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Internet Users in Bulgaria, 2010
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Radio 1; 21,4%

N - JOY; 11,8%

Horizont; 11,1%

Vitosha; 8,1%

Darik; 7,5%

NRJ; 6,6%

Z - Rock; 4,5%
FM +; 3,1%

Gross Radio Advertising Expenditures 
Market shares 2010

Note: 2010 TV Plan/TNS provides data for 9 radio stations only:  FM+, Darik and 
Vitosha - from January till March 2010. Horizont  for all months without April, Z Rock and 
NRJ from April to December, Vesselina, Radoi 1 and N-Joy for all months of the year.
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Note: 2010 TV Plan/TNS provides data for 9 radio stations only:  FM+, Darik and 
Vitosha - from January till March 2010. Horizont  for all months without April, Z Rock and 
NRJ from April to December, Vesselina, Radoi 1 and N-Joy for all months of the year.
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POPULATION:  
7 351 234 - Total
1 359 520 - So�a
5 357 633 - Towns
1 993 601 - Villages
(NSI – April 2011)

AREA:
110 910 sq. km
Currency: BGL
1 EUR = 1.95583 BGL
GDP 2010:
36 033  Mln. Euro 

GROSS ADVERTISING 
EXPENDITURES 
PER CAPITA 2010: 
69.6  Euro

INFLATION:
2010 - 4,5%
2009 - 0,6%
2008 - 8%
2007 - 12,5%
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