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Methodology and Limitations of Research 

  
Interviews with executives at 17 agencies and 10 client’s. 
 
 

Hard data statistics from: Central Statistical Bureau of Latvia, 
Lursoft, TNS  
 
Latvian advertising agencies do not have united standards  
or criteria which would indicate how to recognize the better  
services and how to compare them. 
 
The research field period is 2009-2011  
 



Environment During Austerity Policies in 
Latvia 2009 - 2011 

Source: The Central Statistical Bureau and Bank of Latvia  

The description of the Economic Situation in Latvia before and after 2009  



Advertising Agency Industry in Latvia  

The GDP Per Capita and Advertising Market (millions / lats) 

Source: The Bank of Latvia and TNS Latvia  



 

The Agencies key factors of Competitiveness 
 

 
 
Source: author construction based on the survey results 



Advertiser’s and Agencies  
 main factors of Competitiveness 

 
 
Source: author construction based on the survey results 



Survey results  

  
During austerity period 2009-2011: 

Latvian advertising agencies have be been confronted with new 
advertisment service suppliers:  
-event management agencies,  
-marketing consultancy agencies,  
-new online social communication networks, etc.   
 
Doing more with less became the issues that confront advertisers with 
agencies.  
 
Agencies have to implement strategies which are both efficient and creative 
despite any austerity regime.  
 
Advertising agencies which successfully use the relationship with client and 
performace creativity, do developed factors of competitiveness, to 
strengthen their positions. 
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