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Introduction

1. Introduction
The 2019 Cultural Consumption Barometer. Experience
and cultural leisure practices presents to the readers the
elements and characteristics of culture as manifested in the
public and non-public spaces from the viewpoint of the public’s
or cultural consumers’ social experience. In this issue, the
dichotomy public-non-public is expressed via its specific forms
of manifestation, carefully analysed by the authors in two
distinct chapters, while a special attention was given to the
consumption of mass-media and to tourist visiting practices.
The chapter Cultural leisure practices in public spaces
presents the cultural models and their specificity as they
manifest in the cultural areas within the historical regions, on
types of localities and socio-demographic characteristics. The
chapter highlights the social meaning of cultural practices and
the importance of the spare time in the manifestation of these
practices.
The chapter Non-public cultural consumption trends
analyses the cultural consumption practices from the
perspective of the offline-online dichotomy, with an accent on
their three components: temporal, actional and experiential.
The chapter brings to the readers’ attention the restructuring
of the offline-online boarder and the mutual effects at the level
of the consumers of cultural products.
The chapter TV and radio media content consumption
presents the trends of the media content consumption in
the period 2007-2009, data on the radio-TV broadcasting
infrastructure and the main characteristics of the consumption
of television and radio programmes. The chapter highlights
the consumers’ preferences and tastes and their expectations
regarding the quality of the cultural offer.

The chapter Cultural Tourism between theory and the
visiting practice presents the reflection of the cultural heritage
in the normative acts, the main forms of cultural tourism and
the available official data. Furthermore, the chapter presents
the practices of visiting cultural and tourist sites, as highlighted
by the results of the survey.
This volume starts from the concept of cultural experience,
which obviously has an individual component of personal
experience of the artistic act, as well as a social component
of sharing the values, meanings and symbols associated to
cultural artefacts. The cultural experience is relevant from the
viewpoint of the main functions of culture, i.e. its functions
of communicating and transmitting knowledge (education),
of modelling personalities (identity), of socialising and
forming behavioural models, of social stratification (through
distinction), of relaxation (leisure).
Further on we shall present the anthropologically defined
functions of each cultural practice within culture. As one may
notice, only two cultural practices fulfil all the seven functions
and these practices are the Internet and the travelling,
provided that the potential maximum of activity complexity
is achieved. We are referring here to the complexity of the
Internet-based activities or of the diverse activities that may
be performed within the act of travelling outside the locality
as part of tourism practices (cultural tourism included). For the
rest of the cultural practices, we considered the predominance
of a specific function as a general rule, even though, obviously,
there are exceptions, too. For example, the visiting of museums
may also include – partially and scarcely (in the case of
thematic museums) – the function of forming behavioural
models, as the meetings with relatives or friends, for instance,
may also partially have an educational function.
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x
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x
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x

x
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x
x

x

x

x

x

x

x

x

x

x

x
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Practising a sport

x

x

x

x

x

Attending sports activities as a
spectator

x

x

x

x

x

From the viewpoint of the degree of sociality involved in
cultural practices we have on one hand cultural practices with
a high degree of sociality, which requires interaction with other
persons or consumption within a collectivity and, on the other
hand, we have cultural practices with a low degree of sociality,
requiring an individual consumption, isolated from the rest
of the social group. From the viewpoint of the active-passive
dichotomy, cultural practices may also be included into two
distinct categories. This means that there are cultural practices

that require an active consumption, including leaving the domestic
space and requiring various actions to be carried out (booking,
ticket purchase, transport, etc.) and cultural practices requiring
a passive consumption. This time, too, the complexity of the
Internet activities allows the framing of these cultural practices
both within the category with a high degree of sociality (in the
case of using the email or the social networks) and within the
category of practices with a low degree of sociality (watching a
movie, listening to music, reading on the Internet, etc.).
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High
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x

x
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x

x

Cultural practices are mostly social practices of leisure,
which means that they are mainly performed outside
the working time and predominantly with the purpose of
relaxation. In this case, too, there may be exceptions, for
example reading books or newspapers/magazines, which can
be done both for professional and personal interests and for
relaxation. Spare time / free time (or, more precisely, leisure

time) was defined by specialised literature as the time not
allocated to paid or nonpaid work or to personal activities or
obligations.1 Spare time was associated with other concepts,
such as those of wellbeing or life quality2 and was included
in community development public policies. Leisure-type
cultural practices are strongly dependent on the life cycle3
and economic aspects, being influenced by the generational
differences and capital types. Roberts believes that the
modern organisation of work, market economy and civil rights
have weakened the local communities that used to plan their
lifestyle in the old days, and leisure practices reflect these
social changes.4 The shift from the proximity communities to
the taste communities was made by promoting the leisure
models and via the new generations’ socialisation within the
new relaxation practices.

1.1 Methodology
The study 2019 Cultural Consumption Barometer.
Experience and cultural leisure practices is based on a survey
conducted by the Romanian Institute for Evaluation and
Strategy as operator, in the period 08.07.2019 – 29.08.2019,
on a national sample of 1236 persons aged 18 and above. The
theoretical margin of error at the sample level was +/- 2.8 at
a confidence level of 95%.
The sample was national, three-staged with stratification
in the first stage based on development regions, followed
by a proportional allocation at county level (41 counties +
Bucharest). In the second stage a stratification was applied
depending on the size of the locality (towns with over 200
thousand inhabitants, towns between 100 and 200 thousand
1 	 Roberts, Kenneth, Leisure in contemporary society, CABI Head Office, 2006
2 	 John T. Haworth and A. J. Veal, Introduction in work and leisure, Routledge,
2004
3 	 Chas Critcher and Peter Bramham, The devil still makes work,
4 	 Roberts, Kenneth, Leisure in contemporary society, CABI Head Office, 2006
p17.

9

10 Bibliography
inhabitants, commune centre villages and peripheral villages).
The number of persons selected from a specific locality was
proportional to the size of the locality and to the statistical
weight of that type of locality in the county to which it belongs.
The random route method was applied for the selection of the
households, and the selection of the respondents was made by
using the birthday method. The questionnaire was drafted by
the experts of the National Institute for Research and Cultural
Training and was pre-tested on a number of 24 respondents
(12 men and 12 women, with middle school, high school and
university education). The average duration of questionnaire
application was 21 minutes. The interviews were applied via
the CAPI method (face-to-face interviews, using tablets as datacollection support, which allowed the export of the interviews
to a file format recognised by MS Word).
For the validation of the sample approximately 35% of
the applied questionnaires were verified (433 questionnaires,
through a random selection on interview operators, with no
observed deviations from the control criteria: conducting the
interview with the person selected from the sample, certain
socio-demographic questions, interview duration). The
database was built by the survey operator and additional
codings and recodings of the open-ended questions were
made at the request of the beneficiary.

The main themes of the questionnaire were: cultural
leisure practices in public spaces, trends in non-public cultural
consumption, cultural tourism and visiting practices and media
content consumption. It is important to mention that each year
the questionnaire had two standard modules approaching in
every edition the same themes and questions in the same form,
in order to allow for longitudinal analyses on the collected data.
A weighting was used for the analyses, taking into account the
population structure (according to INS TEMPO), depending on:
gender, age, residence area and development region. It is also
important to mention the fact that the analyses were made
by taking into account the criteria of standardisation and of
specificity. For the standardisation of the analyses we considered
as guidelines the recommendations of the report Guide to
Eurostat culture statistics 2018, particularly those referring
to the distributions of the answers depending on the following
variable: age, gender, education level, income quintiles (a method
of dividing into five small equal groups), urbanisation degree. In
order to be able to present the results in a condensed manner,
the personal income was recoded in equal categories, as follows:
Quintile 1 – ‘UNDER 1200 LEI’; Quintile 2 – ‘1201-2200 LEI’; Quintile
3 – ‘2201-3700 LEI’; Quintile 4 – ‘3701-5000 LEI’; Quintile 5 –
‘ABOVE 5000 LEI’. In order to attain the specificity criterion, the
analyses were made depending on the objectives and arguments
considered suitable by the authors, because each chapter has its
own approach, starting from a specific theoretical framework.
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1. Configuration of cultural areas and practices
This chapter1 is dedicated to the cultural models that
structure life styles in Romania in 2019, according to the
findings of the Cultural Consumption Barometer (CCB). We
are operating with the anthropological meaning of the
concept, wherein a society’s culture appears as “collection
of ideas and habits which they [the people] learn, share and
transmit from generation to generation” (Linton, 1945). We
are trying to identify the specificity of cultural practices on
cultural areas within historical regions, on types of localities
and, thirdly, on socio-demographic characteristics of the
persons included in the survey. The three perspectives –
cultural areas2, types of localities and socio-demographical
characteristics – may be useful not only for the mere
understanding of the cultural models practised in Romania
today. They may also facilitate, through their manifest
content, the gaining of reference marks that are significant
for the drafting of spatial cultural policies (at the level of
cultural areas or categories of localities) or relevant for
socio-demographic categories. The major interest of the
analysis is, on the one hand, to identify relatively strong
or stable relations between certain types of cultural
practices, and between the latter and the localities, places
or groups wherein people carry out their activities, on the
other hand. The accent falls not on self-assumed values
of the interviewees, but on actually embraced practices,
behaviours.
In this section we are introducing two of the fundamental
reference frameworks of the analysis, i.e. the clustering
of cultural leisure activities at national level and the
configuration of Romania’s cultural areas as the main microregions of analysis of these practices.
1 	 Dumitru Sandu. The author of this subchapter is the sole responsible for the
data analysis and interpretation options.

1.1 Cultural practices that ”go
together”
2

A first problem in this kind of approach is that of the manner
in which the cultural practice profiles are reconstructed at the
level of spatial units, either cultural regions/areas or categories
of localities (urban-rural, big-medium-small, modern-traditional,
poor-developed etc.). The survey data show a great diversity of
cultural practices at the level of the various categories of human
communities with a spatial identity. The starting point of the
analysis are the 17 indicators (Table 1) used in the questionnaires
in order to find out the respondents’ frequency of practices that
structure their life fashion in their spare time (question package
A1 of the questionnaire).
The classification of interest here is not centred on the logic
of the formation of cultural actions, but on the social logic of
their association within cultural leisure practices. Fundamentally
important are the profiles of age, gender, education and
residence community for each of the cultural leisure practices we
have considered3. Going to cinema shows, for example, is greatly
2 	 The cultural areas, in this case, are conceived and identified as sub-regions
within the historical regions. The concept of cultural area takes from
traditional anthropology the idea of inter-relate cultural traits (Krober
1997, Benedict 2019) in a given space. The culture to which we are referring
is not the traditional one, though, but a culture of leisure and everyday
life. Cultural areas have blurry borders and are structured through an
interaction between internal processes and external fluctuations: „Areas
are consequently seen as internally diverse, lacking clear external borders
and likely to have outliers (diasporas or exclaves). For this reason, they must
be conceptualized beyond a strict spatial continuity. Areas are more or less
porous as there is always contact and exchange with the outside world.
Areas could thus be considered as products of “routes and roots”, of both
endemic and external processes that were localized (Halbmayer, 2017:162).
3

In the series of variables that may define the socio-demographic profile of
the leisure practice we have not included the income categories, because
approximately one fifth of the interviewees did not state their income.
Secondly, the levels of income were recorded within the survey through two
different procedures. In the first version we worked with an open question,
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specific to youngsters aged between 18 and 29 from towns with
over 200 thousand inhabitants – Bucharest, in particular (Table
2). The exact same socio-demographic profile is found for the
practice of going to music shows. This is the reason why in Figure
1 these two practices are associated.
Table 1. Types of cultural spaces and practices in the
analysis of the data of the 2019 Cultural Consumption
Barometer: 1. clusters at national level
Practice type label

Places for practising…

FREE SPACES

going on trips , to entertainment
shows, to the mall or walking in parks

CINEMA AND MUSIC

going to the cinema and music shows

SPORTS AND RESTAURANTS

going to restaurants, sports shows or
places for personal practice of sports

PERSONAL COMMUNITIES

meetings with relatives and friends

THEATRE, MUSEUMS,
MONUMENTS

going to the theatre, visiting museums
and archaeological sites

LIBRARY

going to public libraries to borrow or
read books

DISCO AND LOCAL
CELEBRATIONS

going to the disco and local
celebrations

CHURCH

going to church

This table presents the basic analytical framework of this chapter. The 17
categories of cultural practices of the section A1 of the questionnaires
are reduced to eight functional types of cultural practices. The reduction
was made starting from the practitioners’ profile for each of the activities.
We used categories of age, education, gender and residence locality to
characterise the social models of cultural leisure practices in public spaces.
Details on the way the 17 leisure activities are grouped are presented in
Figure 1 and Table 2..

while in the second stage of the survey a closed question was applied, with
pre-defined income categories. Given the possible effects of the reduction in
the number of cases by one fifth and the variation of the recording procedure
within the survey, we opted for using the incomes in a limited manner, only
for testing the stability of the results from the multivariate analyses by
introducing this variable.

One of the largest groups of leisure practices that
“go together” is the one referring to going on trips, to
entertainment shows, to the mall or walking in parks.
On the same logic of association based on disseminated
cultural models, functional at the level of the entire society of
present Romania, we also observed the fact that the visits to
museums and to archaeological sites are, in many cases, made
by the same persons, by association.
A high degree of specificity, of weak association with
other cultural practices, also appears for going to church and
meetings with relatives or friends.
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Figure 1. Configuration of associations between the groups of cultural practices at national level
0

5

10

trips
entertainment

15

20

25

LEISURE practices associated with ...

open spaces

parks
mall
music show

cinema and music shows

cinema
practised sports
restaurants

sport shows and restaurnts

sports shows
friends-relatives

personal communities

historical monuments

theatre, museums, monuments
museums
theatre
library
local celebrations

public libraries
disco and local celebrations

disco
church

church

Sursa de date: Sondaj BCC 2019. Fiecare dintre practicile culturale din acest grafic are un profil socio-demografic dat de ponderile din Tabelul 2. Pentru
gruparea celor 17 categorii de practici în funcție de similitudinea profilurilor lor socio-demografice am folosit analiza cluster („metoda celui mai depărtat
vecin” cu măsurarea similitudinilor de profil prin coeficienți de corelație Bravais-Pearson). Cu cât două sau mai multe activități sunt legate prin arborescențe
mai apropiate de valoarea zero de pe scala de sus din figură, cu atât profilele lor socio-demografice sunt mai asemănătoare. Profilul celor care merg mai
mult la spectacolele de la cinematografe este corelat în mod deosebit cu cel al persoanelor care participă frecvent la spectacole de muzică.

18 Configuration of cultural areas and practices

1.2 Social roots of cultural
practices

•
•
•
•

young people with higher education,
young people with high school or higher education,
elderly with middle school at most and
adult population of the big cities.
Of the 17 categories of leisure activities considered in Table 2,
ten seem to be strongly influenced by the high level of education.
The more in-depth analysis in Table A1.1. fully supports this idea4.

The role of various socio-demographic categories and of
the localisation of various leisure practices may be considered
closer to the premises of possible cultural policies. The data
from Table 2 show the probable existence of leisure cultures
specific to:

Table 2. Statistical weight of the persons who adopt leisure practices at least monthly, by socio-demographic categories 4

18-29
years old

30-44
years old

45-59
years old

60+
years old

woman

man

small
commune

big/medium
commune

town under
100 thous.
inhab.

big city

Bucharest

Total

Residence locality type

university

Gender

high school

Age

middle school

Education

going on trips

9

29

44

43

34

22

11

20

31

18

18

26

35

37

25

going to entertainment shows

2

9

17

15

13

6

2

6

11

4

4

9

14

15

8

walking in parks

44

75

80

82

79

60

53

66

67

44

61

66

82

82

67

going to the mall

16

58

69

66

63

42

28

46

48

41

36

42

72

63

47

going to music shows

2

11

14

16

11

8

4

7

11

7

6

7

13

20

9

going to the cinema

2

11

16

21

14

5

1

6

12

6

5

7

13

23

9

practising sportive activities

9

34

45

57

38

23

9

20

37

13

22

32

40

39

28

11

41

59

68

51

32

11

28

46

29

30

40

44

49

37

4

14

17

20

18

10

5

5

20

7

10

12

17

16

12

meetings with relatives/friends

85

90

94

92

93

89

85

89

89

88

90

87

91

91

89

visiting historical monuments

2

7

14

13

6

7

4

5

9

4

5

8

13

6

7

visiting museums

1

4

10

8

5

3

3

3

6

3

2

5

8

5

5

going to theatre

0

3

11

8

5

3

4

3

6

1

2

5

9

6

5

Leisure practices grouped
by similarities of the
socio-demographic and spatial
profiles of practitioners

going to the restaurant
going to sports shows

4 	 In the respective table we considered the university education as one of the 23 factors that may positively or negatively influence the intensity of the various
leisure practices. Even in the context where many other factors are considered, higher education continues to be one of the most important factors in favouring
many of the cultural practices approached. Two categories of leisure practices are particularly favoured by the high level of education. The frequent attendance
of theatre or visiting of museums or historical monuments is strongly favoured by the cultural profile of the people with higher education. The second category of
practices strongly favoured by the same factor is associated with going to the restaurant and individual practising of sports in public spaces.

Configuration of cultural areas and practices 19

18-29
years old

30-44
years old

45-59
years old

60+
years old

woman

man

small
commune

big/medium
commune

town under
100 thous.
inhab.

big city

Bucharest

Total

Residence locality type

university

Gender

high school

Age

middle school

Education

going to the public library

2

5

8

9

6

3

5

5

6

3

5

6

6

6

5

participation in local celebrations

4

8

9

14

9

5

3

6

8

1

9

4

8

11

7

going to the disco

3

15

11

36

9

3

0

5

13

3

8

9

15

8

9

56

48

43

34

41

55

60

58

40

59

52

45

47

47

49

Leisure practices grouped
by similarities of the
socio-demographic and spatial
profiles of practitioners

going to church

Data source: CCB 2019 survey.

The figures in the table’s columns show the percentage of
persons who adopt the leisure practices mentioned on the rows
on a weekly or monthly basis. We shadowed the cells containing
the maximum statistical weights, as they are additionally relevant
for the socio-demographic profile of the leisure activity. Example:
68% of the young people between 18 and 29 years old go to a
restaurant at least once a month. This is the highest weight from
the series of the 14 categories of the socio-demographic profile.
The grouping of practices is marked in the table by horizontal
lines and derives from the information provided by the analysis
of Figure 1.
The leisure activities, as they appear in the table above,
favoured by the culture specific to a high school graduate,
are fewer in number than in the case of higher educated
respondents. The person who is only a high school graduate,
with no higher education, regardless of age, gender or
regional-community context, tends to practice more frequently
such activities as going to the mall, walking in the park or
going to the cinema or disco.
Gender differences, according to the data produced by
the same analysis presented in Table A1.1, are important for
many of the cultural leisure practices. Women prefer to go to
church more frequently than men. Men go more on trips, to
entertainment shows, sports competitions, cinema and disco.
Men also practice sports in public spaces more than women.

Besides these standard socio-demographic conditionings,
there also occurs a factor less approached in Romanian
specialised studies. It is about the personal migration
experience of the people who came back to the country. Each
of the interviewees was asked, within the survey, whether
they had worked or studied abroad, as well as whether they
went abroad for other purposes. Starting from this piece of
information, we could measure the level of the experience
of living abroad on a scale from 0 for the absence of any
such experience, to 1 for a single motivation for leaving,
2 for two and 3 for all three (work, study, visit/escort).
Subsequently, in the complex analyses presented in Table
A1.1, we noticed that the overseas migration mattered very
much when it came to leisure practices. A simple inspection
of the percentages in Table 3 shows the ascending trend of
leisure practices frequency in direct proportion to the growth
of the migration experience. For example, 35% of the persons
with no migration experience go to the mall frequently. For
those with a consistent experience from this point of view,
the corresponding percentage is much higher, over 60%. But
way is it so? The key terms of the explanation are related
to the higher level of incomes of the former migrants, their
medium level of education and, probably, to the multiplicity
of the reference points that they gained by living abroad, in
particular.
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Table 3. Intensity of leisure practices depending on the migration experiences

Leisure practices

Statistical weight of respondents who adopt leisure activities at least monthly, depending on
their personal experience of overseas migration
No experience

Minimum experience

Medium experience

Total

Maximum experience
(work, study, others)

going on trips

16 %

31 %

36 %

74 %

25 %

going to the mall

35 %

56 %

69 %

63 %

47 %

going to the restaurant

24 %

44 %

65 %

54 %

37 %

visiting historical monuments

3%

9%

11 %

33 %

7%

going to sports shows

8%

16 %

16 %

30 %

12 %

going to theatre

2%

6%

5%

28 %

5%

going to entertainment shows

4%

11 %

13 %

27 %

8%

going to the public library

3%

8%

5%

22 %

5%

going to the disco

7%

10 %

16 %

19 %

9%

going to the cinema

6%

11 %

15 %

17 %

9%

visiting museums

3%

6%

6%

13 %

5%

The major factor that influences the everyday leisure
practices is the degree of using modern communication
instruments. The mere fact of having a computer, a tablet
or a smartphone works as a good indicator of the personal
orientation towards modern communication, in the virtual
space5. Actually, such an ability of communication is favourable
for the increase of intensity for 16 of the 17 leisure practices.
Going to church is the only practice non-correlated significantly
to this index of modern orientation in communication (Table
A1.1). Going to the mall or restaurant, going on trips, attending
shows or practising sports are the practices associated with
the ability to use the abovementioned modern means of
communications to the highest degree. This finding may be
understood from the viewpoint of the fact that most of the
5

An index of individual modernity in communication is built by counting
the communication devices own by the persons – smartphone, computer,
tablet.

leisure activities are group practices. When groups are rallied or
formed, quick communication is an essential instrument. Or, the
use of modern technology for communication or information is
becoming an essential instrument in such practices that involve
a sociability dimension. Seen from this perspective, the finding
referring to the role of the ability to communicate in the virtual
space becomes intelligible.
The general finding that results from examining the data
(Table A1.1) referring to the size of the localities highlights
the major drawbacks of the people who leave in towns with
under 200 thousand inhabitants. The population from small
communes, for example, systematically goes to the cinema
less frequently, either because there is no cinema theatre in
the commune or because the nearest town with a cinema is
far away, or because their personal agenda deals more with
surviving than leisure.
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As expected, living in Bucharest provides favourable
conditions for increased cultural leisure activities. Bucharest
itself, as a big city, favours significantly the attending of music
and theatre performances, as well as the relaxation by walking
in the park.
Regardless of all the individual and community-related
factors, to what extent are regional factors important in
determining the frequency of practising some leisure behaviours
specific to the public space? Are cultural areas, as micro-regions
within the historical regions, context of significant differentiation
of leisure practices? We shall answer this question within the
next subchapters. Firstly, we shall point out how the cultural
areas were determined. Secondly, we shall establish to what
extent they are relevant for the leisure behaviours.

1.3 Cultural areas within historical
regions

Configuration. The areas we are introducing hereinafter
represent county clusters similar through their cultural profile.
The map of Romania’s cultural areas introduced below (Figure
2) is an update of a version drawn up in the 1990s (Sandu
1999). Each of the 15 areas represents sub-regions relatively
homogeneous from the cultural point of view, within the
country’s historical regions. The purpose of such mapping is to
identify territorial units smaller and more homogenous than the
historical regions, useful in conducting socio-cultural research
oriented towards understanding the currently existing cultural
models with a spatial identity. Implicitly, such areas can also be
used for purposes associated with the country’s cultural policies.
In our substantiation of the cultural areas we started from
the hypothesis that the cultural practices, norms and values
of a period are regionally different depending on the counties
that make them up, considered from the perspective of some
indicators directly or indirectly relevant for culture6.
6

Starting from this hypothesis we used indicators to characterise the cultural
profile of the counties in terms of urbanisation degree, education pool,
total fertility rate, average age of the population above 15 years old, local

The most conspicuous segmentation on sub-regions or
cultural areas is found in Muntenia, where there is a clear
distinction between the county clusters from the relatively poor
south, the developed north and the intermediary cluster from
north-east, with Buzău and Brăila. The difference between
thenorth and the south of Oltenia7 is similarly marked..
Within the historical region of Moldova the cluster of eastern
poor counties Vaslui and Botoșani is maintained. However, the
cultural profile of the Iași county is no longer similar to that of
the county of Galați, as it was in the 1990s, but to the profile of
the Suceava county. The rural populations of the two counties –
Iași and Suceava – seem to be particularly marked by a kind of
similar demographic traditionalism (with population fertility rates
relatively high). The county of Galați, in the new configuration
of 2018, appears socio-culturally closer to the county of Bacău
(Figure 3). The major changes appear in Transylvania (in a broad
sense, with Transylvania, Banat and Crișana-Maramureș taken
together). Now the county of Timiș appears culturally closer to
the counties of Sibiu, Brașov and Cluj, despite the distances that
separate them8. This is a kind of cultural network of the counties
with big, dynamic cities9.
human development and gross domestic product (for technical details, see
legend to Figure 3). To these variables we also added a set of variables of
localisation of the counties within the historical regions.
7

All these areas are perfectly isomorphic with those identified in the 1990’s,
with a different methodology (Sandu 1999). In this stability of configuration
of the cultural areas of Muntenia and Oltenia, even when modifying the
analysis methods, we have a piece of evidence for the validation of the 2018
classification through the classification of the ‘90s.

8

The group of Timiș-Sibiu-Brașov-Cluj is, in fact, the group of maximum
development from Transylvania, both economically (GDP per capita in 2016,
last record available as percentage from the EU per capita average) and from
the viewpoint of the average local human development (estimated through
the index of local human development, Heroiu et al. 2013). It is normal that the
maximum development in terms of territory should also bring along a specific
regional culture. In fact, the cultural areas identified and presented in figures 2
and 3 are socio-cultural regions of similarity, with a great stability in time. Their
nature is to be put in contrast to that of the development regions, which are
potential functional regions (Hansen et al. 1996).

9 The readers interested in details referring to the degree of cultural profiles
similarity between the counties of the same area may use the information
within de dendrogram in Figure 3.
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Figure 2. Romania’s cultural areas, 2018

The map is a graphical display of the information obtained via the dendrogram (treelike diagram) from Figure 1. The counties with a similar cultural profile, but which
are not found in a territorially continuous cluster are marked with their abbreviated names, written with similar graphic particularities. Calculations – Dumitru Sandu.

Particular studies potentially interested in county clusters of
maximum cultural similarity might benefit from the finding that,
for example, Mehedinți county is culturally “closer” to Olt county

than to its neighbour Dolj county. Similarly, Cluj county is more
culturally similar to Timiș county than to its neighbour county of
Maramureș, to which it was more similar in the 1990s.
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Figure 3. Degree of similarity of the counties within the cultural areas - 2018
0
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5
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North Muntenia
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South Muntenia
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development

South-West Moldavia

Dobrogea
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Data source: CCB 2019 survey. Each of the cultural practices
from this graph has a socio-demographic profile given by the
percentages in Table 2. For the clustering of the 17 categories of
practices depending on the similarity of their socio-demographic
profiles we used the cluster analysis (the “farthest neighbour”
method with the measuring of profile similarities through
Bravais-Pearson correlation coefficients). The more two or more
activities are connected through dendriform connections closer
to zero on the upper scale of the figure, the more their sociodemographic profiles are more similar. The profile of those who
attend cinema shows more often is especially correlated to the
profile of the persons who attend music shows frequently.
For the drawing of the dendrogram we used the cluster analysis
with complete connections, with measuring the distances
between the county profiles through Manhattan (city block)
distances, with prior standardisation of the variables used for
the analysis. Indicators of building the county profiles: 2018
urbanisation degree, 2011 education pool, 2018 general fertility
rate (separately, on rural and urban), 2011 average index of local
human development (separately, on rural and urban), average
age of the population above 15 years old and above in 2018,
gross domestic product per capita as percentage from the 2016
average of the European Union and main historical regions
to which the counties belong (Moldova, Muntenia, Oltenia,
Dobrogea and Transylvania in a broad sense, each of them
as fictitious variable). Data sources used: INS, EUROSTAT and,
for the local development region, the study Migration abroad experience and modernity at the local level in Romania1. Basic
rule of reading: the more the line segments that connect two
counties are closer to zero on the scale in the upper side of the
figure, the greater the similarity between their cultural profiles. In
South Muntenia, for example, the maximum similarity is between
the counties of Călărași and Ialomița, while in the counties of
Hungarian culture the maximum similarity is between Covasna,
Mureș and Bihor. The profile of the county of Harghita follows
them closely, but at quite a distance of similarity.
1 	 Dumitru Sandu, ”Migration abroad - experience and
modernity at the local level in Romania” (https://www.
researchgate.net/publication/301607751_Migration_
abroad_experience_and_modernity_at_the_local_level_in_
Romania_sav_file)
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Leisure practices specific to cultural areas. As far as the
methodological hypotheses of building the cultural areas were
correct, we would expect that their profile from the viewpoint
of the intensity of the cultural practices identified through the
survey on the cultural consumption should be interpretable
based on prior data, from other surveys or studies. The data
in Table 4 allow for such a verification. Hence we may reach
the formulation of some hypotheses regarding the specificity
of the cultural areas from the viewpoint of leisure practices of
maximum or minimum intensity (not in relation to other types of
cultural activities for which we do not have data recorded here):
• The population from the counties of Alba-Arad - CarașSeverin - Hunedoara, mostly closed to Timiș, participates in
local celebrations and goes to the restaurant more, but less
to theatre and on trips, compared to other country regions
of the country. A high proportion of the population of these
counties lives in mountain areas, where the traditions of fairs
or local celebrations are kept better than in other regions.
• The leisure culture profile of the population from the
counties of Sălaj - Bistrița-Năsăud is weakly structured. As
compared to other cultural areas, it does not stand out,
except for the fact that the meetings with friends or relatives
are less frequent.
• The Hungarian culture area has a profile very well defined
through a high level of participation in local celebrations,
sports competitions, and the population frequently goes
to theatre and public libraries as well. The mentioned
relations may also be interpreted in the sense of relatively
large pools of social and human capital at population
level. These forms of capital, in their turn, may be positively
associated with the particularities of a population with
high percentages of ethnic and religious minority groups.
• In terms of leisure time, the population from the cultural area
of Maramureș is culturally structured particularly through the
frequent going to church and the low frequency of going to
the cinema.
• The fifth cultural area from Transylvania, with counties
around the big cities - Cluj, Timișoara, Brașov and Sibiu

– has a population strongly oriented towards entertainment,
trips, sociability and historical monuments visiting. Yet, it
is also characterised by low rates of going to the cinema,
theatre, disco, as well as to church. This may be explained
through the effects of the high degree of urbanisation from
the respective counties, as well as other factors that should
be identified through specific cultural sociology research.
• The two cultural areas of Oltenia, the one in the north and
the one in the south of this historical region, have strongly
differentiated profiles. The population form South Oltenia
has a minimalistic profile, with very low participation rates for
five of the 17 types of activities analysed through the survey,
as far as the public leisure is concerned. More precisely, its
specific traits are: the low participation in entertainment
shows and sports competitions and the low frequency
of walking in the park and museum visiting. Beyond
the mentalities and the population’s mainly agricultural
occupations, the situation of the public cultural facilities
that do not meet the local expectations may be relevant,
too. North Oltenia seems to have a profile very close to the
national average. This explains the fact that for 16 of the 17
types of activities we do not notice any significant relation
with the residence in the respective sub-region.
• The three cultural areas of Muntenia have very different
leisure culture profiles. The population of North Muntenia
prefers to go on trips and to the cinema. The population
from the south of the region prefers the disco and the
informal socialisation interactions with relatives and friends.
In North-East Muntenia, the leisure preferences are directed
towards the cinema and meetings with relatives/friends.
• In Moldavia, the cluster Botoșani-Vaslui has a profile
similar to North Oltenia, with a very weak structuring in
terms of leisure practices. In the area of Suceava-Iași the
major preferences are oriented towards going to public
libraries and walking in the parks. In the south-west area
of Moldavia the leisure preferences are oriented towards
disco-restaurant – for youngsters and going to church –
for elderly.

Configuration of cultural areas and practices 25
• In terms of leisure activities, the typical Dobrudjan prefers
walking in the park and avoids going to the cinema.

• From the viewpoint of public leisure, the typical
Bucharestian prefers going to the mall, music shows,
cinema and theatre.

Table 4. Specific cultural practices within the cultural areas

trips

–

+
+

–

–

–

–

+

+
–

–

mall

+
+

music show

–

cinema

–

+

+

sports competition

+
–

+

+

–

–

+

–

museums

–
+

+

+
–
+

+

library

–

+

+

–

–
–

disco
church

+

–
–

–

historical monuments

local celebrations

–

–

+

relatives-friends

theatre

+

–

practised sport
restaurant

Bucharest-Ilfov

Dobrogea

NT BC VR GL

BT VS

Suceava-Iași

North-East
Muntenia

South Muntenia

+

parks
entertainment

North Muntenia

South Oltenia

North Oltenia

BV SB CJ TM

Maramureș

CV HG MS BH

Frequency of attending/
going to/on.......

SJ BN

Leisure practice used a
predictor of belonging to
a specific cultural area:

AB AD CS HD

Cultural areas of residence of the interviewees

+

–

+

–

+

+

–

+

–

Data source: CCB 2019 survey. The table presents, in a simplified form, results of the logistic regression analyses from Table A1.2. The ”+” signs show a
significant probability that the persons who frequently practice a certain activity live in the cultural area specified on the respective column. Similarly, the
”-” signs show a very low probability that those with high frequencies for the activity on the row should live in the region specified in the column. Example:
the persons who have a high frequency of going on trips have a higher probability to live in the cultural area made from the Transylvanian counties BV SB
CJ TM. In other words, one of the specific characteristics of the persons from this area is the high probability that they should go on trips, as compared to
the other regions of the country.
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Modernity and development in the profile of cultural areas.
A great part of the area-specific cultural profile differentiations
seemingly derive from their obvious development- or
modernity-related differences (Table 5). The cultural areas of
the Transylvania of the big cities and of Bucharest-Ilfov have
high levels of participation in leisure practices and indicators
of maximum development and modernity. The reading of
the cultural profile differentiations on areas can be made
particularly if the values of the local-regional modernity index
for the rural are taken into account. On this index, the situation
of maximum modernity for the aforementioned areas is opposed

to the situation of minimum, specific to the cultural area of the
Botoșani-Vaslui cluster in Moldavia and the two areas of Oltenia.
Pointing them out will highlight the fact that the local modernity
polarities draw major differences in the social leisure practices.
All the three indicators referring to development,
modernisation and overseas migration experiences,
synthetically presented in Table 5, also fully highlight the
considerable rupture between the urban and the rural in
Romania. It is, obviously, a rupture that has inherent limitative
consequences for the cultural practices in the rural – the small
communes rural in particular.

Table 5. Modernity, development and migration experiences in the cultural areas profiles
Cultural areas

Local human
development
2011

Local human
development urban 2011

Local human
development rural 2011
*

Local
modernity urban 2011,
2015

Local
modernity rural, 2011,
2015

International
migration
experience urban 2002,
2011

International
migration
experience
- rural 2002,
2011

Bucharest Ilfov

100

101

95

74

91

42

BV SB CJ TM

85

96

64

94

63

88

55

CV HG MS BH

73

86

59

83

58

80

52

AB AD CS HD

74

83

59

78

56

75

49

Maramureș

73

85

58

77

55

84

60

Dobrogea

74

83

58

83

55

82

54

North Muntenia

75

91

62

82

55

73

45

SJ BN

71

92

57

78

53

85

58

SV IS

71

89

57

82

45

88

61

South Muntenia

58

78

47

72

44

66

38

NT BC VR GL

69

87

54

78

43

89

62

North-East Muntenia

68

85

50

77

43

76

41

BT VS

65

84

51

71

40

77

49

South Oltenia

68

87

49

77

40

69

40

North Oltenia

66

85

52

71

38

68

44

Data source: t.ly/rEAOD. Description of the local human development index in Heroiu et al 2013. Indices of local modernity and local migration experience are
introduced. Each table column presents the average values of the reference indices at local level (commune or town, on cultural areas). Weighted means of the
locality populations in 2011 are used. The sorting of cultural areas in the table is made depending on the values of the local modernity index at rural level. The
option of such a sorting starts from the premise that ”villages are more differentiated than towns”. In addition, the local modernity indices seem to be more
relevant than the indices of local human development in terms of our discussed theme of leisure practices. *missing data
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2. Social meaning of cultural practices

The major common characteristic of the four types of leisure
practices we are tackling in this subchapter is related to who adopt
them. The preference for the activities mentioned is specific to
the persons with higher education (Table A1.1). The age category
introduces significant differentiations, though. If people have a
higher education, but they are older, there is a greater probability
that they should go to theatre in their spare time. By contrast, for
those who go more often to museums or public libraries or visit
historical monuments/archaeological sites, there is no significant
age conditioning. On the other hand, if they have higher education
and they are young, then there is a greater probability that they
should go to the library or travel.
Since age and education, according to the data from the
previous subchapter, are major determinant factors of leisure
practices, further on we are identifying the manner in which
the four types of practices mentioned in the subchapter’s title
are framed in the causal context, for all the 17 categories of
leisure practices approached in the chapter (Table 6).
10 Dumitru Sandu

18-29 years
old

library

30-44years old
18-44 years
old

insignificant effect
of education

Age
categories

university
graduates

Education level
practice
present both
in high school
graduates and
in university
graduates

Education and age. The four leisure destinations – museums,
monuments, library , theatre – were pointed out in the previous
section of this chapter as being frequently assumed by the same
persons or by persons with similar socio-demographic profiles
(Figure 1). What does going to theatre have to do with going to a
museum or library? The theatre involves a director, actors and a
public. The organiser of the cultural interaction in a theatre is the
museographer. But there is no show. The public is not static, but
flowing. And the differences can be multiplied. The similarities we
are taking as a starting point are not related to intrinsic qualities
of the leisure practices, though, but to characteristics of those
who choose some destinations over others in their spare time.

Table 6. Leisure practices by age and education

high school
graduates

2.1 Why museums, monuments,
library, theatre?10

entertainment
parc, mall,
discotecă

cinematograf

restaurant,
sports
exercises,
trips, local
celebrations,
music shows

... (45-59 years
old )

church

60+ years old

theatre

insignificant
effect of age

museums ,
archaeological
sites/historical
monuments

Practices with insignificant dependence on age and education:
meetings with relatives and friends , attending sports competitions.

The table is build through the preservation of the significant positive
regression coefficients from Table A1.1 referring to the age-education
relation, on the one hand, and the leisure behaviours, on the other hand.
Example: the frequency of going to the library is significantly influenced
by the graduation from a faculty and the belonging to the age group of
18-29 years old. We have marked in bold text the labels for the types of
leisure included in the maximum category of similarity of the causal context,
referring to going to museums-libraries-theatre or to visiting monuments/
archaeological sites. The way we placed the leisure practices in the table,
in a certain cell, shows the age and education categories that significantly
determine the reference cultural behaviour, according to the analyses from
Table A1.1.
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The four categories of leisure practices mentioned in the
subchapter’s title are specific to university graduates. Going
to the library is specific to youngsters between 18 and 29
years old, with higher education. Going to theatre is also
strongly determined by the higher level of education, but
is no longer characteristic to youngsters, a in the case of
library going, but to persons above 60 years of age. The last
two categories of the group – visiting museums and visiting
historical monuments – are also specific to the persons with
higher education, but they do not have an age specificity
anymore.
With or without an age specificity, the four mentioned
categories of practices show a structuring of the lifestyles
associated with going to theatre, library, museums or
with visiting historical monuments around the high level of
education. By contrast, going to the mall, disco or in the park
is specific to high school graduates aged 18-4411. A contrastive
relation to the four priority categories approached in this
subchapter also characterise the persons strongly oriented
towards going to the cinema. They are essentially high school
graduates, 18-44 years old.
Once we have specified this contextualisation through
contrasts, we can move on to another contextualisation,
to mentioning other factors influencing the lifestyle
characterised by going to theatre-museum-library and visits
to archaeological sites, beyond age-education. All these
four types of leisure practices are specific to the persons
who have the experience of travelling abroad (for work,
education or visits) and, in addition, they systematically
use modern means of communication/information such as
tablets, computers or smartphones.
Territorially speaking – at the local or cultural area
levels – there is no category that favours all the four types
of leisure practices. The strongest specific impact for the
11 Whenever we specify precise age intervals, they should be read through
relativization, in the sense that they refer to the majority of respondents
included in the respective age category.

leisure practices in university graduates is exercised by the
residence in the Hungarian cultural area (Table A1.1). Those
who live in this cultural area go to theatre, museums and
libraries more often than those from other cultural areas of
the country. The only deviation from this rule, in this context,
is the visiting of historical monuments or archaeological sites
for those who live in the Hungarian cultural area. In their
case, this kind of visits is rare.
The theatre exception. Of the four categories of leisure
practices that “go together”, going to theatre is an exception
in the case of university graduates. It is a practice mainly
adopted by persons with higher education, but it is specific
to those belonging to the age category of 60 years old and
above. Therefore, going to theatre is specific to the persons
with higher education, aged 60 and above. Obviously, going
to theatre is a very rare practice (Table 2). In the overall adult
population of Romania, only 5% of the people go to theatre
at least once a month, and the proportion is the same for
those who visit museums or go to libraries to borrow books.
However, if we consider the big cities, of over 200 thousand
inhabitants, going to theatre at least once a month is more
frequent (approximately 9%).
Territorially speaking, mainly the people from BucharestIlfov and from the Hungarian cultural area go to theatre. It is
easy to understand why we find this situation for BucharestIlfov. There are big theatres with tradition in Bucharest and,
moreover, the population has high levels of incomes and
education. Why is it the same for the population of Hungarian
culture? The explanation probably resides in the existence of
local traditions.
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A focus on the variations of formal religious
manifestations (church going) depending on gender, age
and residence area is nuancing the image (Table 7). If the
analysis is made separately on gender categories, we notice
that religiosity is greater in the rural (65%) versus the urban
(52%), for women only. In the case of men, urban religious
manifestation (39%) is very close to the rural one (41%). For
the gender-age categories the situation is again different
from the overall image that shows a higher degree of formal
religious manifestations in the rural as compared to the
urban areas. This image is true for women only. In the case
of men between 18 and 29 years old, the formal religious
behaviour is greater in urban areas (37%) than in rural ones
(19%). Based on the data of this survey, it is hard to say why
we find this situation in the case of young men. Additional
data are necessary for clarification.

12 Dumitru Sandu
13 The European Values Survey (EVS, 2017-2018 wave) shows a very close
percentage (48%) of adult Romanians who go to church at least monthly.
Within the same survey, only Poland scored a higher corresponding
percentage (64%), in the European Union (where the average corresponding
percentage was 21%). The level of self-perceived religiosity for Romania
was, also in the EVS survey, of 85%, approximately at the same, very high
level as for Poland, Lithuania and Croatia.

gender

women

Almost half of the interviewees go to church at least
monthly13. In terms of frequency, it is the third leisure activity,
after the meetings with relatives/friends (89%) and going to
parks (67%). Church going, as a very stable cultural model, is
mainly conditioned by age, gender and regional development
characteristics, as well as the person’s religion. Women aged
above 45, from rural regions within cultural areas with a
higher proportion of religious minorities (protestants and
Catholics) go to church more often.

Table 7. Proportion of persons who go to church at least
monthly, by gender, age and residence area
Residence area

age

rural

urban

Total

18-29 years old 43

38

40

30-44 years old 57

39

47

45-59 years old 76

50

62

60+ years old

76

72

74

Total

men

2.2 Going to church12

65

52

58

18-29 years old 19

37

29

30-44 years old 45

24

33

45-59 years old 44

48

46

60+ years old

47

47

47

41

39

40

Total

Data source: CCB 2019 survey. Example: the proportion of women who
go to church at least monthly, in rural areas, within the 45-59 years old
category, is 76%.

The differences of participation in religious services do not
only pertain to gender-age-residence area, though. The religious
denomination and the cultural area are very important. The
catholic, protestant and neo-protestant practitioners go to
churches/prayer houses more frequently than the orthodox
ones. The territorial variation of the religious participation
models is very great. The strongest positive impact at urban
level is recorded in relation to the residence in North Muntenia
and in the counties Iași-Suceava14.
The much lower religious participation in the Transylvanian
area of the strongly developed counties – Brașov, Sibiu, Cluj,
Mureș – must be related to a very probable high degree
of laicisation of the population, in the context of a high
urbanisation degree.
The persons with a high frequency of participation in
religious services tend to be also characterised by the fact that
they have more frequent meetings with relatives and friends.
14 The formulations from this paragraph and the following paragraphs to the
end of the subchapter are based on the results of a regression analysis
model that was not presented in detail (see Table A1.1).
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This synchronisation of the frequent church going in relation
to the high frequency of meetings with friends and relatives
allows for the formulation of the hypothesis that a great part of
those who meet as relatives or friends go to church frequently.
Apparently, the communities of faith structured around
churches are strongly intersected with the circles of personal
communities made from relatives and friends.
Finally, we observe that the preference of going to church
frequently, more specific to the elderly than to the youngsters,
is mainly valid in urban areas. In rural areas, the participation
in religious services at least once a month (53%) is greater than
in urban areas (46%), but the selectivity or differentiation of the
participation by age is lower in the rural than in the urban.

2.3 Where do personal
communities come from?15
The more or less frequent meetings with relatives
and friends – the personal communities investigated by
the Cultural Consumption Barometer – are, by far, the
most common form of public leisure. At least 90% of the
respondents mention such meetings as frequent, at least
once a month (Table 2).
We would have expected the frequent meetings with
friends or families to have a higher statistical weight in
rural communities as compared to the urban ones. Villages
are small communities of inter-acquaintance, at first sight
more favourable than towns to the establishing of affinity
and friendship relations. Apparently, in fact, things are not
what we expected them to be. The proportion of those who
frequently meet with relatives or friends (at least monthly)
is relatively equal for the two residence areas. It is possible
that the proportions be different, but the verification of
this hypothesis can be made if the survey questionnaire
includes assessments for the frequency of meeting with
15 Dumitru Sandu

relatives, separated from the frequency of meeting with
friends. The sense of this hypothesis is that the family
relationships are stronger in rural areas than in urban
ones and, correspondingly, the frequency of meeting with
relatives might be greater in communes than in towns. The
finding may also be an effect of the fact that relatives and
friends appear together in the CCB survey and we cannot
differentiate between the relationships with the family and
friends.
The 2019 CCB shows in a first analysis (Table A1.1) that
the meetings with relatives or friends are very weakly related
to the social context of life. The analytical model used in the
respective table, though, is meant to provide a comparative
explanation for adopting various leisure practices. For a
more in-depth insight we re-made the analysis with an
explanatory model, more adequate for the understanding
of the particular case of meetings with friends or relatives
(Table 8).
The main finding resulted from the new analysis supports
the idea that an intense communication, through meetings
with friends or relatives, is strongly motivated by other
leisure practices. Those who frequently have such meetings
pertaining to the personal community are simultaneously
more prone to go frequently to church, on trips, to parks,
restaurants or to practice various sports. It all seems to
be about interaction effects. The interest in the mentioned
practices generates new friendships or, conversely, the
frequent interaction with friends or relatives may lead to the
mentioned activities.
Table 8. Predictors of the frequency of meeting with
relatives or friends
Predictors
man*
age
middle school graduate*

Rural

Urban

Total
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Predictors

Rural

has a smartphone*

Urban

Total

+

+

has a tablet*
family has overseas migration experience*

+

cultural area of BVSB CJ TM*

+

cultural area of Bucharest-Ilfov*

+
+

+

index of local human development, 2011

-

frequency of church going

+

+

+

sports practising

+

+

+

+

+

going on trips
walking in parks

+

+

+

going to the restaurant

+

+

+

going to the library

-

-

-

Data source: 2019 CCB survey. Each column in the table represents a
regression model with the frequency of meetings with friends or relatives
taken as a dependent variable. We marked with ”+” the significant positive
regression coefficients, and with ”-” the significant negative coefficients,
between the dependent variable from the column and the predictor
on the row. The table cells with no ”+” or ”-” signs show the absence
of statistically significant relations. The asterisk (*) marks dichotomous
variables, where the code is 1 for the presence of the attribute and 0 for its
absence. The numbers on the last but one row of the table (R2 – multiple
determination coefficients) refers to the capacity of the predictors in the
model to explain the variation of going to church within the sample. The
predictability of meetings with relatives or friends, according to these data,
is substantially higher in the urban (0.27) than in the rural (0.17).

The internal determination between the leisure practices
in public spaces is common for the rural and the urban areas,
except for going on trips. This activity appears strongly
associated with the urban area. In the rural environment
it seems that going to church has the most significant
association with the participation in personal relationships
with family or friends16.
In rural areas there also occur two specific conditionings
of the increased strengthening of personal communities: the
16 This finding is substantiated on detailed data (not included in the chapter)
of the regression analysis presented in a simplified form in Table 9.

respondents from the cultural area of strongly developed
cities of Transylvania tend to cherish more their meetings
with relatives or friends; the persons who used to have or still
have relatives abroad tend to give an increased importance
to the personal communities discussed herein. In other words,
in their case there is a higher relational capital, manifested in
the frequency of meetings with relatives and friends.
If the analysis is made on the total sample – not separately,
on rural and urban – we notice in addition that in the equation
of sociability the residence locality’s level of development is
important. The poorer local communities seem to favour, to
a greater extent, the solidarity manifested through frequent
meetings with friends or relatives.

2.4 Leisure at the cinema and
music shows17

This subchapter will address those leisure practices that are
theoretically diffuse: going to the cinema and attending music
shows. Their diffuse nature is given by the fact that they cannot
be classified as “mass” (popular) activities, or, on the contrary,
as specific to a “highbrow culture”, because the type of cultural
products (either movies or songs) appears on both sides of
Bourdieu’s taxonomy18. In other words, movies or music may be
produced both for mass consumption and for a niche public,
wherein their consumption induces a feeling of ”distinction”.
Since the questionnaire items were general, we shall not operate
with such theoretical interpretations and categories.

2.4.1 Cinema
Going to the cinema as a leisure practice is absent for the
majority of Romanians. Approximately 66% of them mentioned
that they had never gone to the cinema in the last year, the
difference of 34% being persons who have gone to the cinema
17 Author of the subchapter: Iulian Oană
18 Pierre Bourdieu, ‘What Makes a Social Class? On the Theoretical and
Practical Existence of Groups’, Berkeley Journal of Sociology, 32 (1987), 1–17.
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at least once (1% - weekly or more often; 8% - monthly; 25%
once or several times a year; see Graph A1). The differences
in participation become clearer when we look at the sociodemographic profile, which considers: the education level, age
category, gender and residence area (size of locality).
The socio-demographic profile of the persons who attend
cinema theatres frequently (i.e. at least once a month)
shows differences on all the characteristics considered.
(Table 2). In terms of age, we noticed a higher proportion
of participation of the persons between 18 and 29 years old
(21%), as compared to the other age categories. As regards
the residence area, the analyses highlighted a notably higher
proportion of going to the cinema in the big cities (13%) and
in Bucharest (23%). In its turn, the gender is differentiating
between the respondents, with higher percentages for men
versus women (12% vs. 6%). In terms of education, the
highest consumption percentages were obtained by the
persons with higher education.
The additional analyses19, add information on the sociodemographic profile of the people who go to the cinema
(Table A1.1 of the annexes). Thus, the gender continues to
have an important effect and the most frequent participation
is associated with the male gender. At age level, the categories
of 18-29 years old and 30-44 years old are positively associated
with going to the cinema, showing that this practice is specific
to young people. The education level remains a relevant
factor that has positive effects on the consumption for the
high school and university level. Obviously, we must also draw
the attention on the fact that the high school level indirectly
measures the age, too, as many of the persons with high
school education are young.

measures other forms of behaviours and facilities that
people benefit by, given that it was calculated by taking into
consideration the possession of a computer, tablet and / or
smartphone. All these devices facilitate not only communication,
but also transactions made by people, giving the possibility of
information on what movies are available, as well as of using
various applications to buy tickets, book seats etc.
Table 9 shows the distributions on the two residence
categories (rural and urban) by the age of the respondents. As
we can notice, in both areas going to the cinema is specific to
younger persons, with higher percentages for the age categories
18-29 and 30-40 years old for the answer options “monthly” and
“weekly / more often”. However, we notice higher percentages
for the urban areas, on all age categories, except for the answer
option “never”, where the situation is reversed.
Table 9. Cinema attending, by age and residence area
Age

Rural

Urban

18-29
years old

30-44
years old

45-59
years old

60+ years
old

Weekly / more
often

1%

0%

0%

0%

Monthly

11%

10%

2%

1%

Once / several
times a year

50%

31%

14%

4%

Never

38%

59%

84%

95%

Weekly / more
often

4%

0%

1%

0%

Monthly

24%

18%

7%

2%

Once / several
times a year

47%

43%

22%

10%

Never

25%

39%

70%

88%

These attributes are completed by the index of modern
communication, which has a positive effect on cinema going
(Table A1.1 of the annexes). Obviously, this index indirectly

Note to table: The table presents the percentages calculated depending
on the age category, for each residence area (rural or urban). Reading
example: 10% of the persons aged between 30 and 40 from rural areas
mentioned they had gone to the cinema in the last year.

19 In this case, the analyses refer to multiple regression tests, through
which individual factors (e.g. age, education, migration experience) and
environmental factors (e.g. cultural area) were controlled simultaneously.

Beyond the characteristics measured at individual level, the
cultural areas also show ways of structuring the leisure time
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through watching cinema movies. Our analyses show that the
persons from the areas South Oltenia and Suceava-Iași have
a significantly lower probability to go to the cinema in their
spare time, as compared to the persons from other areas of
Romania. We must also mention that the observation referring
to the two cultural areas is valid beyond the socio-demographic
characteristics, which were kept under control. In other words,
regardless of age, gender or level of education, the persons from
this cultural areas show a significantly lower frequency of going
to the cinema as a leisure practice (Table A1.1 of the annexes).

2.4.2 Music shows
As compared to the cinema going, the music shows have
a lower rate of non-participation, as the percentage of the
persons who stated they had never gone to the cinema in
the last year is 55%. The rest of 45% is distributed on the
categories ”weekly or more often” (1%), ”monthly” (8%) or
once a year (36%) (Graph A1 of the annexes).
At individual level, the gender of the person does not lead
to different behaviours on this type of leisure practice. The
difference between men and women for a participation of ”at
least once a month” is small, of 4% (11 men vs. 7% women;
Table 2), and this difference is maintained insignificant within
some in-depth analyses, too (Table A.1.1 of the annexes). For
the age variable, we noticed that the persons in the categories
18-29 and 30-44 years old have a higher probability to attend
such events, as compared to the other age categories, and the
highest proportion is among those from the category 18-29
years old. Education has an impact on the participation, too;
the persons with middle school education level attend music
shows less frequently (Table A1.1 of the annexes). Furthermore,
we must also take into account the other characteristics
associated with education (such as the income), which
indirectly influence the participation in music shows.
Regardless of the characteristics pertaining to age, gender
and education, we noticed the importance of two other

attributes: the possession of information and communication
technologies and the personal experience of overseas
migration. In the first case, the explanations are similar to
those pertaining to the cinema going – indirect effects of other
variables are shown and confirmed, and these variables are
the age, education, possibility of information etc. In the case
of the personal migration experience, the explanations may
be multi-levelled. On the one hand, we may presume that such
an experience exposed people to cultural models including the
frequent practice of going to such shows as a leisure activity,
and some of the respondents have internalised these models.
On the other hand, we can also resort to an supraindividual explanation, i.e.: the areas including persons with
migration experience are also the areas where certain leisure
activities, such as attending music shows, are more frequent
comparatively to other areas. We must consider the fact that
this practice, like many others, is not totally dependent on
the individual leisure preferences, as well as the opportunities
that people have. Therefore, the highest percentages for the
monthly participation, if we consider the locality size, were
obtained in Bucharest (20%) and big cities (13%).
At cultural area level, our analyses highlighted the
importance of two areas: Bucharest-Ilfov and the mainly
Hungarian cultural area (Covasna, Harghita, Mureș and Bihor).
In these areas the persons have a higher probability to attend
music shows (see Table 4 and Table A1.1 of the annexes). As the
contexts are different, both in terms of cultural characteristics
and infrastructure, we may presume different explanations for
each area. While in the case of Bucharest we are dealing with
a high density of the population and more opportunities to
participate in such events, specific to a capital city, in the case
of the Hungarian area we may advance the hypothesis of the
social capital referring to the higher probability of the minority
community members to participate together in events or to
organise cultural events specific to their community.
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2.5 Relaxation and shopping20
Another group of activities that came out from our analyses
includes the items: going on trips (outside the residence
locality), going to entertainment shows, walking in parks and
going to the mall. At first sight, these activities seem different,
but they show similarities beyond the activity itself, when
considering their functions. From this point of view, walking
in the park fulfils (on a smaller scale) the same function as
travelling – the people’s need to escape from the everyday
urban landscape. Furthermore, the “entertainment shows”
represent a general formulation, representing a practice
transversal in space and time. In other words, both a (comical)
theatre performance and a stand-up comedy or improv show
may be gathered under the larger umbrella of “entertainment
shows”. Last, but not least, the mall has turned into a hybrid
space, which combines entertainment and relaxation activities,
which complement its shopping function.

2.5.1 Trips
The trips outside the locality of residence are one of
the leisure practices with a higher frequency, recording a
proportion of approximately 66% for the “at least once a year”
frequency (6% - weekly or more often; 19% - monthly and 41%

- once / several times a year; see Graph A1 of the annexes).
The general distribution of the answers shows that trips are
a leisure activity associated with vacation for most of the
respondents, given that the highest percentage was obtained
for the category “once a year”.
Since this is an activity mainly associated with a certain
moment – the vacation – the socio-demographic profile can
be built both in reference to the monthly (see Table 2) and the
yearly frequency.
The analyses for the annual frequency (Table 10) shows that
the socio-demographic profile maintains the general parameters
observed for the monthly frequency. The persons with higher
education continue to have the highest percentage (85% vs. 71%
- high school education or 34% - middle school education). In
terms of age, the persons in the categories 18-29 years old and
30-44 years old keep their highest percentages, the differences
being smaller than in the case of the monthly frequency (86%
and 83%). Similarly, men continue to have a higher participation
in such activities (70% men vs. 61% women). For the residence
area, the order is reversed, as we recorded 81% for the big cities
(of over 100,000 inhabitants) and 73% for Bucharest. Even so,
the general pattern remains valid: the persons from the big cities
tend to go on trips outside the locality more often.

Table 10. Percentages of persons who go on trips at least once a year, depending on socio-demographic categories
Gender

Age

Education

Men

Women

18-29
years old

30-44
years old

45-59
years old

60+ years
old

Middle
school

High
school

University

Never in the last year

30%

38%

14%

17%

39%

57%

66%

29%

15%

At least once in the last year

70%

62%

86%

83%

61%

43%

34%

71%

85%

100%

100%

100%

100%

100%

100%

100%

100%

100%

Total

Some of the associations observed are also supported by
the in-depth analyses that tested the concomitant importance
20

20 Author of the subchapter: Iulian Oană

of various factors (Table A1.1 of the annexes). Thus, the
differentiations based on gender, age and education are
kept, but the effect of the locality size occurs, which shows
the higher importance of individual characteristics and the
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lower importance of environmental factors21. This is also
supported by the analyses made in relation to the cultural
areas, which show that certain zones lose their explanatory
effect when taken together with the respondents’ personal
attributes (Table 4 and Table A1.1 of the annexes).

2.5.2 Parks
In the urban context, the park is one of the main spaces of
recreation and leisure, as it is probably the only source of green
space available within urban clusters. Moreover, parks are
spaces where people go not only to walk, but also to perform
other activities (e.g. cycling or sports practising).
Since the park is a generous space in terms of leisure
activities, there is no wonder that for the item related to
walking in the park one of the lowest non-participation rates
was obtained. Only 16% of the respondents stated that they
had never been to the park. The rest of the statements are
distributed into the following categories: weekly or more
often (43%); once a month (24%); once / several times a
year (17%).
At the level of socio-demographic characteristics (Table 2)
we noticed that in terms of age the highest frequencies are
found among the persons aged between 18 and 29 years
(82%) and 30-44 years old (79%). In its turn, the education
level has its own impact, as the activities performed in the
park are more frequent among the respondents with higher
education (80%). The gender of the person does not create
significant differences, as the percentages of men and women
21 Also at individual level, these analyses also reveal the importance of the
characteristic that refer to the personal experience of migration abroad
and of possessing communication technologies. In the case of the first
item, we may say that, on the one hand, migrants have a higher budget,
which facilitates the set-up of a trip, and, on the other hand, that this
item also includes those events of setting up a trip, given that one of the
questions included in this index refers to visits. In the case of the modern
communication index, we may say that the new technologies facilitate both
the information and the transactions associated with going on a trip (e.g.
booking a room in a hotel).

are relatively equal (67% and 66%). In contrast, differences
were observed in terms of residence area, expressed by the
size of locality (number of inhabitants). Thus, the big cities (of
over 100,000 inhabitants) and Bucharest obtained the highest
frequencies for this leisure activity (82% for both residence
categories). The in-depth analyses show this possibility,
given the fact that, when more factors are controlled, the
significant effect of university education disappears, but the
effect of the residence area is maintained (Table 11 and A1.1
of the annexes). This observation is completed by the results
obtained at the level of cultural areas, which highlighted the
negative association between the North Muntenia area and
the frequency of walking or other leisure activities within parks,
and this association is also maintained when taken together with
other characteristics, such as age, gender, migration experience,
marital status etc. (Table 4 and Table A1.1 of the annexes).
Table 11. Walking in the park, by age and residence area
Age

Rural

Urban

18-29
years old

30-44
years old

45-59
years old

60+ years
old

Weekly / more
often

51%

37%

25%

28%

Monthly

31%

36%

21%

12%

Once / several
times a year

13%

18%

29%

23%

Never

5%

9%

25%

37%

Weekly / more
often

64%

56%

46%

45%

Monthly

19%

28%

26%

19%

Once / several
times a year

13%

12%

16%

13%

Never

4%

4%

12%

23%

Note to table: The table presents the percentages calculated depending
on the age category, for each residence area (rural or urban). Reading
example: 31% of the persons between 18 and 29 years old from rural areas
mentioned that they had been to parks on a monthly basis.

36 Social meaning of cultural practices
2.5.3 Malls
In the last years, the mall has become a space no longer
exclusively dedicated to ordinary shopping, but a space
diversified for consumption. From shopping for clothes to
restaurants, cinema theatres and other recreational places (e.g.
skating rinks), the mall fulfils new, complementary functions. The
activities performed in malls are leisure practices with a high
frequency within the population. Only 27% of the respondents
mentioned they had never gone to a mall in the last year. As
for the rest, 18% said they had been to the mall weekly or more
often, 29% went monthly, while 26% had gone to the mall once
or several times in the last year (Graph A1 of the annexes).
As regards the socio-demographic profile of the persons who
attend malls, the results of our survey show certain differences
introduced by education, age and residence area (Table 2).
Table 12. Going to the mall, by age and residence area

Thus, there are higher frequencies among young people (18-29
years old – 66%; 30-44 years old – 63%) as compared to older
respondents (45-59 years old – 42%; 60 years old and above –
28%). The educational level also creates differences between the
respondents, as higher percentages were observed for those with
university and high school education (69% and 58%, respectively),
as compared to middle school only graduates (16%). As in
the case of other leisure practices, the association between
education and the frequency of practising certain activities
must be considered in a wider context. When analysed together
with age, the university education has no effect on going to the
mall, but the high school education continues to differentiate
between the respondents (Table A1.1 of the annexes). In other
words, education itself is not important in terms of going to the
mall, but the age of the person is.
Table 13. Going to the mall, by education and residence area

Age

Rural

Urban

Education

18-29
years old

30-44
years old

45-59
years old

60+ years
old

Weekly / more
often

14%

12%

4%

5%

Monthly

36%

45%

29%

11%

Middle
school

Rural

High school

University

Weekly / more
often

3%

10%

13%

Monthly

11%

41%

54%

Once / several
times a year

16%

34%

24%

Once / several
times a year

41%

32%

29%

20%

Never

9%

11%

38%

64%

Never

70%

15%

9%

Weekly / more
often

42%

31%

25%

15%

Weekly / more
often

10%

30%

35%

Monthly

37%

37%

24%

23%

Monthly

9%

35%

34%

Once / several
times a year

19%

23%

21%

Never

62%

12%

10%

Once / several
times a year

11%

26%

33%

18%

Never

10%

6%

18%

44%

Urban

Note to tables: The tables present the percentages calculated depending on the category of age or education, for each residence area (rural or urban).
Reading example: 36% of the persons between 18 and 29 years old from rural areas mentioned they had been to the mall monthly in the last year. Or: 11%
of the persons with middle school education from rural areas mentioned they had been to the mall monthly in the last year.

From the viewpoint of the explanations based on cultural
areas, going to the mall is positively associated with the
Bucharest-Ilfov area and negatively associated with the

Covasna-Harghita-Mureș-Bihor area. For the rest of the cultural
areas the results were statistically insignificant. But even for
these cultural areas the importance of residence characteristics is
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lower than the importance of socio-demographic characteristics
(age, education etc.). In other words, going to the mall is an
activity with a relatively high frequency within the population,
and the strong differentiation is made at the level of individual
attributes, not at the level of the residence or cultural area.

2.5.4 Entertainment shows
Attending entertainment shows is a less frequent activity
among the Romanians, and this is also enhanced by the fact
that the item of the questionnaire was general, leaving the
respondents to appreciate which of the events they had attended
in the last year might be considered entertainment-related. The
general distribution of the frequencies shows that 62% of the
persons have never attended an entertainment show in the

last year. The rest of the percentages (38%) were distributed as
follows: 30% once or several times a year, 7% once a month, 1%
weekly or more often.
For the monthly attendance of entertainment shows, the
socio-demographic profile of the respondents is centred around
characteristics expressed by age, education and gender (Table 2).
When the timeframe is increased from monthly to at least
once a year and the respondents are separated by residence
area, the previously observed associations are kept, especially
for the urban area (Table 14). Younger persons still have higher
proportions of participation, and these proportions increase with
education. The only difference is found in the case of gender,
which does not differentiate between men and women in rural
areas, while in rural areas differences occur from this viewpoint22.

Table 14. Percentages of persons who go to entertainment shows at least once a year, by socio-demographic categories
Rural
Never in the last year
At least once in the last year
Total

Urban
Never in the last year
At least once in the last year
Total

Gender
Men

Women

18-29
years old

72%

75%

62%

Age
30-44
45-59
years old
years old
63%

79%

60+ years
old

Middle
school

Education
High
school

84%

84%

73%

University
59%

28%

25%

38%

37%

21%

16%

16%

27%

41%

100%

100%

100%

100%

100%

100%

100%

100%

100%

60+ years
old

Middle
school

Education
High
school

71%

77%

46%

Gender
Men

Women

18-29
years old

46%

59%

35%

Age
30-44
45-59
years old
years old
39%

58%

University
37%

54%

41%

65%

61%

42%

29%

23%

54%

63%

100%

100%

100%

100%

100%

100%

100%

100%

100%

Note to table: The percentages were calculated on columns, depending on each category of socio-demographic variables. The shadowed (grey) cells highlight
those percentages where a certain category has a significantly higher frequency comparatively to the others. If two categories of the same variable are
shadowed, then there are no statistically significant differences. The highlight is for ”at least once in the last year”. Example: in urban areas, there are no
differences between the persons aged 18-29 and 30-44 in terms of attending entertainment shows. But there are differences between these two categories
and the other age categories.22
The differences between the categories of gender, age and education were analysed by means of one-way ANOVA tests. The tests considered both the
equality and inequality of the variation. The differences between groups was verified through post-hoc Turkey HSD tests (in case there was a homogeneity
of the variance) or Dunnett C tests (for the case of unequal variances) at a significance threshold p < 0.05.
22 The results obtained at the level of the distributions of percentages depending on socio-demographic characteristics are also supported by the in-depth analyses,
where their effect on the participation in entertainment shows was tested, by keeping under control a series of other characteristics (Table A1.1 of the annexes).
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As regards the residence area, the analyses have
highlighted that it is not only the rural-urban separation that
makes differences between respondents, but also the cultural
area they live in. Thus, five cultural areas stand out, out of
which four present negative associations, i.e. the respondents
have a low probability of attending entertainment shows,
while one presents a positive association. For the highest
probability of participation we have the mainly Hungarian
cultural area, while for lower probabilities we have the areas
of South Oltenia, North Muntenia, South Muntenia and
Suceava-Iași (Table A1.1 of the annexes).

2.6 Leisure between sports and
restaurants23
The title of this subchapter is given by the clustering of the
items referring to: attending sports activities as a spectator,
practising sports activities and going to the restaurant. As
previously mentioned, the clustering of these three leisure
practices was made depending on the similarity given by
the respondents’ socio-demographic profile, by taking into
consideration such characteristics as age, education and
gender (see Figure 1 and Table 2).

2.6.1 Attending sports activities as a spectator
Attending sports activities as a spectator is one of the
leisure practices with a low frequency within the population.
This may be due to the fact that it is a niche activity, specific to
persons who are fans of a specific sport or sports team. When
looking at the general distribution of the data, we find out that
22% of the respondents have attended such events once or
several times a year, 9% - once a month and 3% - weekly or
more often. The rest of 66% is distributed on the persons who
have not attended such events in the last year (Graph A1 of
the annexes).
23 Iulian Oană

As regards the socio-demographic profile (Table 2), we
find out that the strongest differentiation is made by gender
– 20% of the men attend various sports events at least once
a month, as spectators, versus only 5% of the women. For
the other characteristics, such as age, education or residence
locality size we can observe percentage differences when
comparing them. For example, higher percentages were
noticed for the age categories 18-29 years old and 30-44
years old (20% and 18%) as compared to the categories
of 45-59 years old and 60 years old and above (10% and
5%). However, the in-depth analyses showed that the age,
education and locality size do not produce significant effects
when kept under control together with other characteristics
(Table A1.1 of the annexes). What matters in particular is
the gender.
The frequency of this practice seems to be in close
relation to the cultural area. The analyses have highlighted
that attending sports activities as a spectator is higher in the
cultural area of Covasna-Harghita-Mureș-Bihor and lower in
the areas of South Oltenia and Neamț-Bacău-Vrancea-Galați
(Table 4). These observations are also maintained when
the analyses take into account the respondents’ individual
characteristics as well as those of the residence areas. In
other words, regardless of the respondents’ age, gender,
education level or residence locality size, the persons from
South Oltenia continue to have a low participation in sports
activities as spectators, while the persons from the mainly
Hungarian cultural area continue to have a higher degree of
participation (Table A1.1 of the annexes).

2.6.2 Sports practising
Attending sports competitions and practising sports
are activities that theoretically go together, but actually
they are not mutually dependent. For this reason, there is a
smaller proportion of persons who answered ”never” to this
this question – 56%. The other respondents are distributed
on the categories: once or several times a year (15%),
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monthly (12%) and weekly or more often (17%) (Graph A1
of the annexes).
For the monthly frequency of this leisure practice, the
socio-demographic characteristics that differentiates
between persons are similar to those for the participation
in sports events as spectator (Table 2). Thus, from the
viewpoint of education, the highest percentages are found
in the case of university- and high school graduates (45%
and 34%, respectively). In accordance with the effect
of education we also have a negative effect of age –
the percentages for sports practising decrease with the
increase of the respondents’ age. In the case of the gender,
we observed a 17% difference between men and women
(37% vs. 20%).
As compared to attending sports events, this practice
is additionally influenced by the residence area effect
(Table 15). Our analyses show that practising sports is
more frequent in the urban environment. In addition, we
notice that for each residence area the proportion of men
is greater than women’s for all age categories. Nonetheless,
urban men have a significantly higher sports practising
frequency than rural ones, regardless of age. Furthermore,
it is not only the rural-urban differentiation that generates
percentage differences, but also the size of the residence
locality. Thus, in big cities there is an increased probability
that this leisure practice be preferred by Romanians,
especially in cities of more 200,000 inhabitants and in
the cultural area of Bucharest-Ilfov, which may be related
to the presence of more fitness gyms, higher salaries (to
afford such services) or to the presence of more companies
that offer their employees bonus packages including gym
subscriptions.

Table 15. Percentages of persons who at least once a month
practise a sport, depending on gender, age and residence
Age
18-29
years old
Rural

Urban

30-44
years old

45-59
years old

60 + years
old

Men

59%

34%

21%

8%

Women

32%

21%

6%

1%

General

47%

27%

13%

5%

Men

80%

58%

47%

16%

Women

50%

38%

16%

9%

General

66%

47%

32%

12%

Note to table: The table presents the percentages calculated depending
on the age category for each residence area (rural and urban) and gender
category. Reading example: 59% of the men aged 18-29 from rural areas
stated that in the last year they had practise a sport monthly.

2.6.3 Going to restaurants
The last practice of the group approached by this subchapter
refers to leisure activities performed in restaurants, pubs, cafés
and other similar spaces. Moreover, we must mention that the
questionnaire item explicitly required the respondents to exclude
the instances where these practices were performed within malls,
in order to avoid overlaps with the mall-related item.
In general, attending such spaces as restaurants, cafés,
bars etc. is the most common practice, as compared to others.
Thus, approximately 61% of the respondents stated they had
attended a restaurant / bar/ café at least once in the last
year, 24% - once or several times a year; 24% - monthly; 13%
- weekly or more often. The 39% difference is given by the
persons who have never gone to such places in the last year
(Graph A1 of the annexes).
From the viewpoint of individual characteristics, the
analyses show that the frequency of this leisure practice
depends on age, gender and education (Table 2). In terms
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of age, there is a decrease of percentages with the increase
of age, as the young persons scored higher percentages
for the monthly participation (18-29 years old – 68%, 30-44
years old – 51%), as compared to the other categories.
Education, in its turn, presents a positive effect. Going to
the restaurant increases with the level of education, as the
highest percentages were recorded for university graduates
(59%). We may presume that the relation between going to
the restaurant and education may be also explained by the
level of income, given that, on average, the respondents with
a high education level have higher salaries.
As regards the personal attributes, gender is an
interesting case, as we can notice a higher rate among men
versus women (46% vs. 28%). The differences between men
and women are maintained even when the data are analysed
separately, for the urban and the rural areas. As expected,
the percentages from Table 16 show that this leisure practice
is more common in urban areas than in rural ones, for both
men and women. Secondly, we notice an approximately
20% difference between men and women for the monthly
frequency, which is kept for both residence areas.
Table 16. Percentages of persons who at least once
a month go to a restaurant / bar etc., by gender and
residence area
Gender
Men
Rural

Urban

Women

Less than once a month

60%

80%

At least once a month

40%

20%

Less than once a month

48%

66%

At least once a month

52%

34%

Note to table: The table shows the percentages calculated depending on
gender, for each residence area (rural or urban). Reading example: 60%
of men from rural areas stated they had gone to a restaurant less than
monthly.

Least, but not last, the life context, in its turn, hasan impact
on people’s frequency of going to these spaces to spend their
leisure time. At the level of cultural areas, we noticed that
going to the restaurant and other such spaces is positively
associated with the areas of Alba-Arad-Caraș-SeverinHunedoara or Neamț-Bacău-Vrancea-Galați and negatively
associated with the areas of Suceava-Iași, South Muntenia and
South Oltenia (Table 4 and Table A1.1 of the annexes).

2.7 Local celebrations and disco24
The last group of practices resulted from the similarity
analysis of the socio-demographic profiles is represented by
the participation in local celebrations and going to the disco,
a group which was probably influenced by the age factor. Both
activities share the element of fun and recreation together with
close persons. But they also have individual particularities that
we are about to explain in the following sections.

2.7.1 Local celebrations
As a type of event, the local celebrations present a lower
rate of nonparticipation, as compared to other practices like
going to the theatre or cinema. As a matter of fact, one third
of the respondents stated they had never attended such an
event/place, while the rest of 67% stated they had attended:
once or several times a year – 60%; once a month – 6%,
weekly – 1% (see Graph A1 of the annexes).
As regards the socio-demographic characteristics of the
persons who have participated at least once a month, our
analyses show that the strongest differentiator is the age, as
the younger respondents have a higher degree of participation
– the highest percentage, of 14%, was recorded for the persons
between 18 and 29 years old. The level of education and the
gender do not produce differences that may be generalised at
the level of the population (Table 2). The in-depth analyses also
24 Iulian Oană
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support these results: the educational level and the gender of
the persons do not produce differentiations between people
as far as the preference for such events or the frequency of
attendance are concerned (Table A1.1 of the annexes). On the
other hand, we noticed that there is an effect of the marital
status – the married persons have a higher probability to go
more often to events organised on the occasion of a local
celebration.
Table 17 presents an image of the preference for this
practice when we separate the respondents on residence
areas and a longer timeframe (at least once in the last
year). As we can notice, we have, on average, a greater
participation in urban areas. Furthermore, the obtained
percentages are convergent with the result obtained for
the effect of the marital status, given that both in rural and
urban areas the highest percentages are found in the age
category of 30-44 years old.
Table 17. Percentages of persons who at least once a year
go to local celebrations, by age and residence area
Vârstă

Rural

Urban

18-29
years old

30-44
years old

45-59
years old

60 +
years old

At least once a
year

65%

78%

63%

50%

Never

35%

22%

37%

50%

Once / several
times a year

81%

81%

75%

51%

Never

19%

19%

25%

49%

Note to table: The table presents the percentages calculated depending
on the age category, for each residence area (rural or urban). Reading
example: 65% of the persons aged 18-29 from rural areas mentioned they
had been to local celebrations or events at least once a year.

From the viewpoint of the residence area, the size (calculated
as number of inhabitants) does not influence this leisure practice

in any way. Therefore, there are no significant difference between
the persons living in small or big towns. But we have observed
the significant effect of the mainly Hungarian cultural area. Two
sets of analyses have shown that in this area (which includes
the counties of Covasna, Harghita, Mureș and Bihor) there is an
increased probability of participation in local celebrations. Such
results are convergent with those obtained at the level of the
other leisure practices where the Hungarian area shows positive
effects, such as going to church or to entertainment shows, thus
increasing the validity of the explanation of behaviours through
the social capital, which is present to a higher extend within the
ethnic and religious minorities.

2.7.2 Going to the disco
The discos, clubs or similar places are spaces dedicated
to a narrow segment of public, which explains the high
percentage of persons who stated they had never attended
such places in the last year– 77% (Graph A1). The rest of 23%
had a regular participation of: once or several times a year
(14%), once a month (7%), once a week (2%).
As expected, the highest participation frequency is found
among the youngsters. At the analysis of the monthly
frequency, the highest percentage was obtained within
the category of 18-29 years old – 36%. Even for the next
age category, which includes persons between 30 and 44
years old, the percentage is much lower – 9%. In terms of
education, the highest percentage is recorded for persons
with high school education (15%), but this result must be
carefully interpreted. Given that education was measured
as the last school cycle from which the respondents have
graduated, it is very probable that the result obtained for
education be an indirect effect of the age. For the gender
the observation for other cultural practices is maintained,
which highlights the higher presence of men within the public
space, as for the discos a difference of 8% between men and
women was observed (13% vs. 5%).
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Table 18 presents the percentages obtained by the male
respondents for the monthly frequency of going to the disco,
separated on residence areas. In both cases, we notice that
the monthly going to the disco / club is correlated with age
in inverse proportion. The second aspect to be highlighted is
the highest percentage of young men from urban areas. Last,
but not least, we notice that in urban areas we have higher
percentages for the category 30-44 years old, as compared
to rural areas. Nonetheless, the in-depth analyses have
shown that, beyond the respondents’ life context (either we
speak about rural vs. urban, size of locality or cultural area
or residence) what matters in terms of explanatory factors
mainly pertains to individual attributes centred around
gender, age and marital status (single; see Table A1.1 of the
annexes).

Table 18. Percentage of men who at least once a month go
to the disco, by age and residence area
Age

Rural

Urban

18-29
years old

30-44
years old

45-59
years old

60 +
years old

Less than once
a month

60%

91%

96%

100%

At least once a
month

40%

9%

4%

0%

Less than once
a month

50%

81%

96%

98%

At least once a
month

50%

19%

4%

2%

Note to table: The table presents the percentages calculated depending
on the age category, for each residence area (rural or urban). Reading
example: 60% of the men between 18 and 29 years old from rural areas
mentioned they had been to the disco at least once a month.

3. Conclusions25
The cultural leisure practices investigated by the Cultural
Consumption Barometer may be understood not only
separately, but also on clusters or “families”, depending on
how they associate with each other, at the level of the same
persons. The dominant model in the present Romanian society,
as resulted from the analysis of the Cultural Consumption
Barometer data, is that of the clustering of leisure practices in
eight groups (Table 1). These groups refer to: trips-entertainment
-mall-parks, cinema and music, sports-restaurant, meetings with
relatives and friends, going to theatre-museums-monuments,
going to public libraries, participation in local celebrations and
going to the, going to church or prayer houses.25
Obviously, the manner in which the leisure practices are
grouped within geographical or social spaces is different. There
25 Dumitru Sandu

is no unique national model, of the type described through the
previously mentioned dimensions. In this chapter we consider
these practices from three major perspectives: cultural areas,
types of localities where the interviewees perform their activities
and the persons’ socio-demographic characteristics.
The cultural areas we are using as analysis units are, in
fact, cultural sub-regions within the historical regions, different
from the development regions or sub-regions (Hansen et al
1996). The 15 cultural areas we are proposing (Figure 2) are
substantiated by complex analyses which considered a set
of variables of maximum relevance in the characterisation of
the cultural profiles and of county development (urbanisation,
education pool, average age of the population, demographic
modernity-traditionalism, local human development, economic
development and belonging to certain historical regions). These
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cultural areas prove to be mostly cultural matrices with a well
defined profile for the public leisure practices, too (Table 4).
The best structured cultural areas, from this point of view,
are Bucharest-Ilfov, the group of Transylvanian counties with
strongly developed cities (Brașov, Sibiu, Cluj, Timișoara) and the
Hungarian cultural area – with a strong level of manifestation.
The minimum degree of structuring, on public leisure criteria, is
recorded for the areas of Sălaj - Bistrița-Năsăud, North Oltenia
and Botoșani-Vaslui.
Both the cultural areas and the locality categories
(depending on the geographical size, type or residence – urban
or rural, human development and modernity degree) prove to
be relevant analysis-units within our approaches.

The local modernity values are strongly differentiated within
the frame structured on cultural areas and residence types
(urban or rural). Numerous territorial differentiations of the
cultural leisure practices seem to be associated with this map of
local modernity depending on the cultural and residence (rural
/ urban) areas. An in-depth analysis in this direction might be
also useful in terms of the way the cultural leisure policies are
structured.
On the level of social research, cultural areas may serve as
a matrix of designing nationally-representative samples for
public-opinion surveys on public opinions26, cultural orientations
or political options. Periodically, at 10-15 years intervals, the
configuration of the respective areas must be tested in order to
identify the possible changes of the cultural borders.
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5. Annexes
Tabelul A1.1. Factors that positively (+) or negatively (-) influence the frequency of some cultural leisure practices

education
level
(ref. cat.
others)

age
(reference
category
45-59
years old)

Predictors

theatre

museums

monuments

library

man*

0,037

0,048

0,048

-0,029

age 18-29 years old *

0,129

0,106

0,090

0,182

age 30-44 years old*

0,018

-0,001

-0,017

age 60+ years old*

0,101

0,010

single*

-0,038

middle school education*
high school education*
higher education*

relatives/
friends

church

parks

mall

trips

-0,467

***

0,041

-0,050

0,138

***

-0,380

***

0,096

0,358

***

0,314

***

0,366

***

0,044

-0,243

**

0,053

0,268

***

0,220

***

0,137

*

0,017

0,038

0,115

-0,086

0,034

-0,095

-0,099

-0,019

0,067

-0,002

0,049

0,063

0,105

0,003

0,019

0,004

-0,058

-0,090

-0,086

-0,113

-0,018

-0,327

**

-0,319 *** -0,132

0,045

0,035

0,032

0,039

-0,032

-0,027

0,233

**

0,275

**

***

*

-0,040

***

0,183

**

0,229

***

0,227

***

0,138

**

-0,022

-0,024

0,113

0,128

personal overseas migration experience*

0,083

*

0,085

***

0,159

***

0,072

**

0,013

0,030

0,081

0,176

overseas migration experience for another
person in the family *

-0,043

**

-0,003

-0,021

-0,006

0,023

0,044

0,005

-0,034

-0,023

0,027

0,034

-0,051

-0,003

-0,033

0,058

0,075

0,083

0,116

fixed-salary employee*

0,077

***

0,095

***

0,086

Cultural area of residence
(ref. cat. - others)

0,076

mainly Hungarian cultural area

0,573

***

0,332

**

area of the counties BV SB TM
CJ

-0,081

-0,002

North Oltenia

-0,078

-0,070

-0,065

South Oltenia

-0,057

-0,211

*** -0,220

North Muntenia

0,023

0,027

0,015

South Muntenia

-0,101

-0,127

-0,234

area of the counties Suceava-Iași -0,034

0,029

Locality type
(ref. cat.
Communes
of under 2500
pers.)

Modern communication devices index
(computer, smartphone, tablet)

communes of over 2500 inhab.

-0,102

towns of 100-200 thousand
inhab.

-0,008

towns of over 200 thousand inhab. 0,135
Bucharest
_cons

0,243
R2
N

0,996
0,255
1234

**

***

0,041

*

-0,053

0,186

0,537

***

0,414

0,054

-0,008

-0,197

-0,120
**

-0,163

0,131
***

-0,106
***

**

-0,387

**

-0,071
*

***

0,119

**

0,264

***

***

0,171

**

0,148

***

0,169

-0,103

0,088

-0,088

0,195

0,105

-0,055

-0,111

0,135

-0,060

-0,164

-0,001

-0,123

-0,550

-0,694

-0,274

-0,223

-0,177

-0,400

0,104

*

*

0,080

-0,159

0,203

-0,248

-0,227

-0,153

-0,138

0,085

-0,247

-0,148

-0,115

**

-0,321

-0,028

0,131

**

0,077

-0,126

-0,026

-0,036

-0,091

0,048

0,212

-0,148

-0,032

-0,024

0,015

-0,001

-0,211

-0,068

0,270

-0,176

0,056

0,045

0,072

-0,004

-0,185

-0,072

0,553

**

0,404

0,123

0,082

-0,054

-0,043

-0,264

-0,090

0,495

**

0,196

0,169

1,146
0,222
1234

1,206
0,198
1235

1,081
0,151
1235

3,102
0,127
1233

3,295
0,101
1235

2,267
0,210
1233

1,813
0,392
1235

1,355
0,302
1230

***

Data source: CCB 2019 survey. Dumitru Sandu – own calculations. Each column of the table represents a multiple regression model based on the method
of the lowest squares. Dependent variables are types of leisure practices defined here through their specific public place or the content of the activity.
Levels of significance for the regression coefficients *** 0.001; ** 0.01; * 0.05.
Inverse proportionality- or negative co-variation relations are marked with “-“, and positive or direct proportionality relations are not marked by algebraic
sings (“+” is implicit).
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Factors that positively (+) or negatively (-) influence the frequency of some cultural leisure practices (Table A.1.1 continued)

education
level
(ref. cat.
others)

age
(reference
category
45-59
years old)

Predictors

entertainment
*

cinema

music

man*

0,077

age 18-29 years old *

0,155

age 30-44 years old*

0,119

age 60+ years old*

-0,005

-0,048

single*

0,104

0,118

0,111

middle school education*

0,007

0,039

-0,116

high school education*

0,075

0,103

*

0,034

higher education*

*

0,087

**

0,070

0,459

***

0,215

0,233

***

0,120

0,147

*

0,193

***

0,076

0,100

***

0,061

**

0,133

overseas migration experience for another
person in the family *

-0,030

0,022

-0,025

0,056

-0,002

0,082

fixed-salary employee*

0,427

***

0,351

***

0,571

***

0,678

***

*

0,235

***

0,224

**

-0,271

***

-0,286

***

0,269

**

*

***

0,067

0,032

0,029

0,008

-0,004

0,003

0,074

-0,032

-0,042

-0,085

0,020

-0,151

North Oltenia

-0,038

-0,071

-0,110

-0,163

South Oltenia

-0,249

***

-0,113

North Muntenia

-0,225

***

0,111

-0,110

South Muntenia

-0,205

**

-0,066

-0,131

-0,280

area of the counties Suceava-Iași -0,138

*

-0,146

*

-0,091

-0,482

**

-0,145

-0,039

0,032

0,162

0,174

0,204

1,153
0,257
1234

1,011
0,351
1234

1,268

_cons

R2
N

0,371

**

0,098

-0,014

-0,032

0,050

0,012

-0,063

-0,323

-0,174

-0,078

-0,096

-0,342

-0,041

0,010

-0,045

**

-0,170

0,045

0,083

-0,045

***

-0,047

0,026

-0,102

0,007

-0,034

0,172

-0,015

0,077

-0,081

0,069

0,222

0,015

0,064

-0,027

*

-0,030

0,317

*

0,104

0,180

-0,030

-0,062

0,422

**

0,155

0,128

-0,203

0,924
0,210
1228

0,809
0,362
1227

1,623
0.158
1234

1,424
0,410
1233

***

0,981
0,310
1228

*

***

0,076

0,118

*

0,061

0,001
**

***

-0,045

***

0,087

0,138

-0,470

0,149

0,057

0,047

0,101

-0,167

Bucharest

**

0,275

**

**

-0,091

***

**

towns of over 200 thousand inhab. 0,113

-0,135

***

0,021

-0,082

**

0,201

***

0,053

-0,088

0,245

0,352

-0,094

-0,058

0,138

0,234

-0,078

*

-0,017

0,064

-0,094

towns of 100-200 thousand
inhab.

**

0,101

0,153

*

-0,160

0,180

***

0,103

0,015

-0,145

***

0,180

0,066

0,365

communes of over 2500 inhab.

0,770

0,097

0,201

area of the counties BV SB TM
CJ

*

0,163

0,095

0,169

-0,128

-0,036

-0,066

**

*

***

0,130

**

local celebrations

0,177

-0,080

0,064

mainly Hungarian cultural area

***

disco

-0,089

***

Cultural area of residence
(ref. cat. - others)

***

sports
competition

***

0,093

Locality type
(ref. cat.
Communes
of under 2500
pers.)

0,117

sports
practising

0,337

-0,013

personal overseas migration experience*

Modern communication devices index
(computer, smartphone, tablet)

restaurant

**

0,075

**

0,116

0,418

***

-0,131

-0,013
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Tabelul A1.2. Predictive models for the belonging to a certain cultural area, depending on the frequency of adopting some
leisure practices
BucharestIlfov

Dobrogea

NT BC VR
GL

BT VS

Suceava-Iași

North-East
Muntenia

South
Muntenia

North
Muntenia

South
Oltenia

North
Oltenia

BV SB CJ
TM

Maramureș

CV HG MS
BH

SJ BN

Interviewees’ cultural areas of belonging considered as dependent variables
AB AD CS
HD

Leisure practices
used as predictors of
the belonging to a
certain cultural area:
frequencies of going
to / on ...
trips

-0,556 **

0,282

-0,003

-0,319

0,230

* -0,244

0,036

0,577 *** -0,172

-0,230

-0,214

0,060

0,092

0,011

parks

-0,038

0,302

-0,039

-0,171

0,009

-0,101

-0,305

* -0,312 ** -0,066

-0,147

0,348 *** -0,079

-0,214

0,622 *** 0,101

entertainment

-0,063

0,295

0,008

0,761

0,450

0,215

-1,015

** -0,965 *** -0,599

0,365

-0,469

-0,900 * 0,140

0,237

0,276

mall

-0,091

-0,309

-0,517 *** 0,300

0,004

0,009

0,159

-0,107

-0,166

0,316

0,046

-0,265

0,175

0,082

0,247

*

music show

0,051

0,158

-0,255

0,143

0,141

-0,366

0,386

-0,353

-0,108

-0,793

-0,135

0,033

-0,205

0,019

0,488

**

cinema

0,481

-0,318

0,101

-2,251 ** -0,464 **

0,138

0,071

0,856 *** 0,114

0,794

* -0,397

-0,020

0,109

-0,603 ** 0,395

*

practised sport

0,104

0,389

-0,091

0,246

0,126

0,072

0,096

-0,316 * -0,196

-0,110

0,111

-0,225

0,056

-0,112

0,009

sports competition

-0,387

0,156

0,371

-0,205

-0,139

0,075

-0,715

0,106

0,265

0,141

0,236

0,200

-0,559 ** 0,036

0,118

restaurant

0,496 *** 0,419

0,019

0,335

-0,138

0,216

-0,293

0,246

-0,159

0,249

relatives-friends

-0,211

-0,955 ** -0,108

-0,109

0,284

* -0,102

historical monuments

-0,031

-0,277

-0,578 *

0,387

museums

-0,420

0,312

0,164

-0,764

theatre

-1,003 ** -0,127

1,080 *** -0,090

library

0,191

0,060

0,574 *** -0,188

0,075

-0,321

-16,913

local celebrations

0,839 *** -0,384

1,143 *** 0,468

-0,189

0,002

0,449

disco

-0,199

-0,203

0,019

-1,206

-0,552 **

0,206

church

0,193

0,466

0,227

0,558

** -0,263 **

0,288

constant

-2,279

-4,300

-5,521

-2,705

-1,612

Nagelkerke R2

0,103

0,182

0,910

0,121

0,249

*

**

*

-0,591 *** -0,200

0,591 *** 0,616

0,531 *** 0,031

-0,162

0,040

-0,497

-0,148

0,014

-1,131

0,124

-0,015

-0,500 ** -0,665

0,599

0,076

-0,607

-0,577 *** -0,182

0,491 ** -0,038

-0,173

-0,100

0,194

0,070

-0,113

0,205

0,021

-0,363

0,504

-0,134

0,217

0,318

-0,053

0,209

-0,530

0,684 ***

0,569 *** 0,394

** -0,121

0,084

0,163

0,039

-1,260 **

0,338

-0,062

-0,448

-0,733 ** -0,443

-0,059

0,157

0,198

-1,570 *** 0,226

0,515

0,183

0,461

-0,073

0,047

-0,228 *

-2,425

18,094

-1,548

0,040

0,213

0,133

*

*

0,096

-0,219

-0,108

-0,561 **

-0,274

-0,136

0,118

-1,058 ***

0,298

0,100

0,401

0,120

-0,394 **

0,157

0,074

-0,245

0,379 ** -0,206

-0,059

-1,111

-2,327

-2,308

-1,262

-4,435

-4,335

-2,816

0,138

0,177

0,103

0,078

0,115

0,087

0,165

* -0,464

*

Data source: CCB survey. Own calculations, DS. Each column of the table represents a logistic regression model wherein the dependent variable is the cultural
area of belonging. The models are built in order to test the hypothesis that the belonging to a certain cultural area may be estimated from the variables measuring
the frequency of public leisure practices at individual level. The table values present the b coefficients, not odds ratios. Significant levels 0.05 *, , 0.01 **, 0.001 ***.

The distribution of the answers for all the types of activities
present in the questionnaire is found in Graph A1. As we can
notice, the highest percentages for the category marking the
highest frequency („Weekly / more often”) are recorded for
those activities that cannot be classified as cultural – in the

narrow sense of the term –, but which denote the preference
for the interaction with close persons and relaxation. At the
other end of the spectrum, that of the low frequency and
even nonparticipation, we find precisely those activities that
usually come to our minds when thinking about cultural
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consumption (going to theatre, cinema, museums, music
shows etc.), and this is also maintained when considering

the category of answers “once a month”.

Graficul A1. Frequency of participation in public cultural consumption activities – general distributions
Weekly / more often

Monthly

You have met with relatives and friends

Once / several times a year
61%

You have walked in parks, green areas

43%

28%
24%

You have gone to church
21%

17%

28%

You have gone to malls
18%

34%

29%

You have practised sports
17%

Never

12%

26%

15%

You have gone to a restaurant / bar/ pub / café, but not in a mall
13%
24%
You have gone on trips outside your locality
6%
19%

8% 3%
16%
17%
27%
56%

24%

39%
41%

34%

You have attended sports competitions as a spectator
3%
9%
22%

66%

You have gone to a disco / club
2
7%
14%

77%

You have visited a museum (of any type), exhibition or art gallery
4%
33%

62%

You have visited a historical monument or archaeological site
6%
38%

55%

You have gone to a public library to read or borrow books
4%
12%

83%

You have gone to the cinema
8%

66%

You have gone to the theatre
4%

25%

73%

22%

You have attended local events / celebrations
6%

60%

You have attended music shows (any kind)
8%
You have attended comedy shows
7%
Something else
2

36%
30%

33%
55%
62%
97%
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Graph A2 comprises the first five cultural leisure practices
from the bigger list (see Graph A1), which scored the highest
percentages by summing the categories of answers: „weekly
or more often”, „monthly” and „once or several times a
year”. Thus, the category „at least once in the last year” was
obtained, as the questionnaire item had „the last 12 months”
as time reference.
At a general level, we notice, similarly to the previously
presented distribution, that the activities in this top are not
those activities that are usually associated with the concepts
of “culture” and “cultural consumption”, but those associated
with interactions with close persons and / or relaxation. The
exception is the item on the fifth position – participation in local
celebrations or events – which in the literature dedicated to the
cultural consumption is, most of the times, framed as a “mass”
cultural product, dedicated to a general audience (Graph 2).
Graficul A2. Top five cultural leisure practices

percentages on the category of answers “never” (except for
the answer option “Something else”).
Graph A3 presents the first five activities that scored
low percentages for the categories of answers including
a participation of at least once a year, having the highest
percentages of non-participation in the last year. Of these,
three are activities that express the cultural consumption
directly – going to the library (82%), going to theatre (73%)
and going to the cinema (66%). In the other two cases the nonconsumption may be explained by addressing some segments
defined either on age (going to the club) or specific sports
interests (going to sports competitions as a spectator).
Graficul A3. Top five cultural leisure practices
with frequency „never”
You have gone to a public library to read or borrow books
82%
You have gone to a disco / club

You have met with relatives and friends

77%

97%

You have gone to the theatre

You have walked in parks, green areas
84%
You have gone to church

83%

You have attended sports competitions as a spectator
66%
You have gone to the cinema

You have gone to malls

73%

You have attended local events / celebrations

68%

Although the title of this publication is Cultural Consumption
Barometer, the cultural non-consumption, non-participation is
always the logical reverse of all the analyses that highlight
what people prefer to do more often. Consequently, we chose
to also present those leisure practices that scored the highest

73%

66%
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1. Introduction
Numerous social theories state that the appearance of a
new mass communication medium brings along important
social transformations. For example, Benedict Anderson believes
that the printings, as cultural products circulated in a capitalist
system of production, were the basis of forming an identityrelated conscience, as a consequence of reasons of linguistic
recognizability. This identity-related conscience is described
as a key element that led to the strengthening of the national
states and their specific governing apparatus1. Furthermore,
Jürgen Habermas considers that the mass distribution of
newspapers favoured the occurrence of cultural consumption
forms that were the basis of articulating what we know as “the
public sphere”, subsequently contributing to the re-definition of
the citizens’ relationship with the public authorities2. In order to
illustrate the impact of the mass media we cannot ignore the
social transformations brought by the radio and television as
mass media, either. The radio and television have contributed to
the reinforcement of the connections between cultures and to
the intensification of the transfer of information on themes that
exceeded the sphere of the immediate experience of the members
of a community, which has restructured the individuals’ vision on
the world they lived in3.
The non-public cultural consumption practices are in an
interdependent relation with the public or domestic cultural
consumption practices, as all these three consumption
categories influence each other. In this respect, we may tackle
the theoretical perspectives that describe the diversification of
mass communication and entertainment media as a process
1

Benedict Anderson, Imagined Communities: Reflections on the Origin and
Spread of Nationalism (Londra: Verso, 1991).

2

Jürgen Habermas, The Structural Transformation of the Public Sphere: An
Inquiry into a Category of Bourgeois Society (Cambridge Massachusetts:
MIT Press, 1989).

3

Marshall McLuhan, Understanding Media: The Extensions of Man (Londra:
Routledge & Kegan Paul, 1964).

that generally favoured an increase of the non-public cultural
consumption. At the moment of its appearance, each mass
communication medium was competing with the existing
consumption practices, by restructuring the leisure ways and
giving the public new opportunities of interaction with a cultural
content. As an illustration of this fact we may discuss the manner
in which the domination of newspapers as information media
was threatened by the development of the audio-visual media4.
Furthermore, radio and television influenced the public cultural
consumption (theatre, cinema) by offering the public the possibility
to have access to a series of media products such as movies,
entertainment shows or programmes in the comfort of their
homes5.
The Internet is part of the category of technological innovations
of relatively recent date, whose effects have profoundly marked
the society. The audio-visual mass media (radio, TV) and the
printed cultural products (newspapers, magazines, books)
address a public in a dispersed space. Unlike them, the Internet
introduces the dimension of interconnectivity in the cultural
consumption practices, by creating a space that in the end has
its own distinct existence, gathering the users in a participative
and dynamic environment (“the online environment”). Beyond
the fact that digital instruments have intervened in the ways of
leisure and remodelled the personal consumption preferences, the
Interned has produced the offline-online dichotomy as a relevant
differentiation in interpreting the social worlds.
While the online dimension is characterised by interconnectivity
and interactivity in producing cultural content, the offline
dimension is characterised by tangibility and physicality, thus
favouring a unidirectional relationship between the object of
cultural consumption and the individual that relates to it.
4

David Davies, ‘From Ridicule to Respect. Newspapers’ Reaction to Television,
1948 - 1960’, American Journalism, 15:4 (1998), 17–33.

5

David Morley, Family Television: Cultural Power and Domestic Leisure
(Londra and New York: Routledge, 1999).

54 Variations of the non-public cultural consumption: the offline-online dichotomy
Following the lines of the analytical perspective of theorising
the offline-online dichotomy, we shall further on adopt a
dualist approach and focus exclusively on the consumption of
printed cultural products (the offline space), by relation to the
consumption of cultural products in the online environment.

Therefore, we shall not take into consideration elements related
to the consumption of audio-visual products corresponding
to the legacy media, as they will be approached as the main
object of analysis in the chapter „TV and radio media content
consumption. Preferences and expectations”.

2. Variations of the non-public cultural consumption:
the offline-online dichotomy
This subchapter is going to theorise both the consumption
of printed cultural products, generically denoted by the
syntagm “non-public cultural consumption in the offline”6,
and the consumption of cultural products in the online, which
means accessing contents for which an Internet connection is
necessary7.
Galit Nimrod and Hanna Adoni have made a comparison
between the online and offline dimensions of the cultural
consumption, trying to identify an essence of what we may call
“e-leisure”, a term coined to denote the practices derived from
using the Internet as a way of leisure8. Hereinafter, we shall use
the abovementioned authors’ perspective in order to make
a comparison between the consumption of printed cultural
products and the consumption of cultural products in the online,
referring to the aspects that underpinned the data collection
within the study on the non-public cultural consumption practices
at the level of the Romanian society.
6

Reading newspaper, reading magazines and reading books (on printed
support)

7

Using social networks, using the Internet to listen to online music or radio,
watching online video materials, reading online press, using the Internet to
search for information on cultural events, watching online TV programmes
or movies, reading or watching blogs or vlogs, attending online classes or
tutorials, purchasing books, CDs, theatre tickets, visiting websites of museums,
libraries or specialised sites with the purpose to improve one’s general
knowledge on a subject.

8

Galit Nimrod și Hanna Adoni, ‘Conceptualizing E-Leisure’, Society and
Leisure, 35:1 (2012), 31–56.

The analysis framework is proposed by Galit Nimrod and
Hanna Adoni9 and it is based on a series of defining aspects
that we are about to discuss, with direct reference to the nonpublic cultural consumption. The first of the differentiating
aspects of the online-offline dimensions in the non-public
cultural consumption refers to the temporal component
from the viewpoint of the temporal segmentation, duration
and consumption frequency, of synchronicity, simultaneity
and continuity. The second aspect focuses on the actional
component and approaches such issues as the purpose of
practices, sociability degree, structural factors, spatiality,
anonymity and expressivity. The third refers to the experiential
component, characterised by subjective significations,
motivational structures, interactivity and virtuality.

2.1 Temporal component
The temporal segmentation and temporal organisation
(frequency and duration) are aspects that do not significantly
differentiate the non-public cultural consumption in the
online from the offline consumption. On the other hand, the
other three characteristics – synchronicity, simultaneity and
continuity are considered differentiating factors of the two
types of cultural consumption that are the reference themes
of the comparative approach.
9 Ibid.
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Temporal segmentation: According to a set of theoretical
perspectives, both the consumption of printed cultural products
(offline consumption) and the consumption of online cultural
products (online consumption) integrate leisure activities
developed in the absence of contractual obligations. In other
words, the non-public cultural consumption is part of the
leisure activities in the context of a rigid differentiation and
segmentation of the “free time” versus the “contracted time”10.
In this sense, it is considered that the activities are exclusively
determined by the personal leisure preferences assimilated by
the individuals that make up the public11. However, there are
also other theoretical perspectives that consider that the nonpublic cultural consumption practices are not part of the leisure
activities exclusively, but they are intertwined with the sphere of
occupational activities. This fluid situation of the differentiations
between the “free time” and “contracted time” is more likely to
characterise the online non-public consumption than the offline
one, as a consequence of the fact that the borders between
the free and contracted time are blurred under the influence
of digital technologies and occupational models specific to the
“fast capitalism”12.
Frequency and duration: From the viewpoint of the temporal
component, the non-public cultural consumption is characterised
by frequency (the number of times the consumption behaviour
is manifested within certain time units – annually, monthly,
weekly) and duration (the time intervals during the day
when the consumption behaviour is manifested)13. No major
differences were revealed between the online non-public cultural
consumption and the offline one in terms of frequency and
duration, as both forms of consumption may be subsumed to
10 John Robinson, ‘The Time-Diary Method. Structure and Uses’, în Time Use
Research in the Social Sciences, ed. Wendy Pentland et al. (New York:
Kluwer Academic Publishers, 2002), pp. 47–89.
11 Ibid, p. 33.
12 Ben Agger, ‘iTime: Labor and Life in a Smartphone Era’, Time & Society,
20:1 (2011), 119–36.
13 Galit Nimrod și Hanna Adoni, ‘Conceptualizing E-Leisure’, Society and
Leisure, 35:1 (2012), 31–56 (p.33).

routine practices considered to be influenced by the individual
and structural factors. It is considered that the differences
observed in the analysis of the distribution of the frequency and
duration of cultural consumption practices by social categories
are due to the fact that the cultural values assumed by
individuals are reproduced at the level of a society by fostering
a set of consumption preferences and behaviours translated into
social inequalities14. Therefore, cultural elements are subsumed
to structural constraints that operate at macro-social level, and
all these are visible at the level of the frequency and duration of
the individuals’ involvement in non-public cultural consumption
activities15.
Synchronicity: From the viewpoint of synchronicity, reading
printed products is a behaviour manifested in time and space in
a dispersed manner, as the consumption object is not received
simultaneously by all the persons that make up the public.
Furthermore, this type of consumption is asynchronous, and its
underpinning situational character rather pertains to individual
than to social factors. Unlike the offline cultural consumption,
the online cultural consumption is much more flexible, the
reception process being situated on a continuum between
the synchronous and asynchronous character16. Despite
this differentiation, we cannot speak about a superiority
of a communication environment over another: both the
environments characterised by a high level of synchronicity and
those that favour an asynchronous process prove to be efficient
depending on the situation wherein they are used and on the
purpose of their use17.
14 Dave O’Brien și Kate Oakley, Cultural Value and Inequality: A Critical
Literature Review. Report, 2015.
15 Pierre Bourdieu, Distinction: A Social Critique of Taste (Harvard University
Press, 1984).
16 Galit Nimrod și Hanna Adoni, ‘Conceptualizing E-Leisure’, Society and
Leisure, 35:1 (2012), 31–56 (pp. 40-41).
17 Alan Dennis și Joseph Valacich, ‘Rethinking Media Richness: Towards
a Theory of Media Synchronicity’, in Proceedings of the 32nd Hawaii
International Conference on System Sciences (Los Alamitos: IEEE Computer
Society Press, 1999), pp. 1–10 (p. 7).
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Simultaneity: At the same time, simultaneity (associated
with what we call “multitasking”) is considered a behaviour
specific mostly to the online cultural consumption. From the
viewpoint of the complexity and opportunities offered by
technology, it is more probable and feasible that the online
cultural consumption practices be integrated into multipleprocessing actions than in the case of practices specific to the
printed cultural products. This statement may be supported
by the fact that the online technologies have brought the
preoccupation for the simultaneity of activities to scientists’
attention, and this simultaneity is considered a phenomenon
that takes a specific form in the present society18. As far as the
dimension of simultaneity is concerned, a series of studies have
shown that it is mainly characteristic to younger generations,
who perform concomitant online and offline activities19,
which requires a specific effort and an increased degree of
distributive attention from the consumer of a cultural content.
Continuity: Last, but not least, the dimension of continuity
is different in the online as compared to the offline. Both the
online non-public consumption practices and those related to
the consumption of printed products allow for the interruption
of an activity and its continuation after a certain period of time.
However, the possibilities of expansion or constriction of the
time horizons wherein the leisure activities are performed are
subject to constraints that operate differently in the online as
compared to the offline, and these constraints are dependent
on aspects that make the online content more perishable than
the printed one20.

18 Susan Kenyon, ‘Internet Use and Time Use. The Importance of Multitasking’,
Time & Society, 17:2–3 (2008), 283–318 (p. 284).
19 Jatin Srivastava, Masato Nakazawa, și Yea-Wen Chen, ‘Online, Mixed, and
Offline Media Multitasking: Role of Cultural, Sociodemographic, and Media
Factors’, Computers in Human Behavior, 62 (2016), 720–29 (p. 725).
20 Katelyn Burton, ‘Eternal or Ephemera? The Myth of Permanence in Online
Writing’, Computers and Composition, 38 (2015), 57–67.

2.2 Actional component
The practices of cultural consumption of printed products
are not different from the online cultural consumption
practices as far as the purpose and manner of operation
of the structural factors are concerned. On the other hand,
sociability, spatiality, anonymity and expressivity are aspects
that substantially differentiate the two types of consumption.
Purpose of the consumption practice: The purpose of the
performed activity is one of the main criteria depending on which
the non-public cultural consumption practices may be analysed.
Even though under the umbrella of the actional component we
may differentiate several patterns that consider the characteristics
of the action in relation to the product-object of consumption, we
cannot state that the online cultural consumption practices are
significantly different from the offline ones in terms of their purpose.
Galit Nimrod and Hanna Adoni distinguish between the physical
consumption, intellectual consumption, social consumption and
creative consumption, between formal and informal consumption,
between solitary and collective consumption, between mass and
elite consumption21. For the most part, the enumerated forms
of consumption are characteristic to both online and offline
practices. It is worth mentioning that, although the online nonpublic consumption was associated to sedentary practices, once
the technical means of entertainment progressed, this type of
consumption may also be subsumed to some physical activities
(e.g. movement sensor-based video game consoles connected to
the Internet)22. Nonetheless, the physical movement aspect does
not correspond to the consumption of printed cultural products,
which is an exclusively sedentary practice.
Sociability: It is considered that the sociability dimension
characterises the online non-public cultural consumption to a
higher degree than in the case of the practices of consumption
of printed cultural products. Even though the Internet users seem
21 Galit Nimrod și Hanna Adoni, ‘Conceptualizing E-Leisure’, Society and
Leisure, 35:1 (2012), 31–56 (p. 34).
22 Ibid, p. 35.
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to establish a direct interaction with their work environment, the
online space offers the possibility of building social relationships
by establishing interactions with other members of the public
that take part in consumption practices. Moreover, entering
the online environment involves a set of cultural and technical
skills, such as familiarisation with certain conventions and having
knowledge on using specific applications or devices23, not to
mention the embracement of norms and values specific to the
various online consumption communities.
Structural factors: Both the practices of non-public cultural
consumption and those specific to the public or domestic
cultural consumption are dependent on certain factors
pertaining to the individual’s position within the society.
Galit Nimrod and Hanna Adoni make a distinction between
„intervening constraints” and „antecedent constraints” to refer
to the structural factors that intervene on the consumption
of cultural products in the online24. From their perspective,
the intervening constraints refer to the manner in which the
preference for a certain form of consumption is cultivated in
the socialisation process. Thus, it is considered that accessing
the various contents pertains to the cultural capital, unequally
distributed at the level of a society. From this point of view,
the cultural consumption is regarded as an act pertaining to
the individuals’ preferences, which they form in relation to the
environment they live in, which determines certain persons to
be selective or to exclude themselves from certain forms of
consumption, which would be accessible from their position,
though. By contrast, the antecedent constraints are of social
and structural nature, involving a differentiated access to
resources and being dependent on the infrastructure or on
the offer of products or services available in the social milieu.
Therefore, accessibility may be defined in both economic and
cultural terms, and the intervening and antecedent constraints
equally affect the online and the offline spaces. This means
that, from the viewpoint of the action of the structural factors,

there are no significant differences between the consumption
of printed cultural products and the consumption of digital
cultural products.
Spatiality: In relation to the actional dimension, spatiality
is one of the aspects that differentiate the online non-public
consumption from the offline non-public consumption. While
the offline consumption takes place in a physical space capable
to ensure the product’s tangibility, the online consumption
is carried out in a virtual space. The online consumption of
cultural contents depends on the digital environment’s intrinsic
possibilities, as we are speaking of a consumption mediated by
a computer or other devices connected to the Internet25. More
precisely, the consumption of online products is de-territorialised,
it can take place in any physical space where there is an Internet
connection, while for the consumption of printed cultural
products it is necessary that the consumption object and the
consumer be present in the same physical space and timeframe.
Anonymity: A certain degree of anonymity characterises
both the consumption of online cultural products and
the consumption of some cultural products in the offline
environment. The addition of the online is a certain control over
the anonymity and an individual autonomy in the reflection of
the identity-related displays to which an individual resorts as
a consumer of a cultural product26. From this point of view, we
may consider that the dimension of the anonymity control in
the reception is one of the aspects that place the online nonpublic consumption at the border between public and private.
Expressivity: Anonymity as a dimension of the actional
component is in relation with the dimension of social expressivity,
the latter being considered as a characteristic attributed
exclusively to the online consumption of cultural products. Unlike
the consumption of printed cultural products, which includes
practices that require forms of identity-related expression limited
within a specific spatial, temporal and interactional context, the

23 Ibid, p. 36.

25 Ibid, p. 33.

24 Ibid.

26 Ibid, p. 43.
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Internet offers the possibility of forming consumption practices
that would underpin the expression of individuality systematically
and coherently in time. Through its social dimension, the online
environment provides instruments for the strengthening of an
“online self”, as a facet of a larger identity27. Therefore, we may
consider that the identity-related expressivity is more substantial
in the forms of online cultural consumption than in other
practices of non-public cultural consumption.

2.3 Experiential component
While the practices of consumption of some printed
cultural products are similar to the practices of consumption
of online cultural products as regards the consumer’s
subjective significations and motivational structures, the
two types of consumption are different in terms of degree
of interactivity and virtuality as specific traits of the
environment.
Subjective significations: The experiential component
firstly refers to the subjective significations attributed to a
cultural consumption practice by the individuals. Both the
online consumption of some cultural products and the offline
consumption of some cultural products offer an immersive
experience to the public, which may be internally valorised
for the escapist nature of some entertainment or relaxation
practices, as well as for aesthetical reasons28. Additionally,
we may mention reasons of information and accumulation
of general knowledge.
Motivational structures: We can also notice a similarity
between the online and offline consumption forms in terms
of the motivational structure underpinning the public’s
involvement in a certain activity, so that both internal
27 Liam Bullingham și Ana Vasconcelos, ‘“The Presentation of Self in the
Onlineworld”: Goffman and the Study of Onlineidentities’, Journal of
Information Science, 39:1 (2013), 101–112.
28 Galit Nimrod și Hanna Adoni, ‘Conceptualizing E-Leisure’, Society and
Leisure, 35:1 (2012), 31–56 (p. 38).

and external motivational factors operate in the process
of choosing a type of cultural content, regardless of its
support29. At the same time, the effort invested in the
consumption of the various cultural products is similar for
the online and the offline, while the derived benefits may be
psychological, educational, social or economic for both types
of consumption considered30.
Interactivity: One of the most important differences that
characterise the consumption of printed cultural products
versus the online consumption of cultural products pertains
to the degree of interactivity31. In this case, the element of
specificity is given by the fact that the online environment
offers the users a participative experience reflected through
the capacity of intervening on the practice and reacting to the
content consumed. The interactivity aspect is also reflected by
the fact that the digital technologies offer their users a stronger
sense of engagement and content control, at the same time
opening the possibility of using the cultural consumption to
establish social relationships with persons who share the same
values and similar life visions.
Virtuality: The possibility to perform actions in a virtual
space complementary to or substituting the physical space
is the aspect that significantly differentiates the online
consumption forms from other forms of consumption. Even
though both the consumption of printed cultural products
and the consumption of cultural products in the online
environment position the individuals on a continuum between
reality and fiction, both generating an immersive experience
of alteration of time perception, the digital media are the only
ones that give the individuals the possibility to act on a space
found at the intersection between the concrete reality and
the virtuality created by the digital instruments32. From this
29 Ibid, p. 39.
30 Ibid.
31 Ibid, p. 42.
32 Ibid, p. 45.
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point of view, some specialists in digital technologies propose
making a distinction between virtuality as a simulated world

and virtuality as a space of action formed via technological
mediation33.

3. Restructuring the offline-online border
Despite the comparative approach on the offline and online
environments, we cannot ignore the perspectives that question
the offline-online dichotomy, wherein at least two reasons are
considered 33
The first reason refers to the fact that some of the existing
printed cultural products have a digital substitute, which
makes this distinction irrelevant in practice. Moreover, as a
consequence of the development of the Internet connection
infrastructure and of the higher and higher accessibility
of digital technologies, there occurs the issue of the social
sustainability of the means of distribution of the printed
cultural products.
On the one hand, there are perspectives that consider that
we are currently assisting to a decline of the consumption of
printed cultural products. In this regard, three explanatory
factors are discussed in order to interpret the digital versus the
printed media34. The first of the factors identified by Leopoldina
Fortunati and John O’Sullivan explains the decline of the
newspapers and magazines as information media through the
fact that they operate on a hierarchical communication model,
incapable to fully respond to the individuals’ requirements. This
happens because the needs of information are permanently
reconfigured through the fact that the digital environment
is capable to offer a participative model more attractive
for the public both in relation with the production and the
33 Don Slater, ‘Social Relationships and Identity Online and Offline’, în
Handbook of New Media: Social Shaping and Consequences of ICTs,
ed. Leah Lievrouw și Sonia Livingstone (Londra and New York: Sage
Publications, 2002), pp. 533–46 (p. 534).
34 Leopoldina Fortunati și John O’Sullivan, ‘Situating the Social Sustainability of
Print Media in a World of Digital Alternatives’, Telematics and Informatics,
37 (2019), 137–45.

consumption of some cultural contents. Secondly, the same
study considers that some editorial models underpinning the
printed publications follow the principles of a market economy,
which makes them sensitive to the various constraints
regarding the form and type of the circulated content. Thirdly,
there is also a critical perspective in relation to the incapacity of
some editorial offices to adapt to the audience’s consumption
needs, which may explain the decline of the printed press and
publications. It is considered that this decline is characteristic
to those publications that have operated on certain models
which proved uncompetitive in relation to the interactive and
instant information media specific to the social networks,
online publications or other correspondent digital media.
On the other hand, other perspectives can be identified,
which discuss a supremacy of the printed press in relation
to the digital one, and in this case it is considered that the
printed cultural products favour the verification of sources
and the filtering of the content prior to the publication, thus
proposing a consumption model which entails more analysis
and criticism from the public. In supporting this argument, the
theorists of this perspective discuss the observations according
to which the production and distribution of content based on
a participative model has led to the creation of vulnerabilities
of the digital environment as compared to the printed press.
These vulnerabilities especially pertain to aspects referring to
the de-professionalization of journalistic practices and to the
phenomenon of fake news, which both lead to a polarisation
of opinions35. The advocates of this perspective believe that we
can speak about a revitalisation of the consumption of some
printed cultural products via governmental support initiatives.
35 Nick Richardson, ‘Fake News and Journalism Education’, Asia Pacific Media
Educator, 27:1 (2017), 1–9.
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The second reason referring to the permeability of
the offline-online border is based on the highlighting of
hybrid practices at the crossroads of the online non-public
consumption and the offline non-public consumption, which
cannot be definitely framed in either of these categories.
Klára Šimůnková defines the hybrid space as an environment
where the physical and the digital characters are interwoven
in such a way that the delineation between the two becomes

unperceivable, and this gives rise to the concept of “online/
offline hybridity”36. In order to illustrate hybrid practices, we
shall focus in this study on the consumption of some digital
entertainment cultural products37. Such practices require the
interaction with a content on a digital or electronic support,
with no clear knowledge on whether this support is purchased
or accessed in the presence or the absence of an Internet
connection.

4. Non-public cultural consumption at the level of
the Romanian society
4.1 Consumption of printed
cultural products
Distribuțiile procentuale ce descriu consumul de produse
cuThe percentage distributions describing the consumption of
printed cultural products are similar at the level of the three
practices considered in Table 1. The percentage of people who

have read newspapers at least once a week (22%) is similar to the
percentage of those who have read books weekly (22%). There
are no significant differences from the previously mentioned
values in the practice of reading magazines, either; 19% of the
respondents resorted to this activity on a weekly basis. Therefore,
we may state that the respondents read books to the same
extent to which they read magazines and newspapers.

Table 1. Consumption of printed cultural products
In the last 12 months, how often ...?

Daily

Once/ several times
a week

Monthly

Once/ several
times a year

Never

Total

N

... have you read newspapers in paper format

8%

14%

15%

20%

43%

100%

1233

... have you read magazines in paper format

4%

15%

18%

21%

42%

100%

1232

... have you read books (in general)

9%

13%

16%

23%

39%

100%

1234

36 37

Table 2 highlights a series of gender differences in the
consumption of printed cultural products. Reading newspapers
36 Klára Šimůnková, ‘Being Hybrid: A Conceptual Update of Consumer Self
and Consumption due to Online/Offline Hybridity’, Journal of Marketing
Management, 35:1–2 (2019), 40-74.
37 Using various devices to listen to music or radio, watching movies on DVD/
CD/ Blu-Ray, games on computer/ laptop or console, games on mobile
devices (phone, tablet).

is an activity specific mainly to the male respondents, while
book reading is a practice found to a higher extent among
women. More precisely, 25% of the male respondents have
read newspapers at least once a week, while this percentage
reaches 18% among women. For the practice of reading books
the situation is greatly opposite. This time, 25% of the female
respondents have read books at least once a week and only
18% of the male respondents have practiced such an activity.
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As regards the magazine reading, the observed differences
between men and women, both at daily or weekly level and

at monthly or yearly level, are not statistically significant, as
the percentage values fall into the error margin of the survey.

Table 2. Consumption of printed cultural products, depending on gender
In the last 12 months, how often ...?
... have you read newspapers in
paper format

... have you read magazines in
paper format

... have you read books (in general)

Men

Women

Men

Women

Men

Women

Daily

10%

5%

4%

3%

7%

10%

Once/ several times a week

15%

13%

15%

14%

11%

15%

Monthly

15%

15%

15%

22%

17%

15%

Once/ several times a year

19%

21%

20%

22%

24%

22%

Never

41%

46%

46%

39%

41%

38%

Total

100%

100%

100%

100%

100%

100%

N

603

630

602

631

603

631

Age is a factor that makes little difference in the
consumption of printed cultural products (Table 3). Newspaper
reading is the only practice at the level of which significant
differences are noticed between the categories of persons
classified by age. Thus, 38% of the persons above 65 years old
have read newspapers at least once a week, while the young

people between 18 and 35 years old have read newspapers
weekly in a proportion of 7%. Particular consumption models
are not visible in relation to the practices of reading magazines
and books, as the differences between the age categories are
small, and the values are distributed uniformly and do not
highlight a clear trend.

Table 3. Consumption of printed cultural products, depending on age
In the last 12 months, how often ...?

–– Have you read newspapers in paper
format

–– Have you read magazines in paper
format

Daily

Once/ several
times a week

Monthly

Once/
several
times a year

Never

Total

N

–– 18-35 years old

–– 1%

–– 6%

–– 12%

–– 26%

–– 55%

–– 100%

–– 324

–– 36-50 years old

–– 7%

–– 14%

–– 17%

–– 24%

–– 38%

–– 100%

–– 361

–– 51-65 years old

–– 9%

–– 16%

–– 19%

–– 18%

–– 38%

–– 100%

–– 276

–– Above 65 years old –– 15%

–– 23%

–– 12%

–– 10%

–– 40%

–– 100%

–– 271

–– 18-35 years old

–– 1%

–– 10%

–– 17%

–– 24%

–– 48%

–– 100%

–– 326

–– 36-50 years old

–– 2%

–– 15%

–– 20%

–– 24%

–– 39%

–– 100%

–– 361

–– 51-65 years old

–– 3%

–– 15%

–– 19%

–– 17%

–– 46%

–– 100%

–– 277

–– Above 65 years old –– 7%

–– 10%

–– 13%

–– 21%

–– 49%

–– 100%

–– 270
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In the last 12 months, how often ...?

–– Have you read books (in general)

Daily

Once/ several
times a week

Monthly

Once/
several
times a year

Never

Total

N

–– 18-35 years old

–– 5%

–– 16%

–– 17%

–– 28%

–– 34%

–– 100%

–– 325

–– 36-50 years old

–– 9%

–– 13%

–– 16%

–– 26%

–– 36%

–– 100%

–– 362

–– 51-65 years old

–– 9%

–– 20%

–– 17%

–– 15%

–– 39%

–– 100%

–– 276

–– 13%

–– 18%

–– 14%

–– 42%

–– 100%

–– 269

–– Above 65 years old –– 13%

In general, the consumption of printed cultural products
is higher among persons with a higher education (Table 4).
The percentage of persons with high education level who have
read newspapers, magazines and books at least once a week
is higher than the percentage of persons with a low level of

education for whom the mentioned activities are part of the
weekly practices sphere. The difference is all the more higher
in the case of book reading: 37% of the persons with a high
education level have read books weekly, while the persons with
a low education score a percentage of 9%.

Table 4. Consumption of printed cultural products, depending on education
In the last 12 months, how often ...?

...have you read newspapers
in paper format

...have you read magazines
in paper format

...have you read books (in
general)

Daily

Once/ several
times a week

Monthly

Once/
several
times a year

Never

Total

N

Low education level

4%

13%

11%

17%

55%

100%

181

Medium education level

8%

15%

16%

22%

39%

100%

684

Post high school education

9%

22%

20%

12%

37%

100%

102

High education level

8%

11%

14%

20%

47%

100%

265

Low education level

2%

13%

11%

19%

55%

100%

180

Medium education level

3%

14%

21%

21%

41%

100%

683

Post high school education

7%

24%

23%

17%

29%

100%

103

High education level

3%

15%

16%

24%

42%

100%

266

Low education level

4%

5%

10%

15%

66%

100%

180

Medium education level

7%

11%

15%

26%

41%

100%

684

Post high school education

6%

22%

19%

18%

35%

100%

101

High education level

16%

21%

24%

21%

18%

100%

266

The distribution by income makes a difference in the
consumption of printed cultural products (Table 5). While the
reading of newspapers and magazines is an activity mainly
found in the routine of the persons with low incomes, book

reading more frequently appears in the activity sphere of the
persons with high incomes. By reference to the category of
respondents with an income of under 1200 lei, we can notice
that 22% of them have read newspapers weekly, 26% have
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read magazines weekly and 21% have read books weekly. A
different consumption pattern is found among the persons
with an income of above 2200 lei, in which case we can notice

a higher frequency of book reading on the background of a
lower frequency of reading newspapers and magazines.

Table 5. Consumption of printed cultural products, depending on income
Income

Daily

Once/ several
times a week

Monthly

Once/
several
times a year

Never

Total

N

Under 1200 lei

5%

18%

13%

16%

48%

100%

194

Between 1201 – 2200 lei

5%

18%

24%

21%

32%

100%

279

Between 2201 – 5000 lei

3%

14%

23%

28%

32%

100%

136

Above 5000 lei

0%

13%

9%

0%

78%

100%

10

In the last 12 months,
how often...?

...have you read newspapers
in paper format

...have you read magazines
in paper format

...have you read books (in
general)

Under 1200 lei

10%

16%

14%

20%

40%

100%

194

Between 1201 – 2200 lei

8%

20%

17%

23%

32%

100%

281

Between 2201 – 5000 lei

8%

15%

19%

20%

38%

100%

137

Above 5000 lei

0%

0%

34%

12%

54%

100%

9

Under 1200 lei

10%

11%

12%

16%

51%

100%

191

Between 1201 – 2200 lei

8%

14%

17%

27%

34%

100%

280

Between 2201 – 5000 lei

12%

16%

21%

26%

25%

100%

135

Above 5000 lei

38%

0%

26%

13%

23%

100%

10

From Table 6 we can highlight that magazine reading is
the most frequent activity in rural areas, while book reading is
the most frequent in urban areas. Therefore, book reading is
significantly differentiating the consumption of printed cultural
products by residence area: 28% of the persons in urban areas

have read books at least once a week, as compared to 15% of
the persons in rural areas. On the other hand, a similar degree
of weekly reading of magazines is recorded both for the urban
and the rural areas, the difference between the two residence
areas being higher than 6%.

Table 6. Consumption of printed cultural products, depending on residence area
In the last 12 months, how often ...?
... have you read newspapers in
paper format

... have you read magazines in
paper format

... have you read books (in general)

Rural

Urban

Rural

Urban

Rural

Urban

Daily

2%

5%

7%

9%

5%

12%

Once/ several times a week

13%

16%

14%

14%

10%

16%

Monthly

20%

17%

16%

14%

15%

17%

Once/ several times a year

21%

21%

20%

20%

24%

22%
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In the last 12 months, how often ...?
... have you read newspapers in
paper format

... have you read magazines in
paper format

... have you read books (in general)

Rural

Urban

Rural

Urban

Rural

Urban

Never

44%

41%

43%

43%

46%

33%

Total

100%

100%

100%

100%

100%

100%

N

568

664

568

666

569

665

4.2 Consumption of online
cultural products
More than half of the respondents, more precisely 58%, have
used the Internet almost daily in 2019 (Graph 1). The results
show a 9% growth in the frequency of accessing the Internet,
considering that in 2018 the percentage of people who used the
Internet daily for cultural or educational purposes was 49%38.
Nonetheless, an increase of the frequency of using the Internet
does not also mean an increase of the consumption of online
cultural products, given that 30% of the respondents have never
accessed the Internet in the last year in 2018 and 2019 as well, as
indicated by the previous and the current edition of the “Cultural
Consumption Barometer”.
Graph 1. Frequency of Internet use (How often do you use
the Internet?)
Every day

There are no significant differences in terms of gender in
relation to the frequency of using the Internet (Graph 2). More
than half of the female respondents and more than half of the
male respondents have used the Internet daily. At the opposite
pole, approximately 30% of the respondents, regardless of
their gender, have never used the Internet in the last year.
When presented this way, the frequency of using the Internet
among both male and female respondents is similar to the
frequency of Internet use obtained for the entire sample.
Graph 2. Frequency of Internet use by gender (How often do
you use the Internet?)
Male
Every day

Female

58%
57%
8%
8%

Several times a week

Several times a week
Once a week
1-3 times a month
Less than once a month
Never

1%
1%
2%
8%

2%
2%

Once a week

30%

1%
1%

1-3 times a month

58%

38 Ștefania Matei & Veronica Hampu, ‘Forme de Participare Culturală’, in
Barometrul de Consum Cultural 2018. Dinamica sectorului cultural în anul
Centenarului Marii Uniri, coord. Carmen Croitoru & Anda Becuț-Marinescu
(Bucharest: Editura Universul Academic, 2019), pp. 45–89 (p. 68).

2%
1%

Less than once a month
Never

29%
31%
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As expected, the frequency of Internet use is higher among
youngsters and lower among elderly (Table 7). The percentage
of young people (between 18 and 35 years old) who have
used the Internet daily is 92%. A relatively high frequency of
using the Internet also characterises the category of persons
between 36 and 50 years old. By contrast, the degree of
Internet use is significantly lower within the age categories
that include persons above 51 years old: 36% of the persons
between 51 and 65 years old and 11% of the persons aged
above 65 have used the Internet daily. In parallel, it is worth
mentioning that 54% of the persons aged between 51 and 65
and 77% of the persons above 65 years of age have never used
the Internet in the last year.
Table 7. Frequency of Internet use by age
How often do you
use the Internet?

day. On the other hand, the persons with post high school
education do not differ from those with a medium education
level in terms of the rate of Internet use. In this context, it is
worth mentioning the very high percentage of persons with
low education level who have never used the Internet in the
last year (70%).
Table 8. Frequency of Internet use by education
How often do
you use the
Internet?

Low
education
level

Medium
education
level

Post high
school
education

High
education
level

21%

56%

60%

86%

Several times a
week

4%

10%

6%

6%

Once a week

1%

3%

4%

0%

1-3 times a month

0%

1%

5%

1%

Less than once a
month

4%

1%

0%

0%

Every day

18 – 35
years old

36 – 50
years old

51 – 65
years old

Above 65
years old

92%

77%

36%

11%

Several times a
week

5%

9%

13%

5%

Never

70%

29%

25%

7%

Once a week

1%

2%

4%

2%

Total

100%

100%

100%

100%

1-3 times a month

1%

1%

2%

3%

N

179

686

102

267

Less than once a
month

0%

1%

2%

2%

Never

1%

10%

43%

77%

Total

100%

100%

100%

100%

325

361

277

271

Every day

N

The higher the education level, the higher the frequency
of Internet use (Table 8). The gap between the persons with
a high education level and those with a low education level
is very large: while 86% of the persons with a high level of
education have used the Internet daily, only 21% of the persons
with a low level of education have accessed the Internet every

The frequency of Internet use is distributed differently by
income (Table 9). The persons with high incomes score a
significantly higher rate of Internet use as compared to the
persons with low incomes. While 100% of the persons with
incomes of above 5000 lei, 88% of the persons with incomes
between 2201 and 5000 lei and 53% of the persons with
incomes between 1201-2200 lei have used the Internet daily,
the percentage is 24% among the persons with incomes of
under 1200 lei. All the more relevant is the fact that over 64%
of the persons with an income of under 1200 lei have never
used the Internet in the last year.
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Table 9. Distribution of Internet use by income
Under
1200 LEI

Between
1201 and
2200 LEI

Between
2201 and
5000 LEI

Above
5000 LEI

24%

53%

88%

100%

Several times a week

6%

10%

8%

0%

Once a week

1%

4%

0%

0%

1-3 times a month

2%

2%

0%

0%

Less than once a
month

3%

3%

0%

0%

64%

28%

4%

0%

Total

100%

100%

100%

100%

N

194

279

136

10

How often do you
use the Internet?
Every day

Never

Graph 3. Frequency of Internet use by residence area (How
often do you use the Internet?)
Rural
Every day

64%

Urban

50%
10%
6%

Several times a week

3%
2%

Once a week
1-3 times a month

0%
2%

Less than once a month

1%
2%

Never

36%

24%

The degree of using the Internet is higher in the urban areas
than in rural ones: 64% of the urban respondents access the
Internet every day, as compared to 50% of the respondents
from rural areas (Graph 3). The difference between the
residence areas is kept if we extend the timeframe, too.
Thus, 72% of the respondents from rural areas have used the
Internet at least once a week, while the percentage of weekly
use is 63% in rural areas. However, we have to point out that
approximately a quarter of the urban respondents and more
than one third of the rural ones have never used the Internet
in the last year.
The data show that the Internet is mainly used for social
and entertainment activities (Graph 4): 79% of the respondents
use the social networks and 54% of them listen to online
music or radio. On the third place in terms of the rate of using
the Internet we find the activity of watching video materials
for entertainment, educational or cultural purposes (49%
of the respondents), followed by the use of Internet to read
online press (48% of the respondents). A rate of using the
Internet between 30% and 40% characterises such activities
as searching information on cultural products and events,
watching TV programmes or movies and reading blogs or
watching vlogs. Less than a quarter of the respondents use
the Internet with the purpose to attend online classes/tutorials
or to read books, manuals or articles. The lowest percentage
values are recorded by the use of the Internet to purchase
books, CDs, theatre tickets and by the use of the Internet with
the purpose to visit the sites of museums, libraries or to access
sites with the goal of improving the visitors’ general knowledge.
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Graph 4. Rate of Internet use for various informative, educational, entertaining or cultural activities
(What activities do you use the Internet for?)
Social networks (Facebook, Instagram etc.)

79%
54%

Listening to online music or radio
Viewing entertaining, educational or cultural video materials, photos, memes etc.

49%
48%

Reading online press
Searching information on cultural events and products

37%

Watching online movies or TV programmes (Netflix, HBO Go etc.)

37%
30%

Reading or viewing blogs / vlogs
Attending online classes or tutorials

26%
24%

Reading books, manuals, articles etc.

16%

Buying books, CDs, theatre tickets etc.
Visiting sites of museums, libraries or other specialised sites to improve your general knowledge

Graph 5 highlights a series of gender differences in terms of
the rate of Internet use. On the one hand, we can notice that
the social networks are used by women in a higher proportion:
82% of the female respondents use the Internet to access
social networks, while 75% of the men resort to this activity.

12%

On the other hand, watching online TV programmes or movies
and watching video materials for entertaining, informative and
cultural purposes are two categories of activities performed
mainly by the male respondents.
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Graph 5. Rate of Internet use by gender (What activities do you use the Internet for?)
Male

Female

Viewing entertaining, educational or cultural video materials, photos, memes etc.

Social networks (Facebook, Instagram etc.)

54%

43%

76%
82%
37%
37%

Searching information on cultural events and products

15%
17%

Buying books, CDs, theatre tickets etc.
25%
24%

Reading books, manuals, articles etc.

26%
26%

Attending online classes or tutorials

31%
28%

Reading or viewing blogs / vlogs
55%
52%

Listening to online music or radio

51%
45%

Reading online press

42%

Watching online movies or TV programmes (Netflix, HBO Go etc.)

Visiting sites of museums, libraries or other specialised sites to improve your general knowledge

The use of the social networks is the activity with the
highest rate of use, regardless of age. More than 50% of the
respondents, regardless of their age category, use the social
networks: 86% of the persons between 18 and 35 years old,

33%
12%
13%

81% of the persons aged between 36 and 50, 66% of the
persons between 51 and 65 years old and 62% of the persons
aged above 65. (Table 10).
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Moreover, in general, the rate of Internet use is significantly
higher among the persons between 18 and 35 years of age.
Thus, young people under 35 are significantly different from
the persons in other age categories in terms of watching online
movies or TV programmes, the activity of listen to online music
or radio, reading blogs, watching vlogs and attending online
classes/tutorials. For these activities there is a difference of at
least 10% between young people between 18 and 35 years
old and the other age categories. Furthermore, the persons
aged between 36 and 50 are significantly different from those
between 51 and 65 years old. In this case, the activities that
score 10% or higher percentage differences between the two

intermediary age categories are more numerous, including
such activities as watching online TV programmes or movies,
reading online press, listening to online music, attending
online classes or tutorials, purchasing books, CDs, theatre
tickets, using social networks and watching video materials
for entertaining, educational or cultural purposes. On the other
hand, we can notice that the persons above 65 years of age
score the highest percentages of Internet use for cultural and
informative purposes (visiting sites of museums or libraries,
reading online press and searching for information on cultural
products and events).

Table 10. Rate of Internet use by age
18 - 35 years old

36 - 50 years old

51 - 65 years old

Above 65 years
old

Visiting sites of museums, libraries or other specialised sites to improve
your general knowledge

12%

13%

11%

17%

Watching online TV programmes or movies (Netflix, HBO Go etc.)

51%

34%

22%

25%

Reading online press

47%

51%

40%

59%

Listening to online music or radio

67%

51%

33%

50%

Reading or watching blogs/ vlogs

39%

27%

19%

20%

Attending online classes or tutorials

35%

24%

13%

20%

Reading books, manuals, articles etc.

29%

24%

15%

28%

Buying books, CDs, theatre tickets etc.

20%

17%

6%

14%

Searching for information on cultural products and events

39%

34%

32%

53%

Social networks (Facebook, Instagram etc.)

86%

81%

66%

62%

Watching video materials for entertainment, educational or cultural
purposes, photos, memes etc.

57%

49%

32%

50%

What activities do you use the Internet for?

The data in Table 11 show that the rate of Internet use
is higher among the persons with higher education. The use
of social networks is the activity that records the highest
percentage of users, regardless of the educational category
of the respondents. It is remarkable that while for the category
of persons with a low education level there is a single activity

with a rate of use of above 50% (using the social networks),
among the persons with a medium education level there is
one more activity with similar percentages, i.e. listening to
online music or radio. The persons with post high school and
higher education stand out through the fact that in their
case there are four activities performed by more than half of
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the respondents included in the respective category. These
activities are: reading online press, using the Internet with

the purpose to listen to music, use social networks and watch
entertaining, educational or cultural video materials.

Table 11. Rate of Internet use by education
Low education
level

Medium
education level

Post high school

High education
level

7%

8%

13%

22%

Watching online TV programmes or movies (Netflix, HBO Go etc.)

26%

36%

19%

48%

Reading online press

21%

42%

50%

64%

Listening to online music or radio

34%

53%

52%

61%

Reading or watching blogs/ vlogs

13%

27%

27%

40%

Attending online classes or tutorials

13%

21%

30%

36%

Reading books, manuals, articles etc.

8%

19%

23%

39%

Buying books, CDs, theatre tickets etc.

15%

11%

14%

27%

Searching for information on cultural products and events

34%

30%

46%

49%

Social networks (Facebook, Instagram etc.)

86%

77%

76%

80%

Watching video materials for entertainment, educational or cultural
purposes, photos, memes etc.

28%

47%

50%

57%

What activities do you use the Internet for?
Visiting sites of museums, libraries or other specialised sites to improve
your general knowledge

In general, the rate of Internet use is higher among the
persons with higher incomes (Table 12). The only exception
from this rule is represented by the use of the Internet with
the purpose to listen to music or radio, in which case a higher
percentage is recorded among the persons with an income of
under 1200 lei, as compared to the persons with an income of
above 5000 lei: 42% of the persons with a monthly income of
under 1200 lei have used the Internet to listen to online music
or radio, as compared to 25% of the persons with an income
of above 5000 lei. Using the social networks and reading
online press seem to be the most often performed activities,
regardless of the respondents’ income category.
The behavioural pattern embraced in the online by the
persons with incomes of under 1200 lei is different from that
of the persons with incomes between 1201 and 2200 lei only
in terms of reading online press and watching video materials

for entertaining, educational or cultural purposes. On the other
hand, the behavioural pattern adopted by the persons with
incomes between 2201 and 5000 lei is distinct. The persons in
this category score a higher rate of Internet use compared to
the one observed among the persons with incomes of under
2200 lei, and this situation corresponds to all the activities
considered during the study. The persons with incomes of
above 5000 lei have, in their turn, a specific profile, scoring
the highest percentages in terms of cultural or educational
activities: visiting web sites of museums or libraries, attending
online classes or tutorials, reading books, manuals or articles,
watching entertaining, educational or cultural video materials.
Furthermore, the persons with incomes of more than 5000 lei
have the highest rate of Internet use for the purpose of buying
books, CDs, theatre tickets.
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Table 12. Rate of Internet use by average monthly income
Under 1200 LEI

Between 1201
and 2200 LEI

Between 2201
and 5000 LEI

Above 5000 LEI

9%

9%

20%

25%

Watching online TV programmes or movies (Netflix, HBO Go etc.)

32%

36%

54%

43%

Reading online press

39%

56%

67%

51%

Listening to online music or radio

42%

53%

74%

25%

Reading or watching blogs/ vlogs

21%

21%

43%

30%

Attending online classes or tutorials

20%

20%

31%

47%

Reading books, manuals, articles etc.

20%

20%

35%

34%

Buying books, CDs, theatre tickets etc.

11%

10%

25%

34%

Searching for information on cultural products and events

30%

35%

50%

47%

Social networks (Facebook, Instagram etc.)

77%

75%

87%

68%

Watching video materials for entertainment, educational or cultural
purposes, photos, memes etc.

43%

51%

61%

79%

What activities do you use the Internet for?
Visiting sites of museums, libraries or other specialised sites to improve
your general knowledge

The rate of Internet use for practising various leisure
activities is generally higher in urban areas than in rural ones
(Graph 6). The use of social networks records the highest
percentage of users, regardless of their residence area: 81%
of the persons from urban areas and 75% of the persons
from rural areas use the social networks. The use of social
networks is followed by the use of the Internet to listen to
online music or radio (59% users in urban areas versus 46%
users in rural areas). On the third place in the top of the
urban users’ preferences we find watching video materials

for entertaining, educational or cultural purposes (53%), while
among the Internet users from rural areas the third position is
taken by reading online press (45%). Visiting sites of museums
or libraries is the least frequent activity of both urban and
rural persons. Moreover, we notice that the highest disparities
are found for the activity of searching information on cultural
products and events (a difference of 19% between urban and
rural), as well as for the activity of reading blogs or watching
vlogs (17% difference between urban and rural).
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Graph 6. Rate of Internet use by residence area (What activities do you use the Internet for?)
Rural

Urban

Viewing entertaining, educational or cultural video materials, photos, memes etc.

Social networks (Facebook, Instagram etc.)

53%

44%

75%
81%

Searching information on cultural events and products

26%

45%

Buying books, CDs, theatre tickets etc.

20%

Reading books, manuals, articles etc.

30%

Attending online classes or tutorials

31%

Reading or viewing blogs / vlogs

Listening to online music or radio

37%

59%

Reading online press

Watching online movies or TV programmes (Netflix, HBO Go etc.)

Visiting sites of museums, libraries or other specialised sites to improve your general knowledge

12%

16%

19%

20%

46%

45%
50%

41%

33%

15%

9%
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4.3 Consumption of entertainmentrelated digital cultural products
The highest level of cultural consumption is recorded for the
activity of listening to music on the computer or radio (Table
13). In this respect we notice that 53% of the respondents have
listened to music daily, while 74% have listen to music weekly.

On the second position we find the use of the mobile phone
for games: 13% of the respondents have played games on the
mobile phone on a daily basis, while 26% have played at least
once a week. On the other hand, there are no differences between
watching movies on DVD, CD or Blu-ray support and the use of
the various devices for video games. More precisely, 15% of the
respondents have watched movies at least once a week and 14%
have played video games on computer, laptop or console.

Table 13. Frequency of consumption of entertainment-related digital cultural products
In the last 12 months, how often ...?
...have you listened to music (in general: on computer,
radio etc.)

Daily

Once/ several times
a week

Monthly

Once/ several
times a year

Never

Total

N

53%

21%

7%

4%

15%

100%

1234

4%

11%

8%

11%

66%

100%

1232

6%

8%

8%

9%

69%

100%

1228

13%

13%

7%

6%

61%

100%

1229

...have you watched movies on DVD/CD/Blu-ray
...have you played games on computer/ laptop or console
...have you played games on the phone

Table 14 highlights two forms of consumption that seem
significantly differentiated by gender. Firstly, we can notice that
the male respondents use computers or game consoles weekly
in a proportion significantly higher than the females (20% versus
9%). Secondly, the activity of listening to music on computer is a
routine mainly found among men: 58% of the male respondents

have listened to music on computer, as compared to 48% of
the female respondents. As regards other forms of consumption
(e.g. watching movies on DVD, CD, Blu-ray support and using
the mobile phone for games) there are no significant gender
differences.

Table 14. Consumption of entertainment-related digital cultural products, by gender
...have you listened to
music (in general: on
computer, radio etc.)

In the last 12 months, how often ...?
...have you watched
...have you played games
movies on DVD/CD/
on computer/ laptop or
Blu-ray
console

...have you played games
on the phone

Men

Women

Men

Women

Men

Women

Men

Women

Daily

58%

48%

6%

2%

8%

4%

14%

13%

Once/ several times a week

19%

24%

12%

10%

12%

5%

14%

12%

Monthly

7%

6%

10%

7%

11%

4%

8%

6%

Once/ several times a year

4%

5%

13%

9%

9%

8%

5%

7%

Never

12%

17%

59%

72%

60%

79%

59%

62%

Total

100%

100%

100%

100%

100%

100%

100%

100%

603

632

600

631

600

629

601

629

N
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The highest level of consumption of entertaining cultural
products in digital format is found among the persons in the
age category of 18-35 years old (Table 15). The persons in this
category have listened to music on computer on a weekly basis
in a proportion of 84%, have used the phone for games weekly
in a proportion of 54%, have used game consoles weekly in a
proportion of 29% and have watched movies on DVD, CD and
Blu-ray weekly in a percentage of 26%. The category including
the persons aged between 36 and 50 stands out through
a lower use of the various devices for games, as compared

to the segments of persons between 18 and 35 years old.
On the other hand, in the case of the practices that include
watching movies or listening to music, the difference between
the aforementioned categories of persons is no greater than
10% as regards the weekly consumption. At the same time, we
have to notice that for the category of persons aged between
51 and 65 the most frequent activity after music listening is
the use of the phone for games. More precisely, 12% of the
persons between 51 and 65 years old have resorted to games
on the mobile phone at least once a week.

Table 15. Consumption of entertainment-related digital cultural products, by age
In the last 12
months, how often
...?
...have you listened to music
(in general: on computer,
radio etc.)

...have you watched movies
on DVD/CD/Blu-ray

...have you played games
on computer/ laptop or
console

...have you played games on
the phone

Age

Daily

Once/ several
times a week

Monthly

Once/ several
times a year

Never

Total

N

18-35 years old

65%

19%

6%

3%

7%

100%

325

36-50 years old

52%

24%

10%

4%

10%

100%

361

51-65 years old

44%

23%

6%

5%

22%

100%

278

Above 65 years old

48%

18%

3%

6%

25%

100%

271

18-35 years old

8%

18%

11%

14%

49%

100%

325

36-50 years old

4%

13%

12%

13%

58%

100%

361

51-65 years old

3%

6%

6%

10%

75%

100%

275

Above 65 years old

0%

6%

3%

5%

86%

100%

270

18-35 years old

12%

17%

13%

14%

44%

100%

324

36-50 years old

5%

9%

10%

11%

65%

100%

358

51-65 years old

3%

4%

3%

3%

87%

100%

274

Above 65 years old

0%

2%

2%

4%

92%

100%

271

18-35 years old

28%

26%

10%

9%

27%

100%

325

36-50 years old

16%

14%

12%

7%

51%

100%

360

51-65 years old

6%

6%

3%

3%

82%

100%

275

Above 65 years old

0%

2%

1%

4%

93%

100%

271

The education level is positively associated with the
consumption of cultural products in digital format (Table 16).
This situation is obvious not only in the case of the activities that

require a greater familiarisation with the current technologies,
but also in the case of the activities which do not require a
high level of digital skills. It is worth noticing that the highest
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gap between the persons with high education and those with
low education is recorded in the case of the activity of listening
to music or radio on computer. While 85% of the persons with
high education have listened to music on computer weekly, the
percentage is 57% among the persons with a low education. A

similar disparity is also recorded in terms of using the telephone
for games, an activity that records a percentage of daily and
weekly consumption of 36% among the persons with high
education and of 10% among the persons with low education.

Table 16. Consumption of entertainment-related digital cultural products, by education
Daily

Once/ several
times a week

Monthly

Once/ several
times a year

Never

Total

N

Low education level

40%

17%

7%

5%

31%

100%

180

Medium education level

50%

25%

6%

4%

15%

100%

685

Post high school education

52%

21%

6%

7%

14%

100%

102

High education level

69%

16%

7%

2%

6%

100%

266

In the last 12 months, how often ...?

...have you listened to music
(in general: on computer,
radio etc.)

...have you watched movies
on DVD/CD/Blu-ray

...have you played games on
computer/ laptop or console

...have you played games on
the phone

Low education level

1%

9%

2%

5%

83%

100%

180

Medium education level

4%

11%

9%

12%

64%

100%

682

Post high school education

1%

9%

7%

4%

79%

100%

100

High education level

6%

14%

12%

14%

54%

100%

266

Low education level

4%

5%

2%

3%

86%

100%

180

Medium education level

6%

8%

9%

8%

69%

100%

682

Post high school education

6%

5%

6%

5%

78%

100%

101

High education level

6%

13%

9%

14%

58%

100%

264

Low education level

7%

3%

2%

3%

85%

100%

179

Medium education level

13%

14%

7%

6%

60%

100%

681

Post high school education

18%

8%

8%

4%

62%

100%

101

High education level

17%

19%

9%

8%

47%

100%
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The data in Table 17 show that the income is a factor that
differentiates the consumption of digital cultural products.
In general, the trend is for the consumption level to be
higher among the persons with higher incomes. Similarly to
the previous cases, the practice of listening to music is the
activity that records the highest consumption rate for all
the respondents, regardless of the income. This activity is
followed by the use of the mobile phone for games, in which

case we notice that 40% of the persons with incomes between
2201 and 5000 lei have played on the phone with a weekly
frequency, as compared to 27% of the persons with incomes of
1201 – 2200 lei and 12% of the persons with incomes of under
1200 lei. The persons with incomes between 2201 and 5000 lei
score the highest frequency of watching movies on DVD, CD or
Blu-ray support as well as the highest frequency of using the
computer or consoles for video games.

76 Non-public cultural consumption at the level of the Romanian society
Table 17. Consumption of entertainment-related digital cultural products, by income
In the last 12 months,
how often...?
...have you listened to music
(in general: on computer,
radio etc.)

...have you watched movies
on DVD/CD/Blu-ray

Income

Once/ several
times a week

Monthly

Once/ several
times a year

Never

Total

N

Under 1200 lei

41%

20%

5%

2%

32%

100%

194

Between 1201 – 2200 lei

54%

24%

10%

6%

6%

100%

279

Between 2201 – 5000 lei

66%

20%

10%

3%

1%

100%

136

Above 5000 lei

64%

11%

25%

0%

0%

100%

10

Under 1200 lei

2%

6%

2%

6%

84%

100%

192

Between 1201 – 2200 lei

1%

7%

10%

13%

69%

100%

279

Between 2201 – 5000 lei

1%

15%

16%

13%

55%

100%

136

Above 5000 lei

0%

0%

0%

13%

87%

100%

10

Under 1200 lei

3%

4%

4%

3%

86%

100%

191

Between 1201 – 2200 lei

6%

7%

6%

10%

71%

100%

278

9%

11%

15%

12%

53%

100%

136

Above 5000 lei

9%

0%

24%

13%

54%

100%

9

Under 1200 lei

5%

7%

4%

1%

83%

100%

194

Between 1201 – 2200 lei

11%

16%

7%

7%

59%

100%

281

Between 2201 – 5000 lei

23%

17%

7%

9%

44%

100%

137

Above 5000 lei

21%

12%

13%

0%

54%

100%

9

...have you played games on
computer/ laptop or console Between 2201 – 5000 lei

...have you played games on
the phone

Daily

The consumption of digital cultural products is differentiated
by residence areas (Table 18). Of the four forms of cultural
consumption considered, the activity of listening to music was
the most frequently practised both by the urban and by the
rural respondents. As regards the urban areas, we can notice
that 78% of the respondents stated they listened to music
weekly and 59% - daily. By contrast, 69% of the persons in
rural areas listen to music weekly and 46% - daily. Significant
differences by residence areas are mainly found in the case of
the activities that require modern technological equipment.
Thus, 31% of the respondents from urban areas have used their
phone for games weekly, versus 20% of the rural respondents.
At the same time, 18% of the urban persons have played on a
computer/laptop or console weekly, as compared to 9% of the

persons from rural areas. On the other hand, lower regional
gaps are found for watching movies on DVD, CD or Blu-Ray:
16% of the persons in urban areas and 14% of the persons
in rural areas have watched movies on such a support on a
weekly basis.
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Table 18. Consumption of entertainment-related digital cultural products, by residence area
In the last 12 months, how often ...?
...have you listened to music
(in general: on computer,
radio etc.)
Rural

Urban

...have you watched movies
on DVD/CD/Blu-ray
Rural

...have you played games
on computer/ laptop or
console

Urban

Rural

Urban

...have you played games on
the phone
Rural

Urban

Daily

46%

59%

3%

5%

3%

8%

9%

17%

Once/ several times a week

23%

19%

11%

11%

6%

10%

11%

14%

Monthly

8%

6%

7%

9%

7%

8%

7%

7%

Once/ several times a year

5%

4%

10%

12%

7%

10%

5%

6%

Never

18%

12%

69%

63%

77%

64%

68%

56%

Total

100%

100%

100%

100%

100%

100%

100%

100%

N

568

666

567

665

564

665

566

664

4.4 Variations of the non-public
cultural consumption
According to the study conducted by Galit Nimrod and
Hanna Addoni39, of the indicators of the temporal component,
only the characteristic of simultaneity differentiates
significantly between the cultural consumption practices. More
precisely, the activities practised weekly by over 50% of the
respondents are characterised by the capacity to integrate into
actions of multiple processing. This means that the activities
most frequently practised may be carried out concomitantly
with others or may be easily integrated into the flow of
everyday life. Illustrative for the cultural consumption practices
with a high degree of simultaneity are both the navigation on
the Facebook platform and the use of radio or other devices
to listen to music.
The weekly activities of over 50% of the respondents are
variable in terms of synchronicity (the simultaneous consumption
39 Galit Nimrod și Hanna Adoni, ‘Conceptualizing E-Leisure’, Society and
Leisure, 35:1 (2012), 31–56.

of a specific content by a public), as well as of continuity
(possibility of interrupting a consumption activity and continuing
it after a while, without its affecting its content). On the other
hand, the trend is clear for the weekly activities performed by less
than 50% of the respondents: such activities are characterised
by a low level of synchronicity and by a high level of continuity.
The second component considered in the study conducted
by Galit Nimrod and Hanna Adoni40 is the actional component.
The dimensions that make up this component differentiate,
to a certain extent, the frequency of the non-public cultural
consumption practices. Therefore, the analysis shows that
the activities practised weekly by more than 50% of the
respondents rather have a purpose of entertainment or
relaxation (e.g. listening to music on various devices). At the
same time, the activities with the highest frequency of cultural
consumption are stand out through the characteristic of
sociability (e.g. navigation on the Facebook platform), offering
the opportunity of identity-related expression and responding
to a need of individualisation.
40 Ibid.
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The activities with a moderate frequency of participation,
i.e. the weekly activities of 26% to 50% of the respondents
mainly stand out through their informative purpose (e.g.
reading online press, searching for information on cultural
products and events). However, a special attention may be
given to the activities practised weekly by less than 25% of
the respondents. Such activities stand out, on the one hand,
through their educational or intellectual purpose (e.g. reading
printed books, attending online classes or tutorials, using the
Internet to read books or specialised articles).
On the other hand, the activities that record a low cultural
consumption stand out in relation to the attribute of spatiality
from the viewpoint of the fact that they take place in a physical
space capable to ensure the tangibility of the product (e.g.
the practice of reading newspapers or magazines in printed
format, watching movies on DVD/CD/Blu-ray). Last, but not
least, we can notice that the activities specific to a low-level
cultural consumption are greatly subject to the incidence of

structural factors, generally recording higher percentage
discrepancies in relation to the characteristics of gender, age,
education, income and residence area.
A series of particularities may also be noticed at the level of
the experiential component: the category of activities practised
at least once a week by over 50% of the respondents records
a higher proportion of the practices that require both a higher
degree of interactivity (the participative character and the
capacity to react to the accessed content) and a higher degree
of virtuality (possibility to get involved within a technologicallymediated space). It is interesting to notice that the activities
performed weekly by less than 25% of the respondents include
practices that require a high capacity of capturing attention
and offering an immersive experience during a cultural
product’s consumption (e.g. using the phone or computer
for video games or interactive mobile applications, watching
movies on DVD/CD/Blu-ray).

5. Conclusions
The study highlights a low level of consumption of printed
cultural products, on the background of a growth of the
consumption of online cultural products. While less than a
quarter of the respondents have read books, magazines or
newspapers weekly, more than half have used the Internet.
More precisely, the Internet was mainly used for social and
entertainment activities, and less for educational, commercial
or informative activities. Despite the higher frequency of
the consumption of online cultural products versus the
frequency of the consumption of printed cultural products,
we cannot ignore the fact that approximately one third of
the respondents have never used the Internet in the last year,
and this percentage must be interpreted in the context of
a high degree of development of the digital infrastructure
at the level of the Romanian society. As regards the
consumption of digital cultural products, a component that

integrates a form of non-public cultural consumption at the
border between the online and the offline, we can notice that
more than half of the respondents have listened to music on
computer or radio on a daily basis and more than a quarter
have used the phone for games weekly.
The respondents’ belonging to a gender category
differentiates the non-public cultural consumption to a lower
extent than their belonging to another socio-demographic
category. Nonetheless, we can notice that book reading and
using the social networks are activities mainly performed by
women, while reading newspapers and blogs, watching movies
and vlogs, alongside with using the computer and consoles
for video games are activities specific mainly to the male
respondents.
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As expected, the consumption of cultural products in digital
formal and implicitly the consumption of cultural products in
the online are two forms of consumption more frequently
found among the youngsters as compared to the elderly. On
the other hand, the consumption of cultural products in printed
format is higher among the elderly. The specific patterns of
cultural consumption distributed by age appear as follows: (1)
young people between 18 and 35 years old stand out through
a higher frequency of using the mobile phone for games, using
the Internet for educational purposes (classes, tutorials), as
well as through the viewpoint of reading blogs and watching
vlogs, movies or TV programmes; (2) the persons between 35
and 65 years old mainly use the Internet with the purpose of
reading online press, while (3) the persons above 65 years of
age are mainly differentiated in terms of a higher degree of
reading newspapers and accessing websites with the purpose
of improving their general knowledge.
All the forms of non-public cultural consumption are mainly
found among the persons with higher education, regardless,
inter alia, of the entertaining, informative, educational or social
nature of the activities. On the other hand the specific patterns
of cultural consumption are observed when analysing the
cultural consumption depending on the respondents’ monthly
incomes. Thus, the persons with a monthly income of under
1200 lei read newspapers or magazines to a higher extent
as compared to the persons with other categories of income.
While the persons with incomes between 1201 and 2200 lei
score average values of the cultural consumption at the level
of all the categories of practices considered, the persons with
incomes between 2002 and 5000 lei are characterised by a
higher degree of watching online movies or TV programmes, by
using the computer or other devices to listen to music or play
video games. By contrast, the forms of cultural consumption of
the persons with incomes of above 5000 lei are mainly oriented
towards practices of reading books, using the Internet for
educational purposes (classes, tutorials), or with the goal of
purchasing cultural or culture-related products (books, CDs,

theatre tickets). Furthermore, the persons in this category use
the social networks to a lower extent than the persons from all
the other income groups.
Strong gaps in terms of non-public cultural consumption
are noticed not only in the distribution of the respondents by
income, but also depending on their residence area. Except for
the cultural consumption of such products as newspapers and
magazines or watching movies on CD, DVD or Blu-ray support,
which are activities that do not record significant differences
at the level of the two residence areas, all the other forms of
cultural consumption are more frequent in the urban areas,
as compared to the rural ones. These gaps are all the more
notable in terms of book reading, using the Internet to search
for information on cultural events, reading blogs, watching
vlogs and using the computer, telephone or consoles for
games.
The temporal component and the actional component are
differentiating factors of the non-public cultural consumption
to a higher extent than the experiential dimension. As such, the
most frequent practices of cultural consumption fulfil relaxation
and entertainment-related functions, at the same time being
differentiated through a high degree of simultaneity, sociability,
interactivity and virtuality. The practices that record moderate
values of non-public cultural consumption are exclusively
distinguished through the informative purpose, as they vary
in relation to all the indicators that make up the temporal,
actional and experiential components. On the other hand, the
practices with low values of non-public cultural consumption
stand out to a higher extent through the educational or
intellectual component, as well as through the characteristics
of synchronicity and continuity. Furthermore, we can notice
that the activities performed by a lower percentage of the
respondents require not only a tangibility of the distribution
medium, but also of the cultural products that make up the
object of consumption. At the same time, the activities requiring
an immersive experience mainly belong to the category of
activities with low values of non-public cultural consumption.
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1. Introduction
In this chapter we are about to tackle the consumption of
mass-media content, mainly referring to the consumption of
TV and radio programmes. The main goal of this chapter is to
identify the consumption trend for the period 2007-2019, in
relation to the main changes that have occurred in the structure
of the network of goods and objects within the households and
taking into account the changes that have occurred in the TV and
radio consumption habits of the Romanian population. We have
decided to conduct an in-depth analysis of the subject in this
edition of the Cultural Consumption Barometer, by measuring
several indicators in addition to the frequency of people’s
watching TV, because the data collected in the last years have
highlighted a very high level of consumption of TV programmes
and shows. The statistical measurements from the previous
years have shown a high appetence for this type of domestic
consumption among the public, which should not be overlooked,
considering the necessity to understand and explain the people’s
leisure practices and preferences, as well as the motivations for
certain types of cultural consumption over others.
For the chapter dedicated to the consumption of media
products within this edition of the Cultural Consumption
Barometer we aimed at answering to other questions on
this subject. The main objectives of this chapter were the
identification of the level of general satisfaction with the
TV programmes offer at national level, identification of the
main types of media productions preferred by the population
(e.g.: news, programmes, movies, entertainment programmes
etc.), identification of the main cultural programmes watched
on TV or listened on the radio by the people, the evaluation
of the quality of the cultural programmes, the perception
on the number of cultural programmes found by people in

the TV programmes schedule, the identification of people’s
expectations towards the TV shows and programmes
The main results of the analyses show us that the
television has never lost its popularity, and at national
level there was never a low consumption level recorded,
even though within the analysed timeframe (2007-2019)
the Internet has very quickly taken over and developed
alternative information or entertainment channels. The TV
set as an object present in the households has improved its
technical functions, it was equipped with a more performing
technology, has multiplied its functions (for example, TV sets
that can be connected to an Internet network), but it has
never been fully replaced. Even for the consumers who have
chosen not to watch strictly the cable TV programmes, the
connection of the TV set to the Internet has opened new
ways of consuming and handling information. It all has to do
with the appearance of the streaming media phenomenon
(e.g.: Netflix, HBO Go etc.), which refers to the consumer’s
possibility and freedom to handle the content they watch or
listen (e.g. movies or music) according to their preferences.
The Internet-connected TV sets have offered new manners of
entertainment and interaction with the digital services and
media. In parallel, there is talk about a trend according to
which some people (the so-called cord cutters1) choose to
renounce the services offered by a traditional programme
supplier (TV cable, satellite etc.) and to use the TV set for
Internet and streaming media services only, based on a
subscription or even for free.
1 	 Reference to those consumers who choose to renounce the conventional
services and subscriptions offered by a cable TV, satellite services or other
channels provider, in favour of services, channels or programmes available
via an Internet network (online).

88 Introduction
With an international history of almost a century, the
television set has been one of the media and digital instruments
that have changed the world. In the 1930s, the first public TV
service was inaugurated in London2. In the same period, other
states took over this communication service pretty fast. Thus,
the first transmissions were made in Berlin, Paris, Rome and
New York3. In Romania, the first TV broadcast was on the 31st
of December, 1956.
Obviously, this service was accessible for very few people
at the time, but the policy makers’ intention in that period
was to expand the TV communication service to as many
regions of the states4 as possible. The war5 communication
service to as many regions of the states4 as possible. The
war5 has slowed down this process of connecting the world
to the television for a period, but at the end of the war,
when the process of expanding this service restarted, the
service was much better in terms of technology, but the
technological development was still due to the war period,
when people had conducted studies on the Radar technology,
for example6. Following this technological development, the
people had access to television services with a better image
and transmission7.
At present, the US population stands out with the most
hours spent in front of the TV, as compared to the rest of
the world. A study shows us that in 2017, 80% of the US
population had watched TV daily, while a person used to
spend an average of 2.39 hours on TV – that is more than
half of the time dedicated to recreational activities available
2 	 Jean-Jacques Peters, A History of Television, Bruxelles, available at http://
arantxa.ii.uam.es/~jms/tvd/tv_history.pdf
3 	 Ibidem
4 	 Ibidem
5 	 The Second World War
6

Jean-Jacques Peters, A History of Television, Bruxelles, http://arantxa.ii.uam.
es/~jms/tvd/tv_history.pdf

7

Ibidem

to a person in one day8. Furthermore, in the USA, the time
spent on TV increases with age, so that people above 55
years of age consume TV programmes to a higher extent,
and this consumption grows with ageing9. At European
level, the average number of hours of TV consumption is
similar10, with differences between the states with a higher
living standard or with a better access to a public cultural
infrastructure, whose citizens spend less time on TV, and the
states with a low standard of living, de-industrialised states11,
with shortcomings or insufficient access to culture for people,
so that the latter cannot diversify their cultural consumption
practices.
Watching TV programmes has not only modified the
people’s cultural habits or tastes, or their routine, everyday
practices and habits worldwide, but has also had influences
in every social sphere. It has modified the values upon which
people guide themselves, it has generated new social models,
it has generated beliefs that changed worldwide concepts
of health, wellbeing, beauty etc. It has even modified foodrelated behaviours to such extent that in the United States,
for example, there is a National TV Dinner Day, dedicated to
processed food (generically called TV Dinner, after the name
of the first products of the kind brought on the market by the
Swanson & Sons company). Processed food products were
first of all successful among the American women, because
cooking this type of food did not take much time, and the
popularity of the TV Dinner products grew within the masses
concomitantly with the development of the television in the
8

Rachel Krantz-Kent, “Television, capturing America’s attention at prime time
and beyond,” Beyond the Numbers: Special Studies and Research, vol. 7, no.
14 (U.S. Bureau of Labor Statistics, September 2018), https://www.bls.gov/
opub/btn/volume-7/pdf/television-capturing-americas-attention.pdf, p. 2

9 	 Idem
10 Bruno S. Frey, “Economics of Happiness”, accesat la https://books.google.
ro/books?redir_esc=y&id=JZ7uDwAAQBAJ&q=television#v=snippet&q=
television&f=false, p. 51
11 Bruno S. Frey et al., “Does watching TV make us happy?”, Journal of
Economic Psychology 28 (2007) 283–313
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USA, as their name, package and commercial messages
suggested the consumption of these products with the family,
in front of the TV12. We have used this example because it
highlights how much the TV has influenced the consumption,
in general, as television is not only a source of information,
news, entertainment etc., but also an influencing factor in
numerous fields. From the appearance of the TV set, the TV
programmes have always enjoyed popularity, and this was
particularly related to the user-friendly accessibility of this
type of cultural consumption within the masses.
The possibility to watch movies or entertainment shows
from home has changed our lifestyle. Researchers have
sought for explanations for the people’s appetite for TV
consumption, as well as for the people’s main motivations for
choosing so often to watch TV, and the results of the studies
highlight that the people prefer the TV consumption for its
immediate benefits and negligible costs. Furthermore, for
most of the people TV watching is a ritualistic behaviour13, it
pertains to the sphere of intimacy and it is directly related to
what people consider personal home leisure.

importance in the change and formation of cultural tastes,
in the appearance of the so-called pop culture, as well as in
the omnivorous cultural consumption. The mass media were
believed to be responsible for the cultural homogenization,
as well as for the phenomenon of globalisation, for the
loss of local traditions, for the redefinition of the national,
ethnic, religious or gender identities, of the work time and
spare time, for the change of everyday routines, of social
stratification, of political regimes and social organisation.
The rapidness of message and information transmission has
turned the mass-media into the fourth power in the state,
and the new technologies have not managed to overthrow
it yet. Future studies and research will reveal the magnitude
of the changes generated by the mass-media at social and
cultural level, and the analyses from this chapter contribute
to the identification of the role of the mass media in the
contemporary Romanian society.

The change in the lifestyle was made gradually at the
level of the generations who were born and raised with the
TV and the radio at home and the cinema theatre in their
proximity, and in time the TV, radio and cinema have actually
become social “institutions” which have formed personalities
and influenced the people’s lives. Researchers have proven
that the so-called cohorts of people born between 1930
and 1970 engage in cultural activities in different manners,
correlated differently depending on the persons’ socioeconomic status.14 The mass media have had a major
12 Lauren Gust, Defrosting Dinner: The Evolution of Frozen Meals in America,
Intersect, Vol. 4, Nr. 1 (2011), Massachusetts Institute of Technology
13 Wheeler, Katherine S., “The Relationships between Television Viewing
Behaviors, Attachment, Loneliness, Depression, and Psychological WellBeing” (2015). University Honors Program Theses. 98, Georgia Southern
University
14 Angèle Christin, Philippe Coulangeon, Olivier Donnat. Cultural
participation, cohort effects, and higher education (1981-2012). 2016.

ffhalshs-01400391, https://halshs.archives-ouvertes.fr/halshs-01400391/
document, p. 4
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2. Methodology
The statistical analyses we made were mainly statistical
frequencies and crosstab-type. For the latter we used sociodemographic variables in order to be able to provide more
refined analyses on the profile of TV and radio consumers.
We considered variables measuring the current structure
of the network of technological and media products and
services within the households, the level of TV consumption,
the daily average time of TV consumption, the types of TV
programmes watched, the appreciation of the quality of the
programmes provided by television, the perception on the

cultural programmes and what people would like to find in the
programme schedule in the future. For the radio consumption
we considered variables measuring the radio programmes
consumption frequency and the types of programmes
that people listen to the radio, depending on the contents.
Furthermore, both for television and radio, we analysed
an open variable regarding the people’s favourite cultural
programme, and the purpose of this analysis was to identify
what people understand by cultural programme.

3. Media consumption trends in Romania between
2007 and 2019
In order to better understand the evolution of the media
products network and the changes in the media consumption
in particular, we monitored the statistical data from the last
12 years, starting with the year of 200715. We have identified
a series of differences along the years, particularly in relation
to the technological equipment of Romania’s households.
In some cases, the technological development has modified
quite substantially the technology by means of which people
consume TV or radio productions, but we have to point out that
the consumption patterns have not essentially changed. The TV
programme consumption has recorded small fluctuations in the
last 10 years. According to the Cultural Consumption Barometer,
in 2007, 90% of the Romanians used to watch TV daily, while in
201516 this percentage slightly dropped: 88%. A higher difference
15 Data source: Barometrul de Consum Cultural, available at https://
www.culturadata.ro/publicatii/?search=&order_orderby=DESC_
date&tag%5B%5D=Barometrul+de+Consum+Cultural
16 Carmen Croitoru, Anda Becuţ (coord.), Barometrul de Consum Cultural 2015.
Preferințe, practici, tendințe, https://www.culturadata.ro/wp-content/
uploads/2018/07/Barometrul-de-Consum-Cultural-2015.pdf, Editura Pro
Universitaria, Institutul Național pentru Cercetare și Formare Culturală, p. 68

was noticed for the years 2016 (when people used to watch TV
daily in a proportion of 94%) and 2018 (when the percentage
dropped to 79%).
Graph 1. Evolution of percent of population watching TV
daily, by years
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While up until 2016 there were no significant differences
recorded for this cultural practice, after 2016 the values
gradually decreased a little every year, but the TV programmes
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consumption still has been very high. More than 70% of
Romania’s population watch TV every day of the week. On the
other hand, the households are still keeping up with the latest
technological equipment. While in 2007 96% of the population
used to have a flat/normal screen TV set in their households,
in 2014 only 81% had such a device, and in 2019 only 38% of
the households still have such a device. In the last 12 years,
this device has disappeared from 58% of the households, or
– better said – it was replaced with new generation TV sets
(smart TV, flat screen TV).
Currently, 77% of the households own state-of-the-art TV
sets – flat screen TV or smart TV sets. In 2014 only 12% of
the households had a smart TV in their possession, and their
percentage has grown by 33% in the last five years (45% in
2019; see Table 1). Furthermore, from 2007 to present there
has also been an increase (by 6%) in the percentage of
households benefiting by cable TV, and from 2014 onwards
the number of Romanian households with a satellite antenna
in their possession has increased by 13%.
Table 1. Changes within the households’ network of
electronic goods in relation to the TV set (for the period
2007-2019).
Normal / classic /
CRT TV set

Smart TV (TV set with
an Internet connection)

Flat screen
TV set

2007

97%

*

*

2012

98%

*

*

2014

81%

12%

42%

2016

67%

*

55%

2019

38%

45%

77%

We can notice a phenomenon of preservation of the
consumption of TV as cultural practice. People invest

in cultural goods related to this consumption, and the
domestic network serving as a support for the consumption
of television is continually improving and adapting to the
new technologies.
Graph 2. Media infrastructure in households (2019)
Cable TV
Flat screen TV
Smartphone
Computer / Laptop
Radio set
Smart TV
CRT (classic) TV
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77%
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45%
38%

Tablet

31%
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29%

Besides the dimension of the domestic infrastructure that
facilitates the consumption of mass-media, the dimension of
the cultural offer is important, too. The analysis of this offer
for the period 1990-2018 based on the duration (in hours) of
the TV programmes (Graph 3) highlights a constant growth
in the last thirty years, with small exceptions (2013-2014)
and a stabilisation of the TV programmes distribution in the
period 2014-2018. In this context, the high percentages of
TV consumption may be also explained through a consistent
supply of mass-media productions, while the drops recorded
in the years 2016-2018 may be explained through a
saturation of the consumers or through their low level of
satisfaction with the cultural supply.
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Graph 3. TV programmes broadcast duration (number of hours)
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The data presented within the report dedicated to the
consumption of media products - Standard Eurobarometer “Media use in the European Union” 17 confirms the consumption
trends identified in our study. According to this Eurobarometer,
in Romania, in 2014, the TV consumption began to decrease
slightly; concomitantly, as compared to the previous years,
the consumption of Internet and social networks began to
increase significantly. From the same study we find out that
in Romania 53%18 of the people state that they would rather
trust the information presented on TV, while only 37%19 of
the Romanians trust the printed press, and this could be an
explanation for Romanians’ choice of TV as the main source
of news and up-to-date information.
17 Media Use in the European Union, Standard Eurobarometer 82, November
2014, available at https://ec.europa.eu/commfrontoffice/publicopinion/
archives/eb/eb82/eb82_media_en.pdf

3.1 TV programmes consumption
Further on we shall present the frequency of people’s
watching various types of programmes on TV. The people
watch news, movies and programmes on TV every day. As
regards the actual number of hours spent on TV, at national
level, 60% of the respondents watch TV programmes for 3
hours a day on average, 29% watch between 4 and 6 hours
daily, while 7% of the people spend over 7 hours a day on TV.
According to an international study20 carried out in 2018 in
over 95 states, the average time spent on TV by every person
at global level is 2 hours and 56 minutes every day. The same
report states that “In the last 25 years, global TV viewing
time has remained steady, despite the increasing availability
of video content online.”21 The study also mentions that at

18 Ibidem, p. 26

20 One Television Year in the World, 2018, study of Eurodata TV Worldwide;
press release available at https://www.glance-mediametrie.com/en/
one-television-year-world

19 Ibidem, p. 27

21 Idem
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global level the fictional or fiction-related programmes have
the highest consumption share. At European level, a piece of
statistics22 on the highest number of hours spent on TV shows
us that Romania is one of the biggest TV consumers, alongside
with Serbia, Hungary, Macedonia, Turkey, Croatia, Poland,
Bulgaria. At the opposite pole, with the least number of hours
spent on TV, we find Switzerland, Norway, Sweden, Denmark
and Finland.
In this context, the governments of some countries found
out that the time spent on TV has become a problem of national
health, both among the youngsters and among the adults. For
example, in 2010, The U.S. Department of Health and Human
Services launched a ten-year national programme (Healthy
People 2020, abbreviated HP2020)23 which had amongst its
goals the reduction of the number of hours spent in front
of the TV, particularly among young people, and promoted
the concept of screen-free activities24 in order to encourage
active practices such as dancing or other types of activities
performed outside the house. We mentioned this in order to
draw the attention on the fact that the very high number of
hours spent in front of the TV set has become a subject that
is now part of the problems pertaining to the communities’
and the people’s wellbeing, involving issues of public health.
The number of hours spent in front of the screens is also one
of the explanations for the low popularity of other types of
cultural activities, which at best manage to draw only certain
categories of public.

22 https://www.statista.com/statistics/422719/tv-daily-viewing-time-europe/
23 Healthy People 2020 Programme, available at https://www.healthypeople.
gov/2020/About-Healthy-People
24 Sari Edelstein, Nutrition in Public Health, 2018, Jones & Barlett Learning,
Burlington, MA, p. 212

Graph 4. Frequency of respondents’ watching TV
programmes
Daily

Once / several times a week

Watched TV for the news
72%

15%
Watched TV for (any kind of) programmes)
21%
Watched TV for movies or movie series
21%

65%

61%

In order to understand the dynamics of the TV programmes
consumption it is important to have an image of the massmedia production and distribution and the structure of the
cultural supply, depending on TV programmes types. Thus, we
can notice that, although the news programmes are not on
top in terms of the number of broadcasting hours, they still
manage to attract the most TV viewers.
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Graph 5. TV programmes broadcast duration, by genres (number of hours)
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3.2 Types of TV shows
and programmes watched
at national level
A high percentage of the population prefers to watch
movies and entertainment programmes, which also include
the reality-show type programmes. In order to understand
why people have such a high appetite for this type of media
products, there are several international studies, as this
phenomenon is not only found in Romania, but in the entire
world. The researchers have tried to identify and explain the
motivations for these preferences and they identified the fact
that they are mainly related to motivations. One of the theories
testing the motivations for watching TV, especially reality
shows, so frequently was the theory of sensitivity25, which lists
16 basic desires of humans (power, curiosity, independence,
25 Steven Reiss, James Wiltz, “Why People Watch Reality TV”, Media
Psychology, 6, 2004, 363–378, The Ohio State University, p. 364.

4.941
766
34

status, social contact, vengeance, honour, idealism, physical
exercise, romance, family, order, eating, acceptance,
tranquillity and saving)26. According to this theory, the people
act in such way as to permanently maximise the satisfaction
of the 16 desires previously mentioned. Depending on these
desires and the matrix they form for each person, we can build
a profile of people’s desires27 and choices over various types
of activities. All the people have the potential to experience
all the 16 types of desires. For example, when we see on TV
a war-related movie or programme, we may live the joy of
vindication28. These experiences are substitutes for real, lived
experiences. They offer the same type of joy for the moment,
similar to experiencing a reality-like situation. Obviously, living
26 Steven Reiss, James Wiltz, “Why People Watch Reality TV”, Media
Psychology, 6, 2004, 363–378, The Ohio State University, pp. 365-366.
27 Steven Reiss, James Wiltz, “Why People Watch Reality TV”, Media
Psychology, 6, 2004, 363–378, The Ohio State University, p. 366.
28 Steven Reiss, James Wiltz, “Why People Watch Reality TV”, Media
Psychology, 6, 2004, 363–378, The Ohio State University , p. 367.
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these substitute experiences varies from person to person and
is also influenced by a series of factors pertaining to culture,
upbringing, opportunities, personal skills and history29.
People accept and practise watching TV programmes as
a sort of vicarious experience (referring to a way of living in
imagination experiences and emotions of another person), as
a convenient, minimal effort means of vicariously experiencing
joys. Among the reasons why people consume entertainment
programmes to such a high extent there is the fact that
this activity is the easiest way to live emotions and obtain
satisfaction or joy without investing too many resources (time,
money etc.). Other theories that explain the high consumption
of TV programmes mainly consider that the people’s choices
are completely reason-related – for example, modern theories
of economics30, which state that people choose to watch TV in
such large numbers because they want to do that and nothing
else. Watching TV programmes is a voluntary activity, freely
chosen, and people do it because they like watching TV and
because, if they did not like it, they would not do it31, as well
as because they understand the final utilitarian goal of TV
watching, which entails low costs.
Researchers32 have found that actually most of the people
cannot even say exactly how many hours they watch TV in
the course of a day and that, in fact, very few of us even
understand the over-consumption of TV. This means that
we cannot actually evaluate how much time means a low
or a high consumption of TV programmes. The studies of
psycho-social sciences have shown that watching TV is mainly
29 Ibidem, p. 368
30 Bruno S. Frey, “Economics of Happiness”, available at https://books.google.
ro/books?redir_esc=y&id=JZ7uDwAAQBAJ&q=television#v=snippet&q=
television&f=falsep. 51

correlated with obtaining average enjoyment33. One study34
showed that people who prefer to watch very many reality
shows are persons very much oriented towards status, focused
on the need for validation and on a high belief that they are
important, high status persons.
The high consumption of TV generates self-control issues
among people35, as well as depression, anxiety, loneliness and
a low satisfaction with life, in general.36 An analysis conducted
among students identified that the persons who have a
ritualistic habit of watching TV had higher scores of anxiety37.
Long-term TV programmes consumption generates a lower
level of appreciation of one’s personal financial situation, it
leaves more room for the idea that material assets are most
important in terms of people’s personal desires, it determines
the decrease of trust in other people, it negatively influences
the feeling of personal safety and it determines the decrease
of active involvement or participation in the social38, civic,
political, cultural life etc., in comparison to the people who
watch TV less frequently or do not watch at all.
Hereinafter we shall present in more detail the main
types of TV productions that Romanians prefer to consume
most often. We included three categories in the analysis,
depending on the type of content: fictional programmes
(feature movies, TV movie series, entertainment programmes
33 Bruno S. Frey et al., “Does watching TV make us happy?”, Journal of Economic
Psychology 28 (2007) 283–313, p. 4
34 Steven Reiss, James Wiltz, “Why People Watch Reality TV”, Media Psychology,
6, 2004, 363–378, The Ohio State University, p. 373
35 Idem, p. 6
36 Idem, p. 8

31 Ibidem p 51

37 Wheeler, Katherine S., “The Relationships Between Television Viewing
Behaviors, Attachment, Loneliness, Depression, and Psychological Well-Being”
(2015). University Honors Program Theses. 98, Georgia Southern University,
p. 32

32 Bruno S. Frey, “Economics of Happiness”, available at https://books.
google.ro/books?redir_esc=y&id=JZ7uDwAAQBAJ&q=television#v=
snippet&q=television&f=false

38 Wheeler, Katherine S., “The Relationships Between Television Viewing
Behaviors, Attachment, Loneliness, Depression, and Psychological Well-Being”
(2015). University Honors Program Theses. 98, Georgia Southern University.
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Graph 6. Most watched fictional TV programmes

and animation films), non-fictional programmes (news and
general interest information, sports and advertising) and
mixed documentary films or programmes (documentaries,
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3.3 Watching fictional
programmes
Of the programmes of fictional nature, the most watched
categories are feature films and TV movie series, watched by
79% of the respondents, followed by entertainment shows,
preferred by 76% of the respondents.

Feature films, TV
movie series

Entertainment
shows

Animation films

The film offer (documentaries, fiction or animation films)
has constantly grown in the period 1990-2004, and after
2004 it entered a stable level, with small fluctuations during
the period 2004-2018. We may thus consider that this was a
stabilisation of a cultural consumption of movies distributed
via the TV network, and the high percentage of consumers of
such programmes remains relatively constant.

Graph 7. Broadcast duration of documentary, fiction and animation films (number of hours)
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With similar consumption percentages, the entertainment
programmes have had a dynamic similar to that of the movies,
recording an increase in the period 1990-2008, followed by a
stable stage with small fluctuations in the period 2010-2018.

We consider that this reflects a stabilisation of the consumption
and a retention of the public already accustomed with this
type of consumption.

Graph 8. Broadcast duration of entertainment shows (number of hours)
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3.4 Watching non-fictional
programmes
Of the programmes with non-fictional content, the news
programmes are the most watched. Actually, according to
the data of the Cultural Consumption Barometer39, this type
of mass-media product has been in the top of the public’s
preferences in the last years, too, even after the Internet
became an important alternative source of public interest
information and news.

Graph 9. Most watched types of non-fictional
programmes on TV
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39 According to data collected for the years 2017 and 2018.
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The dynamic of the number of news hours broadcast on
TV in the period 1990-2018 highlights a constant growth
until 2010, followed by a sudden drop in the period 20102014, with a relatively constant trend of recovery until 2017.
The dynamic of general interest information programmes
is similar, and the possible explanations for the oscillations
from the TV programmes schedule may be the subject of

more in-depth analyses. But it is important to mention that
the offer of news and updates programmes may reflect a
society’s level of democratisation, and the consumption of this
type of programmes may reflect the citizens’ degree of civic
engagement and the importance they give to public-interest
information.

Graph 10. Broadcast duration of news (number of hours)
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3.5 Watching mixed (fictional
and non-fictional) programmes
Documentary films are the most watched of the category of
media products that includes programmes or documentaries
with fictional and non-fictional content. For the documentary
films, we chose to include them in the category of products
with a mixed nature (fictional and non-fictional) in order
to diminish as much as possible an interpretation error in
terms of content. At the level of common knowledge, a
documentary film is a type of visual product whose main

goal is to provide information and documentation on a series
of events originated in real facts or happenings. Because in
the data-collection stage our study did not include nominal
or operational definitions and the documentary films rather
have a borderline, fictionalised content, we chose to tackle
them together with the programmes that may include visual
materials with a documentary-like character.
We thought it would be useful to ask the respondents what
their favourite programme was. The majority of the people
mentioned traditional folk and ethno shows or programmes
approaching themes or issues related to rural spaces.
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Another part of the respondents mentioned entertainment
or reality shows, while some of the interviewees mentioned

the programme Teleenciclopedia (on the national public TV
channel) as their favourite cultural programme.

Graph 11. Most watched types of TV programmes
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1990-2014; after this period a slight decrease of the total
broadcast duration is visible.

Graph 12. Broadcast duration of mixed-content TV programmes (education, art and culture, music, science, spiritual life)
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3.6 Level of satisfaction with the
offer of cultural TV programmes
We shall further on present the people’s level of
satisfaction with the offer of TV cultural products and
programmes. More than half of the respondents (57%) are
content with the quality of the cultural TV programmes,
17% are very content and only 9% mentioned they were not
content. As regards the quantity of cultural programmes or
shows on TV, almost half of the respondents (42%) consider
that there are not so many in relation to their expectations,
while 32% are undecided. From the analysis of these data
we may conclude that most of the people believe that more
cultural programmes and shows are necessary on TV.
Nearly half of the respondents believe that cultural
programmes are of good quality, while 34% are rather
undecided on this aspect. In this context, we may raise
a problem regarding what people understand by
cultural programmes or shows or that the content of
such programmes should be, as we recorded quite high
percentages related to the number of cultural programmes
or their quality. Moreover, a very low percentage of those
who stated they watched cultural programmes could also
mention a title of a programme. In this context we remind
that in 2012 the national channel of the public television
specialised on cultural programmes was interrupted; it
used to broadcast the most culture-oriented programmes,
including broadcasts of theatre performances, opera,
music concerts and productions of various genres, art films,
educational programmes for children and youngsters etc.

Graph 13. Level of satisfaction on the quality of cultural TV
programmes offer
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Graph 14. Respondents’ perception on the number of cultural
shows / programmes on TV [There are too many cultural shows /
programmes on TV]
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Graph 15. Respondents’ perception on the quality of cultural
programmes [Cultural shows / programmes on TV are of
good quality]
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People want to watch more programmes on health (76%),
they would like more new movies in the schedule, more
entertainment shows, comedy shows and documentaries on
historical, political, religious or economic themes. Only 7% of
the respondents stated they wanted more advertising and only
2% want more sports shows.
Graph 16. Types of shows and programmes that
respondents would like to watch more on TV
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political, religious, economic themes
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preferences in terms of watching TV programmes, we find
out that the percentage of youngsters watching the news is
similar to that of the young people who watch programmes,
movies or movie series; the difference is small (45% watch the
news daily, while 48% watch movies or movie series on TV on
a daily basis). On the other hand, this represents a relatively
high percentage of youngsters who are constantly interested
in news and want to be informed, inter alia, on the political,
social, economic situations they live in.
Graph 17. Frequency of TV programmes consumption,
by age (daily)
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In order to better understand who the consumers of TV
programmes are and what their profile is, we conducted a
series of analyses that included socio-demographic aspects.
For this analysis we considered such variables as: residence
area, respondents’ gender, level of education and level of
personal incomes etc.
According to the data collected within our study, the
frequency of TV programmes consumption grows with the
respondents’ ageing. The more the respondents’ age increases,
the higher their interest in news, but, in comparison to this
type of media product, their interest in shows or movies
decreases. Young people between 18 and 35 years old watch
TV for the news to the lowest extent, as compared to the
other age categories. However, if we compare young people’s
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62%

Movies or series

74%
64%
63%

51 – 65 years old

86%
76%
68%

Above 65 years old

87%
78%
65%

As regards the differences recorded depending on the
respondents’ gender, the percentages for the consumption of
movies or movie series are more significant, as women choose
to watch this type of programmes on TV every day. As for the
rest, the preferences for various categories of TV programmes
are homogenous, with no notable differences.
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Graph 18. Frequency of TV programmes consumption, by
gender (daily)
Male
news

programmes (any kind)

Female
71%
73%

58%
63%

Table 2. Level of education correlated with the frequency of
watching different categories of TV programmes
Daily

Once/several times
a week

Low education level

72%

12%

Medium education level

73%

14%

Post high school education

73%

10%

High education level

67%

18%

Daily

Once/several times
a week

Low education level

66%

20%

Medium education level

66%

21%

Post high school education

68%

18%

High education level

59%

24%

You watched TV to see
programmes (of any kind)

Once/several times
a week

Low education level

67%

17%

Medium education level

62%

19%

Post high school education

59%

28%

High education level

55%

27%

Graph 19. Frequency of watching TV programmes,
by residence area

The frequency of TV programmes consumption is higher
among the respondents with a low or medium level of
education, either in terms of consumption of news, or of any
kind of programmes or movies. It is worth noticing that a
slightly higher consumption of news and programmes and a
lower consumption of movies are recorded among the persons
with high education.

You watched TV to see the
news

Daily

The frequency of TV programmes consumption is relatively
equal in the urban and in the rural in terms of consumption of
all the categories of TV programmes, with slightly higher values
for the rural versus the urban areas.

63%
66%

movies or series

You watched TV to see
movies or movie series

Rural
news

programmes (any kind)

movies or series

Urban
74%
70%
66%
63%
61%
60%

As regards the correlation of the consumption with the
level of individual income, we have not identified substantial
differences between the respondents in terms of their
frequency of watching TV to see the news. Therefore, both the
persons with low incomes and those with high incomes choose
to watch TV daily to see the news programmes.
On the other hand, we have identified a series of differences
in terms of daily consumption of movies or movie series. The
persons with no incomes or with small incomes watch these
programmes more than the persons with average and aboveaverage incomes. The persons with personal incomes of above
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5000 lei choose to watch TV to see movies or movie series
less frequently. The same goes for watching TV programmes:
the persons with no incomes or with small incomes choose to
watch any kind of TV programmes more than the persons with
high incomes.
As regards the level of satisfaction with the TV programmes,
correlated with a series of socio-demographic variables, we
have not identified very high differences between men and
women, both categories being equally satisfied with what
they find on TV. But we have indentified differences in the
case of the correlation between the level of satisfaction with
the TV programmes and the income level. The persons with
a higher level of income stated they were generally satisfied
with the TV programmes, as compared to the persons with no
personal incomes or with low incomes. Furthermore, we found
differences as far as the correlation with the residence area
was concerned. In this case the data may be explained through
the fact that people do not have access to a high diversity of
leisure activities in rural areas, a situation different from the
urban, where comparisons with other types of leisure activities
can be made; implicitly, the urban inhabitants show other
expectations from the viewpoint of the quality or diversity
of the TV programmes. It is possible that they have higher
expectations from the TV programmes because their leisure
agenda is diversified with other types of activities, in the public
or domestic space (e.g.: Internet).
In terms of the correlation between the respondents’ level of
satisfaction and their age, the results show that young people,
under 35 years of age, are the most satisfied with the quality of
the TV programmes. It is very interesting to highlight that the
level of satisfaction with the TV programmes decreases with
ageing, as the least satisfied respondents are 65 years old and
above, although this category watches TV the most in one day.
In the context of these results, we remind of the readers about
the theory of sensitivity described above and about the fact
that the more a person watches TV, the more they tend to be
discontent, and the satisfaction received via this consumption

constantly decreases, while the need to watch TV even more
increases, with a view to obtaining satisfaction again and to
reliving experiences that replace the actual reality.
Hereinafter we shall present what types of programmes
people would like to find on TV to a greater extent, depending
on a series of socio-demographic variables: age, education,
personal income, gender and residence area.
In terms of education level, the persons with a high level
of education would like to watch more children’s shows on
TV, as compared to the people with a low education level.
The persons with a low education level would like to see
more news on TV, as compared to the persons with a high
education level, who appreciated that there was no need
for more news programmes; the difference between the two
categories is 21 per cent. The persons with high education level
would rather watch more new/recently released movies, more
documentaries on historical, political, religious or economic
themes, more cultural programmes, programmes on art and
art history, architecture, more culinary shows, more comedy
shows and more sports shows. The persons with a low level
of education want to watch more culinary, entertainment and
music shows. There is no essential difference by education
level for the category of health programmes and shows, as
both the persons with high education and with low education
level equally mention they would like to view this type of media
product more often in the future.
As regards the gender variable and the types of
programmes people would like to watch more often,
women want more children’s shows, more culinary shows,
more programmes on health. As compared to women’s
preferences, men want more sports shows, more news,
more new/recently released movies, more comedy shows or
programmes.
As far as age is concerned, we found that the persons
above 50 years of age wanted more news programmes, more
documentaries on historical, political, religious or economic
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themes, arts, art history and architecture programmes, more
food shows, more health-related programmes. Younger
persons (18-35 years old) want to see on TV more new/
recently released movies, more sports shows, more music
shows, more entertainment and comedy shows.

Graph 20. Evolution by years of percent of population
owning a radio set in their households
evolution of radio sets in households
(national level)

For the variable residence area we recorded the following
differences in the respondents’ preferences in terms of TV
programmes: the persons from rural areas would like to
see more news programmes, more advertising, more sports
shows; the persons from urban areas would like more new/
recently released movies, more documentaries on historical,
political, religious or economic themes, arts, art history and
architecture programmes.

80%

From the viewpoint of the personal income we have
identified that the higher a person’s level of income is,
the more they want to find on TV the following types of
programmes and shows: children’s shows, documentaries on
historical, political, religious or economic themes, arts, art
history and architecture programmes, programmes on health
and sports shows. The persons with no incomes and those
with an under-average income want to watch on TV more
entertainment shows, cultural programmes, new/recently
released movies and news.

2007

3.7 Radio programmes consumption
In this section of the chapter we shall present a series of
data on the radio consumption and the types of programmes
that people prefer to listen to on the radio. While in 2007
80%40 of the respondents stated they had a radio set in
their households, in 2019 only 53% of the households still
have a radio set in their possession. In the last ten years the
popularity of the radio set has decreased, and today we find
it in 27% fewer households.
40 Barometrul de Consum Cultural, 2007,National Institute for Research
and Cultural Training, https://www.culturadata.ro/wp-content/
uploads/2018/07/3_Barometrul_de_Consum_Cultural_2007.pdf

65%

2012

59%

59%

2014

2016

53%

2019

Unlike television, the radio programmes have lost some
of their consumers, but this situation may be also explained
through the fact that there has been an increase in the
number of people owning other types of devices, such as
smartphones or tablets. Of the total respondents, 33% stated
they had never listened to the radio, while 14% mentioned
they only listened to the radio once or several times a week,
for the news. Of those who listen to radio programmes, 40%
listen daily, 38% listen to news every day and 20% listen to
cultural programmes.
For most of the respondents who answered affirmatively
when asked if they listened to radio programmes, the
average daily duration of this practice is 1-2 hours.
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In 2015, according to the Cultural Consumption
Barometer41, 52% of the Romanians used to listen to the
radio daily. It is interesting to note that, unlike the case of
the TV cultural programmes, for the radio there were a much
higher number of interviewees who could name their favourite
cultural programme. Like in the case of TV programmes, the
most mentioned cultural programmes were those with musical
content, especially with traditional folk and ethno music. There
were also mentioned cultural programmes on art themes,
programmes about the biographies of painters, writers and
musicians.

Graph 22. Have you used the radio to listen to cultural
programmes?
Daily
Once / several times a week
Monthly
Once / several times a year
Never

20%

Graph 21. Have you used the radio to listen to news?
10%

51%

Daily
Once / several times a week

7%

Monthly

12%

Once / several times a year

Graph 23. Have you used the radio to listen to music?

Never

Daily

32%

38%

Once / several times a week
Monthly
Once / several times a year
Never

8%
7%

15%

29%
40%

6%
41 Carmen Croitoru, Anda Becuţ (coord.), Barometrul de Consum Cultural 2015.
Preferințe, practici, tendințe, https://www.culturadata.ro/wp-content/
uploads/2018/07/Barometrul-de-Consum-Cultural-2015.pdf, Editura Pro
Universitaria, National Institute for Research and Cultural Training, p. 78

7%
18%
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The most listened types of radio programmes are music
programmes, news and sports programmes. The least listened
to programmes are radio theatre and children’s and youth’s
programmes.
Graph 24. Most listened types of radio programmes,
by content
Musical
News
Sports
Social

63%
55%
37%
40%

Various journalistic reports

33%

Economic

33%

Education, science, learning

33%

Literature and arts

25%

For children and youth

20%

Advertising

23%

Theatre

21%

3.8 Radio consumption by
socio-demographic variables
Further on we shall present the general socio-demographic
characteristics of the radio listeners. Men generally listen to
all types of radio programmes more than women, except for
the children’s and youth’s programmes, which women listen
to more often. A possible explanation is the fact that women
listen to these types of programmes together with children and
youth. The highest difference between genders was recorded

for the sports programmes, where women listen to this type of
programme by 33% less than men.
Table 3. Types of radio programmes listened by respondents,
by gender
Men

Women

News

Types of radio programmes

61%

49%

Sports

54%

21%

Social

45%

35%

Journalism - various reports

36%

31%

Economic

38%

28%

Arts and letters

28%

23%

Children and youth

17%

22%

Education, science, learning

36%

30%

Theatre

23%

20%

Music

67%

60%

Advertising

24%

21%

In general, the persons from rural areas listen more often to
all types of radio programmes, less often they listen to theatre
and music programmes, which have a wider public in the urban
versus the rural areas. We have equal percentages for the two
residence areas in terms of listening to education, science and
learning programmes (33%).
Table 4. Types of radio programmes listened by respondents,
depending on residence area
Types of radio programmes

Rural

Urban

News

57%

53%

Sports

42%

33%

Social

41%

39%

Journalism - various reports

36%

31%

Economic

35%

31%

Arts and letters

26%

25%
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Types of radio programmes

Rural

Urban

Children and youth

21%

19%

Education, science, learning

33%

33%

Theatre

18%

24%

Music

59%

67%

Advertising

24%

21%

As far as the age variable is concerned, the persons above
40 years old listen to news, and this percentage grows with
ageing. The persons aged 65 and above who listen to the
radio in general listen to news in particular in a proportion
of 37%. In the case of news and updates, the situation is
similar to that of the TV news consumption, which also grows
with age.
Sports and social programmes mainly have a public
among the youngsters and adults under 64 years old.
Journalistic programmes, containing various reports are of
interest for the persons above 30 years of age. Education,
science and learning programmes are of interest for the
persons aged between 40 and 49, as well as for those aged
65 and above. Most probably, the latter have an interest for
this type of programmes in the context of having children
and youth in the family. Theatre programmes are most often
listened to by the persons above 65 years of age. A possible
explanation for this situation is related to the people’s desire
to consume cultural products from the sphere of performing
arts, which they cannot attend from various reasons, but
we can also explain this percentage through the fact that
radio theatre used to enjoy a much greater popularity in the
past versus the present. With a presence of over 80 years in
Romania, the radio theatre enjoyed popularity particularly in
the years before 1989, when the television used to provide
a limited quantity of cultural programmes and gradually
became a propaganda instrument. On the other hand, the
radio theatre was very quickly included in radio broadcasts,
as the first radio broadcast of a play was transmitted in

Romania in 1929, merely two years after the founding of the
Romanian Radiotelephone Broadcasting Company (192742).
On the other hand, the history of the radio was slightly
different from the television’s, whose entrance in the public
space was modelled by the political regime of the time.
During the inter-war period, the radio was not only a mass
communication medium, but it also became a symbol of the
time, through the voices of the artists, writers, composers,
actors, poets etc.43 Their messages became vectors of social
values, of trends and lifestyles of the elites of the time. They
were considered the first users of the radio, their voices set
the trend for a new public culture, which influenced not only
the consumption, but also a new form of social and cultural
stratification. The lower classes from the 1920-1930 turned
the possession of a radio set in a household into a possession
of etiquette and social status. The people from lower classes
used to mimic the values, beliefs, lifestyle, practices and
manners of the persons beyond the radio’s microphone.44
The radio had become an indicator of welfare of the time,
and those who spoke on the radio became models and
opinion makers for the listeners. The possession of a radio
set modified not only the ways and means of communication
and information among people, but it also set new power
relationships within the society for a while.45 While in the
first year of transmission the number of subscribers was
2000 people (1927), at the end of 1938 there were 274,31446
subscribers.
As regards the correlation between the education level
and the types of programmes listened, the persons with
higher education listen to all types of programmes more
42 Ioana Calen, Istoria media printre straturile de antene. (3) Perioada
de tranziţie și contemporană, available at https://e-zeppelin.ro/
magik-istoria-media-printre-straturile-de-antene-perioada-interbelica/
43 Ibidem
44 Ibidem
45 Ibidem
46 Ibidem
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often, as compared to the persons with a lower education
level. The situation is different only for the advertising
content, which is more listened to by the persons with a

medium and post high school education, as compared to
the persons with a higher level of education.

Table 5. Types of radio programmes listened by respondents, depending on education
Low education level

Medium education level

Post high school
education

High education level

News

46%

55%

59%

59%

Sports

29%

38%

45%

37%

Social

37%

38%

40%

46%

Journalism – various reports

28%

33%

40%

35%

Economic

26%

31%

37%

39%

Arts and letters

21%

24%

31%

29%

Children and youth

19%

18%

31%

19%

Education, science, learning

24%

31%

43%

41%

Theatre

18%

21%

28%

21%

Music

48%

62%

67%

74%

Advertising

16%

24%

36%

19%

Types of radio programmes

4. Conclusions
With a very well-developed domestic distribution
infrastructure, with a high level of radio and TV broadcast
hours, it is not surprising that the legacy mass media records a
consumption level of more than 80% nationwide. These results
show the importance of the mass-media within the Romanian
society and they should make the radio-TV programmes
distributors responsible in terms of the quality of the offer,
taking into account the studies that have shown the impact of
the mass media on the lifestyles and values manifested within
the society.
People watch TV every day in order to see news, movies or
any kind of shows. The results thus confirm the information

and entertainment functions of the mass-media. The frequency
of the news consumption grows with the respondents’ age,
while the consumption of movies or shows decreases. More
than half of the respondents are generally satisfied with the
quality of the TV programmes.
People want the most to watch on TV more programmes on
health, more new movies in the schedule, more entertainment
and comedy shows, as well as documentaries on historical,
political, religious or economic themes.
According to the results of the study, the degree of
satisfaction with these programmes grows as the people watch
less TV programmes. In other words, the frequent exposure
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to the mass media accustoms the consumer to a low level of
the quality of the offer and diminishes their critical attitude
towards the TV programmes offer.
In the last ten years, the radio set has lost much of
its popularity, and today we find it in fewer households
nationwide. Unlike the TV programmes, the radio programmes
have lost consumers, but most of those who listen to the radio
practice this activity for 1-2 hours a day on average.
The most listened types of radio programmes are music,
news and sports programmes. The least listened are radio
theatre programmes and children’s and youth’s programmes.
In general, the persons from rural areas listen more often
to nearly all types of radio programmes and less often to
programmes including theatre and music, which have a wider
public in the urban versus rural areas.
The cultural preferences of the people are closely connected
and depend on many factors, but education is one of the most
important ones – both the education pertaining to schooling

and the social education via the promotion of models and
values generated by any entity that shapes opinions or
models. The education of the population on the importance of
a consumption promoting quality content is one of the aspects
that might give another trajectory for the future consumption
practices.
Cultural tastes are formed as early as the stage of
socialisation within the family and school, as well as under
the influence of the mass media. Therefore, these factors
of educating young generations should instil values that
would turn people into agents more critical towards what
they consume. Education may become an instrument for the
development of people’s capacity to criticise and evaluate
the quality of the media content, which could determine the
change of the offer. The participation in performing arts, for
example, is a consequence of early education, as is reading.
By educating the public, through the radio-TV offer inclusively,
expectations might rise regarding the quality and cultural
value of a cultural product or service.
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5. Annexes
Table 6. Types of programmes that people want to watch more on TV
Da

Nu

Total

More children’s shows

27%

73%

100%

More news programmes

33%

67%

100%

More new / recently released movies

67%

33%

100%

More documentaries on historical, political, religious, economic themes

56%

44%

100%

More culture-related, arts and art history, architecture programmes etc.

50%

50%

100%

More culinary shows

41%

59%

100%

More programmes on health

76%

24%

100%

More music shows

54%

46%

100%

7%

93%

100%

More entertainment shows

66%

34%

100%

More comedy shows / programmes

62%

38%

100%

2%

98%

100%

More advertising

More sports programmes

Table 7. Types of radio programmes listened to by respondents, by age
Types of radio programmes

18 - 29 years old

30 - 39 years old

40 - 49 years old

50 - 64 years old

65 years old and
above

News

12%

17%

26%

28%

37%

Sports

33%

64%

59%

59%

55%

Social

32%

39%

39%

38%

37%

Journalism – various reports

30%

41%

43%

40%

44%

Economic

27%

35%

25%

33%

36%

Arts and letters

18%

32%

39%

37%

36%

Children and youth

15%

20%

25%

17%

20%

Education, science, learning

20%

30%

41%

32%

39%

Theatre

11%

12%

23%

22%

34%

Music

65%

67%

73%

58%

56%

Advertising

22%

18%

21%

25%

26%
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1. Introduction
“Tourism is culture”1. There is nothing more truthful, if we
figure that the primordial form of tourism was cultural tourism,
with reference to the “Grand Tour” (the moment when young
well-to-do Englishmen discovered the culture of other countries),
from the 16th century2. This desire to discover the cultural
heritage may have made the researchers consider tourism as a
“cultural experience”3. This statement is strengthened inclusively
by today’s tourists’ behaviour, as people are more willing to visit
an art gallery or a museum abroad rather than in their own
country. This finding is also valid for us, when we consider the
fact that many Romanians are discovering other countries’
cultures, which is very good, but they do not know Romania’s
unique destinations.
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In its work ”The impact of culture on tourism”4, OECD
repeatedly highlights the importance of culture and tourism
as determining elements for the increase of the attractiveness
and competitiveness degree of a tourist destination5. Culture
is deemed an element whose importance is increasing within
1 	 Urry, J. (1990), apud Seyed Sina Mousavi, Naciye Doratli, Seyed Nima
Mousavi and Fereshte Moradiahari, Defining Cultural Tourism, International
Conference on Civil, Architecture and Sustainable Development (CASD –
2016), Dec., 1-22016 London (UK), p. 70
2 	 Seyed Sina Mousavi, Naciye Doratli, Seyed Nima Mousavi and Fereshte
Moradiahari, Defining Cultural Tourism, International Conference on Civil,
Architecture and Sustainable Development (CASD – 2016), Dec., 1-22016
London (UK), p. 70
3 	 MacCannell (1993), apud Seyed Sina Mousavi, Naciye Doratli, Seyed Nima
Mousavi and Fereshte Moradiahari, Defining Cultural Tourism, International
Conference on Civil, Architecture and Sustainable Development (CASD –
2016), Dec., 1-22016 London (UK), p. 70
4

OECD, 2009, The impact of culture on tourism, OECD Publishing, Paris, p. 9 –
11, lucrare editată sub responsabilitatea Secretarului General, Sergio Arzeni,
autor principal Greg Richards, manager Alain Dupeyras și Hyunhwan Kim

5 Idem, p. 9

Beyond a definition that, most of the time, cannot highlight
the amplitude of the phenomenon, cultural tourism is a bridge
connecting cultures, which basically should make us more
open in our hearts and minds, in order to better understand
the world and ourselves, it is a ”borderless”, a ”limitless” form
of tourism, pragmatically speaking, it is an essential form of
tourism for Romania.
At the same time, a potential overlap of cultural tourism
with the rural space, in the case of Romania, is a concrete
modality of development of a new awareness on the heritage
existing at the level of a tourist destination.

the cultural tourism products and which makes the difference
between various tourist destinations worldwide6. In the same
work it is also highlighted that the biggest success is attained
by those tourist destinations that ”recognise” the relations
between tourism and culture7.
It is obvious that there is a very complex relationship between
tourism and culture, with direct implications in defining the term
of ”cultural tourism”.
Defining cultural tourism is difficult because of two reasons:
a)

firstly, the difficulty of defining the term “culture”, and
implicitly the differences in scientists’ opinions, from
anthropologists to sociologists, among others, in terms
of the syntagms “culture” and “civilisation” and the
relationships between them. Going through specialised
works only deepens the feeling of insecurity for the
ordinary reader, while the potential reading of the over

6 Idem, p. 9
7 Idem, p. 12
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two hundred definitions for the syntagm “culture” is
quite difficult for a person working in the field of tourism.
For this reason, we turned to the Explanatory Dictionary
of the Romanian Language (DEX 2009), according to
which “culture” is defined as “the totality of material
and spiritual values created by humankind and of the
institutions necessary for the communication of these
values”8. A second, very clear definition of “culture” is the
one taken by Gheorghiță Geană from Simion Mehedinți;
according to this definition, culture is “the sum of all
creations of the soul (intellectual, ethical, aesthetical)
that ease the individual’s adaptation to the social
environment”, thus including science, art and religion9.
In the “Dictionary of tourism terminology”, where we find one
of the first definitions of cultural tourism, we can notice quite
a good correspondence of the term of cultural tourism with
the term of culture (defined acc. to DEX 2009 and Mehedinți).
Thus, cultural tourism is “a form of tourism practised with the
purpose of satisfying one’s spiritual needs, of completing the
cultural formation of those persons who search for artistic and
cultural inspirations. This form of tourism includes historical
places, visits to museums, art galleries, music tours etc.”10.
The National Institute for Research and Development in the
Field of Tourism has issued over the years several definitions
of cultural tourism, both taken over from international bodies/
organisations, and drafted by the institute’s specialists. Cultural
tourism is seen as “the form of tourism differentiated from the
other forms of tourism through the fact that it allows, via its
range of actions, the knowledge and appreciation of a country’s
cultural assets and that it may foster creative activities”11. In
8

https://dexonline.ro/definitie/CULTÚRĂ

9

Geană, G., 1999, Simion Mehedinți. Civilizație și cultură. Editing, introductory
study and notes by Gheorghiță Geană, Bucharest: Editura Trei

10 Stăncioiu, A.F., 1999, Dicţionar de terminologie turistică, Bucharest: Editura
Economică, p. 204
11 Ministry of Tourism, National Institute for Research and Development in
Tourism, Bucharest, 1995, Studiu de valorificare prin turism a potenţialului
cultural-istoric al României şi de promovare a acestuia pe piaţa internaţională

the definition taken over from the World Tourism Organization,
Marian Busuioc sees in cultural tourism “the movement of the
persons with cultural purposes, such as study travels, artistic
motivation, participation in cultural events, festivals, visiting
historical sites and monuments12. The International Council
on Monuments and Sites considers cultural tourism a “form
of tourism whose object is, among other aims, the discovery of
monuments and sites”13.
b)

The differences in the views on cultural tourism; the
latter is seen either as an “umbrella-like” form of tourism
which includes many other forms (types), or as being
included in another form of tourism. For example, there
are tourism specialists who mention that cultural tourism
includes rural tourism and yet others who consider that
cultural tourism is included in rural tourism.

2.1 Reflection of the cultural
heritage in normative acts
It is normal that most of the normative acts which, in
one way or another, influence the cultural heritage or are
influenced by it, should refer directly to the field of culture.
At the same time, there are normative acts referring to other
fields that influence or are influenced by the anthropic and
natural heritage, such as regional development, tourism,
environment or health.
One of the most important normative acts of interest
for this study is the Government Emergency Ordinance no.
142/2008 on the approval of the National territory planning
Section VIII – areas with tourist resources, approved by Law
no. 190/200914.
12 Busuioc, M. F., 2008, Strategii de dezvoltare şi promovare a turismului
cultural în România, Bucharest: Editura Universitară
13 Definition taken from ICOMOS by Richards, G., 2003, What is Cultural
Tourism? In: van Maaren, A. (ed.), Erfgoed voor Toerisme, Weesp: Nationaal
Contact Monumenten.
14 http://legislatie.just.ro/Public/DetaliiDocument/99417
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Initially, the normative act included 1,102 territorialadministrative units (TAU) of Romania with high and very high
tourist potential, evaluated based on four criteria (natural
resources, anthropic resources, tourist-specific infrastructure
and technical infrastructure). These territorial-administrative
units include 78 municipalities (7% of the total number of TAU
included), 150 towns (13.7% of the total number of TAU included)
and 874 communes (79.3% of the total number of TAU included).
The studying of the tourist destinations from the viewpoint
of the mentioned normative act has a great theoretical and
practical importance. Firstly, it allows, as it should, the drafting
of investment plans in accordance with the requirements of
preservation or development of the cultural or natural heritage
of the destinations. Secondly, it allows the drawing up of local,
regional or national public policies related to this heritage.
Thirdly, it should determine the local public authorities to carry
out an audit of the tourist destination that should establish a
correct identity of this destination and, implicitly, to lead to the
creation of an image of the destination. Moreover, a more precise
correlation with the ethnographic destinations (“countries”,
”lands”) can be made with the support of the specialists in the
field, which might have implications on the preservation of the
tangible and intangible heritage from the rural space.
A second important normative act, the Government Decision
no. 852/200815, regulates the certification of tourist resorts.
According to this Decision, in Romania there are around 126
certified tourist resorts, out of which 60% are of local interest and
40% - of national interest. Among these there are baths resorts
and balneoclimatic resorts, except for Bizușa (Sălaj county) and
Nicolina (Iași county).
Of the 126 resorts, 23 (ca. 18%) have an anthropic tourist
potential. Four resorts have monuments included in the
UNESCO World Heritage List: Bârsana (Maramureș county),
Gura Humorului and Sucevița (Suceava county), Horezu (Vâlcea
county – the town is included in the UNESCO heritage with both
15 http://legislatie.just.ro/Public/DetaliiDocument/225225

the monastery and the Horezu ceramics). We must point out this
aspect as, according to existing normative acts, a resort is first of
all defined through its natural, not through its anthropic heritage!
In addition to the mentioned resorts there are other TAUs
where the cultural heritage has a determining role in the
development of the tourist destination: Botiza (Maramureș
county), Bran, Râșnov, (Brașov county), Cârțișoara, Cisnădie
(Sibiu county), Târgu Neamț (Neamț county) etc. Other three
balneoclimatic resorts complete this picture, which have both
natural and anthropic potential: Băile Turda, Ocna Șugatag,
Bazna. From this enumeration we can notice a series of
surprising aspects: Bârsana or Sucevița, rural destinations, with
monuments included in the UNESCO World Heritage List, have
fought to become tourist resorts, while minimising what gives
identity to the destination and not harnessing their identityrelated image, of a unique place thanks to its existing monument!
We find a similar situation in Bran or Cârțișoara (who could ever
imagine that Badea Cârțan’s village would become a tourist
resort without promoting its identity?!). Actually, this is one of
the regrettable situations where a tourist destination is willing
to ”reinvent” itself, while forgetting its identity!
Starting from the fact that there are specialists who include
visiting national and natural parks in the cultural tourism16, we
16 National parks are those protected natural areas whose purpose is the
protection and conservation of representative samples for the national
biogeographical space, including natural elements of special value in
terms of physical-geographical, floristic, faunal, hydrological, geological,
paleontological, speleological, pedological or other nature, offering the
possibility to visit for scientific, educational, recreational and tourist purposes.
Parcurile naţionale sunt acele arii naturale protejate al caror scop este
protecţia şi conservarea unor eşantioane reprezentative pentru spaţiul
biogeografic naţional, cuprinzând elemente naturale cu valoare deosebită sub
aspect fizico-geografic, floristic, faunistic, hidrologic, geologic, paleontologic,
speologic, pedologic sau de altă natură, oferind posibilitatea vizitării în
scopuri ştiinţifice, educative, recreative şi turistice. Natural parks are those
protected natural areas whose purpose is the protection and conservation of
landscapes in which the interaction of human activities with nature over time
has created a distinct area, with significant landscape and / or cultural value,
often with great biological diversity. (Annex no. 1 to the Emergency Ordinance
no. 57/2007 on the regime of protected natural areas, conservation of natural
habitats, wild flora and fauna)
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conducted a study in order to assess the number of destinations
/ TAUs included in parks, which (also) have an anthropic
potential, therefore they can develop specific travel products.
We analysed 27 parks, out of which 13 – national and 14
– natural.
In the 13 analysed national parks there are 89 territorialadministrative units. Four of these have an exclusive anthropic
potential: Bumbești-Jiu, Gorj county (National Park of the Jiu Gorge),
Costești, Vâlcea county (National Park of Buila Vânturarița), Reșița,
Caraș Severin county (National Park of Semenic, Caraș Gorges),
Tismana, Gorj (National Park of Domogled – Cerna Valley). Other
four have anthropic and natural potential: Anina, Caraș Severin
county (National Park of Semenic, Caraș Gorges), Bran, Brașov
county (National Park of Bucegi), Bilbor, Harghita county (National
Park of Călimani), Rodna, Maramureș county (National Park of the
Rodna Mountains). Therefore, less than 9% of these TAUs have
(also) an anthropic potential.
In the 14 natural parks there are 135 TAUs. Out of these,
16 have an exclusive anthropic potential, while 7 have both
anthropic and natural potential. Of the first category the most
renowned tourist destinations are Arad, Brăila and Galați (county
capitals), as well as Orăștioara de Sus (on the territory of which
there are part of the Dacian fortresses), Agapia and Hârșova.
The second category includes, among others, Baia de Aramă –
Mehedinți, Bran – Brașov and Densuș – Hunedoara. Therefore,
less than 17%.
On the other hand, we must also highlight that there are a
series of destinations which, despite their natural potential, are
acknowledged as ”cultural” destinations: Sinaia (Peleș Castle
and George Enescu Museum, which is also a component of the
George Enescu Festival), Bran (the castle has the highest number
of visitors in Romania), the ethnographic area Plaiul Cloșanilor,
which overlaps with the Mehedinți Plateau Geopark, Țara
Hațegului, which overlaps with the Geopark of the Dinosaurs,
the south of the Caraș Severin county – renowned through its
cultural minorities, Agapia, Rona de Sus and many others.

In conclusion, we may say that in the case of the tourist
destinations included in the national or natural parks the
anthropic heritage has an important contribution to the general
development of tourism, i.e. of the localities, despite the low
percentages of TAUs with anthropic tourist potential. In some
cases (e.g. the Natural Park of Grădiștea Muncelului-Cioclovina)
we can say that the cultural heritage is predominant. In this
case it is regrettable that a park similar to the Cultural Parks of
Aragon17 could not be developed.
Besides the 100+ tourist resorts of Romania, there are 33
health tourism resorts (29 balneoclimatic resorts and 4 bath
resorts), in spite of a far superior natural potential.18
Normally, this type of resorts must highlight the natural
potential, i.e. the natural therapeutic factor. However, there
are balneoclimatic resorts with a high (Turda, Cluj county) and
very high (Ocna Șugatag, Maramureș county and Bazna, Sibiu
county) tourist potential, whose dominant resources are equally
natural and anthropic. Nicolina resort (Iași county) has also a
very high tourist potential, with dominant anthropic resources.19
Of the bath resorts, two have a very high tourist potential and
dominant anthropic resources: Techirghiol (Constanța county) and
Băile Govora (Vâlcea county). In this context we must emphasize
that Techirghiol was the only Romanian resort included in the
European itinerary of historical thermal baths towns.20
In strictly arithmetical terms, the number of resorts where the
anthropic heritage is dominant is low. But there are a series of
resorts recognised for their cultural heritage, even though their
anthropic potential is not acknowledged by normative acts; this
17 Law no. 12, ”Law of the Cultural Parks of”, 3.12.1997, published in the
Official Journal of Aragon, no. 143, December, https://www.boe.es/buscar/
pdf/1997/BOE-A-1997-28065-consolidado.pdf
18 G.D. 1016/2011 on granting the status of spa and balneoclimatic resort for
some localities and areas that have natural healing factors
19 Law no. 190/2009 for the approval of the Government Emergency Ordinance
no. 142/2008 on the approval of the National Territory Planning Section VIII
- areas with tourist resources
20 idem
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is the case of the bath resort Băile Herculane, Caraș Severin
county (for its artefacts from the Roman period), as well as of
some balneoclimatic resorts, such as: Geoagiu Băi, Hunedoara
county (for its archaeological heritage from the Roman
period), Călimănești-Căciulata, Vâlcea county (for its historical
architectural heritage), Mangalia, Constanța county (the ruins
of the Callatis fortress), Vatra Dornei – Suceava county (secular
architecture of the Dorna Land, the casino in the centre of the
locality), Ocna Sibiului (Secession architecture) etc.
In conclusion, some bath or balneoclimatic resorts, besides
their main (recognised) form of tourism, offer very good
conditions for practising other forms of tourism, especially
eco-tourism or cultural tourism, depending on the area of
their location. In some cases, the three forms of tourism coexist and sometimes they are completed with other forms –
for example, mountaineering (in Călimănești, Vatra Dornei,
Băile Herculane etc.). In fact, in the last years, many bath or
balneoclimatic resorts have become small bases for cultural
tourism, combined with mountaineering (and maybe with ecotourism components) and, of course, with the health tourism.

2.2 Main forms of cultural tourism
The complexity of the term ”culture” – and, implicitly of
”cultural tourism” – also has implications on the types of
tourism included under the ”umbrella” of cultural tourism.
A simple research including both studies of international
organisations (World Tourism Organization – WTO), and several
studies conducted by the National Institute for Research and
Development in the Field of Tourism and domestic and foreign
specialists’ opinions show a multitude of forms of tourism (from
rural tourism to pilgrimages) that are defined as cultural tourism.
In this context, we must mention that, at global level, WTO
lists six motivations regarding tourism: a) leisure, recreation
and vacation; b) visits to relatives and friends; c) business and
professional reasons; d) health (baths and medical treatment);
e) religion and pilgrimages; f) others. We can notice that culture

is not mentioned, but religion and pilgrimages are – and these
are part of the cultural phenomenon and implicitly of cultural
tourism.
Starting from Romania’s secular or religious cultural heritage,
specific to rural or urban areas, to industrial or ethnographic areas,
regardless of the type of monument (“architectural monuments
and ensembles” or “archaeological monuments and sites” –
N.T.P., Section 3, Law 5/2000), regardless of the type of historical
monument (monument, ensemble or site – Law 422/2001), from
the tangible to the intangible heritage, from the diverse landscape
of mountain, sub-mountain or plain areas, from Romania’s specific
architectonic styles to those influenced by the West (Vauban,
Cistercian, Secession, Roman, Gothic, Baroque etc.), it is obvious
that Romania’s cultural tourism has a unique complexity through
the forms of tourism practised in our country and, at the same
time, it represents the most valuable form of tourism.
It is important to mention that mostly any form of cultural
tourism can be practised in Romania’s various tourism
destinations. A second important aspect is that many times
the anthropic heritage and the natural heritage develop some
kind of “brand” for various destinations: Bucovina, Maramureș
(regardless of the ethnographic destinations from the two
regions), Țara Hațegului, Țara Moților, Ținutul Cloșanilor, Pasul
Rucăr-Bran, Mărginimea Sibiului etc.
Returning to the forms of cultural tourism, without going
into too many details, in our research we have identified 15
forms included in the cultural tourism. These are, in the order
of their frequency of mentioning within the study: festivals (7
mentions); pilgrimages (some of them associated to religious
tourism), rural tourism (with or without an additional form of
ethnographic tourism) and cultural circuits (6 mentions each);
tourism for the youth – including an educational component
(5 mentions); urban tourism, gastronomic tourism (4 mentions
each); thematic circuits/voyages (3 mentions); industrial
tourism (with or without a technical tourism component), active
vacations (archaeological and architectural camps), artists
exchange, visits to national or natural parks (2 mentions each);
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memorial tourism (memorial houses), oenological tourism, rural
vacation villages (one mention each).
Defining these forms of tourism and delineating clear borders
between them is obviously a difficult task. It all becomes all the
more difficult as many specialists include cultural tourism into
rural or urban tourism. Therefore, the opposite of the above.
We can notice that the main form of cultural tourism is
the participation in festivals, cultural events and other similar
activities. In fact, Seyed Siva Mousavi considers that the
participation in a wide range of cultural manifestations such as
those related to heritage, folklore etc. is the main form “cultural
tourism“21. If we consider the “George Enescu” Festival (which
attracted 250 thousand spectators22), the Theatre Festival of Sibiu
(123 thousand spectators in the last day23) or the Untold Festival
of Cluj (370 thousand in four days24), this statement is correct for
Romania, inclusively. In this context, we have to remind that the
county of Constanța has almost 444 thousand tourists in peak
season (august, 2019), with about 90,000 accommodations25,
while the Bran Castle – the most visited museum in the country
– has over 880 thousands visitors per year.26
Returning to the most mentioned forms of tourism, I
highlight that, if we consider the cultural and thematic circuits
together, which are quite hard to define separately, we can
21 Seyed Sina Mousavi, Naciye Doratli, Seyed Nima Mousavi and Fereshte
Moradiahari, Defining Cultural Tourism, International Conference on Civil,
Architecture and Sustainable Development (CASD – 2016), Dec., 1-22016
London (UK), p. 73
22 https://www.festivalenescu.ro/comunicate-de-presa/
festivalul-international-george-enescu-editia-2019-la-final/
23 https://www.agerpres.ro/cultura/2019/06/24/fits-123-000-de-spectatoriin-ultima-zi-de-festival-un-record-pentru-spectacolele-de-teatru-de-lasibiu--330511 (accessed on 22 october 2020)
24 https://www.mediafax.ro/life-inedit/untold-2019-peste-372-000-de-participantiinregistrati-in-cele-patru-zile-de-festival-18264014
25 INS, baza de date Tempo online (http://statistici.insse.ro:8077/
tempo-online/#/pages/tables/insse-table)
26 https://www.transilvaniabusiness.ro/2020/01/30/cati-turisti-si-cati-bani-aatras-castelul-bran-in-anul-2019/ (accessed on 22 october 2020)

immediately notice that these circuits are the most numerous
(nine mentions). In addition, we have the rural tourism
(including the ethnographic one) and pilgrimages (which
should be separated from the religious tourism). The four forms
of tourism mentioned above are actually the ”spine” of the
cultural tourism. Given the statistical data, it may come as a
surprise that urban tourism is not mentioned among them.
At the same time, it is very hard to delineate / differentiate
between the festivals held in urban spaces and the urban
tourism. Unfortunately, there are no studies on this theme at
present.
Following the analysis of the specialised literature, we noticed
that there are two different approaches in defining cultural
tourism27. The first one is focused on sites and monuments,
but comprises other forms of cultural manifestation, too; thus,
in this approach, cultural tourism includes:
• archaeological sites and museums;
• architecture (ruins, famous buildings, towns);
• art, sculpture, crafts, art galleries, festivals, events;
• music and dance;
• theatre, film, drama;
• language and literature studies, circuits, events;
• religious events, pilgrimages;
• culture (from traditional folk to primitive culture),
subculture.
The second one is the ”conceptual approach”, which
defines cultural tourism in quantitative terms, by analysing
the practices, experiences from the tourist’s contact with other
destinations and cultures.
In conclusion, despite the last years’ progress, we cannot
say that the problem of defining cultural tourism has been
solved. However, just like sustainable tourism does not have
a unique definition, but a set of principles/criteria that must
be fulfilled, cultural tourism may also be approached from this
perspective.
27 Seyed Sina Mousavi et al, in Bonink, 1992
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2.3 Cultural tourism in numbers
The global importance of the cultural tourism is permanently
highlighted in the reports of various international organisations.
Thus, only the countries of the Organisation for Economic
Cooperation and Development (OECD) estimate that tourism
has directly contributed with 4.2% to the GDP, with 6.9% of
the labour and 21.7% of the export of services to the OECD
countries – an ascending trend versus 201428. According to the
same organisation, around 50% of the European tourism and
50% of the tourism from the USA to Canada is culture-related29.
At the same time, the Association for Research and Education
for Tourism and Leisure (ATLAS) shows an increased per cent of
cultural holidays, from 17% in 1997 to over 30% in 2007. The
percentage kept on growing, reaching 32% in 2008, and the
subsequent investigations of the ATLAS have recorded levels
varying between 21% and 41%, depending on the destination30.
We have to notice that the ascending evolution of the cultural
tourism has taken place in the last decades.
According to the European Commission (2016), around 26%
of the Europeans have mentioned culture (religion, gastronomy,
arts) as one of the main motivations for travelling, especially in
the case of older, more educated persons, without specifying
the age segment31.
As far as religion is concerned, we have to point out that the
World Tourism Organisation estimates that ”300 to 330 million
tourists visit the world´s key religious sites every year, with
approximately 600 million national and international religious
voyages in the world, 40% of which take place in Europe”32.
28 OECD, 2018, OECD Tourism and Policies 2018, OECD Publishing, Paris, p. 26
29 OECD, 2009, The impact of culture on tourism, OECD Publishing, Paris, p. 23
30 Richards, G., (2015), adup UNWTO, Tourism and Culture Synergies, 2018, p. 75
31 European Commission, 2015, Flash Barometer 432. Preferenes of Europeans
towards Tourism, adup Douglas S. Noon, Ilde Rizzo, 2017, p. 97
32 https://www.unwto.org/archive/europe/press-release/2014-12-10/tourismcan-protect-and-promote-religious-heritage (consultat la 23 octombrie 2020)

The importance of cultural tourism in Romania was highlighted
for the first time in 2007, in relation to the events within the
programme ”Sibiu – European cultural capital”. Subsequently,
during the period 2007-2015, the percentage of visitors to Sibiu
for spending a cultural holiday grew from 17% to 23%, which
entails a growth in absolute numbers, from approximately 48,000
tourists in 2007 to nearly 100,000 in 201533.
A research on the number of Romanian tourists who
participate in cultural tourism programmes generally shows
a permanent growth in the last years, except for 2017 (Table
1 and Table 2)
Table 1. Number of Romanian tourists who participate in
domestic tourism activities organised by TOUR OPERATORS34
2014

2015

2016

2017

2018

Total

374667

430832

590500

670428

959030

Seaside

183081

248174

340949

346005

611796

235

151

282

123

253

River cruises
Sea cruises

82

114

125

172

554

Danube Delta

5129

8984

6043

5090

5914

Cultural tourism

3608

5120

15356

4982

19652

Religious pilgrimage

1024

2484

21014

28886

30022

Mountains

58037

63105

76758

80595

84570

Spas

28438

29212

24892

30994

49991

Other touristic areas

95033

73488

105081

173581

156278

Sources: www.insse.ro, accessed on 07.03.2020

In 2018, of the eight tourism products / forms / destinations
evaluated by the National Institute of Statistics, the first place is
taken by the seaside, with 63.7%, followed, in descending order by
the mountains (8.75%) and baths (5%). Cultural tourism represents
around 2%, while pilgrimages take 3.12%; these last two forms
33 Richards, G. and Rotariu, I. (2015), Developing the Eventful City in Sibiu,
International Journal of Tourism Cities, volume 1 (2), Romania, pp. 89–102
34 Tour operators are those travel agencies specialised in organising tourist
programmes and activities, which they market directly or indirectly, via other
travel agencies, based on contracts and conventions
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of tourism represent a little over 5%, thus surpassing spa tourism
and taking over the third place, if considered together. Beyond
this, we have to highlight that the two values are relatively small
in comparison to the information circulated in the mass media.
Thus, if we only consider the visits to the grave of Father Arsenie
Boca (Prislop Monastery), values of over 100,000 visitors were
circulated for a single weekend.35 The same number of pilgrims
was evaluated in Iași, in 2019, on the occasion of the pilgrimage to
Saint Paraskeva.36 In the same year, ”tens of thousands” of people
were present at the Nicula Monastery.37
Table 2. Number of Romanian tourists who participate in
domestic tourism activities organised by travel RESELLERS38
Total
Seaside
River cruises

2014

2015

2016

2017

2018

127434

133502

162618

93791

187187

55075

50302

61437

35278

47372
6

31

17

600

25

79

35

Danube Delta

1947

849

1587

990

3418

Cultural tourism

9426

7257

9145

217

37221

308

1366

1871

166

141

19671

21068

24155

11651

15135

8001

9009

13159

10958

19082

32336

43626

51154

34479

64812

Sea cruises

Religious pilgrimage
Mountains
Spas
Other touristic areas

70

Source: www.insse.ro, accessed on 07.03.2020

In this case, too, we can notice for 2018 a market dominance
of the seaside tourism (25%), followed by cultural tourism
35 https://adevarul.ro/locale/hunedoara/castelul-corvinilor-manastireaprislop-transformat-hunedoara-intr-un-pol-turismului-100000-vizitatori1_554684cfcfbe376e35d03d1e/index.html (accessed on 22 october 2020)
36 https://stirileprotv.ro/stiri/actualitate/sfanta-parascheva-2019-ce-nu-ebine-sa-faci-astazi-traditii-si-obiceiuri.html (accessed on 23 october 2020)
37 https://www.mediafax.ro/social/adormirea-maicii-domnului-a-inceputslujba-la-manastirea-nicula-mii-de-credinciosi-inconjoara-biserica-ingenunchi-foto-video-18283030 (accessed on 23 october 2020)
38 Resellers are travel agencies that sell the tourist programmes and activities
of the tour operators.

(around 20%). We have to notice the extremely low number of
tourists included in religious pilgrimages, only 141, considering
that there are travel agencies specialised in religious tourism.
Another observation is related to the total number of
tourists who participate in activities related to cultural tourism
and religious pilgrimage. A cumulative total of 87,036 persons
have participated in these forms of tourism through tour
operators and travel resellers. When comparing to the number
of museum visitors (see Table 3 below), we can notice that the
commune of Prejmer recorded over 78,000 museum visitors in
a single year (2018), Sarmizegetusa had over 58,000 visitors,
while Reșița had 52,000 visitors. We may draw the conclusion
that cultural tourism is not a priority for travel agencies (tour
operators and resellers).
Unfortunately, as a consequence of some characteristics
of the cultural tourism market and of the various forms of
manifestations, the statistics in our country cannot provide
precise information on cultural tourism or its forms.
During the period of June – July 2017 we conducted a
research on the travel products provided and promoted by
the members of the National Association of Travel Agencies39
(ANAT) – Bucharest, by analysing their web pages. Of the 194
members, 46 (23.8%) do not sell destinations from Romania.
Of the others, 39 (20%) do not have a website or the site
is not opening, some are air transport agencies, insurance,
rent-a-car or software companies etc. In conclusion, around
44% of the ANAT Bucharest members do not promote or sell
destinations from Romania.
Of the remaining ones, 109 (56%) sell or promote the following
products, destinations or forms of tourism, in descending order:
cultural tourism, seaside, mountains, spas, Danube Delta,
non-specified (i.e. they mention they can organise tourism
programmes all over Romania, but without specifying the
destination or product). In the case of cultural tourism, we have to
highlight that we also included in our study the accommodation
39 www.anat.ro
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services from various urban centres / rural areas, which are a
major component. The number of tour-operators who actually
have travel products, as defined ”by the book” (with transport,
accommodation, meals, leisure activities included) is very low.
The dominant destination is Transylvania, followed by Suceava
(the area of the painted churches) and Maramureș. Therefore,
we may say that, despite the anthropic potential, there is no
partnership between tour operators, administrators of the
anthropic heritage and/or local public authorities – not to
mention the specialised public institutions; such a partnership
would probably lead to the growth of the circulation within the
cultural tourism. The significant number of destinations that only
provide a place to stay may lead us to the conclusion that part of
the tourists who search for accommodation in those destinations
combine business with heritage visiting.
In order to complete our research, with a view to obtaining
conclusions as accurate as possible in terms of the number of
tourists/visitors of a tourist destination, we conducted a study
for six ”touristic” counties, which have a valuable cultural
and natural heritage that allowed them to become ”touristic
counties”, that is to sustain themselves mainly from tourism.
We compared three elements in our analysis: the total number
of tourists from the county, the total number of tourists from
the county capital and the number of visitors of the respective
county’s museums (see Table 3).
Table 3. Number of tourists versus number of museum
visitors in several major touristic towns and counties
County

Brașov

Locality

Number
of tourists
(2018)

Number of
museum
visitors
(2018)

Total per county

1.380.277

2.530.341

659.311

1.094.625

Com. Prejmer

1.856

78.379

Com. Bunești (Viscri)

2.885

40.000

Mun. Brașov

County

Caraș Severin

Maramureș

Locality
Total per county
Mun. Reșița

Suceava

Hunedoara

Number of
museum
visitors
(2018)

229.568

235.344

22.163

52.679

Total per county

255.812

361.485

Mun. Baia Mare

103.305

128.297

Mun. Sighetu Marmației
Sibiu

Number
of tourists
(2018)

26.904

203.103

Total per county

566.705

1.361.142

Mun. Sibiu

406.746

1.313.994

Total per county

430.673

806.849

Mun. Suceava

103.139

339.789

Total per county

189.526

582.031

Mun. Deva

40.693

73.730

Mun. Hunedoara

25.660

380.828

-

58.254

Com. Sarmizegetusa
(Sarmizegetusa Ulpia
Traiana)

Source: www.insse.ro, accessed on 08.03.2020

From the table above, we may draw a series of conclusions,
make some comments and assumptions, considering also
some previous studies:
a)

the number of museum visitors from a county is much
bigger than the number of tourists from the respective
counties (e.g.: for the county of Brașov – bigger by
83.3%, while for Maramureș - bigger by 41.3%);

b)

this finding is also valid for the county capitals (e.g.
in the municipality of Reșița: bigger by 137.7%; in the
municipality of Suceava – by 229.4%);

c)

it is obvious that there is a niche of museum visitors on
the travel market, which may allow for the increase of
the tourist circulation in a tourist destination, with an
accent on cultural tourism;

d)

it is possible that the local public authorities do not pay
sufficient attention to their museums, as a determining
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factor for the development of the tourist destinations.
However, there are a series of new, upgraded museums,
which draw a great number of visitors, in Bucharest,
Suceava, Sfântu Gheorghe (the Museum of the Eastern
Carpathian Mountains), Miercurea Ciuc etc.;
e)

f)

a great number of museum visitors are pupils and high
school students (for example, within the programme
”Alternative School Week”), but this is a strength; it is
important for the museums to be prepared to attract
this segment on a long term;
in some isolated cases there are visitors, but no tourists
(for example, Sarmizegetusa: 58 thousand visitors, zero
tourists).

By combining the data from the members of the National
Association of Travel Agencies with those from the National
Institute of Statistics (presented in Table 3), we may draw the
following conclusions:
a)

there is an important segment of tourists in search for
cultural tourism, who are willing to discover the culture
of the places they visit;

b)

this segment prefers, to a high extent, to go to a
cultural site without resorting to the services of a tour
operator/travel agency;

c)

the local public authorities, the tour operators from the
respective areas and the representatives in the field
of culture should cooperate better in order to turn a
greater number of visitors into tourists.

3. Visiting cultural / tourist attractions in 2019
The practice of visiting cultural/tourist attractions is not
very widely spread at national level, as the majority of the
respondents stated they did not visit any tourist/cultural
site from those listed in the questions, except for religious
establishments and monuments, which were visited by 56% of
the respondents, both in the country and abroad.
In the country, the most visited cultural / tourist attractions
are the religious establishments and monuments – 40%,
followed by the recreation infrastructure (thermal baths, spas
and public swimming pools) – 35% and the natural reserves,
lakes, caves, botanical gardens and zoos – 34%. The least
visited cultural / tourist attractions of the country are the
archaeological sites (only 19%).
Cultural / tourist sites have been visited rather on a planned
than unplanned basis, particularly in the case of religious
establishments and monuments, fortresses, castles and
palaces, recreation infrastructure, museums and exhibitions
and monuments, others than religious ones. Only 21% of the
Romanians preferred to visit tourist and cultural sites without

a plan. The persons who rather visit such sites on a planned
basis are mainly men, with incomes between 1700 and 2200
lei, who live in the North-East development region.
As regards the profile of the Romanians who in the last year
have visited tourist / cultural sites in the country, as well as in
the country and abroad, the elements that most influence the
probability of Romanians visiting such places are the gender
(men have visited such places in a greater number than
women in the last year), age (much fewer such activities for
those above 50 years of age), residence area (much fewer visits
for those from the rural than for those from the urban areas),
income (those with incomes of under 2200 lei have visited far
less than the rest) and region of residence (those from the
North-West Region, followed by those form Bucharest-Ilfov
and Centre regions have visited more sites than the other
Romanians).
In terms of gender proportion in visiting cultural / tourist
attractions, we can notice from the following graph (Graph 4) that
in the last year men have visited such sites in greater numbers
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than women. The highest difference between men and women
stands out in the case of monuments, other than religious ones,
with 42% of men visiting such sites, versus 27% women, and in

the case of archaeological sites, visited by 24% of the men versus
15% of the women.

Graph 1. Tourist attractions visited in the last year in the country and abroad
[Please mention which of the following types of cultural / tourist attractions you have visited in the last 12 months]
Yes, only in the country

Yes, only abroad

Yes, in the country and abroad

No

Recreational infrastructure (thermal baths, open swimming pools, spa etc.)
35% 2

53%

10%

Amusement parks
61%

9%

27% 3%
Museums and exhibitions

63%

10%

24% 3%

Monuments, other than cult monuments (e.g. statues)
10%

63%

6%

64%

24% 3%
Traditional houses, crafts fairs
28% 2
Music, film, theatre, gastronomy festivals etc.
26% 2

66%

6%

Archaeological sites
13% 3%

77%

7%

Nature reserves, lakes, caves, botanical gardens, zoos
34% 3%

53%

10%

Fortresses, castles, palaces
29%

55%

12%

4%

Cult monuments and establishments (churches, monasteries, hermitages)
40%

4%

12%

44%
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Graph 2. Cultural / tourist attractions visited in the country, in the last 12 months
Recreational infrastructure (thermal baths, open swimming pools, spa etc.)

35%

Nature reserves, lakes, caves, botanical gardens, zoos

34%
29%

Fortresses, castles, palaces

28%

Traditional houses, crafts fairs
Amusement parks

27%

Music, film, theatre, gastronomy festivals etc.

26%

Museums and exhibitions

24%

Monuments, other than cult monuments (e.g. statues)

24%
13%

Archaeological sites
I would rather not plan my visits to tourist / cultural sites
I would rather plan my visits to tourist / cultural sites

I make both
planned
and unplanned
visits to tourist
sitessituations best describes you during your travelling
Graph
3. Travel
planning [Which
of the/ cultural
following

in Romania (trips, voyages etc.)?]

Don't know / won't answer

14%

21%
I would rather not plan my visits to tourist / cultural sites
I would rather plan my visits to tourist / cultural sites
I make both planned and unplanned visits to tourist / cultural sites

31%

Don't know / won't answer

34%

14%

21%
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Graph 4. Visiting cultural / tourist attractions in the last 12 months, by gender
Male

Female

Recreational infrastructure (thermal baths, open swimming pools, spa etc.)

50%

39%
Amusement parks

38%

34%
Museums and exhibitions

39%

29%
Monuments, other than cult monuments (e.g. statues)

42%

27%
Traditional houses, crafts fairs
32%
Music, film, theatre, gastronomy festivals etc.
28%
Archaeological sites
15%

35%

36%

24%

Nature reserves, lakes, caves, botanical gardens, zoos

47%

41%
Fortresses, castles, palaces
37%
Cult monuments and establishments (churches, monasteries, hermitages)

Cultural / tourist attractions have been mainly visited by
young people and persons aged between 36 and 50 (Graph
5). Young people of up to 35 years old have mainly visited
recreation infrastructures, such as thermal spas and public
swimming pools (61% of them), as well as natural reserves, lakes,
botanical gardens or zoos (60% of them). Approximately 40% of
the Romanians above 51 years old have not visited any cultural
/ tourist attraction in the last year. Most of the persons in this
age category who have visited cultural / tourist attractions

45%
51%

53%

have gone to religious establishments and monuments and
to fortresses, castles, palaces, while archaeological sites were
visited by these persons to the lowest extent.
Most of the visitors of cultural / tourist attractions come
from urban spaces and prefer religious or natural sites and
the recreational infrastructure, followed by fortresses, castles,
palaces or amusement parks, while the visitors from rural areas
mainly prefer religious sites and the recreational infrastructure
(Graph 6).
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Graph 5. Visiting cultural / tourist attractions in the last 12 months, by age
18 – 35 years old

36 – 50 years old

Cult monuments and establishments (churches, monasteries, hermitages)

51 – 65 years old

Above 65 years old
61%

47%
42%
54%
50%

Fortresses, castles, palaces

Nature reserves, lakes, caves, botanical gardens, zoos

54%

28%
28%

60%
57%

31%

23%
25%

Archaeological sites
52%

Music, film, theatre, gastronomy festivals etc.

36%

37%
42%

Traditional houses, crafts fairs

Monuments, other than cult monuments (e.g. statues)

43%
44%

Museums and exhibitions

41%
44%

Amusement parks

Recreational infrastructure (thermal baths, open swimming pools, spa etc.)

21%

56%

61%

54%

14%
13%

19%
14%

28%
24%

21%
25%

21%
25%

46%

19%
16%

33%

25%
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Graph 6. Visiting cultural / tourist attractions in the last 12 months, by residence area
Rural

Urban

Recreational infrastructure (thermal baths, open swimming pools, spa etc.)

Amusement parks

28%

Museums and exhibitions

Traditional houses, crafts fairs

40%

25%

42%

25%

Music, film, theatre, gastronomy festivals etc.

15%

50%
42%

26%

Monuments, other than worship (e.g. statues)

Archaeological sites

39%

41%

24%

38%

23%

Nature reserves, lakes, caves, botanical gardens, zoos

Fortresses, castles, palaces

Cult monuments and establishments (churches, monasteries, hermitages)

Family incomes influence Romanian’s degree of visiting: the
higher the income, the more Romanians afford to visit cultural
/ tourist attractions (Table 4). The persons with household
incomes of above 3700 lei have visited mostly natural reserves,
botanical gardens and zoos and recreational infrastructures.

34%

53%

32%

49%
47%

57%

The smaller the incomes, the lower the degree of visiting tourist
attractions. For those with monthly incomes of under 2700
lei, the most visited cultural / tourist attractions are religious
establishments and monuments.
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Table 4. Visiting cultural / tourist attractions in the last 12 months, by household income
Cultural / tourist attractions visited in
the last 12 months in Romania
Yes, only in the country + Yes, both in
the country and abroad

No
incomes

Under
700 lei

701-1200
lei

12011700 lei

17012200 lei

22012700 lei

27013700 lei

37015000 lei

Above
5000 lei

Religious establishments and monuments
(churches, monasteries, hermitages)

58%

26%

34%

37%

44%

63%

54%

65%

71%

Fortresses, castles, palaces

32%

16%

18%

21%

30%

37%

41%

61%

66%

Natural reserves, lakes, caves, botanical
gardens, zoos

29%

16%

17%

22%

32%

40%

50%

69%

75%

Archaeological sites

27%

12%

5%

10%

5%

19%

18%

27%

41%

Music, film, theatre, gastronomy
festivals etc.

14%

8%

15%

17%

19%

29%

32%

51%

59%

Traditional houses, traditional crafts fairs

19%

20%

15%

23%

19%

39%

34%

47%

58%

Monuments, other than religious ones
(e.g. statues)

40%

14%

11%

18%

26%

30%

38%

48%

63%

Museums and exhibitions

33%

12%

15%

22%

19%

29%

36%

49%

64%

Amusement parks

30%

9%

15%

21%

24%

36%

43%

53%

57%

Recreational infrastructure (thermal
baths, public swimming pools, spas etc.)

25%

23%

18%

30%

32%

40%

52%

71%

72%

None of the above (in the country)

30%

54%

52%

42%

41%

17%

23%

7%

4%

From the viewpoint of the living area, those who have
visited tourist / cultural sites the most were the people from
the North-West region, followed by those from Bucharest-Ilfov
and Centre. More than 40% of the people from South-WestOltenia have not visited a cultural / tourist attraction in the
last year. The preferences for cultural / tourist attractions are
different from one development region to another. Thus, the
religious establishments and monuments are preferred by the
inhabitants from the North-East, North-West and BucharestIlfov, the fortresses, castles, palaces are preferred by the

inhabitants from the Centre and Bucharest-Ilfov regions,
the traditional houses and crafts fairs are preferred by the
inhabitants of the Centre region, the monuments, others
than religious ones, the museums and exhibitions and the
amusement parks are mainly preferred by the inhabitants
from the Bucharest-Ilfov region, while the music, film, theatre
and gastronomy festivals are preferred by the inhabitants of
the North-West region and the archaeological sites are mainly
visited by the inhabitants from the Centre and South-East
regions.
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Table 5. Visiting cultural / tourist attractions in the last 12 months, by development regions
Cultural / tourist attractions visited in
the last 12 months in Romania
Yes, only in the country + Yes, both in
the country and abroad

NORTHEAST

SOUTHEAST

SOUTHMUNTENIA

SOUTHWEST
- OLTENIA

WEST

NORTHWEST

CENTRE

BUCHAREST
- ILFOV

Religious establishments and monuments
(churches, monasteries, hermitages)

61%

49%

49%

38%

46%

58%

52%

57%

Fortresses, castles, palaces

48%

35%

38%

26%

22%

43%

53%

57%

Natural reserves, lakes, caves, botanical
gardens, zoos

37%

40%

41%

43%

39%

51%

51%

53%

Archaeological sites

20%

29%

10%

10%

14%

22%

27%

24%

Music, film, theatre, gastronomy
festivals etc.

29%

23%

20%

24%

34%

48%

40%

37%

sTraditional houses, traditional crafts
fairs

32%

27%

25%

24%

38%

38%

48%

39%

Monuments, other than religious ones
(e.g. statues)

35%

27%

26%

31%

24%

41%

39%

52%

Museums and exhibitions

41%

29%

29%

20%

18%

38%

41%

48%

Amusement parks

38%

35%

28%

32%

32%

39%

39%

43%

Recreational infrastructure (thermal
baths, public swimming pools, spas etc.)

38%

32%

41%

42%

51%

57%

51%

52%

None of the above (in the country)

26%

34%

31%

42%

24%

18%

22%

21%

Approximately three quarters of Romanians believe that
the cultural / tourist sites of Romania are attractive (only 7%
do not agree with this statement). By contrast, the opinions
are quite different when it comes to the aspects pertaining
to the set-up of these sites: maintenance, public transport
accessibility, promotion, entrance fees. Around one third of
Romanians believe that these aspects pertaining to the set-up
of the cultural / tourist attractions are poorly managed,
another third believe they are well managed, while the rest do

not have a clear opinion. The cultural / tourist sites are deemed
attractive by 73% of the respondents, being appreciated mainly
by men from urban areas, with incomes of more than 5000 lei,
who live in the regions of Bucharest-Ilfov and South-East.
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Graph 7. To what extent do you agree with the following statements on the Romanian cultural / tourist attractions?
Agreement and
total agreement

Neither agreement,
nor disagreement

Disagreement and
total disagreement

Don't know /
Won't answer

They are well promoted
33%

20%

39%

They are attractive
They are accessible via public transport
Entrance tickets are too expensive

73%
32%
31%

They are properly maintained / preserved
31%

22%

15%
32%

24%

7%

5%
14%

35%
28%

7%

32%

11%
9%

4. Conclusions
Romania has an impressive cultural heritage, but, unfortunately,
the local communities’ and decision makers’ energies are not
channelled in the right direction. Despite the positive energy and
the deep, dynamic education force of a historical monument or
cultural event, the general desire to protect, preserve and promote
Romania’s heritage is reduced, in relation to the existing tourist
potential. The practice of visiting cultural / tourist attractions is
quite rare at national level. The elements that most influence the
probability that Romanians should make such visits are gender,
age, region, income and residence area. Approximately three
quarters of the Romanians believe that Romania’s cultural / tourist
sites are attractive, but poorly promoted, while the entrance fee
is too big.
It is obvious that there is a need for many measures and funds
to cover various fields, from restoration to marketing. Nonetheless,
we believe that it is necessary that the following measures be
taken:

a)

an up-to-bottom tourism-culture partnership, from
the national level to the regional and county levels; a
concrete document, with a major research component,
similar to other documents of the kind from countries
that are recognised for their cultural tourism (France
etc.), which should include guidelines structured on
authorities (public / central and local), private sector,
monument managers, specialised NGOs;

b)

a tourism-culture-cults partnership; currently, no one
can state the reason why visitors go to a monastery,
the exact number of monastery visitors, the exact
number of tourists; no one has clear information on the
religious tourism at the level of a destination (see the
case of the Prislop pilgrimage) or at national level; all
these data are necessary for the drafting of a correct
marketing plan;

c)

a tourism-culture-local public authorities partnership
with the purpose to turn the heritage into a ”living”
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school, into a permanent lesson of discovering the
cultural identity and values;

d)

a tourism-culture-education partnership will undoubtedly
lead the entire system of education of the individual and
of the community to a superior level.
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