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Korean advertising and broadcasting industries. Television ratings
services are provided by Media Service Korea (owned by AC
Nielsen) and Taylor Nelson Sofres, which started its operation in
October 1999. The Korea Audit Bureau of Circulations was
established in May 1989 to collect statistics on newspaper and
magazine circulation. The system was not yet fully established at
the turn of the century, but figures were beginning to be available
for some of the major newspapers and magazines.

YOUNG SOOK MOON
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Spain

The earliest Spanish advertising appeared in the country’s news-
papers. On 6 April 1825 the Diario de Avisos began printing a
few advertisements in its daily edition. The newspaper La Esper-
anza (1843—73) had a long life precisely because of its advertising,
even though its editorial content was heavily ideological and
political, as was the norm in most dailies at that time. The first
genuinely commercial newspaper was La Correspondencia de
Espara, based on the French model originated by Emile Girardin
and introduced into Spain by Manuel Maria de Santa Ana. As
advertising started to become a profitable business, Maria de
Santa Ana founded the Sociedad General de Anuncios de Espaiia
(SGAE; General Society for Spanish Advertising), the first true
Spanish advertising agency. The fourth page of Correspondencia
de Espana was sold to SGAE and dedicated entirely to advertis-
ing. Other agencies, such as Empresa y Comisién Central de
Anuncios and Publicidad-Empresa de Anuncios, were soon estab-
lished. For the most part, their business involved selling advertis-
ing space in newspapers.

The pioneer advertising agencies were subsidiaries of newspa-
pers or other businesses. In 1857 Roldos, named after its founder
Ruperto Roldés, was formed. The agency initially worked for
newspapers, but it soon started editing brochures and creating
some outdoor advertising, such as posted signs. Roldés operated
independently through 1929, when it merged with businesses in
Madrid and Barcelona, becoming Roldés-Tiroleses. In 1939 it
became Roldés, SA.

In the second half of the 19th century, the rates being charged
by some newspapers for advertising space were out of proportion
to their circulation. In 1880 the Gremio de Anunciantes (Assem-
bly of Advertisers) was established to audit newspaper circula-
tion. The Liga de Prensa (Press League) was founded with the
same purpose slightly later. Valeriano Pérez, founder of the agency
Los Tiroleses in 1891, was probably the first creative figure in
Spanish advertising. He used historic events—such as Spain’s war
to preserve its territory in North Africa, the Spanish-American
War, the quatercentenary of Christopher Columbus’s 1492 voy-
age, and the tricentennial of the birth of dramatist Pedro

Calderé6n de la Biarca—as the basis for advertising campaigns. He
surrounded himself with talented graphic artists and developed a
virtual monopoly on outdoor advertising.

Another key figure in early Spanish advertising was Pedro Prat.
In 1917 he wrote Scientific Advertising, a New Technique. He
founded the Fama agency, soon associated with the Swiss agency
Publicitas, which had been working in Barcelona since 1898. Prat
went to Madrid to found Veritas in 1928 and after the Spanish
Civil War (1936-39) founded Oeste (West). He later wrote Téc-
nica de la Publicidad (1922) and Publicidad Racional (193 4).

The advertising multinationals began arriving in Spain in the
1920s, among them Publicitas, Germany’s Rudolf Mosse, Britain’s
Crawford, France’s Havas, and, from the United States, the J.
Walter Thompson Company (JWT). They came with multina-
tional advertisers such as Shell, Martini, Nestlé, General Electric,
Olivetti, Coca-Cola, Renault, Ford, Peugeot, Citroen, and Gen-
eral Motors. JWT came to Spain in 1926 with its client General
Motors but left the country a few years later in the wake of the
stock market crash of 1929. JWT introduced “reason-why”
advertising in Spain (hard-se!l advertising appealing to reason, as
opposed to soft-sell advertising appealing to the emotions); its ads
were different from the then-prevalent poster-art style, having
more in common with the modernist aesthetic that was then dom-
inating the Spanish art scene. Spanish advertisers also began to
use testimonials. The first National Advertising Conference met in
Barcelona; of the 123 participants, 94 were Catalans (i.e, from the
northeastern region that includes Barcelona).

Creativity in Spanish Advertising

Art was an important element in early Spanish advertising; from
the 19th century to the time of the Spanish Civil War, painters and
graphic artists worked together. They used vivid color and were
influenced by the Romantic type of illustrations seen in magazines
of the day such as La Moda Elegante (a fashion magazine
founded in 1841) and La llustracion Artistica (1889). At the end
of the 19th century Catalan artists were heavily influenced by the




French Art Nouveau style. A significant change occurred when
modernist and even cubist painters such as Juan Gris began con-
tributing to the popular weekly supplement Blanco y Negro
(founded in 1891). Cosmetics joined medical remedies as widely
advertised items, and to these were soon added new products such
as cameras, typewriters, and cars. Women began appearing in ads
as something more than decorative figures; they now were actively
consuming goods that were fashionable and earned them status.
Page ads with spectacular illustrations appeared in the 1920s, and
in the 1930s color lithography came into widespread use.

Innovation in the graphic arts was fostered by company-
sponsored competitions. The first such contest, held in Barcelona in
1897, drew 172 submissions. Ramon Casas, a modernist painter
and friend of Pablo Picasso and Santiago Rusifiol, was the winner.
This contest was underwritten by Anis del Mono, a liqueur manu-
facturer; it was soon followed by other competitions, sponsored by
the sparkling wine producer Codorniu and Amat!'er, a chocolatier.

The modernist style also dominated advertising in Madrid,
exemplified particularly in the work of graphic artists such as
Rafael Penagos and Federico Ribas. Another graphic artist of note
during this period was Josep Renau, who worked in Valencia. Gal
cosmetics, the brand that invested the most in advertising in the
1920s, still maintains its own advertising museum in Alcala, a city
near Madrid. Its agency was Prat’s Veritas. The first advertising
billboard was erected by a road near Manresa, in Catalonia, on 2
May 1912.

The 1920s marked the early development of commercial radio
advertising in Spain. The broadcaster Unién Radio, established in
1925, initiated an evolution from repetitive and boring messages to
a more entertaining radio style. Sponsored programs were rapidly
introduced. The beginnings of radio in Spain were wholly commer-
cial; only later were government-owned stations introduced.

Stagnation

The end of the Spanish Civil War inaugurated a less creative era
than the one that preceded it. The country was very poor and iso-
lated. Advertising was basically political and served the interests
of the regime of Francisco Franco. The advertising industry would
not be rebuilt until the economy began to grow and function in a
non-subsistence, more prosperous environment.

In the late 1940s agencies such as Oeste, Roldés, Vila, Publici-
tas, Valeriano Pérez & Sons, Los Tiroleses, Gisbert, and Ruescas
started up again. Most advertisers were local, however, and had
-ery small budgets. Only a handful of food, cleanser, toy, medi-
cine, and shaving brands advertised nationally. Newspaper circu-
lation was limited by a scarcity of paper, and the contents
continued to be censored. Agencies regressed to becoming mere
sellers of advertising space for newspapers. Very little radio, mag-
azine, or outdoor work was done at this time.

After 1952 some multinational corporations such as Nestlé,

Coca-Cola, and Firestone returned to the advertising scene, after
having left during the Civil War. Radio became the dominant
advertising medium, with the Sociedad Espafiola de Radiodi-
fusion (SER) network dominating the market.
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Motion pictures offered a new advertising opportunity in the
1950s. Jo Linten found partners in Spain in José Luis Moro and
his brother Santiago. In 1955 a commercial agreement between
Movierecord and Estudios Moro was reached. Linten imported
short films from Britain and short advertising movies from
France. For the first time Spanish ads were entered in interna-
tional contests and won awards. Within the Movierecord group,
Linten founded Red for outdoor advertising. Estudios Moro won
a number of international awards between 1957 and 1967.

Multinationals Return

Television changed the advertising landscape. The first television
station, government-owned Television Espafiola, began program-
ming on 28 October 1956. By the end of 1957, the first commer-
cial had been broadcast. The 1960s marked an era of relative
prosperity in Spain, with major industiial and economic growth.
Consumer spending power increased, and new advertising mar-
kets for home technologies were opened. Tourism was becoming a
major industry and offered a major new advertising opportunity.
A popular ad slogan of the day was “Spain is different.” In this
new environment, many multinationals that had left Spain during
the Civil War returned. The Swedish firm of Giinther and Backab
returned in 1959, attracted by tourism. Unilever brought its in-
house agency, Lintas, with it to Madrid in 1958. The Leo Burnett
Company (1964), Ted Bates & Company (1964), and Young &
Rubicam, Inc. (1966), opened independent shops. Others formed
joint ventures with local businesses: McCann-Erickson absorbed
Ruescas in 1963; Grey Advertising took over Publicidad Rasgo in
1965; Arce & Potti beame part of Foote, Cone & Belding in
1968. JWT was associated with Alas between 1964 and 1966 and
then worked alone; one of its biggest clients was Nestlé and, in
particular, the Nescafé coffee brand. These merged agencies made
the finest ads produced in the post-Spanish Civil War period.
Although local shops such as Star, Colén, Cid, Danis, and
Carvis continued to dominate the ad industry, Lintas, JWT, and
Grey rapidly rose toward the top. JWT, led by Manuel Eléxpuru
and Julian Bravo, stood out during the 1970s because of its pro-
fessionalism and the talent of its personnel. Lintas, under the
direction of Manuel Ramiro, was perhaps the leading agency by
the beginning of the 1980s. Professionalism was also fostered by
two trade magazines, Control de Publicidad y Ventas and IPMark
(both started in 1962), and the Oficina de la Justificacién de la
Difusion, a nongovernmental auditing body. It was this organiza-
tion that finally introduced clear parameters for auditing newspa-
per and magazine circulation. Censorship was abolished by law in
1966. In 1971 Spanish universities began offering degrees in

advertising.
Resurgence and Growth

In 1974 Danis united with Benton & Bowles; TBWA opened its
Spanish operation in 1975, and Tiempo joined with Batten Bar-
ton Durstine & Osborn in 1976. Also in 1976 Luis Bassat
founded Bassat y Asociados, a shop in which Ogilvy & Mather
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One of the first Spanish companies to advertise using posters was the confectioner Chocolates Matias Lopez. This example dates from 1875.

participated. By the end of the Franco regime in 1975, Spanish
advertising was set to enter its contemporary phase. The Spanish
agency MMLB would be key in defining the national version of
the creative revoiution, simiiar to the U.S. creative revolution of
the 1960s. MMLB, a creative boutique rather than a full-service
agency, published a manifesto much like those issued by avant-
garde artists. Other agencies soon followed suit, including
Ricardo Pérez (1978), Tandem Campany Guasch (1978), and
RCP (1979), the latter of which counted among its ranks the cre-
ative talents Luis Casadevall and Salvador Pedrefio. In 1975 mul-
timedia audience measurement was improved by the newly
formed Estudio General de Medios (EGM), the result of an
industry-wide agreement among agencies, advertisers, and media.
In 1977 the AEAP (Spanish Association of Advertising Agencies)
gave new consistency to the industry by building a partnership
between the largest agency networks in the country. In 1986 the
National Cinema and Television Awards were introduced, signal-
ing a golden age of Spanish creativity that probably reached a
peak in international recognition in 1993, when Spain tied with

the two major creative countries, the United States and the
United Kingdom, in the number of awards wen at the Canncs
(France) International Advertising Festival.

By the 1990s the Spanish advertising market was the fifth larg-
est in Europe and the eighth largest in the world in terms of
spending. In Europe, only Germany, Britain, France, and Italy
spent more on advertising. Overall ad spending in Spain did not
compare with that of the biggest markets, however. For example,
U.S. spending was 24 times that of Spain in 2000.

Advertising expenditures in Spanish media markets have fol-
lowed the larger pattern of other European Union countries. In
the late 20th century the European advertising market was char-
acterized by the growth of television, a medium that developed at
a faster rate than any of its predecessors. Digital paid television,
through cable or satellite, started in 1999 and promised to rein-
force and perhaps accelerate the trend. Television’s share of adver-
tising spending grew from 24.4 percent in 1984 to 36.8 percent in
1997. In 1998 media share in Spain (including the Internet) was
as follows: TV, 45.7 percent; newspapers, 23.4 percent; maga-




zines, 13.1 percent; radio, 10.9 percent. Advertising spending for
television grew more than 9o percent from 1988 to 1993, the
early period of commercial television in Spain following deregula-
tion in 1989. During the same period, daily newspapers lost 20
percent, magazines more than 4o percent, and even radio, a pow-
erful medium in Spain, more than so percent.

The Spanish market still had room for growth: worldwide it
was only 16th in per capita advertising expenditures and r1th in
advertising expenditures as a percentage of the gross domestic
product (GDP), with 0.83 percent of GDP, well behind the 1.34
percent of GDP in the United States and the 1.23 percent of GDP
in the United Kingdom.

Overall growth in ad spending was spectacular in the 198o0s,
when advertising expenditures were increasing an astonishing 2.5
percent yearly on average. This boom was followed by an adver-
tising recession in 1992 and 1993, when there was a real decrease
in spending, as advertising expenditures were growing at a lower
rate than inflation (2 percent and 4 percent, respectively). In the
late 1990s the market was again expanding, although more mod-
erately than in the 1980s. By the turn of the century, overall
advertising expenditures in Spain had reached approximately $6
billion.

Every medium was different, however. Spain was, above all, a
broadcasting market. Per capita advertising expenditures were
low for newspapers and magazines—as was readership—com-
pared with those of other European Union countries. The country
had low levels of readership, despite audience and circulation
growth for dailies in the late 1990s. Magazines were in a process
of specialization that was increasing the circulation of monthly
issues targeted to specific audiences; at the same time, the circula-
tion figures and market impact of weekly publications were
declining. Overall, Spain was the fourth-largest cinema advertis-
ing market in the world and the seventh-largest radio and televi-
sion market. Terrestrial television (i.e., free, transmitter-broadcast
television, as opposed to paid, cable, or satellite television) was
still drawing huge audiences, and the influence and prestige of
radio was higher than in other European markets as a result of
earlier deregulation in the 1970s designed to capitalize commer-
cially on radio’s large audience. Agencies, media-buying special-
ists, media companies, and advertisers contributed to the costs of
audience research data provided through the Spanish Audit
Bureau of Circulations (OJD, established 1964) and were repre-
sented on its board. These groups also jointly funded the audience
media reports supplied by the EGM and the Association for
Research in Communication Media (AIMC), on whose board
they were also represented. There was only one audiometer pro-
vider in Spain, the French-owned Sofres, which analyzed data
from 2,500 households. The reliability and accuracy of these data
were matter for debate.

Media and Markets

Even as early as 1980 advertising spending for television repre-
i« sented a little more than 25 percent of total ad spending; by 1999
it was 38.3 percent, thus ranking Spain third behind only Italy

SPAIN 1467

and Japan in terms of the percentage so devoted. On the other
hand, ad spending for daily newspapers grew slightly, showing a
small upward trend from 28.7 percent of total ad spending to
31.3 percent in 1997, far behind the 48.2 percent of Germany and
the 43.5 percent of Canada. More important, magazines declined
from a 25.4 percent share in 1980 to a mere 15.3 percent in 1997,
although only Japan saw an increase of the magazine advertising
market during this period. Major magazine publishers included
the French publisher Hachette (which published Elle and Car and
Driver) and Germany’s Griiner+Jahr (the publisher of Muy Inzere-
sante, one of Spain’s leading monthlies), owned by Bertelsmann.
Radio’s share of spending also decreased, from 12.5 percent in
1980 to 9.7 percent in 1997. However, Spain was still the Euro-
pean market with the highest radio share. The outdoor advertis-
ing market also suffered, declining from 6.4 percent to 4.6 percent
between 1980 and 1997.

A number of explanations have been offered for the domi-
nance of television. The 1990s saw the development of commer-
cial broadcast television networks and regional stations. At the
turn of the 21st century, the television market in Spain consisted
both of national and regional government-owned stations as well
as private stations, both national and local. TVE, the most-
watched station in the country, depended on the government. The
1990s were also a decade of development for cable systems. The
first paid television channel started during these years.

Nontraditional advertising media such as direct marketing
(either mail-order marketing or telemarketing), sales promotion,
sponsorship (especially in sports programming, which is new in
Spain), and the Internet, accounted for half of overall advertising
expenditures in 2000. The fragmentation of the television and
radio audience, along with the increased ability of TV viewers to
avoid or bypass commercials, increased the use of nontraditional
media.

U.S. advertising shops dominated the Spanish agency scene by
the turn of the century. McCann-Erickson, Bassat Ogilvy, Tiempo
BBDO, Grey, and TBWA were the five largest agencies in the
country, with billings exceeding 4 billion pesetas ($21 million).
Among the top 20 Spanish ad agencies, 18 were owned by non-
Spanish advertising agency networks. Besides U.S.-owned agen-
cies, there were French-owned firms, such as Publicis and Euro
RSCG, and British- (e.g., Lowe) and Italian-owned (Barro Testa)
firms. Spain was not unique in this respect, however. With the
exception of France, in fact, every European market was domi-
nated by overseas networks.

In the 1990s there was heated controversy about the way
agency billings and income were reported, with accusations of
inflated figures circulated among agencies and widespread mis-
trust over the figures published by trade magazines such as Anun-
cios, Control de Publicidad y Ventas, and IPMark. The conflict
eased somewhat in the late 1990s following an industry-wide
agreement. Agency rankings were thenceforth based on figures
audited by Arthur Andersen, Ernst & Young, Pricewaterhouse-
Coopers, and KPMG Peat Marwick.

The Spanish advertising agency market was heavily concen-
trated in the creative hubs of Madrid and Barcelona, where large
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national and multinational clients were based as of 2001. Local
and regional agencies were understaffed and suffered from a lack
of strategic knowledge, poor management, and weak local and
regional audience research figures.

Because of TV’s strong presence in Spain (it had a penetration
level of 93 percent) and because the country’s biggest advertisers
had huge budgets for TV commercials, agencies were more inter-
ested in television than in any other medium. Most agencies in the
Spanish market were still paid by commission, even though the
prevalence of fees and other performance-related payments was
slowly increasing. The many well-publicized TV advertising
awards provided opportunities for agencies to increase their pres-
tige and for brands to boost their recognition.

Following the French model, large media-buying conglomer-
ates have been established in Spain. They are powerful intermedi-
aries that use their influence to obtain impressive discounts in the
media. They have also started to offer medium- and small-sized
agencies and advertisers media-planning services and audience
research. These services have become all the more necessary as the
television audience has become more fragmented. The effects of
the 1993 Sapin Law (Loi Sapin) in France—which tried to estab-
lish clear-cut, written discount agreements between media-buying
conglomerates, advertisers, and media—were felt in Spain, and
media-buying specialists encountered some mistrust in the mar-
ket. Some of these companies were independents, the largest ones
being Media Planning and Carat Espafa, a worldwide buying
outlet. Others, such as the Media Partnership, were formed by
advertising agency buying coalitions (in the case of Media Part-
nership, by JWT and Ogilvy & Mather).

The largest advertisers had a significant presence in the Spanish
market, where local television outlets were not very strong. In
fact, the 38 largest advertisers accounted for 45 percent of overall
spending, according to Infoadex, the Spanish provider of data on
ad spending. El Corte Inglés, a large department store, Procter &
Gamble Company (P&G), and the telecommunications company
Telefonica were the largest advertisers, with annual budgets of
more than 12 billion pesetas ($63 million). Nine automotive
advertisers (Renault, Volkswagen-Audi, Opel, Fiat, Peugeot, Ford,
Citroén, Nissan, and Seai) wei¢ among the top zo advertisers in
the country, even though the highest-ranking was only seventh.
Food and beverage advertisers also had impressive figures, with
four advertisers among the top 20: Nestlé, Leche Pascual (a dairy
producer), Danone (the European counterpart of Groupe
Danone), and Coca-Cola. (Pepsi was not among the top 5o adver-
tisers in Spain). P& G and Henkel (a manufacturer of household
cleansers, toiletries, and chemicals) were also major advertisers.

Deregulation of the phone system and mobile phone licenses
issued in the 1990s attracted advertising expenditures by Telefon-
ica (which also owned one of the major commercial television net-
works) and its competitors, notably Airtel and Retevision. The
development of pay television and digital platforms such as
Canal + (51 percent-owned by Canal + France and 49 percent—
owned by Spanish media conglomerate PRISA), its digital brand

Canal Satelite Digital, and Via Digital, owned by Telefonica, have
also contributed to the growth of the advertising market.

Government advertising is a major factor in the Spanish mar-
ket with $105 million in spending in 2000. The government has
developed campaigns to promote safe driving and to inform the
public about tax revenues, state treasury funds, the state lottery
(17th-largest advertiser in 1996), the Euro currency, and issues
such as drug abuse prevention, environmental protection, and
AIDS education. Strong advertising figures have also been shown
by regional governments, including those of Catalonia, Andalusia,
Galicia, Valencia, and the Basque region.

In the 1990s the creativity of Spanish advertising won world-
wide recognition and prestige thanks to superb performances by
Spanish agencies in the major advertising awards programs, espe-
cially the Cannes festival. In 1997 Delvico Bates, Tandem DDB,
SCPF, Casadevall Pedrefio & PRG, Tiempo BBDO, BDDP Man-
cebo Kaye, and FCB Tapsa led the pack in national and interna-
tional advertising awards. In 1997 Delvico took six Clio awards
and four prizes in Cannes; Tandem DDB won four in New York
and six Clio awards; Casadevall Pedrefio & PRG also took four
prizes in New York and two in Cannes; and BDDP Mancebo
Kaye, two in New York and four in Cannes. Advertising Age esti-
mated that in 2000, Spanish agencies overall had gross income of
$638.1 million on billings of $5.24 billion.
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