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Methodological note

Sample pro�le

Sample structure

South-East

North-East

region
city size

South - Muntenia

South-West - Oltenia

West

North-west

Centre

Bucharest - Ilfov

2.0%

2.6%

1.4%

1.2%

1.6%

3.5%

-

0.7%

2.9%

1.5%

2.8%

1.7%

1.5%

-

1.9%

1.4%

1.8%

1.5%

2.2%

2.6%

-

-

2.3% 2.3% 2.8% -

-

-

-

-

-

16.1%

1.5%

2.7%

1.9%

2.5%

1.5%

3.5%

0.8%

2.0%

7.1%

4.3%

20-50 mii 50-100 mii 100-200 mii Bucharestunder 20 mii over 200 mii

2.0%

2.4%

2.6%

4.3%

2.5%

-

EXPLORATORY (QUALITATIVE) PHASE: 

Bucharest, focus group 18-24 years old, 
focus group 30-40 years old

QUANTITATIVE PHASE:

Quantitative study based on a struc-
tured questionnaire, in-home inter-
views

Sample universe:  National represen-
tative, women, 18-45 years old, urban
 
Population sample: probabilistic, 
strati�cation based on the size of the 
town and region. The selection of the 
respondents’ addresses was made by 
the random route method. The selec-
tion of the respondent was made by 
the ‘�rst anniversary’ in the household. 

Sample size: 1099 respondents, sam-
pling error of maximum ±3% 

Data collection: March - April 2009

Ocupation %

Pupil/Student 21.6

6.5

2.6

42.6

21.6

2.0

1.2

1.4

0.5

Housewife

Unemployed

Employee with medium education 
(worker, clerk, saleswoman etc)

University degree 
(specialist, doctor, lawyer, 
engineer etc)

Manager, Director

Free practitioner

Employer, business owner

Pensioner
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%

%

Education

Marital status

%Personal income per month

1.9

5.2

9.2

46.2

7.1

3.9

21.8

4.7

41.5

11.1

43.0

3.9

0.5

8 classes or less

10 classes

Professional school

High-school

Post-highschool studies

Short term university degree 
(college)

University degree

Post-graduate studies

Not married

Living with a  partner

Married

Divorced

Widow

Children %

Number of people 
in the household %

1 23.8

1 2.4

2 26.9

3 40.3

4 23.3

5 5.1

6 1.6

7 0.4

8 0.1

No income 7.6

Less than 500 RON 8.7

500 – 999 RON 26.5

1000 – 1499 RON 22.6

1500 – 1999 RON 12.5

2000 – 2499 RON 4.8

2500 – 2999 RON 0.9

3000 - 3999 RON 0.7

%Personal income per household

Less than 500 RON 1.1

500 – 999 RON 4.7

1000 – 1499 RON 13.7

1500 – 1999 RON 19.7

2000 – 2999 RON 21.6

3000 - 4999 RON 11.6

Over 5000 RON 4.2

Dont’t know / Refusal 23.4

4000 - 4999 RON 0.7

Over 5000 RON 0.3

Dont’t know / Refusal 14.5

2 12.8

3 1.4

4 0.2

5 0.2

No children 61.6
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“The woman as a target: what is relevant now” is a research study carried out by Brennan 
Research & Consultants, a Research Company, and SMARK, the community of Romanian 
marketing professionals. This study is the �rst in a series that SMARK is launching under the 
SMARK Research label. These reports are designed to serve the needs of the Romanian 
marketers in the di�cult decision-making process they have to deal with on a daily basis, 
in order to win or to maintain the market share of the products they manage and to 
increase the pro�tability of the companies where they work. 

By their structure and the topics covered, the studies in the SMARK Research series aim to 
complete (and not to replace) the data already available in the local or multinational 
companies which have a long tradition of research, but also to provide the small and 
medium-sized businesses with a set of chief data for a professional approach to the mar-
keting process, at low costs. All reports contain original information, so that the companies’ 
research departments managers would �nd in the SMARK Research studies that relevant 
information they are often compelled to renounce, despite its importance to the business, 
due to lack of time or high costs.

The goal of this study is to reach a better understanding of the Romanian female target for 
an obvious reason: women are the main target group for countless categories of products. 
Therefore, the success of most marketing programmes and communication campaigns 
under way depends on understandig their life style and consumer behaviour. Women, 
which in most cases are mothers and/or wives as well, are not only simple “product 
consumers”, but they also play a key role in the buying decision process: “the buyer” or “the 
in�uencer”. Those who will study this report will identify all these roles the Romanian 
women have, and they will understand what has changed “today” compared to “yesterday”, 
during the transition process to an economy undergoing major transformations in the way 
women build their reality. In an environment that is extremely competitive and highly 
aggressive at the promotional level, where mistakes can lead to huge �nancial losses, it has 
become essential for the marketers to make decisions based on solid grounds about the 
consumer-brand relationship. 

Combining a general approach with a speci�c, in-depth analysis of the female target, this 
study aims to divide the female population from urban areas into homogeneous segments 
and carefully investigates a series of particular aspects concerning the way women relate 
to certain industries, exploring some topics little covered by the local research studies: 
values, people and relationships, reaction to economic crisis, health, online behaviour, 
food, interior design, etc. 

Foreword
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