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3Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008

Purpose of research: To size up the visibility of monitors placed in shopping 

centres and the attitude of residents to advertising spots on monitors.

Tasks of research were to clarify: 

How much % from all the shoppers embraced by research in total take 

into consideration placed ad monitors herein? How much are there in 

absolute counts (in thousands callers)? 

How much % and how much (in absolute counts) from particular 

shoppers take into consideration placed monitors herein? 

Which is in particular shopping centre the socio-demographic profile of 

caller attracted by ad – sex, age, domicile, level of income, 

communication language?

If  advertising monitors in supermarkets stimulate shoppers to buy  

promoted goods or services? 

Description of research
Purpose and tasks of the research
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Description of research 
Methodology of research

Task group: Riga and Riga suburb residents in age of 15-64 years old, which attend the definite 

supermarkets and trading centers 

Method of selection: a representative selection of Riga and Riga suburb residents in age of 15-64 

years old

Aggregate amount of selection: ~762.000 residents 

Method of selection: Direct computer aid interviews (CAPI) of respondents in frame of regular domicile 

for resident Omnibus inquiry. Average interview duration: 2 minutes 

Selection size: 416 respondents 

Interview execution time: April 2, – May 6, 2008

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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Male 

Female

15 - 24 years

25 - 34 years

35 - 44 years

45 - 54 years 

55 - 64 years

Latvian

Other

Latvian

Russian

Basic

Secondary

Higher

% Bar 1 Supermarket

37

26

17

71

29

23

32

24

21

19

20

23

41

20

15

71

29
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27

17

26
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15

10

12

8

14

13

12

19
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10Business person

Specialist

Worker

Student, pupil

Other jobless

Working

Jobless

Up to 120 Ls

121 - 200 Ls

201 - 300 Ls

301 Ls and more

No personal incomes

Up to 120 Ls

121 - 200 Ls

201 - 300 Ls

301 - 500 Ls

500 Ls and more

Occupation 

Social status

Family incomes

Personal incomes

Basis: All respondents

Remark: Income basis of these ones, which give answer

44

26

30

68

20

68

32

38

28

33

76

76

24

13

11

13

1 - 2 persons

3 persons

4 and more

Riga

Another city

Village

Riga

Riga suburb

Dzīvesvieta

Region

Number of family members
Sex 

Age 

Nationality 

Interview language

Education

301 Ls and more

Riga35-44 

years

25-34 gadi

15-24 

years

Visibility and efficiency of advertisement monitors
Profile: Total selection and shoppers in particular

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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54

57

61

73

81

82

89

0.3

0.2

0.4

46

42

39

27

19

18

11

Alfa

Domina

Galery Centre

Mols

Dole

Baron centre

Minska

%

Visibility and efficiency of advertisement monitors 
Shopping during past 3 months

T/p Alfa and t/c Domina are the 

most attended shopping centres 

during last 3 months

T/p Alfa is attended by 46% or 

~354.000 Riga and Riga suburb 

residents in age of 15-64 years 

old

For one’s part t/c Domina is 

attended by 42% or ~322.000 

Riga and Riga suburb residents 

in age of 15-64 years old

Hard to say Did not visit Visited

~ 354 000

~ 322 000

~ 296 000

~ 202 000

~ 143 000

~ 134 000

~ 86 000

Basis: All respondents n=416

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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Visibility and efficiency of advertisement monitors 
Shopping during past 3 months

Basis: All respondents, n=416

About 2/3 from Riga and Riga suburb 

residents in age 15-64 years old (67% 

or ~514.000) in period from February 

till May 2008 attended any one from 7 

inquiry - related Riga mals entres, 

where are placed Market Media 

advertisement monitors

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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1-2 times a 

week

31%

1-3 times a 

month

28%

Not rarely than 

one time a 

month

13%

Every or almost 

every day

9%

3-5 times a 

week

19%

Basis: Respondents, who attended for past 3 months any of mentioned Riga shopping 

centres,  n=287f

Larger part of respondents attends 

shopping centres at least one time a week 

(59%) – including roughly every one tenth  

respondent attending mals every or 

almost every day (9%), approximately fifth 

part of inquired persons attends mals 3-5 

times a week (19%), for one’s part almost 

third part - 1-2 times a week (31%)

Visibility and efficiency of advertisement monitors 
Frequency of shopping

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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39

37

40

58

67

82

94

89

42

37

27

14

5

9

11

16

13

6

5

4

1

2

42

48 2

1

5

4

At an average, n=272

Alfa, n=186

Domina, n=171

Mols, n=106

Galery Centre, n=152

Dole, n=75

Baron centre, n=69

Minska, n=46

% Till 60 61-120 min 121-180 min More than 180 min

Basis: Respondents, who attended during past 3 months a particular Riga shopping centres and who 

are avare of their time of shopping, looking in schedule
average=84 min

Respondents in conformity with its own expressed evaluation spend at average in 

shopping centres 84 minutes on shopping. Residents dedicate the longest time to 

shopping in  Alfa (at an average - 107 minutes) and Domina (at an average 99 minutes). 

The shortest shopping term is mentioned regards Baron centre and Minsk (at an average 

by 41 minutes in each). 

Visibility and efficiency of advertisement monitors 
Duration of shopping at one time

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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Visibility of advertisement monitors
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No, have not 

noticed

Noted, but not 

called no one of 

these 

supermarkets

8% Yes, noted in any  

of  mentioned 

supermarkets

81%

Visibility and efficiency of advertisement monitors 
Visibility of advertisement monitors

About 4/5 from inquired shopping centre’s 

shoppers (81% or ~416.000) have taken 

into consideration ad monitors in one of 

mentioned shopping centres

Basis: Respondents, which attended for last 3 months any one of mentioned Riga 

supermarkets, TC, n=287

Comparing with research of 2006 there is the 

percent increase in number of inquired, who have 

noticed an advertisement spots on monitors in 

shopping centres

81

72

2008

2006

Those, who have noticed an advertisement 

monitors in any of mentioned shopping 

centres

Basis: Respondents, who for past 3 months attended any one of 

Riga mals ,[2006: n=300; 2008: n=287]

Mark are done considered comparison with year of 2006

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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Three

21%

Four

13%

Five

7%

Seven

3%
Six

3%

Two

28%

One 

25%

Visibility and efficiency of advertisement monitors 
Viisibility of advertisement monitors

Respondents more often called one (25%), 

two (28%) or three (21%) from inquiry -

related mals or shopping centres, where they 

saw advertisement monitors

Basis: Respondents, who took into consideration ad monitors in any of  

mentioned Riga mals ,  n=234

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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Visibility and efficiency of advertisement monitors
Visibility  of ad monitors in shopping centres

More often monitors are 

noticed in  Alfa, where they 

were noticed by 73% or 

~302.000 shoppers

More than half from inquired 

shoppers (55% or ~ 228.000) 

have noticed monitors in 

Domina

19

33

40

35

48

56

61

9

12

16

23

27

24

27

73

55

44

42

25

20

11

 Alfa

 Domina

Galery Centre

 Mols

 Dole

Baron centre

 Minska

%
Hard to say Did not notice Noticed

Basis: Respondents, who noticed publicity monitors in any of mentioned Riga 

mals, n=234

~ 302 000

~ 228 000

~ 185 000

~ 174 000

~ 103 000

~ 81 000

~ 48 000

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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Not 

recalled

52%

Recalled

48%

Visbility and efficiency of  advertisement monitors 
Observation of ad spots – promoted products/ brands

Basis: Respondents, which noticed publicity  monitors in any 

one from mentioned Riga supermarkets, TC, n=234

Basis: Respondents, who remember seing ad spots in any of 

mentioned Riga mals, n=133

Remark: Ad, that is mentioned 1 or 2 rtimes, was joint to group OTHER

Almost half of inquired, who have noticed 

pudvertisement monitors, recalls and may 

name any of seen spots (48% or ~ 199.000)

Forth  part from theses ones, who 

remembers ad, have mantioned Tele2 

(25%)

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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Never

64%

Rarely

29%

Often

7%

Visibility and efficiency of advertisement monitors
Ad spot influence on decission to buy an advertised product

Basis: Respondents, who noticed publicity monitors in any of 

mention Riga mals, n=234

About third part from inquired, who have 

noticed ad monitors in any of Rigas shopping 

centres or mals, admit that advertisement on 

monitors stimulates them to buy a promoted 

product or services (36% or ~149.000) -

including 7% of inquired who often do that 

and 29% who rarely do so.

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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Visibility and efficiency of advertisement monitors 
Information that is of interest to shoppers

Riga and Riga suburb 

residents would be 

interested to see on monitors 

in shopping centres  an 

exact time (88%) and 

weather forecast (77%)

In the same time large part 

would be glad to see also a 

Fun Time news (54%) and 

sport info (51%)

Difficult to say Wouldn’t be interested Would be interested

Basis: Respondents, who for past 3 months have attended any one of mentioned 

Riga mals, n=287

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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Visibility and efficiency of advertisement monitors 
Profile of shoppers who notice advertisement monitors

Profile of shoppers who notice advertisement monitors is alike from 

one shopping centre to another:

The largest part from them is in age of 15 - 44 years old (74%)

More than 4/5 shoppers have at least average income (82% from 

respondent income surpass 120 lats per person per 1 member of 

family, including fourth part who have high income – 27% of 

respondents income surpass 300 lats per member of family)

Mostly, they are Riga residents (76%) 

Typically, that Galery Centre shopping centre in comparing to others is 

more often attended by youngsters (from 15 till 24 years old) and Riga 

residents with family income from 121 up to 200 LVL per 1 mamber of 

family.

Research of advertisement monitor visibility and efficiency in shopping centres in April-May, 2008
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Good Luck!

Intars Āboms

Project manager, TNS Latvia

phone: 6 709 63 00

intars.aboms@tns.lv

Terēza Milberga

Head of board, Market Media

phone: +371 780 33 40

tereza@marketmedia.lv


