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Dear reader,

We are happy to see that The Pareto Report is of interest for you and we hope the 
data will unfold valuable insights and ideas that can be linked to your business.
Before entering the Pareto universe, please allow us a short reminder note on the 
contractual terms agreed on purchase.

The current document is proprietary information held by Brandelier.biz & AHA 
Moments. The reports may be used by your/ your company in any way needed, 
with these exceptions:
- This full report, or parts of it, can not be shared with any third parties without 

written consent from AHA Moments;
- This full report, or parts of it, can not be made public without written consent 

from AHA Moments;
- This full report, or parts of it, can not be traded or sold to other parties without 

written consent from AHA Moments.

Thank you for valuing and protecting the report and the information it provides.

Best regards,
The Pareto Report team



The Pareto Report 

For businesses, the principle is: 80% of the sales come from 20% of the clients.
Each country has a Pareto Population: the 20% of working age adults by income.

They are valuable consumers with a very disproportionate share of revenue in 
most consumer categories. They are the driving force for new products or 
services adoption. These are the people who save, invest and donate.

We place this valuable audience under a magnifier for the second year in a row, 
in a successful project that has confirmed worth for clients from financial, retail, 
FMCG, entertainment and NGO domains.

What makes Pareto people tick?

Which are their motives and fears?

How do they make their spending choices?

What is their ability to drive trends?

How do they rate their quality of living in Romania?

And for the second edition – what changed since 2021?

The Pareto Report is answering all these questions and many more, opening 
right now strategic opportunities for your business!

Also known as the 80/20 rule:
The Pareto Principle.
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A solid backbone set in 2021 and continued as a comprehensive 
and engaging programme in 2022.
We have designed a syndicated research programme to uncover the Pareto world. 
The guiding principles: meticulousness through rock-solid methods, reliability by large sample and creating AHA 
insights by asking the right questions across stages.

0. Set a solid 
ground

2. Dimension 
the known

3. Light up 
opportunities

Income analysis (desk research + 
survey on 1400 Romanians)

In-depth qualitative, +100 hrs of 
interviews and netnography

Robust quantitative, online survey 
with 900 Pareto & 500 BCTs

Lucrative presentations & 
opportunity workshops 

1. Update 
profiles

Desk research on 
income statistics

Income survey on 900 
Romanians

All run to update 
Pareto profile

Online study on Pareto 
audience, n=900

Broad Commercial Target 
as benchmark, n=500

Analysis on Early Adopters, 
n=219

Data collected in September.

Deliver rich insights 
reports (4 volumes)

Add banking to 
syndicalized chapter

Rich presentations & 
opportunity workshops

@2021 @2022

Considerations on research limitations:

Representativity • Current study is representative for BCT and Pareto, while not mirroring the audience below 18 yo and over 65 yo, nor the non-Internet users (22% excluded on Internet non-usage). 
• Online data collection implies a digitalized audience that has the characteristic of being a more literate population, with higher social status (education & income) vs overall population profile.
• We assume an auto-selection bias, implied by the fact that respondents with higher completion willingness were first to be considered in the sample.

Subjectivity • The study presents perceptions of respondents about themselves, about things around them, and does not reflect an objective reality.
• We assume a desirability bias, respondents mentioning things they like to believe are truthful, which are not necessarily truthful.

Comparability • The study is a snapshot of two precise moments (Sep 2021, Aug 2022) and a comparison of these two periods only – not of the periods in between.
• The study is a snapshot of Romania and does entail comparisons with other markets



Gain a multi-perspective view
of the Pareto Population

#financial profiling
#products & services
#banks adoption
#ideal bank
#brands image

Their 
profiles

Living in 
Romania

Key 
categories

#key categories on 
needstates map
#shopping 
channels
#gadgets
#apps
#source of info
#horeca

Innovation 
Adoption

Motivational 
typologies

#socio-demo
#values
#wallet
#career & family
#shopping
#gadgets & apps
#entertainment
#body & mind
#about Romania
#banking

#inner 
motivations
#needstate 
subtypes
#sizing
#full portraits

Their 
wallets

#income sources
#income value
#expenses 
distribution
#large 
acquisitions
#insurances
#investments

The Pareto Report 2022

#socio-demo
# inner 
motivations
#lifestyle
#career & family
#parenting
#entertainment
#nutrition
#body & mind

#ideal Romania
#living in 
Romania
#quality of life

+ Banking 
insights

Add on
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The Pareto 
population

20% share in number of people
within BCT and 10% within Total Population

38% share in net incomes
within BCT, generating annually 28.44 mld. €

73% share in technology Early Adoption
within BCT

19.0 mio
The Total Population

The Total 
Population

The Broad 
Commercial 
Target (BCT)

All Romanian residents , from 0 to 100+ yo

9.4 mio
The Broad Commercial Target

Aged 18-65, Internet users

1.9 mio
The Pareto Population

20% of the Broad Commercial Target, selected by 
top monthly incomeThe Pareto 

Population

Less than 2 million Romanians have a very disproportionate
impact economically (38% of all net incomes) and socially
as change agents (Paretos include >73% of Early Tech Adopters)

We selected The Paretos through their declared income level per household member. 
In 2022, this income threshold went up 10%, in line with overall income growth.



+12% more likely to be males.

+37% more likely to be 25-34 years old.

+47% more probable to live in large urban areas 
(+200k inhabitants).

+61% more likely to have at least a bachelor's degree

The majority of the Paretos are between 25 to 
44 years old. Amongst them, disproportionately 
more YUPs (young urban professionals) or 
DINKS (double income - no kids).

They are likely to live in higher urban areas.. 

Their time is mostly allocated to work related 
duties, being more likely to have subordinates 
at work. 

And perhaps as a consequence, they are more 
concerned about the work-personal life & 
family balance. 

The Paretos in Romania have a high education: 
8 in 10 of the Pareto respondents have 
graduated at least a bachelor's program

The Paretos vs. the Broad Commercial Target 

The Paretos in Romania are more likely to be
younger, white collars with high education

-14% less likely to have children.

+82% more probable to live in Bucharest + Ilfov

+79% more probable to live in a 3+ rooms flat

+117% more likely to have at least a master's degree



Like most Romanians, Pareto are family-oriented, guided by 
values such as fairness, respect, kindness, and trust.

Like most Romanians, 
the Paretos are 
family-oriented, 
guided in life by core 
values such as 
fairness, respect, 
kindness, and trust.

Freedom & optimism, 
are more distinctive 
for Paretos, aside self 
development&
responsibility.

Overindex vs BCT in pink
Values in life

(% Pareto 2022)

Base: 900 (Pareto)



Money does help with the quality of life as
Paretos are more satisfied than BCT

Average

The respondents were asked to 
rate on a scale of 0 to 10 (where 10 
is the best possible life and 0 is the 
worst) how they see their life now. 

BCT see themselves as 
moderately happy, while Paretos
tend to be more satisfied with their 
lives.

The data is steady vs. LY, 
although notably, in April we 
noticed a decline linked to 
worries brought by the Ukrainian 
war. Few months later and the 
perceived quality of life is ”back 
to normal”. 

Best life 
possible

Worst life 
possible

How do you assess your 
Quality of life?

(% BCT 2021 & 2022)

7% 5%

33% 37%

47% 47%

13% 11%

6.6 6.6

138 ! 0 pp

131 !
0 pp

57 0 pp

47 0 pp

BCT
Aug
2021

BCT
Sep
2022

Very bad life
(0-3)

Rather bad life
(4-6)

Very good life
(9-10)

Rather good life
(7-8)

Change 
vs. 2021 
(ppts)

Index vs 
BCT

How do you assess your 
Quality of life?

(% Pareto 2021 & 2022)

Average

Best life 
possible

Worst life 
possible 2% 2%

21% 21%

61% 61%

15% 15%

7.2 7.2

Pareto
Aug
2021

Pareto
Sep
2022

Within Paretos, quality of life slightly varies 
across sub-targets, being higher on 

women vs men, highest on 35-44 age tier 
and lowest on 45-54. It increases on 
managerial positions and also within 

parents vs non-parents.

Base: 900 (Pareto); 527 (BCT)

Index: values >= 115 denoting higher scores for Pareto vs BCT
Ppts: significantly  higher/ lower differences for Pareto 2022 vs Pareto 2021 



INCOME

HOUSING

WORK, 
JOB

FREE TIME

HEALTH

LOCAL LEISURE 
ACTIVITIES

SAFETY IN 
THEIR CITY

ENVIRONMENTAL 
QUALITY

PERSONAL 
RELATIONS

GOVERNANCE

QUALITY 
OF LIFE 
PILLARS

Paretos’ standard of living is 
analyzed by looking at
10 key indicators.
There are countless studies whose purpose is to measure living 
standards. Consensus is that the best measure is by asking a 
single question, in which he he/she categorizes his/her life from 
the worst to the best possible. This way, the impact of each 
component can be derived statistically.

This is also the approach of the current study; life quality has been 
measured in a simple and direct way.

Then, using statistical methods, we have analysed the impact of 
10 key indicators to the overall quality of life perception. 
The palette encompasses major areas of focus that have been 
proven to play a significant role in building the quality of life.

Full details behind each particular driver are available in the 
Reports.



Romanians are split about recommending 
Romania as a country to live in

*NPS = Net Promoter Score, calculated as (% Promoters - % Detractors) x 100
>0 indicates a satisfactory level
>20 indicates a positive level.
> 50 indicates an excellent level
> 80 indicates a top level

Recommending Romania as a place to live
(% BCT & Pareto)

Base: 900 (Pareto population) / 527  (BCT)

If Romania was a service provider, its user 
experience would have scored pretty low, 

especially for Paretos who have dropped their 
level of confidence for recommending Romania 

versus last year. 

Being more educated and in tune with current 
events, they are now inclined to take notice of 

the perceived vulnerabilities of Romania. 
Therefore, Paretos are recommending our 

country as a place to live to a much lower extent 
than last year. 

Index: values >= 115 denoting higher scores for Pareto vs BCT
Ppts: significantly  higher/ lower differences for Pareto 2022 vs Pareto 2021 

40% 41% 35%
44%

24% 23%
26%

28%

36% 36% 39%
28%

BCT 2021 BCT 2022 Pareto 2021Pareto 2022

Promoters (9-10)

Neutrals (7-8)

Reserved (0-6)

-4 -6NPS* = +4 -16

72 -11 pp

108 2 pp

126 9 pp

Change 
vs. 2021 
(ppts)

Index vs 
BCT



Pareto NPS 2022 across targets
-socio-demo details-

-15.7

-16.5

-17.3

-14.4

-20.7

-21.0

-21.8

-8.2

-1.4

-4.7

-24.7

-17.2

-16.1

Low Pareto

High Pareto

Men

Women

18-24 yo

25-34 yo

35-44 yo

45-54 yo

55-65 yo

Managerial position

Non-managerial position

Parents

Non-parents

Base: 900 (Pareto population) 

Romania’s recommendation score is 
very weak; its endorsement 
increases slightly with age and 
professional achievement.
In 2021 the profile of Romania’s promoters could have been 
portrayed as: married, with children; 45-65 yo; management 
position and more likely woman vs. man.

In 2022, Paretos are more likely to be reserved about 
recommending Romania, and the younger generations are very 
pessimistic.

This should trigger an alarm bell, as young people are also more 
likely to emigrate.

NPS Score



Meet the Paretos:
What’s in the full report

Socio-demo profiling including gender, age, 
location, education, marital status, children, 
size of household etc.

Key needs, fears, motivations and life aspirations.

Their time budget and attitudes to career, 
parenting, leisure, nutrition and self-care.

#socio-demo
#inner motivations
#lifestyle
#quality of life
#career & family
#parenting
#entertainment
#nutrition
#body & mind

There are all kinds of Paretos out there, from unemployed 
students to retired seniors, but there are some features 
that are more likely to appear in the Pareto population vs 
Broad Commercial Target (BCT).

Their perceived quality of life and what impacts it

What changed between 2021 and 2022 in the 
above regards
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We have further split The Paretos into two segments: 
High Paretos – those with  incomes above the Pareto 
average; and Low Paretos – the rest.

This is not only about the HH income, or just the personal income, it’s about the income 
per capita considering the HH size and life stage.

We selected The Paretos through their declared income level.
More precisely, the income per household member. See the 
eligibility rules below, the result robust income investigations 
updated every year. 

How did we
define the Paretos?

Pareto Threshold, 
Monthly HH 

income, RON

Pareto Threshold, 
Monthly Income per 

HH member, RON
1 person in HH, 18-24 yo >3300 >3300

1 person in HH, 25 yo+ >4400 >4400

2 persons in HH, any age >7700 >3850

3 persons in HH, any age >8800 >2934

4 persons in HH, any age >9900 >2475

5 persons in HH, any age >9900 >1980

6+ persons in HH, any age >11000 >1833

High Pareto Threshold, 
Income per HH 
Member, RON

1 person in HH, 18-24 yo >5125

1 person in HH, 25 yo+ >6398

2 persons in HH, any age >5894

3 persons in HH, any age >4271

4 persons in HH, any age >4133

5 persons in HH, any age >3839

6+ persons in HH, any age >2563

+10% on each level of selection in 2022 vs 
2021, according to income incremental 

registered by INS in past 12 months

High Pareto 
represents top 
35% of Paretos, 
audience, those 

with highest 
incomes; 

thresholds 
updated every 

year.



On average, Paretos earn almost twice as 
much as people in the  Broad Commercial 
Target. 

Paretos have 12.023 Ron per HH every 
month, and it reaches 17.586 Ron for High 
Paretos, 2.9 times higher than BCT.

Higher earning Paretos are more likely to:
• be men, 
• live in Bucharest, 
• own a business or are self-employed
• manage a team, 
• have kids.

Personal 
monthly 
income
(Net)

BCT
3 131 RON
+10% vs 2021

Pareto
5 995 RON
+9% vs 2021

INDEX
191

HH 
monthly 
NET 
income 

BCT
6 062 RON
+9% vs 2021

Paretos
12 023 RON

+8% vs 2021

INDEX
198

Money getting 
in the wallets

in



The Pareto population are massively outspending the broad commercial target in all investigated categories. Despite 
making up only 20% of the population, the Paretos represent 66% of the total spending on personal development and 
38% of the spending on personal consumer goods. That impact is likely to get even stronger when we consider products 
in the upper half of the price ladder.

Base: 900 (Pareto population)

Pareto contribution to total spending - macro categories
(% share of contribution for Pareto 2022)

38
%

of all PERSONAL 
CONSUMER 
GOODS 

34
%

of all HOUSING 
MAINTENANCE

38
%

of all FURNISHING 
APPLIANCES & 
CLEANING

37
% of all CHILDCARE 

AND EDUCATION 

49
% of all RECREATION

35
%

of all 
TRANSPORTATION

36
%

of all BEAUTY 
SERVICES 

32
%

of all HEALTH 66
%

of all PERSONAL 
DEVELOPMENT 

43
% of all WEARABLE 

GADGETS 

How to read: 66% of all 
personal development 

expenses are generated 
by Paretos

Money getting
out of the wallet out



Base: 900 (Pareto population

Pareto contribution to total investment, savings,  donations
(% share of contribution for Pareto 2022)

95% of all 
INVESTMENTS

57% of all 
SAVINGS

65% of all 
DONATIONS

There’s more …
• The full report includes the 

incidence of investing in 
cryptocurrencies, the incidence 
of investing in stock market, 
mutual funds or state securities.

• How many of Pareto 
respondents invested in a 
business in past 3 years and 
how many bought a flat/ house 
or land in past 3 years

• Comparisons with the Broad 
Commercial Target and 
changes vs 2021

Paretos are basically the only group that makes investments. 95% of consumer investment is generated by Paretos.
While Paretos tried to maintain their investments in line with 2021 (same amount per capita), BCT has decreased the in 
incidence and amount, heading heir money more to consumption expenses than investments or donations.

Money getting
out of the wallet out



Meal vouchers

Easter / Christmas bonusVacation vouchers

Flexible schedule

Private medical subscription

Work from home

Performance bonusAccess to trainings/ 
conferences

Other holidays bonus 
(March, 1 June etc)

Transportation settlement

Special occasions/days 
bonuses

13th salary
Recurrent teambuilding

Budget/ vouchers for hobbies

Gym subscription

Awards “employee of month”

Keep an open eye on market trends, as to keep Pareto
employees’ content, adding up relevant extra-salary benefits.

Pareto employees expect 
more benefits besides salary, 
while BCT are expecting less. 
However, there are 4 
benefits that are on the 
priority list for both targets: 
meal vouchers, holiday 
bonuses, flexi schedule and 
vacation vouchers. 

O
Y

 =
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u
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y 
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e 
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OX = Most wanted Benefits

Having the Benefit vs Wanting the benefit
(Benefits from employer, Pareto 2022)

Base: employed population – 818 (Pareto population)



The Pareto wallets:
What’s in the full report

#income 
#sources of income
#share of total spending
#expenses
#large acquisitions
#insurances
#investments

Paretos have a disproportionate impact  on the 
income generated and on the spendings across 
categories. This chapter is a radiography of Paretos
money stream – how much, where from, where to?

The size, structure and sources of Paretos’ 
income by comparison to the broad 
commercial target

Monthly expenses radiography, share of total 
spending by category at a detailed level

Details about their large expenses, property 
ownership, insurance and investments

What changed between 2021 and 2022 in 
the above regards
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Different need states spectrum depending on category:
Banking is about safety. Personal care is a way of expressing one’s uniqueness, while alcoholic beverages are the social
lubricant. Supermarkets are the routine that enables surprising dear ones and DIY stores are a mix of practical with
impressive choices.

See on next slides each category portrayed on Neestates map, from both perspectives BCT & Paretos.

Banking services Personal care & beauty DIY StoresAlcoholic beverages

1. Feel safe
1. Feel unique & special 
through my way of being 

1. Establish as many 
relationships as possible

1. Disciplined lifestyle, routine
1. Be practical in my 
decisions 

2. Feel in control 2. Others see my qualities 2. Feel part of a group 2. Take care of the loved ones 2. Keep up with innovations 

3. Feel independent 3. Inspire those around me 3. Enjoy every moment 
3. Be spontaneous in decisions  
& keep up with innovations 

3. Have the power to change 
things around

Same for BCT, but fewer thought son 
safety  and more on optimism about 
the future

Same needstates standout on BCT as 
on Paretos.

BCT add more freedom feeling, while 
downsize the social lubricant role

Routine and care for the others stay valid 
for BCT, but more from a practical 
perspective (less focus on surprising 
choices or innovative shopping manners)

Same needstates standout on BCT as 
on Paretos, except that impressing  
others is flipped  into unique, special 
choices

Paretos needstates
differ by category

Supermarket



22%

46%

31% 30% 28%
36%

32% 31%

44%

24%

Alco beverages Home
appliances &
electronics

Toys Sports products Groceries & NA
beverages

HH care
products

Books Furniture & HH
decorations

Personal care &
perfumes

DIY products for
home & garden

The Paretos online shopping incidence
- Sorted by decreasing affinity index –

(% Pareto 2022)

The digital openness of Paretos is clear in
any category FMCG and non-FMCG

205 175 151 151 144 142 141 134 132 107Index 
vs BCT

FMCG FMCGFMCG FMCG

Paretos are door openers for e-commerce, significantly more present in the online stores as compared to the general 
population. The over-indexes in groceries and alco beverages bring good news for modern trade retailers, as their online 
platforms shall be on an emerging trend, considering that Paretos set the trend and then BCT will follow.

Base: 900 (Pareto), 527 (BCT)

Index: values >= 115 denoting higher scores for Pareto vs BCT



Incidence of having a 
*HOLIDAY in past 1 month 

(Aug/Sep)
(% BCT & Pareto)

Expenditure for Holidays 
had in past 1 month 

(Aug/Sep)
(% Pareto 2022)

Paretos have 20% as numeric share, but 
58% as value share when zooming into 
holiday expenses, their contribution 
being significant to the holiday 
industries. Hotels, restaurants, travel 
agencies, gas stations to airlines should 
also have a close look to this target.

Paretos are certainly 
a core target for 
holidays services.

Zooming into 2022 data on 
expenses for one month:

• Paretos per capita 
expenditure is x2.9 
higher than BCT (more 
than last year, when 
index was x2.5)

• Paretos are 
responsible for 58% 
of all money spent 
on holidays (more than 
last year, when share 
was 49%)

*Holiday = short or extended holiday including as 
expenses accommodation, food & drinks, 
transportation, other expenses there

Base: 900 (Pareto), 527 (BCT)

Index: values >= 115 denoting higher scores for Pareto vs BCT
Ppts: significantly  higher/ lower differences for Pareto 2022 vs Pareto 2021 

39%
45%

BCT

2021

2022

54%
62%

PARETO

2021

2022

Change vs. 
2021 (ppts)6 pp

Change vs. 
2021 (ppts)

Index vs 
BCT 2022

8 pp

139

! Higher holiday incidence 2022 vs 2021 might be explained by August as 
“past 1 month” for current wave and September for 2021 wave.



Key categories view:
What’s in the full report

#key categories needstates
#shopping channels
#gadgets
#apps
#source of info
#vacations
#horeca

Find insights directly linked to your business. 
Where to place your messages to be heard by 
Paretos, where to place your products to be 
bought by Paretos and the motivations they are 
likely to respond better to.

Needstates map for ideal brand in financial 
services, personal & beauty care, alco 
beverages, supermarkets, DYI stores.

Online and offline shopping channels 
incidence by key category

Usages of Gadgets, Apps, Retailer brands 
(online and offline), DYI stores, media 
channels, going out and travelling.  
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We have identified 4 categories of innovation consumers
24% of them – the Innovation Adopters are analyzed in depth.

Base: 900 (Pareto); 527 (BCT)

Index: values >= 115 denoting higher scores for Innovation Adopters vs BCT & Pareto

Early 
Adopter
in FMCG

Early 
Majority
in FMCG

Late 
Majority 
in FMCG

Laggards
in FMCG

Early Adopter
in TECH

The Innovation Adopters = 
those that usually try 

before others and like the 
varied experiences, for 

both tech & FMCG

Tech Majority = those that 
usually try before others 

and like the varied 
experience for tech, not 

for FMCG
Early Majority

in TECH

Late Majority
in TECH

FMCG Majority = those 
that usually try before 

others and like the varied 
experience for FMCH, not 

for tech

The Skeptical = those that 
stick to familiar and wait 

for others to try first in 
both categories, tech & 

FMCG
Laggards

in TECH

How we defined the groups Sizing the groups within BCT & Pareto 

12%

21%

36%

30%

BCT

24%

18%

27%

31%

PARETO

idx: 195

idx: 85

idx: 75

idx: 100

Innovation 
Adopters 

(IAs) 
are in focus for 

deep-dive 
analysis in this 

report



Innovation Adopters:
sources of income. 94%

94%

24%

42%

21%

12%

11%

35%

34%

11%

30%

27%

13%

21%

24%

17%

12%

8%

7%

Sources of income

Active and creative, they tend to have more sources of income 
than Paretos: first, their monthly wage, but second come other 
two income streams, resulting from their investments, the 
services/ products they monetize or scholarships and money 
from relatives (for the younger ones)

Income sources (avg.):
Innovation Adopters: 3.2 sources;
Pareto: 2.8 sources,
BCT: 2.4 sources.

%

Base: 219 (The Innovation Adopters), 900 (Pareto), 527 (BCT)
Index: values >= 115 denoting higher scores for Innovation Adopters vs BCT & Pareto

SALARY & BONUS

Salary

Bonuses extra to the salary

RENTAL, INTEREST, DIVIDENDS

Interest from bank deposits

Dividends from a business

Money from renting a house/space

KIDS ALLOWANCE, SCOLLARSHIP

Children allowance

School scholarship

SELL PRODUCTS/ SERVICES

Sales of services/activities practiced

Sales of products made in HH

INVESTMENT GAINS

RECEIVE MONEY

Money received from parents/ children

Money from relatives in Romania

Money from relatives from abroad

OTHER SOURCES



Innovation Adopters:
What’s in the full report
A detailed portrait of the Innovation Adopters, 
compared to the Paretos and the Broad 
Commercial Target consumers. 

#socio-demo
#lifestyle
#career & family
#income sources
#spendings
#shopping channels
#gadgets & apps
#entertainment
#nutrition
#body & mind
#perceptions about Romania

Socio-demo profiling (gender, age, education, 
marital status, children, HH size etc.)

Key needs, fears, motivations and life aspirations, 
perceived quality of life and view about Romania.

Spending habits, shopping habits, gadgets, apps, 
eating, spare time, health attitudes, etc.

Their perceived quality of life and what impacts it. 
Living in Romania. 

A subchapter on banking and investment insights 
available in the Pareto Banking insights report
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The Needstates segmentation is well grounded 
The model is founded in the psychanalytic theories of Adler 
& Jung which maintain that human attitude and behavior are 
largely driven by unconscious needs – the roots of any 
thoughts, desires and impulses.

It is solid and time-tested
The analysis frame is built upon the 8 universal needs, 
cascaded down in 24 needstates (easy to grasp statements). 
They were formulated through a complex qualitative 
process and dimensioned with robust samples, always 
using projective techniques to get the truthful answers.

It is universal
The Needstates Model transcends time and cultures, so it 
can be followed through time and geographies.

Pareto sub-types – size & detailed portraits available in 
any version of Pareto Report you might buy.

We used advanced needstates segmentation to 
understand sub-types of the Pareto Population



to feel free

be spontaneous in my 
decisions

to feel pleasure in 
everything I do

to enjoy every moment

to be optimistic about the 
future

to establish as many 
relationships as possible 

with those around

to take care of the needs of 
those around me

to feel part of a group

to feel safe

to feel calm

to feel like there is balance 
in my life

to feel in control

to feel like I have a 
disciplined lifestyle

to be practical in my 
decisions

to feel appreciated & 
respected for my 

achievements

to feel unique and special 
through my way of being

to feel that others see my 
qualities

to feel that I am strong and 
the best at what I do

to feel independent

to feel that I have the power 
to change things around 

me

to feel that I inspire those 
around me

to feel that I am 
progressing, developing in 

what I do

to feel that I keep up with 
latest innovations

There are
5 Pareto subtypes

DEDICATED 
CAREGIVERS 

AMBITIOUS 
ACHIEVERS

YOLO/FOMO
EASY 

GOERS

APPRECIATION
SEEKERS

*YOLO = You Only Live Once/ FOMO = Fear Of Missing Out

There are different kinds of people within Pareto. We 
have clustered them in 5 subtypes based on their 
motivations and follow their evolution across years.
The extra touch of appreciation, practicality and 
mature age, brought to Pareto in 2022, has led to 
growth on first two segments, while decreases on 
younger ones, as it follows:
1. Appreciation Seekers, +8pp vs LY
2. Ambitious Achievers, +3 pp vs LY
3. YOLO/ FOMO*, -5 pp vs LY
4. Easy Goers, -4 pp vs LY
5. Dedicated Caregivers, -2 pp vs LY

First 3 subtypes sum to 66% of all Pareto and cover 
the needstates specific to “Me” dimension, contouring 
Pareto as oriented towards own person and needs, 
seeking appreciation, self-exploration and self-
development, compared to the Romanians in general.



#socio-demo
#lifestyle
#career & family
#income sources
#spendings
#shopping channels
#gadgets & apps
#entertainment
#nutrition
#body & mind
#perceptions about Romania

Socio-demo profiling (gender, age, education, 
marital status, children, HH size etc.)

Key needs, fears, motivations and life aspirations, 
perceived quality of life and view about Romania.

Spending habits, shopping habits, gadgets, apps, 
eating, spare time, health attitudes, etc.

Their perceived quality of life and what impacts it. 
Living in Romania. 

Banking and investment insights available in the 
Pareto Banking insights report

Detailed portraits of the 5 subtypes investigated, 
capturing their most important key data (socio-demo 
and lifestyle, key attitudes, behaviors, perceptions. 

Pareto Subtypes:
What’s in the full report
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Ideal banking for Paretos

digitalized

protected + within reach

Base: 900 (Pareto); 

Ideal 
bank
everyday

=

feeling in control, safe 

& independent

Ideal 
bank

for new products

= customized

clear & simple

feeling in control, safe 

& independent



Profile Non users Light users
Medium 

users
Heavy 
users 

All Pareto 9% 0.5% 25% 65%

Men 10% 0.3% 25% 64%

Women 7% 1% 25% 67%

18-24 yo 17% 1% 18% 64%

25-34 yo 5% 0% 21% 74%

35-44 yo 9% 0.3% 26% 65%

45-54 yo 8% 1% 30% 60%

55-65 yo 12% 1% 32% 55%

Low Pareto 9% 1% 28% 62%

High Pareto 8% 0.3% 20% 71%

Most Paretos are heavy users of 
mobile banking

9%0.5%7% 18% 26% 39%

Not using mobile banking Less than once a month
Less than once a week 1-3 times per week
4-6 times per week Daily

Base: 900 (Pareto), 527 (BCT)
Index: values >= 115 denoting higher scores for Pareto vs BCT

Frequency 
of usage in 

mobile 
banking
(% Pareto 2022)

65% 
Heavy 
users 

25% 
Medium 

users

0.5% 
Light 
users

9% 
Non-
users

Index vs 
BCT 44 16

90
134

Mobile banking is part of everyday life, used several time per week to 
daily, especially by 25-34 age target and High Paretos.
Universal penetration is close to be reached, it is a matter of inviting in 
the youngsters, and guiding around the mature target 55yo+.

Heavy to 
light in 
mobile 

banking
(% Pareto 2022)

Particularities by age within Pareto
(+ more prominent vs total Pareto)
(- less prominent vs total Pareto)

17% of 18-24 Paretos do not use mobile banking. Half of 
them use Internet banking, while the other 8% do not feel the 
need and do not have the education to require for self-bank-

service in digital environment.  



Banking insights:
What’s in the full report
A comprehensive chapter detailing BCT, Pareto and 
Innovation Adopters habits and attitudes for the main 
main financial services and banking products. 

Pareto financial profiling

Usage and perceptions about Banking products

Main banking brands image and perceptions

Main banks adoption funnel. 

Data available for ING, Raiffeisen, BT, BRD, BCR, 
CEC, Revolut, Unicredit, OTP, Libra Bank and First 
Bank
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Sold out for 2022

Depending on your needs and research budgets, we have 
organized the data in distinct products:

The Pareto Partner Report
Pre-signed partnership, 3 seats available only

Exclusive chapter on your business view measured 
across the Pareto Population, the Broad 
Commercial Target and Early Adopters. 
Full access & influence on project flow.

Run explanatory IDIs on your deep-dive objectives
+ The Full Banking Insight Report.

15 000 EUR

The Pareto Banking Insight
Size definitory data around banking : 
products & services incidence and 
profiling, brands funnel (from adoption to 
recommendation), brand image.
+ The Full Pareto Report
9 850 EURThe Pareto Report

Detailed report for in-depth understanding of the behavior 
and attitudes of the Pareto Population vs the Broad 

Commercial Target and Early Adopters..
Seeing the evolution of  the motivational typologies – size, 

impact and profile.
6 350 EUR



@2021

Strategic insight into the 
most valuable 20%

Thank you!

p a r e t o r e p o r t @ a h a m o m e n t s . r o
m i h a i . b a r s a n @ b r a n d e l i e r . b i z
m a n u e l a . m a n c a s @ a h a m o m e n t s . r o
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