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Romania’s economy is expected to grow by 3.3% in 2024, the highest rate in CEE countries and second highest

in the EU, while the inflation rate will decelerate. Household consumption is anticipated to be in 2024 and 2025

the main driver of GDP advance. In the first quarter of this year, the pick-up in private consumption has remained
robust, given especially the surge in the annual growth rate of retail sales. Considering the macroeconomic context
and the key findings of the current survey, we notice that, in spite of the threat of inflation, the Romanian consumers
are optimistic and this will contribute to a higher consumption and a positive perspective of the retail and consumer
goods market in the coming period.

Ruxandra Tarlescu
Partner and Retail and Consumer Markets Leader
PwC Romania

As the Romanian market continues to evolve, customer experience remains a pivotal factor for success. PwC’s
Voice of the Consumer 2024 report underscores the importance of affordability, sustainability, technology and data
protection. Companies that successfully navigate this balance can foster greater loyalty among their customers.
Despite the rising food prices, consumers are showing a preference for sustainable products, being willing to pay

a little more for sustainability. Though, investments in delivering consistent and personalized experiences across all
channels as well as in innovative technologies and sustainability can help businesses to build trust to stay ahead in a
competitive market.




About Voice of Consumer
Companies can strengthen the confidence

Trust is crucial for consumers and for the companies that sell products and services to them: as shoppers confront
a set of overlapping and often mutually reinforcing disruptions —financial, ecological and technological—they are
prioritizing reassurance and reliability from the brands they engage with.

That’s a signal finding of our inaugural Voice of the Consumer Survey, which builds on insights amassed over 15

years of consumer research by collecting the perspectives of more than 20,000 consumers across 31 countries and

territories on a wide range of issues, including caring for the environment, attending to their health, being open about
data, finding value for money and embracing Al.

The good news for leaders of consumer-facing businesses: global consumer markets are set to continue expanding.

The global consumer class, comprised of those spending US$12 or more per day, reached 4 billion last year, and is

projected to reach 5 billion people by 2031. The bad news: there’s a widening gap between the trust that executives
think consumers place in their companies and the trust that consumers actually have in them. In order to maintain
and grow market share, companies must figure out how to build trust in several dimensions.

The present report includes the key findings for the Romanian consumers in comparison to CEE and global
consumers.

%

The Romanian consumers put price first when making choices, are open to technology and are easiest to reach via

Z

social media. Three theses for the Romanian consumers:

Worldview

Romanian consumers
notice climate
change. They declare
that climate aspect
has impact on their
consumer choices
and that they want

to take action to

stop ongoing climate
changes

However, Romanian
consumers are less
likely to support
climate protection
activities if they
negatively impact their
financial situation

Romanian consumers
fluently move between
various sales channels
They are willing to use
Al to collate product
before they purchase
and provide product
recommendation for
them

Most consumers are
concerned about

their privacy and data
security, which is

the strongest factor
causing distrust
towards technological

solutions

e The greatest threat in the eyes of
consumers is inflation and it has the
greatest impact on decisions regarding
consumer spending

¢ When making a purchasing choice, the
consumer first looks at the financial
aspect, then health, and finally the
climate issue

e Romanian consumer is very price
sensitive and the best ways to win a
customer is through lower prices and
promotional offers

e Physical stores are relatively
technologically advanced as regards
contactless payment market

e Social media is the most effective
channel for reaching customers
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Overview of the Romanian
Consumer profile

is the average
1,127 uso AR

) income in
Romania

*

Percentage of monthly income planned to be
saved/invested in the next 12 months.

0-5%

6-10%
11-15%
16-20%
21-30% 8%
31-40% 3%
41-50% 5%

More than 50% 1%

Do notplan 4% 4%

® Romania m Global

Nominal GDP per Capita [USD]

19 530 17 552
Romania CEE

17 129
Global

Median of age in population

45.1

35.1

Romania Global

Source: IMF, OECD, World Population, INS
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The most popular social media app in Romania is still
Facebook. Among younger users Instagram and TikTok
are becoming more popular.



Cllimate Change

93%

of Romanian consumers have noticed climate related disruption
in their day-to-day lives, with a third noticing it to a great extent.

Noticing climate-related disruptions in day-to-day life

To a great extent

37%

*

How consumers feel about climate change

Makes me feel
worried on a daily
basis

20%

*

To some extent

56%

*

Worries me but |
don’t think about it
regularly

66%

*

To no extent

7%

*

Isn’t something |
worry about

13%

*

In CEE region 79% and worldwide 85% of consumers are
worried about climate changes.

%

Z
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Considering or owning an electric or hybrid car in the next

three years?

Have EV and

Yes, a HV Yes, a EV continue to own

42% 17%

6%

32% 8%
39%

Not a EV or HV Don't know

26% 9%
6%
16%

m Romania m Global

Personal actions taken to reduce impact on climate change

through consumption.

In order to reduce

T Making more
their impact on

considerate

climate change about purchase with the Buying more

5in 10 consumers aim of reducing my sustainable Eating different
are changing their consumption products foods
purchasing habits _ _

by buying more 3 @ L 3 @ . 3 @
sustainable products

and being more 46 OA) 43% 440/0 46% 250/0 32%
considerate of their
overall consumption.

Consumers in Romania are more considerate when planning the total consumption (46% vs 43% in the CEE region
and the rest of the world.) Only a small percentage of all respondents declare not taking any actions to prevent
climate change through consumption decisions. This may also be an indicator of the level of approval towards
ecology activism in the society. Overall, there are many differences visible in consumers actions taken to protect the
environment. These choices are shaped by global and local trends, regulations and macroeconomic situation.

Brand sustainability metrics that incentivize greater consumption

What information about a brand’s sustainability performance and practices would increase your
likelihood to purchase from them?

Waste reduction and
recycling

Eco friendly
packaging

Positive impact on
nature/water conservative

m Romania m Global



Maintaining environmental sustainability is the most important sustainability performance
metric for the consumers

Romanian consumers care more about waste reduction, recycling and eco-friendly packaging when making
purchase decisions compared to global results and the rest of the CEE region. Together with the introduction of The
Corporate Sustainability Reporting Directive (CSRD) the key metrics influencing customers’ sentiments and decisions
may change after the first reports are published. A Deposit Return Scheme (DRS) is another system introduced

in many countries to meet the EU requirements regarding recycling rate levels. DRS assumes a small deposit fee
when purchasing drinks in single-use containers, such as bottles and cans. Romania has introduced the DRS In
2024, which in essence aligns with the top answers regarding eco-friendly and recyclable packaging being seen as
important.

The most important climate sustainable aspects of products

How much above the average price would you be willing to pay for a product that is..

Romania Consumers would be willing to
pay more for products that are
environmentally friendly and
prevent climate change. This
number may further rise in the
future boosted by consumers’
income growth and also by the
introduction of CSRD - an EU
regulation obliging companies to
publish reports on the risks and
opportunities arising from social
and environmental issues, and
on the impact of their activities
on people and the environment.
It is worth noting that this

data is based on customers’
declarations, not real purchase
decisions. While consumers

are aware of climate changes
and the need to protect the
environment they often prioritize
the price of products and

their own health over climate
sustainability. Some aspects
affecting the price do not result
directly from concern for the
climate, but also from other
values, such as local patriotism
when choosing products of local
origin.

Produced with a shorter supply

Biodegradable and can be
disposed of at home

Traceable and transparent about
its origin

Made from recyclable sustainable
or eco friendly materials

Produced by a company with a
reputation of ethical practices

Produced/sourced locally

21%

m1-5% m6-10% 11-15%
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The greatest threats and risks

The Romanian consumer is most afraid of the specter
of progressive inflation, the possibility of conflict

and threats to his health similar to the rest of CEE
consumers. Romanians consider inflation even a greater
threat (74%), compared to the global (64%) and CEE
consumers (68%).

Which of the following potential threats/risks do you feel could

impact your country most in the next 12 months?

7

Inflation

Health risks

Geopolitical conflict

Macroeconomic volatility

Climate change

Cyber risks

Social inequality

B Romania
m Global
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Future spend

Consumers expect the most significant increase in spending over the next six months to be on groceries, clothing
and travel.

Predictions about the amount of spending over the next six months in various categories

Thinking about your spending over the next 6 months, please choose your expectation on the

spending in the following categories.

Global

[

Grocery
30% 26%
20% 25%
29%

Clothing & footwear

29%

0

Electronic devices
19% 32%

Do it yourself
22% 24%

22%

!
)

Luxury & Design products
22% 32%

18%
Furniture & homeware

¥
I

23% 36%

m Expect a significant increase m Expect a slightly increase No change

Consumers most often indicate that the largest increase in their spending will be related to grocery, clothing and
travel. This is directly underpinned by the ever-present fear of rampant inflation in recent years. In Romania more
consumers expect increased spending than the rest of the world for travel, furniture, and DIY, which drive the overall
consumption rate in the economy. Romanian society is optimistic, which gives an impulse to the growth of all
positive macroeconomic factors.

pwcﬁ] |12



Over half of consumers expect to increase their
spending on fresh fruit and vegetables over the next 6
months.

Consumption trends - Grocery

How has your consumption of the following food groups

changed, if at all, over the past 6 months?

Romania

Fresh fruits and
vegetables

Grains 45%

Dietary supplements

Dairy
Beans, legumes 31% 46%
Fish and seafood

Red meat 43%

Froze/canned fruits

and vegetables 43%

Poultry 49%

Milk alternatives 37%

7
Z

Meat alternatives

(plant based) 38%

m Significantly m Slightly = Stayed the same m Do not consume

Previously declared significant increases in the level of expenditure in the food segment will mainly affect health-
related products like vegetables, fruits, supplements, and fish. Romanian consumers are increasingly choosing fresh
vegetables, fruits, and fish over meat, reflecting a health-conscious trend. Globally, red meat spending is expected
to surge by 37%, while Romanians anticipate a more conservative increase, reflecting a gradual shift away from red
meat consumption.

13|
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Food and dietary considerations

There is a balance of impact on personal health and
affordable nutrition for consumers when making food
and dietary choices, with environmental factors having

much less of an impact.

Which of the following do you consider when making

food & dietary choices?

My general health

Cost of products

The food is in
season

Nutritional information

Convenience

Produced or grown
organically

The impact on the
environmental

Food trends

pwe |14

m Romania
m Global

The primary factor that
guides consumers when
choosing food preferences is
the health aspect, financial
aspect, and at the very end
is concern for the climate.
Even if the price of products,
mostly driven by high
inflation, is very important,
Romanian consumers
prioritize health, similarly to
the global consumers, as
the first aspect in making
dietary preferences, which
is reflected in the previously
mentioned increased
spendings on vegetables
and fruits. Although
environmental factors are
currently least important
this may change with

rising awareness of climate
changes and introduction
of regulations requiring
companies to report their
ESG performance.



Health advice authorities

Consumers are most likely to use healthcare
professionals for advice on health and well-being, and
are much less likely to trust digital sources such as
internet or social media.

Most popular sources of advice for health and well-being

Physician Pharmacy Experts eg health Internet Family and
and fitness expert, search friends
nutritionist, dietitians

m Romania m Global

As regards the price, the average

consumer can critically assess on his own the
reasons for making his decision by checking the size
of his wallet. In the area of health, it is more difficult
to identify correct behaviors on our own and we
often seek advice from various sources. In the case
of Romania, we have habits similar to the rest of the
world and physicians are mains source of health
information.

Compared to the rest of the world and CEE,
Romanians are above average in trusting physicians
and pharmacy. Also Romanians tend to trust less
alternative sources such as internet search engine
results, while global and CEE consumers use it more.

7
Z
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Shopping channels

In-store shopping is still the most popular sales channel, but online channels gain ground.

Romanian consumers still prefer physical stores to buy food, clothes, books, electronics, but modern shopping
methods are increasing. Monthly, 36% buy from physical stores, but a close percentage of 29% and, respectively,
31%, shop online via PC or via mobile. They are surpassed by the CEE consumers with an average of 50% and 47 %,
respectively. The wearable devices are the least used.

The most purchased products online were technology, furniture and luxury/designer products.

Traditional vs modern shopping channels

In the last 12 months how often have you bought products ( e.g. clothes, books,

electronics) using the following shopping channels?

Romania

7%
) 21%
In physical stores

Mobile phone

PC

Smart home via voice

assistants
Tablet
1.8%
3.2%
Wearable devices 8%

70%

m Daily mWeekly mMonthly mA few times Once a = Never
a year year

17|
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Considering the recent advancements in Al technology, which of

the following would you trust Al to do accurately in place of human

interaction?

Collate product
before | purchase

Provide product
recommendation for me

Handle customer
service

Support with written
communication

Recommendation/
Provide investment advice

Execute financial
loans

Provide a medical
diagnosis

Give legal advice

None of the above

|18

8%
11%

B Romania
m Global

\
\

More than half of the
Romanian consumers want Al
to collate information about
products before buying (58%),
recommending products

to them (52%) or handle
customer service (51%). But
they are less willing for Al

to give them legal advice or
provide a medical diagnosis.



Consumers perceive Al as a feature enabling easier and faster usage of goods but some are still hesitant to use any
‘smart’ products.

Confidence in introducing Al on a large scale into every element of life is not well perceived by consumers, however
Consumers value personalization and Al-enabled experience the most within practical products such as electronic
devices (70%) and household appliances (59%). This suggests consumers often perceive Al and ‘smart’ solutions as
features enabling easier usage and lifestyle. These preferences are similar to those at the global level.

Only 4 in 10 consumers want travel bookings and automobiles to have Al-enabled features which are aimed at
providing personalized experience and faster execution. This may be due to lack of trust in Al.

Compared to global results, Romanian consumers are less willing to see Al advancements in food ordering (32% vs
40%), sports equipment (22% vs 28%) and beauty tools (19% vs 23%).

Thinking about the future of technology and its ability to deliver personal digital experiences, how

important to you is it that the following types of goods or services are smart or enabled Al?

Electronic devices

Household appliances

Food ordering

Automobile

Travel bookings

Sports equipment

Luxury products

Beauty tools

Other

® Romania m Global

2
Z
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On a scale of 0 to 10 to what extent do you think companies in each of the following

industries are trustworthy?

Automotive

Telecommunications

Technology

Airlines

Retail and consumer goods

Hospitality & leisure

Energy

Pharma

Healthcare

Financial services

Entertainment & Media

Social Media

Z
Z

m Romania

Retail and consumer

goods is in the top five
leading industries in
consumers trust in Romania,
next to automotive,
telecommunications,
technology and airlines. In
CEE, the retail and consumer
goods sector also ranks fifth,
after airlines, technology,
hospitality & leisure and
automotive.

However, things are different
at the global level, where
consumers put healthcare
first, followed by hospitality
& leisure, technology, airlines
and automotive. Retail and
consumer goods ranks sixth
place.



Building trust

Protecting customer data stands out as the most important factor in building Romanian consumers’ trust in a
company.

Also, Romanians trust companies that treat employees fairly and ethically, offer high quality products and services,
but are also affordable.

How important or unimportant are the following areas to building your trust in a

company?

Romania

Protects customer data 12%

Treats employees fairly and ethically 48% 9%
Offers high quality products and services 46% 12%
Communicates clearly 45%, 11%
Offers affordable products or services 47% 14%
Delivers a consistent customer experience 35% 13%
Is transparent about ESG matters 27% 28%

Maintains a consistent supply of
products/services even during unexpected 28% 21%
disruptions or challenges

Strong financial performance 23% 26%
Purposes and values aligned with mine 22% 24%

m Extremely important = Very important Moderate important

21|



Brand switching

Financial benefits are most likely to drive brand switching behavior, 46% of consumers seeking better value for
money. However, reputational excellence is also influential in driving consumer choice.

So, better value for money and promotion offers are the two characteristics most appreciated by Romanian
consumers when choosing a product, as well as by global consumers. However, it should be noted that they also
give great importance to positive reviews and recommendations.

Thinking of one of your favorite brands you are loyal

to, which of the following would entice you to try out
a new brand that offers the same type of products?

Better value for
money

Promotion offers

A more rewarding loyalty
programme

Positive reviews,
recommendations

More innovative
products

Reputation as a
trusted brand

Renown for high
quality

Z
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B Romania
m Global
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In store technologies

Which of the following technologies would encourage you to shop in store?

Romanian consumers are more open
to digital conveniences compared to

Real time » the CEE and global ones, but also
personalized offers Digitally enabled prefer the human element. So mobile/
' sent to my product tags to contactless payment is preferred by
Mobile/contactless smartphone when | access further 44% of Romanian consumers, similar
payment enter a store product details to those in CEE and more than 38%

globally. But only 28% Romanian
consumers prefer self checkout

(o) (o) technology, compared to 34% in CEE
38 A) 35 A) and 38% globally. ’

* *

44%

- The percentage of the consumers

who would prefer a fully automated
store experience is similar in
Romania and globally, of 25% and,
respectively, 23%. In CEE only 21%
of the consumers would try such an
experience.

Social Media

Which type of personalized digital advertising is most likely to influence your purchase?

Via social Via retailer Email Text
media website message
m Romania
m Global
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Social media advertisements influence purchases for over 7 in 10 Romanian consumers, similar to their global
counterparts, and their strength continues to grow.

Personalized advertising is gaining strength as a much more effective element in building relationships between the
brand and the customer. In the era of collecting enormous data and the possibility of processing it in a sensible way
using the latest Al tools, creating advertisements dedicated to a specific user is becoming a common communication
channel and a form of marketing gaining dominance

® 70% of Romanian consumers claim that advertisements via Social media influence their purchasing decisions.
They are also likely to be influenced by retailer website when making purchasing decisions.

¢ As more companies deploy multi channel advertising it becomes harder to properly quantify the impact of each
marketing medium in shaping purchasing decisions of customers.

Returns

Thinking about any products purchased online which you have

returned, which of the following factors, if any, would reduce
the numbers of returns you make?

To minimize online returns,
retailers should prioritize
investments in enhancing product
information, particularly provision
of accurate and comprehensive
product descriptions, including
sizing information.

More accurate and detailed
product description

More detailed size

information Providing more accurate

product knowledge when

making online purchases is the
best way to reduce returns. An
additional advantage is that the
development of the consumer’s
virtual product experience aspect
will also result in a reduced role of
the traditional channel element in
shopping.

Ability to read customer
reviews

ltems to be packaged to

avoid damage
The hierarchy of factors
determining returns is similar
between Romanian consumers
and global ones, with the
percentages being higher in the
case of Romania.

More immersive/accurate
images

Sizing recommendations based
on my previous purchases

B Romania
m Global
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How companies can strengthen confidence

Six consumer trust imperatives

1. Forge bonds with eco-conscious consumers by connecting their intentions to positive environmental
impacts.

2. Create and promote a product portfolio that reflects consumers’ desires for wellness, nutrition and
more sustainable food production.

3. Strike a balance with social media use, recognising its significance as a platform for sales and
engagement, while being mindful of consumer concerns about its credibility.

4. Safeguard personal data, while continuing to use it to offer personalised services and elevated
customer experiences.

5. Navigate conflicting priorities in an economy with rising prices, meeting customers’ expectations of
value while managing price increases effectively.

6. Incorporate and experiment with Al tools in business operations while maintaining a human element,
especially in more complex and personal services.

25|



About Voice of Consumer Survey Romania 2024
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71% employed

282

respondents

9% self employed

All representative samples in the report are
statistically significant, and highlighted statistics
are presented for at least 50 representative.
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Contact

Ruxandra Tarlescu
Partner and Retail and Consumer Markets Leader
PwC Romania

ruxandra.tarlescu@pwc.com

—] At PwC, our purpose is to build trust in society and solve important problems. We’re a network of firms in

151 countries with more than 364,000 people who are committed to delivering quality in assurance, advisory and tax
] services. Find out more and tell us what matters to you by visiting us at www.pwc.com.

This content is for general information purposes only, and should not be used as a substitute for consultation

pwc with professional advisors.

© 2024 PwC. All rights reserved. PwC refers to the PwC network and/or one or more if its member firms, each of
which is a separate legal entity. Please see www.pwc.com/structure for further details.
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