents). The Internet 
presents less interest for the moment as re-
gards the sports; over 90% of the respond-
ents do not use it for this purpose. 

The direct participation in sports events 
is reserved to a less numerous category of 

Table 7: Evaluation of the health state for the persons who have practised at sports activities at least 
once in the last month

Thinking about your general health state, how satisfied are you? %

1. Very dissatisfied 4,3
2. Not too satisfied 17,2
3. Quite satisfied 48,3
4. Very satisfied 30,3
Total 100
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In the case of basketball matches we find 
the highest rate of ticket-payers (72% of those 
who have attended a basketball match in the 
last 12 months bought a ticket), while in the 
case of hockey matches most of the spectators 
have free access. 

Sports events attendance is a group prac-
tice, 90% of those who attended sports events 
in the last 12 months go with their friends, 
colleagues or families.

population. Only 15% of the respondents at-
tended a sports event in the last year (Table 
8).

The most preferred events, in terms of di-
rect participation, are football matches (84% 
of those who have attended a sports event at 
least once were chose a football match) (Table 
10). On average, football fans in Romania at-
tend seven matches a year. Handball is on the 
second place in the top of preferences (12% 
attended a handball match). 

 

Table 8: Media consumption of sports (TV and Internet)

How often do you watch on TV 
/ on the Internet...

Football matches (live 
broadcast / recorded)

Live broadcasts of (any 
kind of) sports events 

(except football)
Sports talk-shows

TV Internet TV Internet TV Internet
Never 45% 92% 42% 93% 58% 95%
Once/ twice a year 7% 2% 10% 2% 9% 1%
Once/ twice a month 17% 2% 16% 2% 12% 1%

Once/ twice a week 17% 2% 18% 2% 11% 1%

Daily 15% 2% 15% 1% 11% 2%
TOTAL 100% 100% 100% 100% 100% 100%

Sports news Sports documentaries

TV Internet TV Internet
Never 45% 94% 59% 95%

Once/ twice a year 4% 1% 9% 1%

Once/ twice a month 8% 2% 12% 2%

Once/ twice a week 13% 1% 10% 1%

Daily 30% 2% 11% 1%

TOTAL 100% 100% 100% 100%
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Table 9: Frequency of sports events attendance 

How often did you attend sports events as a spectator in 
the last 12 months? %

Never 85
Once 4

Once every 4-6 months 3
Once every 2-3 luni 3

Monthly 6
TOTAL 100

Tabel 10: Sports events most intensely consumed 
What types of sports events have you attended at least once in the 
last 12 months? (multiple answers) %

1. Football matches 84%
2. Handball matches 12%
3. Contact sports (any type: box, karate, kick-boxing, taekwondo etc.) 10%
4. Basketball matches 9%
5. Lawn tennis matches 8%
6. Rugby matches 3%
7. Hockey matches 2%

Table 11: Methods of access to sports events

In the last 12 months, in most cases, you attended this type of events based on...

1. Football 2. Handball 3. Contact sports 4. Basket

Paid ticket 66% 51% 37% 72%
Membership fee 3% 8% 11% 2%
Invitation 6% 22% 22% 25%
Free access 26% 19% 31% 1%

TOTAL 100% 100% 100% 100%
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5. Lawn tennis 6. Rugby 7. Hockey

Paid ticket 39% 42% 9%

Membership fee 1% 19% 54%

Invitation 30% 6% 0%

Free access 31% 33% 37%

TOTAL 100% 100% 100%

Table 12: Sports events attendance: individual or group practice 
Generally, you go to sports events.... (multiple answers) %
With friends 80
With family, relatives 13
With work colleagues 11
Alone 10

Conclusions

The engagement of Romania’s general 
population in sports is rather low, only 
57% of the respondents have the habit of 
practising a physical or recreation activity. 
This happens despite the positive effects on 
health (and inherently on other dimensions 
of the individual life, such as work capacity 
or the long-term structure of the incomes and 
expenses – if physical activities are understood 
as an investment in health, the lack of sport 
means - on a long term – directing significant 
parts of the incomes towards medical 
expenses). The causes of the non-engagement 
in sports are found on various levels.

The lack of individual interest in 
recreational physical activities and their 

poor exploitation suggest differences in the 
habitus, in the manner conceptualised by 
Bourdieu. The differences concern the life 
standards (socialisation, limited stocks of 
economic and cultural capital, environment 
lacking specific infrastructure) determine 
the way the people structure their leisure 
practices and their perceptions on these 
practices. This way we may understand, for 
instance, why TV programmes are preferred 
or chosen over outdoor activities. Engaging in 
sports means a lifestyle defined as healthy and 
oriented towards enriching one’s personal 
capital stocks, particularly the cultural stock. 
Some of those who regularly practise physical 
recreation activities have also a diverse 
cultural consumption behaviour. 

The low cultural consumption in the 
rural environment or in very small towns 
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is also associated with a poor presence of 
sports and recreational activities, these 
areas being somehow marginal in the 
cultural landscape. Large cities (with over 
200 000 inhabitants) do not escape some 
dysfunctions in the leisure possibilities, 
either. The decrease of the number of sports 
spaces free for use (no access fee required) 
on the background of the increased number 
of private/commercial sports spaces, of the 
increased security of sports areas associated 
with education institutions, or in the context 
of the growth of the car fleet (and inherently 
of the transformation of some sports fields 

into parking lots) leads to the decline of the 
offer accessible to the wide public in terms 
of possibilities of practising sports. Both 
situations seem to describe a process of 
partial exclusion from the sports activities of 
those people who do not have the necessary 
resources. 

Practised mainly in group, the participation 
in sports events is a way of leisure chosen by 
a small category of the population. Football 
matches stand out the most. The sports-
media consumption is dominated by TV 
programmes, among which news sections are 
on the first position. 
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