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Introduction



Research Background

ÅFocus Media Singapore launched a brand new, island-wide 

in-store TV advertising network in collaboration with 

Watsons in Singapore since January 2011.

ÅA 42ò LCD TVs was installed at Watsonsô top 50 stores with 

the highest traffic, at the point-of-purchase. Shoppers can 

view the TVC via the TVs and listen to the audio of the TVC 

via the in-store PA Systems.

Å Field work was done by Intersection Research Consultancy



Background of Intersection 
Research Consultancy

Å Intersection Research Consultancy is an Asia-based research 

consultancy, specializing in independently managing 

customized research for clients from different industries

Å The founder Ms Lee Bee Hian has a decade of experience in 

market research during which she has designed and 

overseen projects in various countries within Asia-Pacific.

Å Their clients include Philips, United Overseas Bank (UOB), 

Hewlett-Packard, Citibank, DHL etc.

http://intersectionrc.com/


Research Objectives
ÅThe objectives of the study are to measure:

ïAd Recall of the TVCs in the In-store TV Advertising 

Network 

ïEffectiveness of the In-store TV Advertising Network

ïPurchase Intention 

ïBehavior of Visiting Watsonsô stores

ïDemographic of Audience

Å Intersection Research Consultancy has been commissioned 

to undertake this study and this document summarizes the 

findings.



Methodology (1/2)
Å Methodology: Face-to-face interview at 10 prime locations of Watsonsô stores

With the permission from Watsons, interviewers were stationed inside the 

selected Watsonsô stores

Interviewers conducted the interviews near the in-store TV or at 

appropriate area in the stores

Å Targets: Males and Females aged between 15-50

» Who have purchased any items from Watsons

» Who have watched the in-store TV advertising network at Watsonsô 
stores

» Who are not working in relevant industries to include advertising, media, 
PR, marketing and market research

Å Sample size: A total of n=250 successful interviews were achieved

Å Fieldwork: 18 - 21 July 2011

Å Mechanics: 5 brands participated and ran a five-week campaign before and during the 

survey



Methodology (2/2)

Å Interviewing locations:

ïListed below are the selected Watsonsô stores and the 

number of interviews completed in each store:

Watsons Branch Store Address

No of Interviews 

Completed

1) Novena Sq 238 Thomson Road #02-07 25

2) Marina Bay Financial Centre 8A Marina Boulevard #B2-57 25

3) Plaza Singapura 68 Orchard Road, Plaza Singapura #B2-06 25

4) Singapore Post Centre 10 Eunos Road, Singapore Post Centre #B2-02 25

5) Hong Leong Bldg 16 Raffles Quay, Hong Leong Building #01-02 25

6) International Plaza 10 Anson Road, International Plaza #01-62 25

7) Marina Sq 6 Raffles Boulevard, Marina Square #02-212 25

8) Suntec City Mall 3 Temasek Boulevard, Suntec City Mall #01-081 25

9) Chevron House 30 Raffles Place, Chevron House #01-29 25

10) Telok Ayer 208 Telok Ayer Street 25



5 Brands participated in 
the research

L'Oréal
Pantene
Revlon

Listerine
Panadol



L'Oréal Perfect Clean



Pantene



Revlon Customeyes Mascara



Listerine



Panadol



Effectiveness of In - store 
TV Advertising Network



Ad Recall Percentage
(% of respondents recall seeing the advertisement)

Base respondent  - L'Oréal, Pantene, Revlon (n=150 all females) 

Base respondent ïListerine, Panadol (n = 250  150 females + 100 males)



Ad Recall Rate (Un - Aided)
Average

5.9

5.9

6.7

5.8

6.1

Base respondent  - L'Oréal, Pantene, Revlon (n=150 all females) 

Base respondent ïListerine, Panadol (n = 250  150 females + 100 males)

Average times  of  recalling any of the 5 TVCs  : 6.05



Ad Recall Rate (Aided)
Average

3.6

3.6

4.1

4.3

3.7

Base respondent  - L'Oréal, Pantene, Revlon (n=150 all females) 

Base respondent ïListerine, Panadol (n = 250  150 females + 100 males)


