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Abstract

This paper deals with the development of the modern advertising industry in the European periphery under the influence of American companies and expertise. One of the symbols of the mass production and consumption society, advertising evolved along with the overall modernization of social and economic structures in the industrialized world. Its golden time, between the 1920s and 1960s, coincides with that of American multinational companies. The paper focuses on the Spanish experience of the world leading advertising agency for most of the past century, J. Walter Thompson (JWT). The story of JWT Spain (a proper subsidiary only between 1927 and 1932 and from 1966 onwards, but an influential agent throughout the century) underlies the two arguments discussed through the piece: 1) that advertising has worked historically as a transectoral and transnational modernizing vehicle; and 2) that the transfer of advertising techniques from creative to less developed countries can be best described as an education process of both producers and consumers.  

Introduction

Advertising has been and remains one of the symbols of social and economic modernity. Along with increasingly complex marketing techniques, advertising has historically played a fundamental role in the shaping of mass production and consumption systems throughout the world. For the historian and the social scientist alike, it constitutes a fascinating object, and a difficult one to grasp, since it is a rather hybrid activity in which the boundaries between manufacturing and services, national and global, art and science, are often trespassed. 

This paper deals with the role of the advertising industry in the modernization of less developed societies. It bases on an empirical study on the influence of J. Walter Thompson (JWT) in 20th century Spain. It explores therefore the long-term relationship established between a service industry (advertising) and manufacturing (where most of the clients come from) and between an advanced and a backward country through a particular vehicle: advertising agencies and techniques. For most of the 20th century, JWT held a dominant position in the world advertising industry and market. JWT’s leadership was ultimately founded on its scientific, behaviorist approach towards the advertising profession. At the same time, the story of JWT exemplifies the evolution of the world advertising industry. Like any other service, indeed, advertising developed along the lines of the client-industries since the first industrial revolution, and it strongly influenced manufacturing, particularly after the Second World War, thanks to the transfer of specific techniques and the dissemination of mass consumption models. Thus I will stress the twofold role played by advertising –and JWT- as a transectoral and transnational modernizing vehicle, and an educational agent of producers and consumers alike.   

The paper is organized as follows. First the role of JWT in the evolution of the American and worldwide advertising industry is briefly outlined. Particular attention is paid to the so-called JWT method (the systematic research of market and consumption attitudes) and its internationalization, a learning process started in the 1920s and parallel to the internationalization of American business. Before and after the Second World war, advertisers as well as advertising agents discussed and applied various approaches to the export of goods, services, and ideas, challenging existing production and consumption patterns in the countries they worked for. The particular evolution of the Spanish advertising market during the 20th century is then analyzed. International influences and the interplay between manufacturers and advertisers in a very dramatic context, characterize this evolution. Finally, the story of JWT in Spain is chronicled. JWT worked in Spain from 1927 through 1936. After the Second World War, the US agency kept in touch with the Spanish market through a representative, the local agency Ruescas, replaced in 1963 by the Spanish leading agency Alas. JWT España was finally established in 1966 as a fully American subsidiary. Its impact on the advertising market and profession and Spanish manufacturing and consumption patterns is looked at closely.   

JWT and the modern advertising industry

Over the last three decades, the number of books and articles examining branding and advertising in the light of academic disciplines as diverse as economics, sociology, psychology, or communication, has increased dramatically. The five volume work edited by practical cum theoretical advertiser John Phillip Jones (Jones 1998-2000) provide an excellent state of the arts. The interest in advertising, however, is as old as advertising itself. In 1934, for instance, the Harvard Business School professor Neil Borden authored an economic analysis of advertising that to a certain point remains unchallenged (Border 1934). Practical people like Claude Hopkins left their own thoughts and perspectives behind them (Hopkins 1923 and 1927). Margaret Reid wrote a sharp essay on consumer attitudes (Reid 1938). And even the leading agency Ayer had its history commissioned (Hower 1949).

The scientific approach towards branding and advertising arose in the early 20th century, but it was not broadly accepted until the golden age of capitalism, as mass consumption reached wider social segments inside and outside the United States. Yet advertising, so closely linked to the Progressive Era and American social identity, remains a genuinely American phenomena. No wonder then that it remains the object of study of American historians, particularly social and cultural historians (Marchand 1985; Strasser 1989; Bush 1991; Jackson Lears 1994; Ohmann 1996; Strasser et al. 1998; Laird 1998). Even the historian of technology Thomas Hughes devoted part of his classical book to this important dimension of the American society (Hughes 1989). There is no lack on more economically focused studies, either, like the standard business history of the advertising industry in the United States by Daniel Pope (Pope 1983) or the analysis of American marketing by Richard Tedlow (Tedlow 1990). Published agency histories, instead, are rare. Not even JWT, having commissioned its corporate history in at least two occasions, has an official history. Saatchi&Saatchi is therefore an exception (Kleinman 1987). A useful, yet uneven, guide to the history of the most prominent international agencies is the International Directory of Company Histories (1988-). The professional journal Advertising Age produced a suggestive historical overview of American advertising some time ago, by linking the making of the ad business to the evolution of the country’s social and economic indicators (Advertising Age 1980). This on the whole self-complacent perspective was of course challenged by the cultural crisis of the 1970s, which favored a much more critical approach, of a more or less Marxist nature, towards the agents of the consumption society (Ewen 1976). 

More recently, the historical debate about the americanization of Western Europe and Japan has put, however indirectly, advertising under a new light. Consumerism (the very basis of advertising) can be in fact understood as an integral part of the so-called American social contract (Zunz 1998). The idea that production is “the servant of the market”, manufacturing a mere “consumer-satisfying process”, that the economy, in short, is consume-driven, contrasts sharply with the more European notion that society owes much to its industrial class. Put in very simple terms (the terms in which many American technical advisors assigned with European missions understood the second post-war situation): whereas historically the United States have come to accept and eagerly defend the primacy of the market, European economies and societies have relied much more on the primacy of production. A deep difference that became patent during the Marshall years and the parallel American attempts to dismantle European cartels.      

What we know about the nature and functions of advertising that might be of interest for business history? Authors have tended to emphasize various points: that advertising is a science as much as an art; that brands have rational as well as emotional elements; that the relationship between product and brand is not linear; that brands exist primarily in the customer’s, not the manufacturer’s mind; and, last but not least, that advertising does not create demand. Such statements lead one to conclude that the relationship between product and brand, manufacturer, advertiser, and customer remain unclear. Furthermore, the historical analysis of brands and consumerism has inspired several typologies, according to which brands and advertising can be considered manifestations of successive stages of economic and social development: only developed societies create and accept brands, only mature societies become involved with brands, and only sophisticated societies focus on brands (Jones 1998). Advertising grows more complex (perhaps too complex) as one goes through these stages. Finally, the internationalization of brands, the most visible aspect of globalization, deserves close attention. The two-step theory seems to be widely accepted, and so brands are launched first in one country, then expand (or not) across borders. Going international, it is also agreed, requires local knowledge.

The objects of such a huge interest have meanwhile undergone a severe crisis, caused by the joint effects of saturation of the first world’s markets for consumer products, decreasing customer attention to advertising campaigns, and a general skepticism among professionals about their effectiveness (Adler et al. 1997). More or less rigorous analysis on the state of the business proliferated (Leiss et al. 1990; Mattelart 1991; Frank 1997). The decline started in the 1970s became an outright slump by the turn of the century. Even if already climbing out of it, the advertising industry is passing through a highly disorienting period. This is due to a combination of long-term changes, particularly the growing diversity of media and the arrival of new technologies, thanks to which consumers are now better informed than ever and traditional selling methods no longer work. Worldwide expenditure in advertising (and marketing), however, amounts to 1 trillion US dollars, half of it in America. The industry has responded to the current fragmentation and diversification of media consumption by building big integrated agencies offering all kinds of services (from public relations to direct mail, consumer promotions, in-store displays, telemarketing, sponsoring, product placements and more). Whether this new sort of strategy is effective, and whether there is still room for small agencies, remains as uncertain as ever. The effectiveness of advertising has been indeed a hugely controversial topic for at least three decades, and hard to quantify. Inventiveness –the engine of growth of this particular trade- is developing new concepts, targets, and strategies to sustain the enormous budgets currently invested in it.   

That JWT (today part of the giant group WPP) played a relevant role in the growth and maturity (and perhaps also decline) of modern advertising is difficult to deny. It was particularly the agency’s scientific methodology –one of the main reasons for its high prices- what helped JWT build a very strong reputation that soon attracted American large manufacturers, its faithful clients for most of the past century. The history of JWT has been summarized in table 1. Originally founded in 1864, the agency did not become a major player in the American advertising market until the Progressive Era, when its new owner, J. Walter Thompson, started to challenge highly reputed agencies such as Ayer and the advertising trade with his ideological, organizational, and strategic innovations. Thompson’s strong belief in research was to remain a trademark of his agency long after his depart (Kreshel 1989). The flow of mass-produced goods brought about by the Great War in the United States was masterfully managed by JWT, since 1916 under the lead of Stanley Resor, his wife-to-be, and his partner James W. Young. Not only did Resor give priority to the company’s large accounts, thus tying the agency’s development to that of American big business, but it institutionalized an overall approach towards advertising borrowed from the social sciences. The effects of such transformation were to be seen in the advertisements themselves: the image (“a cry on the wall”) tended to be accompanied or simply replaced by text. The time of the reasoned, informative ad had come. This involved a substantial change in the agency structure: the rise of the copy-writer and the decline of the pictorial artist. Later innovations on this were, for instance, the editorial ad (a reasoning ad) and the testimonial ad (the personal account by some celebrity of the virtues of some product he or she supposedly owned or consumed). Competing agencies did not waste time to adopt JWT’s principles and innovations, not a matter of secret but an extensively advertised set of ideas (JWT’s Blue Book of Advertising was perhaps the most popular). Along with its own philosophy, and long before Resor’s takeover, JWT used to make public the results of its statistical research -purchasing power panels, demographic trends, economic outlooks, etc-, always applied to the United States market. This gave the agency a reputation for “an obsession with statistics”.       

The hiring of the controversial psychologist John B. Watson, a former professor of the University of Chicago and the founder of the American school of behaviorism, was in this sense a major step in the history of JWT (Watson 1914, 1919). Watson became a member of the board of directors and influenced the agency’s research strategy for several decades. The American psychologist had argued that classical conditioning, the stimulus-response model designed for the training of animals by Pavlov and Bekhterev, was the basis of human behavior as well. By stating that behavior, not consciousness, was the objective of human psychology, Watson had challenged mentalism, the dominant psychological stream at the time. He had claimed that psychology should take as a starting point the observable fact that organisms, man and animal alike, do adjust themselves to their environment, and that certain stimuli lead the organisms to make certain responses. Human behavior was therefore strongly conditioned by its environment. Watson succeeded at his attempt to revolutionize the study of human psychology in order to put it on a firm experimental footing. Even if the popularity of behaviorism among psychologists started to decline in the 1930s, its impact kept on growing after the Second World War, thanks to the important function assigned to the social sciences by the American post-war administrations (Zunz 1998). The possibility to apply his principles to the real world of advertising was most welcome by Resor and changed Watson’s career.              

Not everything was about science and methodology, however, at JWT. Resor’s partner and later wife, Helen Landsdowne, one of the few female copy-writers of her time, and a very good one for that, took charge of the purely inspirational part of the business. As for the third party, Young, he laid the foundations of JWT’s “export business”, as it used to be called. His own papers kept by the JWT Archives show how the American agency learned to work for its loyal American clients in foreign markets between the 1920s and the Second World War. It is not an exaggeration to say that JWT’s first international department turned around one single client, General Motors (GM). JWT went international following the steps of this prominent customer. The agency understood itself as a set of commercial consultants for GM and later on for US multinationals going abroad. Thus it had to provide “studied recommendations and, as a starting point, the consumer point of view”. JWT’s assets were its “universal knowledge and method”, founded on an accumulation and analysis of evidence”. The way JWT worked during the pre-war period was rather rigid: portfolios (a ready-to-produce set of ads and instructions) were sent from New York to the foreign offices, where the mainly American staffs, did their best to meet the expectations of JWT’s international clients (mostly American clients) in a given market. Even before the Depression hit Gm and other distinguished clients hard, the results of the export business of the American agency were not exactly encouraging. That is, most of the offices (particularly the European) made losses. JWT people, however excellent professional, did not know very well how to deal with small markets, small potential national clients, and very diverse consumers and consumption patterns. In a very suggestive study of JWT’s whereabouts in Mexico, Julio Moreno (Moreno 2003) has pointed out that, unlike other US multinationals, more diplomatic, JWT took a highly inadequate missionary approach towards advertising. JWT’s development in Europe suggests as well that on the whole the pre-war years were years of learning (and loosing). 

After the Second World War, on the contrary, JWT chose for what its international department called “cross-fertilization”, “flexibility”, and “decentralization”. Two evident changes in the international policy were the nationality of the staff of local offices (with hardly an American in it), and the ads themselves. Economic results improved considerably, hand in hand with the number of client companies, American and more and more national. One cannot oversee that JWT’s ability to learn and to accumulate local knowledge had a lot to do with the maturing of US multinationals (Wilkins 1974). Between the 1960s and 1980s, JWT was the first worldwide ad agency. Its methodology, professionalism, and high rates remained its marks.           

JWT did not escape the crisis and disorientation that came after the golden age of capitalism and advertising. Resor’s departure in 1960 was followed by sound but unconvincing organizational changes that finally lead the agency to become part of the multi-service group WPP, chaired by a former Saatchi&Saatchi man Martin Sorrell.        

The making of the Spanish advertising market 

Notwithstanding its promising start and the emergence of brilliant, worldwide acclaimed domestic ventures in recent times, Spanish advertising has been on the whole a pale replica of what was going on in the core countries of this industry. This is not at all surprising. A quick look at data on advertising expenditure reveals that in the seventies, when industrialization had definitely took hold in Spain, the country was spending one fifth of America’s total ad investment, or about half of Great Britain’s (in per capita terms). Twenty years later, Spain already a member of the European Union and a fast growing, astonishingly changed nation, the gap had widened: American expenditure eightfolded Spain’s, whereas Britain more than threefolded Spain’s per capita expenditure.  Even Portugal, Argentine, or South Korea were spending more on ads than Spain (Jones 1999). Advertising, therefore, is not exclusively a matter of income, even though there is between both variables a fine correlation, supported by historical data that go back to the late 19th century.

As many other fields of Spanish life, advertising has been strongly influenced, if not constrained, by overall backwardness and rather spasmodic growth. In a 21th century perspective, the disruptive effects of the military rebellion that lead to a civil war (1936-1939) and an anachronistic, autarchy-driven dictatorship, become highly visible. There are probably few economic activities where post-war misery, isolation, and sadness were as patent as in the ad industry. Not that the talent, awareness, and will of the pre-war went lost. Most of the key people stayed in Spain, and some agencies kept going. But with personal consumption at historically low levels, and an outspoken hostile environment for freedom and creativity, the local advertising profession had to find new ways to survive. Ways that once again widened the gap between backward Spain and the Northern nations where Spaniards had traditionally looked for inspiration. The most visible outcome of this particular development has been a rather discontinuous, fragmented market, with no internationally competitive domestic agencies and a strong dominance of foreign firms. Indigenous creativity, remarkable in the first and last steps of the making of the Spanish ad industry, has not had a corporate materialization. At best, it has led national talents to join large multinational groups.      

There is happily a relatively abundant literature about the Spanish advertising market, most of it written by its main characters. Particularly useful are the various panoramas prepared by Julián Bravo (Bravo 1994, 2001), a key person in JWT Spain between 1967 and 1992, and the author of the only historical sketch of JWT Spain 1927-1936 (Bravo 1978) available. Some agency founders have left their memories cum ideas as well (Prat Gaballí 1918/1990, 1934, 1939, 1953, 1962; García Ruesgas 1957, 1971, 1995, 2000; Fontcuberta Vernet 1998). I will come back to Prat Gaballí, the Spanish many-sided, highly respected ad expert, later on. Moreover, there are well organized, but not first-hand narratives (Mateu 1936; Pinillos Suárez 1978; Alvarez 1989), along with the economic history of an agency (Luxán Meléndez and Quesada González 1997) and a wonderful graphic history of Spanish advertising authored by the designer and theorist Enric Satué (Satué 1985, 1988, 1991, 1997), at hand. Relying on them I am going to provide an outline of the long-term evolution of Spanish advertising. Tables 2.1 through 3.5 are aimed to illustrate it.       

A promising start under North European influence (1897-1936)

1897 is usually considered the starting point of Spanish advertising. The Catalan painter Ramon Casas was commissioned with the artistic campaign for the brand Anís del Mono, a legendary alcoholic beverage, after wining a public competition. This was also the beginning of Casas’ versatile, successful career. Under the pungent influence of French artistic tradition, on the one side, and the increasing spending of the local perfume and pharmaceutical trade, on the other, the Spanish ad industry would be built around its main asset: the artist. Manufacturers, like advertisers, designed their strategies according to the artistic stream that best suited their products. Art Nouveau (modernism, Jugendstil) was the choice for aristocratic products such as champagne. For toilet soap or eau de cologne, something for the middle class, Art Déco. And for mass consumption products, popular art. Barcelona, a city turned metropolis after the 1888 International Exhibition, with an industrial and commercial tradition, and open to French influences, was the unofficial capital of Spanish advertising. It was in Barcelona that the first Spanish Advertising Club was founded in 1926, under the auspices of the Barcelona Chamber of Commerce. Two years later the Hotel Oriente, in downtown Barcelona, hosted the public presentation of Publi-Club (Asociación de Estudios de Publicidad y Organización). The first (and last) national congress of advertising took place in the Catalan town as well. The dissemination of marketing and advertising techniques in pre-war Spain was parallel to that of scientific management. Satué has argued that the Catalan –even more the Spanish- bourgeoisie was far more mercantile than industrial, what made difficult the understanding of advertising (Satué 1985). 

The main advertising agencies of the time were full service agencies. It was the case of Los Tiroleses (Madrid, 1891, afterwards Hijos de Valeriano Pérez and Alas, one of the main characters of the Spanish ad industry) and Publicitas (Barcelona- Madrid, 1902), a subsidiary of the Swiss agency Haasenstein & Vogler, later on associated with Helios (Madrid, 1918). Other foreign subsidiaries were Rudolf Mosse (German), Crawford (British), and, since 1927, J. Walter Thompson. In Barcelona, long before, Pedro Prat Gaballí had established Fama, one of his first ad ventures. Fama competed with Arpón (Barcelona, 1930), a creature of his friend and colleague Antonio Rivière, a very original advertiser that, like Prat Gaballí, did much to organize the industry’s interests after the Spanish war (by founding Arco in 1951, the Instituto Eco, the Instituto Español de Marketing, and the publication IP Mark in 1962). The Barcelona Chamber of Commerce served as platform for the dissemination of advertising principles and techniques. Yet the most original enterprise of Prat Gaballí was Veritas, established in Madrid in1928 by the Spanish soap and perfume manufacturer Gal under the technical direction of Prat and the artistic direction of Federico Ribas, a very interesting designer that had worked for Perfumería Gal since 1916. Veritas was therefore a house agency, shared by other prominent advertisers such as Codorníu or Artiach, and the first technical agency in Spain. As we will see in the next section, JWT considered Veritas its only serious rival when entering the Spanish market. In the meantime was established Mercurio, the house agency of Federico Bonet, a representative of various perfume and pharmaceutical importers. Mercurio reappeared in 1942 as Dardo.

The dark years (1936-1950s)

The reasons of Spain’s economic as well as aesthetical setback between the 1930s and the 1950s have been already outlined. In spite of the low spirits that dominated the Spanish professional landscape, there were remarkable efforts to survive. Tireless Prat Gaballí, having left Veritas soon before the war, founded Oeste (Barcelona, 1942). There followed Dardo, already mentioned; Ruescas (Madrid, 1949), founded by the director of Alas after a short stay in the United States; and Danis (Barcelona, 1952), an initiative of the Fontcuberta brothers. A highly innovative agency was Arce & Potti, born in the 1950s (in 1968 it associated with FCB). Another one was the creative boutique Zen, established by Alexandre Cirici-Pellicer in 1951, and Rasgo, owned by the Pérez Solero family. Though the most important and lasting creation of the long post-war period was Clarín (Madrid, 1953). This leading agency, founded by large client firms like Coca-Cola and Domecq, would become an unofficial, domestic school of advertising and thus a nursery for multinational agencies surveying the Spanish market as the country started to open to the outer world and consumerism took off. 

By 1957 there were around 500 advertising shops in Spain. Talented artists were plentiful. And individuals like Prat Gaballí, aware of what was going on abroad, published about new trends in the ad trade. On the whole, however, the market was dominated by the old-fashioned methods of monopolizing the media (the basis of JWT’s success in late 19th century America) or pushing down prices through discounts. Both Alas and Clarín, the two largest agencies of the time, excelled at that.

Recovery and growth under American influence (1960s-1970s)

Modern advertising re-entered the Spanish market hand in hand with the country’s impressive economic and social modernization of the 1960s and early 1970s. The overall influence of the United States had grown considerably since the 1950s, when the latter became Spain’s ambassador among the Western nations and provided wide military and economic assistance to this Marshall Plan outsider. Several ingredients of the so-called American model (high consumption levels, labor quietness, praise of the homely) did appeal Franco’s government (Castillo 1987; Alonso and Conde 1994). This was also the golden time of multinational capital in Spain. Intensely American at the beginning, more European later (Muñoz, Roldán and Serrano 1978). The economic bureaucracy, realizing the poor state of the country’s public finance and the unsustainable inflationary pressures, had finally abandoned the idea of autarchy and opened the door to foreign firms. It was in this context that mass consumption made its way into the still rather agrarian Spanish population. As earlier in other, more advanced corners of Western Europe, now personal care products and electrical household appliances started to be systematically advertised in the media, TV included. Multinational manufacturing firms, of course, followed their own advertising campaigns and service providers.

In the ad trade, the astounding modernization of Spain brought about significant changes. Changes that echoed an already old transformation of the international advertising industry. One was the hegemony of text (that implied the decline of design and painting, one of the strengths of Spanish ads). Another was the primacy of marketing. In the agencies landscape, such changes enhanced the position of large national and multinational agencies. One should mention as well that the first professional school of advertising (Escuela de Publicidad y Relaciones Públicas) was established in 1959 in Madrid, with the support of the Ministry of Tourism and Information. Soon after, in December 1962, the professional journal IP Mark (a very useful source to approach the history of this industry) came out, with a very pro-European view and the support of the Barcelona Advertising Club.

The arrival of multinational agencies in Spain took place in two subsequent waves, shaped by the country’s economic policy and the arrival of other manufacturing firms. The first wave was characterized by joint-ventures that in many cases led to later acquisitions: Lever’s agency Lintas (Barcelona, 1957); Publinsa+Kenyon (joint venture 1959); McCann Erickson (acquisition of Ruescas 1963); JWT (Madrid, 1963-1966); Rasgo+Grey (1965); Young & Rubicam (Madrid , 1966, also a school for Spanish advertisers under the lead of US Toni Smith); Tiempo Synergie; Ciesa NCK; LPE Morrison; and the Swedish firm GUBA. The second wave brought about BBDO+Tiempo (1975); Ogilvy+Bassat (1976); Benton&Bowles+Danis (1974); Saatchi&Saatchi (1978); Bates (from S&S)+Delvico+Alas (1985); and Leo Burnett+Vitrubio, among others. Table 3.1. gives an idea of how the best clients (manufacturing multinational companies) were distributed among the main agencies by 1976. 

Local agencies did not welcome this multinational invasion, for sure. They worked for the best clients with the best techniques, and low prices did not prove an advantage anymore. Moreover, foreign agencies helped to establish a new concept of advertising. A service that explained and reasoned a particular consumption choice. A service that based its advertising on a sound research of markets and consumers. No wonder then that some of the strongest agencies played such a relevant role in the setting of new methods and professionalism. Neither the new Escuela Oficial de Publicidad (1964) nor the private schools that followed the public example, nor the Facultad de Ciencias de la Información (1971) at the University of Madrid, could match the influence of the most prestigious agencies until some years later. 

Catching up with the creative revolution and globalization (1980s-2000s) 

Spain underwent its own creative revolution in the 1980s, some twenty years later than the United States. Note, however, that the American era of advertising was over, and the industry struggled to survive. The particular Spanish revolution was, according to Bravo (Bravo 2001) a hundred per cent Spanish movement that chose to focus on the Spanish consumer and to meet his needs with Spanish creativity and small agencies. It was the golden time of the creative boutique, emerged under the worldwide influence of MMLB and the power of the creative staff/managers. Spanish advertising enjoyed additionally of the international interest in Spain, a relatively young, fresh, modern, and fully European country after 1986. The rivalry between Madrid and Barcelona reached its peak as long as this sweet moment lasted.

Tables 2.3 and 3.4 show how foreign multinational firms, along with a few Spanish large firms (the country’s two department stores above all: El Corte Inglés and Galerías Preciados), dominated the Spanish advertising market by 1979-1980. JWT’s pioneering analysis reveals in this way the limits local creative shops would find for their development.  

What followed is difficult to visualize. The decline started in the world advertising industry turned into an outright slump by the end of the century. The effects of economic globalization melted with those of the popularization of new media. The ad market became extremely fragmented, the effectiveness of advertising arose more doubts than ever, and a new trend of (still questionable and questioned) mergers and acquisitions set in motion. As a result, the advertising corporate landscape changed dramatically, with the most venerable agencies (and the sparkling creative boutiques of the 1980s) in the hands of new, giant media groups. 

J. Walter Thompson in Spain 

The establishment of the first agency of the world in Spain occurred in three phases. JWT’s impact was considerable, because of its thorough methodology as much as because of its high calibre clients. Between JWT’s first arrival in the late 1920s and the agency’s consolidation and sustained leadership in the 1970s and 1980s, Spain underwent a sound social, economic, and cultural transformation. The Spanish market, in short, while remaining relatively young and unexplored, became very interesting for the international advertising industry. Let us now see how JWT approached and came to dominate that market.     

The learning period (1927-1936)

JWT’s first arrival to Spain was, as elsewhere, intimately linked to the previous arrival of the giant car maker General Motors. GM had indeed started to operate in the Spanish market in 1925/26, and it did not take long to have a 20% share of the national commercial and private car market. Both Publicitas-Helios and Los Tiroleses worked as GM´s advertising agency. Its main competitor was the American manufacturer Ford, which was running an assembly plant in Barcelona since 1924. That GM chose Madrid for its main office was determining to establish JWT’s office in Madrid as well. This office was located in the city’s main commercial street, the Gran Vía, in the very same emblematic building where the Spanish agency Veritas had its headquarters, the Palacio de la Prensa (Bravo 1978). 

JWT’s first director in Spain was the American Arthur Hartzell, who held this position from the start in March 1927 until January 1932. He produced a wonderful report on his Spanish activities that was presented to his fellow representatives in one of their regular New York meetings (JWT Archives, Representatives’ Meetings, 29 July 1930). There Hartzell explained in a rather entertaining way that his people (a staff that grew up to 24 people) had spent the first six months doing research and collecting statistics on Spain and the Spanish market. Actually, JWT prepared careful reports on the Spanish market for automobiles, trucks, and electrical appliances that were to guide the strategies of GM and Westinghouse (JWT Archives, Research Reports, Spain 1927-1930). But what interested Hartzell most was the potential of Spain for American multinationals and the advertising activities of his employers. The picture he drew was ambivalent. On the one hand, Spain was a rather underdeveloped country, still largely agrarian, with low purchasing power, extremely low literacy rates, small newspaper and magazine circulation, and many specificities if compared with other European nations. That is, a very small market of up to six million potential buyers of imported goods and services. Furthermore, and notwithstanding his obvious liking for Spain, Hartzell’s judgement of the average Spaniard’s mind and attitudes was hard to take. According to him, for example, the historical neglect of education had made (or left) the Spaniard mentally lazy, with deficient reasoning powers and judgement, talkative but insubstantial, childlike, emotional, vindictive, and hopelessly individualistic. These facts, argued Hartzell, had to be taken into consideration in building an advertising campaign. He stated that “our advertising in Spain therefore must be simple and it should be illustrated; it must not be reasoned out too carefully because the Spaniard does not follow it; it must play only the emotions if possible, and appeal to his pride, if that can be done”.  He went on considering that JWT’s advertisements had not to differ in appearance from what New York sent in its portfolios, but that they had to de simplified and adapted in order to fit the Spanish market, by using photographs to a minor extent, shortening texts (copies), and communicating few ideas (he explained to his fellow representatives that everything had its limits, since “it was very difficult to say anything in Spanish briefly”). 

There were nevertheless good things about Spain, said Hartzell. Competition was weak (Veritas was in his view one of the two only local advertisers of sufficient size to interest JWT, and the one with the best rates). There was a high regard for foreign advertising, and JWT had indeed “an enviable reputation for fair dealing, conscientious work, prompt payment and high charges”. As elsewhere, JWT was charging 17.65% of net sales, whereas Swiss, German, and Spanish agencies worked for anything between 1 to 5%. This posed a problem to national clients, not to the American firms JWT worked for. Finally, Spain was doing well, and its urban population, however small, was a potential of undeniable interest for any advertising company. This might explain that very soon a Barcelona (with 2 people) and a Lisbon (with five people) office were opened and operated from Madrid. Hartzell stated that the Spanish advertising market consisted basically of automobiles (60%) and drug products and toilet goods (10-15%). Food product advertising was very small as contrasted with the US.   

All in all, Hartzell defended the idea that JWT had to be known as a local, not an American agency, since “our future depended upon the growth of our local business and the development of our personnel to the point where we are known as an authority on advertising”.  He went on saying that “what we have to bring is the vast experience of the JWT company in advertising which can be applied to these problems of the country because when all is said and done, the advertising problems are the same whether in the US or Europe; it is the methods of solving those problems that are different because no two markets have been developed to an equal point”. The American director defended therefore the universality so dear to JWT’s founding fathers, but at the same time he asked for awareness of national specificities. JWT Spain built and kept that authority, as a matter of fact, but it was not capable of gaining new accounts. Table 4.1. shows that the Spanish office worked for other international clients than GM, like His Master´s Voice, Pond´s, Sal de Fruta Eno, Listerine, Federico Bonet (who represented in Spain Eno and Maizena), Odorono, Cutex. But the fact is that JWT Spain did not get a single new client other that those brought by the international office and the Spanish stationery Vicente Rico, a very small account.

In 1931 General Motors closed down its account by JWT because of the international economic crisis. Hartzell left the Madrid office, being then replaced by the British Malcolm Thomson. With a reduced budget, and a new name (Thomson Publicidad), the Spanish office was moved to Barcelona, where most clients where. Ovomaltine becomes Thomson’s first client. The relationship between the new agency and the New York headquarters was apparently loose. Thomson became quite popular on his own in the 1930s among professional advertisers and market experts because of his index. The Thomson Index (of clear Thompsonian inspiration) measured market purchasing power on the basis of three indicators: cars, telephone, and taxes.

In his brief history of pre-war JWT Spain, Bravo (Bravo 1978) states that in 1935 Thomson replaced Prat Gaballí as director of the Madrid agency Veritas. It seems that Echeandía had got tired of Prat’s rather traditional concepts (as that of having an artist on the top of the agency) and happily accepted Thomson’s new ideas about advertising and demands. Bravo suggests further that Thomson aimed at a merger of Veritas and JWT. Neither the JWT Archives nor the dramatic development of Spain’s history allow us to know more about it.

If compared with other European offices, the Spanish one had worked satisfactorily. A relatively small office, in 1928 it represented 4.5% of JWT’s European business (and 7.1% of GM’s Europan sales). Profitability was higher than the average (6.8% versus 5.5%), with labor costs of 57.2% of total costs. In spite of Hartzell’s initial considerations, the agency’s impact on the Spanish advertising landscape was remarkable: it introduced rational advertising, based on consumer research and various studies on reading habits and media. The reasoning ad, with long texts, was shocking as it opposed to the traditional poster, which for most of the 20th century remained the regular ad in Spain. The testimonial ad (used in GM’s campaigns) also made its way into the Spanish rising ad industry prior to the civil war. JWT Spain focused on newspapers and magazines, rarely working in radio, cinema, theatre or outdoor advertising. The organization of the Spanish office was a small replica of the standard foreign office, with a neat division of labor among departments (a rarity in a trade where everyone was expected to do everything). The artistic director was the British John Shelton, but most of the art used to be acquired outside.

Waiting and seeing (1940s-1960s)

There are only few traces of the activities of JWT in post-war Spain. That the American agency lost interest in such an abated country should not cause surprise: most of the foreign agencies had closed their Spanish offices (where not much was left without personnel) when the war broke out and had not returned. However, since some of JWT’s best clients, like Pan-Am or Ford, were active in Spain, the agency looked for a local correspondent, a reputed and above all well connected shop willing to share the business. This was an attractive offer for Ruescas, whose founder, Francisco García Ruescas, had spent a short though important time in the United States in order to know the last trends in the advertising trade first hand (García Ruescas 1995). At a very modest scale, he tried to set up an American-style agency in post-war Madrid. And he succeeded. The relationship with JWT worked satisfactorily, at least until 1961, when he started to get criticism from other European offices, on the one hand, while at the same time, he started (like the best positioned local agencies) to be courted by multinational firms (JWT Archives, Sam Meek Papers, Madrid, Correspondence, 13 March 1961). Ruescas played his cards as best as he could, by proposing J.W. Thompson a proper joint-venture, like many others that were being established in the new, more (economically) liberal Spain. A series of misunderstandings plus slowness on JWT’s side made such an enterprise impossible. McCann Erikson bought Ruescas out, and JWT had to hurry up in search of an attractive and still single Spanish shop. 

Alas was an obvious choice. It was a powerful agency in the Spanish market, particularly regarding media placements. Alas had of course got other offers, but it recognized the value of working with JWT. This time the American agency put more at stake in Spain, a promising market in all ways and a very good complement to the almost saturated northern European Markets. Again, JWT was responding, however, to its clients’ pressures. Although we do not know much about the three years (1963-1966) Alas and JWT were associated, the truth is that JWT took out of Alas what was to be its best asset for many years: the brilliant and versatile advertising man Manuel Eléxpuru. JWT’s real comeback was designed around him.   

The comeback (1966-2000s)

The evolution of the Spanish subsidiary can be best understood by looking at the tables 4.2-4.4. Built around six inherited clients and accounts, JWT Spain experienced an amazingly fast development. At least as fast as the so-called Spanish wonder. Since the other European offices had been working since the immediate post-war, JWT’s strategy for Spain benefited from the overall accumulated knowledge. Translation and adaptation of portfolios worked out in New York constituted a first step in what could soon evolve in a more particular, creative fashion. Research remained a priority, and it was in this field where JWT left a deep trace in the Spanish advertising profession. The public presentation of the agency’s yearly analysis of socio-economic indicators, media, and the advertising market became an important event since the 1970s.  The American agency was recognized as a trend-setter.  

A joint look at tables 3.1 and 4.2 gives an idea of JWT’s penetration into the Spanish ad market in the late 1970s. They show as well how loyal most of its clients remained. Its contribution can be summarized in five points: 1) the loyalty of a few multinational firms, American and to a lesser extent European; 2) the consolidation of a methodology; 3) the introduction of media analysis; 4) the systematic translation and adaptation of JWT’s reports and methods; and 5) the thorough training of personnel. Mobility remained indeed very high within JWT Spain, what helped disseminate JWT’s methods and style within the Spanish advertising trade. The top management, instead, was remarkably stable. Julián Bravo, hired by Eléxpuru a few months after JWT’s official establishment, stayed at the top until 1992. His personal fondness of communication and education did probably contribute more to the professionalization of advertising than many other initiatives.      

From the headquarters’ perspective, JWT Spain had an utmost satisfactory evolution. The correspondence with the Frankfurt Office (the operational center of JWT’s European activities) gives to understand that Eléxpuru and his people was highly regarded, and that the Spanish market was a young, fast growing one, where JWT’s reputation was excellent. Unlike in the first era, now the Madrid and Barcelona offices (opened almost simultaneously, though under the lead of Madrid) were able to make new clients on their own, multinational as well as national. The growth of the latter helped to develop their own creativity, sustained upon the Spanish subsidiary’s own research. 

Conclusions

Advertising, whose commercial effectiveness remains controversial, has worked historically as an effective economic and social modernizing vehicle. One important reason of the enduring leadership of JWT throughout the past century was its scientific approach towards the advertising profession, an approach that lead this agency to embrace John Watson’s behaviorist doctrine and to systematically research market and consumption attitudes, thus looking at marketing and advertising as a sole object. Another major reason of JWT’s dominance was its early internationalization, a process in which the agency took the chance of reengineering itself. This paper has shown that the contribution of JWT to the education of the Spanish market has been as remarkable as manifold. On the one hand, it helped introduce analytic tools absent in Spain, such as market and media research and socio-economic statistics. On the other hand, it has lead –through some of its people- the professionalization of advertising in Spain. Sure, the education of the Spanish market has been a much wider process in which multinational firms, particularly dynamic Spanish firms, other service providers and, last but not least, worldwide economic progress and liberal economic policy have played a relevant role as well.     
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TABLES

Table 1. JWT and the evolution of the advertising industry

	Period
	Main worldwide trends
	JWT

	1860s-First World War
	Rise and institutionalization; 

US leadership (Progressive Era);

dominant media: newspapers and magazines;

first US agency=Ayer 
	J. Walter Thompson buys out Carlton (founded 1864) in 1878; magazine advertising dominance; stress on research (purchasing power panel and demographic trends); creation of the account executive; first foreign subsidiary (London 1899); JWT=first US agency in 1910 

	Interwar years
	Growth and internationalization parallel to the rise of US consumption levels and US multinationals;

new dominant media: radio 
	Stanley Resor buys out JWT in 1916; team Resor+James Webb Young+Helen Landsdowne; social sciences approach towards consumption (behaviorism); primacy of large national accounts; testimonial ad; broadcast advertising; international network (23 offices); JWT=first US and worldwide agency

	Second World War-1960s
	Golden years of advertising in the Western world; US leadership; creative revolution (Bernbach and Ogilvy) in the 1950s and 1960s;

new dominant media: television
	Uncontested leadership until 1960; reconstruction and growth of the international network; Norman Strouse (1960) and Dan Seymour (1964) replace Resor; incorporation; loss of US leadership in the1960s

	1970s-1980s
	Crisis, diversification, and transformation; rise of the creative shops; 

leading US agency=Young&Roubicam 
	Scandals and further loss of leadership; 1980=creation of the JWT Group; merger with Hill & Knowlton; JWT=5th US agency in 1985; creation of the WWP Group in 1987

	1990s-2004
	Crisis and concentration; 

new dominant media: internet and many other; 

leading US agency=Leo Burnett
	Domestic and worldwide recovery; WPP=second US and first worldwide agency 1995-2000 (CEO=Sir Martin Sorrell)


Source: Encyclopedia of Advertising (2003) and my own elaboration.

Table 2. 1. Survivors and newcomers in the Spanish advertising market (1960) 

	Agency
	Founded
	Location
	Main partners
	Background

	Publicitas
	1902/1929
	Madrid
	Suiss partners

Jaime de Semir
	

	Alas
	1930
	Madrid
	Ferrer Bonsoms, Zunzunegui family
	

	Los Tiroleses
	1932
	Madrid
	Urquijo de Federico family
	

	Roldós
	1933
	Barcelona
	
	

	Oeste
	1939
	Barcelona
	Artiach family

Prat Gaballí
	

	Dardo
	1941
	Madrid
	F. Bonet

A. Pedrosa
	

	Cid
	1945
	Barcelona
	Garrigues family
	

	Ruescas
	1949
	Madrid
	F. Ruescas
	

	Fontán y Cía
	1952
	Madrid
	Fontán family
	

	Clarín Publicidad
	1953
	Madrid
	Luca de Tena

Marañón
	

	AR Compañía Ibérica de Publicidad
	1959
	Madrid
	Liniers 

Barreiros
	


Source: Anuario Financiero y de Sociedades Anónimas (1960) and the author’s own elaboration.

Table 2.2. Top 12 advertising agencies in Spain (1983)

	Agency
	Founded
	Gross income (million pesetas)
	Employees
	Main clients

	1. J. Walter Thompson
	1927/

1966
	873
	128
	Madrid: Bacardí, De Beers, Ford, Kodak, Kraft, Pepsi Cola, Nestlé, Thomson

Barcelona: CPC, Derivados Lácteos, Margaret Astor, Starlux

	2. Tiempo/BBDO
	1960s/

1975
	648
	79
	Barcelona: Danone, Freixenet, Henkel, Myryrgia, Orbis, Pepsico Matutano, Terry

Madrid: Cruz Roja, Grüner+Jahr, Johnson’s Wax, Manufacturer’s Hannover Trust, Seagram’s

	3. McCann Erickson
	1949/

1963
	646
	97
	Madrid: Banco Exterior de España, Coca Cola, CNTE, General Motors, Gillette, Kodak, Lufthansa, RJ Reynolds

Barcelona: Frigo, Henkel, Martini&Rossi, Maggi, Nestlé

	4. Lintas
	1960s
	633
	90
	Agra, Citicorp, Elida Gibbs, Fasa Renault, Gallina Blanca, Good Year, Johnson&Johnson, La Lactaria Española, Lever Ibérica, Martini&Rossi, Rowntree Mackintosh, Tetra Pak, Zurich

	5. Cid SA
	1945
	600
	110
	Ayuntamiento de Sevilla, Consejo de Gobierno de Cantabria, Elbe Sharp, Lasala, Bayer, Lovable España, MB España, Ministerio de Agricultura, Ministerio de Sanidad y Consumo, Paredes, Renfe, Sáez Merino, Teka, Tudor

	6. Delvico DFS
	1960s
	556
	96
	Madrid: Agfa Gevaert, Johnson’s Wax, Mantequerías Arias, Pycasa, Tetra Pak, Wendy’s, Wrangler

Barcelona: Bimbo, Cafés Marcilla, Henkel, Pepsico, Seiko

	7. NCK SA
	
	510
	72
	Beiersdorf, Colgate-Palmolive, Heineken, Hiram Walker, Johnson’s Wax, Kraft, La Casera, Schweppes, Telefunken, Yoplait

	8. Unitros SA
	1960s
	502
	87
	Madrid: Agfa, Talbot, Beiersdorf, Hero, La Estrella, L’Orèal, Pescanova, Pikolín

Barcelona: Braun, CPC, Henkel, Nutrexpa

	9. Grupo Bassat, Ogilvy & Mather
	1976
	486
	92
	Barcelona: Adidas, Ayuntamiento de Barcelona, Industrias Marca, Roca, Lanofil

Madrid: American Express, Barclays Bank, CTNE, Congost, Parker Seagram’s, Tauro, Varma

	10. Tandem/DDB
	
	486
	78
	Ciba-Geigy, Codorniu, Empetrol, Gallina Blanca, IBM, La Toja, Panrico, Polaroid, Renfe, Sanyo, Seat-Audi-Volkswagen, Solís, Turismo de España

	11. Danis, Benton & Bowles
	1952/

1974/

1989
	440
	91
	Madrid: Digital, Planeta, General Foods, Koipe, Mercedes-Benz, Richardson Vicks, Saimaza, Tabacanaria

Barcelona: Artiach, Delapierre, Derivados Lácteos, Intergrundig, Suchard

	12. Alas, Cía General de Publicidad
	1930
	410
	147
	Consejo Regulador de Vino de Andalucía y de Castilla León, Cruz Campo, Ferrovial, Greip, Junta de Galicia, ONCE, Puch, Roneo, Rothmans, Seat, Sigma, Tag-gard, Xey


Source: J: Walter Thompson España (1984), La publicidad y nuestros anuncios, Madrid. 

Table 2.3. Top 10 advertising firms in Spain (2001)

	Agency
	Year
	Location
	Main partners
	Background

	1. Young & Rubicam
	1966
	Madrid
	Young & Rubicam (100%)
	

	2. McCann Erickson
	1963
	Madrid
	
	Merdes with Clarín and Ruesgas in 1963

	3. FCB Tapsa
	
	Barcelona
	
	Tapsa

	4. BBDO España
	1975
	
	
	Tiempo

	5. Euro RSCG Spain
	
	
	
	

	6. Bassat Ogilvy & Mather
	1976
	Barcelona
	
	Bassat

	7. Publicis
	
	Madrid
	
	

	8. J. Walter Thompson España
	1927/1966
	Madrid
	J. Walter Thompson (100%)
	Associated with Alas 1963-1966

	9. Grey España
	1965
	Madrid
	
	Rasgo 1965-

	10. Bates Spain
	
	Madrid
	Bates (100%)
	


Source: www.adbrands.net/es

Table 3.1. Main Spanish advertisers in 1976

	Client firm 

(main brands)
	Total investment in advertising (million pesetas)
	Links to foreign firms (1)
	Main advertising agencies

	FOOD 


	
	
	

	Bimbo

(Pan Bimbo, Bony, Tigreton)
	182
	Campbell-Taggart US
	Danis-B&B

	Danone
	290
	Danone F 58.9%
	Reclamo

	Derivados Lácteos

(Camy, Chamburcy, Findus)
	122
	SFDI CH
	JWT

Danis-B&B

Bassat

	Gallina Blanca

(Avecrem)
	218
	Borden US 50%
	Demer (Borden 50%)

	Nestlé

(Celac, Eko, La Lechera, Maggi, Nescafé, Nesquik, Nido)
	624
	Nestlé CH 
	JWT

McCann Erickson

Intermarco

Clarín

	Nutrexpa

(Cola.-Cao)
	302
	
	MMLB

Unitros

	Starlux

(Nocilla)
	352
	Findin I
	

	Tasada y Beltrán

(Alsa, Hornimans, Knorr)
	202
	CPC International US
	Unitros

	Unión Alimentaria Sanders

(Piensos Sanders)
	120
	Sanders US
	Leo Burnett

	BEVERAGES


	
	
	

	Cinzano
	156
	Cinzano I
	Bassat

	Cítricos y Refrescantes

(Trinaranjus)
	142
	Agrolimen ( Borden US 50%)
	Contrapunto

Demer (Borden 50%)

	Coca-Cola España

(Coca.Cola, Fanta, Finley)
	462
	Coca-Cola US
	McCann Erickson

	Codorniu

(Codorniu, Delapierre)
	306
	
	Danis-B&B

Oeste

	Cynar
	120
	
	Danis-B&B

	Dyc

(Dyc, Anís Castellana, Calisay)
	111
	
	Radiux

Unitros

	Freixenet

(Carta Nevada, Cordón Negro)
	111
	
	Tiempo-BBDO

	González Byass

(Soberano, Tío Pepe)
	400
	González Byass UK 45.2%
	Danis-B&B

Rasgo-Grey

	Knorr Elorza

(Kas)
	166
	
	MMLB

Publisat

	Martini & Rossi
	193
	Martini I
	JWT

McCann-Erickson

	Osborne y Cía

(Veterano, Magno)
	110
	
	JWT

MMLB

Contrapunto

	Pedro Domecq

(Fundador, Carlos I, Carlos III, Fino La Ina)
	110
	
	Unitros

Lintas

FCB

	Pepsi-Cola de España

(Pepsi-Cola, Mirinda)
	148
	Pepsi-Cola US
	Tiempo-BBDO

Young Rubicam

	Rioblanco

(Schweppes, La Casera)
	290
	F and US 50%
	Balena

Tiempo-BBDO

	Rumasa

(Castellblanch, Don Zoilo, Dry Sack, Paternina)
	167
	
	

	PERSONAL CARE


	
	
	

	Antonio Puig

(Agua Brava, Lavanda Puig, Moana, Azur, Williams)
	204
	
	MMLB

JWT

McCann Erickson

	Beiersdorf Española

(Nivea, Atrix)
	132
	Beiersdorf D 
	Rasgo-Grey

Unitros

	Camp

(Colón, Coral, Elena)
	226
	
	Tecma

	Colgate-Palmolive
	208
	Colgate US
	NCK

Ted Bates

	Gillette Española

(Filomatic)
	240
	Gillette US
	McCann Erickson

FCB

	Henkel Ibérica

(Fa, Dixan, Mistol, Vernel, Perlan)
	260
	Henkel D
	Unitros

Intermarco

McCann Erickson

Tiempo-BBDO

	Johnson Wax Española

(Centella, Pronto)
	390
	Johnson US
	Danis-B&B

McCann Erickson

	Lever Ibérica

(Lux, Rexona, Signal, Skip, Vim, Atkinsons)
	560
	Unilever NL-UK 
	JWT

	Myrurgia

(Joya, Maja)
	107
	
	Oeste

	Perfumería Parera
	115
	
	BCK

	Procter & Gamble España

(Ariel, Dash)
	194
	Procter & Gamble US
	Rasgo-Grey

Young & Rubicam

	AUTOMOBILE


	
	
	

	Chrysler España

(Simca, Dodge)
	212
	Chrysler US 97%
	Young & Rubicam

	Enasa

(Pegaso)
	124
	
	Tandem

	Fasa-Renault
	270
	Renault F 50%
	Intermarco

	Seat
	492
	Fiat I 36%
	NCK

Tandem

	ELECTRICAL HOUSEHOLD APPLIANCES


	
	
	

	AEG Telefunken
	148
	AEG D
	Tandem

Unitros

	Braun Española
	128
	Braun D
	JWT

Unitros

	Fabrelec

(Edesa, Westinghouse)
	115
	Westinghouse US 81.4%
	Radiux

	Orbaiceta

(Agni, Crolls, Corcho, Super Ser)
	158
	
	Danis-B&B

Publinova

Gamma

	Philips Ibérica
	760
	Philips NL
	Balena

Intermarco

	PHARMACEUTICALS


	
	
	

	Bayer

(Aspirina)
	124
	Bayer D
	Consulting Propaga

	Richardson Merrell

(Clearasil, Fórmula 44)
	171
	Richardson Merrell US
	Tandem

	BANKS


	
	
	

	Banco de Bilbao
	139
	
	MMLB

	Banco Hispano-Americano
	130
	
	Reblisa

Tandem

	Banco de Santander
	118
	
	

	Banco de Vizcaya
	120
	
	Carvis

	Confederación Española de Cajas de Ahorros
	120
	
	Arge

	PUBLISHING COMPANIES


	
	
	

	Argos Vergara
	124
	
	

	Editorial Planeta
	160
	
	Alas

	Salvat Editores
	294
	
	Univas

	DEPARTMENT STORES


	
	
	

	El Corte Inglés
	900
	
	

	Galerías Preciados
	400
	
	Clarín

Cid

Atlantis

	HOUSEHOLD

APPLIANCES
	
	
	

	Antonio Beteré

(Flex)
	151
	
	

	Magefesa
	186
	Magefesa F 33%
	Intermarco

	LEISURE


	
	
	

	Exin-Line Bros

(Cinexin, Exin Castillos, Ibertren, Madelman, Scalextrix, Tente)
	114
	Exin-Line Bros US 
	Reclamo

	Kodak
	142
	Kodak US
	JWT

Delvico

	TRANSPORTATION AND COMMUNICATION


	
	
	

	C. Telefónica Nacional de España
	106
	
	Rasgo-Grey

Arge

McCann Erickson

Compas Needham

	Iberia Líneas Aéreas
	113
	
	Dardo

Reclamo

Compton Advertising

	Renfe
	140
	
	Danis-B&B


Source: IP Mark 162 (1977).

Table 3.2. 50 top brands in Spain, 1979-1980

	Brands
	Investment (million pesetas)

	1. El Corte Inglés
	931

	2. Galerías Preciados
	725

	3. Nescafé
	275

	4. Philips (color TV)
	255

	5. Coca Cola
	249

	6. Cola Cao
	230

	7. Codorniu
	194

	8. Telefunken (color TV)
	181

	9. Philipshave
	170

	10. Carta Nevada Freixenet
	167

	11. Danone (yogourth)
	166

	12. Afha
	145

	13. Renfe
	130

	14. Thomson (color TV)
	127

	15. Iberia
	126

	16. Seat
	118

	17. Cajas de Ahorros Confederadas
	111

	18. Banco de Vizcaya
	108

	19. Pepsi Cola
	107

	20. Insuperable
	107

	21. Fanta
	104

	22. Colón (detergent)
	100

	23. Banco de Bilbao
	97

	24. Winston
	96

	25. Cola Cao Vit
	96

	26. Flex
	94

	27. Lois
	94

	28. Nocilla
	93

	29. Cola Cao (spread)
	92

	30. Braun
	92

	31. Grundig (color TV)
	92

	32. Starlux (broth)
	88

	33. Sears
	88

	34. Luzil (detergent)
	87

	35. Martini (vermouth)
	85

	36. Ford Fiesta
	85

	37. L’ Aixertell
	84

	38. Milupa
	84

	39. Plátanos de Canarias
	82

	40. Schweppes (tonic)
	81

	41. Fundador
	81

	42. Segura Viudas
	80

	43. Tul (detergent)
	80

	44. Kellogg’s
	79

	45. Cimarrón
	76

	46. Avecrem (broth)
	75

	47. Moulinex (mixer)
	75

	48. Kodax (camera)
	75

	49. Emerson (color TV)
	72

	50. Pronto 
	72


Source: J. Walter Thompson España (1980), La inversión publicitaria en 1979, Madrid, p.11.

Table 3.3. 50 top advertisers in Spain, 1979-1980

	Company
	Investment (million pesetas)

	1. El Corte Inglés
	932

	2. Nestlé
	869

	3. Lever Ibérica
	591

	4. Philips Ibérica
	561

	5. Galerías Preciados
	551

	6. Nutrexpa
	531

	7. Johnson’s Wax Española
	454

	8. Coca Cola
	424

	9. Starlux
	367

	10. Seat
	364

	11. Danone
	324

	12. Gallina Blanca
	320

	13. Automóviles Talbot
	293

	14. Codorniu
	291

	15. Camp
	263

	16. Renfe
	247

	17. Kanfort Ibérica
	246

	18. Henkel Ibérica
	237

	19. Braun
	236

	20. AEG
	232

	21. Freixenet
	229

	22. Antonio Puig
	228

	23. Salvat
	224

	24. Magefesa
	221

	25. Fasa Renault
	206

	26. Industrial de Perfumería
	203

	27. La Casera
	203

	28. Sáez Merino
	189

	29. Procter & Gamble
	189

	30. Moulinex
	188

	31. CPC
	178

	32. Margaret Astor
	175

	33. Pedro Domecq
	174

	34. Gillette Española
	174

	35. González Byass
	167

	36. Beiersdorf Española
	164

	37. Martini Rossi
	159

	38. Citröen Hispania-Peugeot
	156

	39. Thomson
	150

	40. Casamitjana Mensa
	150

	41. Inter Grundig
	148

	42. Bayer
	147

	43. Colgate Palmolive
	146

	44. Derivados Lácteos
	145

	45. Afha Española
	145

	46. Orbaiceta
	144

	47. Banco de Vizcaya
	141

	48. General Food
	137

	49. Famosa
	135

	50. Iberia
	134


Source: J. Walter Thompson España (1980), La inversión publicitaria en 1979, Madrid, p. 12.

Table 3.4. 14 top advertising sectors in Spain, 1979-1980

	Sector
	Number of brands
	%
	Investment (million pesetas)
	%
	Average investment per brand (thousand pesetas)

	Food
	1,050
	6.9
	5,651
	14.7
	5,382

	Beverages
	895
	5.9
	4,443
	11.6
	4,964

	Building
	3,628
	23.9
	1,496
	3.9
	412

	Leisure and culture
	1,840
	12.1
	6,023
	15.7
	3,273

	Energy
	46
	0.3
	82
	0.2
	1,783

	Pharmaceuticals
	95
	0.6
	352
	0.9
	3,705

	Finance
	926
	6.1
	1,955
	5.1
	2,111

	Home
	1,088
	7.2
	2,780
	7.2
	2,555

	Cleaning
	204
	1.3
	2,466
	6.4
	12,088

	Machinery
	583
	3.8
	363
	0.9
	623

	Personal care and perfumery
	848
	5.6
	3,995
	10.4
	4,711

	Tobacco
	54
	0.4
	488
	1.3
	9,037

	Textiles and clothing
	846
	5.6
	1,872
	4.9
	2,213

	Transportation
	2,198
	14.5
	2,898
	7.5
	1,318

	Other
	862
	5.7
	3,562
	9.3
	4,132

	Total
	15,163
	100.0
	38,426
	100.0
	2,534


Source: J. Walter Thompson España (1980), La inversión publicitaria en 1979, Madrid, p. 13.

Table 3.5. Top 10 advertisers in Spain, 2001

	Company
	Investment (million euros)

	1. El Corte Inglés
	71.7

	2. Procter & Gamble
	62

	3. Telefónica Móviles
	58.2

	4. Volkswagen-Audi España
	50.8

	5. Danone
	50

	6. Telefónica
	50

	7. ONCE
	48.6

	8. Fasa Renault
	48.5

	9. Nestlé España
	41.8

	10. Peugeot Talbot España
	41


Source: www.adbrands.net/es.

Table 4.1. JWT’s clients in Spain, 1930

	General Motors

	Gramophone

	Coca Cola

	Gillette

	Quaker Oats

	Goodrich

	Royal Baking Powder

	Odorono

	Frigidaire

	Delco Light

	Simmons

	Johnson Motors

	Rico-Stationery


Source: JWT Archives (Harman Center, Duke University), JWT Minutes of Representatives’ Meetings, 29 July 1930 (Arthur Hartzell’s report on JWT Spain).

Table 4.2. JWT Spain – Evolution of accounts, 1966-1976

	Year
	New accounts (*)



	1966
	NESCAFÉ, CAMY, KODAK, ROLEX, PAN AM, FORD EUROPE

	1967
	KODAK TV, L&M (1967-1975), Ombesa (1967-1973), SELECCIONES, Ideal (1967-1968), Leacril (1967), SEVEN UP, Gardisett (1967-1969), Mennen (1967-1968), Mc DONNELL DOUGLAS 

	1968
	SUNSILK, KRAFT, Champion (1968-1975), Ripolín (1968-1976), Secretariado Internacional de la Lana (1968-1975), Maggi Gran Caldo, 100 Pipers (1968-1970), Pepsi Cola (1968-1969)

	1969
	LUX, GENERAL ELECTRICA ESPAÑOLA/THOMSON ESPAÑOLA, Sears (1969)

	1970
	Firestone, Oficina de Turismo Portugués, Gramco Ibérica, Laboratorios Miles Martin, TUDOR, SINGER, FINDUS, Pepsodent, Radion, GACETA ILUSTRADA

	1971
	NESCAFÉ ORO, ZIZ, Vinolia, Tame, Conde Orgaz, Sunil, Editorial Abril, Grupo Stuart, Eaton, DE BEERS

	1972
	MAGGI PURE DE PATATAS, VALLEHERMOSO, E.C.P.I., Wrangler, Proquimetal

	1973
	Lego, Lilly Indiana, Club Boadilla, Kelvinator, Ferrovial, SWAKARA, BRAUN

	1974
	CRICKET, OSBORNE, Induban, U.F.F.I., Thunder, BACARDI

	1975
	BANCO PASTOR, FORD ESPAÑA, WILLIAMS HISPANIA, EDUCA, TECNICAS REUNIDAS, MONROE, SEVEN UP

	1976
	KODAK EKTASOUND, ELIDA GIBBS, NUREL, ISTAR, LILIACEL, Manesmann, ROBERTSON, COSMOS, VARMA/WHITE LABEL, BURGER KING, ALMANAQUE DE LOS GOLOSOS Y LAS GUAPAS


(*) In capitals: survivors in 1976

Source: JWT Spain (1976).

Table 4.3. JWT’s clients in Spain, 1980

	Sector
	Client company (year of first account)

	Automobile and motor
	Eaton SA (1974)

Ford España SA (1975)

McDonnell Douglas Corp. (1967)

Sociedad Española del Acumulador Tudor (1970) 

	Beverages
	Bacardi y Cía SA España (1975)

Bebidas Americanas SA (1979)

Campari (1978)

Codorniu (1978)

Varma (1976)

	Services
	Banco Pastor (1975)

Cosmos SA Editorial (1976)

Dymo Ibérica SA (1974)

Erpin SA de Seguros (1976)

Inmobiliaria Istar SA (1976)

Inmobiliaria Vallehermoso SA (1969)

Técnicas Reunidas SA (1975)

	Jewels 
	De Beers Consolidated Mines Ltd. (1973)

Relojes Rolex de España SA (1967)

	Personal care and pharmaceuticals
	Elida Gibbs SA (1968, 1976)

Lever Ibérica SA (1969)

Lilly Indiana SA (1977)

Williams Hispania SA (1975, 1976)


Source: JWT España (1980), Mil novecientos setenta y nueve mil novecientos ochenta, Madrid.  

Table 4.5. JWT Spain, 1966-1990 (Source: JWT Spain (1991), JWT 25. Esto no es un cuchillo de palo, Madrid, JWT)

	Year
	Number of accounts
	Turnover (1,000 pesetas)
	% of Spain’s total investment in advertising
	Number of employees by the end of the year



	1966
	6
	
	
	22

	1967
	15
	142
	
	45

	1968
	
	202
	
	54

	1969
	
	247
	
	59

	1970
	
	314
	
	67

	1971
	
	396
	
	73

	1972
	
	458
	
	90

	1973
	
	549
	2.13
	94

	1974
	
	620
	2.00
	92

	1975
	
	745
	1.65
	95

	1976
	
	993
	2.06
	96

	1977
	
	1,365
	2.51
	94

	1978
	
	1,646
	2.52
	92

	1979
	
	1,976
	2.43
	101

	1980
	
	2,725
	2.62
	108

	1981
	
	3,822
	2.91
	120

	1982
	
	4,704
	2.61
	124

	1983
	
	5,700
	2.65
	128

	1984
	
	7,294
	2.83
	140

	1985
	
	10,112
	3.21
	177

	1986
	
	11,390
	2.73
	158

	1987
	
	12,980
	2.40
	148

	1988
	
	13,224
	1.93
	140

	1989
	
	13,531
	1.57
	144

	1990
	
	18,704
	1.77
	155
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